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Editor’s Note: In the June issue of Octane, Sean
Magennis’ and Gordon Mawhinney’s presidential
terms were reversed on page 12. Gordon
served as YEO President in 2001/2002, and
Sean served as YEO President in 2002/2003.
In addition, on page 10 it was incorrectly
reported that the 22 founding members of YEO
were members of the Association of Collegiate
Entrepreneurs (ACE). They came together as
part of the ACE 100, which was a group of
outstanding entrepreneurs as chosen by ACE.

Have an idea for an Octane article?
Want to see your name in print?

Send all articles, comments or questions to
octane@eonetwork.org.

Unsolicited manuscripts and artwork will not be
returned. We reserve the right to edit articles
for length.

Upcoming Octane topics:
Company Culture
Technology

Social Responsibility

© 2007 Entrepreneurs’ Organization.
All rights reserved worldwide.

fueling the
entrepreneurial engine

Celebrating 20
Years of Fueling the
Entrepreneurial Engine

Think Global, Act Local
TIM SCHUMACHER, EO BOSTON
“Being ill-prepared for global expansion —
virtually or physically — can lead to un-
necessary mistakes. Here are some steps
| followed to propel my company into the
international market.”

Global Expansion: It’s Trickier
Than You’d Think...
CLIVE OSHRY, EO EDMONTON
“We hoped our international offices would
smooth some of our business’ rough spots.
They did, but only after creating a boatload
of new challenges.”

Building BIG Communication Bridges
LOUIS F. GONZALEZ-ASPURU, EO QUERETARO
“For 10 years, | have experienced the direct
effects of globalization and international
business. Here are some valuable lessons
| learned about communicating with foreign
clients.”

(ALMOST) Lost in Translation
JEFF COHN, EO COLORADO

“When my marketing and public relations firm
found itself handling the largest shopping cen-
ter and mall management company in Puerto
Rico, | knew one thing was for certain: | needed
to brush up on my Spanish.”

Making the “Safe” Business Bet

DOMINIK VON RIBBENTROP, EO GERMANY
“Success can happen when you least expect it. |

found that out first-hand. After selling my Inter-

net firm in 2003, | decided to travel abroad in

search of the perfect buy-in opportunity.”

My Most Important Client
DAVID HASHIM, EO MALAYSIA

“I needed to change my ways and embrace my
most important client: my family. | decided to
revolve my busy schedule around my wife and
kids. Here is what | did to fix things.”

CONNECTIONS TO
EXPERTS

PEER-TO-PEER
LEARNING

Scan the 2006/2007 Annual Review
of the Entrepreneurs’ Organization for
information on member demographics,
regional breakdowns, survey highlights
and much more.

Europe 2.0
PERRY SIMPSON, EO LOS ANGELES

“I've never felt such a visceral entrepre-
neurial buzz like the one unfolding in
post-communist Europe. Eastern Europe is
turning out to be of one of the most exciting
markets of our time.”

“Pick”-ing Your Destiny

KEVIN GROVER, EO SOUTH AUSTRALIA

“From an obscure concept in 1990, we have
maintained an ever-evolving product and
continue to hold our customers’ interest.
None of this would have happened had we
not been entrepreneurs at heart.”

The Out-of-Towners
BRIAN SCUDAMORE, EO VANCOUVER

“Moving into a new territory brings many chal-
lenges, but it also gives you an unmatched
indicator of the strength of your core busi-
ness.”

Putting Your Foot in the Virtual Door
HANNES BLUM, EO VICTORIA

“There is so much more to global Internet
retailing than what’s found on the homepage
of your monitor. Today, breaching internation-
al markets has never been more necessary.”

Communication: The Key to Global
Business Success
MICHELE HECKEN, EO EDMONTON

“| enable global communication for a living. There
are so many hidden, unspoken rules. You can
easily find yourself at the bottom of a pit before
you know it.”
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A MESSAGE TO OUR MEMBERS

2007/2008 Strategic Goals: This year, we
will focus on key goals to ensure our members
receive the highest level of support possible.
Apart from generating more awareness of EO and
strengthening our Global support, we will work
hard to involve more leaders in our governance
structure, bring EO’s message to more of our
peers, simplify access to our exclusive benefits
and keep our growing membership intimate.

Development of Emerging Entrepreneurs:
We continue to strengthen our support network
for emerging entrepreneurs, which enables us
to build a pipeline of future EOers. Mercedes-
Benz Financial has extended its support of our
Accelerator program because of our strong prog-
ress in this area.

Chapter Officer Training: We've been investing
heavily in chapter officer training enhance-

ments, such as this year’s rollout of the Chapter
Manuals. These guides are the key to simplifying
and enhancing your chapter leadership experi-
ence. They combine years of member leader input
with defined processes to ensure you receive the
support you need to perform at your highest level.

-» Strengthened Global Support: We will

continue to place great emphasis on internal
systems, processes and planning, which helps

us deliver improvements in many Global support
areas. What’s more, we will continue to roll out
new chapter tools, such as website and news-
letter template enhancements and EOGroups
discussion boards. The ultimate goal is to engage
you with your peers through EO benefits more
effectively.

EOnetwork Makeover: Over the next few
months, you’ll begin to notice minor and major
updates to our website. To ensure you receive

all the information you need as quickly and effi-
ciently as possible, we are going to enhance both
our public and private sites. Thank you for your
patience— check in regularly to see EO’s new
look!

Get the Most Out of EO: You are an integral
part of our organization. As such, it is imperative
you get the most out of your membership. Stay
active! Attend a University, join an EOGroup or
use the directory to congregate with members in
nearby cities. Whatever you do, be sure to stay in
the loop. After all, the more you put into EO, the
more you'll get out of it.

EO Global announced the creation of chapter website templates, ensuring all chapter
sites are in line with the EO brand. Each template is available online to chapters at no
cost and can be hosted by the chapter or EO Global.
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More than 450 attendees took in “The Windy City” and enjoyed valuable off-site
activities and learning opportunities. For four days, eager members connected
with their EO peers in one of our highest-rated events to date.

EO joined EntrepreneurshipWeek USA as a program partner, adding its support and resources to a national
effort to inspire and encourage young people to consider entrepreneurship as a career choice and to cel-
ebrate America’s unique culture of inventiveness.

In conjunction with Mercedes-Benz Financial of North America, EO launched the Accelerator Program, a special
initiative that connects business owners who earn from US$250,000 to just under US$1 million to the world’s
most influential community of entrepreneurs. To date, EO has launched the program in 10 cities/chapters in the US

and Canada.

in partnership with

Mercedes-Benz Financial

an Entrepreneurs’ Organization program

Congratulations to Mike Brown of ModBargains.com for taking first place in the 2006 Global Student
Entrepreneur Awards (GSEA) competition. The event was held at the annual Collegiate Entrepreneurs’
Organization competition on 3 November 2006 in Chicago, lllinois, USA.

EO kick-started the new year by hosting a well-received Latin American/Caribbean
Conference. More than 100 members revved their entrepreneurial engines in
Bogota, Colombia, at the event, which emphasized international business and
expansion and promoted a “Beyond Borders” theme.

Have a passion for dirt bikes? How about aviation? EO took networking

to a new level when it introduced EOGroups, an online community of like-

minded members chatting over themed message boards. Join a group ) = -‘ -

or start your own by visiting www.eonetwork.org today.

More than 430 EO members visited Tokyo to experience a newly trans-

EO Tokyo University

27-31 March 2007

formed Japan. Each attendant embraced the magnificence of “Nouveau
Japon” and discovered what makes their business mindset, culture and
lifestyle so unique.

For the third year in a row, EO held two successful Global Leadership Conferences (GLCs). Both GLCs netted the
largest attendance in EO history and were held back-to-back in San Francisco, California, USA, and Dubai, UAE. All
attendees received EO Chapter Manuals, guides created by members, for members, that simplify and enhance the

chapter leadership experience.

