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SELLING IN GERMANY IS EASY
If you know how
An Italian SME that is looking for new business opportunities abroad, in particular stable, longterm commercial relationships, can find the perfect partner in Germany. The idea that Germans are
a difficult conquest is based on the fact that the reasons behind their apparent extreme rigidity are
almost never understood. In fact, Germans are a very conservative people, and therefore are staunch
in the habits they have cultivated over time, and the German engineer that an Italian business
usually has to work with is the quintessential perfect example. Elena Dal Maso di Kruman sas
(www.kruman.it - www.kruman.de/en, info@kruman.de) has gathered all the best strategies for
persuading even the most diffident German engineer to trust Italian products into a book to be
published soon.
The Italian SME above all needs a well-structured internationalization project based on specific
sector studies and the most suitable distribution channels. This research phase is the preparatory
step for development of a corporate brand that is well-suited to the German market, and that can
represent what Germans see as reliable and authoritative according to their own cultural standards.
This is the only way that a conservative personality, like that of Germans, can learn to trust, leave a
former supplier to find a new Italian commercial partner, one who is creative, intelligent, and
flexible, in addition to reliable.
It is therefore necessary to shift attention from our world (product, company, economy, politics,
etc.) to the perspective of foreign customers, putting ourselves in their shoes, in their reality, and
asking what they are looking for, what convinces them to buy from an Italian company, what
problems do they face in their daily business, how do they live, what do they see, by whom and
what are they influenced, who do they respect, what do they like to do, what does quality mean to
them, what value do they place on time, when do they expect to see the fruits of their investments,
are hierarchies important for them, how do they conceive of space, are they afraid of risk or do they
love ambitious investments, what do they think of Italians, what are their prejudices, how can one
overcome their objections and how can positive prejudices be taken advantage of to obtain positive
outcomes in commercial negotiations.
These are the kinds of questions that need answers for internationalization, reducing business risk to
a minimum. The answers obviously change for every country, and to find the right information,
specifically and quickly, Kruman sas accompanies entrepreneurs by providing essential, simple and
practical tools for making the right decisions.

Here is an example to better understand the concept. Let us consider an Italian company that sells
high-tech machinery managed through software. To expand into the German market, it is important
to know that Germans are a very anxious people, they love assurances about everything, even about
whether children’s clothing could rip when they have an argument at kindergarten, or if a cat could
scratch furniture while being taken care of at home for a neighbor’s holiday. Why do they need so
much reassurance? Because every German knows that for every mistake, they will pay the
consequences in full, for whatever role they are in, without any discounts. Fault is never negated,
ever.
This is why the more that the Italian machinery can limit the discretion of the operator, and
therefore the probability of making mistakes, the more the German’s need to reduce anxiety, and
the fear of being guilty for a wrong decision, can be assuaged. The more risk is reduced, the more
anxiety is reduced and the more appealing the product becomes for the German customer.
Marketing follows, with a communication rich with Fakten! Daten! Zahlen!, getting straight to the
point with precise information, exact calculations, research results and inspections, credible margins
that can guarantee economic stability of the supplier, because an excessive discount that borders on
improbable would disqualify the offer.
Everything changes if the objective is, for example, the United States. The USA was founded on an
idea that could have gone wrong, and our ancestors very well may have not ever actually reached
the other side of the ocean. The idea of risk is in the DNA of the American people, who are
therefore willing to invest in ambitious projects and products to reach ever higher personal gain.
Every year, American businesses set new and greater objectives, based on which every employee is
then evaluated. Americans, as their politics reflect, like to be in command, to decide, beat the
competition, get more and more. The Italian high-tech machinery must therefore be designed to
satisfy the American company’s need for winning on the market and feeling in charge: more
selectable options, more customization, and more discretion.
This is why internationalization is not simply related to a label, does not only mean making a good
impression, because at the center of it all is a human being with a complex, multi-faceted character.
Knowledge about this complexity is the first step in building an Italian brand abroad, taking into
account that what Germans want is not the same as what Americans want, nor any other foreign
market.

