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Europe your

success story

with market entry as a service
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How can you
Increase the chance of
reaching your goals in Europe?

Most US companies go the traditional way to enter Europe.
Some of them are successful.
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Europe is H
a mixture of LOOK

many regions, INSIDE!
languages,
local business traditions

What characteristics should my target market have?
Where are my targeted brands?
What specific market conditions should | be aware of?
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What you need:
A market entry strategy that fits

What markets are smart entry points?
In which industries will your offering make a difference?
How can you use multipliers and opinion leaders for your goals?
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What you need:
An expert for each
specific market. With SUPER skills.

Local mar ket 1 nsi ghtmedadndanayst | nd
relations well connected good communi cator
outbound/prospecting mar keting Q hosganhizer |
good coach [ 5 ]
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Traditional: hire a
first man on the ground

Have someone with a good network and
some industry knowledge.
Someone who can open some doors.
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What we recommend:
A team with the best local experts

Loc al mar ket 1 nsi ght medbandanalysti ndu
relations f 1 el d sal es out boundmaketng
c h a nn e l-level agtwerks trainigg c oac hiaetcg
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— Recruiting

7 / S —
A comparison of timelines

Compared with an employee who needs 3 months for being productive,
an outsourced professional is usually productive after 1 month.

As opposed to an employee an oursourced professional operates at a
higher cost/benefit ratio for the enterprise for a period of 8 months. [ 3 J

Source:
Freelancer vs. Festangestellter in der Projektwirtschaft, ein empirischer Investitionsvergleich, etengo, 2012,
(Freelancers vs. Employees in project oriented enterprises, an empiric investment comparison, etengo, 2012)
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- Market Evaluation

= Organisation (Structures,
Workflows,
Communication,
Reporting, Feedback)

—|nformation Gathering,
Training

- Generated Revenue
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A Conqguering Europe timeline

2nd month: analysis and strategy completed, partnership agreed
3rd month: training completed, structures in place

4th month: first presentations

6th month: first POC’s
7-8th month: first hot opportunities, first closed deals
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Traditional Market Entry as
(1 Sr. Sales FTE) a Service (1,5- 2 FTE)

Example calculation: For the amount of money you typically spend
on a senior sales person you have 1,5 - 2 FTE outsourced
professionals (field sales, outbound, marketing, PR) in an ideal ratio.

[ 10]
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How our teams work

Mar keting and outbound sales gen
checks criteria for qualification and takes over field / channel sales

closes deals.
Prior mar ket anal ysi s consiste

events) across all relevant channels
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HAPPINESS

How you profit

Reduced risk and cost for market entry fast mar ket

flexi biliTty to up and down scal e
bef ore own team takes over | eg
requi rements I n place | oc al e X

expertise exact planning and b
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The team

Li feti me+ eXx p@adustreaxgerise deep

Vast networks of warm C-level relationships throughout Europe

Our intelligently integrated and tailor-made services deliver seamless
end-to end solutions that enable you to gain a long-term impact in your
target markets.
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Next steps
Conquering Europe guestionnaire onyourspecifics i t uat i on
discussing goals and requirements discussingpr of 1 | e s

[ 16])
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Thank you!

Eva Lang +49 1577 778 2207
Director Business eva@conquering-europe.com
Development WWW.conquering-europe.com

Conquering Europe @eva_lang
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Mobile and Social Media:
Germany Is lagging behind

Source: Global Digital Report Feb. 2016

http://www.internetworld.de/mobile/zahlen-studien/mobile-social-media-deutschland-hinkt-hinterher-1074846.html
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SOCIAL MEDIA USE BY COUNTRY

ACTIVE ACCOUNTS ON THE TOP SOCIAL NETWORK IN EACH COUNTRY, COMPARED TO POPULATION
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« Sources: Facebook; Tencent; VKontakte, Livelnternetru, Nikkei, VentureBeat, Niki .ﬂughuui; UM, US Census Bureau for population data. @wmrnm:inlig . al"'
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GLOBAL AVERAGE

.




Private und berufliche Nutzung von sozialen Netzwerken
au 55chlm

ausschlielich/s

iiberwiegend privat uberwiegend beruflich

Schilervz 100 o0 0
Lokalisten 100 0
Netlog 100 w0 | 0
Jappy oo (TR 0
My space SR c R 0
StayFriends a7 0
MeinVZ 96 0
Wer kennt wen 96 0
Google Plus 94 o
Facebook a2 74 [ I: 8 o
StudivZ 88 0
Twitter 70 8
XING 17 55

Linked In 0 100

W ausschlieflich privat m Gberwiegend privat privat /beruflich gleichermaBen Uberwiegend beruflich m ausschlieBlich beruflich

Basis: Befragte, die das jeweilige soziale Netzwerk aktiv nutzen Angaben in Prozent

Frage: ,Und nutzen Sie das soziale Netzwerk .. privat oder beruflich?*

Quelle: BITKOM Studie Soziale Netzwerke” - Zweite, erweiterte Studie

BITKOM Studie Soziale Netzwerke: Nutzung beruflich und privat /tzm 7073







