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‘Marketing and Business Development in 
the U.S.’ is part of Enterprise Ireland’s AskUS
campaign that aims to provide a framework
for Irish industry to focus successfully on the
U.S. market.

is an information suite broken
out into a series of easy to read Guides that
address the key areas you need to consider
when doing business in the world’s most
powerful market. Each individual guide has
been written by professionals in their field
who have provided advice and insight on the
most crucial elements you need to keep in
mind to create a compliant, effective and 
successful presence in the U.S.. In addition 
to this Guide, there are five other guides in
the series that cover: 

• Establishing Your Business

• Tax and Finance

• Immigration

• People, Patents and Partners

• Public Relations

To learn more about the U.S. and to build your
business in this land of opportunity, consider
Enterprise Ireland as your strategic partner.
With a network of 33 offices worldwide
including five in the U.S., Enterprise Ireland is
serious about global business.  

Regardless of your industry background, stage
of development or market focus we have 
qualified people on hand to help you. Call us
now and speak to us about your ambitions.
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stablishing a business in the United States, regardless of your field, is a difficult and  

daunting task. Regardless of experience or qualification, just about everything is different 

in terms of doing business in America.The business world reflects the social climate in the U.S.

in that it can be quite insular and very conservative. For any business the early decisions are 

critical to success and for any Irish company arriving in the U.S. those early decisions can be

made so much easier by seeking out Enterprise Ireland and allowing the Enterprise Ireland team

assist with integration.

Enterprise Ireland offer a host of services to a new business, from office facilities to market data 

to customer introductions and marketing support.The support offered through Enterprise Ireland

allows a new company arriving in America the ability to almost immediately engage the market

and the customer. Anam has benefited from the support of Enterprise Ireland since it’s inception 

as a business in Boston in late 2003.The logistical support umbrella and facilities offered by

Enterprise Ireland have allowed Anam to focus solely on building their business and not having 

to be worried or concerned about the day to day administration needs of the business.

Two years down the road and Anam are still benefiting from the services of Enterprise Ireland

through the ongoing market programs, trade events and conferences, key introductions to strategic 

customers and the overall image that is portrayed of the quality of Irish companies and their products.”

Phil O’Neill,Vice President Commercial, Anam

“E 

Enterprise Ireland
345 Park Avenue, 17th Floor, New York, NY 10154 • Tel: 212-371-3600 • Fax: 212-371-6398

www.enterprise-ireland.com



INTRODUCTION

Success in export markets is crucial to the long-term
growth of Irish business and the Irish economy. Support
for companies who are focused on rapid growth is a 
corporate priority for Enterprise Ireland. Through its 
networks of 33 offices worldwide, Enterprise Ireland
works in partnership with Irish industry to develop its
business internationally. 

The U.S. market is both a challenging and hugely reward-
ing market for Irish companies. Those committed to
building their presence and investing in the market are
reaping strong returns. Successful Irish exporters vouch
for an approach involving persistence, patience, adequate
financial resources and dedicated management as 
important factors in their success. With a land mass 
130 times the size of Ireland and a population a multiple
of 73, it is a country where focus is key. 

This                      marketing guide, alongside the five
others in the series, can help you to build market share in
the U.S. in a focused and successful way. However, given
the level of detail inherent in each topic, readers are
advised to seek further information and to discuss their
business needs with their Enterprise Ireland Marketing
Advisor in the U.S.. 

HOW ENTERPRISE IRELAND CAN SUPPORT
YOU IN THE U.S. MARKET: 

Enterprise Ireland Americas has five offices in the 
United States. Head office is located in New York City
with additional offices in Boston, Washington, D.C.,
Silicon Valley and Los Angeles. We can help you build
your business in this key global market and support you
with the following: 

Market Intelligence/Opportunity

• Validate Market opportunities through desk-based
research and in-market itinerary development.

• Assist with market positioning in advance of 
market entry.

• Conduct competitor analysis studies.

• Proactively deliver market intelligence on key areas 
of opportunity.

• Identify and assess distribution channels.

• Provide customized in-market itineraries.

• Provide access to external market expertise.

• Undertake post market visit assessment and follow up.

Enterprise Ireland is subscribed to a large number of
databases and research houses that provide key up to
date information on the majority of market sectors. If 
the information is not available through these sources,
Enterprise Ireland can prepare an individualized report 
on your particular market sector.

Enterprise Ireland can work with you to identify target
customers and identify and assess distribution channels.
This type of work is carried out on a one-to-one basis 
and is specific to your company.

“Enterprise Ireland has played an active role in
increasing our sales in the U.S. market. The U.S. teams
have taken on the challenge of assisting Creganna to
generate new sales leads with enthusiasm and great
creativity. They have delivered tangible results for
Creganna by generating valuable opportunities and
impacting where it counts - the bottom line.”

– Maura Leahy, Marketing Executive, Creganna

Establishing your presence in the U.S.

The importance of having a presence in the U.S. has been
proven time and again by hundreds of Irish companies. 
A local presence is seen by overseas buyers as a real 
commitment to their market. It dramatically reduces 
their reluctance to do business with an overseas company
and increases your company’s credibility. 

(a) Incubation Centers:

For many years, Enterprise Ireland has been working with
Irish companies, helping them to establish themselves in 
the U.S. marketplace through its four incubation centers.
These centers provide clients with a fast, cost effective and
hassle free way of developing an in-market presence. All
offices are leased on a short term basis and are available 
to Enterprise Ireland clients on a first-come-first served
basis. The centers are based in Enterprise Ireland’s own
offices in New York, Boston, Silicon Valley and Los Angeles.*

Advantages of utilizing an Enterprise Ireland 
incubation center:

• Proximity to Enterprise Ireland’s offices where valuable
hands-on support and advice is available in setting up
your new U.S. office. 

• A low cost way for you to secure office space as 
competitive rents have been negotiated for the unit
and can be passed on to you. This will save you not
only money but also a lot of time.

• The flexibility of working short term from the incuba-
tion center while looking for a longer term solution.
This helps you avoid entering into a long term lease
during the first few months when location and resource
issues have not been determined.

• The networking benefit of working amongst other 
Irish companies in a similar situation. This is particularly
important for staff that has been relocated from Ireland
and have few social and business contacts.

(b) Introductions to third party advisors on legal, tax,
public relations, immigration, intellectual property
and recruitment issues. 

Each Enterprise Ireland office in the U.S. has a compre-
hensive list of service providers which is available to Irish
companies. Speak to your U.S. Marketing Advisor for 
further details. 

Growing your business in the U.S.

