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Enterprise
Support of up to €150,000
through Job Expansion Fund
Exchange
Programme
nterprise Ireland has retime employees at the time of
E
launched
the
competitive
application and have been trading
for new
Job Expansion Fund to help
for at least two years. Companies
entrepreneurs client companies achieve
must be seeking to recruit a
enhanced growth profiles
minimum of three new employees
comes to
through increased employment.
per application, and the new
The fund provides support of
jobs must not result in the
Ireland

A

s of this April, Ireland
has joined other EU
countries, such as Finland,
Germany, the Netherlands
and Belgium by offering
an Enterprise Exchange
Programme for new
entrepreneurs. Funded by
the European Commission.
The Erasmus for Young
Entrepreneurs Programme
enables ‘new’ entrepreneurs
in Ireland, who are in the
early stages of business
development, to be
matched with experienced
entrepreneurs abroad.
To date, over 530 new
entrepreneurs from various
European countries have
travelled to another
European country for
up to six months to
learn management skills
from experienced small
business owners, who run
established businesses. The
same programme will now
also enable new business
start-ups from abroad to
travel to host entrepreneurs
in Ireland, exchanging skills
and market knowledge.
Dún Laoghaire Rathdown
County Enterprise Board is
introducing the programme
into Ireland, with more
County and City Enterprise
Boards expecting to join as
intermediary organisations
in the coming year. See
www.dlrceb.ie/eye
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up to a maximum of €150,000
towards the recruitment of new
employees, with the support
rate per job varying up to a
maximum of €15,000. It is open
to manufacturing and/or a high
growth potential traded services
SMEs that have 10 or more full

displacement of existing workers.
In addition, the business plan
must support a minimum increase
of €350,000 in turnover over the
next two years. The first call close
date in 2011 is the June 30, which
will be followed by monthly calls
for proposals.

Global Coalition on Aging
launches as 450 million people
turn 65 over next two decades

T

he Global Coalition on Aging has been launched as a new
initiative to provide leadership, research and advocacy to
address the social and economic impact of global population
aging. Founding members are AEGON, Bank of America Merrill
Lynch, Galderma, Intel, Johnson & Johnson, Novartis, Nutricia,
Pfizer and Universal American Corp. Deloitte Consulting LLP
is serving as an advisory member. In the United States alone,
the number of people over 65 will double from 40 million
today to 89 million – or one in every five Americans – by 2050.
Similar shifts are underway across the globe, though the
pace of change differs from country to country. Populations
in Europe, Japan and South Korea are further along the
aging curve, while countries like China and India, which have
younger populations, will experience the aging phenomenon a
generation or two later.

Over 130
new cities to
become major
contributors
to world GDP
by 2025

H

alf of the world’s population
already lives in cities, and
just 600 urban centres, with a
fifth of the world’s population,
generate 60 per cent of global
GDP, with more than 20 per cent
of global GDP coming from 190
North American cities alone.
According to an analysis by
McKinsey Global Institute (MGI),
by 2025, some 600 cities will still
account for about 60 per cent of
worldwide GDP—but the cities
won’t be the same. The new
group will include many urban
centres such as Ahmedabad,
Huambo, Fushun, Medan, and
Viña del Mar that are relatively
unfamiliar today.
The MGI analysis, Urban
world: Mapping the economic
power of cities, predicts that over
the next 15 years, the gravity of
the urban world will move south
and, even more decisively, east, as
136 new cities enter the top 600,
all of them from the developing
world and overwhelmingly (100
new cities) from China.
India will also contribute
13 newcomers, including
Hyderabad and Surat, while
Latin America will be the source
of eight cities that include
Cancún and Barranquilla. But
MGI analysts say it would be
a mistake to assume that the
growth story lies exclusively in
emerging markets— some 98
rapidly growing North American
cities will contribute almost 10
per cent of global growth in this
period.
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World trade
up in the
fourth quarter
of 2010

Funding of up
to €25k for
companies
with re-launch
of Going
Global fund

T

he value of world
merchandise trade was 17
per cent higher in the fourth
quarter of 2010 compared to the
same period of 2009, according to
figures released by the WTO. The
region with the largest growth
rate was South and Central
America, with exports growing
by 25 per cent and imports by
30 per cent. Meanwhile, Asian
exports rose by about 23 per cent
and imports by around 22 per
cent on a year-on-year basis.
Meanwhile, according to the
OECD’s Spring Forecast 2011-12,
the economic recovery in the
EU continues to make headway,
despite lingering vulnerabilities
in financial markets and
problems in “peripheral”
countries, including Ireland.
Equipment investment is set to
accelerate markedly this year, it
predicts, supported by an upward
revision of export growth.
Construction investment,
in contrast, will continue to
contract reflecting the ongoing
adjustments in several Member
States. Private consumption,
meanwhile, is expected to pick
up modestly, being dampened
somewhat by higher inflation
rates. The forecasters also note
that political changes in the
Middle East and North Africa
and the economic fallout of the
earthquake and tsunami in Japan
have heightened uncertainty.
The export insurance provider
Coface has revised downwards its
world growth forecast for 2011
from 3.4 per cent to 3.2 per cent,
as a result of these events. After
upgrading many of its country
ratings in 2010, Coface is now
downgrading ten country ratings,
including those for Japan and
several countries in the Middle
East/North Africa region.

InterTradeIreland All-island
Seedcorn Competition offers
€280k prize fund

S

ean Gallagher, an InterTradeIreland Board member and
‘Dragon’ from the RTÉ TV Show Dragon’s Den, has launched
the 2011 All-island Seedcorn Business competition. A prize
fund of €280,000 is being offered by InterTradeIreland to
recognise and promote the best early-stage companies on the
island with the greatest investment potential. Entrants should
have started, managed and own the company and have not yet
raised external equity in excess of €1 million. The closing date
for completed business plans is September 16, 2011. See www.
intertradeireland.com/seedcorn.

Meet with
EI’s overseas
teams during
International
Markets
Week this
September

E

nterprise Ireland’s
International Markets Week
takes place this September
at venues in Shannon and
Dublin. The week provides an
opportunity for client companies
to meet EI’s international
markets teams for face-to-face
discussions on their export
sales strategy. Representatives
from all of Enterprise Ireland’s
international offices will be in
Ireland for one-to-one meetings
with companies – in Shannon on
September 26 and in Dublin on
September 27 to 29.

British-Irish
Chamber of
Commerce to
promote trade

C

oinciding with Queen
Elizabeth II’s visit to Ireland
this May, the Tánaiste and
Minister for Foreign Affairs, Mr.
Eamon Gilmore, T.D., together
with British Foreign Secretary,
the Rt Hon, William Hague,
M.P., launched a British-Irish
Chamber of Commerce at a
reception in the offices of PwC
on Spencer Dock, Dublin. The
objective is to promote and help
further develop trade between
the two countries. See www.
britishirishchamber.ie

G

oing Global, the Enterprise
Ireland fund designed to
help locally trading businesses to
explore and validate international
market opportunities, will have
two call close dates in 2011:
June 20 and October 3. The
competitive fund is open to Irishowned businesses with annual
sales of greater than €1m or
more than 10 employees. Last
year, over 100 Irish companies
received assistance from the
Going Global fund for exploratory
activity in new markets.
The support is designed to
help co-fund the cost of activities
such as
– evaluating and assessing
overseas market opportunities,
– developing plans to localise
their current service/product
offer for overseas markets,
– identifying suitable channels to
international markets,
– examining possibilities for webenabling its service offer for
export markets and,
– undertaking overseas market
research.
The maximum support level
is 50 per cent of all eligible
costs up to a maximum €25,000
grant. (Eligible costs include
wages/salaries; consultancy
costs; travel and subsistence in
addition to overhead costs.). For
further information, visit www.
enterprise-ireland.com, email
going.global@enterprise-ireland.
com or call 01 7272100.
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Aiming to
rate credit
where credit
is due

A

new internationallyfocused company based
in Cork claims to be a new
kind of company in the creditanalysis space.
Based in Cork, Rockboro
Analytics aims to create 50
jobs over the next five years
providing expert credit
assessment solutions for
banks, insurers, investment
managers and corporations
globally. Two of the
company’s board members,
MD Bernard O’Sullivan and
head of analytic quality and
innovation Paul Waterhouse,
were formerly with Standard
& Poor’s Risk Solutions.
“Rockboro is a new kind
of company in the credit
analysis space that will
work with both end-user
clients such as banks and
their consultants to create
a competitive advantage
in Basel II, Solvency II
and counterparty credit
risk management,” said
O’Sullivan.
Rockboro’s primary
focus is on providing
mission-critical credit
risk assessment solutions
to help credit-sensitive
organisations make
informed decisions on
originating, measuring,
monitoring and managing
credit risk arising from
their day-to-day business
activities, particularly in
low default or ‘hard-to-rate’
sectors.
Launched last month,
Rockboro has been identified
as a high-potential startup company by Enterprise
Ireland.
THE MARKET | JUNE/JULY 2011

ASL bites the dust with two new
US reference clients

A

llergy Standards Ltd, a Dublin-based licensing
and certification company, has signed up two
important reference clients in the US.
Founded in 2000, ASL’s certification standards
incorporate enzyme-linked immunosorbent assay
(ELISA) testing to identify suitable consumer
products to use the ‘asthma and allergy friendly
certification mark’. Varying global certification
marks incorporate the logo of local asthma and
allergy non-profit organisations such as the
Asthma and Allergy Foundation of America
(AAFA), the Asthma Society of Canada and
Asthma UK.
“Asthma and Allergy sufferers
are not necessarily hypersensitive
to feather and down, but rather
to the accumulated dust mites
and serum proteins. Our standard
addresses effective removal
tactics and verification
of these accumulated
antigens” said
CEO Dr John
McKeon. “As
a result, we
have recently
licensed the ‘asthma and

allergy friendly’ certification mark for the first time
to the down-filled pillow produced by Hollander, a
major manufacturer of pillows in the US.”
The second major reference client acquired
recently is Rexair, developers of the Rainbow
Cleaning System, a vacuum cleaner that uses a
water-based filtration system to remove dust and
airborne particles.
With a quarter of American households affected
by asthma or by allergies, ASL sees a growing
market for the asthma and allergy friendly
certification mark, that provides easy-tounderstand consumer information.
Staff levels have now grown
to 18 employees, including a
recently appointed dedicated
sales manager for America.

BMS takes new storm
water solution to the UK

L

ongford-based surface
and wastewater treatment
specialists Butler Manufacturing
Services has launched a new
water attenuation and infiltration
system onto the market said to
offer a complete solution to the
problem of storm-water storage.
Water draining into a
Stormbreaker installation can
be stored and released slowly
or allowed to seep naturally into
the soil beneath the installation.
Light enough to be installed by
a two-person team, the units
are designed to be stacked in
pairs, one slotting inside the
other, in a way that almost
halves their total volume during
transportation, thus also halving

their cost of export.
Demand for such products
is growing for two reasons:
increasing urbanisation means
that rainwater has fewer
chances to seep naturally
into the ground, while climate
change is making heavy
downpours more common,
placing greater pressure on
existing sewer and drainage
networks.
Launched in May, the system
is already being exported to
Britain. “There are real growth
opportunities for us in England
and Wales where new building
regulations require all new
houses to have their own on-site
soakaways,” said sales manager

Tommy Butler. “We received
NSAI Agrément Certification
– used for new building industry
products – in March and were
able to make our initial shipment
to Britain before our official
product launch.”
BMS has been serving the
building industry with surface
and wastewater treatment
systems for 25 years and
employs 30 people. The
company has exported to 37
countries worldwide, with
France being its largest market.
“We do supply other companies’
products, but where we see
an unmet need we will try and
develop a solution ourselves,”
said Butler. “At the moment,
we are working on a new nonchemical phosphate reduction
system with NUI-Maynooth and
hope to have a prototype ready
at the end of the year.”
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Start-up
allows
currency
exchange
without
bank fees
Lucille Redmond
reports.

F

oreign exchange fees are the bane of
exporters. They’re also a big nuisance for
anyone sending money to another country.
Which is why a wealthy man paying the last
instalment on the purchase of a boat was very
happy when he read about CurrencyFair, an Irishbased company that lets its customers exchange its
money without taking fees.
“When he checked out our rates on the website
he knew he was going to save thousands by using
us,” says Jonathan Potter, finance director of
CurrencyFair. “So he actually drove straight over
to our office in Dublin to hand over his documents
so that we could positively ID him, and he did the
transaction. We saved him thousands of euros and
he was very happy.”
CurrencyFair is an internet-based platform to
allow people to exchange currency and to transfer
it electronically around the world.
“It’s a currency exchange platform
with a difference, in that we allow our
customers and users to actually exchange
currencies among themselves,” says Potter.
“It’s all anonymous - they don’t know
who they’re dealing with - we bring people
together from all over the world, allow
them to exchange currency with each
other, and by stripping the banks out
of the equation, and allowing people to
exchange currency with each other, they
get far, far better exchange rates than they
would anywhere else in the world.”
The founder, Australian expat Brett
Meyer, was based in Ireland but working
in London, in the City, when the credit
crunch came. In late 2008, he put together
a team, with Jonathan Potter first on board,
then Irish programmer David Christian
and Irish-based Australian expat Sean
Barrett.
“One of the first things we did was to place a
call with Enterprise Ireland to see if there was any
interest, and to see what assistance they could give
us,” says Mr Potter. “Enterprise Ireland was very
interested in what we had to say, and quickly put us
on their high-potential startups list - which gave us
access to a mentor who gave us a lot of great advice
during the early stages, and gave us the confidence
to quit our jobs and run with this full-time.”
They spent 2009 and Q1 2010 putting together
the infrastructure - “a lot of programming went
into it, some very sophisticated algorithms that
maximise the efficiency with which our customers
are matched”. The company had to be regulated
by the Financial Regulator in Ireland, under the
European Union Payment Services Regulation, a
process that took about 12 months.

Customers are generally expats and SMEs.
“We are working with people who have a regular
need to exchange money and to transmit it
electronically to another recipient, whether it’s a
friend, or to pay a mortgage overseas, or to send
money home if they’re working abroad.” SMEs
often use the system to pay overseas suppliers.
“We have customers in Ireland, obviously, and
in the UK, France, Spain, Poland, Australia, Canada,
the US. We have 15 currencies on the website, from
Hong Kong, New Zealand and Canadian dollars to
South African rand, Polish zloty, Hungarian forint,
Danish krone…”
Normally customers match off against each
other, but this is not always possible. “Where we
do get involved is that we provide liquidity to the
market, because as a start-up and with as many as
15 currencies, we don’t always have the number of
customers we’d like trading in each direction.

“So we place our own funds into the
marketplace and if somebody matches off against
us, our fees will typically be in the region of 0.3
to 0.55 per cent, which, when you compare that
to a typical bank fee of between 3 per cent and
4 per cent, is a significant saving. Our fees for
transferring the exchanged funds are also low,
€3 to compared to a typical €25 to €30 with the
banks.”
The company has four employees in the Dublin
HQ and two just outside London, and its first
subsidiary, CurrencyFair Australia Ltd, is due to
open in six to eight weeks in Sydney.
“Since we launched a year ago, effectively we’ve
saved our customers in the region of €900,000.
That’s money that’s in our customers’ pockets,
compared to if they’d used the banks for foreign
exchange. And we’re only just starting out.”
JUNE/JULY 2011 | THE MARKET
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Deadline approaches
to compete for €225K
Vodafone Mobile Clicks
prize fund
Vodafone Mobile Clicks is
an international contest
to identify and develop
the best, most innovative
mobile internet start-ups.
Any new company with
a mobile site, service or
application across Germany,
The Netherlands, Portugal,
the Republic of Ireland,
Spain, Turkey and the United
Kingdom can compete by
submitting an entry to www.
vodafonemobileclicks.com.
The closing date for entries
is midnight on June 12,
2011 CET.
Information day on EU’s
Private-Public Partnership
R&D programmes
An information day on the
Private-Public Partnership
(PPP) programmes
funded under the EU’s
Framework Seven (FP7)
R&D Funding Programme
will take place on June
23 at Thomond Park,
Limerick. The workshop
will explore opportunities
under the Energy Efficient
Buildings, Factories of the
Future and Green Car PPP
programmes. Email liam.
browne@enterprise-ireland.
com
Workshop for companies
developing ambient
assisted living solutions
The Ambient Assisted
Living Open Association
(AALOA) is running a
workshop in Lecce, Italy, on
September 26 to 28, 2011.
The participation of SMEs is
particularly welcomed. See
www.aalforum.eu
THE MARKET | JUNE/JULY 2011

Meet the
technology
giants at their
partner events

E

nterprise Ireland is
organising programmes
around the main partnering
events of three major technology
players over the coming months.
Red Hat & JBoss’s EMEA Partner
Summit takes place for the
first time ever in Ireland – at
the Dublin Convention Centre
this June, and through its
BestConnected Software Strategy,
Enterprise Ireland, has arranged
to provide EI clients with special
access to Red Hat for one day
during the summit.
A number of Enterprise
Ireland client companies are also
taking up the opportunity to
mainly because we don’t know
participate in a ‘Best Connected’
ourselves, but those who signIreland stand at the Microsoft
up to the site receive a daily
Worldwide Partner Conference
alert as to what is on offer.”
2011. Microsoft WPC 2011,
So far, the site is covering its which is in Los Angeles, running
costs, says Meagher. “Sales are
from July 10 to 14, provides a
mainly in Ireland, but now that
forum for companies to connect
we have also introduced sterling with Microsoft channel partners
pricing we are getting increasing and Microsoft staff, and to
traffic from the UK – one of the
learn about the latest Microsoft
lessons we learned very quickly programmes, strategies and
was: if you don’t price in sterling, technologies.
people won’t buy in sterling.”
Oracle OpenWorld (JavaOne) is
The company was founded
in San Francisco on October 2 to 6.
in October last year and had a
Enterprise Ireland hopes to have a
‘good Christmas’ and GruUpy
stand at Oracle Openworld and is
plans to hire an additional
looking for expressions of interest
employee, to join Meagher
from client companies. See www.
and one of his co-founders, in
oracle.com/us/openworld/index.
running the site in the run up
html<http://www.oracle.com/
to the forthcoming Christmas
us/openworld/index.html> for
shopping season.
further information about the
Looking to the future, GruUpy event.
is working with Enterprise
Ireland to develop a Germanlanguage version of the site
and it also plans to develop
additional shopping channels in
addition to its electronics core
business. Meagher said: “My
wife is pregnant at the moment,
so a GruUpy baby channel is
looking increasingly likely.”

Irish start-up harnessing the
power of social media for
group discounts

E

commerce start-up firm
GruUpy.com is using the
power of the internet to help
consumers gain discounts on
electronic goods through group
buying.
Each day, the website
features one electronic item
for sale as cheaply as possible
using group buying to purchase
the item. Typically, discounts
range between 20 and 40
per cent lower than the RRP,
however, if a minimum number
of people don’t sign up to buy
an item within a 24-hour period
then that item isn’t sold.
The site is using social
networking as its main means
of marketing. “The idea is that
if you want to buy a gadget
at a discounted price, you’ll
contact your friends to see
if they’re also interested in
making the purchase,” said
company founder and CEO
Philip Meagher. “We’re also
on Facebook, where the ‘like’
button also helps spread the
word.
“Consumers have no idea
what we will be selling on
the site in two weeks time,

007
Major
expansion for
saongroup.com
in China

ESBI to use
corporate
blogging
to reach
international
customers

O

nline recruitment
company, the
Saongroup.com, has
announced a major
expansion of its business
in China. The company is
expanding to almost 100
cities from its current base
of 25.
As part of saongroup.
com’s international
expansion strategy the
company entered the market
in China in 2006, initially
in Shanghai and Beijing.
The company has since
developed a significant
presence, primarily
through acquisition and
organic growth. It employs
almost 1000 people in 25
cities in China and has
established its position
as the fourth largest online recruitment business
in this rapidly expanding
market. Saongroup.com’s
operation in China is run by
Ciaran Lally, CEO for China,
who joined the company
in 2008, having previously
been managing director of
Ebookers UK and Ireland.

