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1. Introduction

“

It’s the scale of the market that’s attractive. Have a solid business case
before you come out here, in case the customer negotiates you down. Once
you’re here, make sure you continue to support and maintain the relationship.
Spanish organisations don’t tend to change partners often, so once you’ve
developed the relationship and provided you continue to provide good service
and the product works, they won’t be out there every two years looking for a
cheaper alternative.

”

Emma Naismith, Business Development Manager, Asavie Technologies Spain

Spain is one of the leading global economic powers: the Eurozone’s fifth largest economy and ranked
13th largest overall by the World Bank. It’s 2013 GDP was just over €1 trillion, having returned to
growth towards the end of that year. A member of the European Union since 1986, Spain is also a
leading export market for Ireland, with close to 300 Irish companies currently selling to customers there.
With a population of more than 47 million people, Spain has 10 times the number of inhabitants
compared to Ireland. It is also a very urban society, with close to one-third of the population living in the
various provincial capitals.

Why this market is important
Although Spain’s domestic economy suffered during the financial crisis after 2008, the market’s size
and purchasing power relative to Ireland’s make it an attractive option. Above all, the high-performing
Spanish corporates, which remained buoyant despite the downturn, are the greatest source of
opportunities for potential exporters. Spain’s strength lies predominantly in manufacturing and
services. In the financial arena, key companies include powerhouses Banco Santander and BBVA;
Spain is a global leader in areas such as high-speed rail and its construction sector includes the likes
of Ferrovial. Telefónica is one of the world’s largest telecoms operators, while Inditex, which owns
Zara among other fashion brands, is the world’s largest clothing retailer, with more than 6,200 outlets
worldwide.
Spain is also among the leading destinations for investment by foreign multinationals, many of which have
their headquarters in Madrid. Backed by favourable Government policies, more than 12,800 foreign
companies have already established in Spain, including 75 out of the Forbes Top 100 list. Spain’s
additional appeal for exporters lies in the possibility of operating in third-country markets: strong
economic, historic and cultural ties make Spain a gateway both to North Africa and Latin America.

Purpose of the report
The objective of Access: Spain is to provide practical and up–to-date information to Irish companies
contemplating entering the Spanish market. Here you will find useful, easy-to-digest advice on the
critical aspects of doing business in Spain for companies at all stages of their business development,
covering not just the opportunities, but also the major obstacles and pitfalls to be avoided. This guide
covers:





Critical success factors and lessons learnt
Spain’s business culture and how it differs from Ireland
Routes to market, analysing all the options, from selling directly from Ireland to partnering
with local providers
Key legal issues, tax, HR, and intellectual property protection.
5

How it was compiled
This report is based on the practical experience and knowledge of Irish companies and individuals
who have been dealing with the Spanish market – some for several years – and includes direct
comment from these respondents. This is complemented by information from secondary sources
such as Invest in Spain which offers a series of comprehensive reports and brochures drawn up by
specialists in areas such as company incorporation, taxation and intellectual property protection.
Access: Spain is intended to be of use to a wide audience, from companies thinking of exporting to
Spain for the first time, to those already selling in the market and wishing to examine strategic
options for further growth.
This is an updated edition of Access: Spain, researched and written between June and August
2014, featuring the most up-to-date research and documentation available at the time of publication.
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2. Critical Success Factors

“

Certainly Spain is a country where customer care is very important, so
key account management activities are critical for success, as well as
personal contact, visits and face-to-face meetings.
The

”
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Navarro Ales, Regional Director, OpenJaw Iberica
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Similarly, dinner typically starts around 9.30/10.30pm or even later in the South.



Spanish hosts are always very keen to show their guests something special, or typical
of their region, and it is deemed rude to decline their suggestions



The Spanish market is typically much more price-sensitive than quality-sensitive, even
in normal non-crisis conditions



The value-for-money equation in Spain is invariably tipped in favour of price



Premium-quality products or services are in general very hard to sell in a B2B context
unless there is a demonstrable and proven return on the extra cost or investment



It is common practice for Spanish customers to ask for prices before they have even
seen the technical specifications of the product in question.

Business meetings in Spain
Face-to-face meetings are an essential part of Spanish business etiquette, especially in the initial
phases of a business relationship. Spanish people are sociable by nature and like to find some
common link early in the initial conversation – for example, the fact that their son or daughter
attended summer school in Dublin and loved it – but generally they get down to business fairly
quickly.


Unless previously agreed, the acceptable duration for a first meeting is 45-60 minutes



The first meeting will typically consist of a mutual company/product presentation by
each party (laptops and PowerPoint are essential)



This will be followed by an exploratory discussion to find possible “fits” between
companies



It is rare that any major decisions will be made at a first meeting



Once the face-to-face relationship has been established, it is usually a matter of
exchanging proposals and counter-proposals until a formal co-operation agreement or
distribution contract is finalised.

NEED TO KNOW

Scheduling meetings in order to put together an itinerary in advance can be a nerve-racking
experience because Spanish businessmen are reluctant to put firm dates in their diary more than
a couple of weeks ahead. While it is advisable to plan a trip at least a month in advance and to
confirm respondents’ availability for the period you will be in the country, it is very unlikely that
dates will be confirmed until a week or 10 days prior to the appointment.

Spanish working hours are extremely variable, but basically fall into three categories:
 The traditional working hours from 09:00 to 14:00 and then from 16:00 or 16:30 to 19:00 or
20:00 originally designed to allow employees to go home for a ‘proper’ lunch (and siesta) and
return later in the afternoon. While in gradual decline, it is surprising how many companies still
follow this regime
 The increasing presence of multinational companies and ‘flexitime’ has meant that normal nineto-five European working hours have become more popular in Spain
8

 Roughly equivalent to a morning shift or half-day (8 or 9am to 2 or 3pm), the ‘jornada intensiva’
is still practised by virtually all Spanish banks and the vast majority of Government Ministries
and other public bodies all year round
 The jornada intensiva is also widely practised by private sector companies during the hottest
months from June to August.

NEED TO KNOW
August is Spanish summer holiday time – full stop. Over the years, summer holiday leave has
become more diluted over July and September, but it’s still best to avoid August altogether,
especially if you are organising an itinerary of several companies, as it’s extremely unlikely that
all will be available. A similar situation applies to end-of-year holidays. Although Christmas per se
is not a major holiday in the Spanish calendar, New Year and ‘Reyes’ (Epiphany) definitely are.
Business does not normally resume until at least a couple of working days after 6th January.

Company data and confidentiality
Although it is normal practice for European and US companies to disclose, and expect others to
disclose, key data such as turnover and profit figures, Spanish companies – especially non-listed
companies or SMEs – are not always as keen to do so. Any such requests should be diplomatically
and politely placed. Potential distribution partners in Spain, as buyers, are especially averse to the
aggressive approach of US companies of asking potential partners to pre-qualify by filling in long
questionnaires requesting detailed financial data, client references and so on.

NEED TO KNOW
Based on the experience of other Irish companies and market experts, long lead times are
common in the Spanish market. Although corporate Spain remains strong, the instability in
the domestic market means that many organisations are unlikely to want to include certain
targets or objectives in discussions or negotiations. Irish companies need to understand this
situation and allow their counterparts time when reaching decisions.

Working with the Spanish language
Even when selling into corporates, Spanish language capability is a must for building relationships.
Although interpreters can be and are used, this often means something literally gets lost in
translation and the communication is not as effective at this important stage. Spanish
businessmen’s command of basic English has improved over the past 20 years and it is rare to find
a company without some English capability. The increasing attractiveness of foreign multinationals
as a preferred source of employment for business graduates and the basic necessity for Spanish
companies to export as a means of growth or survival has meant that English is now more widely
spoken.
 Important exceptions are: top management in family-owned companies (however big) in the
over-50 age bracket, and the public sector in general

9

 It is advisable to make a polite enquiry as to whether your Spanish counterpart(s) are
comfortable with English or whether an interpreter will be required before an all-important first
meeting with a potential partner or customer
 If you are competent in Spanish, or brave enough to face a meeting with brushed-up
secondary school Spanish, this will be much appreciated
 If you intend to speak Spanish, be aware that the formal ‘Vd.’ form of address is rarely used
nowadays, at least among younger businessmen. If in doubt, start with the formal address, but
your counterpart will probably suggest that you ‘tutearse’ i.e. drop into the more informal ‘tú’.

NEED TO KNOW
Language can be a problem in Spain, depending on factors such as the counterpart’s age and
their industry or service sector. Unless you are in a global sector such as telecoms or pharma,
where English is recognised as the international operating language, you are best to err on
the side of caution, by ensuring that as much of your communications material as possible is
in Spanish. It’s also worth politely enquiring in advance as to whether an interpreter would be
appropriate for meetings. Localising your marketing material and documentation is particularly
important if your product or service will be used by the wider organisation or is being resold to
other customers.

