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EDITORIAL

Taking on new challenges is always
an adventure. In my role as
newly-elected chairman of the GACC
NY, I look forward to embarking

on yet another intriguing path in a
long international business career that
has spanned several continents and
provided me with experiences that I
will draw on to support the GACC’s
worthwhile mission.

We’re living in a world economy that
is both intense and constantly
shifting. On the one hand, many
countries, including the US and
Germany, are thriving -enjoying
record growth and unemployment.
Yet at the same time there is some
concern and uncertainty about
whether this economic boom will hold
up against geopolitical forces.

Reassuringly, a strong sense of
optimism still exists in the business
community. Many believe that the
foundation of economic prosperity is
still solid and will stay healthy, as
mirrored by the opinions put forth by
participants in the GACC’s last
German American Business Outlook
survey (GABO).

Both Germans and Americans take a
lot of comfort in knowing that their
nations are deeply intertwined for
better, not worse. There is a genuine
affection and respect between
Germans and Americans underscored
by a common commitment to an
enduring friendship and mutual
success. Nothing will undo that.

These days the GACC’s mission is
more relevant and important than
ever! We've always provided politi-
cally neutral business platforms that
actively reinforce those historically
strong ties between the US and
Germany.

Included among our many initiatives
are: startup support, networking

Andreas Fibig
Chairman & CEQ,
International Flavors & Fragrances

events, business delegations between
the US and Germany (for both
professionals and students), sustain-
able energy and smart city forums, the
J-1 visa exchange program...and
laying the groundwork for much
needed apprenticeship programs in the
Us.

There are, of course, quite a few
additional transatlantic programs our
organization offers that directly
benefit our members in the German-
American business community.

We will continue to expand and
enhance these existing services while
developing new and innovative
experiences.

I am inspired by all that the GACC has
accomplished and will continue to
accomplish. And I am eager to join
this organization’s impressive team, so
that I can support their ongoing
efforts to forge productive German-
American business interactions and
opportunities.

Al [

Andreas Fibig
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COVER STORY

German American

Business Forum
Tensions, Trump, and Taritts = VWhy German

Companies Should Still Invest in the US

By Jasmin Welter, GACC

he conference room at the IHK

Potsdam was full to the brim,
despite record-breaking tempera-
tures in Brandenburg, Germany. In
2019, the German-American
Business Forum made its first stop
in Eastern Germany.

The host state of Brandenburg plays
an important role in German-Ameri-
can trade: the US is the second most
important export market for Bran-
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denburg, and major US players like
eBay and DOVER call it home.

The event, organized by the German
American Chambers of Commerce
(GACCs) in conjunction with the THK
Potsdam, attracted 250 business
representatives from the US and
Germany. Now in its 6th year, the
event was designed to foster an open
dialogue about the potential as well
as the challenges of the US market

Guests making connections at DAWT

for German companies.

“What are we supposed
to do now?”

Addressing feelings of insecurity
among investors and executives
was a key task for hosts and
panelists alike. Despite the hesita-
tion resulting from recent interna-
tional trade tensions, Dr. Martin
Wansleben, President & Chief
Executive of the Association of
German Chambers of Commerce
and Industry (DIHK), pointed out
that global business relations do
not thrive on a tit-for-tat basis. He
also underlined that the German
economy, traditionally strongly
invested in export activities, is
nestled in a framework of global
interdependencies. Therefore,
German companies rely on fluid
transactions across borders. In an
increasingly connected business
world, “there are no foreigners,
only neighbors, that is close
collaborations partners of our
companies,” Wansleben said.

Free Transatlantic Trade:
A Mutually Beneficial
Partnership

The network of German Chambers
Abroad, which spans numerous
economies across the world,
encourages companies to take
advantage of booming markets



despite the isolationist rhetoric
from the US.

“The German American Chambers of
Commerce know that it is more
important than ever to be a reliable
partner for German companies
today,” said Peter Riehle, Chairman
of the GACCs Board of Directors.

With an active network and experi-
enced staff, the GACCs are an
important ally for companies
tackling the process of US market
entry. The organization also supports
companies through initiatives that
address the most pressing problems
German subsidiaries abroad face.

Take the growing skills gap as an
example: The German American
Business Outlook, an annual survey
by the GACCs, identified that many
SMEs are struggling to find skilled
workers. In response, the network
increased its efforts and, spearheaded
by GACC Midwest, introduced the
Industry Consortium for Advanced
Technical Training (ICATT) Appren-
ticeship Program, a dual education
system benchmarked on German
standards, to the US. The GACCs’
workforce development efforts and
the transatlantic cooperation that
ensued has added new dynamism to
traditional German-American
business relations: Over 60 compa-

COVER STORY
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nies in the US profit from the ICATT
Apprenticeship Program alone, which
was established in 2014.

Doing Business in
the US Today

In several panels throughout the

jam-packed day, executives from
different industries discussed the ins
and outs of doing business in the US
today. A pitch session with multiple
representatives from US states

underlined the importance of Dr. Martin Wansleben, President &€& Chief

Executive of DIHK, sharing his vision for
transatlantic trade.

selecting the appropriate location for
a subsidiary in the US.

L

Evening reception of VIP guests at Sanssouci Palace

German American Trade Q3 2019 a



COVER STORY

“E ng ineeri ng mgde in Germa ny iS  “While there are seemingly unlimited
opportunities, site selection is one of

still extremely popular, and German companies

the most crucial decisions in the

are VO'Ued bUS| ness pO rfners” market entry process,” said Gerrit
Ahlers, Director of Consulting €&

Peter Riehle, CEO of German subsidiary comorate Development Services for
o GACC Midwest.
WITTENSTEIN North America e

While reliability has become a
major concern for businesses
pondering investment in the US,
companies in the market advise to
look beyond headlines: business is
buzzing, and reductions in regula-
tions as well as major tax reforms
have created one of the most
business-friendly environments the
country has seen in years.
% German companies also have a lot
of highly sought-after expertise in
’ areas where the US is trying to
catch up. In fields such as automa-
tion and intelligent enterprises,
Peter Riehle, President & CEQO of WITTENSTEIN North America, at the opening panel German firms have ample opportu-
nities to set themselves up for
success in the US. l

Fore more information:

In 2019, the German American
Business Forum was organized by
the German American Chambers of
Commerce (GACCs) in conjunction
with the IHK Potsdam. Our 2020
forum will take place in Bielefeld
on June 23.

If you are interested in the US market
or information about specific indus-
tries in the US, please get in touch
with Gerrit Ahlers

>> ahlers@gaccmidwest.org

Networking during the DAWT

n German American Trade Q3 2019
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Highest standards.
Beyond all borders.

Landesbank Baden-Wurttemberg supports you in subsidiaries of medium-sized and large compa-

the global competitive environment and wants nies of the German, Swiss and Austrian business
to be your preferred partner in the key financial community. Please contact our Corporate Desk
centers all over the world. LBBW New York Branch at 1185 Avenue of the Americas, 41st Floor,

is your gateway to the US financial markets, New York, NY 10036, phone +1 212 584-1750

offering tailor-made solutions for North American or visit us at www.LBBWus.com
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SPOTLIGHTS

Welcome to the US

Business Investment Cons

derations

By Alexander C. Opaschowski, Ernst & Young LLP, German Business Center Leader - North America & Mexico
and Christian Koller, Ernst & Young AG, Indirect Tax

Navigating the US
investment landscape

Global economic and geopolitical
uncertainty is affecting the day-to-
day investment decisions of compa-
nies in virtually every industry and
region of the world, whether they are
middle-market, family-owned or
listed on a stock exchange.

Many global companies continue
to analyze whether to expand
existing United States (US) opera-
tions, acquire US-based companies
or enter the US market.

n German American Trade Q3 2019

US tax reform, a significant consumer
market, reduced business regulations,
the relative ease of doing business
and plentiful resources are some of
the factors that make the US an
attractive market in which to invest.

