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1. Introduction

“

US growth of 2.8% this year should help perk up prospects for many
emerging markets, where output is slowing. There are no brakes on US growth-it
is an economy that is fundamentally robust.
IMF World economic outlook report 2014

”

Why this market is important
The United States’ economy is the largest in the world and accounts for about 20 percent of global GDP.
The US is also the world's largest trading nation, with exports of goods and services of nearly €1.7 trillion in
2013.
Consisting of 50 separate states, it is the third-largest country in the world by size (after Russia and
Canada) and by population (after China and India). It has a wide variety of natural resources, as well as a
large agricultural sector, a developed industrial base, a growing service sector, dominance in high
technology and a skilled and educated labour market. The goods and services sector is the largest
contributor to GDP (73 percent), followed by industry (22 percent) and agriculture (5 percent).
The US has a culture that is always open to innovation and new ideas and as a result it is an important
location for investment in research, accounting for one-third of global R&D expenditure. It has a very
sophisticated economy with many world-class companies (Apple, Disney, Ford, Coca-Cola) competing in
global markets as world leaders. It leads the rest of the world in standards for customer service and has the
world’s most technically advanced economy.
The USA in 2014 is ranked number 4 in the world for ease of doing business by the World Bank, and
therefore it offers a relatively low-risk and flourishing environment for Irish businesses willing to invest in a
highly sophisticated marketplace of over 318 million people. As of 2013, it was Ireland’s largest single
market, with exports of over €1.8bn, so it offers tremendous potential and scope for Irish companies that
are ready to export and have planned their market entry well.

Purpose of the report
The objective of Access USA is to give practical and up-to-date information on the market for Irish
companies. Here you will find useful, easy-to-digest advice on the critical aspects of doing business in the
USA for companies at all levels of business. It is intended to be of use to a wide audience, from companies
thinking of exporting to the USA for the first time, to those already selling in the market.
This guide covers:


Critical Success Factors for the US market



Key legal issues, tax and recruitment considerations



Information on sector opportunities for Irish companies



Case studies from Irish exporters currently exporting to USA



How to sell to the Government in USA

How it was compiled
This report (written in May and June 2014) is based on the practical experience and knowledge of highly
successful people in the market and is written by specialists in areas such as taxation, immigration law and
3

marketing. It is informed by the lessons learned by a selection of Irish business people who have already
succeeded in the USA.

A note on naming conventions
The United States of America is frequently shortened to the USA, or the US In this document all versions
are used and refer to the country of the United States of America.
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2. Critical Success Factors

“

Understanding the US service culture is paramount to succeeding in the US
market. We quickly discovered that organisations, particularly in the northeast
region, value service above price. The price has to be right, but the first thing they
look for is an innovative product backed up by excellent customer service.
The

David
critic Walsh, CEO, Netwatch

”
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2. Differentiated customer value proposition – How to develop this, and then how best to apply it
to various marketing touch points.
3. Sales process / Routes to market – Developing an effective sales process, and how to take this
to market.
4. People and financial resources – Understanding of the type and size of the resources required to
enter and do business in the USA.
5. Effective communication – An overview of the various external and internal communication
channels available to you in the USA.
6. Cultural Awareness & ambition, passion, vision, commitment – How US business culture
works and what is required to take your business to the next level.

1. Continuous Intelligence Gathering
The first step towards developing a comprehensive market entry strategy is research. The importance of
gathering intelligence before entering the US cannot be overstated. From understanding exactly who are
your competitors and customers, to where in the US your product fits, detailed knowledge is essential. If
you don’t have sufficient competitive intelligence then you will find it very difficult to succeed in the US
market.
The term Competitive Intelligence (CI) is often seen as synonymous with competitor analysis but CI is
about much more than analysing competitors – it is about making your organisation continuously more
competitive relative to its whole environment: customers, competitors, sector and geographical location.
By integrating the regular gathering of intelligence into your business processes, you will find that you are
far better equipped to deal with any challenges that may arise, be they customer, competitor or sectorrelated.

1.1 Understanding your customer in the U.S.
Understanding your target customer in the US is vital, and the first step is to gather competitive intelligence
about them. Every company looking to export to the US must gain a deep understanding of the ‘customer
opportunity’: identifying and profiling potential customers; having a clear understanding of who your target
customer is, determining how your target customers buy; clarifying business drivers to enable your
company to position your offer to the target customer with maximum credibility.
Another good method of understanding your target customers is by studying US industry data, relevant
trade publications and published industry reports. This will also help you to understand the broader
competitive environment.

NEED TO KNOW – CONTINUOUS INTELLIGENCE
Continuous intelligence gathering is not a once-off exercise; it needs to become an ongoing widely
used practice in your company. This continuous gathering of Competitive Intelligence equips
companies to:
 Generate better quality leads/prospects
 Secure better quality meetings
 Prepare effectively for the buyer engagement
 Listen more and ask considered questions in the meeting with the buyer
 Show how engaging with their company can add value for the buyer i.e. position themselves
as ‘trusted adviser’ rather than ‘seller’
 Win more new business and mine existing customers for additional business
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1.2 Understanding your competition in the US
The next step in continuous intelligence gathering is to understand your competitors. Researching the
competition will provide you with valuable information with regard to how the marketplace works, what level
of customer service is expected, and where the gaps and opportunities are. By answering questions such
as;


Who are your main competitors and what are your key differentiators from them?



What do you know about your competitors’ customers?

Once you have understood what your competition offers you are then in a good position to better
understand how your product/service fits into its sector and you can refine your competitive offering
according to what the market demands.

NEED TO KNOW – TRADE SHOWS
A useful approach in the continuous intelligence gathering process is to visit the leading U.S. trade
shows in your immediate and adjacent sectors. Much competitor intelligence can be gathered by
walking around a U.S. trade show gathering views on industry trends and opportunities and seeing
your competitors’ latest innovations. It is a great opportunity to meet customers, clients, current and
potential suppliers, key players in your distribution channels, potential employees, journalists and
trade publications covering your sector, conference organisers as well as possible strategic partners.

1.3 Understanding your market sector in the US
The third step in continuous intelligence gathering is uunderstanding your market sector or industry. This
means having a comprehensive picture of what industry trends there are, compliance issues for your
industry, who the main players are and how to reach them, and therefore how your business allocates its
resources as a result. You can then tailor your approach to market entry or development. Researching the
market thoroughly helps your business define exactly what areas you are targeting, and gives you a clear
priority in terms of action, time and resources.

1.4 Understanding the US market’s geography & Travelling from Ireland
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The US is the world’s third-largest country by size, and to put it into context, Ireland would fit into it over 130
times.
With 50 different states (some many times bigger than Ireland), this is the final step of competitive
intelligence – understanding the incredible scale of this marketplace, and how location can affect your
business, as each US state has its own way of operating with different regulations and laws.
In addition, different places in the USA are centres for different areas of expertise so it’s important to find
the right location for your product/service from the very beginning. For example, the software industry is
mostly based on the West coast, and in the case of a very specific type of software, the right place for you
to locate might be Silicon Valley. Therefore to be successful in the market, a highly targeted approach from
a geographical perspective is required from Irish companies.
Working with the US market from Ireland can be challenging, especially with regard to time-zones. For
example New York is five hours ahead of Los Angeles.
There are four time zones on the continental US:


Pacific Standard Time (PST) (GMT minus 8 hours)



Mountain Standard Time (MST) (GMT minus 7 hours)



Central Standard Time (CST) (GMT minus 6 hours)



Eastern Standard Time (EST) (GMT minus 5 hours)

Daylight saving time is +1hr; it begins the second Sunday in March and ends first Sunday in November. Be
aware that as customer-service-level expectations in the US are among the highest in the world, your
business will need to be available 24/7 to fulfil them. Being available to speak on the phone during their
business day may mean some late nights.
There are many different options for flying directly to the USA, and cities on the East coast such as NYC,
Boston, Chicago and Orlando in the south, are the most popular routes. Flying time from Dublin to New
York is about 6.5 hours, and directly to San Francisco is about 11 hours. There are also many options for
connecting routes to other cities.
Travelling within the USA is fairly straightforward, as there is a very comprehensive travel network of
planes, trains and buses across all 50 states. Be aware however, that due to the high number of
passengers, the sheer size of the country and varying weather conditions, travel within the USA can
frequently be delayed, especially on the East coast in winter time.

1.5 Market research resources
Good preparation for market entry continues with building your knowledge about the market and being
abreast of local trends, especially the ones affecting your market sector. Below are some websites that will
help you to source industry-specific information:


All USA federal agencies www.usa.gov/directory/federal/index.shtml



This website gives economic and industry-specific as well as geographical information
http://www.census.gov/econ/



The US Department of Labor Bureau of Labor Statistics web site (http://stats.bls.gov/) includes
regional information, such as employment figures, by state.



Information on U.S. companies across all states is: http://www.llrx.com/columns/roundup19.htm



The United States International Trade Commission website provides international trade statistics
and US Tariff data to the public full-time and free of charge. www.dataweb.USITC.gov



The US Customs and Border Protection web site provides very useful information on importing into
the USA. Here you can access information on product labelling, country of origin markings and
regulations. www.cbp.gov



Each state has its own Economic Development Office which can offer specialised assistance to
exporters (http://www.eda.gov/Resources/StateLinks.xml)



Select USA is a programme under the USA Department of Commerce that explains the benefits
and puts you in touch with relevant USA Economic Development Agency contacts
selectusa.commerce.gov
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Small Business Administration (SBA) provides support to entrepreneurs and small businesses
www.sba.gov



Statistics for specific industries http://www.sba.gov/content/statistics-specific-industries



Social media statistics: www.socialbakers.com

NEED TO KNOW – EI MARKET RESEARCH CENTRE
Enterprise Ireland’s Market Research Centre offers client companies access to market intelligence in
the form of company, sector, market, and country information to explore opportunities and compete in
international markets.
Please visit www.enterprise-ireland.com/en/Export-Assistance/Market-Research-Centre/.

Case Study – Intelligence gathering is the secret to export success
Peter Cosgrove, CEO, ATA Group
Procut is an internationally renowned brand of high quality carbide burs, and forms a key part of ATA
Group, a privately owned organisation with more than 50 years’ experience in the supply of metal working
solutions to all major industrial sectors. The head office is based in Cavan and the international brands of
ATA Group are sold in more than 50 countries within all major manufacturing sectors including aerospace,
foundry, automotive, marine, oil & gas, power generation and stainless steel fabrication.
www.atagroup.ie

“

Why did the ATA Group target the US market?
Back in 2008, our export focus in terms of growing market share was on major industrial countries such as
Germany, France, the UK, Italy, Spain and across to the US, Canada and Mexico as a natural progression.
We knew our product was in demand in the US, yet we had almost no market share.
What approach did you take to researching the US market for the Procut brand?
Intelligence gathering was critical in helping us understand how best to position our product in the US. We
had a basic understanding of the US market in that we knew the majority of the worldwide carbide bur
manufacturers are US based. There are close to 40 US manufacturers who have the capability to make the
specific carbide bur product whereas in Europe there are no more than ten. In Asia, by contrast, only China
is in our market but their product has yet to reach the same quality as Europe or the US. So we knew it
was going to be tough entering the US market due to the number of competitors manufacturing high-quality
product. We considered going in at the mid to low end, with substantially lower margins, to help us build
market share and brand recognition but we knew that there was no shortage of smaller manufacturers who
would be able to compete with us at this level.
So in the initial stages, it was extremely important for us to undertake some thorough market research to
determine whether or not our assumptions were right. We hired a consultant with expertise in our market
and his research confirmed that yes, we would have to invest for the long-term and accept a low margin for
a long period of time. He also confirmed that we would need to establish warehouses throughout the US
and set up relationships with manufacturers’ representatives who would receive anything between five and
seven percent commission on anything that they make.
How did this research eventually help you break in to the US market?
This research was invaluable in that it highlighted to us how difficult it is to break into markets that have
been established for a very long time. And if you’re trying to break into a market based purely on price then
it’s very, very expensive. Thanks to our research, this route to market became unappealing and we
therefore decided to go down the acquisition path as a way to gain entry into the US market.
In December 2012, we bought the bur division of Ohio based SGS Tool Company. Adding their revenues to
our own and then executing on sales, production and marketing synergies have made this a very
9

successful transaction. Overnight we became the market leader in our niche category in the US and the
most focused producer of this product worldwide as a result.
Did meeting with competitors form part of your market research process?
Although in some business cultures, companies can be very secretive and suspicious of competitors, in the
US there’s a level of confidence, which means competing companies are happy to meet. So I would
always recommend meeting with competitors as part of the intelligence gathering process to increase
market profile as well as market knowledge. Not to reveal every business detail but to talk in general terms
about how the business and industry is faring. This research approach worked well for us and ultimately led
to our purchase of SGS.

What have been some of the biggest challenges Procut encountered in the US that market research
could not have prepared you for?
I think the biggest challenge in America is hiring people, as the salespeople are all very good at selling and
presenting themselves. I knew from previous experience, having worked there in the late 90s, that what
you first see isn’t always what you get and no amount of research before entering the US market would
have prepared us for this.
In summary, what you would you say are the most important factors in effective intelligence
gathering?
Gathering market intelligence needs to be a continuous process. As the US market is so large, research
efforts need to be targeted to help you understand your market, the business environment for your industry,
including your competitors. Attend conferences and make contact with your industry peers, customers and
suppliers. Meet up and have a coffee or lunch, visit their facilities if they will let you and invite them to see
yours. While it is critically important that you do never discuss customers and pricing with your competitors,
these site visits are an excellent way to build relationships, help build your market intelligence and can lead
to mutually beneficial business transactions in the future.

”

2. Differentiated Customer Value Proposition

|

2.1 Defining your Customer Value Proposition for the US market
Having completed your intelligence gathering process, the next step to be covered in this ‘Critical Success
Factors’ section is how to develop a differentiated Customer Value Proposition (CVP) for your
product/service/business. In order to win business in the US (or any) marketplace, it is essential to be able
to clearly articulat
How your product/service/business solves a problem for your customer, and how it is different and better
than the competition. This is especially important in the US marketplace, as you will only ever have a short
window of time to make a positive impression on a potential customer.
Developing a CVP that truly differentiates your product/service/business can be both lengthy and difficult. It
requires investing in time with your senior team to identify and quantify the value you can deliver, and then
deciding on how to articulate this in a way that truly resonates with your customers. However, if you don’t
do this, you will find it very difficult to win business and the competition in the US will simply overtake you.
Enterprise Ireland runs a series of workshops to assist Irish companies build a clear and compelling
Customer Value Proposition, please refer to Section 6 for more information on these workshops. The basis
of this is a framework developed by a company called Futurecurve called the ‘Value Proposition Builder’ TM.
Below you will see a graphic which breaks down the key elements that go to make up the overall value
proposition.
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From identifying what is valued by your customers, right down to developing the proof for what you offer,
this process is a clear road map to help companies to develop a compelling and differentiated value
proposition. To access more in-depth information and develop your own value proposition based on this
framework, please download http://futurecurve.com/resources/white-papers/value-proposition-white-paper/
Investing the time required to develop a value proposition will be of huge benefit to those companies
looking to export to the USA as it will give them a solidly competitive platform from which to win business.

2.2 Applying the Customer Value Proposition to the relevant marketing touch points
Once you have developed and tested your Customer Value Proposition, the next step is to then apply it to
the various marketing touch points and channels for communication within the US market. You will need to
make sure that your messaging is consistent and it should also be easy for your customer to understand
the value that your product/service/business offers. For more information on this please see section 5 in
this chapter (Effective Communication), which provides more detail on how to achieve effective
communication in the US market.