CASE STUDY: Understanding Spanish business culture and
creating a virtual market presence
John O’Connor, Managing Director, Wellclever
A media and technology company, Wellclever enables newspaper and magazine publishers or
media groups to harness their own websites to provide contextual advertising opportunities for
brands and agencies. In Spain, the company works with Grupo Godó, PRISA, Unidad Editorial and
MC Ediciones.
www.wellclever.com
What were some of the early lessons you learned from starting in Spain?

“

The Spanish market is very formal, and very hierarchical so for us it’s very important to get buy-in.
PAs are critical in our initial introduction, because you can go back to them at a later stage and ask
‘has the manager had a chance to read that email yet?’ The other thing is to make sure I’m able to
say ‘hello’, ‘goodbye’, and ‘pleased to meet you’ in Spanish when I’m in a meeting. I’m not
multilingual but not only is it polite, it’s a statement of intent. It might even be simple things like
checking the weather where the customer is. There’s about 10 very basic things that I’ve seen Irish
companies do wrong – whether that’s not understanding the culture or the geography. For
instance, setting up meetings at times that don’t suit the other party. We have 10 clocks on the wall
in our office in Dublin and they help to tell us not to call people during their lunch.
On paper, Spain should be a really strong market. What was very attractive for us at the early
stage was the size of the publisher groups. PRISA is huge; Unidad Editorial is owned by RCS Italy.
In fact, we approached the Italian and Spanish markets together from the very beginning. The
reality is, the economic downturn has caused things to go very slowly in Spain but it’s important we
keep our efforts up because when the time is right, we’ve got to be top of mind.
I think it comes back to the fact that in any industry, there are two things that we need to do as Irish
companies. We need to go to the market, but we also need to be in the market on an ongoing
basis, whether that’s virtually or practically. We thought we had a humdinger, and we thought our
sales techniques were solid – we had all of communication translated into Spanish, and we use
10

local mobile phone numbers. We decided we were going to be in Madrid between every six and
eight weeks. There’s an inherent commitment if someone agrees to meet you and you have to get
on a plane to do it. You can do an early morning Tuesday flight and fly home on a Wednesday
night which gives you effectively two full days, and the flights are cheap. Using that as a way to reengage with customers is powerful. To be able to say ‘are you free on the 12th?’ gives everyone
that feeling that you’re really there. When I’m arranging a meeting with a Spanish company, I can
say ‘my office is on this street’ – we have the use of office space in Madrid – and my favourite
breakfast place is just around the corner’. It’s not until the first meeting that the potential client
realises that we’re not in Madrid, that we’re not actually operational there.
The advertising industry is very parochial. In Madrid, there are six agencies in one building. If
you’re in that zone, you’re part of that industry. We’re great at communicating, getting the meetings
but we’re not in the market really, so we don’t have the same visibility that a local organisation has.
And I think that’s important. That presence is also read as a commitment to the market.
Have you had to change your approach to make it work in the market?
When we went to the Spanish market initially, we felt it was just important that we spoke to our
clients, not their clients or the end buyer – the brand. Our biggest lesson from that experience –
because we try and learn from every step and what worked and what didn’t – was that we hadn’t
made it easy for the customer. They all liked what we were doing but didn’t know how to join the
dots from having a positive conversation to them making money from it. We got a lot of nodding
heads, a lot of positivity and then we got zero action. At one stage, we thought it was the markets,
or that we were a bit early, a bit small, or there was a disconnect between the size of our company
and the size of clients. We needed to do a little bit of fire-starting – we needed to speak to the
agencies and the brands. Now, we speak to the media group, to their customers, and their
customers’ customers. So the dynamic of that conversation is very different because we are able to
say ‘we have met with Volkswagen in Spain, or agency X, and they’re saying ‘the market needs X’.
We sign up to all of the market-specific industry newsletters. All of the leading advertising
companies have one, so we will know when there’s some businesses out to pitch. A simple email
to a prospect that says ‘we liked that ad’, or ‘congratulations on winning that bit of business’ can
help to keep you top of mind.
We produce a very good newsletter every month, which we’ve been doing for the last year and a
half, and we send this to our prospects. When possible, we try to have stories in specific
languages, the content is tightly focused on who we want to send it to. That, and some presence
on the ground, means that if someone else came in to the market offering something similar to us,
our prospects will think: ‘maybe we should talk to those Wellclever guys’.
Have you thought about a local partner or consultant as an interim step?
We have a Spanish speaker in our Dublin office, working on the Spanish market. We’re already
providing that handholding with customers in the background. Our work so far suggests to me that
sooner rather than later, having somebody locally in the market may be a further accelerator. That
being said, we’ve always felt that that a consultant or intermediatory approach may not resonate
with us. We’ve always been precious about the relationship with our customers, and we’re also
trying to find smart media people who can do that, which is difficult.
Over the last couple of months, we have been focused on raising money with Enterprise Ireland.
Now our absolute focus is to go back to the market in Spain. In the summer time, they close at 3 in
afternoon so it’s very tight, but we have to do our groundwork now, so that in September, we’re
back on the list. We’re doing campaigns with Peugeot and VW in Spain and we have other brands
who are considering us. I think it’s critical to be there. It would be very easy to justify not being
there, but you would lose a whole quarter. You wouldn’t do it here in Ireland.

”
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CASE STUDY: Starting in the Spanish market
Pascal Keogh, Managing Director, Millmount Healthcare
Millmount Healthcare is a pharmaceutical contract packing provider with three manufacturing
facilities based in the Louth-Meath region. The company’s core services include blister packaging,
bottle/tub filling, late-stage customisation and cGMP warehousing of pharmaceutical-grade, soliddosage products. The company has been active in Spain for three years.
www.millmounthealthcare.com
Why did you consider Spain as a market, and how did you get started there?

“

Millmount Healthcare had enjoyed considerable success in Northern Europe and we were turning
our attention to the southern countries. While exhibiting at CPhI (the pharmaceutical sourcing trade
show) a number of enquiries with regard to doing business in Spain came our way. As a result of
this, we started engaging with a number of Spanish companies by initially doing a lot of cold
calling. We found this approach to be quite successful and managed to organise several
appointments. We found the Spanish culture to be different to the Northern European culture
insofar as meetings needed to be arranged within a shorter timeframe and not during the busy
summer holiday season. Our objective was to identify a small number of large pharmaceutical
companies where the decision makers were based in Spain.
Did you find you had to move up the various levels of the company in your prospective
customers, and did it have any effect on the speed of getting sales?
The advantage of having the option to send the Managing Director directly over to the
pharmaceutical potential customers is that it elevates us quickly up the management and buyer
rungs of the ladder and generally we found that a company director would be there to meet me.
From initial contact to first order generally took two years which was in line with our expectations.
What differences have you noticed about the business style in Spain compared to
elsewhere?
The Spanish market is very people-oriented. I noticed that we needed to adapt our pitch to focus
much more on the personnel in the company and how the process flow would work between our
companies. I probably had to visit the Spanish companies more than companies in other countries
in order to discuss our capabilities and the finer details of the deals, before being even asked to
quote for the work. This is something we were not used to!
Spain has a reputation for being a price-sensitive market; has that been your experience?
There’s no question that the Spanish market is very much a ‘value-for-money’ market. However,
our impression is that the focus is not only on the bottom line, but on our value proposition. We
were obliged to compete with Indian suppliers who were cheaper; however, the issue the Spanish
companies were facing was their overall cost of doing business with Indian companies, rather than
working with a European-based enterprise. We saw our niche customers as pharmaceutical
companies who wanted to get product launched on the market at a relatively inexpensive price and
who could see the advantages of buying in India. However, the problems they were experiencing
with late-stage customising of the product were leading them to turn to companies such as
Millmount Healthcare. Our pitch to Spanish prospects was to assure them that we had more
competitive prices and better lead times with suppliers. Our location within Europe was another
distinct advantage. Effectively, we needed to be four days quicker in turnaround times than our
competitors in Spain and this is no different for markets that are further afield. Without this
approach, we could not win business in Europe.
We have now completed our first-off orders with our biggest Spanish customer and they have been
a great success. With repeat orders due to take place in July/August 2014, we have exceeded their
expectations and as a result they have increased their orders substantially.
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How were you able to find out the information you needed to know where you needed to
compete and differentiate your offer?
We spend a lot of time meeting with and talking to new and potential customers so we understand
their needs well in advance of order placement. We have learned that at a minimum we needed to
deliver a comparable timeframe as the customer’s current local supplier. As part of the early-stage
communication with the customer, we present a project plan outlining the different stages of the
process and we request feedback on their expectations. One of our main focuses is on
transportation – which required us to make some changes in our own business processes: being
lean is key and understanding that it is imperative that we beat the competition on lead time and
price wherever possible.
In order to provide this service to our customers, we needed to ensure that we had as much work
done as possible in advance of product launch. We don’t generally perform the project tasks in a
linear step-by-step approach; where possible, two or three strands of the process can happen at
the same time. For Spanish customers, we send the paperwork in advance of the product shipment
so that they can review it in advance of delivery. Attention to the small details like this ensures that
we are ready to go into production with immediate effect.
What can you tell us about your strategy to grow your Spanish business into the future?
Within the pharmaceutical industry, you may have the hub of activity in one market. What this
means is that even if the end market for the product going through our lines is Ireland, Spain,
Portugal or the Nordics, our customer could very well be Spanish. Typically, we tend to grow our
customer base by having one reference client within the marketplace so we can go to the next
potential customer and pronounce that ‘product X came out of our factory’. This helps our
credentials no end.
People tend to move around in the pharmaceutical industry, so through channels such as LinkedIn
and other sources, we are aware of the movers and shakers and keep a close eye on opportunities
to present ourselves to new customers. The pharmaceutical industry is still an industry where
everything moves slowly. The cost of moving from supplier A to supplier B can run to tens of
thousands of euro, so effectively it’s a game of making sure our name is out there at tradeshows,
on LinkedIn and waiting for the opportunities to present our solutions. We don’t engage much in
advertising, we find that word of mouth works well for us. The single biggest show for our part of
the pharmaceutical industry is CPhI and it typically takes place in France, Spain and Germany. We
are hopeful that next year this show will take place in Spain and it will provide an opportunity for us
to target local, small manufacturers who wouldn’t have necessarily considered a non-Spanish
solution.