Entering a new market or expanding
existing operations in the US creates
unique tax, trade and compliance

complexities. Adding to this com-
plexity is the reality of ongoing trade

investing in the US

ties); restructuring of workforce

access to needed talent

disputes that can have a significant
impact on existing supply chain
structures. The passage of the Tax
Cuts and Jobs Act was designed to
reform tax and trade and increase
foreign and domestic investment in
the US. Tax and trade reform,
coupled with a narrowing of operat-
ing cost differences between the US
and other countries, has greatly
increased international consideration
for US investments.

Key considerations for successfully

1 Political environment: White House, both houses of Congress
(House of Representatives and Senate), US Supreme Court, federal
government and state governments; impacts of tax reform and how
states will respond to attract new investments

1 Business strategy: alignment of the business strategy with federal,
state and local economic development and job creation strategies

1 Human capital: interplay between workforce-related agencies,
unions, wage requirements and legislation (e.g., right-to-work
legislation, minimum wage, competitive labor market and universi-

1 US regulatory environment: federal, state and local tax differences
and implications; construction zoning and permitting

1 True costs of operating in the US: accurate modeling of tax
liability and operating expenditures; non-income taxes at the state
and local level, such as property, sales, excise and employment taxes

1 Supply chain: evaluation of population demographics to provide



Creating a holistic incentives strategy can
increase the refurn on investment significant-
ly, which reduces costs and allows “saved”
capital to be used for other projects that
may have not been funded.

Complex US tax
structure requires thorough
tax function

Even though US tax reform was
implemented in 2017-18, the
multilayer US tax structure at

the federal, state and local levels
is typically more complex than
that of foreign jurisdictions.
Because of this complexity, a
company should create a thorough
tax and financial model to
consider the taxes that may
impact their current and future
investments in the US. Taxes
typically overlooked by foreign
companies because of the differ-
ences between their home country
and US taxing regimes include
local property taxes, state and
local sales taxes, utility taxes,
and local income and withholding
taxes. Local fees associated with
operating a business, such as
development, connection,

impact or permitting fees, are
also frequently overlooked. The
creation of a tax and financial
model allows a company to
understand its possible cost
outlays and determine where to
prioritize potential economic
development discussions with state
and local jurisdictions to assist in
mitigating the various taxes and
costs of doing business.

Credit and incentives
in the US

The subsidy and incentives opportu-
nities in the US are very different
than those in a significant number
of other countries. Within the US,
incentives can come in a variety of
forms, whether they be statutory
(i.e., “as-of-right”) credits provided
to companies if they meet various
requirements, or through discretion-
ary incentives that typically are
negotiated with state and economic
development agencies. Companies
should also review federal incen-
tives opportunities such as the New
Markets Tax Credit, Work Opportu-
nity Tax Credit, Opportunity Zone
program and R&D credit.

State and local incentives usually
provide the most lucrative assis-
tance, but companies may be
required to present a “but-for”
argument demonstrating that an
alternative jurisdiction is being
considered. This “but-for” concept
and states’ proactive competition
against one another are different
than State Aid restrictions in the
European Union, for example. After
receiving preliminary offers from
potential jurisdictions, a company
can evaluate the cost benefits of
doing business in one jurisdiction
versus another.

SPOTLIGHTS

Building a better
working world
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Businesses should closely examine
whether proposed incentives packages
are realized through the offsetting of
a current or future tax, above-the-line
benefit (e.g., indirect tax offset or
refundable credit) or operational
offset (e.g., infrastructure assistance).
For instance, many states offer
income tax credits that are limited in
benefit to a company’s state corporate
income tax liability. In many cases,
manufacturers have very little or no
state corporate income tax due, so
this incentive would be of little to no
value. States that target manufactur-
ers often have statutory sales tax
exemptions that apply to purchases of
manufacturing machinery and
equipment. While it may seem as if
an economic development agency is
offering a company a great incentive
deal by providing a big exemption,
the company may already be entitled
to this benefit.

To properly articulate the proposed
project to relevant governmental
agencies, an economic impact report
should be considered. In addition to
addressing job creation and economic
investment in the jurisdiction, the
report should highlight the indirect
and future economic benefits to the
community.

There is no end to what can be
modeled and analyzed, but the
greatest amount of resources should
be focused on the most-significant
variable costs. In addition to incen-
tives, taxes and trade, there are other
financial and operational factors,
often deemed more important to the
long-term success of a project.

Whatever factors are important to a
company’s US investment decision,
through comprehensive due diligence
and planning, a business can make

optimal investment decisions while
achieving the highest return on
investment.

Summary

Creating a holistic incentives
strategy can increase the return on
investment significantly, which
reduces costs and allows “saved”
capital to be used for other projects
that may have not been funded.
Certain discretionary incentives are
only available if pursued prior to the
announcement of a location or
expansion of the business. Partnering
with the right team for strategy
development and execution is key. H

The views expressed are those of

the authors and do not necessarily
represent the views of Ernst & Young
LLP or any other member firm of the
global EY organization.
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Cryptshare Secures
Companies’ Digital Gold

In the digital economy, informa-
tion is power. Yet, sophisticated
hackers mount increasingly more
complex attacks to access this
valuable digital gold. Not only are
data breaches creating liability for
companies on both sides of the
Atlantic, paying ransom to rescue
digital gold from nefarious actors is
becoming a more pervasive threat.

As market-leading companies
around the world battle for the
financial and competitive advan-
tages associated with their respec-
tive caches of digital gold, they
routinely look to Cryptshare, a

German-based company of data
security experts who create security
innovations, for help in thwarting
digital pirates.

In this article, Mark Forrest, presi-
dent of Cryptshare Inc., addresses
the difficulties businesses face and
how Cryptshare and their technol-
ogy is helping thousands protect
their most valuable assets: their
data.

Companies in all market segments
must prepare for the challenge of
collecting, storing and transferring
data within and between the EU and

Users of e-mails in billions

2018 2019

2020

2021 2022

Forecast of the number of e-mail users worldwide in the years 2018 to 2022 (in billions)

Source: The Radicati Group

m German American Trade Q3 2019

the US against a backdrop of
increasingly tenacious hacker
attacks. Users unknowingly jeopar-
dize sensitive trade secrets and the
confidential demographic informa-
tion of customers, partners and
employees every time they send an
email or transfer a large file.

Companies also face mounting
pressure to adopt the newest
technology needed to deliver the
best digital experience possible for
customers, partners and consumers.
However, high consumer expecta-
tion for these robust online experi-
ences must be balanced with
protecting the confidentiality and
privacy of sensitive information.

m The EU’s approach favours
stringent regulations to respect the
privacy rights of individuals, with
the General Data Protection
Regulation (GDPR) supporting that
effort.

m In the United States, however,
data is seen as a corporate asset to
be commercialized for profit.
Privacy legislation is emerging
fast however.

Despite these differences, US-based
companies doing business in the EU
are liable for compliance with GDPR
regulations. Earlier this year, the
French data protection authority
leveraged the GDPR to levy a $57
million fine against Google for not
disclosing to users how it tracked
users’ activity on its search engine,



Google Maps and YouTube to target
digital advertisements.

At the heart of Cryptshare’s digital
innovation is secure email. With
email turning 50 years of age this
year, it’s a communication technol-
ogy embedded throughout corpora-
tions around the world. However,
email’s ubiquitous status as an
information exchange standard
makes it an almost universal
gateway for digital pirates as well.

Simply explained, email is a plain
text message that seeks out the
fastest way to move data from the

sender to the recipient. That most
efficient route from a location in the

@Cryptshare“

Empowering
Companies
To Secure Their

Digital Gold.

EU to a location in the US could
cross hundreds of servers. A hacker
could access and copy the email
along with its metadata and
attachments at any point along this
extensive electronic journey and
any assumptions by users of
confidentiality are misplaced.
Because there is no online “evi-
dence” to document the hacker’s
action, neither the sender nor the
recipient would know the message
had been copied.

Cryptshare encrypts every message,
each attachment, meta data and
subject line before the data leaves
the sender’s site and again at the
information’s destination, creating a

SPOTLIGHTS

Companies in all
market segments

must prepare for the
challenge of collecting,
storing and transferring
data within and
between the EU

and the US against

a backdrop of
increasingly tenacious

hacker attacks.
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full audit trail that allows senders
and recipients to communicate with
confidence. In addition, Cryptshare
scans every transaction for malware
and so stops the exchange of
infected communiques before they
have a chance to do harm.