The EO Global Board of Directors announced the hiring of Bob Strade as EQ’s
new Managing Director. Bob came to EO from the World Presidents’ Organization
(WPO), where he served as the President and Chief Executive Officer for nine
years.

A YEAR OF
MEMBER

Greatest accomplishment:

Letting go. Also, finding, recruiting and
having enough confidence to trust a
Managing Director to run one of my

businesses.

Greatest lesson learned:

That other people are capable of run-
ning things. Like most entrepreneurs,
| believe the company will fall apart
unless I'm involved in every facet. In
reality, it doesn’t. And if you hire the
best people, they may actually do it
better.

NICK LEIGHTON
EO DUBAI

Greatest accomplishment:
To be the first and only in our industry
to obtain organic bamboo certification

in China.

Greatest lesson learned:
Relationships! It’s all about relation-
ships.

RACHEL SPETH
EO SHANGHAI

Greatest accomplishment:

Sitting on a beach during the EO
Lisbon European Conference with a
fellow EO member. We were discuss-
ing my dream and he said, “OK. Let’s
do it!” Together we launched our new

business.

Greatest lesson learned:
| learned about the dynamics of a

growing business. To plan for cultural

change in the beginning and hire

people that have the ability to lead

and inspire.

MARIA SIPKA
EO BARCELONA
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A detailed breakout of EOQ’s dues allocation appears below.
The percentages include overhead (staffing, supplies, etc.)
in each area. EO’s detailed audit information can be found
on EOnetwork under “About EO.”

ORGANIZATIONAL SNAPSHOT
(As of 30 June 2007)
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Totaclhr;urpetir of Average member EO BREAKDOWN BY REGION ® Chapter Development: 36% ($396)
P : age ® Communications: 14% ($154)
worldwide
REGION TOTAL Management and General: 9% ($99)
Asia Pacific 1,626 ©® Global Benefits: 5% ($60)
At Large 42 Learning: 5% ($60)
Europe 404 Technology: 6% ($67)
38 Latin America 409 ® Forum: 4% ($39)
121 Number of 6,613 US$15.5 million North America 4,132 Governance: 9% ($99)
Average member countries Total members Average member 6.613 ;. .
employees ted worldwide sales per year ? Depreciationiialites
represente Contribution to Reserve: 8% ($87)

EXPENSES

Like any business, EO has expenses associated with delivering
value to its members on a global level. Below you can see the

breakdown of various expenses by percent. VIEMBER SURVEY RESPONSE BY REGION
HOW LARGE IS YOUR MEMBERSHIP GROWTH

CURRENT PRIMARY BUSINESS?
(Listed in US$ millions)*

I8%

The 2006/2007 member survey was sent to all members in March

SiChautsy 2007. Responses were collected through early April 2007.
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S _33 I £ Members are more invested in their EO experience than ever
o
before. In all, 1,812 members responded to the 2007 sur-
3
= %’ 5% vey, representing 28% of the membership. The response rate
S

increased 71% over last year.
*3% - NO INFORMATION
Our members believe in the strength of our network. From

those tallied, 96% of respondents would recommend member-

ship to another qualified entrepreneur, up from 94% last year.
FYE 2007 ORGANIZATIONAL NET REVENUE Also, more than half of all respondents plan to remain mem-
bers indefinitely.

MEMBERSHIP COMPOSITION BY REGION

This chart represents the number of EO members in Though EO receives support from several other sources, the

various regions of the organization as a percentage of the total majority of the organization’s revenue comes directly from Our chapters are stronger than ever. Many improved their
membership. member dues. This revenue is then used to support the EO average satisfaction scores, and 83% of respondents rated the
membership experience. quality of their chapter members as a 7 or higher on a 10-point
scale.
@ Dues: 90% (US$7,463,484) The average respondent rated the overall value he or she
@ North America: 65% . QY . ) .
Grants: 6% (US$497,566) receives from EO membership as a 7.4 on a 10-point scale.
IR 7 © Interest & Other: 3.5% (US$290,247)
© Europe: 5% - . B9 . . L .
Lo © Affiliate Partners: .5% (US$41,464) Members are happiest with Forum, giving it an 8.1 rating on a
. Forum Training & Events: 0% (net) 10-point scale. Members enjoy opportunities beyond their local
chapter as well, rating learning programs outside the chapter
Total: US$8,292,760 a 7.4 and the value they receive from leading other entrepre-

neursa 7.1.
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EO WITHOUT BORDERS

It’s an exciting time to be a part of EO. As the new Managing
Director, | am especially thrilled to be guiding the organization
through this fiscal year and beyond. | come to EO from the World
Presidents’ Organization (WPO), where | served as the President
and CEO for nine years. While there, | learned about the risks
and opportunities entrepreneurs face, | worked with top-tier
business leaders and | embraced the progressive culture of “0”
organizations.

| am ready and willing to help you
navigate the challenges of business

ownership.

Let me start by sharing a proverb: One

must accommodate changing times,

but cling to unchanging principles. As we evolve into the world’s
largest community of entrepreneurs, we need to go with the tide
while staying firm in our convictions. Doing so will ensure we
continue to provide you with the guidance you need for personal
and professional growth.

Looking back at FY2006-2007, it's amazing to see just how far
we’ve come. We increased EQ’s global presence, expanded our
membership, set records for University attendance and rolled out
new tools for the A-to-Z functions of your chapter. Some of them
include free EO web templates, comprehensive Chapter Manuals
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and EOGroups, among other
tools targeted for chapter growth.

These accomplishments could not have
occurred without your full-fledged support
and dedication. As members, you play an
integral role in the success and growth of this
organization. Whether you reside in Singapore or South
Africa, your drive, determination and participation has

helped build EO into the global powerhouse we are today.

It’s important you get the most out of your EO experiences. Join an EOGroup, leverage
our online network or attend a University. Better yet, raise your hand and champion an
event, moderate your Forum or bring an emerging entrepreneur program to your chapter.
The more you maximize your membership, the more you'll get out of it.

As we forge ahead, let us seek new horizons while sticking to our principles in pursuit
of greatness. | look forward to personally meeting as many of you as | can, listening to
your entrepreneurial needs and advancing EO in ways that will enrich your membership

experience.

Regards,

«

BOB STRADE
EO MANAGING DIRECTOR
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GLOBAL EXPANSION:

IT'S TRICKIER THAN
YOU'D THINK...

CLIVE OSHRY
EO EDMONTON

There’s a saying my brother and | have been using
since we were kids: “More than you’d think.” It's a
motto that came in especially handy during meal
times.

“How much syrup do you want on your pancakes?”
he would ask, the bottle hovering over the stack.

“More than you’'d think,” I'd reply.

When we decided to go into business together,
that motto stuck. It especially hit home when we

decided it was time to open our first foreign offices.

We hoped our international offices would smooth
some of our business’ rough spots. They did ...
but only after creating a boatload of new chal-
lenges. As it turns out, our family motto came in
handy when conducting business across borders.
Here are some lessons we learned:

More research than you’d think.

From regulatory issues to employment standards,
every country has its own particulars. We ended
up having to learn a lot of these details on the

fly. If we had conducted more research, we could
have implemented the current systems proactively
rather than post-mortem.

More lead time than you’d think.

Everything takes longer when you’re unfamiliar with
the business landscape. We assumed British busi-
ness practices would be comparable to Canadian
ones— we were wrong. We discovered that just
because people speak your language, it doesn’t
mean they share your culture.

More problems to consider.

When a problem arises overseas, they take

longer to resolve. In fact, it takes more time to
even realize a problem exists. Combine all of this
with a time zone delay that gums up the gears of
teamwork, and you can expect things to move at a
glacial pace.

More patience than you’d think.

Turning a profit took longer than expected at our
foreign offices. It was an eye-opener for us to
discover how much time and effort was needed

to manage our foreign exchange risk, even though
we are in that line of business. We realized how
relevant it was to our bottom line, yet we still
struggled to actively manage the risk— we eventu-
ally had to implement new systems.

