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BASF Corp.’s Richard Salamone is
quick to admit that it takes a good
deal of effort to seek and main-

tain FTZ status. But in his next breath, he
will just as quickly tell you that it was well
worth the effort.

“There is an enormous amount of
preparatory work for submitting the
applications to establish and activate the
Zone, and we are also required to maintain
complex records for U.S. Customs.
However, all the work does pay off well in
savings.” Since receiving its grant of
authority in 1995 to operate GDFTZ’s
Wyandotte Zone 70S, BASF has been able
to substantially reduce its operations costs
and, thereby, make its products more
viable in the marketplace, says Richard,
who is Customs Manager at BASF Corp.

Chiefly a producer of chemicals and
other chemical industry related products,
BASF Corp. ranks as one of the top
chemical companies in the nation and is
also among the largest in the world. In the
early 1990s, when the company sought to
curb its manufacturing costs and reduce its
Customs duties, its Wyandotte manufactur-
ing facility came into sharp focus. The
Wyandotte plant manufacturers a variety
of products, from auto industry plastics to
vitamins.

BASF conducted a preliminary
feasibility study of the facility to determine
where and how it could reduce its over-
head and to evaluate the anticipated level
of activity at the plant over the next few
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years. The results of the study led BASF
to seek Zone status for its vitamin manu-
facturing operations.

Now approaching five years as a
Zone operator, Richard says, “It was a
great deal of work, but it has certainly
been worthwhile.” Under the FTZ pro-
gram, because BASF imports the raw
materials needed to manufacture the
vitamins, and also stores and manufactures
them in its Zone, the company benefits
from the Inverted Tariff Provision. This
perk allows BASF Corp. to pay duty only
on its finished product rather than on
imported raw materials, which are taxed at
a higher rate.

“In this day and age, where there is
an enormous amount of competition and
globalization of the economy, Customs
duties have been dropping, yet they still
form an important cost for goods that are
imported or have imported components,”
says Richard. “Through the Inverted Tariff
Provision, BASF has been able to realize
significant savings in its Customs duties.”

Richard urges other companies to
consider FTZs as a viable method for
reducing their manufacturing costs. He
advises them to first conduct a feasibility
study to determine if an FTZ may engen-
der savings before moving forward. Says
Richard, “Without a doubt, FTZ status can
bring some very real savings and therefore
make your products more economically
viable, both in the domestic and interna-
tional marketplace.”
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As a former Foreign Service
Officer with the U.S. State
Department, Godfrey J. Dillard’s

career path has carried him across the
globe to Zaire where, as an Economic
Officer, he was charged with stimulating
U.S. business interest in the African
nation. Today, his role as a GDFTZ board
member finds Godfrey pursuing a similar
mission, though his efforts now are
confined chiefly to Detroit rather than such
exotic locales.  A major plus in attracting
business to Detroit, says Godfrey, is the
FTZ program and its many benefits.
“I often use GDFTZ to promote reverse
investment into the metro-Detroit area. It
is an ideal tool for encouraging investment
here and an ideal vehicle for companies
who want to participate in international
commerce.”

As a practicing attorney specializing
in international law, it is his expertise and
considerable experience in international
affairs, both in the public and the private
sector, which provides a good fit for his
role as a member of the GDFTZ board.
He is an avid promoter of GDFTZ, and
believes the Zone program is “an excellent

tool for any company that is involved with
imports from single or multiple sources.”

Zone Views
Conveying that message to the

business community at large and diversify-
ing its membership are, in Godfrey’s view,
among the greatest challenges currently
facing GDFTZ. “I think the FTZ in Detroit
suffers principally from its own success.
We have the auto industry which has
created a great deal of opportunity for the
program, but if you look closely at our
numbers, we are almost totally auto
industry dominated.” Like any other
successful organization, Godfrey believes
that in order for GDFTZ to continue to
grow, it will need to diversify its member-
ship. “There are a lot of businesses out
there that are not familiar with the pro-
gram,” says Godfrey. “Our task will be to
aggressively try to get our message out
and to attract new industries.” He cites
such automotive spin-off industries as the
plastics or chemical companies as potential
new targets for GDFTZ membership as
well as other companies that provide auto
body components and materials.