In addition to protecting email,
Cryptshare’s advanced encryption
can be extended to safeguard the
largest files that business users
routinely send but email will not
accommodate. Business users must
utilize a separate program, not
email, to send attachments larger
than 10MB. In many cases, the
recipient receives an email alerting
him or her to the file being sent
with instructions to go to a second
site to retrieve the file. This two-step

process creates a new set of hacking
opportunities. Alternatively,
Cryptshare employs the same
advanced encryption it uses for
email to send a large file, which is

m German American Trade Q3 2019

bundled with the email as a single
exchange. As a result, users no
longer need to navigate multiple
programs and portals that require
passwords that must be shared with
the recipient.

Cryptshare’s proven secure transfer
solutions for email and files can
also be applied to the multitudes of
key business applications ranging
from ERP to CRM, payroll to finance
that require the capability to share
sensitive information with external
recipients. As a secure transport
service Cryptshare is unique in
providing a reliable and secure
pathway for all data types, acces-
sible to users directly from email or
standing as the automated channel
with clear policy controls for all use
cases. Downstream emerging loT
technologies will require similar lev-
els of protection and simple API
access to the Cryptshare service will
enable this.

Discover the advantages
of using Cryptshare at:

>> cryptshare.com/why-cryptshare/

Cryptshare’s proven secure data
transfer solutions position the
company for long-term success in
the global corporate market, as well
as in the new and rapidly growing
IoT space where industry analysts
predict that businesses and consum-
ers will be using 20.4 billion IoT
devices by 2020. H

Contact Information
Cryptshare, Inc.

John Jeffries
General Manager

18 Commerce Way, Suite 2650
Woburn, MA 01801

>> John.jeffries@cryptshare.com

>> www.cryptshare.com
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Oklahoma Gaining
Traction in the Auto Industry

Oklahoma is traditionally
known for oil and gas produc-
tion, and for good reason: the state
is rich in oil and gas deposits and
the Cushing Oil Depot in Oklahoma
is known as the pipeline crossroads
of the world. The state is also a hub
for aerospace, with the two largest
maintenance, repair and overhaul
facilities in the world located in the
state. That is to say, when Oklahoma
is committed to an industry, that
sector thrives in the state.

If you couple Oklahoma'’s renowned
reputation for innovation and
ingenuity and its strong workforce
skilled in engineering and advanced
manufacturing, with its newly
established Automotive Engineer
Workforce Tax Credit, Oklahoma is
well positioned to attract auto
manufacturers and become the next
new hot spot for the auto industry.

Located just north of Texas, in the
central part of the United States,
Oklahoma should be top of mind
with automotive corporate executives
considering expanding their opera-
tions within or entering the U.S.
market.

1 With the automotive industry in the
U.S. moving increasingly westward,
Oklahoma is ideally situated to meet
the needs of OEMs and auto part
manufacturers, both in terms of its
central location, low costs (both
operating costs and wages), and
availability of workers with required
technical skillsets.

1 Oklahoma is a constitutional Right
to Work state with low unemploy-
ment insurance taxes and programs
significantly reducing hiring and
training start-up costs.

1 Centrally located and accessible by
air, rail, road, and water with some
of the most inland ice-free ports in
the U.S, Oklahoma offers easy
access to Midwest and South East
USA (location where most OEMs are
presently located). In fact, within a
16-hour drive, you'll reach every
single OEM manufacturing facility
within the U.S. southern southern
corridor.

1 Automotive Engineer Workforce
Tax Credit. Automotive companies
hiring engineers in a variety of
fields will receive tax credits equal
to 5% of the compensation paid to

Energy Storage

SPOTLIGHTS

an engineer and 10% if the
engineer graduated from an
Oklahoma college or university,
plus another credit of up to 50% of
the tuition reimbursed to an
employee. Additionally, the
engineer hired receives a tax credit
of $5,000 per year.

German American Trade Q3 2019 ﬂ
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Competitive wages

and Brazers

Occupation Description Median Median

Hourly Earnings, | Hourly Eamnings,
Oklahoma Nationwide

Aerospace, Chemical, Electrical, $38.36 $42.30

Materials, Mechanical Engineers

Firstline Supervisors of Mechanics, $27 .42 $29.34

Installers and Repairers

Machinists $17.01 $19.00

Welders, Cutters, Solderers $17.37 $17.54

Oklahoma's wages are among the most competitive in the country.

1 Oklahoma CareerTech,

located

across 169 sites throughout the
state, with more than 397,515
enrollments annually, offers
training in specific pathways
aligning with the automotive

workforce demand. Some of those
pathways include ASE technician,

CNC, machinist, diesel service,

metal fabrication, electronics and

m German American Trade Q3 2019
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welding, to name a few.

1 Oklahoma'’s key industry sectors;

aerospace and defense industry and
oil and gas, each employ 120,000
workers respectively. These work-
forces offer a baseline of skills and
knowledge that can easily be
adapted and retrained to meet

specific needs of auto manufacturers.

1 The state’s workforce training
program customizes solutions for
companies investing in Oklahoma
to meet skilled labor demands. The
conversation begins with defining a
company’s exact workforce needs.
From pre-employment, industry-
specific and customized training,
the state integrates various work-
based learning experiences (includ-
ing German apprenticeship like
programs) with its industry aligned
curriculum to create a pipeline of
workers for current and future
needs.

1 Oklahoma Center for the Advance-
ment of Science and Technology
(OCAST) has established a program
that places qualified interns within
Oklahoma companies to test drive
and ultimately recruit. The OCAST
program is already placing candi-
dates within companies in the state
servicing the auto industry.

“Oklahomans are innovative and
determined entrepreneurs who have
transformed the state into major
centers of excellence across multiple
industry sectors,” said Oklahoma
Governor Kevin Stitt. “We believe
that with more inventive companies,
like Spiers New Technologies
choosing to do business in our state,
the same will soon apply for the
automotive industry.”

Thanks to Spiers New Technology
(SNT), a local start-up that has
transformed into the leading
full-service provider of services and
battery life cycle management for
advanced battery packs used in



hybrid and electric vehicles, a new
international battery cluster is fast
forming in the state. SNT recently
expanded internationally duplicat-
ing its Oklahoma remanufacturing
and servicing facility with a
34,000-square-foot location in Ede,
The Netherlands, and is soon
planning additional locations in
California and China.

Oklahoma is already home to
hundreds of foreign-owned compa-
nies that support more than 48,000
jobs in the state. With respect to
Germany, the state is home to
about 60 German-owned companies
which employ more than 2,500
people. Lufthansa Technik (Bizjet
Int’l), ALDI, T-Mobile, and Linde
are amongst the largest German-
owned employers located there.

In 2016, Oklahoma was the largest
US state supplier to Germany of
both Aeronautical Navigation
Equipment and lodine. Germany
was the largest purchaser of
Oklahoma’s Aeronautical Naviga-
tion Equipment, Thermostats &
Regulators, Appliance/Machine
Measurement Instruments, and
others, including more than $10
billion in valves and pumps.

Over the past five years, Oklahoma
has been actively forging links with
German industry associations,
attending industry sector trade-
shows like Hanover Messe, Auto
Testing Expo, and the Aviation
Forum Hamburg and meeting with
companies in Germany to encour-
age trade and investment opportu-

nities. A long established connec-
tion exists between sister cities
Tulsa and Celle, Germany which
have been actively establishing
cultural and trade links between
both metropoles.