The following is a list of areas within which 
Enterprise Ireland Americas can help you grow 
your business in the U.S.:

a) Assistance in growing and developing additional 
sales in the market through business development 
outreach programs. 

b) Assistance in developing and managing sales channels.

4 *A breakdown of the services available at each location is contained in the main folder of the AskUS information suite.
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c) Support in recruiting in the U.S.

d) Introductions to Corporate and Venture Capital funding.

e) Support with Marketing Communications and 
Public Relations.

f) Strengthening the management capability through 
connections with appropriate Mentors/Advisors.

g) Lead Generation. 

h) Participation in group events such as Trade Missions,
Conferences, Trade Fairs and corporate hospitality.

i) Ministerial Visits.

j) Inward Buyer Visits.

Public Relations: 

As you prepare to enter the U.S. market, it is critical 
to develop awareness and establish credibility as well 
as demand for your brand, products and services. A 
powerful public relations program is an important driver
of this awareness and credibility because of its power 
to positively develop brand loyalty, perceived quality and
other associations that differentiate your organization,
especially in a highly cluttered and competitive market
such as the U.S.. For further information, please refer to
the AskUS guide ‘The Power of Public
Relations: Developing awareness and
establishing credibility for your business
in the U.S.’.

“SteelTrace, supported by Enterprise
Ireland, developed a three month
programme with Financial Dynamics
in New York, to raise the profile 
of the company with two very 
specific target groups – the analyst
community and CIOs/Senior Program
Managers. The intensity of the 
focus to this program, architected 
by Enterprise Ireland, produced 
outstanding results; we got excellent
traction from key analysts from
Gartner and IDC resulting in publication commit-
ments. In addition, we have closed three contracts 
in recent weeks with customers who took references
on us from Gartner. In each case we were told that
the Gartner reference was key to closure. On the 
PR side, we got the cover story in CIO magazine on
November 15th, where one of our customers had the
opportunity to tell the story of his success, a great
result for a young Irish company and made possible
by this program.”

– Bernie Cullinan, Steeltrace.com

International Mentors:

Enterprise Ireland has been active in the U.S. market for
over 30 years and over this time has built up an excellent
network of individuals who are available to work with
Irish client companies on developing their business in 
the U.S.. International mentors are individuals who work
with your company on a one to one basis. The role of 
the Mentor is to listen and advise, to suggest options 
and help you to prioritize opportunities. The Mentor gives
you a fresh and objective perspective that is backed by
significant international experience – while you remain in
the driving seat throughout.

Depending on your individual requirements, Mentors 
can advise you on all key areas of company development,
including:

• More targeted sales and marketing. 

• Expansion into new export markets.

• Improved production and logistics.

• Strategic business planning.

• Staff development and team building.

• Better management and financial systems.

• Attracting outside investment.

• Management succession.

Business Accelerators:

The In-Market Business Acceleration Programme aims 
to connect individual Irish client companies with an 
in-market Business Accelerator, which is an industry
expert within a specific sectoral and geographical market,
with the experience, knowledge and contacts to support
the company’s expansion and development into a key
export market. These Business Accelerators, who will be
chosen on the basis of their extensive industry experience

and track record of success, may range
from the following:

• Senior executives from in-market
technology and services, manufactur-
ing or distribution companies.

• Irish executives who have succeeded
in an overseas market. 

• Senior local buyers, influencers or
industry specialists.

• Executives from headquarters of
multinational companies with plants
in Ireland.

• Early or recently retired senior 
executives with appropriate 
commercial experience and contacts.

Lead Generation:

Enterprise Ireland can work with your company to 
execute a lead generation campaign, which can result 
in prospects for your company.

A typical lead generation campaign looks like this:

• The lead generator learns about the company and 
their objectives.

• A profile of preferred customers is gathered including
market segment, company size, location, target person.

• Raw data is gathered on companies that match 
this profile.

• The results are evaluated and matched to the 
clients’ specifications.

• A list of targeted companies is developed.

• The right person to target is found.

• The lead is followed up on to assess level of interest.
The company may express current interest, no interest
or future interest. 

• This feedback is then shared to determine the next
steps to market directly to these qualified companies.

Enterprise Ireland 
can work with 
your company 

to execute a lead 
generation campaign,

which can result 
in prospects 

for your company.
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Enterprise Ireland supports lead generation activity for its
clients, covering all of the steps described above. Clients
contribute up to 50% of the cost of undertaking this
work. For more information on lead generation projects,
please contact your marketing advisor in the U.S..

Ministerial Events

Throughout the year Enterprise Ireland organizes a 
number of initiatives which are led by government 
representatives. These can include trade missions, trade
shows, buyer lunches, press conferences etc. These are
excellent opportunities for your company to be highly
profiled in the U.S. market. Please contact your Marketing
Advisor for details of upcoming events.

Inward Buyer Visits

Enterprise Ireland regularly organizes visits to Ireland 
for U.S. buyers. This is an opportunity for you to bring an
existing or potential client to Ireland to strengthen the
relationship. If you have a key contact that you would 
like to visit Ireland, please contact us to discuss upcoming
buyer visits from the U.S. to Ireland.

THE CULTURE OF DOING BUSINESS 
IN THE UNITED STATES

The business culture in the U.S. is open and innovative,
and requires an equally open and 
culturally sensitive sales approach. 
Many U.S. business people have a
direct, informal, optimistic, vocal and
sometimes even confrontational style.
Do not be put off by this or by their
many questions. This is typical due 
diligence on your company, product 
or service.

This being said, many Irish companies
have found prospecting in the U.S. to 
be easier than in other markets, as 
U.S. business people are generally more
receptive to new ideas, products and
services. U.S. companies are prepared 
to listen in order to make an informed
decision as to whether or not a product
or service is of interest to them.

Your prospective clients will be self-
assured with a high level of confidence. They are quick 
to voice opinion. It is advisable to aim to quickly find 
the core issues they need addressed and to identify a
basis for future discussion. Business tends to be formal
and structured when you are selling into more estab-
lished financial services and manufacturing market 
sectors, especially on the East Coast. The approach to
business on the West Coast tends to be more relaxed 
and informal. 

The U.S. comprises multiple ethnicities, religious back-
grounds and origins – it is, without doubt the proverbial
“melting pot,” so be aware of these differences when 
in conversation, either on a business or social level. 
This diversity has practical implications such as meeting
people whose names are difficult to pronounce, so 
listen carefully and do not hesitate to ask for clarification.
People’s religious affiliations can have a bearing on their
lifestyle, for example the food and beverages they may

consume, specific times they must worship or places
where they are forbidden to go, therefore it is important
to be aware of this.