Through all of this learning and growing, we were
able to weather the storms. I'm happy to say that
things are now ship-shape overseas and at our
headquarters. What's more, our foreign ventures
have turned out to be so successful that we've
decided to set up shop in Australia. This time,
we're ready for the challenges that lie ahead. How
many will there be?

More than you’d think. o]

GROW THE EO NETWORK!

Know someone interested in joining EO?

Clive Oshry is the

Co-President of Globex
Foreign Exchange
Corporation, one of the
world’s leading foreign
exchange brokers. With
locations across Canada,
the USA, the UK and New
Zealand, Globex trades

in all major international
currencies and has more
than 17,000 satisfied
customers. To contact
Clive, email him at clive.

oshry@globexfx.com.

EO Inside Track web events are held monthly to educate prospective members about

the EO experience.

Contact membership@eonetwork.org or visit www.eonetwork.org/events for more

information.
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Luis F. Gonzalez-Aspuru
is the Founder and
President of Asgar
Corporation, a training
business that helps
people and organizations
increase their quality of
life. Luis has been an EO
member since 2006 and
currently serves as the
Communications Chair
of EO Queretaro. Luis
can be reached via email
at luis.g.aspuru@cfb.

com.mx.
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LUIS F. GONZALEZ-ASPURU
EO QUERETARO

A few years ago, one of my mentors told me: “If
you're going to do it, do it BIG!” At the time, | didn’t
understand what he meant. As | gained more
experience as an employee — and eventually as an
entrepreneur — his advice began to resonate.

For 10 years, | have experienced the direct effects
of globalization and international business through
frontiers like engineering outsourcing, call cen-
ters, product manufacturing and learning services.
Applying what | learned from previous employers,

| decided to “go big” and partner with a foreign
company offering outsourced learning and coaching
services in my country.

Since then, | have spoken with many businesspeople
around the world. Each person | spoke with had the
same universal concern: How do | communicate
effectively when outsourcing? Though English is
understood to be the international language of busi-
ness, | knew | had to get use to “translating cultures”
if | wanted to establish communication bridges in
international markets.

HERE ARE SOME VALUABLE LESSONS |
LEARNED ABOUT COMMUNICATING WITH
FOREIGN CLIENTS:

1. 1 LEARNED TO NOT TALK FIRST.

Many years ago, during one of my first major busi-
ness negotiations overseas, | explained the nature of
my business to a client before he had the chance to
ask. | went through the whole spiel and told him that
if price was an issue, we would consider a revision

in order to get business to Mexico. Finally, | stopped.
He looked at me and said, “Yes, | think we should
talk about prices in Mexico ... explain to me how you
can get more cost effective.” | later discovered that
they thought our initial asking price was fair. | learned
that price perception is different from country to
country and to not talk until I understand what the
other party is looking for.

2. | LEARNED TO BE POLITE.
| once held a discussion with a Chinese client regard-
ing the possibility of bringing equipment to Mexico.

BIG

COMMUNICATION BRIDGES

| was talking through an interpreter. For 40 minutes,
we discussed things like the weather, our countries,
etc. Eventually, | wanted to know more details about
the business and changed the subject. | could tell
from the look on his face that something was wrong.
The interpreter told me that the client was expecting
to talk about business during the second meeting.
Apparently, my changing the subject so abruptly
implied that | wasn’t interested in him as a person.
From that point on, | make sure I’'m always extra
polite. Being polite shows | respect my clients, their
culture and am willing to listen to their views.

3. | DECIDED NOT TO DISCUSS MONEY.
When a US client came to Mexico to negotiate busi-
ness one day, | drove my best car, wore my most
expensive clothes and jewelry and took him to the
most luxurious hotel in the city. | thought | was send-
ing the right message— one that indicated financial
stability in my business. Afterward, | learned his
impression was that we were making lots of money
through him. The next thing | knew, he started to
negotiate prices because he “knew” that it was pos-
sible. | now make it a point to avoid being flashy when
explaining the fiscal future of my business

and/or goals.

4.1 LEARNED TO ALWAYS BE ON TIME.

One day, | had an important conference call with the
director of a Canadian company | was doing business
with. | dialed in three minutes late, though by the time
| was connected | was nearly six minutes late. | found
out my client reserved only 10 minutes for our con-
versation. Four minutes after | got on the call, he cut
me off and rescheduled our next discussion for two
weeks later. To this day, | try to be at least five min-
utes early. Not only will they appreciate my dedication,
| will have control over the course of the meeting.

5. 1 REASSESSED MY THINKING.

On one occasion, | remember having a conversation
with a Korean client. | began listing everything | knew
about Korea: their politics, history, religion, etc. After
a while, he said, “Luis, I did not know that and | am
not interested. | left my country when | was three
years old and I'm a US citizen now!” Since then, I've
approached my guests like | would anyone else. |
also set aside any information | have regarding their
culture and tg!l_« to them from an entrepreneur’s
perspective. @

JEFF COHN
EO COLORADO

| don’t speak a lick of Spanish. | know how to order a
drink and ask for hot salsa, but that’s as far as it goes.
And yet, two years ago my Colorado-based marketing
and public relations firm found itself handling the larg-
est shopping center and mall management company in
Puerto Rico. | knew one thing was for certain: | needed
to brush up on my Spanish.

Our big break came in 2005. One of our biggest do-
mestic clients hired an agency in Puerto Rico to handle

their local marketing. Together, the company and agency

launched an island-wide branding and gift card program
that significantly underperformed. As a result, our client
asked if we could take on the portfolio. | immediately
saw an immense opportunity for growth but decided
not to mention my lack of language skills. Or that my
knowledge of Puerto Rico was limited to the island’s
best golf courses.

There was a ton of pressure, largely internal, to do the
best job possible. When they approached me about

it, | was somewhat uncomfortable because | didn’t
have all of the business tools | needed to move ahead
with authority. That's not a good feeling. | knew we had
the experience and talent to fix the client’s problem;
however, there was one major issue: creating marketing
campaigns that will work in another part of the world
requires an understanding of the people, the place
and the culture. How could Denver folk create ads that
would be effective and culturally consistent in Puerto
Rico? We needed the right resources.

Fortunately, a friend put me in touch with a multicultural
marketing consultant. Raised and educated in Venezue-
la, her extensive marketing background in Latin America
was just what we needed. We hired her to consult on
the massive project. As we gathered the Puerto Rico
agency'’s files, we came to the conclusion that their plan
was not going to be profitable, no matter the language.

“As we gathered the Puerto

Rico agency’s files, we
came to the conclusion
that their plan was not

going to be profitable, no

matter the language.”

(ALMOST)

LOST IN TRANSLATION

With our consultant’s expertise and my company’s
industry background, we crafted a bold plan that went
beyond their original marketing program. Our plan
completely rethought the way the client brands its 15
shopping centers, which led to increased gift card sales
and improved financial performance. Ultimately, we
developed a new advertising and public relations cam-
paign that reflected the culture of “La Isla” (The Island)
and captured the true essence of the people.

The client loved the program, brand strategy and
creative energy. They also respected our consultant. We
were so successful that the firm tapped us to manage
all of the marketing and public relations from Denver.

As a result of this project, | learned a tremendous
amount about the Puerto Rican culture and about the
broader Latino culture in the US markets and other
countries. For example, Latinos in Puerto Rico are not
the same as Latinos in Denver, Colorado, USA, Mexico
or Chile. Too many businesses cater to the broad Latino
market without taking into account the dramatic cultural
differences among Spanish speakers. My consultant
uses the world “acculturate,” which means you can’t
consistently reach the Hispanic market unless you
understand its complexities.