With aerospace as a prime example
of the state’s focus leading to
success in an industry, auto

"‘#oduc jon Line

SPOTLIGHTS

manufacturers should take note of
the new direction of Oklahoma'’s
leadership. Governor Stitt, the
Oklahoma legislature and commu-
nity economic development leaders
are putting the right elements in
place to open up significant and
swift growth and investment in the
auto industry. H
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GTAI INDUSTRY TALK

USA Discover Energy
Efficiency for liself

Many certitications for buildings have
been established

Article by Ullrich Umann, Germany Trade and Invest (GTAI) - Translation from German by Sandy Jones, GACC

The US market for
energy-efficient
construction is set to
grow — but the topic is
not met everywhere with
equal inferest.

he single-product and custom

installation market for the design,
construction and certification of
energy-efficient green buildings is
expected to reach $ 254 billion in
2020. That’s what the Green Building
Alliance, a nonprofit organization
based in Pittsburgh, has calculated.

Increased attention
to issues of
environmental
protection and
energy saving in °
the construction
industry is only
partly market

GREEN MARKET ;
B
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driven. After all, energy sources are
widely available and cheap.

Strong commercial motives are
primarily developed by large real
estate administrations, because the
energy balance of their building stock
is decisive for their profitability - fall-
ing energy bills are an essential part
of their business model. If their
properties are also certified as "green”,
rent increases can be more easily
justified.

Many different certifiers

More than 30 different energy
efficiency standards and ratings have
been established in the marketplace.
Commercial reasons play a role here,
because certification is quite profit-

V"7 4
V /7 74
1

able. In addition, there are popula
programs for saving energy such as
"Energy Star” of the US Environmen-
tal Protection Agency (EPA) or "Green
Globes” of the Green Building
Initiative.

Other certifiers offer a combination of
different criteria, including the Living
Building Challenge. It combines the
criteria of space, water, energy, health
and well-being, materials, equipment
and aesthetics.

According to the Green Building
Adoption Index, 4,700 office buildings
in the largest 30 US cities in 2018
received one of more than 30
certifications. Chicago, San Francisco
and Atlanta have the most certified
buildings respectively.

)
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Al increases energy efficiency

In energy-efficient buildings, automa-
tion technology is increasingly being
used with the help of artificial
intelligence. This starts with tempera-
ture, humidity and air quality sensors,
continues through control systems for
power, water and wastewater, heating
and cooling, and ends with brightness
sensors and motion detectors for
automatic lighting control and access
control.

Energy efficiency in housing
rather rare

Relatively little energy-efficient
solutions are used in housing
construction. Occasionally, however,
there have been initiatives for the
public promotion of affordable
housing, which explicitly focus on
energy savings and the integration of
alternative energy sources such as
solar roofs.

Environmental awareness
matures

Awareness is growing in the general
public, especially in the 20-50
generation, that something must be
done to combat global warming and
reduce CO2 emissions: in a Pew
Research Center survey conducted in
2016, 74 percent of respondents said
that "the US should do everything it
needs to protect the environment,”
compared with 23 percent who said
“the country has gone too far in its
efforts to protect the environment.”

Because of these majorities, increas-
ingly more companies are missing out
on “green washing.” Consumers are

GERMANY
TRADE & INVEST

rewarding this move with increasing
brand loyalty and the willingness to
pay a premium for "green” products.
With Green Seal, a certifier has been
established for around 50 product
groups, including paints and coatings,
lighting, windows and electrical
appliances, as well as schools,
residential buildings and hotels.

In politics, the number of bills for
climate protection and energy saving
is increasing in unison. Under the
heading "Green New Deal”, some
states are even preparing basic legal
climate protection targets, including
in New York.

Green New Deal proposed

After the final US-Congressional
elections in November 2018, a group
of young, predominantly female
Democrat MPs have been sponsoring
the Green New Deal debate in the US
Congress. But this initiative is being
met with strong resistance, especially
from older members of the Republican

Party.

LEED obligation for federal
real estate

The US government has made
headway in terms of energy efficiency
of buildings years ago: Federal real
estate, for example, must comply with
the "Leadership in Energy and
Environmental Design” standard
(LEED) when it is completed or
overhauled.

The US Green Building Council
awards this certificate with the levels
Certified, Silver, Gold and Platinum.

GTAI INDUSTRY TALK

Ullrich Umann

Director

1130 Connecticut Ave., NW
Suite 1200

Washington, DC 20036

T +1(202) 629 5712

Ullrich.Umann@gtai.de
www.gtai.de

However, LEED is a generic term that
splits into thematically graduated
certificates. For example, LEED EB
stands for LEED certification in
existing buildings, LEED C & S for
core and shell, and LEED NC for new
construction and so on.

Municipal promotion

Seattle, Austin and Washington are
among the communities that are
leading the way in energy-efficient
buildings. In Washington DC, for
example, the District of Columbia
Sustainable Energy Utility (DCSEU)
is funding such incentives. Among
other things, DCSEU supports the
retrofitting of multi-family houses
and commercial properties with
energy-saving technology and solar
systems.
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WASHINGTON UPDATE

WASHINGTON
*x UPDATE %

NEWS FROM INSIDE THE BELTWAY

German Business Matters
RGIT publishes updated figures highlighting the

importance of the U.S.-German economic relationship

German Business
Matters in the US

Traditionally, German companies
have a strong presence in the U.S.
Their subsidiaries, of which the
German Central Bank counts over
5,300, represent efficient technolo-
gies, a high degree of value added,
and attractive jobs across the

country. By substantially contribut-

ing to America’s economic health
and prosperity, they play a vital

Rank Country of the Headquarters

1 United Kingdom
2 Japan

3 France
4 Germany

5 Canada

US jobs in foreign-owned affiliates, 2016

role for the daily life of American
employees and their families.
According to the Bureau of Eco-
nomic Analysis (BEA), about
692,000 American jobs were
created by German-owned affili-
ates, most of which are small and
medium-sized enterprises (SMEs).
From California to Virginia and
from Minnesota to Texas, German
affiliates are represented in every
federal state and thus, account for

Employment

1,238,000

Source: Bureau of Economic Analysis, US Department of Commerce

Rank Country
1 United Kingdom

2 Canada

3 Japan

4 Germany

5 Ireland

Foreign direct investment in the US, 2017

Investment (USD in Billions)

615

Source: Bureau of Economic Analysis, US Department of Commerce
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almost 10% of the total 7 million
U.S. jobs created by foreign
affiliates. This makes German
companies the fourth largest
foreign employer in the United
States.

The Representative of German
Industry and Trade (RGIT)

updated these and other figures
on German companies in the
United States on its website
www.germanbusinessmatters.com.
The official update was part of

a panel discussion moderated by
Daniel Andrich, President and
CEO of RGIT. Speakers and panel-
ists included Boris Ruge, Minister
and Deputy Chief of Mission

at the German Embassy in
Washington, Dr. Martin Wansleben,
CEO of the Association of German
Chambers of Commerce and
Industry (DIHK), Peter Riehle,
Chairman of the German American
Chambers of Commerce and
President and CEO of Wittenstein
North America, and Josh Kallmer,
Executive Vice President of Policy,
Information Technology Industry
Council (ITI).

Germany Invests in the US

Regarding foreign direct invest-
ment, Germany also plays in the
top league, with more than 10% of
foreign direct investment in the
U.S. coming from Germany.



WASHINGTON UPDATE

By substantially contributing to America’s economic health

and prosperity, subsidiaries of German companies play a vital

role for the daily life of American employees and their families.

Manufacturing is by far the
largest sector that benefits from
German investment. Other areas
of German investment activity
include trade, insurance, and
finance. On average, German-
owned affiliates spend more than
$7.8 billion annually for research
and development. Almost 80% of
these expenditures are directed
towards the manufacturing sector
thereby contributing to the long-
term competitiveness of this sector
in the U.S.

