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Diplomatic Advisory Hub Webinar, 14 July 2026
The Diplomatic Advisory Hub (DAH) convened an expert panel on 14 July to discuss opportunities and practical considerations for UK businesses looking to export to, or expand within, the United States. The session was chaired by Richard Oppenheim, Director of the Diplomatic Advisory Hub, with Oliver Christian (His Majesty’s Trade Commissioner for North America and His Majesty’s Consul General to New York), Richard Hyde (His Majesty’s Consul General in Chicago), Terrand Smith (Founder and CEO of 37 Oaks), and Peter Badenhuizen (Senior Partner in Deloitte’s US business tax group).
Richard Oppenheim opened by setting out the DAH’s role in providing UK businesses with access to expert geopolitical insight, real-time market intelligence and cross-government expertise. The discussion was framed around helping businesses understand whether the US should be approached as one market or as a series of distinct state, regional and sector markets, and how firms can make informed decisions about market entry, compliance, distribution and growth. 
Oliver Christian began with an overview of the UK-US economic relationship, describing it as strong and strategically important for the UK’s growth, trade and small business agendas. He highlighted the scale of the US opportunity, noting that the US is the UK’s largest single export market and that the bilateral economic relationship supports jobs, investment and business growth on both sides of the Atlantic. He also pointed to recent UK-US agreements, including measures to support businesses in sectors such as pharmaceuticals, medtech, automotive, aerospace and steel, and emphasised that UK Government support is available to exporters through business.gov.uk and the Department for Business and Trade network.  
Richard Hyde then addressed the central question of whether the US is one market or fifty, arguing that it is both. While the US has one currency, a broad common business language and a federal legal framework, he stressed that it often behaves commercially as a series of state, regional and sector markets. He advised firms not to try to “conquer America”, but instead to develop a focused hypothesis about where their customers, buyers, partners and supply chains are located. He encouraged businesses to begin with a sector-led approach, identify the most relevant state or cluster, build local credibility and expand only once a clear product-market fit has been established.
Terrand Smith provided a market practitioner’s perspective, describing the US as dynamic, competitive and opportunity-rich, but also highly complex. She emphasised the importance of readiness and preparation, particularly for consumer-facing businesses seeking to enter retail, e-commerce, wholesale or distribution channels. She advised firms to understand the specific problem their product solves, identify the right target audience, and avoid assuming that brand positioning or customer segmentation that works in the UK will translate directly to the US. She also highlighted the distinction between “getting in” and “staying in” the market, noting that long-term success depends on ensuring products continue to move once they reach shelves or platforms. 
Peter Badenhuizen focused on the operational and compliance realities of doing business in the US. He set out four key considerations: market reality, entry strategy, execution and the wider external environment. He reinforced the importance of following demand rather than geography, noting that a first customer or anchor relationship can often provide the basis for a route-to-market strategy. He also underlined that entering the US is not just a growth opportunity but an operational and compliance challenge, with businesses needing to navigate federal, state and local tax rules, sales tax, employment obligations, payroll, immigration, visas and state-based data privacy requirements. 
The discussion explored the practical support available to UK firms. Oliver Christian highlighted the International Market Service for SMEs, accessed through business.gov.uk, which offers eligible export-ready UK SMEs tailored in-market support. Panellists also pointed to the role of trade associations, local chambers of commerce, state economic development agencies, sector-specific missions and major trade shows as routes for firms to test demand, develop relationships and access peer learning. 
A strong theme throughout the discussion was the need to take professional advice early. Speakers noted that US business culture often places greater emphasis than the UK on early use of lawyers, accountants and specialist advisers, particularly in areas such as tax, immigration, product regulation, employment, labelling, licensing and state-level compliance. Panellists advised firms operating in regulated sectors, including health, life sciences, food and beverages, automotive and data-related industries, to understand relevant federal and state requirements before committing to market entry or expansion. 
During the Q&A, participants raised questions on labour mobility, compliance, Amazon AWD and FBA, third-party logistics providers, landed costs, sales tax, education technology, B2B relationship-building, distributor models and state-specific product requirements. Panellists advised businesses to consider whether a US-based 3PL provider could reduce lead times, to assess carefully where title passes for goods, and to draw on industry bodies and peer experience when navigating tariff, tax and supply chain uncertainty. They also encouraged firms without existing US connections to build relationships through targeted regional engagement, trade associations, sector missions and boots-on-the-ground business development. 
The panel consistently emphasised that the US offers a major prize for UK businesses, but that success depends on disciplined targeting, local knowledge and a realistic assessment of operational complexity. Businesses were encouraged to be ambitious about the opportunity, but selective about their starting point: choosing the right state, region, sector cluster, partner or customer base before scaling more widely. 
In closing, speakers reiterated that the US remains an attractive and high-growth market for UK exporters, but one that requires careful preparation, early advice and a clear market-entry strategy. The DAH encouraged businesses to submit unanswered questions through the Diplomatic Advisory Hub contact form and to provide feedback to shape future webinars, including planned sessions on the EU and Australia as export markets. 
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