
This guide highlights the
strategic issues facing
organisations in all sectors
of the economy in the
context of Economic and
Monetary Union (EMU).

EMU will increase price transparency and will as a
result

l Increase competition

l Provide customers with greater choice

l Reduce the barriers to entry into other
European markets 

WWhhyy  sshhoouulldd  yyoouu  rreeaadd
tthhiiss??

To identify the opportunities and threats presented
by EMU from a customer perspective.

BBuutt  iitt  wwoonn’’tt  aaffffeecctt  mmee
uunnttiill  22000022??

Companies who will gain most from EMU are
those who are thinking now about the strategic

impact of EMU and incorporating this into their
business strategy.  

Firms who react too late will be forced to rush the
process and find themselves poorly positioned
vis-a-vis more agile competitors.  Organisations
who want to gain competitive advantage should

begin

addressing the questions raised in this guide
NOW.  Some European organisations have
already begun to tackle these issues.

UUssiinngg  EEMMUU  ttoo  rreevviissiitt
yyoouurr  bbuussiinneessss  ssttrraatteeggyy

SSppaarrkkaasssseenn  SSaavviinnggss  BBaannkk has
estimated that if each of their 60 million
customers required 15 minutes of advice on
EMU it would cost them DM 1 billion - approx.
IR£380 million or IR£6.31 per customer

From January 1999, PPhhiilllliippss will begin to
invoice their customers in Euros and will be
encouraging their suppliers to use Euros.

DDeeuuttsscchhee  BBaannkk conducted a poll of
their staff to determine what EMU
questions they needed to have answered.
A selection of these questions were
answered in a booklet which was widely
distributed.



W hat com peti tors do
you need to research in
greater detai l?

How  w ould thi s
research be conducted?

Is there an opportuni ty
to do syndi cated
research w ith a group
of com panies in Irel and
or Europe?

Detai led
resear ch

W ho are your potenti al
com peti tors (exi sti ng/
new ) in Irel and and
Europe?

W hat is thei r strategi c
intent fol low ing EM U?

Do they have a genui ne
interest in your m arket?
W ill thi s be infl uenced by
EM U?

Initi al
resear ch

How  val uabl e is your brand
in a European context?

W ill your product com e
under attack from  high
profi le forei gn products?

W ill ethni c m arketi ng
becom e a key differenti ati ng
factor in your m arket?

Brand
loyal ty

W ill the elim inati on of
forei gn exchange
transacti on costs m ake
European m arkets m ore
attracti ve to you?

W hat w ill your strategy
be for enteri ng these
m arkets e.g.  strategi c
alliances?

M arkets
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A step-by-step guide to the
key EMU questions
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Increased
understandi ng

of the
com peti tors in
your m arket

Is there potenti al for a strategi c
alliance w ith a com pati ble European
com pany?

How  w ould you fi nd potenti al
strategi c partners?

Is there an opportuni ty to share new
product devel opm ent costs w ith
another com pany?

Str ategi c
alliances

EM U focused
m arketi ng
strategy &

com m unicati ons

D istr ibuti on
channel s

W hat are the key
m essages you w ant to
com m unicate about
EM U to your custom ers
or suppl iers?

How  w ill you
com m unicate w ith your
custom ers about pri cing
in Euros,  etc?

W hen w ill you start to
com m unicate w ith your
custom ers?

Com m s.
• devel op new

distri buti on
channel s for
your product
range?

• upgrade your
m arketi ng
literature?

PPaaggee  
tthhrreeee



How  w ill you pri ce your
products/  servi ces in
Euros (e.g.  w ill you
round up/ dow n to 100
Euros or 99 Euros) ?

For how  long w ill you
quote pri ces in both
Euros and Iri sh pounds?

Pricing

W hat new  products are
being devel oped elsew here
in Europe that you can
learn from ?

W hat products can you
devel op/  enhance in
response to EM U?

New
products

W hich of your
custom ers w ill be
m ost im pacted by
EM U?

How  w ill they be
im pacted?

EM U
im pact

W hat can you do
to help your
custom ers adjust
to EM U?

A dvice
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A step-by-step guide to the
key EMU questions - contd.
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Effecti ve pri cing
strategy and
new  product

ideas

Is your product range
suffi cient to defend
your m arket share
and to expl oit new
opportuni ti es?

A re there
opportuni ti es to
reduce/  sim plify your
product range to
elim inate nati onal
vari ati ons?

Product
range

A re you investi ng
enough in research and
devel opm ent vis-a-vis
your Iri sh and European
com peti tors?

A re you investi ng in
the m ost up-to- date
technol ogy?

W hat are the benchm ark
standards for R& D
am ong your European
counterparts?

R &  D

Provi de tai lored advi ce e.g.
by devel oping individual  plans
for adapti ng to EM U

Key
custom er s

Provi de sim ple,  generi c
advi ce

O ther
custom er s

Increased level s
of custom er
loyal ty and
dependence

PPaaggee  
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VVeerrssaattiilliittyy  ooff  yyoouurr  oorrggaanniissaattiioonn  ttoo  aaddaapptt  ttoo  cchhaannggee
Low

High

High

Fund
managersNon-front line

Government
departments

Front-line
Government

depts.

Manufacturing

AA BB

CC DD

Insurance
companies

Retail banks
Utilities

Retailers

How will EMU impact the
relationship you have with
your customers?