Manufacturing is Key

Against this background, it is

not surprising that over 40 percent
of the jobs created by German
affiliates in the U.S. are in
manufacturing. Among foreign
investors, Germany was the
second-largest job creator in this
sector. German companies thus
play a key role in U.S. efforts to
strengthen the industrial base. M

More information:

Find out how German-owned affili-
ates contribute to your state. Our on-
line-tool, "German Business Matters:
A State-by-State Analysis of Imports,
Exports, and Jobs," offers an objective
and comparative analysis of German
business activity in the United States
by employment and trade

>> www.germanbusinessmatters.com

RId REPRESENTATIVE BDI

| T ofGerman Industry + Trade

Tatal
Manufacturing
287.8 jobs

Other
260 4 jobs
37.8%

Chemicals
77.5 jobs
N.2%

Transportation
Equipment
0.5 jobs
1028

Machinery
B7.4 jobs
9.7%

Wholezale
and Retail —/

Other areas of
144 jobs manufacturing
20.8% 72.4 jobs
10.5%

Employees in German majority-owned US
affiliates, 2016 (in thousands)

Source: Bureau of Economic Analysis, US
Department of Commerce

About the Author

Dr. Christoph Schemionek,
Director, Regional Economic Policy
and World Bank Liaison at the

Representative of German Industry
and Trade (RGIT)

>> cschemionek@rgit-usa.com
>> Www.rgit-usa.com

This material is distributed by the
Representative of German Industry and
Trade (RGIT) on behalf of the Federation
of German Industries (BDI) and The
Association of German Chambers of
Commerce and Industry (DIHK). Additional
information is available at the Department
of Justice, Washington, DC.
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MEMBER PROFILE

Mercedes-Benz USA

An interview with Christian Treiber

GAT: Over the course of your
career you have moved between
Germany and the US multiple times.
What does it mean to have a
leading position in the US vs. a
leading position in Germany?2 Do
you prefer one experience over the
other?

Christian Treiber (CT): For me,
it's critically important to prioritize
teamwork, development of our people
and empowering our teams to
challenge the status quo. Based on
my experience, ['ve observed that the
US culture seems to be a bit more
flexible when it comes to embracing
change and working independently.

GAT: You are the head of customer
service. What are the trends you are
seeing for companies to address
customer expectation and (hopefully)
exceed them?

F |

CT: With increasing access to
technology, I believe “time” follows
closely behind “health” as a critical
priority. We are all overscheduled.
So we are constantly striving to refine
our processes to ensure we make
access to the buying or service
process seamless and convenient, and
mobile solutions are central to this
focus. Ease of doing business is our
central focus, and we carefully
examine every touchpoint. From my
perspective, the connected car
provides us with a tremendous
opportunity to receive real-time info
about the vehicle’s systems, allowing
us to curate a more personal and
tailored service experience for our
customers. This will not only enable
customers to make better decisions
about their vehicle, but enable them
to spend more time enjoying other
activities in their busy lives.

GAT: You head a large organiza-
tion in multiple locations. How do

| ||||\Hlnnuuuumm..."
'

you stay connected to your employ-
ees? Tell us your secret how you
keep your ear on the ground?

CT: Frequent communication is vital
to the success of any team to ensure
everyone understand the mission.
You cannot lead a team via email.
We host numerous online town halls
via skype, distribute a newsletter and
most importantly, walk around and
reinforce a culture of face to face
discussions. Despite my busy meeting
and travel schedule, I prioritize skip
level discussions, deploy employee
surveys and encourage our team
members to be open and honest with
their comments to help us improve
our culture. Listening is also central
to good communication, so it’s impor-
tant to ask lots of questions and tune
in the perspectives of others, indepen-
dent of level. Open and honest brief
and de-brief is critical to continuous
improvement.

A 220 in Jupiter Red with Night Package and 19-inch AMG multispoke wheels
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GAT: The Mercedes Benz product
porffolio is expanding in the US with
the new A-Class and a range of
electric vehicles. What are your
expectations is these segments?

CT: We have the broadest and
youngest model lineup with a host of
new models coming, so we are very
well positioned to assert our strength
in every segment and with every
technology. The A-Class launched
earlier this year, featuring our most
advanced user interface (MBUX) in
our entry level car. The A-Class
establishes a new entry point for the
brand and brings new buyers to
Mercedes-Benz. The goal here is to
attract customers when they are
young, provide them with a great
service and customer experience at
every touch point and keep them for
life. Next year we will launch our
new EQC, the first of our new
generation of electric vehicles.

This SUV includes many intelligent
features in a versatile and advanced
package for those customers who
want their next Mercedes to be an
electric Mercedes. Additionally,
demand for SUVs is really driving the
market across the globe and I think
you will see this continue for quite
some time. [ have to say, we are very
bullish about our prospects for
success.

GAT: Self-driving cars are all the
hype. What challenges do you see
with that technology and when can
we see the first truly selfdriving car?

CT: I think you will continue to see a
progressive, step by step approach to
autonomy, and some of the basic
functions are available today for

Mercedes-Benz

limited amounts of time in certain
driving situations. Of course, there are
also some new standards and legisla-
tive implications which also need to be
addressed. A fully autonomous car is a
longer term goal, however, our
customers expect Mercedes to have the
smartest and most intelligent systems
available vs. simply the first. Develop-
ment is ongoing, and Daimler priori-
tized Autonomous development as a
core priority moving forward.
However, you'll see more and more
capability in our cars each year which
will make an important leap forward
in terms of safety. It’s a safe assump-
tion that the first self-driving cars will
debut in commercial applications such
as Robotaxis and perhaps long-dis-
tance trucks as a first step and we're
working diligently to advance this
technology.

GAT: You are a single-handicap
golfer. How did you get started
playing golf and what has golf
taught you? What was your most
memorable golf experience?

CT: I began playing golf shortly after I

was diagnosed with Diabetes at age 16.

I grew up on a farm, and my dad’s
friend Juergen showed me how to hit
golf balls. I spent many hours practic-
ing between the cattle running around
in our pasture which presented a few
unique challenges. Golf has taught me
that there are no excuses. It’s all about
constant improvement. It forces you
to look in the mirror to debrief, reflect,
learn, correct and move on. Each year,
I get together with 5 close friends from
Germany and Switzerland. We've kept
this tradition going for 17 years and
it’s certainly a highlight on my
calendar. M
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Christian Treiber

Vice President, Customer Services
Mercedes-Benz USA

Christian Treiber became vice
president, customer services for
Mercedes-Benz USA (MBUSA) in
January 2016. In this role, Treiber has
overall responsibility for the com-
pany's customer service operations,
engineering services, after-sales
business development, parts logistics,
Mercedes-Benz Academy and
MBUSA's award-winning customer
assistance center.

Treiber started his career with Daimler
in 1992 at the retail store in Dussel-
dorf. After completing his bachelor's
degree, Treiber worked in Daimler
owned retail sales for eight years
before assuming responsibilities as
general sales manager for automo-
tive and non-automotive accessories.
In 2005, Treiber came to MBUSA's
corporate headquarters as general
manager of after-sales marketing and
parts logistics. In 2011, he returned to
Stuttgart to head up after-sales parts
for Mercedes-Benz Cars and smart. He
currently resides in Atlanta, GA.
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Blickle USA:

A prime example of
Mittelstand business excellence

E stablished in 1953, Blickle
Réader+Rollen GmbH is a third-
generation family company with
more than 30,000 items in its
standard product range, and is one
of the world’s leading manufactur-
ers of wheels and casters. In
addition to the production facilities
in Rosenfeld, Germany Blickle has
17 sales subsidiaries in Europe,
North America and South America,
Asia, and supplies casters and
wheels to over 120 countries
worldwide.

To better serve the North American
market in 2018 Blickle USA took

occupancy of a new 62,491 square
foot multi-million-dollar facility in

m German American Trade Q3 2019

Newnan, GA. The building, designed
and built specifically for Blickle,
represents the completion of Phase
One of the company’s US Headquar-
ter Campus. With three more phases
planned, the approximate 20-acre
site has been developed and prepped
with utilities in place for future
expansion. Provisions for a railway
spur to service the facility have also
been made.

All US American operations are
managed from the Newnan, GA
facility including Engineering,
Custom Manufacturing, Sales,
Customer Service, Product Testing,
Customer and Distributor Training as
well as Shipping.

Product availability is a cornerstone
of Blickle USA, so the new building
is dedicated in part to maintaining a
vast inventory of wheel sizes and
caster configurations. This commit-
ment to inventory allows the
company to offer an unprecedented
number and variety of products
from both their Blickle and Pegasus
Lines for immediate shipment.
Products in the Blickle line also
carry an industry leading 4-year
warranty.