Following are some Key Observations regarding
Cultural Factors in the U.S.:

Greeting people:

• Offer a firm handshake, lasting 3-5 seconds, upon
greeting and leaving. Maintain good eye contact during
your handshake. If you are meeting several people at
once, maintain eye contact with the person you are
shaking hands with, until you are moving on the 
next person.

• Introductions include one’s title if appropriate, or 
Mr., Mrs., or Ms., and the full name.

• Business cards are exchanged frequently, and usually
immediately upon meeting someone, so they are a
necessity, not an afterthought, when doing business 
in the U.S..

Punctuality:

• The rule in the U.S. is simple. ‘BE ON TIME!’
Unlike Ireland where it is the accepted norm to arrive
late for scheduled meetings, punctuality in the United
States is of paramount importance, so you cannot 
operate on “Irish Time” here. If a meeting is scheduled

in advance, it is common practice 
to call and confirm a day or two
beforehand. On the day of the meeting,
allow yourself plenty of time to arrive 
at the agreed time and if unforeseen
circumstances should occur, make sure
you call ahead and advise. 

Dress Code:

• Business attire is formal on the East
coast and tends to be smart casual 
on the West coast. Local Californians
appear remarkably informal in their
business dress and manner, even to
other Americans. 

• In all major cities, formal business
attire is most appropriate. In the
world of high finance and law the
crisp business suit and briefcase is still
the norm for both men and women. 

• Casual clothing is appropriate when not attending a
work related meeting/dinner. Men may generally wear
jeans or khaki pants with a shirt for casual attire.
Women may wear comfortably fitting slacks with a
casual shirt. Wearing jeans or shorts, even in a casual
setting, may be inappropriate for the city. It is better 
to err on the conservative side if you are not sure.

A good rule of thumb is to dress formally until you
better know your client.

Business Hours:

• Business hours fall between 8 am – 6 pm, but the
American work ethic sees that most professionals 
work longer hours and a lot of overtime. 

Arranging and conducting meetings:

• Business meetings occur in almost any context so be
prepared to talk business in a variety of situations. 

Many U.S. business people
have a direct, informal,

optimistic, vocal 
and sometimes even 
confrontational style.
Do not be put off 

by this or by 
their many questions.
This is typical due 

diligence on your company,
product or service.
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• The formalities of meetings such as agendas and 
non-disclosure agreements are considered important.

• IMMEDIATE follow-up is expected and failure to 
follow through on a commitment is likely to affect 
subsequent actions.

• Generally speaking, when negotiating a deal: 

– If discussions progress well, U.S. companies typically
introduce legalities at an earlier stage than their 
Irish counterparts.

– Pricing is discussed early and in detail, so be 
prepared to negotiate on pricing earlier than you
might typically expect.

– Don’t waste time negotiating if you are not seriously
considering doing business with a particular individ-
ual/company. Saying ‘no’ up front in this context is
not considered rude. 

• Power breakfasts for brainstorming
are a common practice, as are 
‘power lunches’ ordered into company
premises from designer caterers or
speciality restaurants. (Note: People
on the West coast are particularly
health conscious, so if making a 
private visit, alcohol or sweets might
not be appropriate and flowers are
the best bet. Visitors should not even
think of smoking).

When eating out remember 
the following: 

– If you are invited out for a business
meal, the host will usually pay, but
do not assume that this is the case.
Be prepared to pay for your own.

– When eating out, the cost is 
sometimes shared with friends 
or colleagues. ‘Getting separate
checks’ and ‘going Dutch’ refer to
paying for your own portion of 
the bill. It is also common to ‘split
the bill,’ where the cost of the
meal is shared equally among 
the individuals. 

– If you invite a U.S. counterpart out
socially, you should make it clear whether you wish
to pay. Common ways to express this wish include
‘It’s on me’ or ‘I’d like to buy you lunch.’

– Some general guidelines on tipping: Tipping in
restaurants (not fast food) is generally 15-20% of
the bill (check). In most cases you can add the tip to
your credit card total. Generally, if the check is
placed on your table by itself you must take it to the
register to pay. If the check is on a small tray or in a
folder, simply place the cash or credit card into the
tray or folder and wait for your server to pick it up.
Tipping in bars is generally $1 per drink or 15-20%
of the bill. 

Gift Giving:

• Gift giving is discouraged or limited by many U.S. 
companies. A gracious written note is always 
appropriate and acceptable.

• If business gifts are presented, it is usually done 
so after the deal is closed. In most situations, gifts 
are usually unwrapped immediately and shown to 
all assembled. 

• During the Holiday season [late November through 
the first week of January], gifts are exchanged. For 
your business associates, you can give gifts such as 
useful items for the office, liquor or wine. Choose 
gifts with no religious connotations [i.e. don’t buy
Christmas ornaments], unless you are certain of the 
religious background of your associates. While
Christmas is the dominant celebration, and is widely
commercialized during this period, people may be 
celebrating many other holidays during this period 
[i.e. Hanukkah, Kwanzaa]. 

• When you visit a home, it is not necessary to take a
gift, although it is always appreciated.
Flowers, a potted plant, or a bottle of
wine are good gift choices.

• Taking someone out for a meal 
or other entertainment is another
popular gift.

RESEARCHING AND PLANNING
FOR MARKET ENTRY

The U.S. market is highly competitive,
therefore first impressions count.
Thorough research, analysis, planning
and preparation are needed before
entering the market to sell your product
or service. Market study visits, trade
shows, attending industry conferences,
speaking with professional advisors,
venture capital companies, membership
of interest groups and trade associa-
tions are all useful sources of prospects. 

Target Market:

Start with the most important element
of your Marketing efforts – your 
customers. In order to correctly position
your business in the market, you need
to understand and address the needs 
of your client. You and your business
cannot be all things to all consumers 

all of the time, and taking the approach of casting your
net wide in the hope of catching something is a waste 
of time and resources. 

Competitors:

Knowing how rival firms compete in the market, what
their competitive strengths and weaknesses are, and 
how they may compete in the future is essential to the
formulation of your overall strategy. Different industries
have different competitive structures; the nature and
degree of competitive forces can vary considerably, and
you must examine all these carefully when looking at
your potential market.

Key considerations:

• Who are your competitors?

• How are they positioned?

• What are their missions and objectives?

Business cards are 
exchanged frequently, and 

usually immediately 
upon meeting someone,
so they are a necessity,
not an afterthought,
when doing business 

in the U.S..

Immediate follow-up 
is expected and 

failure to follow through 
on a commitment is 

likely to affect 
subsequent actions.
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• How have they behaved in the past?

• How big is their resource base?

• Where do their weaknesses lie?

