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EXECUTIVE SUMMARY

This country analysis explores two German industries—beer and automobiles—both of which have global potential.  Each is introduced with a history of the industry followed by a summary of the key players today.  The strengths and weaknesses of each industry are discussed in terms of the industry’s global potential.  Porter’s Diamond Model is used in examining the key factors that contribute to innovation and success in any industry: factor and demand conditions, strategy and competition, and related and supporting industries.  Our opinion that, after analysis, the automotive industry holds the greatest transnational potential is explained and further research is outlined.

AUTOS

At the center of one of the world’s largest markets, the automotive industry in Germany extends the nation’s reputation for quality manufacturing with brands internationally recognized for high standards.  In the Berlin-Brandenburg area over 150 companies operate today with over 9,000 employees and a manufacturing capacity of over 2 million vehicles annually including passenger autos, and light and heavy trucks.  As shown below, the industry has a surprising and unfortunate history but emerges today as a globally focused industry with close ties to related industries, suppliers, and research institutes lending continuous innovation and growth to its various manufacturers.
The Arsenal of Fascism
Unlike the American automobile industry which was highly concentrated in Detroit during its early decades, German manufacturers were dispersed in the 1920s and 30s and largely dependent on foreign investment.  Given that the motorized car was invented in the US, this is not surprising, but what is unexpected is the extent to which US manufacturers were tied to German politics through the 1940s.  
As early as the 1920s, Henry Ford became fast friends with Hitler and funded the Fascist leader’s first bid at power—the Beer Hall Putsch in Munich.  Ford, known for his anti-Semitic views, wrote a book entitled The International Jew, of which whole sections were plagiarized by Hitler in the writing of Mein Kampf.  

Together the GM and Ford controlled 70% of the German car market in 1939; a third firm was started by the Nazis themselves—Volkswagon.  By 1944 almost 80% of truck manufacturing in the country was controlled Ford, Daimler-Benz, and GM (operating under the name Adam Opel).  Facilities for manufacturing autos in Germany were converted to war time production before 1940, including those owned by GM and Ford.  Both companies continued to profit during war from sales to the German army; this wartime production actively aided the Axis powers in attacking Allied—including American—troops.  Lending their technical knowledge to the Nazis was crucial to the German war machine.  As Hitler’s chief of armaments, Albert Speer, stated after the war: “Hitler would never have considered invading Poland without synthetic fuel technology provided by General Motors.” 

Most of the information about GM and Ford during the war has been put together through US and German archives; both companies actively deny researchers access to their corporate records and deny knowledge of or control over their subsidiaries during the war.  Unfortunately records illustrate that officials for both companies were aware of the forced labor of prisoners of war in their facilities and secretly met with Nazi officials during the war.  Executives of both corporations, including Ford himself, were decorated with high honors from the Nazi government in summer of 1938 after Hitler had annexed Austria.  