Working in Puerto Rico has taken my company in new
directions and expanded our business horizons. Thanks
to this experience, we learned that if we take the time
to do it right, it can be muy impresionante. See? I've
even learned some more Spanish. G

Jeff Cohn is the Founder
of Cohn Marketing, a
firm that provides clients
with strategic branding,
marketing, advertis-

ing, PR and web/online
solutions that maximize
marketing results. Jeff
can be reached at jeff@
cohnmarketing.com.
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Dominik von Ribbentrop
is the Founder of Stock-
inger GmbH, a manufac-
turer of high-tech, luxury
safes. Since October
2003, Dominik has built
a reputation for creating
the safest and most
stylish customer-specific
safes in the world. He

can be reached at ribben-

trop@stockinger.com.

DOMINIK VON RIBBENTROP
EO GERMANY

Success can happen when you least expect it. |
found that out first-hand. After selling my Internet
firm in 2003, | decided to travel abroad in search
of the perfect buy-in opportunity. My goal: to find
the proverbial “sleeping beauty,” a company worth
investing a little money and tons of energy into.
While in Germany, | considered 30 diverse — and
sometimes run-down — companies, but nothing
caught my eye.

It wasn’t until | stumbled over a dilapidated com-
pany that my professional life changed forever. |
discovered a business that had been successful
until the death of its owner and collapse of the
luxury industry, post-9/11. Stockinger, a manufac-
turer of high-tech luxury safes, was in dire need of
help.

Intrigued with their extravagant products — they
reminded me of high-powered Porsche GTs — |
purchased the company and started observing the
rapid economic development of Russia, China and
the Arab region. My goal was to understand their
appetite for status symbols, desire to mimic the

“successful and luxurious” West and to see where

expensive brand sales were the strongest.

When | bought the company, reality hit me hard.

Had | made a “safe” bet? During the first two years,

| wasn’t sure | would be successful. | had a product
that was 10 times more expensive than traditional
safes and nearly impossible to deliver. | had the
passion, but was there a market for my product?

I quickly discovered that being enthusiastic about a
new company is important, but it did not protect me
from making mistakes. In the start-up phase, | let a
friend of a friend build me an IT system because |
was told, “he is great and cheap.” Cleaning up the
mess he made turned out to be more expensive
and time-consuming than if | had hired experts in
the first place.

MAKING THE
SAFEBET

BUSINESS

| also decided early on that we needed a flagship
showroom in the middle of Munich. Having a beauti-
ful, central showroom for my safes would benefit
those customers who came through once a year. |
immediately learned that running a showroom is
incredibly expensive, that you need to have the
perfect decoration and you need to be present six
days a week— what a nightmare. To this day, | have
40 times more visitors going to our website than
our showroom!

Ultimately, I've learned that in the first 24 months
of starting a business, you just won’t know the
important details of the market you're in. The likeli-
hood that you’ll make mistakes and have to adjust
your business model is high. But like all entrepre-
neurs, this adversity motivated me to succeed.

My vision for the company was to exploit the niche
market. | dreamed
of creating secure,
German-made,
high-tech luxury
safes with better
designs and elec-
tronic systems than
standard safes. Our
quality customers
deserved to have
high-end products,
but with a limited market, steering the company
back into the black would prove arduous.

| found my light at the end of the tunnel through
brand-building and direct marketing. | had to
increase brand awareness on an international level.
| built a system that gave me direct contact with
each customer. Knowing exactly what customers
wanted proved to be beneficial to my work model. |
also realized that the traditional sales channel of

“producer-wholesale-retail-customer” ate too much

margin and was needlessly complicated for middle-
men. | needed to promote Stockinger through an
innovative marketing campaign.

ORTANT

CLIENT

DAVID HASHIM
EO MALAYSIA

A few years ago, | came to a “fork in the road” of my
career. | had to make a choice between being content
with the slow, no-growth prospects in my home market

of Malaysia or struggle earnestly to grow my design firm.

This wasn't just a professional choice— | knew it would
directly affect my personal life.

Overcoming initial trepidation and uncertainty from my
partners (as well as my spouse), | decided to make the
leap. Before long, | was working on several modest proj-
ects and found new levels of success ... but there was
a price to pay. | could barely juggle my personal life with
my professional life. The constant traveling affected

my loved ones. | was away from my wife and two young
sons at least 10 days a month.

| needed to change my ways and embrace my most
important client: my family. | decided to revolve my busy
schedule around my wife and kids. | set aside more
time to travel with them, learn from them and create
memories. As an entrepreneur, | know it’s hard to find

time to spend with your family.

I hit the marketing lottery by creating awareness through press,
advertisements, a website and other excellent communications
collateral. | also introduced a program that fostered cooperation
with select partners of target countries. | concluded that many
people knew someone interested in our safes and were eager to
spread the word— it was a Tupperware approach for the luxury

market.

"I needed to change
my ways and embrace
my most important
my family.”

client:

HERE IS WHAT | DID TO FIX THINGS:
» | made it a point to spend more weekend time with
my family. That meant no more nights out with the

guys, and less sports.

» | went on more short holidays with my family when

David Hashim is the
Founding Partner of
Veritas Design Group, a
leading architectural

and design practice in

also a Founding Member

and former President of

the Malaysia chapter of

the Young Entrepreneurs’

there were long weekends.

» | brought my boys into the office with me to increase

face time.

» | told my clients that August is a family holiday

month. I've found that clients who respect the

Organization (YEO) and a

former President of the

Malaysia chapter of the

World Entrepreneurs’ Or-

ganization (WEO). David

importance of family (the clients | like to have), com.my.

respect this decision.

Thanks to this new approach to scheduling, the
strain of being away from my family has eased.
| now get to spend more quality time with my
kids, we have more to talk about at the dinner
table, | still get to pursue my professional ambi-
tions and my wife is happier. It's true what they
say: the client is always right. 0

CONTINUED...

In many ways, the risks | took taught me that vision and
determination, no matter how unique the product, are
essential ingredients to success. More importantly, my
ability to meet the demands of key customers kept

my international dream alive. With the right business
approach, | was able to reach new levels of success. o

South-East Asia. David is

can be reached via email

at david.hashim@veritas.
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LOOKING FORWARD @ sveden

EO maintains a list of 200 locations that are likely candidates for chapters in the next 20
€ Vilan, Italy

e Honduras

e Jacksonville, Florida, USA o Lyon, France

o Lima, Peru

o Cape Town, South Africa

@ Oklahoma City,
Oklahoma, USA

€ central Florida, USA

e Jaipur, India

years. In no specific order, our top ten includes:

s( If you know of prospective members in these locations, or would like an additional location to
1987-2007

be considered, email us at membership@eonetwork.org.

EO GLOBAL KEY

20 YEARS OF
FUELING THE
ENTREPRENEURIAL 2

? NEXT FIVE YEARS:
ENGINE "'-.,.. AND BEYOND

’ 1998-2002: 40 CHAPTERS

’ 1987-1992: 14 CHAPTERS 2003-2007: 17 CHAPTERS

EO WINNIPEG
e

’ 1993-1997: 41 CHAPTERS

EO AROUND
THE WORLD

In this edition of Octane, you will

find the second of four installments A
celebrating EO’s 20th anniversary. A

This spread will examine the global

presence of EO, describe chapter A A A
selection and emphasize EQ’s

past, current and future role in the 2o
professional and personal lives of

its members. A

Since the launch of the first
chapter in Calgary, Canada, EO has
been steadily building chapters

around the globe. From Kansas

;’/

\ City to Kolkata, we now maintain a
commanding global presence with |

108 éﬁapt%%countries. And

we're still on the move:. 3 A

L00¢ 43dWN3Ld3S
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But what does this growth mean

EO AUCKLAND e

12
€T

to you? Thanks to our globalization
efforts, we have eliminated area

codes and time zones, replacing

EO WINNIPEG EO KOLKATA EO PHILIPPINES

them with a borderless, “24/7”

~ EO AUCKLAND

CELEBRATING 20 YEARS

environment that equates to a
richer member experience. We're
here to help you grow, learn

and embrace the advantages of
entrepreneurship. For the next 20
years and beyond, EO will continue
to build the world’s most influential
community of entrepreneurs ... one

chapter at a time.