”
|
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3. Starting in the Spanish market

“

think the key thing for any other Irish business looking to move into
the Spanish marketplace is to have Spanish speakers. We have a good
depth of Spanish language in the business… it’s very necessary to have
Spanish-speaking support and a Spanish-language website.
I

Chris Taylor, Sales Director, Everseen

Introduction

”
|

It is important to view entering any new market as a completely new departure for your company,
and approach your new target market with a clean slate. Don’t assume your industry structure or
way of approaching the market in Ireland or indeed any other export market will necessarily apply
to Spain. Any company intending to export needs to approach Spain with an open mind,
understand that “Spain is different” and undertake at least enough research to gain a reasonable
understanding of the similarities and differences between markets. This research will enable you
to position your product/service offering, help you understand how you can differentiate your offer
from the local and imported competition, set realistic prices and distribution margins or
commissions and, most importantly, choose the appropriate route to market in order to maximise
your potential for success.

Geography
Spain occupies an area of 504,782 square kilometres and is the second largest country in the EU.
To put this into perspective, the two provinces making up the autonomous region of Extremadura –
Badajoz and Caceres – each have a land area larger than Belgium. For administrative purposes,
Spain is organised into 17 Autonomous Communities or regions, each of which generally
comprises one or more provinces, plus the Autonomous Cities of Ceuta and Melilla in Northern
Africa. There are 50 provinces in total.
The Autonomous Communities (Regions) are financially autonomous and also receive allocations
from the general State budgets. As a result of this structure, Spain has become one of the most
decentralised countries in Europe. From a business viewpoint, this has its pros and cons, especially
if you are selling into the health or education sectors: the two most budget-intensive departments
now under regional control.
Both major business centres of Madrid and Barcelona are served with regular direct flights from
Dublin, with a flight time of approximately two and a half hours. In total, at least four flights daily
are operated in both directions by Ryanair, Iberia and Aer Lingus.

Where to go
Judged on the number of foreign multinationals which have established their Spanish HQ in
each city, Madrid is the preferred – though by no means default – choice of location for foreign
multinationals setting up operations in Spain. As an Irish company, your choice should
ultimately be dictated by the industry sectors you want to sell into, or where your potential
partners are based. Both Madrid and Barcelona are highly rated by European businessmen as
places to do business. Many industrial, service and agricultural sectors in Spain are extremely
concentrated in relatively small geographical areas. Examples of the historical or natural
clusters are:


Pharma: Barcelona
14






Machine tools/engineering: Basque country, Barcelona and Madrid
Telecoms/IT: Madrid
Financial and professional services; public sector: Madrid
Tourism: the Balearic islands and Madrid

Other industries have been clustered in a more artificial manner mainly as a result of the
incentives offered by regional authorities for specific industries to locate in their area and benefit
from cross-pollination and knowledge-sharing. One of these is Biotech, where Madrid, Barcelona
and the Basque country have all established Biotech clusters. Lerida, Galicia and Valencia are
understood to be in the process of establishing their own clusters. Aerospace is another example,
revolving almost entirely around Airbus/CASA-EADS whose main installations are in Madrid, but
significant aerospace clusters have sprung up in Seville (Aeropolis) and in the Basque Country
(Hegan) as well as a smaller cluster in Barcelona.

NEED TO KNOW
Legislation has at long last been passed finally eliminating the need for certain products to be
certified in each region; any product certified in any one region can now legally be sold in the
other sixteen
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Market research
As with any export market, the key to doing business successfully is extensive advance
research in order to identify potential customers, partners and opportunities. The more you
know about the sector you plan to sell into, whether there is a niche for your company’s
offering and what your target customers’ needs are, the better your chances. During your
initial research, much of the online information you are likely to need about Spain is available
in English. A brief summary of some key websites is provided below.
Invest in Spain
This is a comprehensive English-language site, operated by the Spanish Ministry of Economy
and Competitiveness. It includes downloadable guides to doing business in Spain, an outline
of incentives and grants for setting up operations in the country, along with very detailed
regional and sectoral profiles of the economy and a news section that is updated daily. A
definite bookmark for your early-stage research into the market.
The Spanish Economy
Also published by the Spanish Ministry of Economy and Competitiveness, this site focuses on
providing information about public finances, national debt and structural reforms.
Spanish Statistical Institute
Instituto Nacional de Estadistica – statistical information about a range of areas, including
demographics and population, society and economy, science and technology, agriculture,
industry, energy and construction, as well as services. Its news section, detailing recently
released research, is updated several times a week. For macroeconomic information about
Spain, another useful source is Trading Economics.
Marca España
Another Government-backed portal, also in English, this aims to ‘brand’ Spain as a modern,
competitive nation. As such, it contains worthwhile information about the economy and
business, along with a broader guide to Spanish history and culture. It has a news section and
presents interesting facts about some of Spain’s leading companies, in a ‘did you know’
format.
EsadeKnowledge
Free access to comprehensive snapshots of the best information sources – both academic and
business-focused – about key sectors including banking and finance, energy and sustainability,
life sciences, retail, venture capital, innovation and ICT. The site is available in English.
DBK
For-profit market research company publishing multi-client studies across 17 different sectors.
The site usually offers a few sample studies for free which might just match your sector. Note
that the information here is typically in Spanish, so you will need access to a translator.
Other sources of news and information about Spain, in English, include the leading newspaper
El Pais, the Spanish news agency EFE, in addition to secondary sites such as The Olive
Press, ThinkSpain and The Local. Leading Spanish-language titles include El Pais, as well as
ABC.es, El Mundo and El Periódico. International business publications including The
Economist, Bloomberg and the Financial Times also carry extensive coverage of Spain,
mainly focusing on macroeconomic and political matters.
www.google.es
Using Google’s Spanish homepage to research customers or competitors will return different
results to the .com or .ie domains. Google’s translate tool can also help overcome the language
barrier during early-stage research. Be warned: although it’s sufficiently accurate for reading
purposes, you should not use it as a substitute for hiring a proper translator to localise your own
marketing material for use in the Spanish market.
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NEED TO KNOW
Enterprise Ireland’s Market Research Centre offers client companies access to market
intelligence in the form of company, sector, market, and country information to explore
opportunities and compete in international markets. Please visit www.enterpriseireland.com/en/Export-Assistance/Market-Research-Centre/ for more information on the market
research facilities available, and for a database of sector-specific information that will indicate
whether there is research available for the market you wish to target.

Business networks in Spain
While there is not the same level of ex-pat activity as in other European markets, there are still
some networking opportunities with Irish people living and working in Spain, who may be able to
facilitate introductions to business contacts, partners or prospective customers. The Spanish Irish
Business Network was founded in 2008. A membership-based group, it looks to promote
commercial links between the two countries by organising targeted events for members to discuss
business issues and to network. A members’ area on the site includes sectoral reports, discussion
forums and a full members’ directory. It also has a members-only forum on LinkedIn. The Ireland
Spain Economic Association has been active since 1989 and its membership covers sectors from
import and export to retail, finance, construction, food and agribusiness. The Association has a
counterpart association in Madrid, supported by the Irish Ambassador to Spain. Its website is under
development and due for relaunch in late 2014.

