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the various processes that are maki
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The DACCNY thanks Nordea New York, for

their generous contribution towards making the
Luncheon a success.

i 55.40).
costs $50.00 + shipping $5.40 (total 5‘ -
To or::'opleose contact the DACC office:
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Fax. (212) 251-1198
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Erik Norup 212-752-3448 Tel: (212) 758-0076
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BentHe MonTALVO 212-223-4545

Greenbaum, Maurice C.
COPYRIGHT BY THE EDITORS. ALL RIGHTS Rosenman & Colin, LLP
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”Mr. Maersk™ in the USA, Thommy Thomsen,
DACC DIRECTORY has been appointed Partner on the Board of
The DACC Directory 2000-2001 is out! If you Directors in the A.P. Moller Company. We
did not already receive the Directory, please congratulate Thommy Thomsen with this new
contact the office at (212) 980-6240 position.
10 receive a new copy.

The following are nndates tn the MACC



Sales Manager Recruitment

WONDERFUL COPENHAGEN SALES MANAGE
Conference & Ineenti“ Ing "-ty
e of the immense success Copenhagen is e
Becaus

eri
¢ incentive destination, Wonderfu) gpen;:;tng these years as a
c is looking to recruit a Sales Manager
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the AR fices W York
onu;ist Board offi .
TO

Ve indus |
+ Within the Danish Y |
jgeal candidate will have the following profile:

The

~ preferably 25-40 years of age.

h/Scandinavi
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: Approachable, flexible and have the ability to liai - R A vatage
levels
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e with peocple at all
A hands-on professional with a proven track r
sales within the conference & incentive or r

ecord of success in all are
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Goal-orientated strategist whose confidence,
success

perseverance and vision promote
proven track record of high performance standards,
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rk and detail
Excel at utilising all available resources to reach objectives on time and to
budget .

¢ Computer literate

The position will mainly be a hands-on sales position with a minimum of
administrative duties. The right candidate will enjoy and be experienced in the
daily-contact-with-clients.—— -

i S .
The following responsibilities and priorities are important elements of the job:
]

Responsibility for building and developing a productive network of US
conference & incentive planners
L]

Presentations to out-bound PCOs and Incentive Houses as well as corporate
planners within the conference & incentive industry
L]

Planning and operating professional telemarketing sessions to establish a
constant flow of sales leads
* Follow up on leads generated by other parts of the organisation and hereby
" create qualified sales leads

Develop strategic alliances with out-bound PCOs and Incentive Houses as well
as corporate planners within the conference & incentive

Assisting in organising as well as executing familiarisa
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Sisting in the continual development and maintenance of the establis
Ndustry related database and the Internet services
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THE MISSION

I am on a mission. My mission is to make
American women “dress to express” with
Danish accessories. Ambitious? Well, this is
the land of opportunities, and it seems that
the impossible is possible here.

Like so many other ex-patriots, an inter-
company transfer brought our family to
Connecticut, where I had plenty of time to
ponder what to do next. I then got the idea to
start my very own company, where I could
do what I loved the most — sales and
marketing. After having decided to become
an entrepreneur in the U.S. the big question
was: what should I sell? Hmmmm. Well, it
took only one trip back to Denmark to
decide what would be the next “Danish
wave” in America — the beautiful and very
popular Charlotte Sparre Scarves. The
Danish designer, Charlotte Sparre, is world
famous in Denmark.

Accessories are fun because women can
change their image and appearance by the

use of a scarf, a shawl and/or jewelry.
Therefore, my slogan quickly became “gress
to express”. In August 1998, after a year of
preparation, I could fnally open the doors to
my own company; TiMi Copenhagen,
representing Charlotte Sparre and her line of
silk scarves as well as Carré Copenhagen’s
line of jewelry. The Americans loved it! So
last year, ¥ opened a show room and moved
into new office space in Connecticut with
new employees and added my 8th sales
representative. This year, our plans are to
increase our presence on the West Coast,
and to add more sales representatives. Also,
we want to expand our product line with 3 to
5 new designers.

Is it easy? No! It is a rat race. But it is MY
rat race and it is MY mission to make the
American woman “dress to express” with
Danish designed accessories from TiMi

Copenhagen.
Tine Hoffmeister, Ti-MI Copenhagen

ACCESSORIZE wrrg DANISH DEsrep,

A true princess prefers the real thing
The jewelry from Carré Copenhagen is made of the finest gemstones, most beautiful

fresh water pearls and the best quality of Sterling Silver that is oxidized or plated
with 23K of gold. A true princess does not settle for less. ;

A Study in Silk
In Scandinavia the designer Charlotte Sparre is not only on everybody's lips but also
around everybody's necks in form of a beautiful 100% silk scarf, Her unique sense
for color and pattern is not only showing in scarves but also matching silk sarongs.