Read their marketing collateral and press releases, 
check their websites and scan the trade press for 
articles on your competitors. 

Market Drivers: 

External factors have a bearing on the success of 
your business, the behavior of your customers and 
the tactics of your competitors. Factors that will drive 
the market are: 

• Legal

• Economic 

• Political 

• Geographic 

• Regulatory

• Financial

These factors, which are subject to fluctuation, directly
influence the environment within which your business
operates and must be carefully monitored in order for
you to make informed decisions.

Market and Industry Analysts 

Market and industry analysts wield 
considerable power and influence. They
are consultants, critics and advisors, all
rolled into one. Their core function is to
advise corporate clients on the size and
direction of markets. Journalists quote
analysts to legitimize a story angle or
lend credibility to articles. Analysts make
predictions on trends, technologies,
business models, distribution strategies
and so on; they can validate or dismiss
the claims that vendors make. Start-ups
use their data to convince would-be
investors of their profit potential.
Investors pay close heed to research analysts from firms
such as Forrester, Gartner, Jupiter, IDC and Yankee, when
deciding which companies and projects to invest in. 

Given the power and influence of such players, it makes
sense for start-ups to cultivate good relationships with
the analysts operating in their industry sector. To find the
analysts in your area, read what the press is saying about
your competitors – you will find quotes from analysts 
in the articles. Call the analyst company and ask for 
information about their background before actually 
calling the person themselves. Preparation is key.

To create industry-wide credibility and build market 
share, you must ensure that industry analysts know 
about your products and services. Before you meet the
analysts, determine their focus. Is it qualitative, quantita-
tive, enterprise, consumer, industry-specific, technical?
Prepare your presentation and discussion accordingly.
Remember that although they are analysts, they might
not be experts; their experience can range from that of
the professional to that of the beginner. Invest in the
relationship for long-term effect. 

Some tips for developing relationships with analysts:* 

• Get to know the analyst; read their press material,
reports and anything else that might help you gain
some insight into their modus operandi.

• Give relevant information only and avoid flashy presen-
tations. Analysts know the market and are ahead of
most ‘user’ companies. The real challenge lies in 
convincing them that your idea or product is viable,
scalable and original which is not a simple task. The
analyst wants to hear facts about your product and how
it fits into the current and future market framework.

• Dare to be different; convince the analyst that your
product or service will set the market alight.

DECIDING A MARKETING STRATEGY

THE MARKETING MIX

A good way to start formulating strategy is by reviewing
the past year’s strategy and performance. Some areas to
look at include:

• What worked and what did not work?

• What were your goals at the beginning or throughout
the year? 

• How did you generate your Irish sales
and can you apply this technique to
the U.S. market?

• Which were the most profitable? 

• How did people find you? 

• What customer needs did you satisfy? 

• What marketing efforts produced 
little or no results?

Marketing strategies that work in
Ireland may not necessarily work in 
the U.S. but this is a good starting
point. Pick the two or three strategies
that were most cost-effective and gave

you the best results. Focus your efforts here and make
any adjustments needed to adapt to the U.S. market.

For established companies, a rule of thumb says that 
30% of the marketing budget goes to prospects, 10%
goes to your general market or region, and 60% goes to
existing customers. However, at market entry this may
look very different and 60% of your budget may target
qualified prospects.

The main elements of your marketing strategy that you
need to consider are: Product, Price, Promotion and 
Place (or Distribution). Also known as ‘The Four P’s,’ 
the integration of these factors into your strategy is
called the ‘Marketing Mix.’

PRODUCT
Product Decisions

In preparing your product or service for export, here are
some questions that are useful to answer:

• Does the product or service need to be localized and, 
if so, how? 

To create industry-wide 
credibility and 

build market share,
you must ensure 

that industry analysts 
know about your 

products and services.

*For further information, please refer to the AskUS guide ‘The Power of Public Relations: Developing awareness and establishing credibility for your business
in the U.S.’
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• What labeling and packaging changes, 
if applicable, need to be made?

• Who will be installing the product?

• What kind of warranties are on offer?

• Who will provide a follow-up service?

• What documentation is required to support 
the product or service?

• Is the documentation localized for the 
U.S. market?

• Do you have a product demonstration 
to show prospective clients?

• How will the product be distributed?

• How will the product be priced and what is 
our pricing policy?

• What is the product life cycle and update strategy?

Product Support/Fulfillment

Have you considered what happens 
once you have actually sold your 
service or product? How will you 
package it and distribute it? If necessary
how will you support your clients or
partners in using your product? In 
many cases, this is the biggest challenge
and the main reason why companies 
fail to secure repeat business. Clearly
thinking out each aspect of your 
execution strategy will ensure that 
you don’t suffer the same fate. Even 
if you choose to sell directly from
Ireland, you must have a support 
function that operates during U.S. 
office hours (1 pm – 2 am Irish time).

Customer Service 

U.S. consumers are used to a very 
different type of customer service than
are Irish ones and companies entering
the U.S. market for the first time will
need to be ready to match, if not
exceed, the level of service provided by
the indigenous businesses if they are to
gain a foothold in a very competitive arena. 
Making sure you know what the difference in 
expectations are, and training your staff both in the 
U.S. and back home accordingly, must be a priority.

PRICING

Pricing is one of the most important determinants of
market share and profitability. Carefully planning of 
pricing strategies is therefore critical, especially when
entering a new geographic market. It is a major factor 
for your potential buyer and will also be the only element
of your marketing efforts to generate revenues rather
than costs.

Your company should determine where to position 
its product or service in relation to two key factors – 
quality and pricing. For example, if your product quality 
is high and your price is low, your strategy is described 
as “great-value”. Conversely, if you have a high quality
product and your price is also high, you are adopting a
“premium” pricing strategy. 

Common Pricing Pitfalls to Avoid 

• Too cost oriented /focused.

• Not revised sufficiently to adapt to market changes.

• Not flexible enough to accommodate different 
customer or market segments.

• Not part of the positioning strategy.

• Currency fluctuations can have a detrimental effect 
on your business if you are committed to a Fixed 
Price Strategy.

Pricing Policy Guidelines

• Pricing objective – in relation to your marketing objectives.

• Determining demand – in new sectors look at 
uniqueness and benefit to customers. 

• Estimating costs – both fixed and variable.

• Analyzing competitor prices/offers – match like for like.

• Selecting a pricing method – mark-ups, market price,
perceived value, target return.

• Selecting a price - weighing all the
factors and making a decision.