Trade shows
While most major Spanish cities have their own exhibition centres, practically all the bona fide
international events are held either in Madrid or Barcelona, with the latter probably taking more
than its fair share of the major events due to the city’s more cosmopolitan nature and
attractiveness as a tourist destination. A good example is the prestigious bi-annual GSM
conference, despite the fact that all the major Spanish mobile operators are headquartered in
Madrid. It is worth noting that several of the successful exporters contributing to this report took
their first steps into the Spanish market via partners/customers they met at trade fairs. For more
information on events in which Enterprise Ireland is involved, visit www.enterpriseireland.com/events.

NEED TO KNOW
Most Spanish trade fair websites publish exhibitor lists both prior to upcoming shows as well as
maintaining lists of exhibitors attending past shows which can be invaluable in drawing up your
initial long list of potential partners. Some also publish mini-market research reports on the
sector they represent and can provide a quick overview of the market – size, trends etc. Most of
these sites can be accessed through the portal of the Spanish Trade Fairs Association.
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Building market presence
At first, your company or brand will most likely be almost totally unknown in the Spanish market.
This potentially means having to spend more effort on awareness raising and on marketing than
your competitors, especially domestic ones. Pay close attention to the design and quality of any
material that you intend to give your prospects. The most effective way to use your marketing
budget is to test the market for a specified time using some combination of the following options:

Web presence in Spain
Having a strong web presence in your new target market is critical to export success, irrespective
of whether you operate in the B2B or B2C space. Research has shown that companies looking for
a new B2B supplier will have made about 60 per cent of their decision before making contact with
or inviting proposals from potential vendors. Most of this initial fact-finding and due diligence is
based on what they find online, which is why it is vital to have a competitive, compelling and
highly visible web presence in your target market.
Competitive


Who are your main online competitors in Spain? How do they articulate their USP on their
website? What is their approach to Internet marketing?



What content and features does your website in Spain have to provide so that it can
successfully compete with its competitors online?



What Internet marketing strategies do you need to adopt to stand out amongst the noise
created by your online competitors in Spain?

Compelling


What content and features does your Spanish-language website need to provide to build
trust and credibility in your company and offering, given your brand is likely to be unknown
or less well known in Spain?



How can you adapt your Spanish site to the country’s specific cultural requirements?



What changes are required to written and spoken text on your website to adapt the
language of the Spanish website to your target audience?



What adaptations do you have to make to the website content and design with respect to
Spanish standards and conventions?

Highly visible


How do you optimise your Spanish website for the leading search engines: e.g. domain
strategy, keywords, links?



The Spanish top-level domain is .es but it’s not essential for international companies to use
this address; a .com address is acceptable but using .ie for this market is not advised



What other Internet marketing approach do you need to implement to make sure potential
customers in Spain become aware of and visit your website, e.g. search engine marketing,
social media, online directories, price comparison engines etc.?
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Social media
Social media can be a good way of building up a network in Spain, although it’s worth
remembering that virtual connections carry less weight in a business culture that values trusted
personal relationships. LinkedIn has more than 5 million members in Spain, and Twitter is also
popular. For consumers, Facebook is the most used social network and the fourth most popular
site in Spain, but unlike our own market, it has a local competitor: the Spanish-specific online social
network, Tuenti – although latest figures suggest this is losing market share to other platforms.
According to ComScore, 66 per cent of Spanish internet users go online from more than one
device; interestingly, Spain scores higher than either the UK or the US for mobile-only internet
access, with more than one in ten users using just their smartphones to browse the web.
Hard copy
Corporate marketing material is important in establishing your credentials for Spanish prospects,
and they are a useful sales tool at events such as trade fairs which are likely to play some role in
your initial market building.

NEED TO KNOW
The decision about whether or not to translate your website – or any other marketing collateral
– into Spanish will ultimately be determined largely by your research which will have identified
your likely customers and partners in the market. If, for example, your target is a large bank
such as Santander or the telecoms operator Telefónica, you are unlikely to need to have
material translated for a small audience that is internationally focused anyway and
consequently more likely to understand English. If in doubt, polite enquiries in advance with
your prospect or a trusted contact will help you to decide.

CASE STUDY: Making progress in the Spanish market
Ricardo Navarro Ales, Regional Director, OpenJaw Iberica
OpenJaw Technologies was founded in 2002 and delivers distribution solutions to the travel
industry, including airlines, agents and hotel groups. Three years later it began selling in Spain and
its customers include tour operator Jumbo Tours in Palma de Mallorca, and Viajes El Corte Ingles,
Spain’s biggest travel agency. Spain now represents 20 per cent of the company’s turnover.
www.openjawtech.com
What factors made OpenJaw consider the Spanish market?
Spain is a well-recognised market in the travel space, being one of the top destinations in the world
and of course it has a powerful travel industry. In 2005, OpenJaw was growing internationally with
projects in several different countries, and they saw in Spain an opportunity for growth and
expansion, investing in a market that had relevant players in terms of size. The fact that Spain was
a relevant and attractive market to invest, and also that Spain is a natural bridge with LATAM – a
huge market with strong growth – were the main reasons to establish a subsidiary in Madrid and
delegate the management of those markets, including sales, operations and support, to a regional
director.
We started small, with a minimum team, with a little office in a shared business centre, with a clear
budget to invest and giving us a couple of years to prove the ROI. We closed the first deal six
months after we started, which was a great success. Since then, the subsidiary has been profitable
and did not require further investment from the matrix company. The initial projects were developed
in Dublin, but then we realised that a local team was necessary to answer some of the market
needs, like support in the local language, more frequent contact with customers – not only at Clevel – and also the cost of the implementations. This is how we planned to increase the headcount
in Madrid that forced us to move offices and rent our own space, until today where we employ 30
people.
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Did it take longer to become established in the market than you expected, and was the
process easy or complicated?
The establishment took longer than expected, primarily because in 2005 there was a lot of
bureaucracy to resolve, mostly when the investors were foreigners. It is very important to have a
good partner that can guide you in the legal and financial path to make the process smooth. The
process was easy but that’s just because we were very well counselled. We have two very
important partners: A law firm that helped us since inception to establish the company, create
contracts, manage all legal requirements for taxes, transfer pricing, and so on. We also work with a
financial advisory firm that helps us in the day-by-day work related to accountancy, labour, payrolls,
etc. These two partnerships allow us to focus in the business. Spain is going through an important
crisis but there are clear opportunities. Our growth strategy is based on partnerships with our
current customers to participate in new projects with them. This requires a serious account
management effort. But also we see our growth linked to LATAM where we are investing a lot of
time and effort to win well-known brands in some of the bigger markets like Mexico, Chile or Brazil.
What business development and marketing activities have been the most effective for you?
Contacts are very important in Spain. They are the best way to open doors and the best way to win
trust. Obviously this is not always possible, so actions like being present in market initiatives for
innovation, attending trade-shows and sometimes making cold calls with specific campaigns has
been the way we presented OpenJaw. In this regard, Enterprise Ireland has helped us on multiple
occasions to get to the right person in certain accounts that we wanted to get in touch with. We are
based in Madrid and so we have very easy access to large companies settled here, but we also
travel to Palma de Mallorca or Barcelona, where there are other important players in the Industry.
The travel industry is a very small world and we know each other for being in trade-shows, from old
projects, and so on. The best way to promote the company is word of mouth, and when you do a
good job your achievements and reputation speak about you better than anything else.
What has been your experience of competing against indigenous suppliers, and what are
some useful ways of differentiating your offer from theirs?
We find local competitors in every new market where we operate; this is quite common. For us, the
main differentiator is to offer an international experience in projects with well-known brands.
Customers appreciate when they feel they are not the guinea-pigs contracting a supplier. The
proven record of delivery is a critical decision point to select somebody like OpenJaw.
OpenJaw employs 30 people in Madrid. How have you managed the recruitment process?
All of them have been recruited locally. The recruitment process is costly but because we want to
make it internally and we do not delegate this important task to externals, it takes time to select the
right candidates and it takes time for the interviews and selection process. We are a very small
company so we try to keep our standards very high when recruiting. Something that has been
proven successful is internal recommendations and part of our team has been recruited via
employee referrals.
With the benefit of experience, is there anything about your business in Spain that you
might do differently if you were starting again tomorrow?
We made a lot of mistakes, and got a lot of decisions right. The balance, though, is very positive.
Maybe if I had to start today I would be more focused on our ‘sweet spot’ customers because we
lost a lot of time trying to get customers that will never use our technology. But when you are trying
to get customers, sometimes you don’t correctly define what your target is. Another important piece
of advice is to appoint somebody you trust locally. At the beginning this is a very important factor to
know that your business is being well cared for.
I think today there are not many differences when we all operate in the EU and in more global
markets, but certainly Spain is a country where customer care is very important, so key account
management activities are critical for success, as well as personal contact, visits and face-to-face
meetings.

”
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ROUTESTO MARKET

4. Routes to Market

“

I think that you have to know the market. Once you know the
market, it’s easier to know the doors you need to knock on. You need to
understand the channels and once you have this information, you are
able to start your business. You have to bear in mind that the same
business model that you use in the UK or France is not the same as the
one you can use in Spain.