Telecoms

The impact that EMU will have on your organisation and its relationship with your
customers will largely depend on:

l the extent to which you work with end customers
l the ability of your organisation to adapt to change (i.e. its versatility)

Factors which determine the versatility of your organisation include management with an
international orientation, foreign language skills, the ability to adopt and use new technology,
efficient internal procedures, staff skill base and marketing ability
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IInn  wwhhiicchh  sseeggmmeenntt  ddooeess  yyoouurr
oorrggaanniissaattiioonn  ffiinndd  iittsseellff  iinn  oouurr
““vveerrssaattiilliittyy  mmaattrriixx””  oonn  tthhee
ooppppoossiittee  ppaaggee??

Organisations closest to the end customer (e.g.
retailers, retail banks) will bear the greatest
responsibility for educating or informing the
public about the practical implications of EMU
(e.g. new pricing, conversion rates).

Organisations with a high degree of versatility
have the greatest opportunity to gain competitive
advantage from EMU.  

AA
Organisations located in this segment face tthhee
ggrreeaatteesstt  cchhaalllleennggee from EMU, from a customer
perspective.  They need to educate and inform their
customers while recognising the constraints placed on
them by their limited ability to adapt to change.

In order to provide accurate and timely information to
customers, these organisations need to:

l train staff in EMU, the Euro conversion rate, how to
handle customer enquiries, etc.

l “acquire” the required skills e.g. foreign languages

l adapt their technology to the Euro, dual pricing, etc.

l develop/amend customer and internal
documentation e.g. brochures, price lists

l estimate the amount of time that will be spent with
customers explaining EMU

BB
The ggrreeaatteesstt  ooppppoorrttuunniittyy provided by EMU, from a
customer perspective, lies with organisations in this
segment.  They have the versatility to benefit from EMU
through fostering increased customer loyalty and
dependence.  

By analysing the impact of EMU on their different
customer segments, these organisations can provide
tailored advice to those customers most impacted by
EMU and generic advice to other customers.  This
analytical process provides a unique opportunity to
build or increase customer loyalty in a focused and
proactive manner. 

High levels of versatility will enable organisations in
this segment to exploit their competitive advantage
more rapidly than organisations in Segment A.

CC  &&  DD
EMU will have a more limited impact on organisations
which do not deal regularly with the end customer.
These organisations face the smallest challenge and
relatively little opportunity from EMU.  

They can assume that their customers will be informed
about EMU by other organisations and government
campaigns.  They will nevertheless have to adapt their
technology and marketing materials to the new
currency and post EMU business environment.

IIff  yyoouurr  oorrggaanniissaattiioonn  iiss  iinn  SSeeggmmeennttss  AA  oorr  BB,,  yyoouu  hhaavvee  tthhee  ooppppoorrttuunniittyy  ttoo  lleeaadd
tthhee  mmaarrkkeett  iinn  tteerrmmss  ooff  pprreeppaarriinngg  ffoorr  EEMMUU..    YYoouu  sshhoouulldd  mmoovvee  qquuiicckkllyy  ttoo
bbeeggiinn  tthheessee  pprreeppaarraattiioonnss..    

IIff  yyoouu  aarree  iinn  SSeeggmmeennttss  CC  oorr  DD,,  yyoouu  wwiillll  hhaavvee  mmoorree  ttiimmee  ttoo  mmaakkee  tthheessee
cchhaannggeess  tthhaann  oorrggaanniissaattiioonnss  iinn  SSeeggmmeennttss  AA  oorr  BB..    YYoouu  sshhoouulldd  oobbsseerrvvee  tthhee
eexxppeerriieennccee  ooff  oorrggaanniissaattiioonnss  iinn  SSeeggmmeennttss  AA  aanndd  BB  iinn  aaddaappttiinngg  ttoo  EEMMUU  aanndd
lleeaarrnn  ffrroomm  tthheeiirr  mmiissttaakkeess!!

PPaaggee  
sseevveenn



Who are
Prospectus - 
Strategy Consultants?
Prospectus is an independent Irish strategic
consultancy, providing strategic consulting and
research services across a range of industries,
including financial services, the public sector, semi-
state, utilities, high tech and manufacturing.

Prospectus specialises in ‘putting strategy to work’.
We bring an extensive range of specialist skills, in-
depth industry knowledge, and international
experience to our clients, helping them to:

● identify areas of opportunity
● develop plans to exploit these opportunities
● put these plans into practice.

We also conduct practical research which will
directly assist clients in conceiving, developing and
implementing corporate and business strategies.

Prospectus is part of The COBA Network, a large
international partnership of strategic consultants,
covering Europe and North America, committed to
sharing knowledge, experience and skills for the
benefit of our clients.

It was developed on the basis of:

● discussions with senior executives
across a range of sectors, focusing
on the strategic implications of EMU
for their business

● extensive research on work
completed by the Association for the
Monetary Union of Europe and major
European companies whose
preparations for EMU are already
underway

● analysis by our EMU team of the key
issues involved and brainstorming
on the strategic implications.

How was our
strategic view on
EMU developed?

To learn more about
our services, call us at
01 260 3122

JJuunnee  11999988

Participating
countries are
selected by
European
Council

JJaann  11999999

Exchange
rates between
participating
countries are
irrevocably
fixed

JJaann  11999999

Euro comes
into use on
money
markets

JJaann  22000022

Euro notes
and coins are
circulated
alongside Irish
pounds

JJuullyy  22000022

Participating
currencies
withdrawn
from
circulation i.e.
only Euros in
circulation

KKeeyy  EEMMUU  ddaatteess
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