“EO being global gives members the

opportunity to learn, think and grow
globally. Other benefits include trusted
resources and opportunities to com-
municate, build relationships and
experience new cultures.”

POLLY CRAIK

“The best part about EO being a global
organization is the amazingly diverse
types of members and geographies one
is exposed to. The benefits that accrue
are huge, such as sharing experiences,
understanding various cultures and
networking. You can also develop some
lasting friendships along the way.”

YASH PODDAR

“The fact that EO is international has
helped me push my business to new
markets. We've been able to apply
techniques, best practices and strate-
gies from other countries to our own
business, giving us an edge locally and
abroad. In a nutshell: EO being inter-

national is helping us become a truly
global company.”

LAURA VERALLO DE BERTOTTO

“EQ’s global reach means you can
connect directly with a supportive envi-
ronment of possible growth partners,
and you can develop strategic relation-
ships that will assist all involved. There
is also the fantastic personal benefit
of having a worldwide community of
friends wherever you travel.”

TANIA GRIEG

SY4VY3IA OC ONILVYE93I13D
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EO CHAPTER SELECTION

In this part of our special feature, we examine the mechanics of
chapter selection and chapter growth. Every chapter — regardless
of its location — plays an integral role in the betterment of the
organization and its members. But how, exactly, does EO choose
new chapters?

All chapter start-ups are determined by a number of factors, though
one thing remains constant: each must be capable of providing

its members with the tools they need to grow personally and
professionally. Other important factors EO considers include:

STRONG CHAPTER LEADERSHIP
Potential members interested in starting a chapter must be
passionate and champion the cause.

ENTREPRENEURIAL ACTIVITY
A region with a dense entrepreneurial community and high popula-
tion is a fertile environment for chapter growth.

SUPPORT FROM AN “0” CHAPTER
The presence of a nearby EO/YPO/WPO chapter goes a long way in
ensuring the start-up of a chapter goes smoothly.

EO CHAPTER GROWTH

For two decades, our chapters have been launched by entrepreneurs eager to "make their mark" in the organization.
Each qualified member supports his or her peers and ensures the delivery of EO’s mission on the local level. We

FOUNDING MEMBERS: JIM JAMES, RICHARD ROBINSON

take a look at three chapters in various stages of growth, and interview a founding member of each.

Jim James first heard about EO in Singapore, and quickly discovered it played a valuable role in
the lives of entrepreneurs. When Richard Robinson mentioned the possibility of starting an EO

20 YEARS OF FUELING THE
ENTREPRENEURIAL ENGINE

WHERE DO YOU THINK EO WILL BE IN 10 YEARS?

“EO will be a very powerful global entrepreneurial organization that may
find its way into the highest quarters of public and private domain—
then it will function as an advisory group to world leaders in business,
corporate and public governance.”

EO KOLKATA

“In 10 years time, | see the membership reaching the 20,000 level
mark. What will be important is the composition of members. By then, a
quarter of members will be from America and 3/4 will be from the rest
of the world.”

EO INDONESIA

“EO will expand to all major cities in the world and membership will have
more than doubled. As the business world becomes even more global,
25% of members will have dual memberships in international cities and
EO will be a must-have resource for every business owner.”

EO NEW YORK

chapter in Beijing, Jim thought it would be a great way to reconnect with the organization he had

admired for years.

EO: What are some of the challenges you face in getting
the chapter started?

China has recently become more open to
entrepreneurs, though the number of people starting
businesses is limited. Forums are, by definition, a place
where people let their guard down— this is antithetical in
an Asian society still governed by the concept of "sav-
ing face." Also, the financial criteria for joining EO are
difficult to meet. In China, the average GDP per capita is
approximately US$1,500, and a lot of business is done
within the cash and black economy.

EO: Why do you think Beijing is a good place to start an
EO chapter?

Beijing is the capital of the most populous nation
on earth. It has scale and momentum and is achieving
some of the fastest growth in the world.

EO: What is your long-term vision for EO Beijing?

We want to build the Beijing chapter steadily and
surely. Our goal is to avoid the boom and bust cycle of
a start-up and build solid foundations for the chapter to
thrive as China grows.

FOUNDING MEMBERS: DAVID DWORCAN, ORRIN KLOPPER, ALLON RAIZ

members and the excitement remains palpable.

EO: Was starting a chapter a lot like starting your own
business?

It is very similar to starting a business
in that all of the challenges were the same. We dealt with
everything from finances to human resources— the two
main criteria for our chapter’s sustainability.

EO: What are some of the challenges you faced during
the chapter launch?

| think the greatest challenge was the introduction
of quality members and overall growth. Once our new
members began taking on specific board roles, we gained
momentum and the rest fell into place.

Three years ago, Orrin Klopper, Allon Raiz and David Dworcan were given the arduous — yet rewarding
— task of launching an EO chapter. In its infancy, the South Africa chapter was 18 members strong and
financially supported by two strategic partners. Today, the partners remain, there are more than 35

EO: What did you learn when you helped build the
chapter?

Number one is that there is a lot to learn. The
knowledge sharing alone has been unbelievable; ideas
you can't find anywhere else are generated. | also
learned how to competently hold focused, democratic
board meetings with clear deliverables, thus increasing
communication among shareholders.

FOUNDING MEMBERS: GILBERTO RIOJAS, MARIA CINTRON MAGENNIS,

JAIME SANTIBANEZ

The momentum behind the EO Mexico DF chapter began when Peter Thomas visited the Mexico City YPO
chapter as a speaker. Maria Cintron Magennis’ father was the Education Chair for the chapter and was

asked by Peter to pull together some entrepreneurs to tell them about YEO. Three entrepreneurs went to

lunch with Peter, and by the end of the meal, EO Mexico DF had its first President, Education Chair and

Membership Chair. Today, the chapter has 68 members and is still going strong.

EO: Was starting the chapter similar to expanding a busi-
ness overseas?

Introducing EO to Mexico was
in some ways similar to introducing a US product to a for-
eign market. We recognized the value of EO’s programs
and systems but wanted to make them more Mexican.
Part of what we did was reach out and get involved with
our US and Canadian counterparts so that we could be
an integral part of EO’s evolution into a truly international
organization.

EO: What are some challenges the chapter faced during
its launch?

Some of the biggest challenges we faced involved
recruiting quality members, encouraging members to

participate as leaders in the chapter and keeping the
education program vibrant, relevant and innovative. We
also worked to help members feel as if they were a part
of the international organization, and encouraged them to
participate in international events.

EO: What are some valuable lessons you learned from
the experience?

| learned that you will get back more than what
you put into building the chapter, in terms of friendships,
networking and positive influences on your life. Being
a leader in EO is not about you ... it is about what you
contribute to the organization.
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PEER-TO-PEER LEARNING

Perry Simpson is CEO of
5 StarWeb, an Inc. 500
company specializing

in Internet retail, and is
a partner in Broadgate
Capital, a private asset
management company
focused on real estate
investment and develop-
ment in Eastern Europe.
Contact Perry at perry@

broadgatecapital.com.

ROP

PERRY SIMPSON
EO LOS ANGELES

| received my first taste of life behind the Iron Curtain nearly 20
years ago. After a hitch-hiking tour of Western Europe, | found
myself amid the hostile, gray grit of the Soviet Union in Prague,
Czechoslovakia. | recall walking across the infamous Charles Bridge,
dismayed by the abandoned shops with blown-out windows and
empty shelves.

| never would have imagined that one day | would start a business in
the former USSR.

There wasn’t a soul around as | toured America’s nemesis. Rusted,
moldy scaffolding stood alongside buildings like creaky skeletons,

an apparent sign that much-needed restoration was just around the
corner. It was obvious that nothing had been fixed for years— nor
would it ever, | recall thinking. And why should it? This was the Soviet
Union: Without capitalism, there was little motivation.