STRATEGIES FOR SALES 
AND DISTRIBUTION

The overriding question you face is
whether to sell directly, indirectly or by
using a mixed sales strategy. Although it
requires more time and money, selling
to larger clients and end users can prove
very beneficial. A win can mean a big
name client behind you that will help
establish your credibility in the market.
It may also provide referrals and make
you more attractive to indirect sellers. 

In addition, you may want to address
channel partners who typically sell into
small to medium-sized companies.
Sometimes the best strategy is to use a
combination of direct and indirect chan-
nels. When you create a partnership, both
sides must be clear about expectations.

Indirect Selling

• Distributor – obtains your product and sells/licenses 
it to dealers or retailers who in turn deliver and license
to end-users.

• VAR (Value-Added Reseller) – can add value to your
product by customizing it or by providing consultation.

• Application Service Provider (ASP) – ASPs integrate
technology into a solution provided to horizontal or
vertical markets. This is a less used strategy today, after
the dot-com implosion. Many companies now license
required technology. 

• Manufacturer’s Representatives/Sales Agents – agents
or small firms that act as a sales representative for your
company, usually within your geographic region.

• OEM (Original Equipment Manufacturers) – incorporate
your company’s product or service into their own products.

• An SI (Systems Integrator) – an individual or company
that specializes in building complete computer systems
by putting together components from different vendors.

U.S. consumers are used to 
a very different type of 

customer service than are 
Irish ones and companies 
entering the U.S. market 
for the first time will need 

to be ready to match,
if not exceed, the level 
of service provided by 

the indigenous businesses 
if they are to gain 
a foothold in a 

very competitive arena.
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When recruiting a distributor or indirect seller, 
there are several areas that are important to address,
including the following:

• Does your product or service fill a gap in the 
seller’s portfolio? 

• Does the seller’s business and customer base relate 
to and fit your needs?

• Is the seller an established player with a sales force?

• Who are your competitors working with and with 
what channels? Can you offer more to the seller?
If so, what?

In the process of recruiting a seller, you will also need 
to strongly communicate the value of working with you.
This could include highlighting the ability of the seller to
give a more complete offering to their customers, or 
to increase their revenue by offering integrated services.

The more complex the product or service, the more
important it is to be included in the sales cycle. A 
successful partnership is one where there is a team-based
approach to selling your product and you are engaged 
in all processes with the client. This is an important 
element to have written into the agreement with the
indirect seller. To the extent of the complexity of your
offer, indirect selling may require the hiring of a partner
or channel manager.

Enterprise Ireland can work with you on agreeing the
most efficient and cost effective sales channel for your
product or service.

Direct Selling

Direct selling involves the recruitment of your own sales
team. Who you hire in this capacity is a major decision
and demands considerable time and effort. This is the
most expensive way to target a market segment, but it
gives you greater control and insight into your customer
relationships and their buying needs.*

Combined Indirect and Direct Selling

A combination of both direct and indirect selling 
channels means that you may use partners in regions
where you do not have any local support or in segments
where your contacts are limited.

Approaching the marketplace directly and/or indirectly
will be determined by the nature of your product or 
service and customer demands. In some cases, you 
will need to give exclusivity to your partners, based on
industry sector or geographic location. 

This combined approach is most suited to high value
products and services where relying on an indirect 
strategy alone is unwise.

Once the channel is in place it is imperative to keep 
the channel motivated. This can be achieved through 
regular communication and setting of targets for both
parties. Companies should visit the market regularly 
to spend time with channel partners and bring them 
to Ireland where relevant to spend time with other
departments such as production, finance etc. Enterprise
Ireland can support you on bringing your channel 
partners to Ireland.

Some Selling Basics to Keep in Mind

• Know your clients’ ‘pain points’ and focus on creating
solutions.

• Have selling pitches for each level within the organization.

• Know where the client is in the decision-making
process, if, for example, they are evaluating alterna-
tives. Provide them with enough compelling evidence
to help them decide that you are the best choice.

• Be mindful about discussing ROI (return on investment)
with lower rank contacts. This is often best discussed with
the financial team or senior executive decision makers.

• Expect unanticipated situations, a delay in decision-
making, for example, and provide information and 
support to reduce the risk for the client.

PROMOTION
Positioning your Brand

Brand positioning tells your potential customers what 
differentiates you from your competition. Your company
has a de facto position and brand, whether you intend it
or not. Therefore you need to do all you can to develop it
and articulate it the way you want it to be. 

Following is a list of key considerations when positioning
your brand.

• Do a SWOT analysis in the context of your 
marketing strategy in the U.S.

A Strengths, Weaknesses, Opportunities and Threats
(SWOT) analysis will already have been completed in 
the planning process prior to expanding into the U.S.. 
The answers to the following questions will help you
clearly position your brand for market entry.

– Who are you primarily selling to? Target Audience

– How do you want your business/brand to be 
perceived? Brand Identity

– What are the products or services you offer to meet
the client’s needs? Description

– What is the key unique benefit/advantage you offer
that is different and meaningful to your customers?
Value Proposition. Articulating the value proposition
is key to getting the interest of your prospects.

Note that your key advantage or ‘Unique Selling Point’ 
is a benefit that is unique to your company. 

It is something that: 

– Provides a solution to your clients’ pain point. 

– They can’t get elsewhere.

– It distinguishes you from your competition.

It is the cornerstone for all of your marketing activities
and will meet four criteria: 

(i) It is a positive benefit, being something your 
prospects need.

(ii) Nobody else offers it. The more unique and hard 
to copy, the better.

(iii) It can be stated simply.

(iv) It can be communicated verbally and visually.

*For further information on recruitment, please refer to the AskUS guide ‘People, Patents and Partners: Protecting and Developing in the U.S., 
Your Company’s Most Valuable Assets‘.
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Your brand is reflected in many ways, for example
through your company logo, printed materials, the 
professional image of your staff and how well they 
and you can communicate the core values and 
mission of your company through the written and 
spoken word. 

Having a consistent message about your company,
whether it be towards existing or potential clients,
employees, investors, shareholders or the public at 
large, is absolutely critical if you are to achieve credibility
and recognition for your position as a respected and 
able enterprise. 

It is worth spending the time and money to train 
everyone in your business on your brand values and
guidelines and to ensure that their use of it is based 
on clearly defined and well written guidelines. 

Marketing Materials

Knowing how your brand is positioned and creating 
your messaging are essential for developing effective
marketing materials. Marketing material incorporates 
and communicates your positioning, and requires 
constant evaluation of the effectiveness of your 
message. From there, you will develop your elevator 
pitch and other speech materials. It is helpful to gather
competitors’ materials to learn how they position 
themselves and see the quality standards that they
uphold in their materials. U.S. companies tend to 
be very good at brand positioning.