Case Study: A clear value proposition driven by customer insights is critical
to win us business
Paul Smyth, Finance and Operations Director, neoSurgical Limited
neoSurgical is an emerging Irish medical devices firm with a fresh perspective and an appetite for both
technical innovation and intellectual challenge in the surgical devices industry. The company is focused on
advancing Laparoscopic and Minimally Invasive Surgery(MIS) and provides novel devices to surgeons to
enable them to achieve better outcomes for their patients.
www.neosurgical.com

“

Why the US?
The US was the prime export focus for us due to the sheer size of the surgical devices industry – the US
accounts for more than half of this market worldwide. And unlike Europe where you have the challenge of
numerous languages and cultures, the US states all do business the same way. There’s also a strong
cultural link between the US and Ireland so for us, the US was a logical choice.
Do you currently have a strong local presence in the US?
Our CEO Barry Russell was committed to travelling to the US at least once a month and has now relocated
with his family to drive the commercial side of our business there. For us, this is extremely important as we
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need to build relationships face to face with all of our major stakeholders. It’s a big part of doing business
successfully in the US.
The first device neoSurgical launched in the US was neoClose. How does this device work?
The neoClose device assists surgeons in closing port site defects following laparoscopic abdominal
surgery. Our device is changing the standard of care in port site closure and helps to minimise port site
herniation, which is a clinical consequence of surgery.
Who are your target customers in the US?
For us, surgeons are our target customers as they’re the ones that use our product. If surgeons don’t like
it, it’s not going to sell. But the market isn’t as simple as that. Even if a surgeon loves what we have to offer,
it has to pass through a hospital’s value-analysis committee so it can take a couple of months to get onto
the approved-vendor list.
As part of this process, we also have to make sure our distributors are committed to our product,
understand how the device works and have access to the relevant surgeons to demonstrate our
capabilities. If the distributors find it hard to explain the benefits of our product then our sales prospects are
limited.
How did you find out if neoSurgical’s value proposition met your customers’ expectations?
Our value proposition has always been driven by direct feedback from surgeons. Because we’d been
working on this product for a couple of years, we knew surgeons needed an intuitive and reliable device to
help them close port site defects in surgery. We met with Irish surgeons and other relevant stakeholders
within the industry who advised us as part of the product design and approval process.
Thanks to this process we knew we had met our customers’ expectations and that there would be high
demand for our product when it was released. The only other devices available take up to ten minutes to
close ports after surgery and are cumbersome and ineffective. Ours takes less than 30 seconds and can
be done by a less senior medical professional. Our device is also more accurate and we plan on conducting
studies to show that our device can reduce post-operative pain.
Did you need to make any changes to your value proposition for the US market?
The core of our value proposition hasn’t changed but there is an increasing focus on cost and value in the
US market right now. We are well placed to compete, but need to ensure that we supplement the ease of
use and simplicity of our device with the clinical benefits in order that our device can become the ubiquitous
standard of care for laparoscopic port site closure.
Our recent test launch was successful and allowed us to make minor amendments to our product following
some additional surgeon feedback – even though we’d undertaken a thorough R&D and testing process, it
isn’t until your product is being used day to day in live surgery that you discover some final tweaks need to
be made. But we are now ready for our full product launch in H2 2014.
What advice would you give to Irish exporters looking to break into the US market?
The first piece of advice is to truly commit to the market. This means working within the US time zones,
attending meetings face to face and constantly demonstrating you’re there for the long haul. As part of this
process, you need to listen and then act on what your US customers want and need.
Understand how your channel to market works. Forge strong relationships with your distributors as they’re
key to your success in the US market. Commercial traction is driven through your channel partners so you
need to ensure they understand your product and that you understand their method and way of selling.

”

If you adhere to this approach, the US hosts a wealth of opportunities and is a great place to do business.

|
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3. Sales Process & Routes to Market
This section on Critical Success factors looks at the sales process and options for routes to market in the
USA. Identifying the right route to market is critical for the US market – both in terms of the
partner/agent/distributor you might choose, and also in terms of how you manage that relationship going
forward, as it could be the difference between success or failure in the USA.
The section below looks at how, by identifying and qualifying your target customers ahead of time, your
resources will only be invested into those customers who are likely to do business with you, and puts into
place a system and process for doing this on a regular basis.

3.1 SALES PROCESS
With a system in place for continuous intelligence gathering and a valid customer-value proposition that is
focused on the customer segmentation, it is advisable to focus next on ensuring you have a clear sales
process for the US market, as implementing the right sales process is fundamental to the success of your
business in the US.
Understanding the level of sales capability your company has right now will improve your chances for
success in the US, and help you assess how well that capability can be transferred to the US market and
how you can better use technology to bolster your sales and sales management capability.

Customer Segmentation
What customer groups are you targeting and why? How many potential clients exist in the US market? Are
you able to create an ideal prospect profile and ‘buyer personas’ so that you are clear about whom you are
targeting?

Lead Generation & Qualification
Effective qualification is a vital practice at the front end of any good sales process. It helps marketing and
salespeople weed out time-wasting ‘prospects’ early, enabling the company to focus on deals that they can
win. This way, resources are focused on building credibility faster with the right potential customers.

Sustainable & Repeatable Sales Process
For the US market, it is necessary that your sales process can be scaled quickly. It is therefore important to
establish a well-documented and clearly repeatable process which can be adopted by new hires in the US
to make them as productive as your existing sales team from day one. Once such a process is put in
place, it is easier to establish a predictable, direct relationship between increasing the size of the sales
team and targeting more areas of the US on one hand, and increased revenues on the other.
Enterprise Ireland runs a number of events, workshops and programmes for new and early exporters which
help you develop the tools and techniques you need to develop a comprehensive sales process to assist
you with exporting to the US. Please see section 6 for more information about how Enterprise Ireland can
help you succeed in the US.

NEED TO KNOW –THE 80/20 RULE OF LEAD GENERATION
The Pareto principle is that 80% of your results will come from 20% of your efforts. Remember the
sheer size of the US market, so it is essential that you are able to identify where your qualified leads
are coming from so you can figure out what lead generation activity is working and scale it up
accordingly.
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3.2 Routes to Market
Within the USA, there are a myriad of options available to you in terms of how you bring your company to
the marketplace. It is essential to take the time necessary to make the right decision, as the wrong decision
could have long-lasting and costly consequences for your business. Overall a thorough evaluation of both
your company’s needs and the distributors available to you needs to be undertaken before any decision is
made.
Below you will find some different options to consider as well as guidelines to follow in choosing the right
direction for your route to market. The main options for market entry are going direct, partnering with an
agent or distributor, or setting up a business in the USA (see Chapter 3 for more on this option.)

3.3 Going Direct
It is possible to service the American market directly from Ireland but be aware that if your company
decides to do this, it will be both very time-intensive and expensive. Americans like to see commitment to
their market from the senior team, so you will either be constantly on a plane or need to locate a senior
member of your team in the US for a time. You will therefore need to allocate a significant amount of budget
towards travel and accommodation in the USA. Similarly, if working with the American market directly from
Ireland you will need to be available during their working day, which can make for some very late nights.
If you do decide to go direct there are some positives about going into this market without an agent or
distributor. Above all it is an opportunity to learn first-hand about being in the market and what companies
will expect from your business (and hence what any future distributors will be required to do), and secondly,
it allows you to make mistakes and correct them quickly, as there won’t be any intervening layers of
communication and/or bureaucracy.
However, on the negative side, you will need to start from scratch building your client base, which can take
a great deal of time, energy and resources. The learning curve in the US market will be long and steep, and
you may not get a second chance with some customers. Meeting the financial costs upfront by yourself will
be high, and your business will take the full brunt of all risks and failures. Depending upon your business
model, you may well find that the benefits outweigh the risks, and that going direct is the best option for
your business.

3.4 Partnering with an agent or distributor
If you decide not to go direct, the best chance of success with a partner/agent/distributor lies in thorough
preparation. Armed with the competitive intelligence you gathered on your target customers, competitors,
sector and marketplace, as well as a clear view of what it is that makes your product/service different and
better, your company is only now in a position to set out its criteria for a successful partnership in the US
market.
If you decide not to go direct, given that the choice of partner is so critical, it should not be done in haste:


You should allow about 12 months for the entire process, from initial meeting to final agreement.



Ask any contacts who are familiar with the US market for recommendations.



Enquire amongst other American suppliers about the reputation of the potential partner.



Develop and prepare a clear and compelling partner proposition (which will be different to your
Customer Value Proposition)



Visit each and every potential partner.



The most important characteristic of a good partner is their network.

When you speak to potential partners, you should be aware that it will be a two-way assessment: it is not
only you who will be trying to assess suitability; they will also be assessing you. You should assess
potential partners’ appropriateness for your business from various aspects:


Their sector knowledge and experience



Their network in the US of your defined target customers



Their market coverage – are they nationwide or regional?
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Any potential conflict in terms of overlapping/competing products



A comprehensive sales plan for your business/product/service



Evidence of a clear marketing strategy at the outset (short-medium-long term)



Any language skills required for your target market



If your products or services are subject to specific regulations (e.g. medical devices, cosmetics,
footwear, financial services, etc.) you need to verify your potential partner’s level of expertise
with handling regulatory affairs.

You will need to understand that it takes time and effort proactively to manage your channel partners in
order to be successful with them.

NEED TO KNOW – YOUR COMPANY IS READY TO LOOK FOR A PARTNER WHEN:



Your company has built deep knowledge through frequent visits to the market and/or
A senior team member is seconded there who can get to grips with the customer and their buying
process,
Your company has completed and committed fully to, the process of continuous intelligence
gathering.
Only after this market experience should your company take all its learning to then shape the market
action plan and identify your criteria for channel partner selection.
Before making a final decision it is recommended to speak to an Enterprise Ireland market adviser –
they will be able to advise you on whether or not your business is at too early a stage for a
partnership, as companies have in the past wrongly assumed that partners will propel their company
into export success.

3.5 Elements of success for working with partners
Be realistic in your expectations from your partner from the outset, and be prepared to be flexible in the light
of changing market conditions. You may find that you are competing with better-resourced vendors offering
stronger financial incentives, and need to re-think your incentive levels for example. Work with your partner,
utilise their expert knowledge of the marketplace, and remember that they will only be as good as the time
and energy your business takes to invest in them for success.
Key points to note in ensuring a successful partnership are as follows:


Clearly identify and define precisely the tasks required to be undertaken by the partner.



Quantify the investment in joint marketing and promotional activities to drive sales via the channel;
ensure your profit margin will be sufficient to continue to re-invest in this over time.



Agree and define performance metrics with the partner that are tracked and evaluated at regular
intervals



Agree financial incentives for the partner that will be an incentive for them – depending on the
nature of the channel relationship and the degree of risk sharing



Put together a comprehensive training programme for your partner and invest in the time necessary
to make sure that they know as much about your business/product/service as you do.



Develop and agree with the partner a framework for regular communication and feedback – this
way, nothing will be a surprise.

NEED TO KNOW – ASSISTANCE WITH ESTABLISHING A PRESENCE IN THE US
If you would like to know more about establishing a presence in the US, check out
http://selectusa.commerce.gov/. The U.S. Department of Commerce Select USA website highlights
the advantages the United States offers as a location for business and investment. For further
information on this, contact, Finola Cunningham, U.S. Commercial Service, U.S. Embassy, Dublin,
Ireland. Phone: +353-1-237-5850; E-mail: Finola.Cunningham@trade.gov
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Case Study: Maximising channel relationships as a successful route to
market
Rory Dennis, Co-founder and GM of Amplience US
Amplience is a digital media platform that delivers responsive content for retail websites across multiple
screens and devices. Adaptive multi-channel campaigns run from one integrated platform, which can be
provided as a SAAS enterprise solution or as a cloud-based managed service. Retail brands like House of
Fraser, Marks and Spencer, Superdry, LK Bennett, Marc Jacobs, Jimmy Choo and Halfords, report
significant business benefits by producing their digital media using Amplience solutions.
www.amplience.com

“

Why did you expand into the UK before heading over the US?
When we founded Amplience almost six years ago, we soon realised that the Irish market was limited in
terms of new business opportunities. If we wanted to play seriously with the big retailers, we needed to be
in the UK, so we moved our operation over to London and started targeting the big brands one at a time. As
a startup, we needed good references to help us with the sales process so we spent a few months
convincing retailers to try our software in order to establish credibility.
In 2010, we won Marks & Spencer, followed by House of Fraser and Tesco, and our customer wins
snowballed from there.
What approach did you take with regards to the US market?
We always knew that expanding into the US, and New York in particular, would be the logical next step for
Amplience as that’s where arguably some of the world’s largest fashion brands are based. In 2009,
although we didn’t yet have a presence in the US, we entered the US market through our partner channel.
We had been working with a couple of e-commerce platforms who were offering our software to their
customers as a white-label service.
When we finally decided to establish a presence on the ground in the US, we used the customer references
from these channel partners to help us win new business. And we extended our existing UK channel
relationships into the US so that we became very well known at the partner level first. This worked
incredibly well for us as an initial route to market.
Did you adhere to this approach or do you also now go direct to your customers?
Having laid the foundations in this way, we now go direct as well. We hired a channel manager to foster
these important relationships and then to develop our contacts with the US systems integrators. Systems
integrators manage and build the e-commerce sites and are very influential with the retailers because they
advise them on which software and technologies to purchase. We started a campaign to make ourselves
known to these key influencers. Our rich media solutions are a vital part of any retail e-commerce website
so if they know us and are happy with our service they are more than likely to recommend us.
Having raised our profile and built a name for ourselves in the US via our channel, we also now have
salespeople on the ground.
How do you run your US sales operation?
I head up the US team and we operate a ‘pod’ structure, which consists of an account development
representative sourcing leads for a direct salesperson. Our channel manager also sources leads for our
direct sales. A sales engineering resource will also attend qualified meetings with a direct salesperson.
Did you face any recruitment challenges?
In terms of finding good employees, we had some references from people we knew in the market, thanks to
our strong partner relationships. And we also retained recruitment agencies to help us find local talent. It’s
difficult to tempt a perfect candidate to join a new operation so be prepared to pay above the odds to get
the right people initially.

How different have you found the US market compared to the UK?
I’ve been in the US now for almost 15 months and contrary to my initial expectations, the market here is
extremely similar to the UK. We work on the same platforms for the same brands that we did over in
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Europe. Given we had been coming here through our partners for four years prior to setting up our US
operation, the culture shock was non-existent.
What advice would you give to other Irish companies looking to expand into the US?
My number one piece of advice is be committed to the US market and present yourselves first and foremost
as a US company. That’s not to say our Irish heritage doesn’t goes a long way in the US in terms of
breaking the ice, but what US companies really care about is great service and whether or not you’re going
to be in the US to support them. This is especially the case for us where we expect our customers to trust
us with our cloud-based service – we deliver up to 50 percent of their web content.
Hire American people, create American jobs and incorporate your company. I always start new meetings
with, ‘Hey, we’re Amplience Inc and we’re based out of the Lower East Side of Manhattan.’ If people want
to start talking about where we’ve come from then that’s fine but it’s not going to be a deal breaker.
And finally, move your senior company founder or C-level executives over. As co-founder of Amplience
who has made a permanent move to the US, I get a really positive reaction when I introduce myself. US
society is very entrepreneurial so they love this level of commitment.