Two years later, the Berlin Wall fell and the West came rushing in. |
had the pleasure of traveling back to Prague in 1998 and was dumb-
founded by the renovation that transformed the city as if by magic.
The empty, run-down shops | had passed by a decade earlier had
been impeccably refurbished and were bursting with merchandise
and trade. Prague had been restored to its old charm and magnifi-
cence.

In 2004, | again returned to the former Soviet Union and visited
the tiny Baltic nation of Estonia. The energy of the newly minted EU
accession country was palpable as tourists flooded the beautiful
Old Town. At the time, Estonia had generated headlines when local
software engineers created Skype, the Internet telephony company
recently purchased by eBay for several billion dollars. It finally

occurred to me that the US didn’t possess a monopoly on capitalism.

| vowed to return to Estonia as a foreign entrepreneur.

After a string of lucky breaks and a personal mandate to enjoy the
adventure of launching a company overseas — regardless of the
outcome — | now own rapidly appreciating properties in Estonia,
Latvia and Romania. | am also a partner in a EUR25 million real
estate investment fund. Purchasing my first foreign property in 2005
required what one would expect: a ton of research and extensive
networking to find the right banking, legal, accounting and real estate
contacts.

Though I've been an entrepreneur for more than a decade, I've never
before felt such a visceral entrepreneurial buzz like the one unfolding
in post-communist Europe. Given the hundreds of billions of dollars
in foreign direct investment and the numerous Fortune 500 multina-
tional corporations that will continue to flood into the region over the
next decade, Eastern Europe is turning out to be of one of the most
exciting markets of our time. There may be no better place to do

business than in countries deprived of capitalism for nearly 50 years.

LESSONS
LEARNED

Expect surprises.

Not knowing the local language
presents no real barriers to doing
business in Eastern Europe.

| was amazed at how well the
locals speak and write in English.
Because English is the lingua
franca, it was much easier to com-
municate than | thought. And even
though contracts are written in the
local language, English translation
is the norm.

Go local.

Insider information is critical. |
discovered early on that trying

to conduct business in Eastern
Europe as an outsider is nearly
impossible. It’s not enough to sim-
ply hire local attorneys or agents
to work for you. It’s critical to iden-
tify the right local equity partner
so that he or she is motivated to
help make your business succeed.
In my field of real estate, having
an insider proved vital in securing
the best deals.

Start small.

Do prototype deals first. We ini-
tially conducted small deals by
buying single apartments, just to
get a sense of how business is
done in these countries. Once we
had conducted smaller transac-
tions, we moved on to larger ones,
such as buying land and develop-
ing residential and commercial
projects.

“PICK’-ING YOUR DESTINY

KEVIN GROVER
EO SOUTH AUSTRALIA

ness started out with one pick, one
al and a single color. We spread the
ord about our business by adopting a
grassroots marketing approach, canvassing
stores and distributing our product. A year
later, local distributors approached us and
helped with the task. Two years after that,
we began to print images and band names
on guitar picks, which increased interest
from our customer base. As sales grew, we
found ourselves sleeping at the factory
where we had worked into the night. We
would wake up, get clean and go to our “real”
jobs.

A few years into production, we became a
full-time business and added a printing wing
to service the local manufacturing industry.
For more than a decade, industrial printing
remained dominant; however, our unique
picks held their own ground, growing in
reputation and sales. To capitalize on this
success, we decided to offer different materi-
als, colors and images, including a series
of collectable designs that slowly infiltrated
international markets.

and the sub-licenses for the Elvis and The
Beatles names.

To complement this innovation, we added
more guitar accessories to our product line,
including designed guitar straps, music
manuscript bags and pick pouches. Our
dream was quickly becoming a reality.

Choosing the right branding campaign.

Today, we are the leading licensed guitar
accessories company in the world. Much

of our success is due to our international
branding campaign. We decided to first pen-
etrate the Western-influenced marketplaces,
where a majority of our customers spoke
English. After we established a reputation in

— we have established a nt

every request

relationships. As a result, supp
efficient in accommodating changes
orders.

This is important because a short supply

of goods or repeat late deliveries can be
detrimental to the reputation of our company.
The well-researched distributors have a good
market share in their countries of origin.
They are also the best source for effective
advertising tools.

Strumming along.

From an obscure concept in 1990 to a global
enterprise in 2007, we have maintained an
ever-evolving product and continue to hold
our customers’ interest. To date, we have
sold in excess of 17 million guitar picks in
18 countries. Through hard work and dedica-
tion, we took our zany idea and grew into a
global provider of quality guitar accessories.
None of this would have happened had we
not been entrepreneurs and risk-takers at
heart. (5

Kevin Grover is the Founder and
Managing Director of Grover
Allman, the leading licensed
guitar accessories company

in the world. In his spare time,
Kevin enjoys surfing, music
and traveling with his wife. Feel
free to contact Kevin at kevin@

groverallman.com.au.
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44 e learned it's important to hire the best people for the job. Hiring good people can cost more

initially, but it will yield better results and will make the company more enjoyable for all involved. |

don’t like to hire anyone from whom | can’t learn something. i

SALOMON E. SACAL

EO MEXICO DF

44 \When my uncle, who was my father’s business partner, died unexpectedly, our jewelry
business was devastated. Coupled with a rise in Japanese interest and uncertainty in the
government and economy, our company faced monumental challenges. | realized | had
to forget about the company’s past problems and run the business how | see fit. | had to

follow my own course, listen to my heart and use my strengths to my advantage.

o 7

20

PEER-TO-PEER LEARNING

“WHEN WORKING OVERSEAS, I'VE
LEARNED TO EXAMINE THE COST
OF MY BUSINESS’ SUPPLY CHAIN
FUNCTIONS COLLECTIVELY AND
THEN WORK TOWARD ITS REDUC-
TION ACCORDINGLY.”

CHANDER AGARWAL
EO NEW DELHI

®
I

“AN APPETITE FOR RISK AND IN-
VESTMENT TO GAIN VALUE IS A
MUST WHEN CONDUCTING BUSI-
NESS OVERSEAS. I'VE UNCOV-
ERED TREMENDOUS OPPORTUNI-
TIES WHEN VENTURING INTO THE
INTERNATIONAL ARENA.”

PARIKSHITH JHAVER
EO CHENNAI

®
I

SURASIT SRIORATHAILKUL

EO THAILAND

“INTERNATIONAL NETWORKS ARE
AN INTEGRAL PART OF RUNNING
A BUSINESS. THEY HELPED ME
FORM STRONG WORKING RELA-
TIONSHIPS WITH LIKE-MINDED
PEOPLE IN MY FIELD.”

MOK YUEN LOK
EO MALAYSIA

€=

“I DECIDED TO GO INTO MUL-
TIPLE INDUSTRIES BECAUSE IT
LIMITS MY RISK; IT ALSO PRO-
VIDES SOUND EXIT STRATEGIES

SHOULD A CERTAIN INDUSTRY GO

THROUGH A DECLINE.”

JONATHAN TE
EO PHILIPPINES

dd ope significant lesson we learned was
to never assume anything when doing
business internationally. For example,
when we were building a new facility,
we hindered ourselves, thanks to
our US perspective, by failing to ask
enough questions about loan terms
from a Sri Lankan bank. We received
the loan but were only immediately
granted access to two-thirds of the
money. For 18 months, we have been
accruing and paying interest on the
remaining one-third of the loan ... that
the bank is still holding from us. PP

HUNTER HOWARD
EO DALLAS

“I'"'VE DISCOVERED THAT WHETHER
YOU GO STATESIDE OR INTERNA-
TIONAL, PASSION AND TALENT
PLUS HARD WORK AND DISCI-
PLINE IS THE ENDURING FORMULA
FOR ONGOING, REPLICABLE SUC-
CESS.”

DEBBIE GOODMAN-BHYAT
EO SOUTH AFRICA

>‘

“I'VE LEARNED THAT EACH COUN-
TRY HAS ITS OWN ECCENTRICI-
TIES. IT IS IMPORTANT TO UNDER-
STAND AND LEARN THE CULTURE
BEFORE ATTEMPTING TO DO BUSI-
NESS THERE SUCCESSFULLY.”