Made by Blickle

Blickle’s demands are simple: to
develop the very best caster and
wheel solution for every conceiv-
able material handling application
- based on their ideas, commitment
to innovation, expertise in materi-
als and manufacturing technology,
many years of experience and
motivated, committed employees.
Blickle is known worldwide for
high quality, long-lasting and
maintenance-free casters and
wheels that are “Made in Germany”.
Leading the market means setting
high standards. The Blickle way is
manufacturing and developing
everything from scratch. This gives
Blickle complete control over
quality and delivery dates. It also
allows them to react with speed
and flexibility to customer and
market requirements while using
environmentally friendly manufac-
turing processes. Blickle is uniquely
certified ISO 9001, ISO 50001
(Energy Management System) and




Blickle is known worldwide
for high quality, long-lasting

and maintenancefree

casters and wheels.

ISO 14001 (Environmental Manage-
ment System). A one of a kind
dedicated “Customer Experience
Center” is located at the new plant
in Newnan, Georgia allowing for a
“hands on” approach to ensure the
best possible ergonomic caster and
wheel solution. Various test carts
help to demonstrate the unique
operating conditions for virtually
any material handling applica-
tion. A state of the art
“Product Training
Center” allows for
dedicated training
and product certifi-
cation to ensure a
professional and
knowledgeable staff
of caster profession-
als with the goal of
optimizing mobility
solutions regardless of the
industry type (manufacturing,
medical, food service, retail,
hospitality, distribution, etc.).

About Blickle

In 1953, Wilhelm Siilzle split his
long-established ironmongery
factory among his sons and his
son-in-law Heinrich Blickle into

three standalone companies. The
newly founded company Blickle
assumed the production of iron
wheelbarrow wheels, developing it
into a range of high-quality wheels
in addition to swivel and fixed
casters. Swabian virtues such as
hard work, an obsession with quality
and the genes of inventors all

contribute to continual product
improvement. After the sudden
death of the company’s founder
Heinrich Blickle in 1961, his wife
Elisabeth Blickle took over as
Managing Director.

Today, Reinhold Blickle, son of the
company’s founder, runs the
company as executive partner
together with his wife Denise
Blickle and Walter Wager.
Under their manage-
ment, Blickle has
developed into one of
the leading manufac-
turers of wheels and
casters worldwide
over the past few
decades. Blickle
Leadership continues to
grow with Dr. Sarah
Blickle-Fenner and David

MEMBER PROFILE

lickle

Blickle M.Sc. transitioning into
management roles to continue their
families legacy. Sarah will focus on
international business affairs while
David focuses on engineering. We
are excited to see the third genera-
tion join the organization. Progress

and keeping with the traditional
values of the family company go
hand in hand - a corporate phi-
losophy that will be continued into
the third generation. M

Contact information:
Blickle U.S.A. Wheels and Casters Inc.

75 Coweta Industrial Parkway
Newnan, GA 30265

Ashley Fowler
>> Ashley.Fowler@Blickle.US.com
888-558-7878

>> www.blickle.com
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Roto Frank of America
Marks 40th Anniversary

The GACC NY
congratulates our
member Roto North
America on

the company's
40th anniversary!
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Roto Frank of America, Inc.
celebrated their 40th Anniver-
sary this past May in Connecticut
with a celebratory luncheon that
included the Lt. Governor of CT
Susan Bysiewicz, State Senator
Norm Needleman, Chester’s First
Selectwoman Lauren Gister, the
President & CEO of the German
American Chamber of Commerce
New York Dietmar Rieg, Middlesex
Chamber of Commerce President
Larry McHugh and Vice President
Jeff Pugliese, and CT Invention
Convention President Dr. Demetrios
Giannaros.

Roto also welcomed representatives
from US Senator Chris Murphy, US

Congressman Joe Courtney, and
State Representative Christine
Palm’s offices as well as many
other dignitaries and invited guests.
Roto Frank of America was hon-
ored to receive 3 citations: Lt.
Governor Bysiewicz presented a
State of CT Proclamation and State
Senator Needleman and State
Representative Christine Palm
presented a Citation from the CT
General Assembly on the occasion
of Roto’s 40th Anniversary.

Roto executives Dr. Eckhard Keill,
Global CEO; Marcus Sander,
incoming CEO of the Window and
Door division; and Jens Busse,
Director Western Hemisphere also
joined from Roto’s Corporate
Headquarters.

President & CEO, Chris Dimou,
said during his key note speech,
“Endurance isn’t easy and mean-
ingful endurance is even harder.
For an organization to endure for
40 years, and to be as relevant
today as it was at the founding,

is quite an accomplishment.

But what matters most now is what
we do next. We have to, and will
continue to, relentlessly pursue
what has made us successful in the
first place: To create superior
customer value.”

From left, front row:

Lauren Gister, Chris Dimou, Lt. Governor
Susan Bysiewicz, Dr. Keill.

Back row: Marcus Sander, Jens Buss



Roto Frank of America, Inc. was
founded in Chester, Connecticut
in 1979 as a wholly owned
subsidiary of Roto Frank AG;
headquartered in Germany, with
18 production plants and more
than 40 subsidiaries globally.
The Roto Group now has a
presence in over 40 countries
with over 4900 employees.

Roto Frank of America, Inc.
began manufacturing roof

windows and distributing
Tilt&Turn hardware. Later
on, the company realized the
great potential that existed in
the window and door
hardware market expanding
it’s products towards the North
American market. Roto Frank
of America, Inc. has been an
integral part of Connecticut’s
manufacturing industry for
40 years. ll
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Roto

About Roto Frank of Americaq, Inc.

Roto Frank of America, Inc. is wholly

owned subsidiary of Roto Frank AG, a global
leader in window and door hardware, with

18 production plants and more than 40
subsidiaries worldwide. Roto Frank of America,
Inc. is a Chester, Connecticut-based manu-
facturer of window and door hardware which
offers solutions for North American and
European applications.

For more information please visit
>> www.rotonorthamerica.com

Have we met yet?

ADVERTISEMENT

As a national CPA and advisory firm, BKD can help
German businesses pursue growth in the United States.
Our trusted advisors have proven experience with
German organizations and an intimate knowledge of
German culture, allowing for a better understanding of
the differences and how to bridge them.

We assist German companies in navigating national
reporting standards with services such as international
audits, tax compliance and group reporting packages.
Let’'s start building on your success!

Everyone needs a trusted advisor. Who's yours?

CPAs & Advisors

Jeffrey Deane e jdeane@bkd.com e bkd.com


http://bkd.com
http://www.rotonorthamerica.com

STARTUP SERIES

Latest STEP USA Alumni
Pitch Night Focuses on
Internationalization

Program Paves the Way for 250
German Startups Entering the US Market

he German American Chamber

of Commerce, Inc. (GACC NY)
held its fourth STEP USA Alumni
Pitch Night which took place in
Berlin this past June, encompassing
dynamic lectures and workshops on
internationalization.

Leading experts on international-

ization, venture capital and
technology transfer provided their
valuable insights. Participants
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included: Nico Gramenz, CEO of
the Factory in Berlin, Julian
Riedlbauer, Partner at GP Bull-
hound, Astrid Freier, Head of SAP.
io Foundry Berlin, Marc Boven-
schulte, Director at the Institute for
Innovation and Technology and the
long-standing STEP USA Partner
Brian Frumberg, CEO & Founder
from VentureOut New York.

During several panel discussions,

fireside chats and lectures, the
experts addressed key aspects of US
market entry. That included
shedding light on the criteria that
German startups must fulfill in
order to be successful in the USA.
The presentations provided the
audience with intercultural skills,
best practices, day-to-day working
experiences of established German
startups and legal foundations for
the secure, long-term development
of business in the US.

The highlight of the event was the
STEP USA Pitch, where five alumni
of the STEP USA program presented
their company business models
before a jury of business innova-
tors. The winner of the competition
will attend the GACC NY’s “New-
comer of the Year Award” this fall
in New York.