Case Study: Taking the right route to market

”

Paul Kelly, VP Group Market Development, Nualight

|

Launched in 2005 as a pure-play LED company, Nualight has grown rapidly to be recognised as the
leading innovator in LED case lighting worldwide. With headquarters in Ireland, design innovation and lightplanning centres in the Netherlands, high-volume manufacturing in Poland and partners in emerging
markets, Nualight’s products are lighting up the stores of major retail chains in North America, Europe,
Australia and Asia.
www.nualightgroup.com

“

Why did you target the USA as part of your export strategy?
We made the decision early on that we wanted to be number one in the world in a number of niche
segments. And you can’t be number one without cracking the US market. When we made the move, we
quickly realised that the US is a very complicated and fragmented market which practically required a statespecific strategy. There’s a unique regulatory environment and rebate system and a lot more local
competition. US technology adoption rates were faster so there were a number of factors which meant we
had to approach the market differently.
Why did you select distribution as your route to market?
In order to scale up as fast as possible, we decided to go direct in the short term to build a presence, start
building the brand and establish a network state by state. We always had a view to look for a long-term
strategic partner which is what we’ve done. We’ve given a certain segment of our business exclusively to
the number one player in the field who private labels some of our product lines via its vast distribution
network – and we do that for a slightly reduced margin.
What research did you undertake to help you find the right distributor for the US market?
Because of the nature of our new technology we had to move quickly. We needed to understand the market
thoroughly. We conducted hours of desk research looking at how many retailers there are in the US,
segmenting them and researching again. We hired retired industry consultants who were experts in our
particular field. And we engaged with Enterprise Ireland during this research phase and also tapped into
their networks.
From that point forward, we attended the big US expos and trade shows, working on finding the right
partner and putting the business model together. We then closed a deal with that key strategic partner.
What’s the key to a good relationship with your distributor?
The number one thing is to ensure you’re contactable during US business hours, which means working in
all US time zones. It’s a formula I’ve always used. You cannot let geography become a disadvantage as
your competitors will seize on the opportunity to discredit you if you’re not 100 percent committed to the
local market.
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It’s also all about motivation and having the right business model. You have to incentivise people to
prioritise their daily tasks to sell your product. So you need to support them, you need to give them the
marketing tools they need and you need to constantly remind them that they should be selling your product.
Constant contact is critical which is why I visit them once a month so they know they will see me in a few
weeks and explain why they haven’t made progress. Giving them a lot of support, building rapport and
getting to know them is really important.
Do you support your distributors with marketing collateral?
Yes, absolutely. We took the time to make sure we understood exactly what it was they needed to sell our
products effectively. In this particular case, we quickly discovered that our distributors were regional people
who did most of their business from their cars. So we developed a branded briefcase with our product
inside and a step-by-step selling guide that could stay in the boots of their cars until needed.
In more general terms, we have made a strategic decision to invest in building our brand so people want to
be associated with us and the wider industry. This has worked wonders in terms of punching above our
weight with some of the bigger players.
What advice would you give a first-time Irish exporter looking to succeed in the US market?
If you’re not prepared to be in the US once a month and work 18-hour days, then there are easier places to
secure business. It’s hard work so you have to be in it for the long haul. Not only that it’s expensive in
terms of travel and accommodation.
In the same way as you wouldn’t target the whole of Europe at once, you need to prioritise which states
suite your business the best. This is especially true for smaller businesses.
And you need to be 100 percent committed. You need to be seen at all of the industry events, even
regional and local events, as you need to be talked about and taken seriously. Only then will you start to
make inroads.

”
|
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4. People and Finance Resources
This section of Critical Success Factors looks at the importance of having both the right talent and level of
capital behind you when looking to export to the USA. The largest parts of any business’ costs are those of
human and financial resources, so it’s vital to spend time identifying and planning for what is required
before finalising your market-entry strategy.
The USA is Ireland’s number one export market, and with growth of more than 20 percent year-on-year it is
a very attractive place to do business. However Enterprise Ireland research shows that businesses based
in Ireland with no US presence find it increasingly difficult to engage with US buyers over time, and that
there is not enough investment there even from firms citing it as their primary market. Hence the vital need
for planning ahead for adequate resourcing when considering market entry to the USA.

4.1 Having the right people and right skills in place for the USA market
One of the most important decisions you will make is choosing the right people to work with you in the USA.
With that in mind, expert legal and HR advice is essential in order to prevent costly mistakes which could
have very negative consequences for your business.
Below you will find some tips to help you find the right person for the job:


Take the time to draw up a detailed job description – this will help speed up the process.



Consider whether you can outsource tasks to consultants or freelancers before hiring someone
permanently on staff – they may well have more experience that you can initially afford to hire.



If you do decide to hire, referrals from friends, advisers and industry colleagues are often the most
efficient way to find new employees.



Be aware of nuances in employment contracts in the US – ensure you include clauses relevant to
the U.S with regard to annual leave, sick leave etc as it is vastly different to Ireland.



The USA has approximately 6 percent unemployment levels, so there are candidate shortages
across many disciplines. When looking to recruit US-based employees for senior positions, it is
advisable to describe the title in an American style (e.g. senior vice president) and promote the
access to decision making and career progression that is available in the role.



Make sure the people doing the interviewing are ones who completely understand your company
and its culture – as having the right ‘fit’ is often more important than technical skills.



Look for candidates used to smaller organisations and don't focus on those with big-business
credentials who may have demands that you can’t fulfil.



Consider niche online job boards. Your startup operation isn’t likely to have the time or resources to
sort through all of the CVs that would come with an ad on big job boards like Monster.com. Smaller
niche sites can narrow your interested applicants to those in your industry or area.



Make sure that anyone you do hire is actually eligible to work in the US – there are guidelines on
this US government website here. http://www.sba.gov/content/hire-your-first-employee

NEED TO KNOW – HAVE THE RIGHT TEAM IN PLACE
US companies, especially those in the software and services sectors will want to know who your team
is, for example, what backgrounds they came from, especially from a technical perspective. Investors
look to invest in teams that demonstrate clear competence levels and proven successes, so it is very
important to promote who your superstars are in your company.
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4.2 Financial resources required for the US market
This section of Critical Success Factors looks at how properly to evaluate your financial capability to
support entry to the USA. Before entering the US market, it is essential to use a cost-benefit analysis to
work out the potential new business to be won there versus the cost of market entry, as it is highly
competitive, requires a lot of support, is an expensive place to do business, and has the added
complication of incurring currency risk.
It is vital to plan ahead for managing the financial practicalities of doing business in international markets;
such as getting paid, managing foreign exchange risks, ensuring financial & tax compliance. Equally
important is maintaining a healthy cash-flow position – the mechanics of managing payments from
international customers, agreeing credit terms and financing facilities with customers, partners and
suppliers, staying on top of currency fluctuations in non-Euro trading environments, and ensuring tax and
legal compliance in other jurisdictions.
Answering questions such as those below can help you plan for a successful financial US market entry.


What type of financial planning is in place around marketing and sales in the company?



What are your cash-flow constraints?



What will it cost to bring marketing and sales systems and resources up to the level required for
international growth?



How will you fund the investments in marketing and sales that you need to make?

Speak to an Enterprise Ireland market adviser who can further help you identify the level of financial
resources you require for US market entry.

Case study: Establishing and managing a US team
Anne Marie Neville, Sales & Marketing Director, Data Display
For more than three decades, Data Display has been setting standards for the design and manufacture of
high-quality electronic information display systems. The company’s products are supplied to market
leaders across many market sectors – if you catch a train in New York City’s Subway; use the Paris Metro,
London Underground or Lisbon Metro; board the DART in Dublin; or scan flight information in Heathrow,
JFK, New York or Charles de Gaulle, you will use information display systems designed and manufactured
by Data Display.
www.data-display.com

“

What are the advantages of doing business in America?
America is a great country in which to do business. I lived in America for seven years, so I have a big
affinity with the country. For me, one of the main reasons is because Americans are generally very
straightforward and upfront. If they’re not interested in your product, they’ll say so straight away, so you
avoid a lot of time wasting. Having a presence in a country that is highly populated, such as the US, gives
you great reach to a wide range of markets and the fact that they are English speaking is also an
advantage. From a payment and a cash flow point of view, and also the ability to find big projects, it’s a
fantastic market.
New York City’s Subway system was a major client win for Data Display in the US. How did you win
this contract?
This client win was thanks to the close relationship we’d developed with Siemens over in Europe. We also
had close ties with General Electric with whom we’d worked on multiple projects in the US. Three
companies were shortlisted for the Subway project, two of which were Siemens and GE, so we were in a
lucky position when Siemens was selected.
Developing close relationships in the US is very important. It’s even been worth committing to small
projects with clients to just iron out the complexities that come with our signage solutions, such as software
integration, and hardware design – all elements that are very costly. Once we have a relationship, we can
offer repeat products which are what manufacturing companies are looking for.
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Have you come across anything unusual with this project?
A challenge we didn’t expect to come across is that if a project is federally funded in America with a value
over $100,000 it has a “Made in America” clause in the contract. So for projects such as the New York
Subway System, we had to set up an assembly plant in our Long Island facility to allow us to comply with
this “Made in America” clause.
What methods have you found to be most effective in building market knowledge and contacts in
the US?
Trade shows have been of great value but you have to do your research to make sure you chose the right
ones. In the past, we’ve visited shows to determine whether we want to exhibit at the next one in six
months to a year’s time. The most successful thing we have ever done is finding the right shows and
participating at them, allowing us to have face time with potential buyers and potential clients, and existing
clients as well which is very important.
Enterprise Ireland is also very good at assisting Irish companies to attend new trade shows, which although
extremely beneficial, can be expensive.
How important is it to Americanise business communications?
It’s very important, right down to the smallest detail from millimetres to inches. You even have to invest in
this area. Here in Europe, the CE mark accepts products. In America, it’s UL. So you have to put your
product through a UL test house to be UL approved.
We even set up a US website as we once lost a project because a client looked online and felt we were just
European based. Our US website demonstrates we’re on the ground with local references. Everything to
do with that website is completely in American English. We all speak English, but there are different
spellings, and to be mindful of those small things makes US clients feel comfortable that you know their
market.
How do you find working in US time zones?
We have a team of people in the New York office so we have technical backup which helps with the time
zones. With the five hour timespan, you only have the afternoon available from Ireland. If you start doing
a project in Seattle or San Francisco, however, the time zones from Ireland just don’t fit. So our presence in
New York acts as a mediator between our time zone and the rest of America and is very helpful for us.
Are there any major barriers to entry to the US market that Irish companies should be aware of?
America is a country full of opportunities but you need to understand the market and be committed for the
long term. You need to make sure you comply with American import stipulations and know what American
classifications apply to your products. Visas are another element of complexity. Enterprise Ireland can help
you with regards to all of these things and more.

”

5. Effective Communication

|

This section of the Critical Success Factors provides guidelines on the many different marketing channels
available to you in the U.S, as well as tips on how to develop good internal communication in your company
from the outset. Effective communication in the US market means you will need to develop a focused and
“American-ised” communications strategy that accurately reflects what it is that your
product/service/business offers and communicates clearly the compelling reasons why you should be
chosen by the customer above all the competition out there.

5.1 Communication channels in the US market
There are well over a hundred different types of communication channels available to you in the US and
with so many to choose from, it is all the more important that your business is crystal clear about whom it is
that you are targeting, and what it is that you wish to communicate. You will need to allocate enough
marketing budget – sufficient for what you are trying to achieve – and track the ROI of any marketing
budget that you do spend.
The total US advertising market will be worth more than €133bn in 2015 and it is the largest in the world –
fully one-third bigger than the next market which is Japan. This level of advertising spend demonstrates
how easy it could be for your business’ messaging to get lost unless it is relevant, targeted and highly
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compelling. Key to your success in the American marketplace first of all, will be your website/mobile
website and how well it is optimised for your search terms, having relevant and compelling content with
frequent calls to action and product benefits clearly outlined for your prospective customers.

5.2 Localising your website for the US market
Having a strong web presence in the USA is critical to export success, whether your business operates in
the B2B or B2C sector. Most of this initial research and due diligence is based on Internet research and it is
therefore vital that you have a competitive, compelling and highly visible web presence for your target
market. Below you will find the questions that you will need to address in order to achieve this:
Having a strong web presence in the USA is critical to export success, whether your business operates in
the B2B or B2C sector. Most of this initial research and due diligence is based on Internet research and it is
therefore vital that you have a competitive, compelling and highly visible web presence for your target
market. Below you will find the questions that you will need to address in order to achieve this:

Competitive web presence


Who are your main online competitors in the US? How do they articulate their USP on their
websites? What is their Internet marketing approach?



What content and features does your website need to have so that it can successfully compete with
its US online competitors?



What Internet marketing approaches do you need to adopt to stand out amongst the noise created
by your online competitors in the US?

Compelling web presence


Trust and credibility: What content and features does your US website need to provide to build trust
and credibility in your company and offering, given that your brand is either unknown or less well
known in the US?



Culture: How can you adapt your US website to the specific cultural requirements of the US? The
need for 24/7 customer service, for example.



Language: What changes are required to written text and any videos or diagrams on your website
to adapt the language of your website to your target audience in the US?



Standards and conventions: What changes will you have to make to the website content and
design with respect to US standards and conventions for imperial measures (lbs, feet, inches etc.)

Highly visible web presence


How do you optimise (with search engine optimisation) your website for the US, e.g. domain
strategy, keywords, and links assuming that customers use Google, Yahoo, and Bing as the
leading search engines?



What other internet marketing approaches do you need to implement to make sure potential
customers in the US become aware of and visit your website, e.g. search engine marketing, social
media, online directories, price comparison engines etc.?

5.3 Digital-Search, SEO/SEM, social media, directories
Just because you have an Americanised website does not mean that you will necessarily be found by your
target customers. With almost 17 billion searches made by American users in December 2012 (to put this
into context, the whole of the UK made 2.7bn searches in December 2012), the chances of your website
being found without using Search Engine Marketing (SEM) and Search Engine Optimisation (SEO)
techniques are remote.
The three biggest search engines in the US are Google with about 68 percent share of search, Yahoo! with
10 percent and Bing/Microsoft with around 18 percent, and these are the main ones upon which to focus
your efforts. There was a 24 percent increase in US search ad spend in 2013, so the market for paid search
is getting a lot more competitive. Unless your company has expertise in this area, consider hiring an SEO
expert to ensure that your website is found for the search terms that relate to your company/service, but be
wary of companies who promise that they can immediately get and keep you on the first page of Google, as
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SEO/SEM is a long-term activity that is constantly changing. Search engine marketing (SEM) which relates
to the keywords your customers are searching for, is a highly effective and targeted form of online
advertising which is also constantly developing and updating, so it is advised that you hire an expert to
advise you on how best to execute it.

Digital advertising and Mobile
Once you have developed your website and identified the right search terms for your
product/service/business, the next step may well be digital advertising of some kind. From banner ads to
remarketing, this is a business that is constantly evolving as technology advances, so it is essential to find a
digital agency who can advise you about the best forms of advertising for your needs.
In 2013, €800 million was spent on digital advertising in the USA which accounts for just over 21 percent of
all advertising there, and this proportion is forecast to continue to grow by about 16 percent for the next two
years, with mobile advertising growing by almost 43 percent to being just 8.7 percent of all advertising
spend. The use of mobile is exploding – US consumers now spend 20 percent of their media time on
mobile devices – but advertising levels have not yet caught up with its penetration, so there is a real
opportunity for Irish companies to exploit this area if it suits their communication strategy and target market.