”

Guillermo Blasco, Iberia Business Manager, Lifes2good

Introduction

|

Deciding on the right channel strategy is key to succeeding in Spain. Planning at the start, and
understanding what your needs will be, are essential. This section looks at the options for serving
the Spanish market. While there are various routes to market, the inevitable need for local
knowledge, presence, logistical and sales support will, in the vast majority of cases, require a
Spanish partner or intermediary in one form or another. This section discusses the most common
options, together with their pros and cons and each one’s apparent suitability for different products
and services.

Direct export from Ireland
Direct export to your end customers, while in principle the lowest-risk, lowest cost and altogether
most efficient way of dealing with an export market, is rarely sustainable in the long term unless you
are dealing with very specific market segments dominated by a few large players – such as
telecoms, energy generation or railways – and are able to build up a direct relationship with them.
Many Irish companies’ first experiences with the Spanish market are the result of them taking
advantage of an opportunity – such as taking part in a trade mission, or making a contact at a trade
fair – which results in a one-off direct export deal with an end-customer which is by no means
representative of how they should be servicing the market in the longer term. At this point, having
confirmed that there is a market for their product, they will normally take stock, take a step back and
undertake a more systematic market evaluation, including whether and what kind of partner is
required to build and sustain business – depending on the product sector, technical servicing and
training requirements, type of promotional support required etc. The most common partner formats
are as follows:

Agents
An agent is a person who, for and on behalf of a principal, either introduces a third party to the
principal by soliciting orders from the third party, or concludes contracts with the third party on behalf
of the principal. The normal reward for an agent is a commission, which is received from the
principal – all in accordance with the terms and conditions laid out in an agency contract which
underpins the principal-agent relationship. Depending on the product/service sector, there are
generally more drawbacks than benefits associated with working with agents in Spain, and it is a
formula used by very few Irish companies successful in the Spanish market.
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Agents tend to be small and operate only in their local markets. Any Irish company intending to
achieve national distribution for its products via agents will be faced with the laborious task of
piecing together a patchwork quilt of non-competing agents – at the very least one for each of the
17 Autonomous Regions and very probably more for the larger regions such as Andalusia,
Castilla La Mancha and Catalonia.


Agents are mostly self-employed individuals or at most companies with no more than five
employees; the aggregate membership of the 17 regional “Colegios” or associations
exceeds 50,000



Finding the right agent(s) to handle your product is not easy; filtering the 50,000 agents
by area of speciality and region to identify potential candidates would be an extremely
laborious task



In practice, advertising for an agent either in the open media or in the CGAC’s own
monthly magazine appears to be the accepted modus operandi for finding an agent.

Co-ordinating national marketing initiatives via a network of agents, each with limited regional
coverage, becomes virtually impossible as compared to dealing with a large bona fide distributor
with exclusive national distribution rights, who will be much more willing to undertake joint
promotions with the guarantee that any increase in sales will revert to him and him only. With an
agent, the principal has to make his own arrangements for import documentation and logistics.
Agents are generally best suited to technical B2B products and services sold on a project-toproject basis where the principal must inevitably make contact with the end client, and in which
their role is more one of opening doors and facilitating introductions rather than providing ongoing
sales and marketing support. For physical products with an ongoing demand, especially
consumer goods, the usual route is via a distributor.

Distributors
A distributor buys and holds stock of a product, usually in return for exclusive rights to sell the
product in a particular area or to a particular type of customer and tends to be the default choice
for Irish companies selling manufactured goods to either the professional or consumer markets.


Distribution contracts are similar to those with an agent, though price and delivery terms
differ because the distributor is a principal, buying and holding stock and undertaking
significantly more functions than an agent



The main drawback is cost, namely higher margins – typically 20-25 per cent – and loss
of control over the final selling price



In exchange for this, the principal avoids having to undertake important functions such as
import documentation and logistics in Spain



Distributors are typically more willing to collaborate with their principals in other important
areas such as localising packaging design and marketing collateral, and (if necessary)
product registration



It would be very difficult, for example, for any Irish company intending to export products
requiring approval or registration by the Spanish Ministry of Health to enter the market
without going via a distributor or partnering with a Spanish manufacturer



The ideal partner is normally a single company, either with its own national sales and
warehouse network, or with an established network of sub-distributors and/or agents
covering the regions outside its immediate area of influence



The ease of finding such a partner varies significantly depending on the product or
service area
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Most segments of Spain’s consumer goods market, including food and drink and
personal care products, are usually well served by national distributors
However, the services market in general and specialist B2B products are normally more
fragmented and it is likely you will need more than one distributor to achieve national
coverage
It’s also a good idea to support your distributor by means of joint presentations and
customer visits.

NEED TO KNOW
Irish companies should be aware that distributors – unless they are limited to a specific
region or two – will almost certainly expect exclusive national rights to the product. It is
normal practice for a distributor serving Catalonia and neighbouring regions of Aragon
and Valencia to demand exclusive rights to handle your company’s products nationally
on the basis that they have reciprocal agreements with other distributors in other
regions to achieve full national coverage. By the same token, Distributor A may be a
regional sub-distributor of his partner in Madrid (Distributor B) who has exclusive
distribution rights for Company B’s products.

Partnering with local manufacturers
A formula which makes more sense than might initially appear is to partner with like-minded
Spanish companies who are essentially your local counterparts and often – on paper at least –
competitors. For a start, many Spanish manufacturers are open to complementing their own
product ranges with partners’ products, acting as bona fide distributors or re-packaging under
their own brand. While this practice is widespread across almost all product sectors, there are
some in which local manufacturers are almost the only way in, namely:
Pharmaceuticals


The need for product registration and comprehensive product and possibly clinical trial
documentation in Spanish requires a local partner who knows this process in detail –
which local manufacturers are well placed to do



Furthermore, Spanish pharma companies – with the exception of a handful right at the
top of the industry rankings – undertake relatively little R&D of their own and are heavily
reliant on third-party patents to manufacture under licence, contract manufacture or
physical product re-sold either under their own, or the original manufacturer’s brand, to
bolster their product range.

Software


There are very few bona fide software resellers in Spain – especially for products aimed
at the professional market – and Spanish software companies looking to complement
their own offering are often the best option in this market



The business model for software resale in Spain has undergone a significant change in
recent years; Spanish partners are no longer prepared to buy, stock and sell, as with
most physical goods, but are more likely to insist on revenue-sharing arrangements
whereby the return is variable depending on the licences sold.

Outsourced/contract sales force
 Third party sales or task forces are available in Spain, but the majority are primarily
oriented to undertaking merchandising and account maintenance tasks – i.e. taking
repeat orders or providing in-store support once the account has been won
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Very few of these operators are prepared to start at the sharp end by knocking on doors to
introduce a product from scratch



Contract sales forces primarily deal with consumer goods and the large multiples such as
El Corte Ingles, Carrefour or Mercadona, and require initial product introductions to be
made either by the manufacturer directly or their appointed distributor.

Establishing a direct local presence
Direct local presence either through a branch or subsidiary is often advocated as essential to
long-term success in the Spanish market, on the basis that it inspires more confidence from
distributors and customers. An added advantage is that it gives you more control over your
destiny in the market from both an operational and a financial standpoint. It is also the highestrisk option – that is, the most expensive – but the one which can potentially be the most
profitable in the long term as it cuts out intermediaries’ margins or commissions, and gives the
principal full control of the national sales and marketing strategy. For this very reason, a direct
local presence should be carefully considered – based on market research which proves beyond
any doubt that there is a long-term market for your product or service, confirmed interest by key
customers, or a successful trial period via an agent or distributor.

NEED TO KNOW
One of the main “ sins” of Irish companies operating in Spain via distributors is
“distributor hopping”. A not uncommon scenario is for a company to sign a distribution
agreement with a Spanish distributor and after 6 months, or at most a year, to observe that
very little actual volume has been shifted and will reach the conclusion that their distributor
is not making an effort and they need an alternative one – and back to square one. In
some cases, this may be justified but more often the solution lies in lack of support from
the Irish side and in the fact that their product – especially if a technical one in a B2B
environment – may require significant lead time to sell-in, possibly requiring test sites or
installations in order to get the ball rolling.

Selling to the Government in Spain
As above, local presence is absolutely essential if you plan to sell to the Government in Spain, but
keep in mind that the process is very complex due to the highly regionalised nature of the country’s
public administration system. In Catalonia, for example, tenders may be issued in Catalan rather
than in Spanish. Moreover, the sector is currently constrained by tight budgets and in many cases,
long payment terms.