ANURADHA ACHARYA
EO HYDERABAD

®
I

777 //,%A

THE
QUIT-0OF-

TOWNERS

BRIAN SCUDAMORE
EO VANCOUVER

Risk. From the moment | decided to start my own busi-
ness, | knew this was a word | would learn to both love
and loathe. The decisions | make as a company leader
affect the hundreds of franchise partners who follow our
company model, not to mention the staff that support
them. So, when | decided to expand internationally, |
knew | had to plan our incursions carefully.

Moving into a new territory brings many challenges, but
it also gives you an unmatched indicator of the strength
of your core business. One of our goals at 1-800-GOT-
JUNK? is to become a globally admired company with

a presence in 10 different countries by 2012. We took
the first step in 1997 when we expanded into the US,
whose population is 10 times greater than Canada’s.
Built on consumerism, America would likely have 10
times the need for junk-removal services.

We decided to sell our first US franchise in Portland,
Oregon, USA. Not only is Portland a close cultural match
to Vancouver, but the location is easily accessible, the
climate is similar and our concept fits the city’s bylaws.
Moving to the US proved a viable way to test interna-
tional waters. Doing business south of the border is
similar to working in Canada, although there are dif-
ferences. For example, we discovered we couldn’t put
flyers in people’s mailboxes because they are owned by
the U.S. Postal Service. Gone, suddenly, was one of our
fundamental marketing tactics. But diversity within the
US also brought challenges. Our bright blue uniforms
had to change. In Vancouver, winter work-wear means
dressing our staff in logoed rain jackets. In Chicago, it
means thick blue parkas and ski hats. In Phoenix, we
need Dri-FIT shirts and blue shorts to handle hot sum-
mers. Environmental laws also vary from city to city,
forcing us to implement our own recycling programs in
some markets. Luckily, we had solid training systems in
place to get us over these hurdles.

With Canada and the US under our belt, we ventured
into the UK and “Down Under.” Keeping our brand
consistent across borders wasn’t easy. There is a bal-
ance of staying religiously loyal to the brand and staying
aware of local values, tactics, systems, languages, etc.
This is the same in every country— but with a local
angle. For instance, in the UK we don’t remove “yard
waste,” we remove “garden rubbish.” Also, 1-800-GOT-
JUNK? became Gotjunk.com because European phone

“The Internet helped us
save money by discovering
where to advertise, which
suppliers to contact and
what franchisers we could
learn from.”

keys don’t contain letters. Even the size of our trucks
had to be modified to accommodate Britain’s narrower
roads. Creating territories to sell to franchise partners
was just as different in Australia, where postal codes
follow logic unlike that used in Canada and the USA. In
Australia, our logo doesn’t have the dash in “1-800,” as
that is the country standard.

Technology also cut our costs. The Internet helped us
save money by discovering where to advertise, which
suppliers to contact and what franchisers we could learn
from. Google enabled us to scan newspaper headlines
and the websites of competitors. We even saved on
travel costs by hiring our general manager through video-
conferencing. As much as I'd like to say all of our ideas
were brilliant, some were not. FedExing boxes of market-
ing materials to Australia proved extraordinarily costly.
We also learned it’s very expensive to ship our trade-
mark blue “dump boxes” when they’re pre-assembled.
We’re now sourcing suppliers to build our boxes from
scratch in Europe and Australia.

These trials taught me a valuable lesson. In many ways
it has become easy for businesses to go global. Brands
such as FedEx and chains like Starbucks have not

only inspired and mentored us, but proved that North
American formats can be welcomed in foreign markets.
It's important to stay focused when entering new mar-
kets. No matter how well | do my research, there will
always be unexpected details that have to be managed
differently. In the end, | realized that if the core of my
business isn’t rock solid, I'm unlikely to profit interna-
tionally. Taking risks is good, but sticking to smart risks
is even better. @

<

Brian Scudamore is the
Founder and CEO of
1-800-GOT-JUNK?, one of
the fastest growing com-
panies in North America,
Australia and the UK.
Brian has been a mem-
ber of EO since 2004
and will be a speaker

at the 2007 Las Vegas
University. To contact
Brian, you can email him
at brian@1800gotjunk.
com.
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PUTTING
YOUR FOOT IN
THE VIRTUAL
DOOR

HANNES BLUM
EO VICTORIA

making it easier for international customers
to purchase a book. By maintaining con-
venient websites, we're able to retain our
existing customers and lure in new ones.
It also allows us to develop more effective
relationships with the booksellers and
book-buyers needed to make our online
marketplace tick.

To build an effective Internet business,
it's important that the potential size of a
market is properly assessed. Conducting

research into each country’s Internet
system, investigating the business
structure, reviewing online buying

habits and analyzing credit card usage
is also important. And then there’s
the postal system— online retailing

requires a reliable postal service to
be truly successful. All these ques-
tions should be answered before
you give the green light to an online

retailing business.

If you're like most people, you grab some cof-

fee in the morning, switch on your computer and
log on to the Internet. In a few seconds, you're
effortlessly connected to the World Wide Web and
its global community. The very notion of interna-
tional borders seems irrelevant when the Internet
transcends them so easily. So running a global
e-commerce business must be easy, right? Just
build a website and off you go? Wrong.

Once the decision has been made to enter
a specific international market, you have the choice
of buying an established web presence or creating your own. If
making your own website sounds more feasible, test the country’s
market through what’s known as a microsite, an off-shoot of a parent
site. It will provide a wealth of feedback you can leverage when build-
ing a main website from scratch.

There is so much more to global Internet retailing
than what’s found on the homepage of your moni-
tor. There is a mistaken belief that e-commerce
operations can set up an office anywhere and
start selling products to the world. The old saying,
“fail to prepare, and then prepare to fail,” applies
to this concept. Just like a traditional bricks-and-
mortar company, an Internet business requires
extensive analysis and research, local knowledge
and local people before approaching a new over-
seas market. The preparation prior to the launch
of a regional website can take years.

To ensure an online business is off to a good start, visit the country
as often as possible. You will not only garner a greater appreciation
for the community, but you will also better understand its commercial
culture. Airports, air miles and Internet expansion go hand in hand.

Today, breaching international markets has never been more neces-
sary. Creating a virtual presence in countries of interest can mean
an increase in investments and brand recognition for your company.
If you're eager to spread your wings, consider putting your foot in the
virtual business door today. 0

As the world’s largest online marketplace for new,
used, rare and out-of-print books, my company,
Abebooks.com, exists purely online. As part of
our global marketing plan, we host five foreign
websites that specifically target regional markets

(Abebooks.com, Abebooks.co.uk, Abebooks.de,
Abebooks.fr and iberlibro.com for the Spanish-
language markets). Although anyone in any

country can log on to our website, we've devel-
oped a regional presence with regional content,

Hannes Blum co-founded JustBooks in 1999. He went on
to serve as the President and CEO of AbeBooks Inc. af-

ter it bought his company in 2001. He remains an active
investor in several Internet and consumer-related compa-
nies and serves on two boards outside of AbeBooks Inc.

THE -KEY’TO GLOBA

MICHELE HECKEN
EO EDMONTON

| enable global communication for a living. By the very
nature of my business, | work on a global scale. | help
small businesses launch in foreign markets for the first
time. | also partner with international corporations to
manage their multilingual communications and provide
coaching for their executives to become more culturally
aware and adept.

In the 13 years | have been in business, | have arrived

at many conclusions regarding national and international
communication. And each time | reach a conclusion, | am
proven wrong. There are so many hidden, unspoken rules.
You can easily find yourself at the bottom of a pit before
you know it. Here are a few lessons | have learned along
the way:

1. It pays to speak your customer’s language.

| started out in this business as a freelance translator. It
was a natural progression to offer my clients the option
of communicating in both English and German, the lan-
guages | speak. What a difference that service has made!
For the first decade, my company grew entirely through
word-of-mouth. | continue to ensure that my clients

have the option of writing emails, receiving invoices, or
speaking on the phone in either English or German. The
more options my clients have, the more successful they
become.