E

Siopa.com provides
international window
for Irish goods

A

new virtual marketplace for speciality Irish goods,
siopa.com, was officially launched in May by An
Taoiseach Enda Kenny TD.
Founded by ecommerce pioneer Lulu O’Sullivan, who
established her 4Gifts online business in 1988, the Siopa.
com site is specifically aimed at the Irish overseas markets.
In addition to offering goods by well-known brands such as
Waterford Crystal, Belleek and Galway Crystal, the site also
carries goods – jewellery, pottery, clothing and decorative
items – by up-coming Irish designers and crafts-people. As
well as benefiting from publicity garnered by the Taoiseach’s
official launch, Siopa.com gained extra media coverage
from its decision to a range of special-edition Celtic-inspired
jewellery to commemorate President Obama’s visit to
Ireland.
“Thanks to media interest, traffic on the website more
than doubled in the week of the official launch,” said CEO Jim
Miley. “We also issued a press release that, with the help of
Enterprise Ireland, was featured in American PR newswires
and got us a fair bit of coverage in the US media.
“We’re mainly using Google Ad Words for our marketing,
though we have also signed an affiliate agreement with
Irishcentral.com, where their gifts channel is effectively
Siopa.com and we are looking at establishing other affiliate
relationships with online businesses.”
At present, because of FDA regulations and the potential
for delays getting customs clearance at US airports, Siopa.
com offers only a limited amount of perishable items,
but Miley said the company is considering establishing a
warehouse in America where Irish goods could be predelivered in advance of being ordered by customers.

SB International (ESBI) has
launched a new corporate
blog, www.energyinnovation.
ie to reach international
customers. ESBI provides
engineering consultancy
services to international utility
customers and is currently
working on projects in Europe,
Asia, Africa and the Middle East
The company has decided to
embrace corporate blogging as a
way of showcasing its expertise
in a more engaging, personal and
far-reaching way, according to
Executive Director Pat O’Doherty.
“Because we have a huge pool
of expertise in ESBI and are
involved in some very interesting
and pioneering projects, we’re
often asked to present at industry
events,” he said. “Although this
is a great way to meet potential
clients, it’s limited in terms
of reach and can be expensive
when it involves international
travel. The blog gives us a new
way to connect with our target
audiences by allowing us to
easily publish and share our
views of the industry online – it
means we can greatly extend our
marketing reach, but at a much
lower cost.”

“Because we have a
huge pool of expertise
in ESBI and are
involved in some
very interesting and
pioneering projects,
we’re often asked to
present at industry
events,”
JUNE/JULY 2011 | THE MARKET
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New Government initiatives to
supports jobs and innovation

M

(L to R): Bruno Montanari, a Director with Crédit Agricole Private Equity
(Paris); Chas Taylor, Co-Founder and Director of Novate Medical Ltd.; and
Daniel O’Mahony, a partner with Seroba Kernel Life Sciences (Dublin).

French VC invests in
Novate Medical

N

ovate Medical Ltd, a privately-held development-stage
medical device company, has secured a Series B investment
of €8.7 million co-led by Crédit Agricole Private Equity, based
in Paris and venture capital firm Seroba Kernel Life Sciences, in
Dublin. Existing Irish investors, ACT Venture Capital and Seroba
Bioventures, are also participating in the Series B round, having
first invested in Novate Medical in a Series A round in 2007.
Novate was formed in 2006 to develop and commercialise
a novel technology aimed at the rapidly expanding market for
inferior vena cava filters. These products are used as a means
of preventing clots reaching the lungs and causing a pulmonary
embolism. The latest investment will be used to finance the
clinical development of Novate’s lead medical device product in
the USA and Europe.

John Sisk & Son partners
with Saudi construction
giant El-Seif

C

onstruction firm John
Sisk & Son has entered
into a strategic alliance with
Saudi Arabian construction
giant El Seif Engineering.
Under the alliance, Sisk will
collaborate with El Seif on
the Sabic Plastics Application
Development Centre, Riyadh
Techno Valley Development,
at King Saud University.
Having established
operations in the Middle East
two years ago, John Sisk &
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Son now has offices in Abu
Dhabi and Dubai, with a staff
of 60 people, and it has
established a base in Riyadh
through its alliance with El
Seif in the past year.
Under this latest
collaboration, Sisk will
second a number of staff
to the project, including a
project manager, package
managers, construction
managers and quantity
surveyors.

aking its mark on enterprise
policy and aiming to boost
employment, the new Government
has announced a series of initiatives
in recent weeks designed to
create new jobs and stimulate the
knowledge economy.
As part of the Jobs Initiative,
Minister for Jobs, Enterprise and
Innovation Richard Bruton unveiled
plans for a partial loan guarantee
scheme, due to be in operation
by autumn; a micro-finance fund
for small loans to start-ups; a
15-day prompt payment scheme
for all government bodies,
except commercial semi-states;
radical reform of registered
employment agreements; a range
of measures to improve access
to public procurement by SMEs
and a pilot ‘diaspora finders’ fee’
scheme to incentivise individuals,
both in Ireland and overseas, to
attract fast-growing, emerging
international companies, which
are currently not reached by IDA
Ireland.
Minister Bruton also announced
five new initiatives aimed at
supporting innovation and highgrowth businesses : a €5million

applied research centre for cloud
computing; a €6million research
centre focused on energy and
smart grids; €44 million in
funding for principal investigator
research teams in life sciences,
ICT and energy; a €750,000
competitive start-up fund and
increased resources for Enterprise
Ireland’s High Potential Start-Up
programme.
In addition, a process of reform
of Ireland’s copyright regime is
now underway. The review of the
Copyright and Related Rights Act
2000 aims to identify areas of the
legislation that might be considered
to create barriers to innovation in
the digital environment.
Other Government measures
announced include reductions in
employers’ PRSI and a targeted
VAT reduction. Moreover, there is
to be a reversal of the previous
Government’s decision to impose
employers’ PRSI on share based
remuneration and a change in the
R&D tax credit scheme, allowing
companies to choose whether
to account for the credit against
corporation tax or against the cost
of employing researchers.

Flying garden takes gold
at Chelsea

W

hen Diarmuid Gavin
took Gold this May at
Chelsea, Nugent Manufacturing
in Naas Co. Kildare also took a
bow. Suspended 82 feet in the
air, the 10-tonne pod encasing
Diarmuid’s ‘Irish Sky Garden’
was fabricated by the Kildare
manufacturers.
The unique structure is 56ft
long, 14ft wide and 10ft high.
The contract to produce it was
worth €150,000 to Nugent
Manufacturing. The world’s
first ‘flying garden’, which was
sponsored by Fáilte Ireland and

Cork City Council, is now to be
transported back to Cork, where
it will be permanently housed in
a new park. During the summer,
visitors will be able to take trips
on its central pavilion, which
will rise 30 metres into the air,
providing views of the city and
around.
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Spreading the Better News
Again this month, we bring
readers some positive facts and
figures about Ireland trading
economy.
Among the positive trends emerging in recent months
is the health of the export-oriented segment of the Irish
economy and increasing competitiveness as costs fall.
According to recent figures from Eurostat, Ireland’s hourly labour
costs are among the fastest falling in the EU. In the fourth quarter of
2010, Ireland saw a 1.2% drop in hourly rates. In contrast, average
hourly labour costs in the Euro-area rose by 1.6% in the year, up to the
fourth quarter of 2010, and in the EU-27, the annual rise was 2.0%.
In addition, Eurostat figures indicate that Ireland now has the lowest
annual rate of inflation in the EU. In February 2011, the annual inflation
in Ireland was 0.9% compared with Euro-area average of 2.4%.
Meanwhile, recent figures from the CSO indicate that Ireland’s
export-led recovery remains on track, with both Irish merchandise
and services exports continuing to grow. Figures released at the
end of March indicated that exports of goods in 2010 reached €89.4
billion, an increase of 6% compared with 2009. Meanwhile, services
exports reached €73.3 billion in 2010, an increase of 10% on 2009
figures. The employers’ agency IBEC is predicting that exports will
increase by a further 6% in 2011.

Did you know?

Irish technology allows
businesses to create
their own video ads

Technology from Altobridge enabled AeroMobile to make history
by launching the world’s first commercial deployment of in-flight
mobile communications on an Emirates Airline flight from Dubai
to Casablanca on March 20, 2008. The Kerry-headquartered
company is a leading provider of GSM/3G solutions for remote
rainne Barron, founder of the digital media
communities. Central to this is the solar powered Altobridge
company, Foxframe, has won the 2011 Docklands
‘lite-site,’ which enables mobile network operators to bring
Innovation Park Enterprise Award. Barron, a media
mobile connectivity to remote communities at low cost.
industry professional with more than 15 years
experience
in traditional video
advertising,
production
Fyffes,
whose head-quarters
are close
to Dublin’s
Victorian Fruit
digital
media, isfounded
Foxframe
to enable
andand
Flower
markets,
the oldest
fruit brand
in the world and one
businesses
to create
their own
professional
video adsin Europe.
of the
largest tropical
produce
importers
and distributors
online
using
its
Content-as-a-Service
(CaaS)
softwareof more
The company has a turnover of €725 million, a workforce
application,
which
automates
the
video
production
and
than 1,800 people and activities spanning the gamut of production,
distribution
process.
procurement, shipping, ripening, distribution and marketing. Outside
Ireland it has operations in the UK, Netherlands, Germany, Belgium,
USA, Belize, Ecuador, Panama, Brazil, Costa Rica, Honduras and
Guatemala.

Promoting the internationalisation
of Irish companies – know-how on
the business of exporting, and
winning sales overseas.
* Interviews with experienced exporters
* Overseas market opportunities, by sector
* Legal brieﬁngs and trade regulations
* Analysis and advice
* Enterprise Ireland’s support programmes
* Events
Subscribe to The Market for one year €54
plus vat (€61.29) for 6 issues.
Contact us on 01.727.2954 or email
teresa.meagh@enterprise-ireland.com

G

Among Ireland’s world-famous stud farms are Coolmore (which
counts European Champion Galileo and World Champion Rock
of Gibraltar among its successes ) and the Irish National Stud,
which dates back to 1946 (where Sea the Stars was foaled).
Some 70 per cent of the world’s top stallions have been located
in Ireland in recent years. In 2009, Ireland was the largest
producer of thoroughbred foals in Europe. Moreover, Irish
horses are exported to over 30 countries throughout the world,
including the UK, Italy, France, Germany, India, Turkey, Spain,
USA, Hong Kong, the United Arab Emirates and Greece.
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010 Summer Diary What’s on

Compiled by Teresa Meagh
EnterpriseSTART workshop
series
Ongoing
EnterpriseSTART is an
introductory workshop series,
geared towards those considering
launching an export-oriented,
start-up business. The workshops
take place over two afternoons,
at various dates and locations
around the country.
L:	Various locations in Dublin
and regionally
W:	www.enterprise-ireland.com/
en/Events/
JUNE
HPSU Class of 2010
Showcase
June 8
High Potential Start Up (HPSU)
Class of 2010 Showcase. Seventy
companies that successfully
achieved Enterprise Ireland
HPSU status in 2010 will
showcase their businesses to
public procurement buyers,
the financial and investment
community and national and
local media.
V:	East Point Business Park,
Dublin
E:	pat.oneill@
enterprise-ireland.com
T:	+353 (61) 777067
Coface - UK & Ireland
Country Risk Conference
June 8
One-day conference examining
opportunities in trade. Delegates
will hear high profile speakers
discuss economic and trade
conditions from a global and
UK perspective and will receive
practical advice on credit
management.
V:	The Emirates Stadium,
London
E:	heidi_cotsworth@
cofaceuk.com
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Packaging Ireland
June 8 to 9
This event will showcase
packaging, logistics and
materials handling products and
equipment. The exhibition will
provide a platform for FMCG
manufacturers, marketers and
retailers.
V:	RDS, Dublin
W:	http://www.biztradeshows.
com/trade-events/packagingireland.html
VMware Forum 2011
June 9
One-day forum bringing together
a wide variety of industry experts
and end users, with the chance
to learn about how you can tailor
the kind of cloud that best serves
your individual needs.
V:	Citywest, Dublin
W:	http://www.vmwareforum
2011.com/ireland/home
MIFA - Animation Ireland
MIFA Reception
June 9
MIFA Annecy Networking
Reception 2011.
V:	Annecy
E:	karen.hallez@
enterprise-ireland.com
T:	+33 (1) 53431208
Asia-Pacific Ireland Business
Forum (APIBF) - Dublin
June 17
APIBF Dublin 2011 - New Asian
Realities for Irish Business.
With this event, the APIBF, in
partnership with the GAA, aims
to reach out to Irish business
based in Ireland to highlight
the opportunities in Asia and to
broaden the network for the Irish
business community in AsiaPacific and the Gulf.
V:	Croke Park, Dublin
E:	micheal.garvey@
enterprise-ireland.com
W:	www.apibf.com/events.html
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Excel at Export Selling
- Doing Business in Different
Cultural Environments
June 21
Interactive one-day workshop
aimed at helping participants to
understand the impact of culture
in the international business
environment, practising and
perfecting their usage of an
internationally acceptable form
of English and learning effective
communication techniques.
V:	East Point Business Park,
Dublin
E:	angela.byrne@enterpriseireland.com
T:	+353 (21) 4800248
W:	http://www.enterprise-ireland.
com/en/Events/OurEvents/
Excel-at-Export-Selling-Series/Doing-Business-in-DifferentCultural-Environments-21June-2011.html
3rd Annual Cloud Computing
World Forum
June 21 to 22
Two-day forum for the global
cloud computing and SaaS
industry, featuring a conference
and free-to-attend exhibition,
promising to provide a full
perspective of cloud computing
and SaaS from business value
through integration and
implementation, to the future of
business computing.
V:	Olympia, London
W:	http://www.cloudwf.com/
CommunicAsia ICT/Telecoms
Trade Reception
June 21 to 24
Networking embassy reception
in Singapore for Irish
telecoms, internet, media and
entertainment companies,
coinciding with CommunicAsia.
V:	Irish Embassy, Singapore
E:	pat.oriordan@
enterprise-ireland.com
T:	+65 (6733) 2180

Management Information
Systems & the Balanced
Score Card
June 22 & 23
This topic will examine how an
exporting SME can identify when
it needs to move beyond Excel
and use a more formal system.
V:	Enterprise Ireland, West Park,
Shannon (22nd) and East
Point, Dublin (23rd)
E:	tom.early@
enterprise-ireland.com
T:	+353 (1) 7272942
Bio 2011
June 27 to 30
The largest global biopharma
event in the world. EI, IDA
and SFI co-sponsor a ‘National
Pavilion’ at this event to
promote Ireland as a leading biopharmaceutical economy.
V:	Washington DC
E:	richard.shattock@
enterprise-ireland.com
T:	+353 (1) 7272709
Excel at Export Selling
- Value Proposition &
Messaging
June 28
One-day workshop focusing on
value proposition and messaging,
facilitated by Select Strategies.
V:	Enterprise Ireland, East Point
Business Park, Dublin 3
E:	angela.byrne@enterpriseireland.com
T:	+353 (21) 4800248
W:	http://www.enterprise-ireland.
com/valuepropositionb2b
Excel at Export Selling
- Sales Pipeline Management
with DEI Management Group
June 29
This one-day workshop is geared
towards providing eight to 10
companies with similar sales
issues the tools necessary to
produce, implement and manage
an accurate sales pipeline.
V:	Enterprise Ireland, East Point
Business Park, Dublin 3
E:	angela.byrne@
enterprise-ireland.com
T:	+353 (21) 4800248
W:	http://www.enterprise-ireland.
com/valuepropositionb2b
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South-East US Trade Mission
September 19 to 24
Ministerial Trade Mission to SouthEast USA.
V:	Atlanta, Charlotte,
New Orleans
E:	sean.davis@
enterprise-ireland.com
T:	+1 (212) 5460468

Financial Services Embassy
Dinner
July 1
Networking dinner for senior
executives of Ireland’s financial
technology and services suppliers
and their key clients.
V:	London
E:	judi.blackmur@
SmartFarmShare –
enterprise-ireland.com
US Study Visit
T:	+44 (20) 74388710
September 19
Study visit to the International
SEPTEMBER
Dairy Show for clients with IP and
patented technology, offering best
Lean Study Mission to
practice methods for the dairy
industry.
Toyota - UK
September 1
V:	Atlanta, Georgia
Study visit to Toyota Centre of
E:	simon.barcoe@
Lean Business Excellence.
enterprise-ireland.com
V:	Flintshire, Wales
T:	+1 (212) 546-0473
E:	jim.mulcahy@
enterprise-ireland.com
Market Development
T:	+353 (1) 7272964
& Access
September 20 & 21
This workshop will focus on the
Asean - Banking Technology
various methods for entering foreign
and Funds Industry
markets, examining the financial
Conference and Reception
September 1
implications, benefits and risks
Technology seminar and
of establishing subsidiaries, using
reception for Irish companies,
agents, acquiring business abroad,
coinciding with the Asean etc.
Banking Technology and Funds
V:	Enterprise Ireland, East Point,
Industry Conference.
Dublin (20th) and West Park,
V:	Singapore
Shannon (21st)
E:	pat.oriordan@
E:	tom.early@
enterprise-ireland.com
enterprise-ireland.com
T:	+65 (6733) 2180
T:	+353 (1) 7272942
W:	http://www.enterprise-ireland.
com/financeforgrowth
Software & Services Trade
Mission to Australia
September 12 to 15
NACAC College Counsellors
This trade mission will provide
Exhibition - US
an opportunity for participants to
September 22 to 25
meet leading financial institutions, Education Ireland, joined by Irish
telecoms operators and learning
universities and colleges, will be
and development professionals
exhibiting at NACAC - the biggest
from Australia’s largest corporates. annual gathering of college
V:	Melbourne, Sydney & Canberra
counsellors and education advisors
E:	barry.murphy@
in North America.
enterprise-ireland.com
V:	New Orleans
T:	+61 (2) 92738515
E:	gill.roe@
enterprise-ireland.com
T:	+353 (1) 7272365
EAIE Conference
September 13 to 16
International higher education
Email details of your forthcoming
professionals from around the world business events to the.market@
will meet in Copenhagen at the 23rd enterprise-ireland.com
Annual EAIE Conference; the largest
event of its kind in Europe.
V:	Copenhagen
E:	lucia.reynolds@
enterprise-ireland.com
T:	+353 (1) 7272359
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ou can’t turn a pig’s ear into a silk
purse but, packaged nicely and sold
at a rate of a million a month, porcine
auricles are turning a very nice profit
for Irish Dog Foods, which has seen its overall
turnover jump from €3m to €30m in the last
seven years.
Innovative and high-quality products
are the secret to the success of the company,
which was named ‘Manufacturing Exporter
of the Year’ by the Irish Exporters Association
in 2009, the same year MD Liam Queally was a
finalist in the Ernst & Young Entrepreneur of
the Year competition. This year, the company’s
sales-winning innovations led them to being
shortlisted in the international section of the
All-Ireland Marketing Awards and, currently,
Liam is an Irish finalist in the HSBC European
Entrepreneur of the Year competition.
Irish Dog Foods has come a long way since it
was first established in 1986, as a manufacturer
of dry pet foods for the Irish market; it was
bought by the Arrow Group in 2000, with Liam
becoming MD in 2002, and it now produces an
extensive range of dry, wet and moist pet foods,
plus a growing range of very profitable pet treat
products.
THE MARKET | JUNE/JULY 2011

“We have full
traceability
on our raw
materials, it’s
as good as ‘from
farm to fork’ for
humans, except
it’s ‘from farm
to bowl’ in our
case.”

Dogs’ dinner While the company has its
own brands – Madra, Irish Rover and SuperCAT
– its products are usually sold to consumers via
multiple own-brands and private labels. Clients in
Ireland and the UK include Lidl, Aldi, Morrisons,
Asda, Tesco, M+S and Pets@Home, and Irish Dog
Foods has similar clients in Germany, France, Italy,
Poland, Spain, Portugal, Iceland, Belgium, Holland,
the United States, Kenya and South Africa.
Products are available in any pack size,
ranging from 100g to 1tonne – one customer
ordering the largest size packs is an alligator
farmer in Zimbabwe!
“We’ve worked very hard on innovation,”
says Liam. “And we’ve had particular success
in the development of pet treats and snacks,
which are the fastest growing sector in the pet
food industry. It’s also a very good niche for us to
be in – the margins are better, there aren’t that
many competitors, [and the competitors we do
have], chiefly from China and India, just can’t
offer the same quality assurance as we do.
“We operate from facilities in Kilkenny and
in Naas, which are British Retail Consortium (BRC)
approved. We have full traceability on our raw
materials, it’s as good as ‘from farm to fork’ for
humans, except it’s ‘from farm to bowl’ in our case.”