Spain as a gateway to Latin America
The language, culture and tradition all add up to Spain being the natural European gateway to
Latin America. Most of Spain’s largest companies – mainly in petroleum, telecoms and banking –
have a substantial and in some cases market-leading presence in Latin American countries.
Meanwhile, the influx of Latin American immigrants to Spain, especially from Ecuador, continues
to grow.
Spanish companies are now the second largest investors in Latin America after the United States,
with a total over the past two decades of close to €145 billion. Spanish companies’ subsidiaries in
Latin American markets have contributed ever-growing amounts of revenue to their parent
companies. Spanish enterprises have become increasingly more dependent on the region, with
a considerable part of their profit being generated in Latin America. As examples, Banco
Santander invested €10.4 billion into expansion in Latin America to the extent that the region
generates more than half of the company’s total sales. Telefónica has spent an estimated €90
billion to achieve a dominant position in almost all of the larger Latin American markets, which
provide one-third of its total operating profit.
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NEED TO KNOW
While the role of Spain as a gateway to Latin America is no myth, Irish companies should be
aware that the platform as such, while solid, is relatively narrow in terms of companies and
sectors; overall in 2008, 95 per cent of Spanish investments in Latin America was accounted
for by just six firms, namely Telefónica, Repsol, Banco Santander, BBVA, Endesa and
Iberdrola. The real potential for Irish companies depends on them successfully selling into
these companies in Spain and having their product or service rolled out to the Latin American
markets.
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CASE STUDY: Establishing the right route to market in Spain
Guillermo Blasco, Iberia Business Manager, Lifes2good
Fast-growing Lifes2good markets and distributes a portfolio of category-leading, exclusive and
clinically proven ‘nutraceutical’ brands worldwide, using a multi-channel strategy to increase
sales through retail pharmacies, department stores, e-commerce and direct marketing
campaigns aimed at consumers. It began selling in Spain in 2011 and now works with large
chains including El Corte Ingles and Carrefour.
www.lifes2good.com
What go-to-market model do you use in Spain, and does it differ from other countries?

“

We need to adapt. We work with big retailers and pharmacies, and we sell online, but for Spain
and Portugal, it’s a little bit different than in the US or the UK. Online sales is a model that’s
only just starting. So, for example, the pharmacies in Spain don’t like that if you are selling with
them, you are also selling through an online channel. We are taking it step by step, we try to
maintain an average price that doesn’t put a lot of difference between online and the current
price in pharmacies.
I had worked with a distributor years ago when I worked for a pharmaceutical company and I
have a good relationship with them. When I accepted the offer from Lifes2good, I realised that
maybe it could be very good business for our two companies to work together. I knew some
retailers and the distributor knew some as well. Between my and his contacts, we tried to build
the business as quickly as possible. For example, now we are working with our Micro Pedi
product line. A new competitor started in this space around six months ago, so we have to put
the products into stores quickly.
How do you get products physically to the market?
We started by shipping directly, but when the volume of the orders increased, we decided to
have a local distributor as well because our intention was to put our product in as many
channels as was possible. In our case, the distributor stocks products for Spain because you
have some deadlines in terms of delivery and so on. You can’t deliver from Galway, in our
case, directly. The cost would increase a lot, so it’s better to find a local distributor. Our biggest
customers, El Corte Ingles and Carrefour, ask for weekly orders. If you don’t ship the day and
hour that they ask for, they cancel the shipment. So it’s better to have a warehouse in Spain.
How closely do you work together with your local distributor in practice?
We have weekly meetings where we discuss all the information we get from the retailers, the
sales figures and so on. I need to be very close with my distributor because in our business,
our projections might be X but maybe those aren’t very accurate because our competitors are
doing well, so maybe we need to change. From our point of view, it’s a very close relationship.
In terms of delivery time, everything is quite simple. The average time is 48 hours to anywhere
in Spain so we don’t have any problems. Lifes2good always works with letters of credit, so once
there is a shipment from Galway, we are 100 per cent sure that we are going to receive the
money. The common thing in Spain is to ask for these kinds of things for six months or a year.
For our part, we continue to ask for it, and if they want to work with us, they have to give us this
kind of instrument. It complicates the relationship with the distributor a little bit, as our revenues
grow and the volume of products in the market increases, but on the other hand it’s quite easy
to understand that we need this kind of instrument because we are delivering lots of products.
They know that they have a big business, and they know that it’s the way that we work. At the
end, it’s not a problem because we are talking about very good business for them as well.
They work to put the products in store. Our job is to create the demand in the store. Clearly, it’s
a very attractive business model for the distributor and not very common in Spain. Normally, for
example, you would pay X per cent of margin and the distributor then has to pay for everything.
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Sometimes, the company can help with some kind of business activities. It’s not very common
that 80-90% of the marketing cost is paid by us, the owner of the product. Sometimes you have
to spend money, but the money that we don’t invest in people – such as in a local sales force –
we invest in marketing. We pay the distributor to invest in people, and we invest what we save
in marketing.
What legal structure does Lifes2good operate in Spain?
In Spain, we don’t have a legal entity; I am paid directly by the Irish company. You can have the
kind of model where you can be a foreign company and pay a local person. In my case, I pay
all the taxes to the Spanish Government. We work with a third-party company in Spain that
manages all the issues around payroll and tax. They can advise us about changes in the
legislation and it’s helpful to speak with someone who can clarify any questions we have. It’s a
good thing for the company and the people who are working in the field. There are lots of
companies like this, so they’re easy to find; maybe the only problem is to find one with a good
level of English.
What lessons have you learned about the Spanish market?
I think that you have to know the market. Once you know the market, it’s easier to know the
doors you need to knock on. You need to understand the channels and once you have this
information, you are able to start your business. You have to bear in mind that the same
business model that you use in the UK or France is not the same as the one you can use in
Spain or Portugal. When I started, we worked with two kinds of products: Viviscal and Micro
Pedi. In the UK, the model for promoting Micro Pedi was through TV infomercials but in Spain
this doesn’t work, so we tried standard TV ads, and it exploded. Once we saw the proper way
to go, we modified our TV ad and we placed it close to some of the prominent programmes in
Spain and realised it worked very well. We put our adverts on Telecinco, the channel owned by
Mediaset. It has more than 5 million viewers and for our product, it’s the perfect platform. It’s a
different mentality from the UK and Ireland that we have in Spain. British people are more used
to seeing this kind of TV to buy a product. In Spain, if you use the pharmacy channel to sell
your product, you might not be able to sell it in supermarkets, because then the pharmacy will
return the product if they see that is happening. It’s very important to position your product
correctly.
How big is the opportunity for Lifes2good in Spain?
When I started in Lifes2good, the turnover in Spain was €70,000 in May 2012. We finished the
year with €700,000; in 2013 we finished the year with €2 million, and this year we think that we
are going to finish with €3 million. We increased the number of big retailers we deal with, so we
are working with El Corte Ingles and we have started with Carrefour. It’s about increasing the
range of customers and the range of products we provide in Spain which allows us to increase
the revenue. Naturally I’m going to be very optimistic but three years from now we can do €8
million in revenues. I think that the key is the product; if you have a good product, you can
expect to grow hugely. We try to work with a very unique product that doesn’t have too many
competitors, so the key issue is that we have a very good relationship with the retailers, who
help us a lot with introduction of new SKUs in the market. When you know that one product
works, it’s easier to introduce new ones.

”
|
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CASE STUDY: Routes to market in Spain
Chris Taylor, Sales Director, and Iciar Mendizabal, Assistant to the
CEO, Everseen
Headquartered in Cork, Everseen provides video analytics software for retailers’ point of sale
areas, allowing them to identify multiple irregular activities such as items that have not been
scanned for payment – reducing fraud and protecting the store’s gross margins. It has secured
trials for its technology with three Spanish retailers.
www.everseen.com
How did you get started in the Spanish market?