Volkswagen—or people’s car—was a concept Hitler promoted as an affordable vehicle for the common man in the early 1930s.  Ferdinand Porsche was charged with designing the car and came up with the Beetle.  The factory Hitler had built for production of Volkswagen was quickly converted to wartime production in the late 1930s but by 1949, Volkswagen was making Beetles again—today widely associated in the US with the freewheeling hippie movement of the 1960s.  The inauspicious origins of this small vehicle are not widely known.  
Relatively few GM and Ford plants in occupied France and Germany were bombed during World War II—the dispersed nature of the industry was helpful in surviving the war—but both companies were compensated by the US government for damages sustained by their German plants.  Although production by 1945 was severely limited due to difficulties in obtaining component parts, automotive manufacturing in Germany never ceased entirely.  In 1944 approximately 57,000 trucks were produced and put to use by the German Army (contrast this with 595,440 trucks produced for wartime usage in the US during that same year).  Reconstruction of the Berlin-Brandenburg area in the years following 1945 was slow but over time the industry has become a powerhouse with continued strong presence of American, as well as other foreign manufacturers.  
Key Players in Today’s Automotive Industry
Located in this German capital today are four well-known manufacturers BMW, Ford, Volkswagen, and DaimlerChrysler—the result of the 1998 merger between Daimler-Benz and Chrysler.  The DaimlerChrysler plant in Berlin specializes in engines and parts for two of their brands—Smart and Mercedes Benz cars.  BMW manufactures motorcycles at their Berlin plant.  Ford makes plastic parts for its vehicles in Berlin.  VW has two plants in the area—one a subsidiary called AutoSysteme which develops energy system solutions for vehicles, and the other that provides parts for four brands, VW, Audi, Skoda, and Seat.  There are also several important although lesser known companies including ThyssenKrupp Automotive, who provide bodywork, parts for mass production, and tools; ZF, producing transmissions and steering systems; BASF who develop paints for automotives; and Intier Automotive Interiors, manufacturing door panels.  The area includes a wealth of research and development labs: IAV, an engineering lab focused on engines and electronics; DELPHI and TAKATA-PETRI, two engineering labs specializing in passenger safety; and several universities for automotive engineering including Brandenburg Technical University; Lausitz University of Applied Technology, and TFH Berlin University of Applied Sciences.  Less than a day’s drive from Berlin are many other manufacturers including Opel—run by GM—Toyota, Volvo, and several other BMW and VW plants.  Together the industries, suppliers, and research institutes in the area provide an idea climate for innovation in the industry as well as access to markets all over Europe—which indeed are strengths of the location in Berlin-Brandenburg.

Strengths   
Many of the strengths of the Berlin-Brandenburg area have already been hinted at here.  In all, 7 universities and 21 institutions of higher education with close to 200,000 students and numerous private and public research facilities are located in the region.  This wealth of R&D capability increases the potential for innovation and collaboration opportunities for industry.  Some recent innovations in the automotive industry include several BMW developments: retrofitting glove boxes with ipod connections, tire defect indicators, two-stage brake lights, Bluetooth interface for car cell phones, illuminated door handles, seat and mirror positions coded to the user’s car key, and pneumatic seats for sports cars.  Innovations from other companies include remote control opening of car doors, sensors for car doors to prevent them from closing on an obstruction (like a child’s hand) and new drive train technologies that decrease fuel usage.  Both developments for more fuel efficient vehicles and alternative fuel sources are an area where the German auto industry has taken a lead.  The sophisticated demanding consumers in the home market have driven innovation in this area; Europeans have been far more interested for a longer period that Americans in environmentally friendly products including vehicles.  Location within the heart of the European Union puts producers in the center of the largest single market in the world with 455 million consumers.  

As we learned from our recent visit to Invest in Berlin, there is much political support for investment in Germany; this is government sponsored organization whose goal is to promote the country as a place worth establishing business in.  Berlin-Brandenburg, while having a skilled, motivated workforce has lower labor costs that other European countries and higher unemployment that other regions within Germany—this means that labor is plentiful and affordable.  Despite unemployment, Berlin has the ability to attract skilled workers—the quality of life in the bustling city is high with good public transportation systems, lots of cultural opportunities, and things to do.  The city is centrally located in the European market with a strong network of railroads and highways as well access to ports.  In addition to be well located for consumers, auto manufacturers in the Berlin-Brandenburg area have access to wide range of suppliers and related industries either close by or within a day’s drive. 