NEED TO KNOW – WE SPEAK DIFFERENT ENGLISH
A point to note here is that American English is not the same as the English used in either Ireland or
England. Certain words mean different things in America (e.g. smart means clever in the USA, not
well-dressed) and it’s easy for your communication to be mis-understood if the correct term is not
used. Always get all communications checked by an American person to avoid this happening

Social Media
Within the USA, there are a number of different social media websites that dominate; Facebook, Twitter
and LinkedIn rule in terms of popularity. Be aware that Facebook have recently changed its strategy to
increase advertising revenue – so don’t invest in it unless you are prepared to pay for advertising there. As
a rule of thumb, Facebook would be the first choice for B2C companies, and LinkedIn for B2B companies,
but depending upon your company’s product/service, your strategy may be different.
YouTube, Pinterest, Instagram and Tumblr are the fastest-growing sites in the U.S, all of whom rely almost
exclusively on visual content, as design is increasingly preferred over text. YouTube is number one when it
comes to video watching, and it reaches more US adults than any cable network. This success relates to
the general ever-increasing use of video; as marketers and ad executives in the US expect video to
become as important to their businesses as television advertising within the next three to five years,
understanding how video can enhance your business communications will become increasingly important.
If you do decide to partake in social media activity, as well as the main sites mentioned above, you should
search for a social media site related to your industry. You might discover that there are none, or you might
find a world of untapped potential so it’s worth doing some exploring.

Directories
Directory listings are an excellent way to increase your company’s visibility online but you do need to be
strategic about which ones will work best for you as more than 22 million results come up when you type in
the term “USA online web directories”. There are four main ways to find the best directories for your
business:


Industry-specific directories (search by florists, accountants etc.)



Local area directories (Yahoo, Yelp, Merchant Circle, Yellow Pages etc.)



Directories your competitors are in (can be found by analysing their backlinks using a tool like
Cognitive SEO)
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Certification Directories – if your company holds certification within an industry search for that
certification to see if it has its own directory.

Use a combination of all three to find the best ones that can work for your business. Generally, you will
want to look for directories that do not allow sites related to adult entertainment, online pharmacies, illegal
content, etc. to be listed. If a directory has no rules about the types of websites it will include, avoid it.
5.4 Content/Inbound marketing and white papers
In addition to utilising search engine marketing, and targeted social media, another very measurable
marketing activity is content marketing. Content or Inbound Marketing is defined as providing useful,
entertaining or interesting content to potential customers. Your company develops content that is of value to
potential customers, then shares it out through targeted communication channels, so that you can then
hopefully attract customers into your sales funnel.
Examples of content marketing are blog posts, podcast recordings (.mp3s), infographics, Youtube ‘how to’
videos, white papers & downloadable guides
As with all aspects of business in the USA, the marketplace is vast and highly competitive. How do you
know if your content will be educational, useful or interesting? Before you make any decision to produce
any content, do some research to identify the following


Target market definition – if you do not know who you are targeting, any content you produce will
be wasted



Your industry – what are the current trends, and/or pain points? How can you address these in a
way that will add value to the customer?



Your target market – what subjects related to your product/service are they interested in?



If your business already has a blog, what articles have been viewed most often? How can you turn
these posts into content that would be useful and interesting?



What are your FAQs? These can potentially be turned into useful sources of content

5.5 Hard copy collateral
In addition to the various digital forms of marketing available, hard copy marketing material is essential in
establishing your credentials for American prospects and they are a useful sales tool at events such as
trade fairs which may play some role in your initial market building. Brochures should always use American
English, and where necessary have the relevant measurements in imperial rather than metric.
They should include an overview of the product or service you provide, contact details, and if possible,
some endorsement by a significant customer. As always, your marketing collateral should focus on the
benefit to the customer rather than the features of your offer.

NEED TO KNOW – DIFFERENT PAPER AND BUSINESS CARD SIZES
Both paper and business card sizes are different in the US. Standard paper size is not A4 instead it is
8.5” x 11”. Make sure any brochures you produce are to these dimensions - this may mean getting
them printed in the USA.
Equally, American business cards are less wide than European ones at 3.5 inches, and a little shorter
at 2 inches high, so make sure to get them either printed in the USA, or else made according to those
dimensions, otherwise they won’t fit into your American contacts’ wallets.
5.6 Public Relations
Public Relations (PR) can be a useful tool to help raise awareness of your product or service, but as there
are more than 300 TV channels, about 15,000 radio stations, 40 national and approximately 1,600 local
newspapers in the USA, a targeted approach to PR is vital. Only undertake PR activity in those channels
where you know your target market to be. Making an impact with PR is a long-term investment, as you
won’t see results overnight. However when effectively done, it can be very powerful.

24

5.7 Conferences/industry events & tradeshows
Conferences and industry events are great opportunities for your company to network, meet your peers,
and connect with them in an informal setting. In the USA, the number of conferences available to attend is
vast, so do your homework and research thoroughly to make sure any ones you do attend will be worth
your while.
Where possible, target a specific conference and arrange to present at it – this is a great way for your
company to be seen by your peers as well as key decision makers. Even if you are not presenting, a
suggestion is always to have available a presentation on a memory stick, in case you get a chance to go
through your company’s product or service with a potential customer while chatting over a coffee or at
lunch.
Some key things to remember:


Be able to describe what problem it is your company solves in two to three sentences
(demonstrating a clear customer value proposition).



Follow up on any contacts made with an email and offer to connect on LinkedIn – make the most of
any meetings you had.



Use Twitter and the conference/event hashtag to help draw attention to your company both before
and after the event – this is a great and cost-effective way to leverage the event for your benefit.



Don’t be hesitant to reach out to people – Americans are very used to an open approach and will
generally be willing to help you.

For a comprehensive list of conferences in the USA please search according to your industry and/or
preferred geographical area, as there are so many each month across the USA there is no one source for
all conferences or events.
Trade Shows
Trade shows provide a great opportunity for vendors and customers to connect. Attending shows can be for
the purpose of lead generation, promoting your brand name, launching a new product and many more
reasons. However, as with all marketing activity, it is essential to plan in advance. Ensure that you are very
clear as to why you are attending: focus on achieving what is it that you want to gain out of going there, and
then set out clear and realistic objectives, and measure your results versus those objectives.
5.8 Thought leadership and sectoral networking
Thought leadership is a very cost-effective way to get your company noticed among your industry peers.
The ultimate objective of this is to develop such complete expertise in a specific area that your company
becomes the industry-recognised ‘go-to’ firm for it. Your leadership is established by your company utilising
content marketing and social media to share and disseminate your expertise across the network of
influencers, bloggers, industry leaders and key websites in your sector.
One way to approach this process is to host events with a guest speaker. In the US, speaking events at
business dinners are very popular; an industry expert or key opinion leader speaking on your company’s
behalf is a very effective way to get key contacts and potential customers in one room, which then leads to
your company being associated with a specific area of expertise.
Networking
In the US, networking is highly important. It is a strategic imperative and one of the most cost-effective
ways of meeting people who can help your career or your business. It is a skill that requires constant work,
and it is a good idea to join relevant professional organisations and associations to meet others in your
field.
5.9 Promotional marketing
Promotional marketing can be a highly effective way to get attention from your target market, and as ever,
the key to successful activity is to ensure that your product is in the right communications channel, and that
your messaging and calls to action are very clear, so that when those in your target market see your
promotion it is easy for them to connect with your product or service.
It is very different to Ireland – for example American consumers make maximum use of coupons, and they
expect to get them for certain goods. A point to note is that promotional marketing in the US has very long
lead times – for example retailers typically plan their Holiday activities 12-15 months in advance, so when
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planning a promotional activity schedule, make sure that all your communications materials will be ready for
the appropriate deadlines.
The US is where marketing began, and thus it is one of the most advanced marketing societies in the world,
with lots of new and innovative techniques available. However there are different laws about promotional
activity in each state, so get legal advice before committing to anything to make sure that you are
compliant. Spend some time investigating what promotional activity works best for your industry and keep
your mind open to trying new things.
5.10 Internal communication
As well as utilising all the appropriate forms of external communication channels for your business, it is
important not to forget about internal communication as your employees should be your best salespeople.
Good internal communication means ensuring every employee knows their role, how it fits into the overall
business structure, and what behaviours the company values. Effective communication means your
employees are clear about what is expected of them, and can articulate how their role aligns with the
company’s business objectives.
Investing in your company’s internal communication is good for business. According to Towers Watson,
effective communication and financial performance are strongly related: companies that are highly effective
at communication are 1.7 times as likely to outperform their peers.
A checklist of items required for internal communication might include the following:


Organisational structure



Mission and/or vision statement



Company culture – “How we do it around here”



Detailed job descriptions with regular review sessions



Feedback mechanisms – because not everyone hears information in the same way

Case Study: Effective marketing communications drives us revenue and
market share
Marc Healy, Head of International Business Development & Marketing, D4H
D4H Technologies designs, builds and operates collaborative response-team-management solutions that
help record and analyse operations, members, equipment and training. Established in 2008, D4H
Technologies has grown to an enterprise-class operation with customers among some of the largest and
most respected organisations in the world.
www.d4h.org

“

Why did you expand into the US market?
We were destined to become a global company as one of our first ever customers was based in the US. It
was a volunteer search and rescue team paying initially only $40 a month. In reality, Ireland as a market
couldn’t sustain a company selling software to emergency response teams. The majority of our efforts are
now focused on attracting customers in the US and Canada. We do have a few large contracts in Ireland,
the Irish Coastguard being one of our biggest. We now have customers in more than 16 countries, the
majority of which have been won in the last couple of years.

What area of marketing did you focus on first to generate new leads in the US?
Initially we invested a lot of time and effort into Google AdWords campaigns, however after evaluating the
close rate of the leads being generated we noticed the quality of leads was poor. We decided to change
tack and deliver our online advertising through a Google tool called remarketing.
How does remarketing work?
Remarketing lets you target people who have previously visited your website and shows them relevant ads
when browsing or when they search on Google. When people leave your website without buying anything,
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for example, remarketing helps you connect with these potential customers again. You can even show
them a tailored message or offer that will encourage them to return to your site and complete a purchase.
At D4H, we also write a lot of blog content. Relevant content posted on social media, particularly LinkedIn,
attracts potential customers who are genuinely interested in our services and what we have to say. We can
then remarket ads at them.
How are leads generated from remarketing activities fed into D4H’s business development
process?
Remarketing allows you to display an ad to people who have visited your website. Once the display ad is
clicked on, it redirects the potential customers towards a landing page that has been tested and designed to
have a high conversion rate in terms of an email, phone number, organisation name etc. We initiate contact
with a phone call and follow up with short email communications discussing various elements of our
products which are delivered at spaced intervals.
Apart from remarketing, what other marketing channels work well for D4H?
Referrals and customers delighted to talk about our service have been huge for us. We have quite a few
case studies on our website now and find that local case studies really help during the sales process. I
recently wrote and posted a case study about a stand-by rescue company, and a couple of months later we
sold to two or three of their competitors. We’re in an industry that is very slow to change and very riskaverse so for us, the minute we get a customer or a potential customer referred to us, we know we have a
very good chance of success.
Another good marketing strategy with social media is to try and build a whole community around a product.
We take a large amount of feedback from our customers and we feel we’re a part of their team in a small
way. For example, we send people stickers and ask them to post pictures of our stickers on their equipment
in interesting places so we’ve had photos from every continent. They’ve been to the North Pole and the
South Pole. We even sent an image to the guys managing the Abu Dhabi Rally – they blew it up, put it on
the side of their jeep, and they weren’t even customers. They just loved being involved in the community.
As well as engaging in online marketing activities, how often do you visit the US in person as head
of international business development and marketing?
I travel to the US roughly twice every quarter and my trips are starting to become more frequent. Not
having a physical presence in the US hasn’t hindered our progress but I do feel that we are the exception to
the rule. Everyone I talk to has the view that you need to be in the market to sell to the market however I’m
committed to visiting as much as possible. We’ve even sold to the conservative oil and gas companies in
Alberta – we’ve managed to break through and avoid that problem.

”

6. Cultural Awareness & Ambition, Vision, Passion and
Commitment
6.1 US Business Culture

|

Intercultural awareness is a vital component of effective communication in the international business
environment. Having good cultural awareness of both of the environment and people you are dealing with
will facilitate better business relations and positively impact the outcome of any deals you may make.
Surprising though it may seem, and partly as a result of its large and diverse population, the business
culture in the US is considerably different to that of Ireland.
Although the US may seem like a fairly homogeneous market at first, this is not the case. For example, the
East Coast of the US is typically more conservative and formal in dress and protocol than the West Coast,
where the climate and lifestyle are more relaxed and business dealings more informal – but no less
important to understand.
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NEED TO KNOW – CULTURAL DIFFERENCES
On the West Coast, business-people want to get straight to the point, and even though they may
seem very casual in terms of how they dress, (e.g. wearing jeans and T-shirts), don’t be surprised if
they are very direct and delve straight into the meeting by asking you about “what you can do for
them”. Also, it’s vital that you’re punctual and that you respect their time and keep to the agreed
duration of the meeting.

6.2 Making a good first impression
Meeting and Greeting
Business decisions in the US are made on the basis of a good relationship between two parties based on
mutual respect and trust. A strong business relationship is cultivated over time. Get the small details right at
the start; fail to do so and you risk ending a business relationship before it begins.
Business meetings
Business meetings are essentially about building relationships with colleagues, clients or customers.
Improving your business meeting etiquette automatically improves your chances of success.


In the US, prior appointments are necessary and it is advised to schedule them at least two to three
weeks in advance



Punctuality is very important – never arrive late or too early



Call ahead when you are going to be late; in many US cities, traffic can cause considerable delays
so factor in enough travel time



Turn off your phone in meetings



Be brief and relevant in what you say



Be prepared – read any related material in advance to allow you to provide valuable input

NEED TO KNOW – BUSINESS ETIQUETTE NEED FO FOLLOW UP EMAILS
Always respond promptly. In the U.S., standard practice is to reply within 24 hours. Not replying within
this timeframe sends the message that the person is not important to your business. If you do not have
an immediate solution, send an email stating when you will have the answer.

6.3. Ambition vision passion commitment
Having covered market intelligence, value propositions, sales methodology, routes to market, business
culture and communications channels, the final part of the strategic marketing review framework focuses on
the CEO and senior team to reflect on their commitment to grow an international company, and in particular
to think about this in the context of the US marketplace.
When travelling to the USA looking for strategic partners, investors or simply customers, how you frame
your vision for your company will be incredibly important, and as such it requires a considerable amount of
thinking and refining before you even set foot on American soil. When American business people are
dealing with you, they will want to know that you are in that market for the long haul, so being able clearly to
articulate your vision for the future of your company will be critically important.
Here are some questions to help you begin to articulate this vision:


Ambition: Where do you envisage taking the company in three years time? What will it take to get
there?



What are your Growth objectives? e.g. Financial , Markets (no of new customers, customer
retention, % sales from new products/ offers) and people
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Passion What are your personal drivers? Are you passionate about the product or passionate
about solving your customer’s problems?



Vision – Have you communicated the vision of the exciting possibilities of the future within your
team and other key stakeholders (customers, suppliers, partners, investors)? Does the team buy
into your vision for the future of the company? Where do ideas and inspiration come from in the
company?



Commitment Are you active in international markets because you want to be or because you have
to be? Are you in this for the long haul?

Answering these questions honestly will help give you a realistic picture of where you are headed, as well
as identifying if there are areas within the company’s leadership team and vision that you need to address.
Collaborate with your senior team to develop and most importantly agree upon a common vision for your
business. The next step is then to work with experts in communication to bring the vision to life, so that your
employees, as well as existing and potential customers can easily see and understand where your
business is headed.
Equally essential is your ability to demonstrate your company’s complete commitment to the US market. If
you want to win and keep your customers, your senior team or CEO will either have to relocate to the US or
travel there for two weeks every month. You will need to ensure that your customer service will be available
24/7 to them during their working day, which may mean round-the-clock working from Ireland, or hiring new
staff in the US Do not consider entering this incredibly competitive market unless you are prepared at a
minimum to do this, because if you are not, your competitors will be.
6.4 Reviewing your USA growth strategy for the long-term
As an Irish business exporting to the USA for the first time, you will find that your learning curve in the
marketplace is both steep and rapid, so it’s good practice to get into the habit of regularly reviewing your
growth strategy, and revisiting your initial goals to check if they are still relevant. Allow at least six months of
learning time before you sit down with the senior team to do a thorough review of your first quarter in the
US market. As a business, take note of the events that have altered your course – both for better and/or for
worse. Ensure that you gather these from the senior team, your employees in the USA, plus any feedback
that is appropriate from your distributor or partner. Revisiting the critical success factors and ranking
yourselves on how you have managed them would be a good starting point.