TiMi Cope.nhogen offers tt:unk shows at workplaces to accommodate the busy schedules
of executive women. For info please call TiMi Copenhagen at: 203.364.0423

TiMi Copenhagen, 1158 Church Hill Road, Sandy Hook, T 06482, T: 203.364.0423, F: 203.270.8711
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Sandgren Jakobsen, have already earned awards
for their innovative work. Salto’s Runner Chair

is just one example of a present-day picce that
has found its way into the world. Prominent
users of the Runner chair include former U.S.
President Bill Clinton. There is also a8 Runner
housed at the Art Association in Denmark, and
when the Danish Design Center opened its new
building in the center of Copenhagen last year,
Salto’s Iatest chair, the Blade, was a natural
choice.

This unique exhibition presents 17 of the newest
and most innovative chairs created by the new
gencration of young Denish designers. "Danes
on the Move" will be open to the New York
public at ABC Carpet & Home and Modernlink
in New York from Saturday, March 10, to
Sunday March 18, after which the exhibition will
continue on to 15 specifically sclected fumiture
retailers across the U.S.

For more information about the “Danes on the
Move” exhibition, visit the Web site of the Royal
Danish Consulate General in New York
www.denmark org or the official exhibition Web
site www.danesonthemove.com

It makes a world of difference
when you fly SAS to Scandinavia.

No one offers more flights to more destinations
throughout Scandinavia than SAS. From New York
we offer dally nonstop service to Copenhagen,
Oslo and Stockholm. If our Chicago gateway is more
convenient, our daily nonstop service to Stockholm
and Copenhagen gives you great connections to
the rest of Scandinavia, as does our daily Seattle
to Copenhagen flight, and our new Toronto to
Copenhagen flight* And whether you fly Business
Class or Economy Class, our world-class service
means you'll amive relaxed and refreshed, Find out
what a world of difference SAS can make for your
next trip to Scandinavia, Just call your Travel Agent,
or SAS at 1-800-221-2350. Or visit us on the web

at www.scandinavian.net.

*Operated by Ar Canada, Scandinevien Arrtaes




of the Toronto trade office. The changes
ﬁmﬁmwithintheﬂmtimomhsof

2001. . '

Changes will also take place in Germany, where
the trade office in Hannover will close and the
Consulate General in Frankfurt will be turned
into a trade office. Further the Consulate General
in Sydney, Australia, will be turned into a trade
office, and the trade office in Melbourne will be
downgraded to a satellite office of the trade
office in Sydney.

Lc

Danish Government (Dec. 31, 2000)

1. Poul Nyrup Rasmussen (S) 3
Prime Minister

2, Marianne Jelved (RV)
Minister for Economic Affairs and Minister
for Nordic Cooperation

3. Mogens Lykketoft (S)
Minister for Foreign Affairs

4. Pia Gjellerup (S)
Minister for Finance

5. Svend Auken (S)
Nﬁnisﬂuﬁorﬂwﬁnvhonmand&uy

6. Birte Weiss(S) v - -
MinisnufochwardmndTechnology ;

7. Mar-g:ctthestaga-(RV)

8. Jan Trejborg (S)

g ini : for Defence

- Karen Jespersen (S)
Minister for the Interior

10. Ritt Bjerregaard (S)
hﬁnimuﬁn.r; C'ﬂl . -

11 Fx'anlchanmm((‘St;d'Agl'i Rt e
Minister for Justice

12. Henrik Dam Jensen (S)
Minister for Social Affairs

13. Ole Stavad (S)
Minister for Business and

14. Elsebeth Gerner Nielsen (S)
Minister for Culture

21. Anita Bay Bundegaard (R) .
Minister for Development Cooperation

PAN.CE. Event :

On March 1, 2001, D.AN.CE (Danish
American Nationals Cultural Exchange) an entity
unduﬂspareﬂorganmﬂonDazﬂshAmmwn
Society, held a fund raising event benefitting the
organization, The fund raising was held at
Scandinavia House and the program for the
evening included Champagne Cocktail, live
classical music, One Man Show by Danish

" Comedian Eddie Skollez, buffet dinner served by

Aquavit restaurant, live jazz music and not least,
a silent auction. The evening was sold out and
among the many guests attending were the Borge
family, Danish actress Connie Nielsen
(Gladiator), Consul General Michael Metz - -
Morch, his wife Pia and parties from Arla Foods
USA and Shipco Transport, Inc. Several
members of the Danish press were also present.
At press time the result of the fund raising was
not available,

Please contact the DACC
JH(@daccny.com for further information.

DACC NEWSBULLETIN RATES

You can advertise in the DACC NewsBulletin!
Fees cover two consecutive editions of the News letter

1 Full page

%2 page

Y4 page

Small ad 34 lines

$400.00
$250.00
$150.00
$ 50.00

office at (212) 980-6240 or e-mail
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panish-American Business Forum'’s
U.S. Subsidiary Management Analysis

Executive Summary

..."...l.ll...llllll.....l...