Weaknesses

Despite the many strengths of the area for investors in the auto industry, there are some challenges regarding the workforce, consumers, and government regulations.  The German government has stringent emissions and environmental standards—for companies who are not interested in being leaders in the field of fuel efficiency and environmentally friendly vehicles, this is not the place to invest.  For many companies, Germany’s high standards have presented an opportunity for innovation; however it can also create difficulties.  Currently the German government is pushing auto manufacturers to ship finished products as well parts and supplies by rail within the country rather than by truck on roadways to save fuel and decrease traffic and pollution.  The rail system in the EU is far superior to other countries with tracks that crisscross the continent in an interconnected network but manufacturers need to run by the schedules that make sense for production with frequent shipments which the rail system cannot accommodate.  Also truck manufacturers—a significant part of the auto industry—are not happy to see reliance on their products decreasing rather than increasing.  Auto manufacturing in Germany is an expensive industry to break into—both because of the requirements for a large investment in fixed assets including plants and equipment—but also because operating according to “green” standards is more expensive than the traditional ways of doing business. 
Retail consumers also pose challenges to the auto industry as European—particularly German—consumers do not purchase new cars as frequently as consumers elsewhere like the US.  Many car owners in the country buy a quality product and expect to hang on to it for 15 years or so.  This means that product turnover is much lower and that far less revenue can be generated through financial services offered by the industry—many consumers save to purchase a car rather than taking out a loan.  
Last despite the productivity and skill of the workforce, they are more highly paid than workers in Asia—another region of concentration for the auto industry.  The German work force is not mobile—if a manufacturer relocates, they should not expect workers to move with them.  Workers in Europe receive more holidays than most other industrial regions in the world and expect to be able to take sick time whenever they need it and to be paid in full for this time off.  This practice increases an employer’s expenses and can reduce productivity.  Germans are perceived as being less innovative that other manufacturers which may in part be due to the nature of management as slow to make decisions and hierarchical.  Innovation requires quick thinking and openness to new ideas from all parts of the organization however as we have seen above, this may be changing in Germany as the auto industry has been a source of recent innovation.
Increase in gas prices, downturn in the economy, and rising unemployment in the Berlin-Brandenburg area and other parts of Europe make this a difficult time to invest in the auto industry in Germany.  Consumer spending is down especially for those with no income and with rising fuel costs, consumers are less likely to purchase a new vehicle now.  Given the strong public transport systems in Europe, many consumers have the choice to use subways and buses rather than purchasing a vehicle for everyday travel.  Vehicles are also being produced more cheaply in Asia with cheaper labor costs and less environmental restrictions.  Last this outward looking, export-based industry is highly dependent on sales to US consumers who have very different tastes in vehicles so there is a need to develop two product lines—larger SUVs for Americans who are unlikely to change their penchant for big cars until gas prices are above $5 per gallon and smaller environmentally Smart-type cars for Europeans.  
Porter Diamond Model
Factor Conditions
The automotive industry is one of the largest and most prestigious mass-production industries in Germany. Nearly every sector of the automotive industry in Germany operates on a global scale; characteristics of the industry include advanced high-technology design, product durability and reliability, and very sophisticated assembly processes, based on knowledge-based manufacturing techniques.

Germany offers Europe's most experienced automotive labor force, and an educational system that provides industry-specific, on-the-job training. German workers give a great advantage to manufacturers as they have been producing high-quality cars for years and their craftsmanship symbolizes durability.
  

German companies expend a substantial amount of money on research and development projects annually and, as a result, innovation is a key factor in German leadership in the automobile industry.  Moreover, BMW open a forum on its web site to solicit innovation from outside users who can submit ideas about design or additional features for the firm’s products resulting in a wide range of ideas to consider. If they pursue an idea that comes from outside the firm, BMW takes the further step in consulting with the inventor.  Both the experienced labor force and research on innovation have led to German manufacturers produce very high quality cars.

As mentioned previously, transportation is another factor condition for the German automobile industry that is currently a point of contention between manufacturers and the government. Vehicle manufacturers have relied heavily on highways to transport finished cars because it is easy and fast.  Truck transport is the quickest way to deliver cars and timeliness in delivery to dealership or docks for export is very important.  As environmental concerns increase in Europe, government does not want to let manufacturers transport cars on highways but rather is pushing them to use existing railroad systems as the main transportation in Europe.  Despite this issue, Germany has a great advantage with its transportation system as well structured and maintained railroads connect with a network of ports and delivery points throughout Europe.