Case Study: Ambition, Passion, Vision, Commitment
Piero Tintori, CEO & Founder TERMINALFOUR
TERMINALFOUR has helped hundreds of higher education clients throughout the world realise the full
potential of their online environments. Through websites, student portals, personalised intranets and
integrated social media campaigns, TERMINALFOUR’s clients have put communication and collaboration
at the heart of the student experience.
www.terminalfour.com
What is your company’s vision?

“

At TERMINALFOUR, we have a clear vision of who we are, what we do and why we exist which is to define
digital engagement for higher education. We strive to consistently remain one step ahead of this progress and indeed shape it - and enable our clients to achieve their goals by maximising the effectiveness of their
digital and content strategies. We live higher education. It shapes our every single decision, our every
action and indeed the future direction of this company.
What was your market strategy for the US and how did that change once you were there?
When we first entered the US market back in 2008, our vision was different to what it is today. We originally
targeted the US higher education market and then, buoyed by the success we were having, quickly moved
on to targeting the US government, and to a lesser extent financial services.
But in retrospect, this was a mistake as we soon learnt it’s very hard to crack the US government as an
Irish company for many different reasons. In short, it was an uphill battle. So the lesson learnt here is just
because you’re successful in a particular industry in several other countries, it doesn’t automatically mean
you’re going to be successful in the US equivalent. We now focus purely on the higher education work
we’re doing.

29

How did you communicate the new direction for the company internally?
I think we underestimated how much we were experts in the higher education space until we found the time
to really think about our direction and vision. One example is that we needed to be reminded that we
actually power more higher education websites than all of our commercial US competitors combined.
As part of the process, we were involved with the Leadership 4 Growth Program, the Enterprise Ireland
program last year, and the new direction became a project for us all internally. We conducted employee
surveys, got everyone involved and started talking and listening to our customers.
We didn’t need to officially communicate the new direction internally as everyone got behind it as a logical
next step. It just clicked with everyone as we’d all been part of the journey.
How have you enjoyed the journey to date?
It's certainly been an exciting and eventful journey for me, the company and our product. We've earned our
place as one of the most modern and versatile web content management and digital engagement platform
companies in the world, and we know that the best is still to come.
What advice would you pass onto other Irish companies looking to enter the US market?
A great piece of advice I heard once about the US market was, “If you want to enter the US, you have to
bring over a big bag of cash, and then you have to have another big bag of cash back in the office to back it
up”. This remained with me but really motivated me that there must be an alternative approach. While you
do need money and resources behind you but if you do your research and spend time there, you can be
successful by being smart not just spending money.
Also, commit to the market and give the impression that you’re on the ground, even if you’re not. If your
customer wants to meet you, then be there. Even if you don’t have the resources on site there and then,
you need to demonstrate that distance is no disadvantage to doing business.
And take a practical approach in terms of testing the water and seeing how things respond. Really start to
live and breathe the market, spend time there and see how your product or service could work, before you
commit. Enterprise Ireland has been an amazing support for us in the US as they’ve introduced us to
companies who have had success in the US market and we’ve been given a lot of practical, time saving
advice.
Finally, don’t underestimate how well-received Irish people can be in the US. Even when cold calling,
having an Irish accent will break the ice and result in a longer phone call. It’s a good way to establish new
relationships.

”
|
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3. Legal issues in USA

“

Successful navigation of early business and legal interactions is crucial
when doing business in the US. The US legal landscape initially can seem
complex and unfamiliar, but many of the potential risks facing companies
accessing the US market can be mitigated with advance planning and an
understanding of key legal issues.

”

Daniel Glazer, Co-Head of Technology Group, Fried Frank

Introduction

|

The USA is rated as one of the easier countries in the world in which to do business, ranking 4th out of 189
countries globally according to the World Bank. However, the US legal landscape initially can seem
complex and unfamiliar and successfully navigating early business and legal interactions is often the
difference between success and failure. The US actively enforces its regulations, and the costs of getting it
wrong can be very high, whether you are talking about ensuring the correct visas for entry, protecting your
intellectual property, hiring employees or setting up a company. So you need appropriate legal advice, but it
needn’t be costly if your lawyers are experienced and accustomed to dealing with emerging companies.
Note that the US is a federal jurisdiction, with legislative, regulatory and tax authority divided between the
federal government (laws applicable nationwide) and the 50 States and the District of Columbia.
Municipalities may also have relevant laws, regulations and taxes.
In this section you will find some basic information relating to the areas listed below. But hire your own
lawyer! The summary is not comprehensive, and you should not consider it to be legal advice:
1. Corporate structures
2. Taxation
3. Intellectual Property law
4. Visas and Immigration
5. Employment Law

3.1 Corporate Structures & Business Entities
Corporate Structures
Irish companies that are setting up in the US should incorporate a wholly owned subsidiary in a US state.
Delaware is probably the best choice, because the corporation law is well established, your US investors (if
relevant) are more likely to be familiar with it, and, perhaps, most importantly, business lawyers throughout
the US are prepared to give advice and basic legal opinions (as you might need in connection with a lease
or financing) under the Delaware General Corporation Law.
There are two main business structures that are likely to work for most Irish businesses setting up in the
US:

1. Business Corporation (Inc.)
The business corporation is a share corporation that is analogous to an Irish company. This structure has
been around for hundreds of years, is familiar to customers and other counter parties, and is tax opaque
(i.e., it is treated as a separate person for tax purposes, which is important for the reasons set forth below).
It does require, however, that you observe certain corporate formalities (e.g., the board should meet
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periodically and take formal actions on important matters, the shareholder should take formal actions on
matters that typically require shareholder approval, etc.) in order to establish the separation of the business
corporation from its shareholder and thereby preserve limited liability.

2. Limited Liability Company (LLC)
The limited liability company, which has been around for a few decades, is a very flexible limited-liability
entity. It has two advantages: (a) there is substantial flexibility in terms of structuring the internal
management arrangements (and, consequently, not subject to the same formal requirements as a
corporation); and (b) it is tax-transparent (i.e., not treated as a separate person for US tax purposes) unless
it files a form with the US Internal Revenue Service to be treated as tax-opaque. The second advantage is
not likely to be useful if the LLC is being set up as a subsidiary of an Irish company, since the Irish
company is likely to want its subsidiary to be tax-opaque. Consequently, the LLC is not likely to be the
vehicle of choice for most Irish companies setting up in the US, although there may be occasions where it
will be useful to include an LLC in a US company structure (for example, as parent company of a Delaware
corporation).
Setting up a US subsidiary is very quick, assuming there is no conflict as to the choice of name (which can
be checked in advance if that is important). You can appoint a registered agent (to represent the company
and make the filing) and incorporate the company in a day. Make sure, however, that you have legal
advice to organize the company, appoint its board, appoint its officers, authorize its issuance of shares and
other necessary organizational actions, issue its shares, etc. Fixing this if you get it wrong is much more
expensive than getting it right in the first place.
Once your US subsidiary is established, it will need to appoint a registered agent and qualify to do business
in each state in which it is 'doing business'. The definition of 'doing business' is not clear, but you should
assume in any case that your subsidiary will be doing business in each state in which you have an office or
where you have employees regularly performing services (for example, working from home as their main
workplace). This is not expensive, Once the US subsidiary is set up, you are going to need administrative
support for it. For example, you’ll need help with:


Payroll and employee benefits;



Book-keeping, and filing of tax returns (see more below), and tax withholding from employees; and



Filing of annual returns (which are pretty short-form) with the various states in which your US
subsidiary is incorporated or does business.

Companies establishing US operations for the first time frequently choose to outsource these activities
rather than incur the expense of hiring an experienced employee to deal with them.

Resources and useful links


Information on how to incorporate in Delaware: www.corplaw.delaware.gov



How to set up a small business http://www.sba.gov/content/business-structure-and-tax-implications



Information for companies interested in setting up in the US: www.selectusa.gov

3.2 Taxation
The US tax system is complex and confusing, even to US residents. You’ll need tailored advice from a
certified public accountant or tax lawyer. Taxes in the USA are payable on income, payroll, property, sales,
imports, estates and gifts, as well as various fees.
US Taxation of US Persons
The US federal government generally imposes income taxes on the worldwide income of individuals who
are US citizens or US residents (as determined for US federal income tax purposes) and corporations
organized under US law, regardless of where the corporation is managed or controlled.
The maximum US federal income tax rate currently is 39.6 percent for individuals and 35 percent for
corporations.
US states, counties and cities also may impose income taxes on resident individuals and income or
business taxes on corporations and non-resident individuals engaged in business in the jurisdiction, as well
as property taxes and sales and use taxes. The US does not have a value-added tax.
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US Taxation of Non-US Persons
Individuals who are not US citizens, US tax residents or corporations organized under US law may be
subject to income taxes imposed by the US federal government on income from US sources and, in limited
circumstances, on income from non-US sources. For this purpose, the “source” of income is determined
under US federal income tax principles.

Tax Aspects of Doing Business with US Customers from the US or From Ireland:

(1) Non-US Company Conducting Business Directly From a Non-US Jurisdiction
A non-US company may decide to act directly from its home country in its transactions with US customers
and otherwise have no presence (e.g., no office, server, website, employees or agents) in the US or, if it is
eligible for benefits under an income tax treaty (if any) between the US and the non-US company’s home
country, operate so as to avoid having a US 'permanent establishment' under the treaty, as discussed
above.
Even if a non-US company is not engaged in business in the US or does not have a US “permanent
establishment” under an applicable income tax treaty, the non-US company may be subject to gross basis
withholding of US federal income tax on so-called US source 'fixed or determinable' payments it receives in
respect of transactions involving computer software.


The payments that may be subject to this US withholding tax include (i) royalties for the license of a
copyright in a computer program or other intellectual property, (ii) rents for the lease of a copy of a
computer program or other intellectual property, and (iii) payments from a sale of a copyright in a
computer program or sale of other intellectual property that is contingent on the productivity, use or
disposition of the copyright or other intellectual property.



The general rate of US withholding tax on these items is 30 percent. However, if the non-US
company is eligible for benefits under an income tax treaty between the US and its home country,
the rate of US withholding tax imposed on these items may be reduced under such a treaty.



Note that there are complex US federal income tax rules and judicial decisions that determine how
various types of transactions in intellectual property are to be characterized for US federal income
tax purposes; these authorities are uncertain in scope and may result in payments being subject to
US withholding taxes even if they are not labelled as 'royalties', for example, or even if the payer is
not a US person. Accordingly, it is important that a non-US company consult a US tax adviser
concerning the US tax consequences of the non-US company’s transactions in intellectual
property.

If a non-US company is eligible for benefits under an income-tax treaty between the US and its home
country, in order to claim a complete or partial exemption from US federal withholding tax under the treaty,
the non-US company would have to provide to its US customer a US tax form, called Form W-8BEN, that
indicates the non-US company’s US taxpayer identification number (for a company, generally its US
employer identification number). A non-US company would obtain a US taxpayer identification number by
filing a US tax form, called Form SS-4, with the US Internal Revenue Service. The non-US company’s
obtaining a US taxpayer identification number, in and of itself, should not result in the non-US company
being subject to US federal income tax or withholding of such tax.
This Form W-8BEN generally is valid for three calendar years following the year in which it is signed by the
non-US company, unless information provided on the form materially changes during that time period. The
Form W-8BEN is not filed with the US Internal Revenue Service, but rather must be retained by the US
customer.

(2) Non-US Company Engaged in Business within the US
A non-US company may decide to establish a presence in the US by, for example, opening a sales or
marketing office in the US or by hiring employees or agents in the US. The specific facts and circumstances
determine whether this results in the non-US company being treated as engaged in business within the US
for US federal income tax purposes – and, consequently, being subject to US federal net income tax and
tax-return filing obligations.
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The relevant facts and circumstances include the nature, frequency and continuity of the activities
conducted by the US-based employees or agents and whether the non-US company is eligible for benefits
under an income-tax treaty (if any) between the US and the non-US company’s home country. Accordingly,
it is important to consult with a US tax adviser concerning the tax consequences of establishing a US office
or hiring US-based employees or agents.

(3) Conducting Business through a US Subsidiary
If a non-US company’s US activities rise to the level of conducting business in the US for US federal
income tax purposes, and having a US 'permanent establishment' under an applicable income tax treaty (if
any) between the US and the non-US company’s home country, consideration should be given as to
whether the non-US company should conduct transactions with US customers through a subsidiary that is a
US corporation or a US limited liability company (LLC) that is taxed as a corporation for US federal income
tax purposes.5
This should enable the non-US company to avoid having to file US federal income-tax returns itself.
Instead, the US subsidiary would be subject to US federal income tax on its worldwide net income and
applicable US state and local taxes, and it would have to file US federal income and other applicable US
tax returns (the company generally would be subject to gross basis withholding of US federal income tax at
a 30 percent rate). If the non-US company’s home country and the US have entered into an income tax
treaty, and the non-US company is eligible for benefits under such treaty, these distributions may be
completely exempt from this withholding tax or subject to this withholding tax at a reduced rate under such
treaty (for an eligible UK company, the rate may be zero or 5 percent under the US-UK income tax treaty).6
It is important that the non-US parent and the US operating subsidiary deal with each other on an arm’s
length basis in order to minimize the risk of disputes with tax authorities as to whether income has been
earned in the US or the home country jurisdiction.

Resources and Useful Links:


US Internal Revenue Service – www.irs.gov

3.3 Intellectual Property Law
Intellectual property (IP) that gives your company its competitive edge can be protected through a
combination of registering your IP with government authorities, and contracting with business partners,
employees, consultants and other third parties to allocate IP ownership and delineate use parameters.
IP is legally owned intangible property. In the US, these rights are protected under state law and/or federal
law, depending on the nature of the IP right.
The primary categories of IP in the US are:


Patents (covering processes, methods, devices, manufactured goods, compositions of matter);



Copyrights (covering different works of authorship, such as printed matter, computer software,
sound recordings and audiovisual works);



Trademarks (names, brands, symbols, slogans, designs); and



Trade secrets (business, financial and technological information that is confidential and
commercially/economically valuable).

The US Patent and Trademark Office (USPTO) is the federal agency that grants patents and registers
trademarks, while the US Copyright Office (USCO) handles copyright registration.
For further information please visit:


Fried Frank – http://bit.ly/1oylzqw



US Patent and Trademark Office – www.uspto.gov



US Copyright Office – www.copyright.gov
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NEED TO KNOW - COMPLIANCE WITH CUSTOMS REQUIREMENTS
When importing into the USA, ensure that all legal requirements of USA customs and import laws are
met, that you have all required licenses and permits to import and sell the products, and that your
export and import documentation complies with USA law. Also, there is USA legislation relating to
particular types of products, what they can and cannot contain, labelling, etc. Failure to comply can, in
some instances, subject the manufacturer, seller and possibly others to fines and penalties. It can also
be ammunition for product liability lawsuits for persons harmed by the products

3.4 Visas and Immigration
The skills and experience of current employees are often critical to the success of a new operation in the
US. As a result, foreign businesses that wish to enter the US market should carefully consider US
immigration law early in the planning stages.
US work visas are very important for Irish companies: visas are a necessity for many Irish professionals in
sectors like digital media, e-business, IT and biotechnology. Please note that US immigration laws are
complex, highly regulated and constantly changing and therefore specialised legal advice is absolutely
necessary.