Your materials are most effective when they address 
the following areas:

• Your clients’ problems.

• How your products and services address those 
problems and provide satisfactory results.

• How your approach/solution/results/
experience is the best choice – 
i.e. your unique value.

• Testimonials and case studies that
illustrate the solution you provided
and the results that ensued. If you 
can benchmark these against industry
standards, all the better.

• Background information on your 
business including relevant projects,
clients and philosophy.

• Your work process so that they are
comfortable with how you start
working and the steps involved.

Types of Marketing Collateral

• Stationery Suite (letterhead, 
business cards, compliment slips, etc.)

• Company Brochures

• Presentations

• Trade Stands

• Promotional Pieces

• Product Factsheets

• Branded Merchandise

• Company Website

Be consistent in look and feel. Your marketing materials
create an important first impression of your company, 
so it pays to invest time and money in producing 
quality collateral. 

Practical Considerations 

Remember you are now operating in an international
environment, so take note of the following:

• International dialling codes.

• Web domains: (.com versus .ie)
U.S. companies do not identify with a “.ie” website 
or e-mail address. Establish a .com website and 
e-mail address as soon as you decide to set up 
operations. Having a U.S. dot-com address confirms
your presence and commitment to the U.S. market.
When creating your address, it is best to use one short
word and avoid using hyphens. 

For example, instead of www.johndoe-inc.com, 
use www.johndoeinc.com.

• American versus Irish titles
Titles and positions in U.S. organizations are different
from those in Ireland. When printing your U.S. business
cards, ensure that you use a title and position with
which your U.S. counterparts can identify. Titles in 
the U.S. are typified by the use of President, Chief
Executive Officer (CEO), Chief Technology Officer 
(CTO), Vice President (VP) and Senior Director. Note 
that a Director in the U.S. is more junior to a Director 
in Ireland. The comparative position to a Director in
Ireland is a Vice President in the U.S..

• Do you know what day it is?
If you are advertising a future event, make sure you
write the date correctly. In Ireland, the date format 
is written Day/Month/Year, but in the U.S. it is

Month/Day/Year. Make sure you keep
this in mind! For example, in Ireland,
12/2/2006 is the twelfth day of February
whereas in the U.S. it is the second day
of December.

• Adjusting Marketing Materials 
to U.S. standard

Business Cards: Note that U.S. cards
are generally smaller in size – the 
standard being 3.5 x 2 inches, as
opposed to the European size which 
is 5.5 x 8.5 centimeters.

Standard paper size in the U.S. is 
8.5 x 11 inches, whereas in Ireland 
it is 210 x 297 millimeters.

Effective Communication 

Communication does not begin with 
the launch of your product or service –
it starts the moment you begin to talk
about your ideas with anyone else. 
As soon as you decide that you want 
to enter the U.S. market, you will need

to adapt your communications policy. Success in this new
market will only happen if you can ‘talk the talk’ in any
and all circumstances. 

Having a consistent 
message about your 
company, whether 

it be towards existing 
or potential clients,
employees, investors,

shareholders or 
the public at large,
is absolutely critical 
if you are to achieve 

credibility and recognition
for your position 

as a respected and 
able enterprise.
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Presentations
The following template may help you prepare a 
presentation for the U.S. market:

• Client Problems

What are the pain points your clients are experiencing? 
List the various problems in some detail in order of priority. 

• Solutions and Results

How do the products or services you provide address 
the problems listed? Again, list them one by one in detail
and be specific in your discussion of these problems. Let
them know exactly how your product or service addresses
their issues and how they result in solutions that mean
something to them.

• Why Our Company?

Your prospective client has many choices in solving 
their problems. So let them know why your approach/
solution/results/experience makes you the best choice. 
Do you guarantee results? Is it your industry specializa-
tion? Let them know your unique competitive advantage. 

• Short Case Studies

Think through the many times you have provided similar
solutions to past clients. Let the prospective client know
the problem with which your client was faced, the solution
you provided and the results that
ensued. These might be successfully
conveyed within a paragraph or two. 

• Testimonials

If you don’t already have testimonial 
letters from recent clients, then request
them. Extract the best nuggets of 
information that address the key 
benefits your business offers.

• About Us

Provide background material on your
business. List anything relevant regard-
ing your ability to provide solutions to
your clients – including recent projects –
anything that illustrates your being the
qualified organization for the job.

• Working With Us

Finally, let your prospective client know exactly how 
you work. What is the process? When you do start 
work, what do you typically do first? What are the 
payment terms? 

Generally, the first meeting with a prospect affords 
you the opportunity to listen to them and understand
their problems and issues. This enables you to prepare 
a very targeted presentation for them.

Elevator and Lobby Pitches

In the U.S., opportunities to talk about your company 
are abundant because business is commonly talked 
about outside of the workplace. Be ready to clearly and
concisely communicate why someone should do business
with your company. It is important to develop two 
distinct pitches to fit with the various opportunities to
speak with prospective clients:

• The 30-second elevator pitch.

• The 5-minute lobby speech.

Here is a template for developing a 30-second 
elevator pitch:

I work with… Target audience

Who want, or are ready to… Solution or desired end
result

So that… Value proposition – 
positive benefit

Because… Situation or problem

And an example could be…

I work with e-commerce companies who want 
high performance e-security systems so that their 
customers no longer have to wait in line before 
being able to access their products and services
securely because right now the customer experience 
is unsatisfactory.

When developing your 5-minute lobby speech, include all
of the detail of your 30-second elevator pitch and add
the following points:

• Details about your target market

• Examples of your company’s past successes

• The future plans for your business

• Background information on your 
management team.

Developing an Effective 
Networking Strategy

Business in the U.S. is all about networks.
Your target industry sector will be made
up of a select group of companies in
certain regions with a number of key
people in senior roles and a known
group of competitors selling into the
segment. Your success will depend on
your ability to penetrate these networks
and convince key players of your value
proposition. Once you have made some
contacts in the market, you should be
able to find the key networking groups

or associations for your business. 

Find out from these attendees what networking groups
they find effective. Some areas to start with are the 
local Chamber of Commerce and other industry forums.
Examples are the Silicon Valley acclaimed Churchill Club -
www.churchillclub.com, the New York Software
Industries Association (NYSIA – www.nysia.org), 
and the New York New Media Association (NYNMA -
www.nynma.org), the Irish American Building 
association, www.iabsusa.org amongst others.

Many Irish companies who have already established
themselves in the U.S. have built up a wealth of knowl-
edge of their particular market. These companies are
open to sharing their experience and giving advice and
Enterprise Ireland can provide you with introductions 
to these companies, if needed.