The surveyed managers are astutely aware of the challenges
involved in having an overseas parent. Language and
communications issues in combination with cultural differences
are by far the overriding concerns. There appears to be an
vattitude’ issue as well - some managers are of the impression
that the ‘parent’ literally behaves like a ‘parent’. Words
such as ‘blaming’, ‘finger pointing’, “their way is the only
way”, “chauvinistic” and “to please the parent” are indicative
of the perceived distance in the relationship. What creates a
double impact in this respect, is the fact that about two
thirds of the managers are of Danish origin - not American!
The majority of these managers are not ‘young hotheads’, but
critical, mature and outspoken people, i.e. 74 % are over the
age of forty, and almost half of these above fifty.

Culture and communications issues

The majority expresses that communiications from parent to subsidiary canbe improved-and -
that visiting Danes from headquarters don’t understand the American way of doing business.
The response concerning the cultural aspects and the American market in terms of customers
and consumers, isn’t much better. Well over half say that the Danes don’t understand the
market dynamics. When the question concerning mutual understanding is reversed, however,
again well over half feel that American employees aren’t much better at understanding the
Danish way of doing business.

As to perceived equality with parent companies, slightly more
than half believe that employees of U.S. subsidiaries are
‘not’ or only ‘somewhat’ treated on an equal basis with: their
Colleagues of the parent company. This ties in with the
lmpression that personnel management and HR issues (Human
Resources) are pot congruent in the two countries. About two
Ehlrds' Ssay that they perceive distinct differences. Examples:
l:ﬁerlsans are used to being instructed much more at lower
memils + "It took us several months to convince Danish Board
insu:-rs Sf the need for Employment practices Liability
moze ance”, “US is more salary/bonus/goal oriented. Denmark is
Worker friendly & health is not an issue.”
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\Salizue; aside, the majority of the managers do believe that

and ase'd'. management (‘soft values’, i.e. ‘environment’

thirdps.ople issues) can be applied in the U.S, while only a
1nd that the concept won’t work.
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More than half feels that the ‘team spirit’ concept

ani 3
lshlconsensus management style only works ‘somewhat’ in
Subsidiarjes,

.
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about their opinions concerning ‘local wvs. global
attitudes’ almost half are not concerned with such issues a
all, which could be indicative of overriding concern Hit;
business at hand in the subsidiary - "“All business ig local~
A couple of answers strike out: "There is no market in DK an&
the world is our market.” “Few DK companies have the sjize e

be global.” "Generally Americans look upon the world as bein
USA, all other countries striving to be like USA. g

The majority (71%) of the managers of Danish owned v.s.
subsidiaries maintain informal networks with each other. Whep
it comes to salaries, almost half feel that they are being
satisfactorily compensated. Some are paid somewhat higher thap
general level for U.S. positions. One fifth (19%) complain
that they have no stock options plan, while 13% say that they

have no or lower benefits retirement plans.

Decisions, empowerment, resources, supervision and ‘arm’'s

length’ issues
Almost half of the managers indicate that decisions concerning

financial issues, investments, forecasts and budgets- are made
in unison with their parent companies, while 39% indicate they
are empowered to make such decision on their own. Almost
three-quarters, however, think that they are sufficiently

Corporation

empowered to make their own decision for the U.S.
in respect to leases, property and hiring. The majority (81%)

find that there are sufficient resources, financial as well as
available to carry out their duties on behalf of

managerial,

the parent company. .This corresponds well with the fact that
the majority feel that they are being properly supervised and
backed up by the top executives at parent headquarters. As to
practical assistance by the parent, however, more than one
third think it’s insufficient.

Asked

When it comes to transfer pricing, shipping and delivery
terms, a third of the managers is of the opinion that they’re
two

not conducted fully at arm’s length. Turning it around,
thirds believe they are.

Concerning the composition of the Board for the subsidiary, half of the subsidiary Boards do
not have Americans represented on the Board. The majority, however, believe there should be

American representation on the Board. Of these 29% are of the opinion that there should be
‘outside professionals’ or ‘industry experts’ on the Board as well.

As the analysis indicates, there are positive affirmations — particularly in respect to decision
making and executive support from the parent. Apparently there are significant problems as
well. The encouragement to be derived from this analysis — though it may not be much pf a
consolation — could be taken from the adage, that the beginning of a solution to a given
problem lies in the realization that there is indeed a problem. This could then serve as the
conclusion of this U.S. subsidiary analysis: That the parent companies realize there is room
for improvement within many facets of the parent-sub-relations, particularly within
communications, personnel management and HR, culturally as well as managerially.
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