Types of US Work Visas:
US work visas are divided into two main categories—immigrant/permanent (‘Green card’) and nonimmigrant/ temporary (e.g., B, E, H, L visas). The correct term for ‘Green card’ is lawful permanent
residence (LPR) or immigrant visa and there are many different routes to LPR. In reality, most people will
need a non-immigrant or temporary visa initially and where possible, may opt for LPR at a later stage; the
most common non-immigrant business visa categories are E-1 /E-2, H-1B, and L-1 visas.
It is best to discuss the relevant options with a specialist immigration lawyer who has experience of already
working with Irish exporters.

Visa-free travel to the US: The Visa Waiver Program/ESTA
Nationals of certain countries may avail of Visa Waiver (VW), which allows visitors to travel to the US for up
to 90 days for business or pleasure without a visa. For details of the 38 countries currently included in the
program, see http://travel.state.gov/content/visas/english/visit/visa-waiver-program.html#countries
Visa waiver travellers must apply for electronic system travel authorization (ESTA) online in advance of
travel, see https://esta.cbp.dhs.gov/
VW is an extremely useful and flexible means of travel to the US for short, infrequent trips with a definite
purpose; working is prohibited.

B Visa for Visitors for Business (B-1) or Pleasure (B-2)
It is sometimes necessary or advisable to obtain a B-1/2 visitor’s visa for temporary travel to the US. It is
necessary if you have ever been denied entry on VW, ever been arrested, or committed a crime or
immigration violation. It’s advisable when trips to the US on VW are frequent or lengthy, resulting in
heightened scrutiny (and consequent lack of ease/confidence when travelling) and increased risk of denial.
Although permissible activities are the same for VW and B visa, the B visa has many advantages, including
lengthier periods of stay (up to 6 months) and ability to extend or change status to another visa category
without having to leave the US though it requires an embassy interview.
E Visas for Traders (E-1) and Investors (E-2)
Treaty Trader and Treaty Investor visas are an extremely valuable option for certain businesses and
individuals from countries which maintain treaties of friendship and commerce with the US, including Ireland
and the UK. A company must be majority owned by nationals of the treaty country, and the employees
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being transferred must share that nationality; executives, managers and essential skills workers are eligible.
An individual trader or investor may also apply.
E-1 treaty trader visa is worth exploring for companies who already have customers (trade) in the US. E-2
treaty investor visa is a potential option for companies who spend significant funds establishing a US
business. In some cases, an E visa may be a better option than an L-1 and vice versa. For more
information, see here http://issuu.com/tomoba/docs/svg_article_2/1?e=0/5168068

L-1 Intra-Company Transfer Visa
L-1 is an important visa category for the transfer of managers and executives (L-1A) and specialized
knowledge employees (L-1B) by a foreign company to a US subsidiary or affiliate. Transferees must have
spent at least one year working with the foreign company. Startups are eligible for maximum one-year visa
initially, renewable thereafter if the business is performing. There are many aspects to consider when
deciding between E and L visas, and one size does not fit all.

H-1B Professional Visa
The H1-B visa is for professionals – bachelor’s degree or equivalent. This otherwise important category is
hampered by an annual quota of 65,000 visas per year (plus 20,000 H-1B visas for foreign workers with a
Master’s or higher level degree from a US academic institution), currently so oversubscribed that
applications go into a lottery. The quota opens on April 1 each year, for a work start date of October 1, so
advance planning as well as luck is required. For the rest of the year this category is for the most part
unavailable though employees of institutions of higher education or a related or affiliated non-profit entity,
as well as those employed by a non-profit research organization or a governmental research organization
are exempt from the cap.

J-1 Intern or Training Visa
The J-1 IWT (intern) visa for up to one year is available to graduates of third level institutions within 12
months of graduation and those currently enrolled in third level courses. J-1 training visas are available for
up to 18 months if certain criteria are met. Though often overlooked, this visa category should be included
when US visa options are being explored.

NEED TO KNOW - VISA PLANNING
For initial business contact with the US, the visa waiver programme is suitable for infrequent and short
trips however as business develops and trips increase, so does scrutiny, so a different visa could be
appropriate. If managers must be present on a longer-term basis, ensure that the correct visa is used.
For more information please visit http://obrienandassociates.com/

3.5 Employment and Benefits Law
An understanding of US employment and employee benefits law will facilitate the entry of your business
into the US market. Properly structuring your benefits and compensation arrangements will equip your
company to attract and hire American talent and receive the most favourable tax treatment for your
company’s benefits programs.
The US is an 'at will' employment jurisdiction, and consequently employment contracts typically are not
required as a matter of law. However, companies generally enter into agreements with their US employees
that, at a minimum, cover confidentiality/non-disclosure and development/ownership of intellectual property.
Additionally, you will want to consider whether it makes sense for you to have employment contracts with
your more senior US employees to address severance terms and periods and provide for appropriate
restrictive covenants, including pre- and post-severance non-competition provisions, non-solicitation of
other employees and non-solicitation of customers. In order to be enforceable, these restrictive covenants
will need to be properly limited in scope (time, geography, industry), and they will not work in all states (in
particular, employee covenants of this type are broadly unenforceable in California).
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In order to attract and hire US employees, it is important to offer compensation packages that compete with
others available in your market. Health insurance is particularly important, and expensive. Employers
should consider the following elements of a comprehensive compensation and benefits package:


Incentive compensation. Employers may wish to provide certain forms of incentive compensation,
such as annual or long-term bonus opportunities.



Health and welfare benefits. In the US, employers often provide employees access to health and
welfare benefits and may help share the costs of applicable insurance premiums. Although
historically US employers have generally been able to choose whether to provide such coverages
to employees, recent changes in federal law require employers over a certain size to provide
medical insurance to certain employee populations.



Retirement savings. In the US, it is common for employers to offer retirement savings programs.
An employer may provide opportunities for retirement savings under defined contribution plans that
receive favourable tax treatment or may sponsor a defined benefit pension plan. Retirement
programs must be carefully structured to comply with applicable law.



Additional perquisites. Employers should consider whether they wish to provide additional
benefits such as flexible spending programs, commuter reimbursement, car allowance, etc.



Equity grants. If you intend to include equity grants (options or restricted shares) in your Irish
parent company as part of your employees’ compensation, you will need to consider how best to
structure these from a tax perspective and also will need to comply with federal and state securities
laws. (It is not likely to make sense to issue equity grants from your US subsidiary.)

For further information please visit:


Fried Frank – http://tech.friedfrank.com/wp-content/uploads/2014/02/FF-Tech-Coming-to-AmericaPDF-Version-June-2014.pdf



US Equal Employment Opportunity Commission www.eeoc.gov



US Internal Revenue Service – www.irs.gov

While the US is an “at will” jurisdiction and employees generally may be subject to termination without a
notice period, there are a number of statutory provisions that protect workers, including anti-discrimination
laws, various “whistle-blower” protections and other anti-retaliatory provisions, notice requirements for
certain mass layoffs or plant closings and other bases for claims against employers and former employers.
Further, your employee manuals and handbooks and other communications may give rise to contractual
rights. Consequently, the “at will” nature of US employment should not be over-estimated.
1
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GROWTHSECTORS

4. Growth Sectors in the USA
Introduction to key sectors and opportunities for Irish exporters
The US marketplace offers a huge opportunity for those willing to invest time and resources, but as a
mature market it also presents a number of challenges, including the highly competitive business
environment, finding investment, the ability to scale and navigating what can be a complex regulatory
system. Irish firms can and do win business there, however you must have done extensive pre-market entry
research, identified a compelling value proposition and garnered enough resources to compete in order to
give your business it’s very best chance of success.
Many Irish companies are already successfully exporting and building businesses in the USA, for example
the main exports of Irish-owned companies there are in the food, medical/ pharmaceutical, electronics,
business services and software for financial services, telecommunications, as well as enterprise and
education sectors. The high technology and innovation sectors of medical devices, ICT, telecoms, media,
gaming, and cloud computing applications continue to show double-digit growth. The areas which have the
most potential for Irish companies to export to the USA are:
1. Financial software & services
2. Life sciences, medical devices, pharmaceuticals
3. Digital media, content, mobile internet apps
4. Enterprise Software & Cloud/SaaS
5. Oil and Gas
6. Education, corporate training & educational technology
7. Construction, high-end engineering & data centre development
8. Agribusiness & agriculture
9. Additional sectoral opportunities: Sports & ad technology, business process outsourcing,
communications software solutions, retail technology

4.1 Financial Software & Services
The US financial services industry is the largest in the world. It has a stable regulatory environment, strong
intellectual property rights and a reliable judicial system. Financial technology has grown significantly in the
US over the past five years and an annual growth of 3.3 percent is predicted in 2014. In the US, bank
overall spending on IT in 2014 was forecast to be €85.4 billion rising with a CAGR of 4.6 percent to be
€99.1 billion by 2017.
Increased competition, a heightened focus on regulation and compliance, pressure on margins,
vulnerability to cyber attacks and demands from consumers for more technology-friendly services means
that banks in the USA have extensive requirements when it comes to financial software and services
growth. In summary financial IT opportunities include:
1. Technologies that improve efficiencies and cost competitiveness
2. Risk and compliance management and governance
3. Next-generation electronic-payment solutions
4. User authentication
5. Asset-management/wealth-management solutions
6. Trading technology
7. Business intelligence, business process and document-management solutions
8. Data-management technologies
Irish companies with products and expertise in the development and execution of any of these areas would
be well placed to win business in the USA.
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4.2 Lifesciences: Medical devices, Health IT, Pharmaceuticals
The overall life-sciences market in the US was worth almost €2 trillion in 2013 and is forecast to continue to
grow going forward. The US medical landscape is currently undergoing profound changes, all of which
could significantly benefit Irish firms who have the products and technology to make a difference in the vast
USA health-care system.
The main changes are due to the health-care reform under the Patient Protection and Affordable Care Act
(PPACA) which will extend health-insurance coverage to an estimated 32 million additional Americans
currently without any form of insurance.
Also, the demand for latest medical technology in the US will continue to grow due to an ageing population
– Medicare (public health-care system for individuals over 65 years old) currently has 47.5 million people
enrolled. This is expected to reach 77 million people by 2031 as the 'baby-boom' generation is fully
enrolled. Additional drivers for growth in the US life sciences sector are an ageing population, rising
incidence of chronic diseases, technological advancements and product innovation, and impacts from
health-care reform provisions including increases in government funding and insurance coverage.
Organisations will therefore need institutional and individual capabilities in advanced analytics, population
health management, market trends and customer segmentation, and account management to deal with
non-clinical buyers.
Specific opportunities exist for Irish companies with expertise in any of the following areas: regulatory
reporting, drug-safety systems, electronic pedigrees, ‘big data’ analytics, commercial brand strategy, supply
chain, M&A, and global business services.

Medical Devices
The US medical device market is the world’s largest (seven out of the world’s ten largest medical-device
companies are American) and has a projected compound annual growth rate (CAGR) of 5.6 percent from
2012 to 2017 to reach a market value of €116 billion in 2017.This marketplace provides an important model
for innovation and entrepreneurship in the medical-device field, and the US domestic market is a significant
market for Irish-owned companies operating out of Ireland.
In the US imports are forming an increasingly significant part of the medical-device market (approximately
30 percent) due to US manufacturers using more cost-effective locations such as Ireland and Mexico.
Ireland was the second-largest exporter to the US of medical devices with a 14 percent share (€3.8 billion)
in 2011, exporting a combination of orthopaedic and prosthetic products, patient aids and consumables.
Overall the outlook is good with growth expected in all subsectors of the medical-device market. In-vitro
diagnostics is the largest segment, as well as one of the fastest growing, at a rate of 5.1 percent. The
diagnostic-imaging subsector is forecast to grow at a CAGR of 5.0 percent and remains the largest
subsector within the industry. In contrast, the cardiology, imaging and orthopaedic sectors are all growing
more slowly than the industry average, but are still in growth mode. The orthopaedic & prosthetic (7.6
percent); consumables (5.9 percent); and dental products (5.7percent) are the subsectors with the highest
forecasted growth between 2012 and 2017.
Irish companies with expertise in the following areas will find plenty of opportunities to grow their business
in the US:


Catheters, angioplasty balloons and stents



Orthopaedic & prosthetic subsector



Cardiovascular, thrombectomy and pulmonary devices



Minimal invasive surgery items



Wearable sensors, respirators, nebulisers



General hospital equipment and aids sectors

Health IT
The US health-care information technology market is forecast to grow at a compound annual growth rate of
7.4 percent to reach $31.3 billion by 2017 from $21.9 billion in 2012. This growth will be driven by
increasing demand for clinical information technology, and administrative solutions and services as health39

care information technology has emerged as a promising development to transform the paper-based
health-care system into a digitized one.
Within the health IT area, the main opportunities for new business for Irish firms include:


The provision, analysis, storage and access of ‘Big Data’ for patient care



Self-monitoring devices and technology to improve videoconferencing between physicians and
patients



Technology security applications, touch-based convertible tablets, servers, cloud computing, smart
machines, and smart printers.

Pharmaceutical
Overall the outlook for the US pharmaceutical and biotechnology market is relatively positive. The US
pharmaceutical market is the world’s largest, with total revenues estimated at €290 billion in 2011. With a
projected compound annual growth rate (CAGR) of 6.4 percent between 2011 and 2016 its overall market
value will be in the order of €396 billion by 2016.
The US biotechnology market is also the world’s largest, and was estimated to be worth €62 billion in 2010.
This sector is expected to continue to grow at a CAGR of 7.3percent between 2010 and 2015. There are a
myriad of opportunities and areas of growth in the US market for Irish companies in the following
subsectors:


CROs & Pharma Services



Diagnostics



Vetchem



Plant Design, Construction & Engineering and HR, Training & Research



Medication delivery and innovation in pain management, hypertension, diabetes, mental health,
and respiratory

4.3 Digital media and content, mobile internet apps
Digital media and content
The United States is the largest digital content market in the world. This is driven primarily by its large
population as well as the success of a broad range of content, with movies, music, games and apps all
making a strong contribution.
Consumer behaviour in the US is rapidly changing, with ‘digital’ activities growing rapidly in every sphere. It
is estimated that US consumers spend 60 hours a week consuming content across an average of four
digital devices. The majority of US households now owns high-definition televisions (HDTVs), Internetconnected computers and more than two-thirds of the population owns smartphones.
The digital-media and content market in the U.S is worth several billion euro and digital content for the
gaming sector generated €5.3 billion in 2013. Digital sales of video content rose nearly 50 percent to more
than €758 million and E-books now account for 27 percent of all adult trade sales, up from 23 percent in
2012 accounting for €95 million in 2013. Global revenue from app stores is expected to rise 62 percent in
2014 to €18.3 billion with the US the number one market for them in the world.
There are many opportunities in this fast-growing sector for Irish companies, particularly for Irish firms
willing to develop innovative software and content that is relevant, fresh and easily accessible for new and
diverse audiences. The sectors with most growth potential are:


New technologies to improve intellectual property protection



Digital rights management



Digital content production and distribution



Animation & 3D



Design and consumer experience for mobile devices
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Mobile internet apps
In the USA in 2013 the number of smartphone subscriptions grew 28 percent (ranked second only to
China), to reach 219 million, and smartphones currently comprise 66 percent of the total subscription base.
Global smartphone operating systems which are ‘Made in the USA’ comprise 88 percent of market share
(by units shipped), up from 5 percent just six years ago.
The two main companies driving personal device growth (Apple and Samsung) are themselves in highgrowth mode and are both still growing rapidly, so the pace of change will only continue to accelerate.
Tablet growth is more rapid than smartphones with iPad sales growing at triple the rate of the iPhone.
Tablet shipments overtook desktop PCs & notebooks at the end of 2012; just three years from their
introduction into the marketplace.
Facebook statistics continue to surpass growth expectations. Facebook mobile adoption has helped drive
users and revenue with 2013 mobile users up 54 percent (to 68 percent) and average revenue per user
(ARPU) up 15 percent, with apps a key part of the drivers for growth. All of these trends point to the
enormous prospects for Irish companies with mobile app ideas and innovation, and the capability to take
advantage of this explosive growth.