Demand conditions
Customers have many different reasons and conditions for buying an automobile which makes the industry continually diversify its products from small cars to buses to meet these various demands. The industry is comprised of components including tires, passenger and commercial vehicles including electric vehicles, utility vehicles, construction vehicles, cranes, forklift trucks, motor homes, tractors and other agricultural vehicles, trailers, containers, motorcycles, and retail, distribution, and maintenance of cars. Customers fussily search the best vehicle that fits their budget, lifestyle, and taste and demand a wide range of choices.  Automobile customers really know what they want and they search for a specific car that meets their needs with a product range from the Indian Tata whose MSP is $2,500 to luxury cars such as Ferrari, Porsche retailing for $250,000. Sophisticated customers push automobile companies to innovate and add new features to the automobiles. For instance, people want to hear their own music in their car and to satisfy this need manufactures have been trying to install different music kits in cars. Last year, BMW has introduced a retrofitted Ipod connection in its cars which put them on the ahead of the other manufacturers. 

Consumers in Germany and Europe, and increasingly in the US and Asia are becoming more demanding about fuel efficient vehicles. Hybrid cars have been the rising star in this industry as people become more environmentally concerned and look for the cars that use more electric and alternative fuel sources and less oil. German automobile makers were not the first producers or innovators of hybrids but Mercedes recently signed a deal with GM to produce hybrid cars which were an important move in addressing growing demand. 

Firm Strategy and Rivalry
This automobile market in Germany has high barriers to entry with high fixed costs; start-up costs are daunting.  Companies in this industry require strong supply chains; new entrants would need to integrate with one of the existing companies with strong brand recognition as it is hard to break into the strong existing connection between suppliers, manufacturers, and customers. Competition is fierce as there are many companies competing with each other mercilessly in a shrinking market due to the declining economy. The primary strategy in this market is innovation. Companies have to come up with new designs or add features or produce different models to gain market share in every different segment. This strategy explains why DaimlerChrysler has many brands from Mercedes-Benz to Smart cars and Ford features Jaguar, Land Rover, Mazda, Lincoln, Mercury, and Volvo.  Innovation in all these various product lines allows them to serve many different customer groups with different brand names. Interestingly, even though GM is a competitor of DaimlerChrysler; Mercedes-Benz deal with GM to produce hybrid cars is an example of innovation to gain market share.

Related and Supporting Industries
Germany has many advantages in terms of related and supporting industries. First of all, German universities include some of the best engineering programs in the world and as previously mentioned they are plentiful in the Berlin-Brandenburg area.  German automotive manufacturers have a pool of well qualified candidates to choose from as well as public and private organizations to collaborate with in research and development.
Steel is the main element of the car manufacturing and ThyssenKrupp is the one of the biggest steel producers in the world. Tires are another critical part of the industry and Goodyear Dunlop, one of the biggest manufacturers, is located in Berlin. IAV is a well respected engine producer in the world, also located in heart of the Berlin. Interior door paneling, development of car transmissions, and production of water-based paints are all other examples of related and supporting industries in the region which helps supply high quality components to the German auto industry.  Close connections with these related industries make innovation throughout the supply chain possible.  While BMW developed its award-winning model X3, the company worked with closely with suppliers and took advice, one examples of how well organized the German automobile industry is.

BEER
History of German Beer Industry
Beer has had an important role in German history for almost 1,000 years. The character of the drink reflects the character of the people of that country. Beer has become, through the years, a symbol of German culture and economic, social, and political life has been affected by the industry that makes this popular drink.

In the 18th century, scientific inventions improved the beer industry. For example, by first using thermometers in brewing, brewers were able to control the brewing process and raise the quality of their product. Innovations in the 1700s resulted in breweries operating more effectively by increasing quality control and decreasing lead time. Also, economic and political revolutions in Europe in second half of this century changed the structure of beer industry. The number of local breweries increased and most private, informal breweries turned into commercial ones. 