Among the five STEP USA alumni
competing for the ticket to New
York were Alugha GmbH, Psoido, a
Fraunhofer spin-off, Genie Enter-
prise Solutions Inc., MoBerries
GmbH and Ineratec GmbH. Philipp
Engelkamp, Ineratec’s managing
director from Karlsruhe, prevailed
with his pitch. He impressed the
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leading experts on

internationalization,

venture capital and
technology transfer
provided their

valuable insights.

jury with his innovative product.
Ineratec participated in the STEP
USA program in December 2017.
The company is a KIT spin-off in
the chemical technology industry
and has received several awards,

STEP USA Pitch Night &
Internationalization Summit

Berlin, June 5, 2019

being established and resulting in
successful business with U.S.
customers. Almost 30 of these
startups have secured investments,
mostly in the single-digit million
range. l

most recently the German Found-
er's Award.

For more details about
STEP USA please visit:

>> www.stepusa.io

The five-day, short-trip STEP USA
program was launched in 2014 by
the GACC New York to support
German startups in their US market
entry. It takes place quarterly at
New York, Boston or Silicon Valley
locations.

To date, this program has taken
place 22 times, with more than 250
German startups having success-
fully completed STEP USA, leading
to 51 US subsidiary companies

Upcoming Trips: STEP USA

15. - 20. 09. 2019
(Nordrhein Westfalen startups only:
New York & Boston)

03. - 08. 11. 2019
(Rheinland-Pfalz startups only:
New York)

08. - 13.12. 2019
(open for all startups: New York)

Panelists at the STEP USA Alumni Pitch Night
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CROSSROADS

Can Germans and Americans
Agree on the Ideal Approach
to Customer Service?

By John Otto Magee

company’s success depends on

meeting the needs of its
external customers. A team’s success
depends on meeting the needs of its
internal customers.

Meeting needs, though, runs deeper
than merely supplying a particular
product or service. The foundation is
a common understanding of the
business relationship between
customer and supplier.

There are significant differences
in how Germans and Americans
fundamentally understand business

m German American Trade Q3 2019

relationships. Regardless of
whether the customer is internal
or external, divergent customer
philosophies mean divergent
customer approaches.

Although both German and Ameri-
can colleagues have the best inten-
tions, namely to best serve their
customers, each side will see them-
selves as having the optimal ap-
proach.

The two approaches don’t necessarily

have to clash. On the contrary,
important aspects in how the two

W]
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N

cultures approach business relation-
ships can be joined to produce a
more effective approach. This, in
fact, is the overall goal of collabora-
tion: to find the best ways to work
together.

German Approach

Germans use the word “service” very
often and in many different situa-
tions. But “service” is not native to
the German language. The German
equivalent for “service” is “dienen”.
And the word “dienen” can be traced
back as far as the 8th century.

At its root, “dienen” was in connec-
tion with “Laufer” (runner), “Bote”
(messenger) or “Knecht” (farm
laborer or servant). “Dienen” means
simply to be helpful or to be useful.

But, it also means (and is
often felt by Germans to
o mean) service in the sense

of servitude, subjugation
or subordination of one
person to another
person, to the one
served, assisted or
helped.

Especially if one is
serving exclusively the
individual needs, wishes
or interests of another
person, one can feel a loss of
independence and autonomy.
One is captive, no longer free.
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Although both German and American

colleagues have the best intentions, namely to

best serve their customers, each side will see

themselves as having the optimal approach.

However, if a common goal or
common purpose is being served,
something for the good of all, then
serving is understood as positive.

This might provide an indication for
why contemporary Germans avoid
using the term “dienen”, and prefer
the English word service, or a
combination of a German and an
English term (e.g. Kundenservice =
customer service).

The German term “beraten”, on the
other hand, means to give someone
advice about what they should do.
The root is “Rat”, which means
“counsel”.

To “beraten” with another means to
discuss and consider together, to
hold council on a specific issue,
situation or problem. A “Berater” is a
consultant.

The original definition of “beraten”
means to take precautions, in the
sense of food and provisions in a
household: “Hausrat” (household
things), “Vorrat” (supply, reserve,
stock), “Gerat” (tool, utensil, appli-
ance, device).

“Beraten” (to give advice, to consult)
is oriented, therefore, towards a
future action, something to be done.
“Beraten” serves the purpose of
preparing someone for a future or
possible situation.

American Approach

The English term “service” implies
graciousness, helpfulness and to a
degree selflessness. To serve is to be
humble. Serve stems from the Latin
word “servitium”, which meant the
condition of a slave.

Service, at its roots, involves one
person serving another or several. It
is inherently personal. The term
“service” in the context of American
business involves the notion of
“servitium” (to respond to the needs
of your customer, to serve that
customer personally and individu-
ally).

But service also anticipates compen-
sation (payment, customer loyalty,
growth of the business). Service is
both personal and commercial.

They go hand-in-hand. Impersonal
service seldom leads to commercial
success. Personal service without fair
compensation is servitude. And,
indeed, some business relationships
are so one-sided that the one serving
feels more like a slave than a free
person.

To consult means to seek advice, to
refer to, to take into account, to
consider, as one would consult an
attorney or a physician. To consult
also means to exchange views, to
confer. As with service, consult has
its roots also in Latin: “consultare”,

meaning to deliberate, counsel,
consult or take counsel.

Moreover, to consult means to
advise, to recommend, to suggest, to
provide an opinion about what could
or should be done in a certain
situation or in response to a certain
problem. The consultant, therefore, is
the expert applying her knowledge
and expertise to improve the
situation of a customer.

But, essential to consulting a client is
understanding their needs, their
situation. This is done by first
consulting with, meaning listening to
that customer.

German View

Germans clearly prefer consulting
over serving a customer. Consulting
in the sense of imparting your
expertise to one who is need of it.
The relationship is more balanced in
terms of power and respect. Consult-
ing also involves problem solving
and planning together with the
customer. It is, in a way, a two-way
street.

Whereas serving is more of a
one-way street. The customer knows
what he wants, chooses one who can
deliver, then expects the deliverer
(runner, messenger) to react as the
customer wishes. Serving, therefore,
is seen by Germans as a bit degrad-
ing, demeaning, a misuse of their

German American Trade Q3 2019 m
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skills. Serving is unworthy of the
educated and skilled.

Germans can, therefore, find their
American colleagues to be too eager
to serve the customer in ways which
are imbalanced. It can appear to
them that Americans jump into
action at the faintest sign of a
request from the customer. From the
German perspective, American
customers are sometimes too, or
unrealistically, demanding.

Germans believe that one can
command more respect, and thus be
more successful, by demonstrating
more independence, and not
instinctively giving the customer
what he wants.

In fact, the customer often does not
know what is best for him. To truly
serve the client means then to

maintain your independence and
autonomy, in order to objectively
advise the customer of how to solve
his problems (a consulting approach).

N
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In the end, the German customer
neither respects nor wants a servant,
but an expert who is willing to place
his expertise at the center of the
business relationship.

American View

Americans, on the other hand, also
prefer consulting versus serving, and
this for the same or similar reasons
as their German colleagues. However,
Americans are more willing than
their German counterparts to serve
the customer in ways which involve
limited elements of consulting. From
the American perspective there is
nothing inherently demeaning or
degrading in serving another person.

And serving a customer in the
business context implicitly involves
compensation. For an American,
serving a customer only becomes
degrading (meaning “not worth it”)
when the compensation is not in
an acceptable balance with the
work performed.

From the American perspective, the
German approach to serve versus
consult will not lead to success. It
comes across not as customer-orient-
ed, but supplier-oriented. In other
words, the customer has to orient
himself to the supplier. It implies not
a balance in the relationship, but an
imbalance in favor of the supplier.
The customer can easily gain the
impression that he should be
thankful to be served by the supplier.

For Americans this is a highly risky
approach in the American business
context, for customer-orientation is
one of the very key success factors in
the U.S. economy. The German
approach to serve versus consult,
therefore, can come across to
American customers as simply
arrogant and unresponsive to
customer demands.

Advice to Germans

Make unmistakably clear to your
American clients that you are fully
focused on serving their needs.
Signal to them that you are listening
and responding attentively to their
situation and want to help them in
any way possible.