4.4 Enterprise Software & SaaS
Enterprise software
Enterprise software in the US accounted for 8 percent of the total worldwide IT spend in 2013, and will
continue to lead growth in 2014, with global revenues set to increase by 6.8 percent to €236 billion in 2014.
The term 'Enterprise Software' describes the applications that companies use to conduct line-of-business
operations such as accounting, business intelligence, communication and collaboration, customerrelationship management, human resources, logistics and sales & marketing management – in essence the
internal functions of a business. These tools have been traditionally deployed in on-premise data centres,
often as multifaceted enterprise resource planning (ERP) suites from software giants like Oracle, SAP, IBM
and Microsoft.
Enterprise-software spending beyond 2014 is being driven by the combined forces of cloud computing, data
management, mobile applications and social business. More than 26 percent of total software enterprise
revenues will be driven by the dovetailing of these areas of software, up from 12 percent in 2012. These
technologies have gone mainstream and online business models are changing the traditional enterprisesoftware sales model as vendors adjust to the market trends.
In the US investor dollars are increasingly being invested in enterprise startups. Of the 50 largest US
venture capital tech deals in 2013, 70 percent of them went to startups building enterprise software. This
€1.6bn investment reflects a shift in investors’ appetites towards enterprise tech solutions, and establishes
it as a major area of growth in the coming years which means that Irish companies looking to compete in
this area should be able to source investment, as well as find many opportunities.

Software-as-a-service (SaaS)
Increasingly new market entrants in the enterprise-software sector are employing a software-as-a-service
delivery model. The global Software-as-a-Service-based enterprise-resource planning (SaaS-based ERP)
software market is forecast to grow at a CAGR of 13.93 percent over the period 2012 to 2016 and to be
worth €19 billion by 2016. The US accounts for 60 percent of the SaaS market worldwide (€11.4 billion) and
has the highest overall growth in SaaS thanks to high-quality internet infrastructure, security and growth
potential in the domestic tech industry.
The SaaS model is reshaping the enterprise-software sales process, for example perpetual-licence revenue
(the traditional enterprise-software business model) has been shrinking since 2004 whereas subscription
revenue (including SaaS and other subscription models) is forecast to have a 35 percent CAGR growth rate
throughout 2012-2016, representing 24 percent of total software revenue by 2016. A range of business
models, from traditional licensed software to pure SaaS to hybrid approaches will co-exist and face a host
of challenges for the foreseeable future.
The US is home to nine of the top ten SaaS Platform/Marketplace companies globally, the top three of
which are Salesforce.com, Intuit and Cisco. Gaining access to potential new customers through these and
similar platforms is an option for Irish companies providing independent SaaS applications. Additional
opportunities for Irish companies include:
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Software as a service (SaaS)



Infrastructure as a service (IaaS)



Platform as a Service (PaaS)



Network security



Data security



Application security



Access control



Business intelligence, analytics and collaboration apps

Alternative routes to market for high-velocity SaaS sales are direct selling via online channels, or through
partnering or white labelling with an in-market independent software vendor (ISV), so there are plenty of
opportunities for Irish SaaS providers to investigate.

4.5 Education & Training, Education Technology
The key areas for growth within the education market in the US are PreK-12 (the term used for the sum of
primary and secondary education), e-learning, educational technology (Ed Tech), corporate training and
higher education.

PreK-12
The 2013 U.S PreK-12 non-hardware education-technology products and services market is valued at €4.3
billion. About 4 percent of K-12 students are taking online courses, although this is less than 1 percent of
the total. The K-12 publishing and Ed-Tech industries are experiencing such a jump in sales as an
improving economy, schools' greater reliance on digital resources, and new materials for the Common Core
State Standards translated into revenue boosts for many K-12 businesses in 2014.
The areas of opportunity for Irish firms include providing materials aligned with the common core state
standards, moving instructional materials from print to digital delivery, as well as enabling adaptive learning,
providing modular content, assessing progress, boosting skills, and fostering credentials, in addition to
developing material that will assess educational outcomes rather than focus on educational inputs. There
are also opportunities in providing and developing digital resources for special education, which grew
almost 80 percent in 2012, and online courses, which increased 200 percent over the same time period.

E-learning
The US E-Learning market was worth just over €17.4 billion in 2013 and is forecast to grow to just under
€20 billion by 2016. Thanks to modern educational technology, e-learning tools and techniques that provide
learners with a more effective educational experience, students are using e-learning to earn their degrees,
build their knowledge base, and develop new skills.
Today, it's estimated that about 4.6 college students are taking at least one course online. However, by
2019, roughly half of all college classes will be e-learning-based. Over 41 percent of global Fortune 500
companies now use some form of educational technology to instruct employees during formal learning
hours, and that figure is projected to increase steadily in future years.
Opportunities for Irish firms lie in providing digital content, distribution of content and new e-learning
platforms. As the trend for BYOD (Bring your own devices) continues to grow in education, there will be
further opportunities for Irish companies who can provide easy programme installation, packaged content,
platform and authoring tools, video-based learning systems, and cloud-based data-access and retention
solutions.
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Educational technology
The US is currently the largest EdTech market globally and is estimated to be worth $89.9 billion in 2017.
There are significant new market opportunities in the US for companies with innovative solutions that solve
issues affecting students of all ages as well as parents, educators and administrators. The subsectors that
will provide opportunities for Irish companies servicing this market are:


Hardware: Equipment for teachers and students that improves the classroom experience such as
tablets, interactive whiteboards and tables, augmented reality and smart projectors.



Digital Content Providers: Publishers and repositories of electronic learning materials, as well as online
learning providers including massive online open courses (MOOCs), platforms that utilise video and
interactive distance learning technologies to allow a one-to-many teacher to student learning
experience delivered virtually over the Internet.



Instructional Support Systems: Software that helps teachers to collaborate on the creation and
distribution of course materials, design and deliver student assessments and collate feedback.



Administrative Software: Specialised enterprise resource planning (ERP) systems for schools, as well
as educational data analysis tools.

Corporate Training
It is estimated that organisations spent €121 billion on corporate training in the US in 2013. Of this, 39
percent (€47 billion) was spent on external services. An interesting point to note is the fact that per capita,
smaller to medium size companies tend to spend more on corporate training per employee than their larger
counterparts. As they rely more on external vendors to provide training, the majority of Irish training
providers in this space are finding meaningful opportunities selling in to the small and medium size
organisations, as companies falling into this segment account for approximately 40 percent of the entire
market.
The opportunity to sell in to the larger Fortune 500 still exists as larger companies look towards technology
solutions to improve their training (employees are still learning through increased usage of e-learning and
non-traditional instructor-led training).Irish firms with offerings in the areas of educational content, delivery
systems, online learning platforms and testing/assessment modules must ensure that this technology can
be hosted and accessed easily from the cloud – and once this is achieved there is a multibillion euro
business waiting to be won.

4.6 Oil and Gas
The US economy is highly dependent on crude oil and natural gas for transport fuels and inputs, and its
production of oil and gas in 2013 was at a 42-year high due in large part to a breakthrough in extraction
technologies. In 2014, the US will surpass Russia to become the largest producer of oil and natural gas in
the world, and is projected to become a net exporter of natural gas by 2018.
The overall revenue from the oil and gas industry is projected to be €300 billion in 2014, with its annual
growth rate having been 12.8 percent in the years 2009-14.Output is projected to expand moderately over
the five years to 2019 as rising crude oil production in some regions offsets falling output from others.
The main opportunities for Irish firms that have capabilities in any of the fast-growing areas listed below will
be to compete for some of the massive oil and gas business opportunities in the US marketplace:


Subsea technologies; over the next 15 to 20 years the industry expects offshore oil and gas
production will equal on-shore production. Most onshore fields have matured, but the ocean holds
vast untapped potential, and the oil industry is betting its future on deep-water drilling. The industry
is spending some €19.8 billion annually on subsea facilities – for wells at depths of 2,000 metres or
more. That number is set to grow almost five times to €95.4 billion in 2020.This, in turn, is creating
a boom in the subsea technology industry, which cuts out an entire layer of traditional production
simply by doing everything down on the sea floor.



Supercomputing: Another game-changing dynamic in the industry is the increasing application of
supercomputers that make exploration fast and easy. Supercomputing and use of extensive
amounts of seismic imaging data help find the ideal spots for exploration without expensive and
time-consuming drilling. Supercomputers can find the same amount of oil in weeks that it used to
take decades to detect.
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4D imaging; In recent years the industry has added 4D imaging, which unlocks a variable that
allows oil and gas companies not only to determine the geological characteristics of a potential
play, but also allows them to see how a reservoir is changing in real time.



LNG infrastructure construction and services: The rise of US natural gas exports and the race to
build infrastructure to get liquefied natural gas (LNG) to international markets continues to be a
huge growth market.

4.7 Construction, High-End Engineering & Data Centre Development
Construction
The US construction market is forecast to grow at an annualised rate of 7.5 percent in the next five years,
from €660 billion in 2013 to €949 billion in 2018. Growing opportunities in the construction sector will be
seen as developers gain easier access to credit, corporations have the cash to fund new builds and
retailers have the demand to construct additional stores.
It is estimated that in 2014, US large-scale commercial building will increase by 17 percent, a slightly faster
pace than the 15 percent gain estimated over 2013. New construction in warehouses and hotels will
continue to lead the way, and retail and office buildings expenditure is also forecast to grow. Demand for
general contractors is forecast to increase at varying rates across all sectors in 2014, as investment
continues to drive the market. Single family, multifamily projects and commercial builds continue to be the
areas with strongest growth.
In 2014, public works construction is expected to drop 5 percent, pulling back after a 3 percent gain in 2013
that was lifted by the start of several large highway and bridge projects. More focus on deficit reduction will
limit federal support for environmental public works, although the improved fiscal position of state and local
governments will help to cushion the extent of the public works decline.
New York and the greater New England territory remain a prime geographic location for Irish companies to
target initially, mainly due to ease of logistical exporting. As the economy improves, New York City is once
again becoming a hotbed of construction activity. A number of large-scale projects are currently ongoing,
with construction activity and employment returning to levels similar to the 2007 peak.
Traditionally, Irish companies have achieved scale in the US through acquisition, but consultancy and
product companies have also been successful by growing organically, following the establishment of an inmarket presence. Areas of growth potential for Irish companies within built environment are in both the
product and services sectors and range from complex engineering and consultancy to specialised software
and building components.

High-End Engineering
The US is the world’s largest manufacturing economy representing over 22 percent of the world’s
manufactured products, and contributing more than €1.3 trillion to the US economy. Manufacturing in the
US has been one of the major bright spots during the economic recovery and is currently expanding at its
fastest pace in the last three years.
Therefore, the prospects for high-end engineering in the USA are excellent given the depth and scale of the
market (it is a €734 billion industry), which is forecast to grow by 6.5 percent by 2019. As the US economy
continues to grow, opportunities exist for capable Irish companies with a strong offering from complex
engineering to green build products.

Data-centre design and development
As a result of the increasing choice of Ireland as a European location of choice for data-centre owners, Irish
firms are developing new solutions (in products, software, services and build) to compete against global
providers. With the US being one of the global drivers in the growth of data-centre usage there are clear
opportunities for experienced Irish companies to export there.
Opportunities exist across the US for companies offering data-centre solutions, whether engineering,
networking, communication or energy management products and services. The east coast has an attractive
concentration of financial services and big data companies whereas the west coast and states such as
Texas have important data-centre ecosystems because of the prevalence of high-tech companies and
web/software companies. There is a large number of potential buyers for Irish clients’ solutions in the
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design, development and build of data centres. However, Irish companies need to research and identify
targets, spend time developing their value proposition and invest in the time needed to meet and build
networks/ targets in the US. Trade events can be a good starting point, with several data-centre specific
events held across the US.

4.8 Agribusiness and Agriculture
Agribusiness
The US agribusiness industry is currently valued at €1.47 trillion in 2014 and is forecast to grow by 1.1
percent by 2019. There is enormous market opportunity for those willing to invest time and resources, but
as a mature market it also presents a number of challenges, so Irish firms need to be willing to put time and
effort into adapting their products for the US marketplace.
The main areas of growth potential for Irish companies in the US are food and dairy. The US Department of
Agriculture (USDA) is driving a programme of recommended dairy consumption as part of a balanced diet
via their “Chose my plate” campaign. Hence the demand for milk and other dairy produce is projected to
grow through the coming five years, in line with rising downstream demand from processors.
The US dairy industry is in a mature phase of its life cycle, with industry revenue expected to grow at the
same pace as the macro-economy. And, due to increasing operating costs and demand growth in the
market, many food and dairy organisations are driven to innovate and adopt technology to achieve
improved quality and production at competitive rates.
Irish companies who have a niche offering within the following areas will find many opportunities in the US:
food quality, traceability & safety and output & process efficiency.

Agriculture
The US industry's total revenue is forecast to reach an estimated €3 billion in 2018. There is a growing
demand to address concerns with increasing food production costs and as a result, the agricultural
industry’s need to improve food production efficiency through smart technologies and innovative products is
a main priority. Higher feed costs and tighter food-safety regulations have led farmers to seek new
technologies and improved farming techniques to increase output from fewer animals or resources.
Farms are moving towards outsourcing services instead of making large investments into capital
equipment, and technological developments will allow operators to provide farmers with more value-added
products, such as DNA screening.
Ireland has a strong track record and reputation in the agricultural industry due to a number of successful
Irish companies that have developed patented technologies and accrued Intellectual Property (IP) that
offers best practice methods in agriculture. There are still plenty of opportunities for Irish firms to win
business in the areas of processing equipment, facilities, smart technologies, process and production
efficiency and improvement systems and overall innovation.

4.9 Additional Sectoral Opportunities
Sports & Ad technologies:
The sports and Ad Tech industries are offshoots of the broader digital technology and advertising sectors
that have their own very specific dynamics. Irish companies operating in these sectors that have
traditionally targeted Silicon Valley are now focusing upon targeting Silicon Alley in NYC for the proximity to
the many ad agencies and major sports teams/leagues that are based on the east coast, where there are
sizeable budgets to invest in new solutions.
To succeed, Irish companies will need to communicate clearly how they differentiate themselves from
established American competitors, and will have to adapt their technologies to both cloud and mobile
solutions as these are driving new adoption rates.
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Business Process Outsourcing:
Competition, quality and price constraints have led to the US becoming less competitive in this sector, with
the BPO market in the US in constant flux. US multinationals are driving BPO growth globally, investing to
improve their global support services and offering and continue to examine near-shore operations.
Due to the diverse and skilled nature of the Irish work force, Irish companies have a strong offering in the
areas of multilingual technology and financial services support. The main areas of growth potential for Irish
companies in business process outsourcing are technology, life sciences and finance & insurance sectors.

Communications Software solutions:
The US is one of the most dynamic global environments for Wireless/Wireline applications. The pace of
change in Telecoms, Cable, and Over the Top (OTT) – content delivered on other peoples’ infrastructure –
wireless or fibre, continues to disrupt the industry on an ongoing basis.
Data, mobile wallets, mobile commerce messaging innovation and small cells architecture are fast growth
sectors and Irish firms with expertise and/or product solutions in any of the following areas will find plenty of
opportunities:


Hardware: Antennae, Bay Station, Data Centres, GPS Tracking, NFC, Transmitters Transnational
SIMs, Wireless Routers and WISP.