The U.S. is noted for the quality of the networking that 
is normally undertaken by successful companies and 
individuals. Following are some tips for emulating them.

In the U.S., opportunities 
to talk about your 

company are abundant 
because business is 

commonly talked about 
outside of the workplace.
Be ready to clearly and 

concisely communicate why
someone should do business

with your company.
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• Find out what industry associations and business
groups are in your region.

• Learn what groups and events your competitors 
are attending.

• Attend as many and as often as possible in 
the beginning.

• Shortlist the groups that are most suitable and that
meet your needs.

• Make a consistent effort to attend network events 
several times a month.

Networking extends beyond face-to-
face meetings to sharing materials 
and sending potential information 
on your company to potential leads. 

Some tactics include:

Invitations – send invites to 
presentations you give.

Leads – connect them with a 
potential lead for their company.

Event Calendar – share events 
that you may be hosting.

News Release – e-mail press releases.

Inside Information – share useful industry information. 

Time-Sensitive Information - share information that
could help in decision-making.

Enterprise Ireland is involved in a number of key networking
groups in the U.S. and can provide you with introduc-
tions where relevant.

The following are some tips for effective networking:

1. Exchanging names. This is your chance to teach
another person your name and make sure you remember
his or hers. We recommend saying your name twice,
slowly. This way, you give people two chances to
remember your name. And giving the other person a
trick or tip to remember your name further cements it
in his or her mind. 

When you’re learning someone else’s name, don’t
glance furtively at his/her name tag, but be curious
about the name. Set a goal to remember it long
enough to introduce the person to someone else.

2. When presenting your job title. If you simply say
you’re a Marketing Director, a lawyer, or a graphic
artist, it doesn’t really tell what you do. Compose a
two-sentence explanation. The first sentence should
describe your talents or skills; the second sentence
should relate an example of something you’ve done
recently. “I am VP of sales with an Irish software 
company who has recently solved some compliance
issues with Bank of America.”

3: Networking is a Two-Way Street. Before you go to a
meeting, spend two to three minutes thinking about
what you have to offer, what you need to get from
the networking opportunity and ways you can sell
yourself. If you make contact by asking for help, 
people feel less threatened, because it isn’t as if 
you’re asking them to buy something. It helps to join
groups that give you an opportunity to get to know
people on occasions that aren’t selling situations.

Everyone counts in networking. Everybody you meet mat-
ters – not just those in your sector or field. What matters
is being interested and sharing your ideas – what you like,
do, or are interested in. Don’t worry about trying to sell
yourself. If you are genuinely interested and share your
thoughts with people, new ideas and contacts will naturally
emerge. Networking generates the unpredictable.

4: Set Goals. Before attending a meeting, consider 
what you hope to give and receive. Plan ahead to 
present this information in a way that will make your
business memorable. 

However you choose to go about it,
networking offers opportunities to 
build your business by discovering new
resources and expanding your client
base. By planning ahead, joining groups
and actively sharing your ideas on a
daily basis, you will continue to make
contacts who will add ideas – and 
customers – to your business. 

Cultural Differences and Networking

In the U.S., networking is acceptable and
expected. U.S. professionals find it natural to make contacts
whereas assumptions about networking often prohibit 
Irish business people from making the most of networking
opportunities. Networking is not about using people. In
the U.S., it is a strategy for developing relationships among
those who may have access to leads, either directly or 
indirectly and about getting the most current information 
and advice from those that know best.

Some Networking Suggestions:

• Do your research beforehand. 

• Be prepared to share information or leads that could
potentially help others. 

• Prepare things to talk about in advance of social and
business situations. 

• Have your elevator pitch well rehearsed. 

• Put your sales hat on and be ready to present the 
ROI on your product or service.

• Have a list of questions or topics to discuss that are 
relevant to your sales environment.

Cultural differences do influence communication but to
be successful at networking, you don’t have to change
your personality. The intention is to project a confident,
articulate and professional manner. If you prepare your
elevator pitch and you know what’s important to your
company, you should be able to better project confidence
and professionalism in your own comfortable approach.

The goal of networking is always essentially to reach 
as many people as possible, and make every connection
count. It’s a necessary tool for every business person 
who wants to increase sales and visibility – efficiently 
and inexpensively.

One way to begin networking is to join at least two
organizations; one related to your peer group and 
another related to the target market of your business.
The target market group allows you to meet people,
exchange ideas and possibly expand your client base,
while the peer group promotes the sharing of knowledge

Everyone counts in 
networking. Everybody 
you meet matters – 

not just those 
in your sector or field.
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and referrals with others in your field. A peer group may
be other Irish companies doing business in the U.S..

“Networking” is building up a stable of friends who 
can help you and your business. To find associations in
your field, consult with Enterprise Ireland or The
Encyclopedia of Associations (a reference book published
by Gale Research and available at most public libraries). 

Web Marketing

In today’s business environment, every company needs to
have a website, regardless of whether it is used to directly
process sales or not. Having a website that is for informa-
tion purposes only i.e. a “brochure” site, is vital and is as
important as having a business card in your pocket, or a
strong logo. In the U.S. market, a heavy emphasis is put
on the quality of your website and much use is made of it.

A good rule of thumb when designing your site is to get
the visitor to take one action.

Guide EVERY visitor to take at least one 
step towards learning more about your 
company and wanting to contact you.

Some ways to do this include:

• White papers in PDF format

• Capturing e-mail addresses for 
lead generation

• Offer a free consultation

• Make a specific offer and provide 
a U.S. phone number.

Once your website has been created,
you need to put thought into how 
you are going to increase visibility to 
your site and therefore drive more 
traffic to it. Think about the following:

• Reciprocal Links and Banners

• Blogs

• Viral Marketing

• Search Engine Optimization (SEO)

What do you need to do to show up in
search engines? It is both a complex
and simple issue. It is complex because
search engines often change the 
criteria that will ensure your site gets a
high listing in the results of the major
engines. It can also be simple if you are
aware of a few key fundamentals about
keywords and search engines. Some search engines
impose a fee to be listed. The key thing is to pay 
close attention to their submission processes and the
information that is required, but it is probably best 
and most cost efficient to engage the services of a 
professional website administrator.

Trade Shows

Trade Shows offer a great opportunity to build a base 
of prospects and build your brand identity. Enterprise
Ireland organizes a group stand at a number of U.S. 
trade events. (Please contact Enterprise Ireland for a 
complete listing of all overseas events). 

It is very important to maximize your time at any 
trade show. 

Selecting the right ones:

Finding out which shows are the biggest in your industry
is relatively easy. The trade press associated with your 
sector will contain advertisements for the various trade
shows and conferences in the U.S.. User associations also
keep up to date on events relative to their industry.