THE EXPORTER
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wag about
Something to

Irish Dog Foods MD Liam Queally
tells Cian Molloy how he has
increased turnover ten-fold at the
Kildare pet-food company in just
seven years.
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The Kilkenny site produces dry pet foods
and is a joint venture with Connolly Red Mills;
the Naas site produces natural and moist pet
foods and includes fermentation and drying
facilities for the production of products such as
pigs’ ears, beef bones, beef knuckles, sausages,
hamburgers and strips of tripe.
Full traceability is possible because Irish
Dog Foods buys its ingredients from within the
Arrow Group, which includes Dawn Meats, one
of Europe’s largest meat processors, and Dawn
Pork & Bacon, one of Ireland’s largest pigmeat
processors. Another advantage of belonging to
the group is the access it provides to some of the
world’s top food technologists, says Queally:
“They have really helped us with innovation
and in bringing new products forward, some
wilder than others, like breakfast cereal and
edible Christmas cards for dogs. It’s also a source
of comfort knowing that it’s possible for me to
send a pallet to anywhere in Europe, and it will
get there in two days time.”
That last bit of comfort is as a result of Liam’s
own efforts. He founded Dawn Farm Distribution
in 1989. The first dedicated refrigerated groupage
service from Ireland to mainland Europe, it
currently serves more than 100 independent Irish
food producers. Immediately before becoming
MD of Irish Dog Foods, Liam was charged with
overseeing the establishment of an Arrow Group
production facility in France.
Man’s best friend “In 2002, when
we invested in dry, wet and moist food
manufacturing facilities, we were setting out to
become a one-stop shop for the pet food needs of
Irish multiples, and then we set out to replicate
that in the UK, then across Europe and then in
other countries. ” he says. “We relaunched the
brand in 2004 and entered the UK market in
2005. “We saw that there was a growing market
for snacks and treats, which was replicating a
similar trend in human food consumption, and
we set out to exploit that opportunity.
“We put a lot of work into humanising
pet food, especially treats, so we have sausages,
burgers, deli-steak, chicken fillets, Texas patties
and Christmas dinners, all for dogs. Those
innovations got us in the door and our first
listings with the UK multiples, and then we
were able to sell our full range to them, with the
added benefit of our being a one-stop shop with
very high quality products.
“In a lot of industries, people look to the US
for innovations and new market trends, but not
so in the pet food industry – the UK is where most
THE MARKET | JUNE/JULY 2011

Our first
successes in the
UK were with the
pet-specialist
multiples and
the discounters,
which led to
listings in some
of the more
traditional
retail channels.
We are now
experiencing
the same trend
across European
markets.”

of the innovations in new products and in new
packaging is taking place, and we’ve been very
innovative. We were the first to offer stand-up
re-sealable packs of pigs’ ears. Our first successes
in the UK were with the pet-specialist multiples
and the discounters, which led to listings in
some of the more traditional retail channels.
We are now experiencing the same trend across
European markets.”
Indeed, such has been Irish Dog Foods’
success in the UK that to cope with demand,
it has used joint-ventures to establish two
additional production facilities there. “We
cherry-picked the largest potential customers
and went after them,” Liam says. “We got
meetings on the basis of our innovations in
treats and snacks; once we had orders and had
established a relationship, we introduced them
to the full range of our products – we now have
4,000 items on our stocklist, which includes
non-food items such as cat litter and toys.”
Cats pyjamas Looking to the future, Liam
says the company is exploring opportunities
in the cat treats market, while continuing to
develop new doggie snacks and treats. In Europe,
the next market to conquer is Switzerland,
while further afield South Africa is providing
new opportunities. “We now have listing with
three in South Africa and have entered into a
partnership with a major brand there,” said
Liam. “Sourcing animal protein for pet food is a
real problem in Africa, because nearly every part
of an animal carcass there is used for human
consumption. We are producing dog food in
Ireland for sale in South Africa, where we see
ourselves becoming a major player in the pet
food industry.
“We also see ourselves becoming dominant
in the whole treats sector – a major growth area
for us already is functional foods, where owners
give pets snacks not just because they are treats,
but because they also have an inbuilt health
benefit.”
In addition to increasing turnover ten-fold,
in the last seven years, Irish Dog Foods has
increased its workforce from 10 to 90. Two years
ago, it was reckoned that every €1m in treat
sales resulted in the need to hire an additional
employee in Naas. Last year, overall, Irish Dog
Foods increased turnover by 33 per cent, and
Liam reckons the company’s performance in
2011 will come close to that or surpass it, which
means more jobs for Co. Kildare. It ain’t a silk
purse, but it shows just what can be done with a
nose for business opportunities.
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Asia comes
to Ireland
Preview: Asia-Pacific Irish Business Forum, Dublin
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If you aspire
to double-digit
growth for your
company, Asia
is probably only
place in the world
where you are
going to see that in
the medium term.

For the first time
ever, this June
the Asia-Pacific
Irish Business
Forum (APIBF)
will come to
Dublin. Chair of
the organising
committee Rob
Agnew talks to
The Market about
Gaelic games, the
world’s fastest
growing economies
and why he now
calls Hong Kong
home.
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Asian business and Gaelic
Games – what’s the
connection?
Every year, the GAA runs
the Asian Games. This is an
opportunity for GAA clubs
around the region to play each
other in a tournament over
a weekend. With so many
Irish business people coming
together, the Irish Singapore
Chamber of Commerce
thought that it would be a
good opportunity to run a
conference at the same time.
In 2007, the Asia-Pacific Irish
Business Forum (APIBF) took
place in Singapore, essentially
as a networking opportunity
for the Irish business diaspora
to connect with each other.
That has grown over the years,
and at last’s year forum, which
took place in Hong Kong,
there was a suggestion to run
a sister event in Ireland to
help Irish businesses identify
opportunities in Asia and to
give them some real-world

practical advice on how to do
business here. The GAA has
rowed in and has given us
Croke Park for half a day on
June 17.

a readymade network for
Irish people when they arrive.
The business associations in
the region and the various
chambers of commerce can also
piggyback off this network.
I’m a former chairman of
the Irish Chamber in Hong
Kong, and that’s how my own
involvement with the APIBF
started.

Just how big is the GAA
in Asia?
There are about 3,000 players,
50 teams and about 21
countries – not just in Japan,
Hong Kong Singapore, but in
places as unusual as Bahrain,
the Gulf region, Vietnam and
Thailand. And it’s not just
Irish people playing – a good
percentage are non-Irish. They
have actually got a club in
India for the first time.
As a card-carrying WestBrit rugby fan, I have to say, it’s
an impressive organisation.
The Chairman of the GAA
in Asia, Patrick McGrath,
describes it as the parish away
from home, and that’s not a
bad description. It’s not just
about culture, football and
hurling – it’s about providing

So how did Asia become
home for you?
I’m originally from Raheny
in Dublin. I left Ireland in
1989, having graduated from
UCD, went to England where
I studied accountancy, then to
America and ended up in Asia
with Reuters, first in Singapore
for about a year and a half and
then to Hong Kong in 1996.
I’m in Asia about 12 years
now – so I’m a lifer! People are
either here for three months or
the rest of their lives – it’s an
acquired taste. I left Reuters
about seven years ago to start
my own consulting company,
Matrix Services Ltd, which
advises media and electronic
publishing technology
companies on exploiting the
market opportunity in Asia. We
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do two things: market entry; i.e.
old fashioned market research
– how big is it and how do we
sell against it? And we advise
on partner identification and
due diligence, so if you make a
decision to come to Asia, who
is the right person to deal with,
or which company should you
acquire?
The pace of life here
is fantastic. Hong Kong is
probably one of the easiest
places in the world to set up a
company and do business. And
it’s right on the doorstep of
China. There are actually great
parallels between Hong Kong
and Ireland – a small, open
economy on the hinterland of a
major superpower. Using Hong
Kong as a gateway went out of
fashion a couple of years ago, as
people increasingly went direct
to China, but it’s come back
into vogue, because if you sign
a contract here, it’s enforceable,
which is not always the case on
the mainland.

What does the APIBF hope
to achieve with the Dublin
forum?
It’s an informal ad hoc
arrangement – a bunch of
the diaspora trying to give
back and help Ireland out of
its difficult situation at the
moment. Our pitch to them is
that the growth is phenomenal
here. It should be a higher
priority. It should be something
you are looking at earlier in
your export process. If you
aspire to double-digit growth
for your company, Asia is
probably only place in the
world where you are going to
see that in the medium term.
For example, in financial
services, there are the obvious
opportunities like leasing
and fund services, but there’s
also the medium-to-longterm opportunity in the
internationalisation of capital
in Asia and what that would
mean for

the IFSC and Irish software
companies in that space.
Similarly, outsourcing and offshoring is a very big industry
– obviously in India – but also
in Vietnam, the Philippines
and Thailand, and there are
undoubtedly opportunities
there for Irish companies.
The big thing that
I would highlight is the growth
of the middle class right
across the broad. There isn’t
a country in Asia that doesn’t
have a growing middle class
– whether it’s China or India or
some of the smaller countries
like Malaysia or Vietnam,
and any business that can
cater to middle-class desires
is going to make money in
Asia. On the technology side,
it’s anything to do with the
internet and social media. In
food and beverages, it’s luxury
items that people can treat
themselves to, so whether it’s
cheese or chocolates, that’s
a space where Ireland has a
natural advantage.

There isn’t a
country in Asia
that doesn’t
have the growing
middle class
– whether it’s
China or India
or some of the
smaller countries
like Malaysia or
Vietnam.

JUNE/JULY 2011 | THE MARKET

PREVIEW: ASIA-PACIFIC IRISH BUSINESS FORUM, DUBLIN

018

How will the event be
structured?
There will be welcoming
remarks from Christy Cooney
of the GAA and Dick Spring,
our patron, who has been
involved from day one. Then
we will have our big-name,
keynote speakers, who I
suspect will be the major draw
for delegates. But actually the
core of the conference – the
really useful part – is when
we go into break-out rooms to
talk about specific industries:
financial services, food and
beverages, technology and
education, and, possibly, green
technology/renewables and
legal and professional services.
The idea is that there will be an
Asian and an Irish speaker, who
will really drill-down to key
opportunities in that particular
segment and tell it like it is. It’s
not necessarily the easiest place
in the world to do business,
and we will look at some of
those issues. We will also have
a final session with two Irish
businesses that have been
successful in Asia presenting
on what was good, bad and
different, with the emphasis
on practical, real-world advice
THE MARKET | JUNE/JULY 2011

and some of the mistakes
other business shouldn’t
repeat.
We think we will
have 20 to 30 business
people back from Asia for the
conference, and afterwards, we
will have a networking session
in the evening. It won’t just be
just canapés and cocktails; we
will have a corner or a table
for each region, so if you want
to target India, you can talk
to the India-Irish Business
Association, the same with
China, Hong Kong, Singapore,
etc.

thing
is that it will
take commitment. You won’t
do business in Asia unless
you build relationships, and
to do that, you’re got to have
a physical presence here,
whether it’s a simple sales
agreement with an Asian
partner or you make the
commitment to come out and
actually have a branch or a
representative office.
Other than that, I would
What’s your own advice to
say that there is an awful
Irish companies looking to
lot of nonsense talked about
Asia?
what you could broadly call
It’s difficult to be specific, but
there are probably a few golden Asian culture: people spend
far too much time worrying
rules. One is it’s sensible to
about it. If you can do business
focus on a specific geography.
in Germany or France or
If you think of a triangle that
America, more than likely, you
represents Asia, starting with
will be able to do business in
New Zealand, then up to the
Gulf region and across to Korea, China or India or in Vietnam.
Business people are the same
so it encompasses all of the
throughout the world; they are
Asia Pacific time-zone, that’s a
massive area. It’s impossible for out to make a buck, and if you
an SME to “do Asia”. So the first can find the right guy to make a
buck with, you’ll both be better
step is to decide which market
off.
makes most sense. The second

For the first time, the Asia
Pacific Irish Business
Forum will hold a half-day
conference in Croke Park,
Dublin, on 17 June, 2011,
with the aim of bringing Asia
to Ireland. The event will
also serve as a prelude to the
annual ABIBF scheduled for
14 October, 2011, in Seoul on
the eve of the Asian Gaelic
Games. Further information/
booking on www.apibf.com.
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Mark Godfrey highlights some of the
movers in Asia’s Irish business network.

Asian
players

Paraic McGrath, AsiaPacific head of Irish elearning firm Intuition

P

araic McGrath is AsiaPacific head of Intuition,
an Irish e-learning specialist,
which made its reputation
training financial services
workers in Europe and the
US. A native of Claremorris,
he was working as a primary
school teacher in Ireland when
he took a year out on the JET
exchange programme for
young professionals run by
the Japanese government. He

stayed, moving into financial
services as a trader, with
Tullette and Prebon, eventually
moving to Singapore. That
background was good
preparation for his current
role running Intuition’s Asian
operations.
Intuition was established
in 1985 in Dublin, supplying
computer-based training to
the financial markets. Today
the firm delivers corporate
training via classrooms,
computers and mobile phones
around the world. Only four
years on the ground in Asia,
the continent remains a young
but growing market, says
McGrath.
Intuition has technology
platforms enabling clients to
custom-design and deliver their
own learning programmes,
vital given the expansive
geography of Asia. “As the
generation Y, well educated
Asians start working, their
need for the latest technology
is endless and in that lies
a lot of opportunity for
IT organisations to build
successful businesses here,” he
says. There are challenges too,
however. E-learning remains

a relatively new concept
in burgeoning economies
like China, while internet
connectivity remains patchy
in the country often described
as Asia’s next growth story,
Indonesia. “It has more than
260 million people, yet most of
them have difficulty going on
line due to connectivity issues,
but many of them have mobile
smartphones. Therefore, the
opportunity to build a mobile
learning business is huge.”
Well known in the Irish
community in Asia, McGrath
is also head of the Asia GAA
County Board.
“Senior Irish people
as I see it are only too
happy to help fellow
Gaels expand and
grow their respective
businesses,” he
says. There are a lot
of Irish working
in the pharma,
airline, hotel and IT
industries and this
will also continue
to expand as more
and more leave
home and come to
Asia looking for
opportunities”.

Declan McFadden,
head of Asia-Pacific
operations, Symrise

A

native of the north
Donegal Gaeltacht, Declan
McFadden oversees 1,000
staff and a half-billion dollar
business as head of Asia-Pacific
operations for European food
ingredients firm Symrise in
Singapore.
McFadden worked as
a brewer at Guinness in
Kilkenny before going to
Cork to work at Biocon, a
food ingredients firm later
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acquired by Unilever. After
nearly a decade in the Dutch
conglomerate’s headquarters,
he was off to Asia in 1998
to run Quest’s Asia Pacific
business, then based in
Jakarta. His arrival however
coincided with the political
turmoil that overthrew that
country’s strongman leader
Suharto. Quest moved its
Asian offices to Singapore.
Seven years later McFadden
moved across town to
German-owned Symrise in
2005.
Flying between the
likes of Bangladesh and
Indonesia has given him
a bird’s eye view of Asia’s
growing economies,
buoyant from an influx of
manufacturing investment.
While acknowledging China’s
importance, he cautions
neglecting Southeast Asia
– its 500 million people makes
the region a market not to
be overlooked. Southeast
Asia is Symrise’s top market,
followed by China and India
respectively.
McFadden believes Ireland
has a lot of opportunities
to tap into Asia’s consumer
markets for food. “There’s
not a lot of Irish produce
on the shelves here,” he
say. “There’s no reason why
there can’t be. There’s no
shortage of US food products.
We need to capitalise on
Ireland’s reputation for
green and organic food.”
He puts the success of
Irish food multinationals
Kerry and Glanbia down
to the “methodical way”
they’ve gone about tapping
into markets like China,
by putting a professional
operation on the ground, and
says that’s the kind of longterm patience Ireland will
need long-term to succeed in
Asia.
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IT expertise. “In Tokyo,
for example, this means
having Japanese language
skills and a thorough
understanding of local
working practices. We
meet these requirements
by employing only the
highest quality and most
capable professionals in
the market.”
The bulk of EIRE’s
clientele comes from
financial services,
Matthew Connolly,
from multinationals keen
Founder, Eire Systems
on a reliable cross-continent
IT contractor. EIRE’s newest
reland’s strengths in IT and the office, Shanghai, opened in
English language are playing
2008. And Connolly believes
out not just at home but also in
he’ll be looking for more talent
Asia where an Irish-owned firm
given EIRE’s growth alongside
has cashed in on demand among Fortune 500 firms’ keenness to
Western multinationals for high- expand in Asia.
end IT support services. Tokyobased EIRE Systems specialises in Conor O’Mara,
providing IT consulting, support Executive Director,
and project management
Morgan Stanley
expertise, to a swathe of business
sectors, among them Fortune
nvestment banker Conor
500 multinationals in financial
O’Mara had been investing
services, pharmaceuticals and IT in Asian technology stocks for
keen to expand their presence
17 years, largely at investment
in Asia.
banks in London, before he
EIRE Systems was set up
moved to Hong Kong in 2006.
in 1996 by Matthew Connolly
Graduating from DCU in
and Paul Timmons, graduates
1994 , top of the class, with a
from the FAS overseas graduate
First Class honours degree in
programme, designed to help
International Marketing and
young Irish professionals into
Languages, the Castleknockoverseas employment and
native honed his knowledge of
language training opportunities. Asia’s technology sector through
The duo both graduated with
a decade in London at financial
degrees in electronic engineering research houses RCM and HSBC.
from DIT (Kevin Street) in 1990
At Morgan Stanley in Hong Kong,
and 1988 respectively. Today,
he managed portfolios in Asian
EIRE Systems’ offices in Tokyo,
tech stocks and is now moving
Hong Kong, Singapore and
across the city to Jefferies, a
Shanghai are each managed by
securities and investment firm.
Irish graduates from the same
O’Mara is disappointed
FAS overseas graduate training
that, in the area he’s focused
programme that took them to
on, technology, “Irish business
Japan.
policy continues to focus on
Connolly says clients come
Silicon Valley as the main
to EIRE Systems for its local
route for partnerships”. As the
knowledge and “international
incoming chairman of the Irish
mindset” as well as the firm’s
Chamber of Commerce in Hong

I

I

Kong, he thinks the ABIBF in
Dublin is a vital chance to give
a window on Asia to the Irish
IT and software sector. “Apart
from software and Internet,
it’s now Asia that dominates
the technology supply chain”
he says, pointing to brands
such as Samsung, Lenovo and
Acer as well as component
makers Hynix and ZTE. “Not
only is the vast majority of tech
manufacturing in Asia, Asia
also accounts for all of global
incremental growth in most
technology areas and will be
the main growth driver of the
future,” he says. “If you don’t
understand Asia, not only will
you not understand the supply
side of your industry, you
increasingly won’t understand
demand going forward either.”
The 150 active members of
the Irish Chamber of Commerce
– out of an Irish population in
China of 5,000 - are generally
in senior positions in Hong
Kong’s financial services and law
firms. As chair of the Chamber,
O’Mara’s main objective over
the next two years is to facilitate
paths into China for Irish
business. He points to a recent
trip by the Irish Funds Industry
Association to Hong Kong to
meet with the city’s top finance
officials and says: “We are always
open to hosting any delegations
or companies that are exploring
the Hong Kong market.”
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Dubliner Niall Murray is a key player in
the Vegas of the East.