ATION

T

“I SHOW MY RESPECT FOR MY
CUSTOMERS’ CULTURE BY TAKING
THE TIME TO LEARN ABOUT THEIR
EXPECTATIONS, BY ASKING A LOT OF
QUESTIONS AND BY ADJUSTING MY
OWN APPROACHES ACCORDINGLY.”

without fear of offending my customer, making a fool of
myself, or tripping over an unspoken taboo.

3. Seek to understand, and then seek to be understood.
This phrase is borrowed from management guru Stephen
R. Covey. It is a simple expression of a truth that is at
the core of not only what | do, but why | do it. Yet it still
took me a lot of time (and mistakes) to apply this truth
to my own business dealings. | am a confident person
and | know my business. | admit, sometimes this has

led me to be cocky, certain that | knew what my clients
needed best. Not so. My clients know best what they
need. Perhaps they don’t understand how the transla-
tion process works, but they do know what results they
are expecting. | have learned to let silence fill the gaps,
instead of trying to explain, persuade and educate. | also

ask questions now, instead of providing answers. It works

wonders to genuinely listen and understand my clients’
perspective. They get exactly what they want. And me? |
get a happy, loyal client.

L .B,US'INESSSy-CT?ESS

As the Founder and CEO
of Alpha Translations,
Michéle Hecken knows
a thing or two about
communication. Since
1994, her language
service company has
been specializing in the
strategic management
of translation projects
for clients operating on
a global scale. Feel free
to contact Michéle at
mhecken@alphatransla-

tions.ca.
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2. Never (ever, ever) underestimate the power of culture.

Hannes can be reached at hblum@abebooks.com. Cultures abound. There are national cultures, regional

For years, | thought | knew all the answers regarding effec-
tive communication. Now | have a different philosophy:
Communication is tricky. It takes patience and practice.
One thing | know for sure: The lessons | have learned
translate into satisfied clients who trust my ability to
understand their perspective and support them in accom-

plishing their objectives. And that’s great business. o

cultures and corporate cultures, to name a few. And, as
much as we’'d like them to, cultures don’t come with any
“hard and fast” rules. With the steady influence of global-
ization, all cultures are in a state of continual adaptation.
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MAXIMIZE YOUR EO EXPERIENCE
Global Benefits Orientation GlobalCast

Because of these cultural influences, assumptions about
how business is conducted can be very dangerous. |
show my respect for my customers’ culture by taking the
time to learn about their expectations, by asking a lot of

S1d43dX3 Ol

Learn how to access your peers through EO benefits
and have your questions answered during this 60-min-
ute conference call/webcast held twice a month.

questions and by adjusting my own approaches accord-
ingly. This effort at the beginning of the relationship puts
my customers at ease and lets me confidently negotiate




QUOTED & NOTED

NEW ZEALAND MEMBER’S VINEYARD LISTED
AMONG BEST IN WORLD

Stonyridge Vineyard,
EO Auckland member
Stephen White’s
winery, was recently
named one of the
top ten must-visit
wineries in the world,
according to the UK
Guardian Newspaper. Stonyridge is a renowned
Cabernet-blend winegrower, located on the
beautiful island of Waiheke, New Zealand.

SKELLY INSURANCE AGENCY AWARDED FIVE
STAR AGENCY AWARD FOR DISTINCTION

EO Boston member
and former WEO
International
President Thomas
Skelly’s insurance
firm was recently
awarded the

coveted “Five Star
Insurance Agency Award of Distinction” by The
Massachusetts Association of Insurance Agents.
The designation is awarded to an independent
insurance agency that successfully completes
a “fitness review” examining 17 elements of
insurance agency performance. Of the 1,600
agencies in Massachusetts, USA, only 32 have a
Five Star distinction.

GRAPHICS COMPANY HERALDED AS A “TOP
SHOP OF 2007”

EO Minneapolis
member Tom Trutna’s
company, BIG INK
Display Graphics, was
chosen from thou-
sands of US
wide-format shops for
Wide-Format
Imaging’s “Top Shops of 2007.” BIG INK also
recently received the “Best Graphics of 2006”
award from Digital Graphics magazine.

Share your news with your EO peers by sending a detailed email to octane@eonetwork.org. Please include a 300 dpi headshot with your submission.

DK BLUE RECOGNIZED AS A BRW “FAST
STARTER”

DK Blue, EO Sydney
member Danny
Kordahi’s promotional
merchandise and
corporate uniform
business, was
recognized in BRW
magazine as a “Fast
Starter.” In a feature article, Danny explained

his role in EO and his efforts to resolve unique
business issues. BRW is a leading business
magazine that examines the trends and
opportunities shaping Australian business.

RARE CERTIFICATION GIVEN TO NEW
JERSEY MEMBER

EO New Jersey
member Ed Delia

of Delia Associates
earned the
Professional Certified
Marketer designation
from the American

Marketing Association.

He is only the ninth marketing professional in
New Jersey to earn the certification and will be
included among 250 others throughout the US.

FLUIDESIGN NABS WEBBY AWARDS HONOR
EO Los Angeles
member Michael
Schneider’s design
company, Fluidesign,
co-collaborated on a
website that walks
visitors through the
life of a child living
in an AlDS-affected African community. The site,
World Vision AIDS Experience (www.worldvision.
org/aidsexperience), was awarded “Best Rich
Media Advertising of 2007” in the Non-Profit/
Educational category of the Webby Awards,
considered the Academy Awards of the Internet.

NEXT STEP MAGAZINE NAMED PERIODICAL OF
THE YEAR

EO Western New
York member David
Mammano’s Next
Step Magazine, a
college, career

and life-planning
publication for high
school students, won
the “2007 Association of Educational Publishers
Distinguished Achievement Award” for “Periodical
of the Year” in the Young Adults category. This
highly competitive award recognizes the year's
most outstanding material in the field of teaching
and learning.

BIZXCHANGE OPENS INTERNATIONAL
HEADQUARTERS IN DUBAI

U.A.E. member

and former Seattle
chapter board
member Bob Bagga’s
BizXchange, a
leading corporate
business-to-business
barter exchange,
recently opened a new location in Dubai, U.A.E.
The move marks the firm’s first foray into the
Middle East. BizXchange plans on making this
headquarters the company’s international barter
hub.

INFOACTIVE RECOGNIZED IN PREMIER
ONLINE MAGAZINE

EO Melbourne
member Helen
Jarman was
recently profiled

on Smartcompany.
com, Australia’s
online magazine for
entrepreneurs and
subject matter experts. The article, titled “Lunch
with an Entrepreneur,” highlights Helen’s amazing
success in the male-dominated industry of
logistics. In the interview, she discusses her role
in EO and the substantial growth of Infoactiv, her
business.

THANK YOU TO OUR AFFINITY PARTNERS

EO’s partners make it possible for us to provide you with outstanding learning events,
new benefits and other opportunities that make your membership experience valuable.
Through these important relationships, we can continue to create programs that support
growing and successful entrepreneurs as we pursue our vision to build the world’s most
influential community of entrepreneurs.
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TIME CAPSULE: 2007

MEMORABLE QUOTES FROM EO
MEMBERS ON THE GREATEST LESSON
LEARNED IN THE PAST YEAR...

“It was a tough year. | thought the business would
grow like years before. | learned that it's always
good to be able to pay for your mistakes, and that
after a rainy day, the sunshine will still come out.”

“Always treat your business partners with great
respect and transparency. It is the only way to keep
close, strong relationships growing so you get the
most value, personally and professionally.”

“The greatest lesson learned is the age-old lesson
that always seemed to elude me: Time takes time,
and in due time a good business model will always
succeed. Patience begets success!”

“To become the best company, you always need the
best people.”
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