The modern history of the German beer industry started in 1800s. By the beginning of the 19th century, monopolies in beer industry were brought to an end. Rural breweries were permitted to produce as much beer as their urban area rivals and all breweries had the right to own and operate pubs. Regulations in the industry increased competition as protectionism decreased in the early 1800s. By the end of the 19th century, a more scientific approach to the fermentation process, leading to innovation, and technological improvements dramatically increased quality.

Current Conditions
Germany is the largest beer market in Europe. While, annual beer consumption in Germany is estimated at 100,850,000 hectoliters (2,664,174,620 gallons), annual beer consumption per capita is 115.8 liters (30.6 gallons).  In per capita consumption, Germans take the third place after Czechs and Irish. Around 1,300 breweries exist today in the country. The industry in the northern part of Germany is weaker but more centralized in comparison with the southern part of country. Moreover, there is a huge variety in beer types and beer brands all over the country due to an old, well established beer culture. It is estimated that there are over 5,000 different brands on the market shelves, bars, and pubs of Germany.  
German beer production is regulated by a law which is called Reinheitsgebot (order of purity). First written in 1516, the law has been updated numerous times up until the most recent changes in 1993.  This law regulates ingredient requirements of beer which has resulted in international fame of German been for its high quality due to these ingredient requirements. However, there is a considerable decline in domestic consumption of beer in Germany today. That is the biggest challenge facing the beer market currently. An aging population is avoiding consuming as much beer as they used to. Younger populations prefer to drink mixed beverages. Since the target consumer group--younger generations have changed their preferences, German beer companies are direct their strategies to new product lines including beer-mixed cocktails and beverages like lemon beer.  One success story is that of Bionade, an organic soft drink fermented with natural ingredients like beer.  This new product was introduced by the owners of a small brewery with declining sales and is now an international success.
Industry Leaders and Key Competitors
Brewers and beer brands are considered separately. First, two biggest brewers in Germany will be described, and then two largest beer brands will be explained.

The Radeberger Group leads the German beer industry with 15% market share. It is a family-owned business. The company brands itself as the protector for beer culture in Germany. Their sales have increased to 1.3 billion euros (2.08 billion dollars) just in Germany in 2007. The Radeberger Group has 14 brewing facilities dispersed throughout the country.  The second largest brewer, InBev Deutschland GmbH, exports to over 130 countries. Inbev is a global player in beer industry through its international license agreements and operations in six regions all over the world: North America, Western Europe, Central and Eastern Europe, Asia and the Pacific, and South America. Last year, in 2007, the company generated 14.4 billion euros (23 billion dollars) sales.

While Radeberger is the largest brewery, Krombacher is the highest selling brand of beer in Germany. The annual output growth rate of the brand family is 2.7%. The company increased its sales volume to 540.3 euros (approximately 865 million dollars) by 2.8% over last year. Krombacher has an aggressive, offensive strategy in German beer market with an annual growth rate for exports of 11.5%.  Italy is the most important country in Krombacher’s export portfolio. The second largest beer brand, Warsteiner, also has very strong brand awareness in Germany. The company generated sales of 535 million euros (856 million dollars) last year and their production was 6.1 million hectoliters (approximately 134 million gallons). Warsteiner focuses its strategy on safety and high quality and as a result has been honored with internationally recognized quality certifications. Warsteiner has the highest export amount among German beer brands.

Strengths and Weaknesses
The most important strength of German beer industry is the presence of a strong tradition and culture of enjoying beer in the country. For many centuries, beer has had a vital place in the German diet.  But despite its long history, several innovations have emerged in the industry. Secondly, there is a huge diversification in the market not only in terms of production but also in terms of brand. This competitive environment in the German beer market creates a dynamic culture of innovation and development.

Local breweries have played an important role in German beer industry for last three centuries. These family-owned breweries have had cash asset problems for long years. For instance, some of these companies use their real-estate holdings to finance brewery production costs. Entrance of global competitors in German beer industry has left domestic producers not only short on cash but also too small in operations to challenge and compete with them. Another important problem for German breweries is the fact that population is getting older and hence consuming less beer. New generations in Germany are shifting its beverage preferences from beer to mixed drinks.