Community Involvement
Godfrey is also involved in a number

of other professional, civic and community
organizations. He is Chairman-Elect of the
International Law Section of the State Bar
of Michigan and sits on the Board of
Directors of the Wayne County Neighbor-
hood Legal Services. Additionally, he is a
member of the Michigan District Export
Council and a founder of the George
Crocket Academy, a charter school
established in Detroit in 1998 to serve
grades K-8. In 1999, Godfrey was named
Lawyer of the Year by Michigan Law-
yers Weekly publication.
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It takes a great deal of highly special-
ized expertise to build and operate a
successful business. There’s the CPA

who provides advice on tax and other
important financial matters; the attorney
for handling legal issues; the marketing
expert to help grow the business; and now,
with increasing frequency, the trade
advisor. The What?…The Who?…That’s
right – the trade advisor.

In today’s marketplace, as companies
increasingly operate in the global arena,
many are involved in moving goods across
international borders. To transport those
goods and to facilitate Customs clearance,
many firms find themselves looking to
international trade consultants for help.
Trade consultants work with companies
that are involved in international trade to
guide them through the Customs clearance
processes, facilitate trade and, as a result,
often save them money.

“Any company involved in global
trade or even those that only file NAFTA
documentation would benefit from trade
consulting,” says Jim Westropp, Vice
President of Consulting Services at
Sandler & Travis Trade Advisory Services
in Farmington Hills, Michigan. With new
and ever changing regulations, many
business operators find it difficult to keep
abreast of the laws governing the import/
export process. The matter is further
compounded when their business operates
in multiple foreign markets.

 “There are any number of govern-
ment requirements as well as planning
opportunities that need to be dealt with,”
adds Dom Gambardella, Partner,
Worldtrade Management Services at
PricewaterhouseCoopers. “A trade
consultant will help build compliance into
the business processes and implement
trade programs to minimize the cost of
international trade.” That’s important,
warns Jim, because noncompliance and
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missed opportunity can prove expensive.
Stiff government penalties notwithstand-
ing, “If you are uncertain of what you’re
doing, the penalty could come from higher
duties that might have been avoided by
consulting a trade expert.”

Both PricewaterhouseCoopers and
Sandler & Travis advise businesses of all
sizes, ranging from small, family-owned
firms to Fortune 50 companies. Beyond
business – which clearly can benefit from
the sound guidance of a qualified trade
advisor – so too can local governments.
Mike Michalski, President of MSC
Strategies, a trade consultancy in Norton
Shores, Michigan, frequently works with
the economic development arms of local
governments to guide them in seeking
FTZ status.

Mike, who spent much of his early
career with economic development
organizations throughout the country, saw
that in most communities, there was no
direct link between traditional economic
development activities and the FTZ
programs. “Even though the FTZ is really
another economic development tool that
communities can use to retain existing
businesses and attract new business, they
were often handled as two entirely
separate entities.”

Combining his expertise in eco-
nomic development with his knowledge
of FTZ programs, Mike now consults
with communities and businesses on the
benefits of trade status. “The FTZ
program is just one of a number of
economic incentives that both
communities and businesses can
employ to make the community and
the companies within them
more competitive in a
global marketplace,”
says Mike. “It can be
a win-win situation for
both parties.”
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“Selling” Zones To Succeed
From the desk of Steven Olinek, Director

Like any other good or service upon
which a commercial enterprise is
based, foreign-trade zones (FTZs)

must be marketed in order to be success-
ful. The value of FTZs to the companies
utilizing them is that they provide a means
for the individual company to save money,
increasing its profitability without raising its
prices. This is the essential service FTZs
provide. It is what they must sell.

Marketing FTZs over the
past 15 years has, in one
major way, been made
easier. As U.S. manu-
facturing companies
have increasingly “gone
global,” the universe of
potential FTZ users
has increased. This
trend, by international
companies seeking to
either neutralize irrational
tariffs or to help gain effi-
ciencies in their worldwide
logistics networks (or both), should only
increase.

Though an apparent paradox, the
freer trade environment that has evolved
through trade agreements like the North
American Free Trade Agreement
(NAFTA) and the Uruguay Round Agree-

ment (URA), has created new opportuni-
ties for those of us marketing zone
services. Essentially, these trade agree-
ments that removed barriers to trade and,
ostensibly, the need for zone procedures,
have merely shifted the potential mix of
companies or industry segments involved
in the FTZ program. They have actually
presented an opportunity to introduce the

value of zone services to companies
that previously had no need for

them or to reintroduce them
to companies whose
benefits were deter-
mined to be insuffi-
cient. FTZ marketing
efforts should be
based on a reexami-

nation of zone use.
To successfully

fulfill FTZ marketing
goals, every phase of a

prospective client firm’s
production will need to be

analyzed for its potential compatibility with
FTZ procedures. A comprehensive
examination and understanding of how a
company’s range of operations interacts
with FTZ use will satisfy both that firm’s
needs and the essential elements of a
successful zone marketing effort.