Taking a punt
on Macau

N

iall Murray
is Director of
Operations
Development, Joint
Ventures and New
Businesses at SJM
Holdings, the largest
player in Macau’s €14
billion-a-year gambling
industry. The Chinese
territory has overtaken
Las Vegas as the world’s
top gambling strip: it
now boasts five times
the revenues of the US
city.
A graduate in hotel
management studies from
the DIT on Cathal Brugha
Street, Murray worked at some
leading New York hotels before
heading west, to Las Vegas
casinos seeking new markets
by reinventing themselves to
five star hotel standards. From
Santry in Dublin, he helped
oversee the opening of the
Venetian Macau, a piece of
Las Vegas transplanted to the
South China coast and later got
the L’Arc and Oceanus casinos
ready for opening.
Talent-spotted by
billionaire gambling mogul
Sheldon Adelson to oversee

Casinos are like
self-contained
cities with their
own food and
beverage, laundry,
security and
engineering needs.
the hotel side of his casinos,
by 2003 Murray, was going
east, to oversee the set up of
Adelson’s new Sands casinohotel in Macau. It was the first
international operator allowed
into Macau, part of a plan for

a harder-earning and more
lawful Macau when it returned
to Chinese rule in 1999. Within
13 months of opening, the
Sands had recouped its US$260
million construction cost.
Management “kept expanding
the tables” to cope when 40,000
gamblers flooded in on the first
day.
Macau’s casinos are kept
busy by visiting middle class
mainland Chinese who spend
the day on the main floor
playing baccarat and Sic Bo,
a Chinese card game played
electronically. A lucrative 2
per cent of visitors are high
rollers from Hong Kong, the
mainland and Taiwan. Chinese
and Las Vegas gamblers are
totally different, explains
Murray. There’s none of Vegas’
cocktails and cognac: for the
Chinese it’s “tea and focus…
this is very serious
business for them.”
The Dublin
man later joined
Macau-based SJM
- which remains
the leading local
player, with
about 34 per
cent market
share next
to Adelson’s
25 per cent - to
help relaunch
the Gran Lisboa,
the company’s
ageing flagship.
Murray was
hired to perfect
his ‘critical
management’
system of
getting
casinos
and hotels open to
specification.
He also did well by
establishing his own
consultancy, Murray
International, to consult on
huge business opportunities

created by the casino: there was
neither a laundry nor a drinks
supplier in Macau big enough
to supply the Venetian when it
first opened, he recalls.
Murray, who’s establishing
an Irish Chamber of Commerce
in the city, believes Ireland
has many of the skills-sets
needed in Macau. Casinos, he
explains, are like self-contained
cities with their own food and
beverage, laundry, security
and engineering needs. British
and US firms have done well
in picking up contracts with
leading Macau players like
Wynn Hotels & Resorts. “These
contracts are up for renewal
every four years,” he says, “so
there’s no reason why Irish
companies can’t compete.”
[Mark Godfrey]
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On a recent visit to Dublin, John McCarthy, the Irish-American chairman of ING
Bank, Turkey, talked to Fiona Reddan about the impressive rebound from the
Turkish banking crisis and IMF bailout a decade ago and how the strengthened
financial services sector could be a lucrative target for Irish players.

Let’s talk Turkey
I

t may be perceived by many as a bridgehead to the Middle
East and Asia, but for one long-time resident of the region,
this is not why businesses should look to Turkey. “If you’re
coming into Turkey, you should come into it for itself,” says
John McCarthy, chairman of ING Bank in Turkey, pointing to the
country’s 75 million population. “How much more of a market do
you want?” he asks.
For McCarthy, the use of Turkey as a gateway to other
countries is “overdone”, and instead points out that Turkey is “a
demographic story”. The population is most definitely booming
- in 1980, the population of Istanbul was just 2.5 million; now
it’s 15 million - and with this comes a demand for everything
from car loans to mortgages to consumer goods. From a former
developing country, Turkey, and its burgeoning economy, is now
knocking on the doors of the established markets and is on the
verge of achieving an investment-grade rating for the first time.
But can Irish companies do business there?

The bank started off by focusing on providing financial
services to the corporate/small enterprise sector, lending €50-100
million at a time, but in 2007, it acquired Turkish bank Oyak, in
order to fulfil its goal of developing a retail arm. As a result, it
jumped from a small operation with just 60 people to one with
400 branches and 6,000 employees.
Given that ING has one of the world’s largest internet banks
in ING Direct, it made sense to go down this route in Turkey.
“What we’ve done is introduce the concept in Turkey,” says
McCarthy, adding that with 65 per cent of the population under
30, the customer base is very computer literate.
The Turkish banking market is dominated by the “big 4”
domestic institutions, but McCarthy is confident that ING can
carve out its own market share. While he concedes that the
bank’s current share is “not enough” at 4.5 per cent, the plan is
to extend this to 15 per cent, taking advantage of the country’s
improving fortunes.

Career banker A career banker, McCarthy has some
experience of business in Turkey, as after his peripatetic early
years, he has made it his home for the past 30 years. Born in Cobh,
Co. Cork, he moved with his family to Boston in the US when he
was just eight, and after a degree in economics and German – and
a term fighting in Vietnam - he came back to Europe with State
Street bank.
In 1980, he was hired by American Express to open an office
in Turkey, moving to Dutch bank ING in 1991 and has been
there ever since – thanks in part to a Turkish wife. ING is one
of Europe’s largest financial services companies, and having
opened its first Turkish operation, McCarthy has overseen some
significant growth at the bank. “It’s a real multinational,” he
laughs, “they got an Irish American to run a Turkish operation
with Dutch capital!”.

Growth path Indeed Turkey is firmly on a growth path;
although McCarthy does point out that it is in danger of “overheating”. Last year the OECD said that Turkey would be its
fastest-growing member for 2010 and likened its performance to
that of the emerging-market “BRICs” (Brazil, Russia, India and
China). This represents a remarkable turnaround in fortunes
for a country, which, much like Ireland now, ran into serious
difficulties as a result of a banking crisis back in 2000-01.
The cost of the bail-out amounted to almost one-third of
GDP, and the International Monetary Fund (IMF) was called in.
However, while the correction may have been painful, since then
Turkey has got its act together, and the crisis has led to a stronger,
more stable banking sector.
Despite the country’s impressive economic revival,
unemployment, at over 10 per cent, remains a major problem,
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however. “Turkey is migrating from an agricultural to an urban
society, but the urban areas haven’t generated enough jobs yet and
there is a lot of poverty,” says McCarthy, adding that education
standards are also poor, given that the average length of education
is just seven years. “The wealthy send their kids to Europe for an
education,” he says.
And, one of the biggest problems in the country is the fact
that people have so little savings, a legacy of Turkey’s not so
distant past - inflation was of the order of 70 per cent in 2002
for example. “People learned to deal with it, by not saving and
turning it (cash) into something else,” says McCarthy. While the
IMF plan of 2001 has gotten inflation down to more manageable
levels, at about 5 per cent currently, people remain reluctant to
save their money in the bank.
While Turkey’s ‘fault line’ position is both a potential threat
to political stability and a geostrategic opportunity, there are
also questions over Turkey becoming a fully signed-up member
of the European Union. Although the country is still in the
accession process, McCarthy doesn’t expect this to be fulfilled.
“It’s not going to happen,” he says, citing reasons such as the
vast economic and cultural differences between the two regions.
Moreover, public support in Turkey for joining the EU has
dwindled. “They’re looking at the European situation and saying
‘we don’t need that hassle’,” he says.
Irish lessons and opportunities On the positive side,
according to McCarthy, Turkey now has a “first class financial
regulator” in the Banking Regulatory and Supervision Agency
(BRSA), while its banks have capital adequacy ratios to be envied
by their Irish counterparts, at about 15 per cent.

So could Ireland learn from the Turkish experience?
McCarthy, who is a frequent visitor to ING’s Irish operation in
Dundrum, south Dublin, attributes much of Ireland’s current
woes to “cronyism”. And he doesn’t foresee a resolution for some
time, with foreign banks unwilling to take on the risk of doing
business in Ireland for years to come. “No way,” he says, “You look
underneath it and the smell is incredible”.
But Irish companies could find opportunities in Turkey.
It’s a time of massive change for the country, as it moves from
a traditional, agricultural base towards a modern economy.
“They’re going through that stage where you go from familyowned concerns to larger, publicly owned concerns,” says
McCarthy.
He sees opportunities in the higher value-added end for Irish
companies, in sectors like technology. “It has to be at the high
end, because the Turks can do anything themselves,” he says,
adding, “it has to be a perceived value added otherwise it’s dead in
the water”.
Like Ireland, family is very important to the Turks, and
getting ahead and getting deals done can come down to “who you
know” says McCarthy.
But, while companies can expect the usual bureaucratic
and legal problems when setting up in Turkey, “it’s no more
than anywhere else in the world”, says McCarthy, adding, “it is
business friendly”. Whether it stays apart, or comes into, the EU,
Turkey, and its 75 million population, nonetheless offers Irish
companies a lot of opportunities.
For further information about doing business in Turkey, contact kevin.
buckley@enterprise-ireland.com in Milan.

Turkey’s strengths

And its financial sector

–	According to the OECD,
Turkey is expected to be the
fastest growing economy of
the OECD members during
2011-2017, with an annual
average growth rate of 6.7
percent.

Enterprise Ireland undertook a
financial services study visit to
Turkey this March for meetings
with a number of institutions,
including ING Bank, Allianz, IS
Bank, Granati Bank, AK Sigorta
(Insurance) and Yapi Kredi.
Among the findings of visit the
were the following: – The cost of solutions is prime
concern for many, which
should favour SaaS
– Security and data leakage are
major issues for all
– Oracle and IBM were cited
as solution providers and
outsourcing partners
– Location-based services will
be of interest to financial
market in the future

–	The country has attracted
US$94 billion of FDI in the
past eight years.
–	It was the 16th largest
economy in the world in 2010
in terms of (GDP at PPP)
and has sustained robust
economic growth over the
last seven years, with an
average annual real GDP
growth of 4 per cent.
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In addition, to a stable financial
sector, Turkey’s strengths
include textiles, motor vehicles,
manufacturing equipment and
machinery and agribusiness.
According to a special report
in the Economist (October
21, 2010), Turkey is now the
world’s biggest cement exporter
and second-biggest jewellery
exporter; its construction
order book is surpassed only
by China’s, it is Europe’s
leading maker of televisions
and DVD players, and its
third-biggest maker of motor
vehicles. Home-grown Turkish
multinationals include Enka
construction, Turkcell, Calik
Holding and Koc.

– The exploitation of social
media is a challenge for all
the banks
– Solutions are being developed
on Open World, SOA, Java,
BEA Weblogic server tools,
Magik object orientated
program language, among
others
– The Turkish government has
directed that data must not be
stored outside the country, so
data centres will need to be
based in Turkey.

Source: Jim Cuddy, Head
of Finance and Enterprise
Software, Enterprise Ireland,
Dublin
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The story of the UK retailer, the Irish lighting company
and the US market highlights the global opportunities for
companies where world-class products are matched with
agile service delivery, writes Donal Nugent.

Lights,
customers,
action
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In 2010, Fresh &
Easy retrofitted
its entire range of
meat, dairy and
fish cabinets in 159
stores with Nualight
products.
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or a British supermarket chain,
transformed into the world’s thirdlargest retailer through expansion
across Europe and Asia, entering the
US market was perhaps inevitable, but what has
been self-evident since Tesco’s arrival in 2007 is
that this has been no naive mission to raise the
company’s blue and red livery above the malls of
America.
Fresh & Easy, Tesco’s brand in America, is,
if anything, notable for its lack of correlation
with the European experience of the retailer.
However, as Steve Hagen, Director of National
Procurement and Engineering with the company,
points out, the European sensibility is never far
from the surface. “As an American company,
just like in every country, you would tend to
look locally first. However, when you are part
of a European company that operates in 14
countries, 14 countries are local, so it opens up
a lot of opportunities that you wouldn’t normally
consider.”
Fresh & Easy is a ‘neighbourhood store’
offering low-priced, fresh ‘food to go’ in a
compact environmentally-friendly store design.
The concept may not sound unusual to Irish
ears, but food to go has not traditionally been
significant in North American supermarkets,
and the out-of-town mall has steadily siphoned
retail trade away from local communities.
Fresh & Easy is concentrated in California,
Arizona and Nevada where, Hagen notes, its
green credentials strike a particular chord with
consumers.

“The difference in the lighting and the
impact on the products was so dramatic that
our executive team decided immediately that
we should retrofit the rest of the stores. All our
new stores now have LED in all the chill cases.”
Nualight’s relationship with Tesco
stretches back a number of years, but winning
the contract to supply Fresh & Easy was
no easy journey. Paul Kelly is VP for Market
Development with Nualight. Since joining the
company as part of a new management team
in 2007, he has been central to the relentless
strategy of innovation that has taken the
company from another ‘me too’ in lighting to
one of the top three LED solution providers to
retail in the world.
While the turnaround was ostensibly
achieved through innovation, Kelly explains that,
more fundamentally, it was about relationship
building. “We spent three to four months
refining our strategy and listening to what
our customers wanted. We went on the road
and literally sounded out the key retailers we
wanted to work with.”
When the opportunity arose to refit Tesco
Ireland’s 115 stores, the company maximised
the experience to the full. “Not only did we supply
the fixtures, we actually installed them. We got
to understand how people used our products and
learned a huge amount as a result of that.”
The new strategy also recognised that
innovation wasn’t simply about manufacturing
better light fixtures but about gaining a
better understanding of the offering. “We
saw that the biggest mistake in the market
was that our competitors saw themselves as
Spotlight on Ireland Hagen recently
visited Ireland on the invitation of Enterprise
bulb manufacturers and were very slow to
Ireland, New York, as part of a group of US
innovate. They didn’t care about retail display
companies, being introduced to a range of
or understand it. We recognised that what we
innovative retail technologies on offer here (see were offering was not lighting but a sustainable
panel). He admits the country would probably
retail merchandising tool.”
not have been high on the radar were it not for
Fresh & Easy’s relationship with Nualight, the
Making a difference Hagen agrees with
Cork LED lighting company, which supplies an
Kelly’s assessment of a gap in the market.
advanced range of LED solutions to its stores
“Everywhere, lighting is about merchandising.
via a network of US partners.
It’s about presenting the product at its best and
In 2010, Fresh & Easy retrofitted its
making it the most appealing to consumers,
entire range of meat, dairy and fish cabinets
whether it’s meat in a chill-case or clothes on
in 159 stores with Nualight products. The
a rack. Lighting makes a difference and not
Irish company has pioneered the use of the
all lights are created equal. One of the things
Nualight does that’s different is that they offer
technology, which is not only more energy
efficient than traditional fluorescent lighting but, different lighting options to suit the product.
the company says, “brings out the true vibrancy
They also partner with our primary case
of colour in fresh food produce”. Hagen admits
manufacturers to ensure the light they provide
that, after one trial fit out, they were quickly
works with how we want to merchandise the
sold.
product.”
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“We saw that the
biggest mistake in
the market was that
our competitors
saw themselves as
bulb manufacturers.
They didn’t care
about retail display
or understand it. We
recognised that what
we were offering was
not lighting but a
retail merchandising
tool.”
Paul Kelly, Business
Development Manager,
Nualight

Of an estimated four to five thousand
companies globally that provide LED fixtures,
Nualight now sees itself positioned in the top
three in the world, in the august company of
Philips and General Electric. Kelly says that
agility is one of the advantages a smaller
company must use to its advantage.
“Our competitors have huge marketing
resources but they are also slowed down by
bureaucracy and lack of focus. We have to be
very clever and very careful in how we use our
resources but we manage to bring at least twice
as many products per year to market as our
competitors.”
At the current scaling phase, the pressure
to innovate has become even more intense,
and Kelly says the company has four or five
new product platforms that it will soon be
introducing. Critical to carving out a niche in a
global market is also knowing when to say ‘no’.
“We know who we are going after,” Kelly
says. “There are 83,000 supermarkets in Europe
and roughly same in US. We only focus on the
top 75 in North America. We have carved out a
market and licensed some of our products to
other manufacturers. We know what we are good
at and how to deliver it on time to people.”
Hagen adds that confidence in service
levels is important when dealing with an SME,
particularly when they are not local. “Any
time you are eight hours away, there can be
communication issues but, with Nualight, you

have someone in a leadership position that’s
available 24/7 to resolve issues. It’s really about
how you do business and, in the US, Nualight
does it in a way that matches expectations.”
Due diligence is also going to be a little
more exacting at the start of the relationship
with an SME, he adds. “There is always a little
more concern when you are dealing with a small
company if you’re going to buy in volume. Every
company has problems, at one time or another,
with their offering, so the question is does a small
company have the resources to overcome those
obstacles without sticking the end user with the
cost? My experience has been to begin by giving
them a small part of the business at the start
and to watch how they perform. Then you get a
better feeling of how strong they actually are.”
While they are two very different companies,
Fresh & Easy and Nualight share at least one
thing in common – both are relative minnows in
their market and have made waves by disrupting
larger players who feel an entitlement to their
dominant position. While both have also seen
their competitors respond, neither appears fazed
by the challenge. Hagen could be speaking for
both when he observes that “from the first store
to today, several major US retailers have tried
to emulate us and stop our ability to grow. But
mostly, they are big companies that aren’t very
innovative. They are trying to copy someone
else’s business – and when you try to copy
someone else, you are never going to be as good.”

US retailers study visit to Ireland

O

n the invitation of
Enterprise Ireland,
seven senior decisionmakers in the US retail
business, representing Tesco
USA, Kysor/Warren; Remis
America and Merchandising
By Design, visited Ireland
this February. The study
visit was aimed at providing
them with a broad insight into
some of the innovative retail
technologies being developed
here and allowing commercial
opportunities to be explored.
During their time in Ireland,
they met with ten Enterprise
Ireland’s client companies
currently servicing the retail
industry in the US:

– Astron Engineering, which
specialises in customised
food displays and bespoke
salad bars
– Chambers Engineering – a
manufacturer and supplier
of supermarket counters and
ovens
– Curlet, whose 10CMS solutions
provide interactive, video,
and social merchandising
solutions for e-commerce
and enterprise customers
– Cylon Controls – specialists in
building energy management
systems
– DCS Energy Savings, which
provides software and
hardware products for energy
monitoring

– Ezetop – developers of a
mobile phone top-up online
service
– Novum, which specialises in
energy efficient refrigeration
solutions for the retail sector
– Nualight – providers of
energy-efficient LED accent
lighting for food retail
displays
– Resourcekraft – a leader in
energy management and
energy cost control software
– Voicesage – providers of an
online suite of interactive
voice messaging products,
enabling retailers to
automatically reach out
to customers via a simple
phone call.
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The Market looks at Enterprise Ireland’s evolving
strategy to help Irish companies win business with
the major retail groups across their entire value chain
of needs from products on shelves right through to
software, services and security, fixtures and fittings
and logistics and fulfilment.

Change
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I

f you produce giftware, furniture, clothing,
textiles, food and drink or any other major
category of consumer goods, then retail
is going to be a major target market. But
shopping lists for the major retail groups by no
means end at what they stock on their shelves.
The ubber-trendy Urban Outfitters clothing
chain recently awarded an international signage
contract to Artisan Solutions, a Dublin based
bespoke signage solution provider, which is
currently delivering signage to Berlin and close
to completing a deal in the Middle East. Swedish
clothing group H&M purchases its paper bags
from AB Converters - a packaging and bag
manufacturer in Blessington, Co Wicklow.
And last November, Dublin-based Candidate
Manager signed a €236k deal with Tesco, to
radically update its online hiring practices and
roll out recruitment software to 2,500+ stores
and call centres in the UK and Ireland.
These are just some of the types of
companies Enterprise Ireland’s overseas teams
now want to reach out to in creating a dynamic
cluster that can serve the entire end-user
needs of the retail sector, says Hugh McCarthy,
Enterprise Ireland’s head of European Consumer

Markets in Stockholm. “ Our focus on retail
has considerably broadened and become more
holistic, so that when we ask decision-makers
in the major groups to consider sourcing from
Ireland, we can bring them a full portfolio of
companies with capabilities across the entire
value chain from HR, online and payment
solutions to logistics and fulfilment, security,
training, capital equipment, marketing,
packaging and loyalty schemes, energy
efficiency and, of course, consumer products.”
Retail therapy France, Germany and
the UK are Europe’s largest retail markets,
with major groups active internationally, and
members of Enterprise Ireland’s teams in each
of these countries are running programmes
to get companies face-time with key decisionmakers.
At the time of going to press, EI Paris was
bringing a group of Irish companies to meet
executives at Carrefour, Europe’s largest retailer,
with net sales of over €100 billion per annum.
In addition, EI London was planning an embassy
dinner for companies targeting retail to bring a
guest, network and build relationships.
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The strategy is all about marketing the
capability of Ireland Inc, selling businesses as
part of a vibrant and innovative ecosystem, so
as to make it more attractive for the end-user to
engage, explains Deirdre McPartlin, manager
of Enterprise Ireland’s Dusseldorf office. “We
are still working with our companies on an
individual basis, helping them to deliver their
own sales and marketing plans,
but we also use the opportunity
to position Ireland’s broad
domain expertise.”
Aiming to capture a full
picture of that expertise, Judi
Blackmur, a Senior Adviser
with Enterprise Ireland,
London, has developed
a graphic mapping the
capability of Irish companies
in a schematic that parallels
how retailers view their own
operations.
“The map will help us
in our discussions at the IT
manager, group marketing or
COO level to identify pinch
points, budgets and project
priorities and to identify
companies with related
solutions,” she told The Market.
“This is part of a toolkit we’re
developing to engage with the retailers.”
Blackmur’s team is inviting Irish companies
with a potential product or solution to become
part of the retail cluster initiative, and so far
about 40 have come onboard (see panel).
“We have asked them for a 250-word
description of what they do, which will be
included in a ‘Retail Solutions from Ireland’
electronic booklet that can be ‘cherry picked’
for specific buyer presentations. We’re also
asking them who they sell to and who is on their
wish list for 2011. This will enable us to map
target retailers and identify key contacts across
business functions.”
In the UK, she says, Irish companies are
primarily targeting tier one multiples -- Tesco
and the other major food retailers, as well as large
chain stores like Debenhams and Next – and also
the large tier two players, sizable operators such
as Hobbs, with 100 rather than 700 outlets.
Blackmur aims to follow up the initial
scoping exercise with a cluster meeting for Irish
companies to discuss priorities and network
with their peers. The idea of a Retail Strategy
Conference in Dublin has also been mooted.