Especially in the early stage of
your collaboration avoid using the
terms “consult,” *
“advice” or “advising”. Even if you
are in fact doing those things, use
vocabulary which say “service”

and “serving”. Consult and consult-
ing can be misinterpreted by an
American customer as distanced,
not fully engaged, not serving,
merely advising, and not involved

consulting,”



in the implementation of needed
measures.

In your initial meetings with your
American client it will be your
natural tendency to ask intelligent
and analytical questions, perhaps
many of them. And if it seems
necessary, you will also ask critical
and penetrating questions. If your
American client is not familiar with
your work, or working with Ger-
mans, he might be a bit

Advice to Americans

Germans respond positively to
American customer-orientation.
However, if that friendliness and
responsiveness is not backed up by a
solution to a German customer’s
problem, they are viewed as provid-
ing little value. Give clear indications
to your German customer - whether
external or internal - that you are
focused fully on solving their specific
problem.

surprised by your Americans German customers

approach. q | SO p re ][ er .expect a stro.ng consult-
ing element in your

A highly analytical, consulti ng approach to serving

dialogue-based conver-
sation, with questions
going to the core of a
business, implies a close
business relationship. It
could be that your
collaboration has not

Versus serving,
and this for
the same or

similar reasons

them. Early in the
business relationship
avoid the terms “serve”
and “service.” Even if
your actions are clearly
customer- and service-
oriented, use the words

yet reached that stage. as Thelr “consult” and “advise.”
Your American custom- Germc n

er sees herself as For German ears “serve”
managing the relation- CO' |€C19U€S. and “service” can come

ship, as deciding if and
when you reach full collaboration.

Restrain your consulting-oriented
approach until you are sure that
you have reached that stage.

Work your way towards it carefully.

Early in the business relationship
focus on listening, understanding,
and clarifying. Americans want to
be sure that you have understood
their situation, their needs and
challenges, before they are willing
to accept you as a consultant who
serves their needs.

across as a substitute for
real and proven knowledge and
expertise. Seek some distance and
detachment from the customer as a
person. Depersonalize the business
relationship in the sense of an
outside consultant who applies his
expertise to a specific problem.

As an American, your natural
inclination is to avoid entering too
early into a consulting dialogue with
your customers. You will ask
intelligent questions and listen
attentively. You will hold penetrating
and critical questions for a second or
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global companies on cross-border
collaboration.

>> www.johnottomagee.com

possibly third conversation. Your
German customers, however, expect
a consulting dialogue at the very
outset of the business relationship.

Immediately begin a dialogue involv-
ing the most complex and critical
issues. Ask the penetrating and
sensitive questions. Avoiding these
questions will give your German
customer the impression that you
either do not grasp the problem in its
complexity, or are reluctant to
address them. Neither of these
explanations cast a positive light on
you as a consulting-oriented
problem-solver. H
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J-1 SUCCESS STORIES

master student from Germany

t’s a great experience to come to
the United States with J1 visas.
I was lucky enough to get my two
J-1 Exchange Visitor visa applications
accepted for doing two internships in
different fields at the BMW plant in
Spartanburg, South Carolina.

During my first time in the US, I
worked as an international intern in
a logistics department at the BMW

German American Trade Q3 2019

Manufacturing Co. LLC. The second
time I came to the US with my

J-1 Exchange Visitor visa, I had

the opportunity to do research on
artificial intelligence at BMW
Group’s IT Innovation and Research
Lab, one of the best labs worldwide.

who helped me to feel safe and
welcomed while living abroad.

I would like to thank you all
for giving me one of the greatest
experiences of my life!

Beside work, I took time to travel as
much as I could. I traveled across the
US, visiting the most southern point
of the country, Key West, Florida,
and the lowest point of North
America in Death Valley, California.
I also hiked to the top of the Nevada
Fall, a 181-meter high waterfall on
the Merced River in Yosemite
National Park, California.

My most cherished gift from the
J-1 Exchange Visitor Programs are
all the friends I made for life,
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Make -

it count
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AT. Kearney is a leading global management consulting firm
with offices in more than 40 countries. Since 1926, we have
been trusted advisors to the world’s foremost organizations.
We are a partner-owned firm, committed to co-creating
highly impactful solutions for our clients—solutions that

our clients own, so the value lasts.

Are you about making it count? Let AT. Kearney
show you how powerfully collaborative a premier
management consulting firm can be.

www.atkearney.com
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SKILLS AT WORK

Invest in the Next

Generation of Leaders

learn how apprenticeship programs help companies
navigate the handover from the baby boomers

he American workforce is at a

pivotal moment as more baby
boomers move into retirement and
younger generations of workers step
up to take their place. Companies
from all industries are now facing this
challenge, and smart business leaders
are planning ahead to smooth the
transition, preserve institutional
knowledge, and train up-and-coming

leaders.

Forbes Coaches Council featured a
roundup of advice from its members,
top business and career coaches, on
how to navigate this handover - and
many of the recommendations are
addressed by apprenticeships.
High-tech manufacturing companies
are already facing a skills shortage,
and this generational shift is only one

factor to consider.

While larger companies might have
the resources to establish in-house
training programs, consortium-style
options like Industry Consortium for
Advanced Technical Training (ICATT)
and Georgia Consortium for Ad-
vanced Technical Training (GA CATT)
allow small and medium sized
enterprises (SMEs) to invest in skilled
workers.

Here’s some of the guidance that
members of Forbes Coaches Council
offered to companies that want to
develop their next generation of
leaders, and how it can be applied to

investing in apprenticeship programs.

Don't Wait To Start

“It is imperative that companies look
to the next generation for ways to
merge technology, soft skills, and the
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ICATT encourages apprentices to do rotation$'in all departments of a'company:
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new ideas necessary to seamlessly
keep the organization afloat and
profitable.” - Kenneth Johnson, East
Coast Executives

Now is the time to start training
younger workers — before your skilled
technicians retire and take their
knowledge with them. Apprenticeship
programs offer a structured way to
pass along this expertise to the next
generation.

Develop A Buy-And-
Build Strategy

A pipeline of talent is precisely what
apprenticeships are designed to
create. By educating, nurturing, and
mentoring younger workers, manu-
facturing companies invest in the
future of their employees - and their
employees return the favor.

Leverage The Success
Of Mentoring

“Pair baby boomers who have the
time and inclination with high
potentials. Create program guidelines
and train both mentors and mentees.
Curate topics to focus their discus-
sions and maximize their time
together. Monitor program results.”

- Loren Margolis, Training &
Leadership Success LLC

When you design a program
thoughtfully, with specific goals and
metrics in mind, mentors and
mentees get the most out of their
time working together. Apprentice-
ships are organized around the
knowledge mentors have and



mentees need, and the experienced
employees guide apprentices toward
success.

Train Senior Leaders How To
Effectively Coach And Mentor

“Coaching and mentoring are the key
to developing the next generation,
but there is a gap between desire and
knowledge. Most senior leaders want
to create a succession plan that
includes coaching and mentoring,
but when they are honest, they don’t
know how.” - Michelle Braden,
MSBCoach, LLC

APPRENTICESHIP
PROGRAM

TRAIN.RETAIN.GROW.

About the ICATT
Apprenticeship Program

Industry Consortium for Advanced
Technical Training (ICATT) is the
leading apprenticeship program in
the Midwest for high-tech manufac-
turers and companies with complex
technologies or logistics. It is the only
program fully benchmarked on the
German Dual Education System - an
approach recognized globally for its
combination of company-specific
knowledge, theory, and hands-on
learning - resulting in highly-trained
employees that position companies
to embrace technical advances, keep
pace with market demands, and har-
ness growth opportunities.
To find out more about ICATT, visit
icattapprenticeships.com or contact
Virginia Rounds at
>> rounds@gaccmidwest.org

or 312-494-2163.
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"Determine where you need to buy talent in the

short ferm and where you can build talent in

the longterm. leverage the new talent you buy to

build a future pipeline in your organization.”

Amy Douglas, Spark Coaching, LLC

High-tech companies are made up of
knowledg