Porter Diamond Model

Factor Conditions 

German breweries are located close proximity to some of the best natural ingredients for beer brewing—both barley and wheat are grown extensively in southern Germany. Also Germany is home to long established and world acclaim apprenticeships, colleges, and educational institutions that provide specialized beer production training programs.  VLB, an independent institute cooperating with the Berlin University of Technology, focuses on the science of brewing, including malt technology and waste management and also includes an intensive certification program for brew masters.  Training programs such as VLB, combined with the traditional high status afforded brewers in Germany, ensures a good supply of quality and specialized human resources.
Demand conditions

Germany has one of the world's highest per-capita consumption rates of beer (123 liters per person in 2003) and is the home to the beer purity law “Reinheitsgebot”. Therefore Germany can claim to have one of the most sophisticated and informed beer consumers in the world. Consumers are consequently very knowledgeable and discerning about beer taste and quality, therefore will not tolerated bad quality beer.  Currently demand is changing as consumers are looking for beer alternatives including “alcopops” or alcoholic soda pop—a kind of mixed drink.  This change in consumer demand has led to innovation as mentioned previously.

Related and Supporting Industries

The vast majority of the 1,378 breweries in Western Europe are in Germany, and they produced 107 million hectoliters (2.8 billion gallons) of beer last year.  These includes family owned breweries who are suppliers to large brewery, but who themselves are producing beer. These encourage competition which culminates in production cost effective and innovative inputs.

Beer is celebrated with annual festivals; Berlin’s beer festival is reputed to be the largest in Germany and is held in August.  The first festival—today known as Munich’s Oktoberfest—first began as a celebration in 1810 of King Ludwig I of Bavaria.  Much beer was served at this first festival although the horse races received the most attention.  The decision was made to repeat the horse races each year and this is how Oktoberfest was started.  Today these festivals offer breweries an opportunity to increase brand recognition and a following for their products.

The agriculture industry supplies the raw materials needed for brewing beer.  Agrarian lobbyists are one of the strongest political groups in Germany with half a million farmers keeping close ties with local, regional, and national politicians in several political parties.  While there is some pressure from the government for farmers to turn to organic practices including eliminating chemical pesticides, this will raise grain prices leading to higher beer prices.  Farmers are vocal about using practices that do not drive up prices and drive down sales.  The EU, in negotiating trade agreements, receives continual pressure to reduce subsidies to farmers who in turn supply their own pressure to maintain subsidies.  The elimination of subsidies will have the effect of increased prices but more open trade might balance that with cheaper agricultural products from developing countries.  It is unclear how close the ties are between Germany’s farmers and its beer producers and whether longstanding supply chains will be maintained in the face of cheaper imports.
Firm Strategy, Structure, and Rivalry

There are more breweries per capita in Germany than in any other country. While they are fiercely competitive, the industry is highly fragmented and has a history of collaborating when in their collective best interests, which includes mergers and acquisitions.  German breweries, like German car makers, are strategically positioned in the center of the EU with the world’s greatest beer-consuming market. 

Government Strategy: The German government has supported the beer industry through many centuries with funding for industrial training programs and low excise tax for beer which helps keep consumer prices inexpensive domestically. In 2002, the German government stated that "There will be no increase in beer tax, in response to proposed EU tax on beer. Beer prices are a very emotional issue in Germany — people expect it to be as inexpensive as other basic staples like eggs, bread and milk," said Erdmann, director of the family-owned Ayinger brewery in Aying. 