Back in London, the team is keen to beef-up
the resources that can be drawn on by building
up an advisory panel of in-market retail experts/
influencers to work with both the EI office and
individual clients through strategy workshops
and business accelerator assignments.
Of course, the holy grail is face-time with
those with the budget and clout to authorise a
purchasing decision. “We are
trying to open doors and are in
discussion with organisations
like Vendercom. The IMRG
(the Internet Marketing Retail
Group) of which we are a
member has verbally indicated
they would be willing to
provide speaking opportunities
for our clients at some of
their events and seminars,”
Blackmur says.

“We are still
working with our
companies on an
individual basis,
helping them
to deliver their
own sales and
marketing plans,
but we also use
the opportunity to
position Ireland’s
broad domain
expertise.”
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Retailers spending on
technology Although
retail is having a tough time, as
the global downturn hammers
consumer confidence, in some
respects it’s not actually the
worst time for businesses to be
targeting the sector.
In 2010, retailers placed a
significant focus on managing
in the midst of the recession, including
stringent monitoring of inventory controls
and capital expenditures, and reductions in
operating costs. According to some analysts,
the majority of retailers have now pretty much
squeezed all excess operating costs out of their
businesses. And, during 2011, they will focus on
driving profitable sales through better strategy
execution and improvements to merchandising
effectiveness, inventory management and
customer/sales service – all areas that fit well
with Ireland’s strong technology and service
focus.
Today, in fact, online is the fastest growing
segment within retail in western Europe.
According to Forrester, online retail sales
reached €68 billion in 2009, and online is
expected to reach €114 billion by 2014, growing
at an CAGR of 11 per cent over the five years.
But consumers are not set to abandon
the high-street at any point soon. Currently,
the big story is about providing a seamless
multichannel experience. “Consumers want
to buy what they want, where they want,
and when they want — and they need stock

SELLING TO RETAIL GROUPS

031
Retail landscape map

In Store
Technology

In Store
Technology
Sales
eCommerce and Portals

Banks

Marketing

Security

Mobile Apps

PCI DSS

Customer Intelligence
and Analytics

IT and Network Security

Payments

Back Ofﬁce

Execution

Card and Loyalty
Schemes

Financials and
VAT Returns

Purchasing and SCM

DCC and Payment
Processing

Customer Support

Fulﬁllment and Logistics

Card Schemes

HR Management

Capital Equipment

Workforce Scheduling
Time and Attendance

Environmental
Management

CSR and Retention

Merchandise

Training

Packaging

Fixtures and Fittings

Suppliers

Clothing

Impulse and
Consumer

Giftware

Health and
Beauty

Furniture

Petfood

Source: Enterprise Ireland, London

Companies participating in the UK retail cluster
20-20 Insights
Aircon Mech
Ammado
Branded Payment Solutions
Briody
Card Commerce
CBE
Celtech
Celtrino
Clavis
Continuum Commerce
Cylon
Dubarry

Emarno
Fran and Jane
FWS
Integral
Jack Murphy
Louder Voice
Mobile Aware
Monex
Pay by Mobile
Perfect Card
Profitero
QuestZones
Realex Payments

Retail Everywhere
Smart Transfer
Softworks
Sercom
Sykon
Sysnet
The Gift Voucher Shop
Vigitrust
WorldnetTPS
To find out about joining, email
judi.blackmur@enterpriseireland.com
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visibility and a variety of delivery options. Some
retailers have already implemented strategies
— such as alternative delivery options,
integrated customer service, and aligned
marketing efforts — that facilitate both
researching and buying across channels,” notes
Forrester’s July 2010 Industry Innovation
report on retail. As an example, it cites Argos,
which has pioneered in-store
pickup, with its “check and
reserve” and which shares usergenerated reviews and ratings
both online and in its printed
catalogues.
House of Fraser is also
blending channels. If an outlet
doesn’t have your size in stock,
you can order online from an
in-store computer and either
pick up the item from the store
a couple of days later or have it
delivered direct to your door.
With a segment of
shoppers willing to shop
in-store to enjoy the retail
experience, but have their
order fulfilled online, this
could herald smaller-footprint
stores in the future: bad news
for fit-out specialists, perhaps,
but good news for technology
spend.
The potential cost of consumer data being
compromised – as in the case of the recent Sony
hacking incident or the TK Maxx hack, back
in 2007 – makes security an area retailers can’t
afford to skimp on. But the shopping list doesn’t
end there.
The growth of smartphones is enabling
customer engagement across the spectrum
from marketing and product discovery to
research on competing products right through
to purchasing. Moreover, the potential of social
marketing and the ability of location-based
services to promote special offers in nearby
stores are boats the major chains don’t want to
miss.
Price comparison shopping is another
hot trend, according to Gartner. Access to
information such as prices, promotions, stock
availability and store location has put customers
in greater control of the shopping process, and,
in response, price management is becoming a
serious science, powered by statistical forecasts,
algorithms that model customer behaviour and
real-time data flow.

One Irish start-up in this space is Profitero,
which provides web-based competitor
monitoring, including tracking of competitors’
prices, stock availability and new and delisted
products. “When a retailer is able to view
a rival’s prices, it allows them to formulate
better offers to win back the consumer almost
immediately,” explains CEO Volodymyr
Pigrukh. “Profitero also offers
an alerts service that informs
retailers when their prices are
too low or too high, giving
them the opportunity to react
to competitive price changes as
they happen.”
The rise of the online
recessionista has also made
loyalty programmes, coupons
and discounts schemes big
hits with consumers. Recent
research by eMarket Services
found that a segment of
online consumers will only
buy clothes that are flagged as
discounted.
Meanwhile, other
hot topics for those with a
compelling technology offer
include micropayments,
managing the evolving supply
chain and, of course, the
ubiquitous rise of the Cloud, which, among
other things, offers retailers the potential to
ramp-up transaction capacity over busy periods
and to test new online platforms.

“When a retailer
is able to view
a rival’s prices,
it allows them
to formulate
better offers
to win back the
consumer almost
immediately”
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Got the power Back in the land of bricks
and mortar, Irish companies such as LED
lighting specialist Nualight; Novum, which
designs energy efficient refrigeration solutions,
and Cylon Controls, which delivers smart
energy control technology for buildings, are
finding their offerings play well among moves
to reduce carbon emissions as part of the major
chains’ corporate social responsibility (CSR) and
cost-reduction drives. This is particularly the
case in the Nordic markets, with nowhere in the
world more intune with issues such as carbon
foot print, organic and sourcing locally says
Hugh McCarthy in Stockholm.
In addition to CSR and consumer drivers,
across the EU, the Energy Performance of
Buildings (EPBD) Directive specifies minimum
binding energy standards for commercially used
buildings, and the European Commission is also
working on a forthcoming directive for energy-
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using products (EuPs), with new requirements
to raise the efficiency of equipment, including
refrigerators and freezers, boilers, air
conditioning and lighting.
Moreover, in a voluntary move, 14 major
European retailers have committed to reducing
their energy consumption by 20 per cent by 2020
where feasible. The companies that have signed
up to the ERRT Declaration on
Energy Efficiency are Ahold,
Asda/Wal-Mart, C&A, the
Carrefour Group, the Delhaize
Group, DSG International,
El Corte Inglés, H&M, IKEA,
Inditex, Kingfisher, Marks &
Spencer, the Metro Group and
Tesco.

Ovelle Pharmaceutical’s Elave skincare
products have already cracked the US chain
drugstore market by winning shelf space in the
Look Boutique at Walgreen Co.’s Duane Reade
stores in New York.
Also selling in the US, with a listing in up
to 1,000 Bed, Bath and Beyond outlets is Cush
n Shade, a portable cushion/sun shade that can
either be attached to a chaise
longue or beach chair, or used
directly on the sand or by the
pool.

“With 49 million
active Internet
users, Germany is
home to Europe’s
largest online
population, and
two out of three
German Internet
users are online
buyers”

More than just
shamrocks In the
consumer goods space itself,
Enterprise Ireland is working
with giftware and clothing
companies to help them
break out into the wider
market, beyond the traditional
segments of the ‘Irish’ store
network.
QVC, the television
shopping channel and one of
the largest US retailers for Irish
goods, runs special Irish programming several
times a year, including a 24-hour broadcast on
St Patrick’s day, which this year featured Rachel
Allen Cookware, Ballymorris Pottery,The Auld
Sod Export, Belleek, Merino Wool Cardigans,
Connemara Marble and Tipperary Crystal
among others.
According to Ann Marie Maxwell in EI’s
Boston office, some Irish goods, including Carrig
Dunne, have been such a hit that they are now
being showcased as part of QVC’s mainstream
programming.
Maxwell is also working to help personalcare-product companies sell into ‘drugstore’
type chains, providing an important stepup that could allow them to build scale and
momentum in advance of targeting the much
larger grocery retail groups. Last year, she
took eight companies on a study visit to the
National Association of Chain Drug Stores
Marketplace conference, and, at the time of
going to press, she was bringing a group to a
retail chain conference in Orlando, where three
Irish companies had over a 100 buyer-meetings
scheduled.

Every market is
different While the move
online might seem all-pervasive,
every market is different. There
is a clear divide, for instance,
between northern and southern
Europe. A mere 10 per cent of
online Spaniards and 11 per
cent of online Italians regularly
use the internet to make
purchases, while 48 per cent of
those online in the UK routinely
make purchases online.
Trailing France in second
place for overall retail sales,
Germany has become Europe’s
largest e-commerce market.
“With 49 million active
Internet users, Germany is home to Europe’s
largest online population, and two out of three
German Internet users are online buyers”, says
Dagmar Gering, a senior advisor with Enterprise
Ireland in Dusseldorf.
Given the price-conscious nature of the
German consumer, it is also the home of the
discounter. By 2012, half of all German grocery
retail income will be taken by discounters,
according to Gering.
One area where Germans won’t skimp,
however, is on spending for their pets. Germany
now has more pets that children, and Irish petfood makers are actively targeting this market.
Pointing to Irish Dog Foods – Germany is
its biggest market – Gering notes that success
came from really understanding the nuances
of the country’s retail sector and allocating
the resources to harness its potential in a fully
committed way, including continual support
to the local partner and a well thought-out
distribution strategy. In this way, retail really
isn’t that different from any other business
sector: commitment, local knowledge and
resources are key.
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A new American
journey:
Five south-eastern
cities you may never
have considered
Sean Davis, Enterprise Ireland’s manager in New York,
takes readers on a journey of five cities

W

e Irish tend to thread a well
worn, but narrow, path in
the United States. There’s
New York, Boston, that longpromised family holiday in Orlando, maybe
a stop-off in Chicago and then on to our
familiar west-coast haunts: San Francisco
and Los Angeles. Great swathes and, in fact,
entire states, of the USA remain pioneer
territory, largely unexplored by the Irish.
Yet Irish companies are only ever
one stopover away from almost any major
metropolitan location in the US: one stopover
away from a potential customer-base that
may never have been considered and one
stopover away from opening doors in an area
that is just as pro-business as anywhere
else in the US and most probably is less
competitive than the major metropolitan and
economic mega-hubs.
Getting there has never been easier, with
frequent direct flights, often daily, to New York,
Boston, Newark, Philadelphia, Chicago, Atlanta

and Charlotte (May to September). Three of
these airports are among the six busiest in the
US and all are within the top 20. What’s more,
they are major hubs for the carriers serving
the Ireland-US route (Continental, US Airways,
Delta and Aer Lingus, code sharing with Jet
Blue), and if you ask anybody who has lived,
worked and travelled in the US to any extent,
you can get to just about any major city from
one of these hubs.
Coinciding with the first ever major Irish
trade mission to the south-east of the USA, to
be led by An Taoiseach this September – and
the start of the first ever direct flights from
Dublin to Charlotte, NC, in this issue, we aim
to open your mind to five south-eastern cities
you might not have previously considered–
each with its own unique character and
culture, but all teeming with cross-sectoral
business potential.
To quote an American icon Mark Twain,
1935, “You can’t depend on your judgement
when your imagination is out of focus”
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Opportunities: financial services, logistics, life
sciences, energy/cleantech
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ur first destination doesn’t
even require a stopover,
as US Airways has launched
a direct service from Dublin,
which will initially run from
May to September this year,
with the hope that it will be
extended on a permanent basis
if successful.
A planned destination for
Enterprise Ireland’s Trade
Mission in September, Charlotte
has a long reputation as the
second largest financial services
hub in the US (after New York).
It is home to Bank of America
Merrill Lynch, which employs
a massive 25 per cent of all IT
professionals in the state.
The Charlotte region spans
16 counties, has a population of
2.6m and is host headquarters
for no less than eight Fortune
500 companies, including Bank
of America, Duke Energy, Lowes
and Goodrich.
Charlotte also holds
significant opportunity for
companies with a product or
service offering applicable to
supply chain management
and logistics sectors. There
is whooping 300 trucking
companies and 24m square
feet of distribution space in the
region.
It’s home to the third
largest public healthcare
system in the US, Carolinas
Healthcare, and, the largest
cluster of medical device
manufacturers in the Carolinas.
The biopharmaceutical
industry is also well
represented, providing
26,000 direct jobs and
supporting 118,000 jobs in
total in North Carolina.
The life science eco-

system is further bolstered
by a very strong academic
environment, with over 40,000
science, engineering and
technology degrees awarded
by the region’s college system,
which includes Duke, Clemson
and UNC Charlotte.
In the energy, environmental
and cleantech space, over
the next two to three years,
local giant Duke Energy plans
to deploy a minimum of 100,
and possibly as many as 400,
solar power plants throughout
North Carolina, in what will be
the first project of its kind in
the US. In addition Siemens,
Ingersoll Rand and Toshiba
America Nuclear Energy all
have significant infrastructure
in the region.
About two hours down
the road from Charlotte is
the Research Triangle Park
in Raleigh, Durham. With a
significant smart-grid focus,
many companies such as
Consert, Gridiant, Itron,
Sensus, Elster,Tantalus and
Green Energy Corp are all
either headquartered or have
substantial decision-making
operations there. “For anyone
involved in the ‘green economy’,
the key locations are Silicon
Valley, Seattle/Oregon and the
Research Triangle,” says Paraic
O’Toole, CEO of Automsoft,
based in Dublin.
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Opportunities: oil and gas, advanced manufacturing, Opportunities: travel and tourism, healthcare
aerospace, life sciences and logistics
services, international trade logistics, financial
services and aerospace

Come in Houston

Miami’s virtues

H

P

ouston is among
the fastest growing
metropolitan areas in the US.
In fact, right now, if Houston
was a state, it would be the
36th largest in the Union, with
a population of approx 5.7m.
Houston, and Texas
generally, has long held a
reputation as one of the oil and
gas hubs in the US. But it also
boasts a robust performance
in sectors like advanced
manufacturing, aerospace, life
sciences, logistics, energy and
IT.
The region has a dense
manufacturing concentration
in oil and gas, food and
beverages, plastics and
electronics - all heavy
consumers of services like
energy monitoring, supply
chain management,
process management,
learning and safety
equipment/training.
Switching gears,
Houston also houses
some of the leading
names in the aerospace
industry: Boeing,
Lockheed Martin,
InDyne and Blackhawk
are just four of some 120
companies in the region,
supplying the aviation industry.
And of course, Houston is
famous for the Johnson Space
Center, mission control for US
space programme flights. With
extensive control, testing and
training facilities, this 1,620acre facility employs 12,000
(direct and contract) and has
spawned the National Space
Biomedical Research Institute,
operated out of Baylor
University.

Back on ground-level,
Houston offers interest for
Irish life science companies.
It is home to the largest
medical centre in the world,
the Texas Medical Center, and
the city hosts a robust research
community in biomedical,
medical devices, genomics,
oncology and agriculture. The
Texas Life Sciences Conference
takes place in Houston every
year and would provide a good
first-step for Irish companies
to build commercial or research
partnerships.
Like Charlotte, there are
opportunities for logistics
product and service providers,
but, in the case of Houston, it
is the extensive port, rail, road
and air network that presents
the greatest potential.

erhaps one of the most
iconic locations in the US,
Miami is centred in the third
most populous state in the
Union, trailing only California
and Texas. And with about
5.5m people calling it home,
the Miami Metropolitan area
is the most populous region in
the south-east and the seventh
most populous in the US.
Tourism is what Miami is
best known for. And taking
Florida as a whole, there are
enormous opportunities for
Irish companies serving the
travel industry. Consider this:
there are no less than 19
commercial airports in Florida;
14 deepwater ports (Miami is
the busiest cruise-ship port in
the world); 1,250 golf courses
(more than any other of the 50
states); 370,000 hotel rooms
and 100,000
campsites,
serving approx
6m visitors each
year. Overall, more
than 75m tourists
visit the state
each year, mainly
staying in the Miami
or the Orlando area,
which is only a fourhour drive north on
Interstate 95.
Miami’s commercial draws
are by no means limited
to tourism. The region’s
aerospace industry produces
approximately $400M
per annum in goods and
services, primarily servicing
private and military sales
channels. Companies such
as BE Aerospace, Hoover
Industries, Southern Gear &
Machine and Aircraft Modular

Products have a significant
presence there. Moreover, the
space industry represents
$4.5 billion of the state’s
economy. The Kennedy Space
Center (KSC) alone employs
some 15,000, and Florida
ranks fourth among the
states in overall aerospace
employment, providing 23,000
jobs.
The state is also one of the
US’s major gateways to Latin
America: a massive 40 per cent
of all exports to South America
pass through Florida. And the
region has strong trade links
with key countries forecasting
robust economic growth for
2011, such as Brazil (4%),
Mexico (3.5%), Colombia (4%),
Chile (6%), Peru (4.8%), and
Argentina (4.8%).
Oranges deserve a special
mention. The state produces 75
per cent of US orange supply
and a staggering 40 per cent of
global orange juice supply. This
is a sector that is incredibly
important to the local economy
and one that welcomes
technology that can improve
the production, processing or
the supply chain.
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Opportunities: logistics, telecoms, life science and pharmaceuticals
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T

he population of Atlanta’s
greater metropolitan
area, or metropolitan
statistical area
(MSA), is over 5.5m,
making it the ninth
largest MSA in the US.
And this is a region on
the up: at current growth
rates, the population is set
to hit 7.2m, becoming the
US’s seventh largest MSA by
2020.
Atlanta is the home of
Coca Cola, and the city hosts
a number of other blue chip
companies, including Delta
Airlines, AT&T, Suntrust Bank,
Wellstar Health Systems,
Lockeed Martin and IBM,
which, between them, employ
over 100,000 people.
In common with several
other cities in the southeast, Atlanta is a major hub
for transport and logistics.
Hartsfield Jackson is the
busiest airport in the US,
serving 90m passengers
annually, operating 1,300
flight departures daily and
moving 730,000 metric tonnes
of freight and express mail
every year. CSX, the largest
intermodal carrier in the US,
operates its fourth largest
metro operation through its
Fairburn and Hulsey yards just
outside Atlanta.
UPS is headquartered
in Atlanta while FedEx, the
US Postal Service, DHL and
Airborne Express all have
major distribution centres in the
region. And Norfolk Southern,
which operates 21,800 miles
of track in 22 states, has just
invested $11m to make Inman
Yard its largest intermodal

facility

in the US.
Metro Atlanta
was described by Forbes in
2009 as “America’s most wired
city”. Driven by the enormous
infrastructural build of the
1996 Olympics and ongoing
growth and development ever
since, Atlanta has become a
major telecoms hub, housing
most of the nation’s 21
largest telecommunications
companies, including AT&T,
Sprint and Verizon. It is in the
top five US markets for total
bandwidth, and it hosts two of
the US’s largest trunk lines,
with feeds to Europe, Asia and
South America.
In total, there are over 150
long-distance service providers,
so companies that can provide
carriers with technology
differentiators will find a
sizeable number of prospects
to pitch to.
In the life science space,
there are also numerous
commercial and partnering
opportunities for Irish
companies. Atlanta is home
to the world renowned Center
for Disease Control (CDC),
a federally funded research
facility, employing 6,500
scientists. Two of the half
dozen or so bio-safety level 4
labs in the world are in Atlanta:

one at the CDC and
the other at Georgia
State University.
Georgia as a whole
has 250 bioscience
companies, making
it seventh in the
nation, according
to Ernst &
Young. Meanwhile, the
pharmaceutical manufacturing
sector is represented by 50
companies in the greater
Atlanta area. There are also
strong clusters in immunology,
cancer research, vaccine
development and medical
devices. Moreover, Georgia Tech
is in the process of developing
an 11-acre bio-science park
in downtown Atlanta. The
127,000 square foot Building
1 was completed in 2008, and
construction of Building 2 is
well under way.