“

The opportunity in Spain came to us. In June 2103 we advertised a job opportunity via our
website for a Business Development Manager. We were approached by a person who was not
a Spanish national but who was based in Madrid and had a very good level of Spanish. After
our senior team met with her, we started working from there; she started developing
conversations with both retailers and potential partners in Spain.
What go-to-market model do you operate in Spain?
Our route to market touches on two aspects: our communications initially tend to be direct with
the retailers, but we’re a software company, we’re not a systems integrator. As part of the
implementation of our software, it needs to sit on a CCTV system in the retailer’s store. Part of
our process is that we find and align ourselves with specific retail-centric systems integrators
that are able to install the infrastructure, support and service it. We’re looking for resellers that
have their own network, their own retail clients that can make it a warm conversation on our
behalf, rather than a conversation that starts cold. We’ve actually got three trials running now
with major retailers in Spain.
The retail verticals and the piece we work within – the risk and loss prevention environment – is
a very small world and a lot of the actual engagement is about speaking to these guys, and
picking up the phone. We also sponsored the AECOC [Asociación Española de Codificación
Comercial] loss prevention seminar in November in Madrid. It was good to be there and it
increased our profile. Some of the conversations with prospects were happening anyway, but
the fact that we were the lead sponsor just reinforced the fact that we were serious about the
market.
What lessons have you learned in the past year, and how do they fit with your
expectations?
I’ve worked in retail in Europe for 15 years. We know it’s a long sales cycle to get sign-off in any
market. I think the key thing for any other Irish business looking to move into the Spanish
marketplace is to have Spanish speakers. We have the luxury of Iciar and Jorge, both working
out of our Cork offices, who are Spanish. We have our business development manager on the
ground in Madrid, and we also have a consultant who works out of Barcelona, who is from the
retail market, so we’ve got a good depth of Spanish language in the business.
You have a Spanish-language version of your website. Why did you do this, and how did
you go about translating the content?
IM It was internal – we did it from within Everseen and we have been lucky because our
customers speak English but that doesn’t always happen in Spain, so it’s very necessary to
have Spanish-speaking support and a Spanish language website.
It’s about preparation. We also have Spanish telephone numbers on our website. If that
Spanish number isn’t answered, the call gets diverted to Cork, and is picked up by a Spanish
speaker. It’s very important to seem local. We still see Spain as a huge market and we have
only started to work on that specific retail vertical.
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We have invested in having our various commercial and reseller agreements translated by a
Spanish lawyer. Our customers in Spain appreciate that. We found the Spanish lawyer through
our solicitors in Ireland who had a relationship with the law firm, which is based in Barcelona, so
that introduction happened at a corporate level. We just needed to make sure that we could
keep on top of any changes in the legal environment. These are Spanish legal documents
which have enabled us to go to market; we don’t need to keep the firm on a retainer basis.
Why did you decide to work with a consultant as well as resellers and a direct
employee?
The consultant has his own business which involves sales into the retail sector. He is well
established in retail, with an established network. Our sales person in Spain found him as a
potential reseller, and he saw the opportunity and he wanted his business to engage with us.
He is also a networker; he has been in the industry a long time and he has a long list of
contacts. Our business development process is about engaging, working with and on-boarding
resellers that are able to support us. The resellers then become an extension of Everseen in
Spain.

”

CASE STUDY: Maintaining a market presence with a part-time
local consultant

|

Emma Naismith, Business Development Manager, Asavie
Technologies Spain
Headquartered in Dublin, Asavie develops and provides cloud-delivered security connectivity
services to mobile operators. Its customers include some of the world’s biggest telecoms
companies including AT&T and Vodafone. The presence of Telefónica in Spain, and its
connections into the Latin American market, made it an attractive option to pursue in Madrid.
http://www.asavie.com/

What route to market does Asavie take in Spain?

“

Up to now, Asavie has sold a technology product which Telefónica brands and sells to endusers and we provide second and third level support. The product has been localised into
Spanish and it looks like a Telefónica product; in fact, we host it from Ireland. We have a direct
relationship with the company; there are no third parties involved. Asavie already works with O2
in the UK and Ireland [then a subsidiary of Telefónica], so we had the support of being able to
get Telefónica in Spain to call the UK or Ireland and get references from them, which would
have helped. Strategically, having Telefónica HQ as a customer was an important factor in not
throwing in the towel too soon. In terms of revenue, we have a minimum commitment from
Telefónica which covers maintenance and support costs on an ongoing basis. Additionally, we
get paid a subscription licence per end-user. If you think of how many millions of customers that
Telefónica have, there’s a small percentage of customers that are currently aware of the Asavie
product. It’s very much a long-term opportunity that we still believe we will realise.
Can you tell us about your own role as Asavie’s person on the ground in Spain?
I think having a part-time representative in the market is a very good model to use. From an
Asavie perspective, to all intents and purposes I am a full-time employee with my own email
address and company mobile but from a fiscal and legal perspective, I’m not. They have
reduced their costs this way, certainly, because I’m not hired on a full-time basis. I started
working with Asavie after working with Enterprise Ireland. Now I get paid on an ongoing basis
but as a contractor; I pay my own taxes and social contributions. Asavie don’t have a legal
entity in Spain so there are no tax implications for them. Hiring and firing people here in Spain
is very complicated, so it’s a very lean model to use. A lot of people in Spain are starting to do
this. Traditionally, hiring people in Spain has been difficult. With the high levels of
unemployment, people are increasingly more open to working on a contract basis. Obviously,
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every organisation is different and it depends on the complexity of your product and how much
support it needs. The product that I sell is very technical. At the beginning, I regularly had
colleagues from Ireland join in meetings, whiteboard sessions and workshops. Even in the past
year or two, doing things over WebEx as opposed to face-to-face is a lot more common, but
having someone on the ground, physically in the room is an advantage. I’m able to be on the
spot, doing the preamble to the call, watching the body language, and a colleague from Dublin
is on the conference call with me.
How important is it to speak Spanish when doing business in Spain?
I don’t think it makes any difference to Telefónica whether I’m Irish or Spanish, as long as I can
communicate with them. Everyone in the room might be able to speak English, but having to do
meetings in two languages, everything is a lot more complicated and the preference will always
be to be able to keep the discussion going in Spanish. Trying to do conference calls in English
is very difficult and it depends on the level of seniority of the people involved. You can get
through a couple of first meetings in English, and identify if there is a level of interest, while
technical documents can be a hybrid of both. But, if you are establishing an ongoing business
where you are required to have ongoing communication, having some Spanish is essential.
Even now, you might get a conference call with six people, where there are three Telefónica
people and three from Asavie. While you could start the conversation in English, 10 minutes in,
all of the Telefónica people are talking offline in Spanish. You do a lot of meetings like that.
What should Irish companies know about doing business in Spain?
First of all, relationship building is very important – at a number of different levels of your target
customer. If you can get in with the senior people, then that can sometimes help to push
through decisions. With the larger organisations, I think it’s very important to build a strong
relationship with the technical team. You need to do your homework, you need to do the followup appropriately.
Payment terms have come down. Beforehand, you used to be looking at 180 days. Now, many
companies will pay within 60 or 90 days. That has significant cash flow implications for Irish
companies. Payment is generally not signed off until the project is delivered, so if any issues
arise, the client might use it as a reason to delay payment. If a project is signed off late, then
the payment will be later again.
You definitely need to have a clear business case, otherwise you won’t get anywhere. I don’t
think it’s built on relationships when it comes to making the pitch at the beginning; it’s definitely
built on facts. Particularly in the telecoms world, they tell you estimates and expectations and
then you agree a price. Then their purchasing department comes along and expects you to
knock 15 per cent off the price! The lesson for Irish companies is, there’s not necessarily a
huge amount of profits to be made, but it’s the scale of the market that’s attractive. Have a solid
business case before you come out here, in case the customer negotiates you down. Once
you’re here, make sure you continue to support and maintain the relationship. Spanish
organisations don’t tend to change partners that often, so once you’ve developed a
relationship, and provided you continue to provide good service and the product works, they
won’t be out there every two years looking for a cheaper alternative.

”
|
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5. Legal issues in Spain
Introduction
Spain’s legal system is a civil law system based on comprehensive legal codes and laws
rooted in Roman law, as opposed to common law, which is based on precedent court
rulings. The legal system is currently undergoing reform including the recent introduction of
somewhat unpopular fees for citizens to initiate legal action. While slowly improving, it is
nevertheless inefficient and slow. A more detailed look at the Spanish legal system can be
read at LLRX.com. This chapter contains extracts from the 2013 ‘Guide to Business in
Spain’, which is published annually by Invest in Spain. This site has a series of
downloadable PDF files, detailing what’s involved in establishing a business in Spain, the
tax system, various investment incentives, labour regulations, intellectual property law,
along with outlines of company law and commercial law.

Setting up a company
Setting up a company in Spain is not particularly difficult, though according to independent
surveys, not exempt from bureaucracy, nor is it particularly speedy. The World Bank 2014
rankings place Spain in 52 place out of 189 economies for ease of doing business.




The types of business entities available in Spain are in keeping with those in other
OECD countries
There is also a wide range of possibilities to meet the needs of the different types of
investor who wish to invest in or from Spain
Foreign investment restrictions and exchange controls have been virtually
eliminated, in line with the EU legislation on deregulation in this area.

Foreign residents can incorporate companies, though in the case of individuals, they must
have a foreigner identification number (N.I.E.). In the case of legal Spanish residents, they
must have a Tax Identification Number (N.I.F.). In both cases, this number is unique to each
person and/or entity and doubles up as VAT number and is quoted on all official forms,
invoices and tax returns.
The principal options open to Irish investors are:





Representative Sales Office
Branch
Corporation (Sociedad Anónima or S.A.)
Limited Liability Company (Sociedad Limitada, Sociedad de Responsabilidad Limitada
or S.L. and S.R.L respectively).