Preparation:

• Booking space requires a lead-time of six months to a
year. It is likely that you will have to pay a deposit of
50% of the stand cost up front and the remainder 
closer to the date. 

• Be sure to get the exhibit floor layout and book the
best space available that you can afford.

• Plan before you leave the office and learn about 
the attendees.

• Set up appointments with clients or prospects.

• Identify seminar speakers and explore how you might
co-present or piggyback on their pres-
entation with, for example, case studies.

Establish goals for:

– The number of prospects you want 
to secure

– Learning more about your customers

– Competitors you want to learn 
more about

– What’s new in your space?

– Polish your 30-second elevator pitch
and 5-minute lobby speech.

Organize a lead generation system, for
example, the infrared beaming feature
allows owners of Palm® handhelds to
share business card information with
another Palm handheld user.

Stay in the hosting hotel and attend the
hospitality suite and after-hours parties.

Ensure that your exhibit materials are
delivered on time and that you have
made local arrangements for construction
and dismantling. Be clear about your
specific connectivity requirements.

Trade shows can be a huge investment
and choosing the right ones to attend
and exhibit at is all-important. It is
advisable to develop a strategy, identify

the key shows that hold the most possibility and interest
and allocate a budget for attendance and/or exhibition.
The trade press for your sector will advertise the trade
shows and conferences. You can also get advance notice
on shows at www.tsnn.com. 

Working the Show:

• Draw up a plan before you leave the office. In addition
to the above, establish goals for the number of sales
you want to make and how to accomplish this.

• Get there a day early. You will have the advantage 
of being relaxed and up-to-the-minute on things 
of importance.

• Have your presentation material ready and rehearsed.

Having a website 
that is for 

information purposes only 
i.e. a “brochure” site,

is vital and is as 
important as having a 

business card in your pocket,
or a strong logo.

The goal of networking is
always essentially the same:

Reach as many people 
as possible, and make 
every connection count.
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• Stay in the main/best hotel. Be at the center of what’s
happening. It costs a few dollars more, but it’s worth it
from a networking perspective.

• Target 5 important people in your industry that you
want to get to know and make it your business to 
seek them out and talk to them. You must use every
creative opportunity to make your mark and secure a
meaningful appointment after the show. 

• Target 10 customers and deepen your relationship 
with them. Get to know them better; find out their 
‘big picture’ and how you fit in.

• Target 10 prospects and generate genuine interest 
from them. Get commitments for future business and 
a firm commitment for the next meeting. Build rapport
for a sale later.

• Find out about every hospitality suite and every after-hours
party. Go to the ones where your targets are most likely to
be. Party, but keep focusing on your business objectives.

• Attend seminars and lectures where you can network
with your customers and prospects. Sitting next to the
right person in a seminar can be very beneficial. If you
meet a prospect or customer, ask them what seminars
they plan to attend. Be there.

• Ensure that you have enough staff to manage the stand
during the scheduled opening hours.

The person who represents your company at the trade
show will have great impact on the number of leads you
generate. Successful trade show marketing is a two way
street. The more you put into it, the more you get out of it.

Visibility:

Remember that you are competing 
with several hundred other exhibitors
for the attendees’ attention. Be sure
that your booth graphics tell all 
attendees what you do or offer in less
than two seconds; this is the amount 
of time it usually takes for them to
decide whether to talk to you or not. 

If the name of your company does not
explain what your company does, it is
vitally important that something in your
booth provides this information. In all
cases, large block letters supported with
relevant, well-lit graphics with pleasing
colors will encourage attendees to enter
your booth. An unattractive booth, or
information that is too hard to follow will 
just make them walk away.

Other ways to attract your target audience include tactics
to make attendees actually look for your booth. Pre-show
marketing helps to achieve this goal. If attendees don’t
know who you are or what your company is all about,
they have no reason to stop by your booth. Consequently,
what you do in terms of aggressive marketing and 
advertising prior to the show is a major key to success 
at any trade show. Here are some general pointers:

• Ensure that your stand is delivered on time and that 
you have made local arrangements for construction and
dismantling. Be absolutely clear on what you require 
on-site from the trade fair organizers in terms of
electrics, phone lines, stand cleaning, catering, etc…

With strong unions dominant in this industry, it is often
impossible to make changes at the last minute.

• Ensure that the booth is staffed 100% of the time by
people who know your products and services inside out.

• Qualify each lead quickly with open-ended questions.

To get leads and make sales, apply the ‘Four Rules’

– Establish rapport

– Establish need

– Establish interest

– Establish next action (call, e-mail, appointment etc.).

Have lead sheets (and a stapler) if you need information
other than that provided on a business card. Alternatively,
you may be able to rent a device from the exhibition
organizers that can scan in contact information from
attendee badges. 

• Read badges! Stay alert for your target badges -
prospects you have selected, customers you’ve never
met, types of businesses likely to need you.

Marketing Through Education:

Increasingly, companies are offering demos and mini semi-
nars in their exhibition booths, commonly termed ‘market-
ing through education.’ These exhibitors get one of their
top sales engineers who has good communication skills to
explain the product or service. Companies that conduct
such informative ‘show and tell’ demos invariably report
successful, qualified sales leads. An informed customer is
your best prospect and the best (and often cheapest) way

to provide the information at a trade
show is there on the exhibition floor. 

“Partnering with Enterprise Ireland
at trade shows has proved to be very
successful for WBT. The cost to
attend is significantly lower enabling
us to participate at a greater number
of shows, and because EI takes care
of all the preparation and organiza-
tion during the event it means that
we have more time to focus on sales.”

– Christine Roche, 
Senior Marketing Consultant, 
WBT Systems

CONCLUSION

Through its 5 U.S. offices in New York, Boston, 
Los Angeles, Silicon Valley and Washington, D.C.,
Enterprise Ireland has supported hundreds of companies
access the market and grow their business and we 
assist Irish companies focus on important business 
development issues from day one. Enterprise Ireland staff
has built considerable experience on doing business in
the market and in recent years has augmented this with
detailed sectoral knowledge on areas of best opportunity.

To learn more about the U.S. and to build your business
in this land of opportunity consider Enterprise Ireland 
as your strategic partner. With a network of 33 offices
worldwide, Enterprise Ireland is serious about global 
business. Regardless of your industry background, stage
of development or market focus, we have qualified 
people on hand to help you. 

The person who represents 
your company at the trade 

show will have great impact 
on the number of leads 
you generate. Successful 

trade show marketing is a 
two-way street.The more 
you put into it, the more 

you get out of it.
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