SOUTH-EAST USA

039
Opportunities: logistics, life science and
medical device

Memphis lives

Coming in to land

W

T

ith the world’s leading
international shipping
companies, five class-one
railroads, the fourth-largest
inland port in America and
the world’s busiest air cargo
airport, Memphis is at the heart
of commerce in the mid-west
US.
Recently, the US
Department of Commerce
International Trade
Administration ranked Memphis
as a top metro area for exports,
placing it 32nd out of 100 US
metros in the total value of
products exported.
Memphis hosts FedEx’s
global hub. Moreover, it
is home to 400 trucking
companies, as well as major
hubs for UPS, DHL and the
United States Postal Service.
In fact, this region employs
more logistics workers than
any other metropolitan area
in the US, and boasts more
than 100 million square-feet
of distribution space. It is
currently planning one of the
world’s largest Aerotropolis
(aviation-led economic
development areas), which
will stretch up to 25 miles
outside the boundaries of
Memphis International
and will rival national and
international sites such as
Dallas Fort Worth, Changai
(Singapore) and Frankfurt.
What’s more, Memphis is
home to three foreign trade
zones and multiple sub-zones,
and it is recognised as one of
the fastest growing ports of
entry by US Customs, with
more than 30 international
freight forwarders operating
from there.

Memphis is also home to
major operations for more than
120 foreign-owned companies.
The city has a thriving life
sciences cluster. Four of
the leading pharmaceutical
manufacturers – Pfizer,
Schering Plough, Johnson &
Johnson and Glaxo Smithkline
– have significant operations
in the region. And the wider
bioscience industry employs
approximately 40,000 people
across 300 organisations.
That’s not all. Memphis
is a worldwide leader in
orthopaedic and spinal
implants development,
as well as orthopaedic device
manufacturing, with over
6,000 employed in device
manufacturing. Memphis
firms represent the full
life-cycle of orthopaedic
and medical implant
product development, from
research to product design
to clinical development to
manufacturing to distribution.
Major manufacturers include
Medtronic, Sofamor-Danek,
Smith & Nephew Orthopaedics
and Wright Medical. The
commercial eco-system is also
supported by a broad academic
infrastructure, including the
University of Tennessee Health
Science System, which awards
$100M per annum in research
funding and sponsored
programmes.

here are tremendous
business opportunities to
be found in these five cities,
and indeed, other major
metropolitan areas such as
San Antonio, Philadelphia,
Indianapolis, Phoenix and
Denver. As the US emerges
from recession and embarks
on the next wave of economic
growth, there is no doubt that
some of these major population
centres will take their place
among the mega-hubs of New
York, Los Angeles and Chicago
In the meantime, there
are real growth opportunities
worth exploring now, and
before the competition heats
up, let us once again turn to
Mr Twain for the final word,
“I was seldom able to see an
opportunity until it had ceased
to be one”.

Trade Mission to
South-East USA
Enterprise Ireland is leading
a trade mission to the South
East USA, taking in Atlanta,
Charlotte, New Orleans,
from September 19 to 24.
For further information,
email sean.davis@
enterprise-ireland.com,
Tel +1 (212) 5460468.
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Currently enjoying a second mining boom, Australia has
money to spend. And in advance of an Irish trade mission
there this September, Barry Murphy in Enterprise Ireland,
Sydney, surveys the opportunities for software players in
areas as diverse as financial services, telecoms, healthcare
and elearning.

Irish software
set to advance in
Australia fair

I

reland and Australia have long had
historical and cultural links from the First
Fleet, and which continue today, with
the almost obligatory stint in Australia
by today’s Irish backpackers. What often gets
overlooked, however, is the growing business
links between the two countries over the last
number of years. With exports averaging €200m
per year, Australia is the ninth largest export
market in the world for Irish products and
services.
All indicators are that this performance
can continue to grow. As many countries
tentatively emerge from the global recession,
Australia is quietly undergoing its second
mining boom. While there is evidence of, in
the words of one CEO, a “multispeed economy”,
the economic challenges facing Australians are
very different than those in Ireland: managing
the effects of the strong Australian dollar on
exports, a skills shortage (unemployment is
under 5 per cent) and inflationary pressures as
a result of both the boom and the extraordinary
run of natural disasters the country has faced
over the past year.
THE MARKET | JUNE/JULY 2011

Three good reasons The mining
boom means that there have been plenty
of opportunities for Irish companies in
construction, engineering and infrastructure
services – areas that have historically been
strong. However, the growth in exports in
recent years has largely been driven by Irish
software companies, which increasingly see
Australia as an important market in its own
right or as the first component of an Asian
strategy.
Leading lights such as Curam, Daon,
Fexco, Fineos, Monex, Openet, SmartForce and
Trintech have long had successful operations
Down Under, while recent success stories
include AccountsIQ, Barracuda FX, Episensor,
NewBay and Vilicom.
So why is Australia such a good market
for software? While Australia is ranked 54th in
the world by population, it is the fourteenth
largest ICT market in the world and the fifth
largest ICT market in the Asia-Pacific region,
after Japan, China, India and Korea. The 2008 EReadiness Report from the Economist Intelligence
Unit (EIU) benchmarked Australia fourth for

AUSTRALIAN SOFTWARE MARKET

041

JUNE/JULY 2011 | THE MARKET

AUSTRALIAN SOFTWARE MARKET

042
eReadiness globally, and the EIU’s
2008 IT Industry Competitiveness Report
also highlighted the country’s strong
IT intensity, noting Australia had the
ninth highest IT spend per capita.
Driving this spend are three
fundamentals – a very strong and stable
financial services sector, a competitive
and innovative telecommunications
sector and significant government
investment in ICT, including a
projected A$43bn spend on the world’s
largest ICT infrastructure project,
Australia’s federally-funded National
Broadband Network.

“Establishing a
local base will
enable us to
accelerate our
growth plans for
the region, identify
new market
opportunities and
provide on the
ground support
for our client
base.”
Paddy Holahan CEO
NewBay
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moving on to bigger markets. Earlier this year,
Barracuda FX , headquartered in the IFSC,
closed a deal with the Commonwealth Bank of
Australia, which the company views as being a
significant reference project for further sales in
Asia Pacific (see panel).

Telecom operators investing to
generate new income streams
Another key vertical for Irish providers is the
telecommunications sector, where there is hot
competition between the main carriers, with
all investing heavily to upgrade networks, to
support the proliferation of smart devices,
reduce subscriber churn and generate new
income streams as SMS revenues dry up.
The three main carriers, Telstra, Optus and
Banks open their wallets
Vodafone Hutchinson Australia, have engaged
to spend on IT The Australian
banking sector came through the global in a price war over the last year, aiming to win
financial crisis virtually unscathed,
greater market share at lower cost in the shortand, in fact, the four main commercial
term, in order to win more business through
banks increased their dominance in
apps and cloud-based digital services to the
the market as a result of acquisition.
home.
The ‘Big Four’ (Commonwealth, ANZ,
As a result, operators are more receptive
Westpac and National Australia Bank)
than ever to new technologies from overseas
as they are called in Australia, have all been
vendors, often traveling to international events
investing significantly, with analysts estimating such as Mobile World Congress in Barcelona.
that at least two of the big four are spending in
“With traditional revenue streams no
excess of A$1billion each year on ICT. Moreover, longer as lucrative as they once were, operators
according to the Australian Information
are looking to attract new customers and
Industry Association (AIIA), the financial
encourage existing subscribers to remain within
services industry is one of the largest users of
their networks,” says David Lacy, NewBay’s
ICT in Australia, spending A$5bn per annum.
Head of Sales for Asia-Pacific. “Our LifeCache
Driving this spend are projects such as
platform enables operators to offer cloud-based
core banking transformation and an increased
digital lifestyle services that are proven to
emphasis on risk management, compliance and increase ARPU [average revenue per user] and
corporate governance, as a result of continual
reduce churn.”
regulatory reform.
In Australia, the Dublin-headquartered
Beyond this, the major financial
company’s LifeCache social networking
institutions recognise the need to differentiate
gateway is the technology behind the popular
themselves from one another and, are, therefore, Tribe social networking service offered by
investing to communicate more effectively with Australia’s largest operator, Telstra, to provide
customers across multiple channels through
unmetered access to Facebook, Twitter and
improved internet banking solutions. There is
MySpace via a central location on the handset.
also a trend towards the use of context-aware
Aiming to grow its presence in the region,
and social technologies to manage and deepen
this May, NewBay opened business development
relationships with customers, while contactless offices in Sydney as well as in Seoul, South
and mobile payments are on the rise, with many Korea, where LG Electronics is one of its key
retail outlets now offering consumers the ability customers.
to just wave their credit card in close proximity
Commenting, NewBay’s CEO Paddy
to the card reader.
Holahan noted that Asia is the hub for
With all this spending, Australian financial consumer device innovation. “Establishing
institutions have proven to be receptive to
a local base will enable us to accelerate our
new technology from overseas, and, for Irish
growth plans for the region, identify new
vendors, the market represents a possible way
market opportunities and provide on the
of productising or testing applications before
ground support for our client base,” he said.
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“We are now in a stronger position to work
more closely with operators and device makers
in APAC to drive innovation, usability and
adoption of digital content cloud services.”

Kieran Fitzpatrick, CEO, and
Maurice Curran, COO, Barracuda
FX, at the Intertrade All-Ireland
Seedcorn Capital Awards.

The A$43 billion National
Broadband Network project Another
driver of opportunities in the telecoms
sector will come from the Australian Federal
Government’s announcement in 2009 that
it intends to build the National Broadband
Network (NBN), a fibre-to-the-premises (FTTP)
network. NBNCo, an organisation set up by the
government says that the NBN will bring speeds
of up to 1 gigabyte to 93 per cent of Australian
homes and businesses.
While there has been plenty of political
and business debate over merits of the NBN,
along with plenty of technical arguments
over the appropriateness of fibre and wireless
technologies, most ICT commentators agree
that high-speed broadband is critical to
Australia’s business future, and the network has
generally been welcomed by the major carriers.

Driving this spend are
three fundamentals
– a very strong and stable
financial services sector, a
competitive and innovative
telecommunications sector
and significant government
investment in ICT, including
a projected A$43bn spend
on the world’s largest ICT
infrastructure project,
Australia’s federallyfunded National Broadband
Network.

Barracuda FX wins deal with the Commonwealth
Bank of Australia

B

arracuda FX, winner of
Intertrade Ireland’s most
recent all-Ireland seedcorn
competition, recently secured a
deal with Commonwealth Bank
of Australia.
Founded in 2009 by Kieran
Fitzpatrick and Maurice Curran,
the IFSC-based company
provides foreign-exchange
trading and risk management
software solutions to the
world’s largest banks. Its
flagship FX order-management
system has already been
deployed globally by HSBC,
and Barracuda has also
developed a liquidity aggregator
that has strengthened the
breadth of its FX offering.
“Our short-term focus
has been to concentrate on
the Tier 1 and Tier 2 banks,”
said Barracuda FX’s COO
Maurice Curran. “We first
met Commonwealth Bank of
Australia in April last year at an
FX conference in Sydney and,
on foot of that introduction, we

made our initial pitch to them
by video link from Dublin that
month. After a competitive
process, we were named
preferred vendor in September,
and we closed the deal in
February.
“There have been very few
face-to-face meetings. We had
scheduled conference calls
between Sydney and Dublin
twice a week – in the summer,
they took place when it was
8am in Ireland and 5pm in
Australia; in the winter, they
were at 10pm in Dublin and
9am in Sydney.
“Doing business with
Australians is very easy; they
are very like us in the way
they do business, their culture
and their informality. It’s a
much easier market to break
into than anywhere else in
Asia. Our winning a deal with
the Commonwealth Bank of
Australia now gives us a very
important reference customer
for the Asian market generally.”
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Distance education

A

ustralia has long been one
of the word’s leaders in
distance education – it began
its tertiary distance education
initiatives in 1911 when the
University of Queensland,
Brisbane, began offering
extension courses. And of
course, the School of the Air for
children in the Outback, which
continues to this day, attracted
international attention as far
back as the 1960s. So it’s no
surprise that Australians have
long had an appetite for elearning.
In this niche, Australia is
providing a rich vein of business
for the Tralee-based e-learning
specialist PulseLearning.
“Australian first-year revenue
has been greater than first-year
revenue in the UK when we
entered the British market in
2009,” CEO Jim Breen told The
Market.
“We started investigating
the Australian market on the
invitation of EI and, within two
THE MARKET | JUNE/JULY 2011

weeks, we had our first sale
with a large insurance company.
Since then, we have had
phenomenal success, focusing
on selling to hospital groups.”
“In Australia, EI leads
have been responsible for 80
per cent of business. They’ve
made introductions and
hosted events on our behalf.
What is also helping us is that
we are providing bleedingedge learning solutions. For
example, we are providing
mobile-learning solutions to the
Canadian and British armies
for use by soldiers in the field,
and we see opportunities for
working with the Australian
military. Our US track record,
and our success in the UK,
has been very helpful to us in
Australia.”

So where are the opportunities? Most
commentators highlight three key areas
in which exciting new applications will
emerge: health, education (e-learning) and
entertainment.
NBNCo chief Mike Quigley recently told
an Australian parliamentary committee that
video was an overwhelming driver behind
demand for more bandwidth. “I would say
that the world is simply becoming more
video-oriented,” he told the committee, ‘It’s
not just about entertainment; it’s about videoconferencing; it’s about medical-imaging; it’s
about remote education.”
According to Paul Budde, who has acted as
a policy advisor to governments in Australia,
the USA and The Netherlands, there is also
evidence that overseas companies are interested
in using the NBN as a test-bed for new products
and services, which they want to develop for
global markets. Budde advises Irish companies
to look beyond the technologies needed to build
the NBN and instead seek to address emerging
requirements in e-health, e-education and egovernment applications.
The NBN, however significant, is by
no means the only major project where the
state is investing heavily in ICT. The federal
government is spending $467 million over two
years to introduce electronic health records
as part of a national health reform agenda,
and this represents just one aspect of a robust
healthcare ICT market that was worth over
$2.26 billion in 2010, according to analyst firm
IDC.
Australia has, of course, very strong
historical and cultural ties with Ireland, and
it is not uncommon to meet fifth-generation
Australians with names such as O’Reilly,
Sheridan or Foley. The Irish influence in
Australian business life is stronger than ever
with two Irishmen, Paul O’Sullivan (CEO,
Optus Networks) and Philip Cronin (General
Manager of Intel and Chair of the Australian
Information Industry Association) both
holding prominent positions in the ICT
industry. All in all, the timing has never been
better for Irish software companies to consider
Australia.
Enterprise Ireland is leading an Irish
software trade mission to Australia from
September 12 to September 16. For more
information, email laura.hayes@enterpriseireland.com or tel +61 (2) 927 38505 for
further information.
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Get smart
As smartphones
addiction
proliferates,
is your online
strategy
responding?
Adam Maguire
seeks some advice
on making the
most of mobile to
attract and sell to
customers online.
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T

he phenomenal growth of the
smartphone, which is more pocket
computer than phone, has been
impossible to ignore and shows no
sign of slowing. In fact, all statistics and analysis
suggest just the opposite; according to Gartner,
there was a 72 per cent increase in smartphone
sales in 2010 compared to 2009.
Figures for the fourth quarter of 2010 also
show that shipments of smartphones out-paced
PCs for the first time ever, something that is
expected to become the norm very soon.
The new first stop for information
For companies looking to attract and sell to
customers online, this is a critical trend. As
smartphones move to the mainstream, they
are becoming the user’s first port of call when
looking for information; being able to cater
to that demand has become increasingly
important.
“With the smartphone, you’ve got a device
that’s always on and always within reach; if
people cannot access you on that you’ve got to
ask yourself what you are doing,” argues Martin
Casey, managing director of digital agency
Arekibo.
Smartphones have now integrated
themselves into every aspect of peoples’ lives,
he points out, with the devices never being out
of arm’s reach even as they sleep. In order to be
prepared for this, Casey said, companies must
tackle it head-on or risk having their march
stolen by a rival who can.
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“Customers are getting smarter every day,
and I think you need to give the end-user more
credit,” he said. “If they want information
instantly and cannot find it from you, they won’t
wait around.”
Mobile-friendly sites The problem is
that even a well-developed online strategy may
not be designed with mobile in mind. A good
website on a PC, for example, may not look so
well on a small mobile screen. It may also be too
data-heavy for slow connections or may not be
particularly touchscreen-friendly in the way it
is laid out. This is before the various new areas
created by the smartphone, like mobile apps,
come in for consideration.
However, creating a sub-site for mobile is
not a particularly difficult undertaking, and it is
likely to be the first step a company will make
in becoming more mobile-friendly. There is
discipline required, however, as it is more about
what information to exclude than include.
“Not every element of the website needs to
be on a mobile, and customers aren’t going to
want to trawl through pages and pages to find
the nitty-gritty detail,” said Francis Murray,
projects director at online consultancy and
design firm KCO.
Less can be more Indeed, asking what
customers want is a must when developing
an overall mobile strategy, said Murray. For
example, if they visit a site via a mobile they are
unlikely to be conducting heavy-duty research
but rather seeking simple information
quickly. Likewise, if they are looking to
buy something, it is likely to be a lowcost item rather than a new television or
washing machine.
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In many cases, having simple company
information on one page might be enough
to cater to the mobile customer’s demand.
“Companies need to look at what areas of their
website they think customers need to see on a
mobile, like contact details or a basic bio,” said
Murray. “If they want to do a lot of research
about a product, they’re more likely to do that
on their computer, not their phone.”
What is most important, say both Casey
and Murray, is that visitors have a smooth
experience when visiting. In
effect this means the site must
load fast and require as few
clicks as possible - if any at all
- to get them what they need.

where you build something no-one uses,” he
said. “Things need to be justified, and companies
should tread carefully. They need to ask ‘is there a
roadmap?’ ‘Who will manage this?’”
His advice is that companies spend time
looking at all their options and only go down the
app route if there is a real value in doing so.