Greatest Global Potential
Comparing beer and automotive industries, we determined that the latter has more global potential.  The beer industry in Germany has not gone global on a large scale because of strong competition from inexpensive domestic brews in other markets with high beer consumption like the US.  Consumer demand for beer is on the decline globally as people are more interested in health consciousness.  As explained above, the market is dispersed with many small breweries that do not have the resources or capacity to consider transnational strategies.  
Many of the major players in the German automotive industry already have an international presence.  We see this trend continuing as rising fuel prices and decline in real income make the fuel efficient, environmentally friendly innovations of German car makers like the Smart car more in demand.  The issue of green-friendly vehicles and alternative fuel options came to the forefront earlier in Germany than in other automotive markets; this has led to industry leaders in research and development of these issues and a strong supply chain that can support innovation.  German auto makers have also long been known for their high performance luxury vehicles including Mercedes-Benz, BMW, Audi, Porsche, and Maybach.  As we learned in Berlin, many makers of luxury goods are not as affected by the economic downturn as other manufacturers and their target market are still spending.  We therefore expect the export of luxury cars to continue in the foreseeable future.

Cultural Aspects of Germany
According to Hofstede’s rankings of German and American cultural dimensions, the two cultures are somewhat similar.  Neither culture is extremely accepting of unequal distributions of power although we know from our recent visit to Berlin that Germans have a healthy respect for authority and are likely to refer to people by first recognizing their titles.  Americans ranked extremely high in terms of individualism, which is not surprising, when you think of the diversity of the US population—group think is highly unlikely here.  World War II had an enormous impact on Germans; they were criticized for passively going with the flow if not actively participating.  This has resulted in a modern-day individual consciousness of politics and an active populous; next to the French, Germans are second in actively protesting and calling for strikes in response to unfair legislation.  Both cultures ranked relatively high in terms of masculinity and both have a reputation internationally of being pushy and assertive.  Germans are known to be a disciplined, productive work force that places a high premium on punctuality.  Although a strong level of hierarchy and traditions are key points in the business life of Germany, they are also open-minded in many sources of innovation as we see in automotive industry.  Americans were ranked slightly less likely to avoid uncertainty but relatively close to the Germans.  One of the ways in which this plays out in business is the German desire for government to play an active role in industry by enacting regulations including, most recently, those related to the environment and health issues. One example of this is government pressure for auto makers to transport products by rail because of environmental impact of trucks.  German consumers themselves are much more concerned about and demanding of, on the whole than Americans, about environmentally-friendly, and healthy products like Smart cars and alcohol-free beers like Warsteiner Premium Fresh 0.0%.

Some of the problems that may arise from international strategies between industries in Berlin and Baltimore may be a result of the difference in consciousness about the environment among consumers.  Baltimoreans, with their gas-guzzling, SUVs, are highly unlikely to adopt the Smart car for example.  Those in the city who would be interested might be afraid to drive it due to all the SUVs around; drivers in such a small car could get really hurt if hit by a much larger vehicle.  Unfortunately the driving habits of many Americans would have to change before the Smart car was widely adopted in Baltimore or other parts of the country.  
Many possible synergies can arise from transnational development between Baltimore and Berlin.  Both areas can expand potential markets for products—luxury German cars in Baltimore and seafood in Berlin.  The more active consciousness of Germans regarding health and environmental issues might encourage innovation and new developments in Baltimore business practices.  Both issues are rapidly becoming more important here with the rise of health food stores and green products—seeing the possibilities through a fresh perspective could encourage new developments.
Conclusion
We are exploring both the German auto industry and the Baltimore seafood industry for our final project.  In making a final determination we need to quantify environmentally concerned consumers here in the states to determine the success of German innovations like fuel saving technologies and Smart cars.  We also want to quantify the number of health conscious German consumers who are interested in increasing their intake of shellfish as a part of healthy diet.  There is some speculation that Americans will not give up their SUVs until gas prices are over $5 a gallon and this would severely impact the approach that German car makers would take to increasing their presence here.   Given the recent economic decline both in the US and Europe and the decline of the dollar against the Euro, we also need to think carefully how these considerations impact consumers and industries in both places.  Last we will be looking at possible new entrants to the EU and how this will affect this market. 
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