Software: Advanced Radio Access Solutions, API Platforms, bespoke design, billing, IP Messaging,
network mapping, network optimisation, policy, Private Mobile Networks (PMN's), probing,
analytics, censoring, roaming, security & encryption and voice, data, video optimisation.



Services: research and lab testing, network optimisation, money remittance, M-Payments, locationbased e-commerce, customer retention, customer monetisation and bill optimisation.

Retail Technology
The US is the world’s largest retail market, with sales reaching €4.5 trillion in 2013, and representing 27
percent of nominal US GDP. .
Retail e-commerce sales continue to show the biggest growth across the US retail sectors, with an increase
of 15.5 percent in 2014 to reach $304.1 billion.
Over the next three years, Enterprise Ireland forecasts the main retail subsectors that will provide
increasingly significant opportunities for Irish companies in the U.S will be: health, beauty & wellness,
general merchandise, travel & gift, ethnic and retail technology.
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5. U.S. Public Procurement

“

A challenge we didn’t expect to come across is that if a project is
federally funded in America with a value of over $100,000 it has a “Made in
America” clause in the contract. So for projects such as the New York
Subway System, we had to set up an assembly plant in our Long Island facility
to allow us to comply with this “Made in America” clause.
Ann Marie Neville, Data Display

Overview of USA Government procurement

”
|

Irish firms that are successful in obtaining US government contracts will find that they offer profitability and
a stable source of income including options that can last for several years. Such long-term relationships can
build your business and provide a reliable source of income. However, as with all business relationships,
extensive research is required beforehand into the government customer that is likely to want to buy from
you. You must also learn how to navigate the procurement system to your advantage, so make sure to
dedicate time to these before you begin the process. There are two broad categories of government
customers that procure goods and services in the USA, the federal government and the state/local
government, but before deciding which you will approach with your goods and services, you will need to
understand the impact of some important laws on how the US government carries out its procurement.

The

Buy American Act and Buy America Provisions

Any Irish company investigating selling to the US federal government must in the first instance be aware of
some laws which limit some federal-funded purchases of certain materials to domestic sources or create a
price preference for domestic products.
These are the ‘Buy American Act of 1933’ and the ‘Buy American provision of the Surface Transportation
Assistance Act of 1982’ laws, and the American Recovery and Reinvestment Act of 2009 (ARRA) which
also contains ‘Buy American’ provisions.
‘Buy America’ and ‘Buy American’ are separate legislation and regulation requirements:


Buy America applies solely to grants issued by the Federal Transit Administration and Federal
Highway Administration.



Buy American may be applied to all direct US federal procurement. There are exceptions to Buy
American, whereby waivers can be issued for products, projects or entire categories of technology,
depending on the review process and the requirements of a given federal department or agency.

For further information please consult this website http://www.dot.gov/highlights/buyamerica and in all
instances please consult with an American lawyer who specialises in this area to help you.

U.S. Government (Federal) contracts
US government contracts offer extensive opportunities for Irish firms. The US government buys services
and products offered in the commercial market as well as highly specialised systems and custom-tailored
professional services. More than €367 billion in contracts is awarded annually.
The US fiscal year runs from October 1st to September 30th and the US government does a lot of fourthquarter spending so there is significant business to pursue from July to September. US government
agencies must have funding in order to sign a contract and must pay interest penalties on late payments,
so contractors can therefore expect to get paid on time for completed work.
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All federal departments and agencies must procure a wide range of items and services. The acquisition arm
of the federal government, the US General Services Administration (GSA) connects the private sector to
the federal agencies and departments to fulfil their procurement needs. The GSA offers professional
services, equipment, supplies, telecommunications, and information technology from commercial
businesses to government organisations and the military through acquisition solutions from its Federal
Acquisition Service (FAS).
Competitive analysis of the firms that have already won government business will provide you with a sense
of the competitive landscape and how to position your firm and the federal government provides most of the
data you will need to conduct market research on publicly available websites such as www.fbo.gov and
www.fpds.gov

Responding to tenders
If you are considering responding to a government tender, FedBizOpps (www.fedbizopps.gov) is the
government-wide point of entry for procurement opportunities. It has been designated as the single source
for opportunities over $25,000, with 95 agencies and 21,296 contracting officers posting opportunities to the
web site. It has a 'proactive approach to federal sales and companies can quickly sign up to receive
procurement information and sales opportunities.' Please note however, at the bidding stage of the process
it may be too late to participate as major US prime contractors have already identified their subcontractors
prior to the formal solicitation.
Another useful information-management platform for all government business is GovWin by Deltek
http://www.deltek.com/products/govwin. This service is heavy on the RFP information and has a very strong
search capability for pending business, partnering opportunities and mapping of historical data on contracts
and who was involved for Federal, State and local opportunities.
Long before a solicitation is issued however, you should speak to any government official you can about
planned procurements. Agency-based technical or contracting officers will likely be excellent sources of
information. The US government at FAR Sub part 15.2 encourages such communication, provided a
contractor is not given an unfair competitive advantage.
The federal government can only contract with companies registered to do so. Central Contractor
Registration (CCR) (www.ccr.gov/handbook.asp) is the central electronic registration site for companies
wishing to be added to the US federal government database of vendors.
In addition to using FedBizOpps, agencies may also identify firms through the Central Contractor
Registration (CCR) database (now located on the System for Award Management – SAM), or maintain lists
of potential suppliers through mandatory market research for individual procurements. Identify such lists,
and get instructions from the agency to have your firm added.

NEED TO KNOW- SELLING TO THE GOVERNMENT
An excellent business development strategy to enter the federal market is through contract set-asides
where only those firms in the set-aside class (e.g., small businesses) may bid on the work. Irish firms
that qualify for contract set asides will find themselves competing against smaller, less-established firms
rather than large industry players.
Do not wait for contracting announcements to appear on Federal Business Opportunities because it
happens near the end of the procurement cycle; another firm will have already spent months or years
positioning itself for the work. You will greatly increase your chances of success by building relationships
with buyers during the procurement process while the scope of work and evaluation criteria for the
solicitation is being developed.
.

U.S. State or Local Government contracts
State and local government is highly fragmented, with 89,527 governmental units in the US, and they
conduct far less long-term procurement planning than the federal government. The contracting
opportunities at state and local level are wide-ranging in size and type, and the process is more political
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than the federal one, as elected officials and their senior staff have significant input into procurement
decisions. If you’re pursuing business in a new market or your firm lacks state and local government
contracting experience, retaining a proposal expert or teaming with an experienced firm on a bid are two
ways of ensuring that procurement procedures are being properly followed.
In 2011 (latest figures – released July 2013) state and local government consumption and investment
expenditures were forecast at €2.5 trillion. The 89,476 local governments include both political subdivisions
of states, such as cities or counties, and special-purpose authorities, and these independent governmental
units have a separate existence and substantial administrative and fiscal independence from a municipal
government. These authorities provide specific services not typically provided by municipal governments,
such as electric power, water, and sewage treatment. The majority of expenditure at state and local level
(42.8 percent) is spent on education and public welfare, so there are a myriad of opportunities for Irish firms
with products, services and expertise in these sectors to pursue.
It is also worth mentioning the flexibility that has been noted by some of our successful clients in Public
Procurement around Basic Ordering Agreement (BOA). Many of the BOAs can be removed quite easily by
going back to the contracting officer. So it is very easy to get it waived in practice and it has been stated
that we should not over emphasize its significance or how big a barrier to entry it actually is.
As outlined above there are enormous opportunities for Irish firms to win government business at both
federal and local level. If you are considering tendering for these contracts, please speak to an Enterprise
Ireland market adviser, who will be able to guide you through the process and give you the benefit of the
experience of many Irish firms who are already successful in this area.

NEED TO KNOW- FOLLOW PROCEDURES TO THE LETTER

Procurement procedures apply to both the preparation and submission of proposals. These
procedures are derived from procurement regulations and full compliance is mandatory. Failure to
follow seemingly trivial requirements, like page length or font size, can result in a proposal being
rejected for non-compliance and procedures may differ depending on the procurement authority (e.g.,
sole source).
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6. How Enterprise Ireland can help you
succeed in The USA
Enterprise Ireland is committed to assisting and supporting our clients in entering new markets and
expanding in your current markets. Our team of experienced marketing professionals in our network of
overseas offices are ready to help you. An overview of our service offering is listed below:

Pre-Visit Support:
If your company is thinking of exporting to the USA and wants Enterprise Ireland’s help, please contact your
Development Adviser in Dublin first, before reaching out to a contact in the USA, so they can advise you on
the best pre-visit support for your company.
Before you visit the US market, Enterprise Ireland can help you to:






Undertake the detailed market research you will need to prepare for market entry. Access and
assistance from Enterprise Ireland’s Market Research Centre (link) will help you to research your
competitors; potential customers; undertake market analysis etc
Become more market ready through training programmes such as:
o The International Selling Programme (link)
o The Strategic Marketing Review (link)
o The Excel at Export Selling one day workshops (link)
Research and explore new international business opportunities (link to Internationalisation Grant)
Develop a viable marketing strategy for a new market (link to Market Access Grant)

In-Market Support:
Enterprise Ireland has four offices in the USA – New York, Boston, Silicon Valley (Mountain View)
and Austin, Texas and provides the following services to Irish exporting companies:


Facilitating introductions to relevant buyers



Providing access to expert advice from mentors and advisory boards, many drawn from the
Irish diaspora



Facilitating the visit of key procurement and buying personnel to Ireland



Helping Irish companies understand routes to market, distribution channels and supply
chain dynamics



Immersing CEO’s in US business culture and best practices through programmes such as
the Leadership4Growth programme and Access Silicon Valley Programme



Assisting with sourcing Venture and Angel Finance



Linking clients who are establishing a presence in-market with local services providers



Troubleshooting on Operational/Logistical issues

International Trade events programme
Every year, Enterprise Ireland organises an extensive programme of events to support your business
abroad. These include events both in-market and in Ireland such as:







Inward buyers’ missions to Ireland
Group stands at relevant sector-focused trade fairs
Overseas trade missions
Study visits to gain knowledge of overseas markets
Client knowledge events including seminars and workshops
Networking events to build and enhance relationships with market contacts.
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Further information is available at: www.enterprise-ireland.com/events

International market contacts
Enterprise Ireland has built up an excellent network of individuals in the US, many from Irish Diaspora
networks, who are available to work with Irish client companies to help them develop their business. This
includes market and sector specialists, business accelerators, lead generation firms and members of Irish
business associations.

NEED TO KNOW – SILICON VALLEY PROGRAMME
Enterprise Ireland has launched Access Silicon Valley – a programme designed to fast-track early-stage
Irish tech companies who are targeting Silicon Valley and San Francisco. The programme will provide
insights into the nuts and bolts of launching your company or product in Silicon Valley and San
Francisco, including the funding required to do so. Participating companies will be helped to deliver
tangible strategies and market entry plans relevant to the Silicon Valley and San Francisco marketplace
and to identify key sales and partnership targets. Access Silicon Valley also covers business/cultural
differences and has a strong focus on pitching and presenting.
For more information please visit http://www.enterpriseireland.com/EI_Corporate/en/Management/Learn-skills-to-start-and-develop-your-business/AccessSilicon-Valley-Programme.html

Contacts
in the USA
.
The USA is serviced from Enterprise Ireland offices in New York, San Francisco, Boston and Texas.
Manager and Team Contact Details
Orla Battersby – Director, North America
New York Office
Tel: +1 212 5460484
Orla.Battersby@Enterprise-Ireland.com

Austin
Enterprise Ireland
7000 N Mopac Expwy, Suite 2099
Austin, TX 78731
Tel: +1 512 514 6151
Marketing Executive: Brendan.Roberts@Enterprise-Ireland.com

Boston
Enterprise Ireland
535 Boylston St, 5th Floor
Boston, MA 02116
Tel: +1 617 292 3001
Fax: +1 617 292 3002
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Doreen McKeown
Manager Boston Office
Senior VP Lifesciences
Tel: +1 617 235 1606
Doreen.McKeown@Enterprise-Ireland.com
Kevin McCarthy
VP Cleantech, Energies & Utilities
Tel: +1 617 235 1603
Kevin.McCarthy@Enterprise-Ireland.com
Ronan Kelly
Marketing Executive
Tel: +1 617 235 1605
Ronan.Kelly@Enterprise-Ireland.com

New York
Enterprise Ireland
345 Park Avenue, 17th Floor
New York, NY 10154-0037
Phone: +1 212 371 3600
Fax: +1 212 371 6398
Jonathan McMillan
Manager New York Office
SVP Industrial Products, Consumer Retail & Business Services
Tel: + 1 212 546 0478
Jonathan.McMillan@Enterprise-Ireland.com
Rory Griffith
SVP, Financial Software & Services, Information Security, Government Solutions
Tel: + 1 212 546 0468
Rory.Griffith@Enterprise-Ireland.com
Aidan Hayes
SVP, Advanced Engineering & Outsourced Services
Tel: +1 212 546 0473
Aidan.Hayes@Enterprise-Ireland.com

Karole Egan
SVP, Education North America
Tel: +1 212 546 0480
Karole.Egan@Enterprise-Ireland.com
Kristie D'Agnes
VP, Digital Solutions, Advertising, Business Services & Industrial
Tel: + 1 212 546 0483
Kristie.DAgnes@Enterprise-Ireland.com
Marie Claire Hoey
VP, Consumer Products, Ecommerce and Retail Tech
Tel: +1 212 546 0470
MarieClaire.Hoey@Enterprise-Ireland.com
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Joe Shinkwin
Trade Development Executive
Tel: +1 212 546 0490
Joe.Shinkwin@Enterprise-Ireland.com
Caroline Donnelly
Trade Development Executive
Tel: +1 212 546 0471
Caroline.Donnelly@Enterprise-Ireland.com

Silicon Valley
Enterprise Ireland
800 West El Camino Real, Suite 420
Mountain View, CA 94040
Phone: +1 650-294-4080
Fax: +1 650-329-1818
Email: silicon.valley@enterprise-ireland.com

Paul Burfield
West Coast Manager
SVP Software and Services
Silicon Valley Office
Tel: +1 650 294 4081
Paul.Burfield@Enterprise-Ireland.com

Simone Boswell
Senior Market Adviser, Digital Media, Internet, Entertainment
Tel: +1 650 294 4083
Simone.Boswell@Enterprise-Ireland.com

Fergal O'Moore
Senior Market Adviser - Telco and Corporate Scouting
Tel: +1 650 294 4082
Fergal.OMoore@Enterprise-Ireland.com

Edel Coen
VP Enterprise Software
Tel: +1 650 294 4099
Edel.Coen@Enterprise-Ireland.com

Jonathan Barnes
Marketing Executive
Tel: +1 650 294 4084
Jonathan.Barnes@Enterprise-Ireland.com

Eva-Marie Costello
Marketing Executive
Tel: +1 650 294 4085
EvaMarie.Costello@Enterprise-Ireland.com
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Diplomatic and Consular Information for the USA
Anne Anderson, Ambassador
Embassy of Ireland
2234 Massachusetts Avenue N.W
Washington D.C. 20008
Phone: +1 202-462-3939
Fax: +1 202-232-5993
Web: www.dfa.ie/irish-embassy/usa/
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place of professional advice. Enterprise Ireland accepts no responsibility for any loss arising from any
action taken or not taken by anyone using this material.
Readers are encouraged to consult with professional advisers for advice concerning specific matters before
making any decision.
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Enterprise Ireland
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East Point Business Park
Dublin 3
Tel: +353 1 727 2000
Fax: +353 1 727 2020
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