From location awareness to the
humble SMS Beyond general apps the most
common smartphone feature Murray sees
companies exploiting is its
location-awareness, which is
useful for something as simple
as showing customers where
you are.
“We have an increasing
number of requests to use the
M-commerce Whether
e-commerce is an aspect of this
functions that exist on a handset,
mobile site really depends on the
and the key one has to be Google
company in question, though
Maps,” he said. “They can use it
the same shopping and payment
to pinpoint their destination and
tools available for desktop are
allow users to see it in real time
mobile-compatible too. The trick
and use it as a navigation tool;
is to implement them in a simple
it’s been a huge benefit.”
way so that customers can have
Despite all of these cuttingconfidence when using them.
edge capabilities, some of the
“From an e-commerce point Creating a sub-site
older aspects of the mobile
of view, the approach has to be
should not be written off either.
for mobile is not
different [to desktops] but it’s all
new features that promise
particularly difficult, While
do-able,” said Murray. “While
to turn your phone into a credit
and it’s likely to be a card continue to falter, SMS
it wasn’t the case in the past,
customers are more confident
company’s first step stands out as a simple way for
about making purchases on their
people to make micro-payments.
in becoming more
mobile. You must try to make it
“SMS is still a very
as effortless as possible, but still
accessible
way to deliver a
mobile-friendly.
let them know where they have
service and charge people,” said
been and where they are going at any stage in the
Casey, who pointed to the Parking Tag system
process.”
used for on-street parking in Dublin as an
Bear in mind that smartphone users will
example of it making life easier for users.
likely be used to the slick interface of Apple
and Google’s respective App Stores and so their
The new rules It is a fast moving area,
expectations will be high.
though, so much so that both Casey and Murray
said they have recently had to up-skill to
respond to client demand.
Is an app apt? Of course, because of the
flexibility of the smartphone, a mobile strategy
For other companies also looking to
may go beyond a tailored mobile website. Indeed, respond to the shift, the best starting point is to
there are a number of unique opportunities - and set aside the preconceptions they might have
challenges - created by the breadth of functions
had about online before.
available on modern devices.
“The first thing we would normally say
The aforementioned app market is an
to a client is that the rules from a web point of
attractive market with plenty of buzz around it,
view don’t necessarily apply for mobile,” said
but Martin Casey warns against having a simple
Mr Murray. “You need to look at it from a fresh
‘me too’ attitude.
perspective; it needs to be more straight-to-the“Our job in this whole process is to slow
point, and it needs to give the person what they
things down, after all you don’t want a situation
want instantly.”
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ICT/SOFTWARE

Enterprise Ireland’s Information Centre hosts
Ireland’s most comprehensive collection of
business information and is staffed by specialists
who can aid quick and effective searches. The
team can help clients of Enterprise Ireland find
information on markets, products, companies,
technical standards and management.

Sizing The Cloud :
Understanding and
Quantifying the Future of
Cloud Computing
Forrester
April 2011
Based on Forrester’s previously
published cloud market
taxonomy, this report provides
forecasts and information on
12 distinct market segments of
cloud computing for the 10 years
from 2010 to 2020.

The centre subscribes to a wide range of
databases, including
•	Datamonitor Profiles
• Espicom
• Frost & Sullivan
• Mintel
Here is just a sample of the types of research
and reports to which the centre has access.

Enterprise Ireland clients may obtain market research
information from the Information Centre, free of charge, by a
simple phone call or email. Alternatively, clients can visit the
centre or regional offices, by appointment, to view publications
such as those listed above.
To set up an appointment, contact the Information Desk on
01 727 2324. Please note that access to the material summarised
on this page is covered by copyright restrictions. Reports may not
be loaned or sent out to client companies. Further details about
the Information Centre are available on www.enterpriseireland.
com/information
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The SaaS Market Hits
Mainstream: Adoption
Highlights 2011
Forrester
May 2011
Forrester recently surveyed more
than 1,000 firms across North
America and Europe to better
understand software-as-a-service
(SaaS) adoption and the business
drivers for SaaS usage. It found
that adoption continues to grow
across both horizontal categories
(such as customer relationship
management, human resources,
and email) and industry-specific
categories (such as SaaS for
claims processing or SaaS for
hospital management).
The Future of Home
Automation: Emerging Trends
and Technologies for Smart
Home Energy, Entertainment,
Security and Health
Business Insights
April 2011
This research from Business
Insights finds that the growing
home automation market is
following two tracks. The first
is driven by a consumer desire
for greater function, safety
and comfort within the home.
The second is driven largely by
governments to achieve energypolicy goals.

Mobile Entertainment
Industry Outlook
Business Insights
April 2011
The mobile entertainment
industry is experiencing
explosive growth rates with
the advent of smartphones and
other portable devices such as
tablet computers and eReaders.
This report explores how
mobile games, music, video and
gambling are all set to witness
high growth.
Essential SaaS Overview and
2011 Guide to SaaS Research
Gartner
May 2011
This research provides an
overview of software-as-aservice (SaaS) topics, ranging
from market forecasts and user
surveys to best practices for
contract management and selfassessments for determining
whether SaaS is right for you.
M2M - The Role of Telecoms
Service Providers
Frost & Sullivan
April 2011
Many telecom service providers
have historically offered
machine-2-machine (M2M)
communication services in a
very compartmentalised manner.
In order to enter the market
and position themselves as
credible M2M service providers,
several tier one telecom service
providers have reorganised their
M2M offerings in recent years.
This study investigates the
supply landscape, M2M demand
evolution and the opportunities
for the stakeholders as a result
of telecoms service providers’
renewed push into M2M.
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FOOD, RETAIL AND CONSUMER PRODUCTS
Will Facebook Ever Drive
eCommerce – for eBusiness
& Channel Strategy
Professionals
Forrester
April 2011
In spite of the fact that hundreds
of millions of people around the
world have Facebook accounts,
the ability of the social network
to drive revenue for eCommerce
businesses continues to remain
elusive, according to this
research from Forrester. It finds
that eBusiness professionals in
retail collectively report little
direct or indirect benefit from
Facebook, and social networks
overall trail far behind other
customer acquisition and
retention tactics like paid
search and email in generating a
return on investment. Forrester
concludes that for some
companies and brands, Facebook
promises to support branding
and awareness efforts, but for
most eBusiness companies in
retail, it is unlikely to correlate
directly to near-term sales. A
few pockets of success, however,
have surfaced, and a cottage
industry of vendors who can
support these programmes will
inevitably burgeon.
Hot Trends in Food & Drinks
Innovations
Business Insights
April 2011
This report identifies the major
consumer trends that will be
drivers for innovation over
the next five to ten years and
explores six key strategies to
maximise the effectiveness of
innovations and marketing
activities.

Men’s Fashion Lifestyles - UK
Mintel
April 2011
This research finds that the UK
menswear market appears to be
gradually recovering, with the
sector showing a slight increase
in sales. Much of the growth,
nevertheless, has been driven by
higher average selling prices as a
result of VAT rises and inflation.
Mintel expects to see a slight
recovery as the men’s fashion
sector appears to be the first to
emerge from the recession.
European Consumer Goods
Intelligence: Organic Food &
Drink - Europe
Mintel
April 2011
This series of FMCG market
research reports is written by
industry experts and promises
to offer exclusive insight into
consumer activity and market
trends. It includes five marketspecific reports, investigating the
organic food and drink sectors in
France, Germany, Italy, Spain and
the UK.
App and Social Media
Strategies in Healthy Food &
Beverages: Key Lessons &
Case Studies
New Nutrition Business
March 2011
Social media and apps are
the fastest-moving, biggest
bandwagon in global marketing
and branding – and food and
beverage marketers know
they’ve got to get to grips with
this new technology. But there
are still more questions than
answers about how best to use
social media – and how to avoid
the pitfalls. This 47-page report
outlines seven practical ways to
make social media work for you,
based on real-life examples.

CLEANTECH, LIFE SCIENCE, CONSTRUCTION & INDUSTRIAL
Advanced Transportation
Technologies
BCC Research
January 2011
This report forecasts strong growth
for the intelligent transportation
systems (ITS) device market. The
worldwide market is valued at $24
billion in 2010 and is expected to
increase at a 22.2 per cent CAGR
during the forecast period to reach
a value of $65 billion in 2015.
EU 2020 Targets and Energy
Efficiency Opportunities
- Europe
Datamonitor
April 2011
This series provides an overview
of the overall climate and energy
direction of European countries,
with a focus on emissions targets
within non-emissions trading
scheme (ETS) sectors. Reports
are available for Germany, Spain,
Austria, Netherlands, Finland,
UK, Denmark, Belgium, Italy and
Sweden
Waste & Recycling Market in
the UK
Datamonitor
February 2011
This report includes an analysis of
the UK waste market size (value &
volume, including forecasts), major
players, regulatory landscape,
M&A trends, key technologies and
consumer attitudes.
Western European Insulin
Delivery Devices Market
Frost & Sullivan
April 2011
This report looks at the insulin
delivery devices market in the
UK, Germany, France, Italy,
Spain, Benelux and Scandinavia.
Coverage includes insulin
syringes, insulin pens, insulin
pumps and needle-free injection
jets. It covers total market
analyses, industry challenges,
market drivers and restraints,
market share analysis, competitive
structure, revenue forecasts and
technology trends.

World LED Lighting Markets
Frost & Sullivan
April 2011
This study provides a strategic
assessment of the World LED
lighting market from 2007 to
2017, with a base year of 2010.
It also offers a detailed analysis
of market challenges, drivers &
restraints, competitive landscape,
distribution structure, technology
and price trends, and forecasts for
the world market as well as its
various segmentations, including
by applications and regions.
Healthcare Information
Technology
BCC Research
March 2011
This report explores the US market
for selected clinical healthcare
IT technologies in the context
of the ongoing changes in the
structure of the US healthcare
sector. It identifies the segments
of the clinical healthcare IT with
the greatest growth potential
and analyses key market drivers
and constraints. It also estimates
the size of each market segment
through 2016.
2010 Nanotechnology
Research Review
BCC Research
January 2011
BCC estimates the global market
for nanotechnology products
at about $15.7 billion in 2010,
growing to approximately $26.7
billion by 2015, a compound
annual growth rate (CAGR) of
11.1 per cent from 2010 through
to 2015. This figure includes
well-established commercial
nanomaterials applications, such
as nanoparticle-based sunscreen
products and nanocatalyst thin
films for catalytic converters, as
well as new technologies, such
as nano-thin film solar cells,
nanolithographic tools and
nanoscale electronic memory.
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050 Regulatory Briefing
Trade regulations, information
and negotiations
An update on customs compliance, trade
regulations and negotiations

New consolidated version
of Explanatory Notes to
Combined Nomenclature

T

he European Commission
has published a new
consolidated version of the
Explanatory Notes to the
Combined Nomenclature (CN).
An important aid for interpreting
the scope of the various tariff
headings, the latest version the
Explanatory Notes is available in
the EU Official Journal No C 137
of May 6, 2011.
EC proposes to overhaul
taxation of energy products

T

Information on export duties and regulation is available in the
‘Export’ section of Enterprise Ireland’s website.
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he European Commission
has issued a proposal
to overhaul the taxation of
energy products, which would
favour renewable and other
energy sources emitting less
carbon dioxide. Currently, the
Commission says, the most
polluting energy sources are,
paradoxically, the least taxed,
while biofuels are amongst
the most heavily taxed energy
sources in spite of EU’s
commitment to increase the
share of renewable energy in
transport.
The Energy Taxation Directive
already establishes minimum
rates for the taxation of energy
products used as motor fuels
and heating fuels as well as
electricity. However, according
to the Commission, the Directive
has become outdated and
inconsistent, and taxation based
on volumes of energy products
consumed cannot address the
EU’s energy and climate change
targets.
The revised Energy Taxation
Directive proposes splitting
the minimum tax rate into two
parts: one would be based on the
carbon dioxide emissions of the
energy product and would be
fixed at €20 per tonne of carbon
dioxide. The second would be
based on energy content, i.e. on
the actual energy that a product

generates measured in gigajoules
(GJ).
The minimum tax rate
would be fixed at €9.6/GJ for
motor fuels, and €0.15/GJ for
heating fuels. This would apply
to all fuels used for transport
and heating. However, social
aspects could also be taken into
account, with the option for
Member States to completely
exempt energy consumed for
home heating. The proposal
also provides the opportunity
for Member States to redesign
their tax policies in a way that
promotes jobs and employment.
The proposal will now be
discussed by the European
Parliament and the Council and
is expected to enter into force as
of 2013, with long transitional
periods for the full alignment of
taxation of the energy content,
until 2023, leaving time for
industry to adapt to the new
taxation structure. For more
information: http://ec.europa.eu/
taxation_customs/index_en.htm
“Made In The World”

T

he “Made in the World”
initiative has been launched
by the WTO to support the
exchange of projects, experiences
and practical approaches in
measuring and analysing trade in
value added. See www.wto.org/
english/res_e/statis_e/miwi_e/
miwi_e.htm
EU Directive on Herbal
Remedies now fully in force

A

s of April 30, 2011, full
application must be given
to the provisions of the EU’s
Herbals Directive (THMPD)
2004/24/EC. Chiefly, the
Directive requires that all herbal
remedies intended to be sold
within the EU must be registered
with the relevant national
regulatory authority before this
date.
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FDA issues letter on
information required for US
importers of medical device

T

he US Food and Drug
Administration (FDA) has
published a letter outlining
the kind of information that
importers of medical devices
should provide to allow
the agency to make prompt
admissibility decisions on
products arriving at designated
ports of entry.
In the letter addressed to
industry, the FDA outlines
specific recommendations to
facilitate the import entry review
process. These recommendations
will directly impact on the
ability to import medical devices,
electronic product components,
parts and finished products into
the US. The agency is asking
all companies to ensure that
personnel associated with the
import processes receive and
understand this notification
and that procedures are updated
accordingly.
Transmission of the
necessary information, using
the appropriate Affirmation of
Compliance (AofC) codes and
qualifiers, will help expedite the
admissibility process based on
the FDA’s automated screening
process and prevent the need to
hold the entry for further FDA
review. Without the proper
information, the FDA may
initiate a manual review of
each line of entry, which may
lead to delays in its release to
the importer/consignee. See
www.fda.gov/MedicalDevices/
ResourcesforYou/Industry/
ucm248321.htm

Importer Exporter Code (IEC)
required on non-document
shipments inbound to India

A

ll non-document shipments
(except gifts and samples)
inbound to India and intended
for express/courier clearance
now require an Importer
Exporter Code (IEC) number
from the consignee. Therefore,
shippers should ensure that the
consignee in India has obtained
the IEC number from the Indian
Ministry of Commerce prior to
shipping. In absence of the IEC
certificate, the shipment may be
returned to the origin or customs
may delay clearance subject to a
penalty.
Brazil joins OECD agreement
on mutual acceptance of
chemical safety data

B

razil has joined an OECD
chemical-testing agreement
that allows countries to share
and accept each other’s results.
The OECD system for the Mutual
Acceptance of Data (MAD) in the
Assessment of Chemicals ensures
that the results of non-clinical
safety tests done on chemicals
and chemical products, such
as industrial chemicals and
pesticides, are accepted in all
participating countries. At
present, the system covers all 34
OECD countries as well as India,
South Africa, Singapore and now
Brazil.
At the moment, the scope of
Brazil’s programme is limited
to non-clinical environmental
health and safety data developed
in Brazil on pesticides, biocides
and industrial chemicals.
However, Brazil may add
additional products to be covered
by MAD in the future.

EU wins key WTO case
proving Boeing received
billions in subsidies from the
US

T

he EU was won a key WTO
case proving Boeing received
billions in subsidies from the
US. The recently published
WTO Panel report published
found that billions of dollars in
US Federal and State subsidies
granted to Boeing were illegal
under WTO rules. Most notably,
between 1989 and 2006, the US
Federal and State governments
granted WTO-incompatible
subsidies to Boeing amounting to
at least US$5.3 billion. Moreover,
planned future subsidies were
estimated to be worth between
US$ 3 to US$4 billion.
EU and US agree traderelated ICT principles to be
promoted worldwide

U

nder the framework of the
Transatlantic Economic
Council, the European
Commission and the US
government have agreed on a set
of ten fundamental principles
for trade in ICT services. The US
and Europe will promote these
principles worldwide in order to
support the global development
of ICT networks and services
and allow service providers
to compete for contracts with
local incumbents on an equal
footing. They include concepts
such as transparency, open
networks, flows of cross-border
information, non-discriminatory
use of local infrastructure and
efficient and non-discriminatory
use of spectrum. It is anticipated
that they will support EU and US
efforts to raise the profile of ICT
services in bilateral agreements
as well as in the WTO.

Trade agreement between the
EU and Colombia and Peru

C

hief negotiators of the
European Commission, Peru
and Colombia have initialled
the final texts of a free trade
agreement aimed at opening
up markets on both sides and
increasing the stability and
predictability of the trading
environment. The text will
now be translated into all EU
languages for approval by EU
Member States and the European
Parliament.
Once fully implemented,
the agreement would eliminate
tariffs on all industrial and
fisheries products, increase
market access for agricultural
products, improve access to
public procurement, services
and investment markets, further
reduce technical barriers to
trade and establish common
disciplines in areas such as
intellectual property rights,
transparency and competition.
The proposed deal also
includes an agreement on
protecting human rights
and the rule of law as well as
commitments to effectively
implement international
conventions on labour rights
and environmental protection.
Civil society organisations will
be systematically involved to
monitor the implementation
of these commitments, which
will be subject to an arbitration
system.
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052 Good Reading

By Lucille Redmond
This month’s books look at how the old fashioned arts of storytelling and enchantment can win hearts, minds and – crucially
– fiercely loyal customers. Reviews by Lucille Redmond.

TELL ME
A STORY

“And if your
product enchants
the market, as
Apple’s Macs and
iPhones and iPads
have, you’re in the
money”
IN THE late 1980s, Peace Corps
worker Karen Muller was
digging wells and building
schools in the war-torn
Philippines when villagers
warned her that the New
People’s Army would be calling
at night to interrogate her.
Muller called in the big
guns: coffee and sugar. “When
the NPA arrived, she exclaimed:
‘Thank God you’re here. I’ve
been waiting all day. Please
leave your guns at the door’,”
THE MARKET | JUNE/JULY 2011

writes Guy Kawasaki in
Enchantment.
“Her reaction baffled
the leader of the group, but
he took off his gun and sat
down for a cup of coffee. She
avoided an interrogation or
something worse because,
according to Muller, ‘You can’t
interrogate someone you’re
having coffee with’.” Kawasaki
writes that Muller’s hospitality
transformed the situation from
brute force and intimidation
to conversation and
communication - ‘enchanting’
the NPA soldiers.
Venture capitalist and
former Mac evangelist
Kawasaki says enchantment
like this causes a voluntary
change of mind and heart that
transforms relationships and
situations. And if your product
enchants the market, as Apple’s
Macs and iPhones and iPads
have, you’re in the money.
Kawasaki’s short, targeted
book tells you how and why
to do it: how to be likeable,
trustworthy, prepared, how to
overcome resistance, enchant
your employees and your boss,
and, of course, how to resist the
enchantment of others.
The best thing in the
book isn’t the fairly ho-hum
descriptions of how to enchant,
but the stories at the end of
each chapter, collected by
Kawasaki to illustrate his
points. Like the one about

how shock jock Howard
Stern charmed his way into
a great new job on TV. Or
entrepreneur Matt Maurer
and his falling-in-love with
barefoot running shoes. Maurer
was jogging when he saw a
man with the strangest shoes.
After a conversation with this
evangelist, Maurer managed to
track down the only two pairs
on sale at the time, in an Ohio
shop - and became a barefoot
running shoe evangelist
himself.
Kawasaki has a sad little
story about how Waterford
Glass “released more than 1,000
craftsmen” when it automated
its manufacturing in 1987.
Four years later, Tipperary
man Denis Ryan (of the band
Ryan’s Fancy, and now an
investment banker in Canada)
convinced three of these laidoff employees to move to Nova
Scotia to preserve their craft.
They opened a factory and
showroom in 1996 and called
the company Nova Scotian
Crystal. The showroom on
the ocean front is opened to
the street in warm weather so
people can peer in at the glassmakers at work. “Showroom
educators use a public address
system to explain what’s going
on,” writes Kawasaki According
to Nova Scotian Crystal CEO
Rod McCulloch, the free show
of stylish craftsmanship draws
people in to buy $80 glasses.

053
The lesson, says Kawasaki, is:
‘Show people your magic’.
Enchantment is probably
most useful to staid business
people who know little about
social media, because Kawasaki
devotes a good chunk of his
book to explaining how to
use Twitter, Facebook, blogs,
visuals within lectures, sexy
and easily navigable websites,
and so on. He makes it all seem
so easy.

“Telling
purposeful stories
is the best way to
persuade, motivate
and convince who
you want to do
what you need”
PETER GUBER is a Hollywood
legend: producer of The Color
Purple, Batman, Rain Man,
Midnight Express, Gorillas in the
Mist, The Witches of Eastwick...
In Tell to Win, he offers the
power of storytelling to the
business world, writing: “If you
can’t tell it, you can’t sell it”. He
uses a gallery of voices ranging
from South Africa President
Nelson Mandela to wellbeing

guru Deepak Chopra, the late
entertainer Michael Jackson,
film star Tom Cruise, iconic
fighter Muhammad Ali and
many more to get his message
across.
“Telling purposeful stories
is the best way to persuade,
motivate and convince who
you want to do what you
need,” says one of his subjects,
President Bill Clinton.
But Mandela, you ask?
“Nelson Mandela, the leader of
South Africa’s anti-apartheid
movement, had called me
to ask if I, as CEO of Sony
Entertainment, would host a
75th birthday party for him in
Los Angeles.”
Mandela had been released
just three months before, and
was now at the centre of plans
for a multiracial Government of
National Unity. “There was one
story he told that in particular
made irresistible his call to
action to participate in South
Africa’s future,” writes Guber,
riposting Mandela’s famous tale
of the prison guard who told
him delightedly that he was
about to be released. “He didn’t
understand that the only prison
that takes away a man’s freedom
is one that does not allow that
man to dream,” Mandela’s story
concluded.
Mandela’s authenticity was
so clear, and gave his story such
resonance, says Guber, that
“his telling reached straight to
and through the heart of every
person in his audience. “Later
they’d tell their own story, as I’ve
done many times, of listening to
Nelson Mandela and feeling the
sincerity of his conviction.”
Some of the stories are
fetchingly bizarre. Keen scuba
diver Fidel Castro and the
tooth of the giant prehistoric
shark in Havana Bay. How the

pomegranate emerged from
obscurity to become an antioxidant superhero. Michael
Jackson, the snake and the
terrified white mouse.
Guber takes stories to
pieces to show how they work,
and how they can make a
company’s legend, explaining
how to find your hero and
know your audience; what
fuels emotional transportation;
how to use drama.

“In our fast-paced,
hectic, stressfilled lives, how
can we possibly
make any kind of
logical decisions
about anything?”
BRANDING SPECIALIST James
Hammond has worked with
Yellow Pages, Virgin, Norwich
Union, EMI and British Telecom,
and he is also a qualified
psychotherapist. His Branding
Your Business uses both strings
to his bow. First off, he explains
what a brand is: in some case
it’s a person, like Lady Gaga or
Beckham, in others a product
so well know that it has its own

personality, like Coca-Cola. And
why? “We might think we buy
goods or services based only
upon data and information,
but we’d be wrong,” writes
Hammond. “In our fast-paced,
hectic, stress-filled lives, how
can we possibly make any
kind of logical decisions about
anything?” Instead, the brand is
a major factor in our decision.
“It’s the all-singing, all-dancing
set of emotional characteristics
that prod, cajole and play
with your senses - repeated,
replicated, duplicated and
pushed at you, determined to
carve a niche, find a place, open
a filing cabinet and create a
spot, however tiny it may be, in
the part of our neural network
we’ve come to know as longterm memory.”
Hammond gives the
low-down on how famous
companies have branded
themselves - like Singapore
Airlines, which commissioned
Stefan Floridian Waters, an
own-brand scent that is worn by
cabin staff and sprayed on warm
face towels for passengers.
This is an entertaining
technical manual, discussing
branding techniques that most
small companies would never
have considered. Did you ever
think of using scratch-and-sniff
ads to sell your product? A
catchy jingle? A characteristic
jar or bottle for your food or
drink?
A colour scheme that’s the
same across everything from
vans to stationery, website and
advertising? A uniform look
- without an actual uniform - for
your staff?
Fascinating, challenging and
informative, this is a book for all
CEOs with ambition to express
their company’s identity for
their customers.

Enchantment by Guy Kawasaki, published by Portfolio Penguin | Tell to Win by Peter Guber, published by Profile Books
Branding Your Business by James Hammond (revised edition), published by Kogan Page
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A new
concept in
private air
travel

Ryanair restarts summer
service and trials
reserved seating

R

yanair is restarting its
summer service this June,
re-launching flights from
Dublin to Marseille (MP2) and
Venice (M.Polo) and from Cork
to Alicante; Barcelona (Reus);
Bordeaux; Carcassonne; La
Rochelle and Milan (Bergamo).
Separately, the airline is
currently trialling a reservedseating service on its DublinMalaga and Dublin-Gatwick
routes. The pre-booked service
costs €10 (each way), including
priority boarding, and allows
passengers to pre-reserve seats in
the front two rows, for a prompt
exit on arrival, or in over wing
rows (16 & 17), which provide
greater legroom. Ryanair will
continue to offer its priority
boarding service for €4, allowing
priority along with reserved
seating passengers to board the
aircraft first.

The pre-booked
service costs
€10 (each way),
including priority
boarding...

S

US Airways now flying
non-stop from Dublin to
Charlotte, N.C., hub

T

his May, US Airways launched a new, daily, seasonal summer
service between Dublin and its hub at Charlotte Douglas
International Airport. The airline already operates a daily nonstop service between Dublin and Philadelphia, US Airways’
international gateway.
The non-stop flights to Charlotte Douglas International Airport
will initially operate through to September 30, with the hope that
if the service is successful, it will be extended on a year-round
basis. The service is being operated with Boeing B757-200 ETOPS
aircraft with seating for 12 in Envoy and 164 in the main cabin.
Flights leave Dublin at 9:15 am, arriving in Charlotte at 12:40 pm,
and return flights depart Charlotte at 6:20 pm, landing in Dublin
at 6:50 am the next morning.
Located in the south-eastern United States, Charlotte is a
gateway to the US and beyond with more than 630 daily flights to
135 non-stop destinations, including Orlando, Miami, Los Angeles,
Las Vegas, Mexico and the Caribbean. The airport handles more
than 34 million passengers a year, with about 90 per cent of the
traffic there operated by US Airways. See www.usairways.com

ocial Flights is a new
business in the US that aims
to use the power of social media
to bring private plane hire to the
masses. The concept is simple: a
member of Social Flights posts
an itinerary they’d like to take,
and if enough other people want
to travel to the same place at the
same time, a plane gets booked,
with each flyer paying the cost of
their seat. The Social Flights site
provides real-time information
about the availability of
thousands of luxury aircraft from
top-tier charter operators across
North America.
The company soft-launched
at the end of February and so far
has arranged about 12 flights.
According to Fast Company (May
17), among the first users were
90 Mississippi State football fans
who flew in three planes from
Jackson, MS, to Jacksonville, FL,
for a ball game, saving about $150
to $200 per person compared
with flying commercial – and
saving time by flying direct.
Social Flights also believes that
it could save business travellers,
travelling for example to the
same conference or trade fair,
both time and money. Will it
work? And could it take off in
Europe?

Air Canada launches direct flights
from Dublin to Toronto

A

ir Canada is to re-launch its direct Dublin-to-Toronto route
on June 10, with onward flights to over 55 cities, including
Vancouver, Calgary and Halifax. Air Canada also offers an all-yearround daily service to Toronto via Heathrow.
The re-launched Dublin-Toronto service will operate five times per
week, increasing to a daily service from July 4. Flights leave Dublin
at 09:55, arriving in Toronto at 12:15. The new flight will also offer
greater flexibility for shipper and freight forwarders, as Air Canada
says it will operate “cargo friendly” Boeing 767 on the route, with a
cargo payload of 14,000 kg.
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055
CITY GUIDE

Bechtler Museum of Modern Art

CHARLOTTE,
NORTH CAROLINA
By Tony Clayton-Lea
Because of Charlotte’s refusal during the American
Revolution to accept British rule, you’ll see quite a
few items/areas of interest called ‘Independence’
and ‘Freedom’. The city later gained notoriety of
sorts in the first half of the 1800s when it was the
location of a gold rush; California usurped the city
in that area, but today (as if maintaining its innate
independence?) Charlotte is the second-largest
banking centre in America. While the city is clearly
well disposed towards enjoyment, it has business
close to its heart, too – it is the HQ for the Fortune
500 companies Bank of America (whose striking
tower dominates the skyline) and Duke Energy, as
well as being HQ for the East Coast operations for
Wells Fargo. It’s tourism slogan is ‘Charlotte’s Got
a Lot’ and you can now get there with direct flights
from Dublin with US Airways (initially trialling May
to September).

FROM THE AIRPORT
TO THE CITY:
Taxis from Charlotte Douglas
International Airport operate
from 6.45am-12.15am, and the
cost from the airport curb side
service (on the Baggage Claim
level) to Charlotte city centre
for up to two passengers is $20
(with a $1 gas surcharge). Car
rental services (on the Baggage
Claim level) are available from
all the name providers.

Dinner: For a fine dining
deal clincher in Charlotte
look no further than
McNinch House, a Victorianera eatery that delivers a
smartly choreographed
seven-course dinner that has
seen the restaurant voted
top of the list by many food
guides. Reservations are
strongly recommended.
511 N Church Street; www.
mcninchhouserestaurant.com

SLEEP:
1st Choice: The Westin
Charlotte, 601 South College
Street, is located in the uptown
of the city’s financial district,
and for business purposes has
all bases covered. Room from
$120, but rates vary due to the
inordinate amount of packages
and incentives offered.
www.starwoodhotels.com

THREE THINGS TO DO IF
YOU HAVE A FEW HOURS
TO SPARE:
Museum: You won’t get lost
in the Bechtler Museum of
Modern Art, which is intimate
in scale and therefore quite
accessible. The museum’s
collection of modern art
reflects most of the important
art movements and schools of
the period. 420 South Tryon
Street; www.bechtler.org

2nd Choice: The Hilton
Charlotte City Centre, 222
East 3rd Street, is right in the
heart of Uptown Charlotte,
and is directly across from the
Convention Centre. Room
from $80, but, similar to the
Westin, rates vary due to the
large amount of packages
and incentives offered. www.
CharlotteCenterCity.Hilton.com
EAT:
Lunch: Enso Asian Bistro &
Sushi Bar is a dynamic, upscale
establishment that spins a
creative swirl around the food
on offer. Expect lush décor
and a sophisticated, sleek
atmosphere with classic Asian
accents, similar in tone to Nobu
in New York. 210 East Trade
Street; www.ensocharlotte.com

Relaxing: Indulge your inner
racing driver by popping into
the NASCAR® Hall of Fame
for an hour or two. Just make
sure you put a reminder on
your phone about your next
meeting, however, otherwise
you’ll spend hours here! 400
E. Martin Luther King Jr. Blvd.
www.nascarhall.com
Shopping: Charlotte is the
largest and most accessible
city between Washington
DC and Atlanta, and as such
offers an impressive range of
high-end boutiques, some of
the best designer labels this
side of Manhattan, and other
localised stores and brand
names.

While the city is clearly well
disposed towards enjoyment, it has
business close to its heart, too.
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WHEN
IN....
THE USA
With a population
of over 300 million
people, spanning six
different time zones
and with over 1,700
practising religions,
the US’s 50 states
don’t always have a
united culture. A little
research can go a long
way, and it’s always
a good idea to review
the general profile of a
state before visiting.

Smart or casual? East coasters are
typically viewed as being more conservative
and formal in their dress and protocol than
west coasters. That is not to say that a west
coast meeting is less significant; simply that the
climate and lifestyle are more relaxed and thus
reflected in the pace and informality of business
dealings.
As a general rule, dress appropriately
for the occasion and the environment. Most
large US corporations require business attire,
especially at the executive level. For a first
meeting, you cannot go wrong if you dress
conservatively. Afterwards, you may want
to follow the example of your American
counterparts.
Meeting and greeting Always introduce
the higher-status person first or in cases where
all are at the same level, it is a good idea to say
the name of the person you know the least – this
brings that person into the conversation and
puts him/her more at ease.
Speak slowly and clearly both in person and
on the phone, allowing your client to become
familiar with your particular tone and pitch.
Call ahead when you are going to be late. In
many US cities, traffic can cause considerable
delays so make sure to factor in enough travel
time.
Following a business meeting, get a courtesy
email out to your prospect; thank them for
their time and include a brief summary of items
discussed and action points.
Communicating written communication: In
the U.S., people write the date with the month
first, then the day, then the year, i.e. June 25th,
2011 is written as 6/25/11.
Emails: Always include your electronic
signature containing first and last name; title;
company and contact
information. It is
not acceptable to
use uppercase
when emailing;
it is considered
shouting. Respond
in a timely
manner - it is
standard practice
in the US to
reply to an
email within
24 hours.

Voicemails: You should repeat your phone
number at the end of the voicemail, including
international codes when necessary.
Keep assistants informed: It is frustrating for
a potential customer trying to contact you if
the person they are talking to cannot provide
information on your schedule or availability.
Eating The earliest bird: Breakfast meetings
are very common in the US, usually running any
time between 7am to 10am.
Punctuality: If you are very late, begin your
order with whatever course is being served.
Alcohol: Follow the lead of your host and don’t
exceed your personal limits.
Afterwards: Always send a thank-you note. If
the person has helped you save or make money,
then a gift may be more appropriate. However,
in some industries, especially in the financial
and medical fields, gift giving is discouraged
or limited. If you do give a gift, it should not
appear to be a bribe - an invitation for a meal or a
modest gift is usually acceptable.
Host with the most: Speaking events at
business dinners are very popular in the US,
and having an industry expert or key opinion
leader speak on behalf of your company is a very
effective way to get a group of key contacts and
potential customers in the one room. Invite your
guests to email questions and provide these to
the speaker prior to the event. Do not begin the
programme until coffee is served.
Networking: Don’t be a wallflower:
Networking is a vital element of business
building in the US. When at business functions,
introduce yourself to groups of people, and,
when possible, sit at a different table from your
colleagues.
Don’t gossip: Remember the three degrees of
separation, and be careful not to share rumourmill information as an attempt to fill silences;
instead discuss local sports or events. It’s always
good to know what sport or team is popular in
different cities.
Move it along: Don’t overstay your welcome
in any conversation; respectfully conclude
a conversation by expressing gratitude and
arranging to follow up as necessary.

Enterprise Ireland International Network
Head Office
REGION/OFFICE

TELEPHONE

Dublin

+(353) 1 727 2000

FACSIMILE

ADDRESS

–

The Plaza, Eastpoint Business Park, Dublin 3, Ireland

Northern Europe
Amsterdam
+(31 20) 676 3141
+(31 20) 671 6895
Brussels
+(32 2) 673 9866
+(32 2) 672 1066
			
Glasgow
+(44 141) 332 3015
+(44 141) 332 0254
London
+(44 20) 7438 8700
+(44 20) 7438 8749
Paris
+(33 1) 5343 1200
+(33 1) 4742 8476
Stockholm
+(46 8) 459 21 60
+(46 8) 661 75 95

World Trade Center, Strawinskylaan 1351, 1077 XX Amsterdam, Netherlands
Park View, Chausse d’Etterbeek, 180 Etterbeeksesteenweg, Bruxelles 1040,
Brussel, Belgium
10 Claremont Terrace, Glasgow G3 7XR, Scotland
2nd Floor, Shaftesbury House, 151 Shaftesbury Avenue, London WC2H 8AL, England
33 rue de Miromesnil, 75008 Paris, France
Box 5737, Sibyllegatan 49, 114 87 Stockholm, Sweden

Germany, Central and Eastern Europe and the Balkans
Budapest
Düsseldorf
Moscow
Prague
Warsaw

+(36 1) 301 4950
+(49 211) 470 590
+(7495) 937 5943
+(420) 257 199 621
+(48 22) 583 1200

+(36 1) 301 4955
+(49 211) 470 5932
+(7495) 680 5362
+(420) 257 532 224
+(48 22) 646 5015

Bank Centre, Szabadság tér 7, Budapest 1054, Hungary
Rolandstrasse 44, 40476 Düsseldorf, Germany
c/o Commercial Section, Embassy of Ireland, Grokholski Pereulok 5, Moscow, Russia
Trziste 13, 118 00 Prague 1, Czech Republic
Ulica Mysia 5, 00-496 Warsaw, Poland

Southern Europe, Middle East and Africa
Dubai
Madrid
Milan
Riyadh

+(971 4) 329 8384
+(34 91) 436 4086
+(39 02) 8800991
+(966 1) 488 1383

+(971 4) 329 8372
+(34 91) 435 6603
+(39 02) 8690243
+(966 1) 488 1094

4th Floor, Number One Sheikh Zayed Road, PO Box 115425 Dubai, United Arab Emirates
Casa de Irlanda, Paseo de la Castellana 46 – 3, 28046 Madrid, Spain
Via S. Maria Segreta 6, 20123 Milan, Italy
c/o Embassy of Ireland, PO Box 94349, Riyadh 11693, Saudi Arabia

+(1 617) 292 3001
+52 55 52509311
+(1 212) 371 3600
+(55 11) 28474518
+(650) 294 4081
+(1 416) 934 5033

+(1 617) 292 3002
–
+(1 212) 371 6398
+(55 11) 2847 4550
–
+(1 416) 928 6681

50 Milk Street, 20th Floor, Boston, MA 02109, USA
Mariano Escobedo 752, 12th Floor, Col. Neuva Anzures, Mexico DF CP 11590
Ireland House, 345 Park Avenue, 17th Floor, New York, NY 10154-0037, USA
Avenida Paulista, 2300 - andar Pilotis, Cerqueira Cesar, Sao Paulo, 01310-300, Brazil
800W, El Camino Real, Suite 420, Mountain View, CA 94040, USA
2 Bloor Street W, Suite 1501, Toronto, Ontario, M4W 3E2, Canada

The Americas
Boston
Mexico City
New York
Sao Paulo
Silicon Valley
Toronto

Asia-Pacific
Beijing
+(86 10) 8448 8080
+(86 10) 8448 4282
Commercial Section, Embassy of Ireland, C612A Office Building, Beijing Lufthansa Ctr.,
			No. 50 Liangmaqiao Road, Chaoyang District, Beijing 100125, China
Guangzhou
+(86 20) 8666 2450
+(86 20) 8666 2171
Room 501, Commercial Tower of China Hotel, Liuhua Road, Guangzhou, 510015, China
Hong Kong
+(852) 2845 1118
+(852) 2845 9240
2107 Tower 2 Lippo Center Admiralty, Hong Kong
Kuala Lumpur
+(60 3) 2164 0616
+(60 3) 2164 0619
Ireland House, 5th Floor South Block, The Amp Walk, 218 Jalan Ampang,
+(60 3) 2164 0618		
50450 Kuala Lumpur, Malaysia
New Delhi
+(91 11) 424 03 178
+(91 11) 424 03 177
Commercial Section, Embassy of Ireland, 230 Jor Bagh, New Delhi 110 003, India
Seoul
+(82 2) 755 4767 8
+(82 2) 757 3969
Ireland House, 13th Floor Leema B/D, 146-1 Susong-Dong,
			
Jongro-Ku, Seoul 110-755, Korea
Shanghai
+(86 21) 6279 7088
+(86 21) 6279 7066
Commercial Section, Consulate General of Ireland, Suite 700A,
			
Shanghai Centre, 1376 Najing Road West, Shanghai 200040, China
Singapore
+(65) 6733 2180
+(65) 6733 0291
Ireland House, 541 Orchard Road #08-00, Liat Towers, Singapore 238881
Sydney
+(61 2) 927 38505
+(61 2) 926 49589
Level 26, 1 Market Street, Sydney 2000, NSW, Australia
Tokyo
+(81 3) 3263 0611
+(81 3) 3263 0614
Ireland House, 2-10-7 Kojimachi, Chiyoda-ku, Tokyo, 102-0083, Japan

Market Development Telephone +(353) 1 727 2000
Albania
Bosnia Herzgovina
Greece
Cyprus

Egypt
Estonia
Lithuania
Israel

Latvia
Lebanon
Serbia
Macedonia

For any other markets not mentioned, contact Market Development Dublin.
For further contact information, visit www.enterprise-ireland.com/contact

Malta
Mexico
Montenegro
Syria

www.the-market.ie