The latter two are the most common, with the main difference being in the minimum amount
of capital required to establish the company. The share capital of a Sociedad Anónima must
be at least €60,000 of which a minimum of 25 per cent must be paid up when the company
is incorporated, whereas the minimum share capital for an S.L. is just €3,000 which must
be paid up in full at the time of incorporation.

Taxes
The Spanish tax system is modern and competitive, as is evidenced by a tax burden five
points below that of other EU27 countries and by the limited number of applicable taxes.
The recent austerity and budget-balancing measures have, however, seen hikes in
personal income tax and VAT. Spain’s State Tax Agency is one of the most modern of its
kind in Europe, having been one of the first to offer electronic public services, such as
online services to tax certificates and the option of filing tax returns online.

31

The Spanish tax system comprises three kinds of taxes: impuestos (taxes), tasas (dues and
fees) and contribuciones especiales (special levies). The tasas and contribuciones
especiales are collected in return for a public service provided by the authorities or for any
type of benefit as a result of public works or services.
In Spain, taxes are levied by the Central Government, by the Autonomous Communities
(regional) and by local authorities. There are also special tax regimes applicable in the
Canary Islands, the Basque Country and Navarra.
National taxes in Spain can be classified as follows:
Direct taxes
On income:
 Corporate income tax
 Personal income tax
 Non-resident income tax.
On assets (affecting only individuals):
 Inheritance and gift tax
 Wealth tax.
Indirect taxes






Value added tax (VAT)
Transfer tax and stamp tax
Excise taxes
Customs duties on imports
Tax on insurance premiums.

Corporation Tax
Corporate income tax is levied on income generated by all companies considered to be
resident in Spain. A company is deemed to be resident in Spain for tax purposes if it meets
any of the following conditions:




That it was incorporated under Spanish law
That its registered office is located in Spain
That its effective management headquarters are in Spain.

Spain’s current standard corporate income tax rate applicable in tax periods commencing in or
after January 2008 is 30 per cent, having been reduced in June 2014. Further reductions in the rate
are planned for 2015. For small companies, the rate may be reduced to either 20, or 25 per cent (see
below).
Special rates are applicable to certain entities such as listed collective investment institutions
including real estate investment funds (1 per cent), certain co-operatives (20 per cent) or entities
engaging in oil and gas research and exploitation activities (35 per cent in tax periods that
commenced in or after 1 January 2008).


For SMEs, the tax rate applicable to the first €300,000 of taxable income is 25 per cent
with any taxable income above that taxed at 30 per cent



A super-reduced rate of 20 per cent-25 per cent applies to certain companies of a
reduced size which create or maintain jobs.

Double Taxation Treaties
Spain has drawn up a total of 95 treaties to avoid double taxation with countries, including
Ireland, representing more than 95 per cent of the world’s GDP.
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Personal income tax
All individuals habitually resident in Spanish territory, whether Spanish or foreign, as well as
Spanish nationals who are habitually resident abroad and fulfil any of the conditions laid down in
the Law (e.g. diplomatic and consular services, etc.), are subject to personal income tax. Any
Spanish national who establishes his residence for tax purposes in a tax haven will also remain
subject to personal income tax for the year in which residence is changed and for the following
four years.


A taxpayer is deemed to be habitually resident in Spanish territory if they are physically
present in Spanish territory for more than 183 days in the calendar year with sporadic
absences being taken into account in determining the length of time a taxpayer is
present in Spanish territory.



The taxpayer’s place of habitual residence determines the Autonomous Community in
which income is deemed to be obtained for personal income tax purposes



The Law also lays down specific rules to prevent tax-motivated changes of residence.

NEED TO KNOW
It is worth noting that there are differences by region: the general tax scale for those cases
where the corresponding Autonomous Community has not approved a specific autonomous
tax scale (though most have their own approved scale) starts at 24 per cent of taxable
annual income (i.e. after personal and family allowances and deductions) for income up to
€17,707, up to a maximum of 52 per cent for income over €300,000.

VAT (IVA)
In common with all other EU countries, Spain levies VAT or IVA (Impuesto sobre Valor Añadido)
on all domestic (and most intra-EU) transactions involving physical goods and certain services
such as construction work.


VAT rates were increased (almost) across the board on 1 September 2012 as part of the
Government’s measures to balance the books



The standard rate went up from 18 to 21 per cent



The reduced rate was increased from 8 per cent to 10 per cent – this applies primarily to
products considered as non-luxury items and includes most food and drink products
(excluding tobacco and alcoholic drinks, which are taxed at the standard 21 per cent),
transport, restaurants, hotels and bars



An extra-reduced rate of 4 per cent is levied on certain staples such as bread, flour, milk,
cheese, eggs, fruit and vegetables as well as medicines, books and magazines.

In addition to the general hike in VAT rates, several categories of products and services – some
quite controversial – were stripped of their ‘reduced status’ and are now subject to the standard
new rate of 21 per cent. Among these were text books, pay TV and radio, hairdressers, funeral
services and dental treatment.

Investment and exchange control
Virtually all cross-border capital and current transactions were deregulated in 1999 (Royal
Decree 664/1999), eliminating the requirement for ‘prior verification’ and adapting Spanish
domestic law to the rules on the freedom of movement of capital contained in Articles 56 et seq.
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of the Treaty of the European Union. The most noteworthy aspects of the current regulations are
as follows:


Foreign investments are, as a general rule, subject only to notification after the
investment has been made



Exceptions requiring ‘prior verification’ from the Spanish Council of Ministers are: (i)
investments from tax havens, and (ii) foreign investments in activities directly related to
national security, and real estate investments for diplomatic missions by States that are
not EU members



There is no obligation for foreign investments to be formalised in the presence of a
Spanish notary public (unless specific legislation provides otherwise)



Only investments in certain ‘strategic’ sectors are subject to the requirements imposed by
the relevant body established by industry-specific legislation, including the air
transportation and radio industries, industries relating to minerals and raw mineral
materials of strategic interest and mining rights; the television, gaming,
telecommunications and private security industries; industries relating to the
manufacturing, marketing or distributing of arms and explosives for civilian use; and in
national security-related activities



Investors can be non-resident individuals (i.e. Spanish nationals or foreigners domiciled
abroad, or who have their principal place of residence there), legal entities whose
registered offices are located abroad, and public agencies of foreign States



Exchange control and capital movements are fully liberalised and in all areas there is
complete freedom of action.

As a general rule, all acts, businesses, transactions and operations between residents and nonresidents which involve or may involve payments abroad or receipts from abroad are completely
deregulated. This deregulation includes payments or receipts made either directly or by offset of
the underlying transactions, as well as transfers to or from abroad and variations in accounts or
financial debtor or creditor positions abroad. It also covers the import or export of means of
payment.

Non-resident employees assigned to Spain
Spanish personal income tax legislation offers a very attractive option for personnel assigned by
multinational companies to Spain for professional reasons, also known as inbound expatriates. The
law allows individuals who become tax resident in Spain as a result of their assignment to Spain
to opt to be taxed either under personal income tax rules or under non-resident income tax rules
during the tax period in which their tax residence changes and for the following five tax periods.


Under the non-resident income tax rules option, they are only taxed on the income and/or
gains that are deemed to have been obtained in Spain, at the standard low rate of 24.75
per cent



Inbound expatriates must meet certain requirements in order to qualify for this regime, the
most important being (i) that they must not have been resident in Spain during the 10
years preceding their assignment to Spain, (ii) the assignment to Spain must be the result
of an employment contract and (iii) the work must actually be performed in Spain for a
company or entity resident in Spain or for a permanent establishment located in Spain of
an entity not resident in Spain.
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Employment I: Establishing residence and employing yourself
Since 2003, when Spain opened its borders to allow EU citizens to work in the country, EU
nationals have not needed a work permit to work in Spain. Essentially, all EU citizens are entitled
to free entry, exit, circulation and residence in Spanish territory, after completion of the formalities
foreseen by the legislation in force. These entitlements are:




Access to any employed or self-employed working activity, delivery of services or studies,
in the same conditions as Spanish citizens
Right to relocate certain relatives to Spain (depending on residency status)
All EU citizens, and the specified relatives, residing in Spain will be treated on equal
terms with Spanish citizens within the framework of application of the European
Community Constitutive Treaty.

The regime in Spain currently acknowledges three possible situations in which a European citizen
or a family member of theirs can be in Spain, namely: stay, residence and permanent residence.


Stay: This refers to the time spent by a citizen of an EU Member State in Spain,
whatever their purpose, for a duration of less than three months; this only requires a valid
passport or identity card, with no other registration or administrative formality necessary.



Residence: All EU citizens have the right to reside in Spain for a period exceeding three
months. In this case, the European citizen(s) will be obliged to apply for their inscription
at the Foreigners’ Central Registry, in accordance with current stipulated procedure.
Once the application for the inscription has been made, a certificate of registration will be
issued to the European citizen(s) that will contain their name, nationality, home address
in Spain, their Foreigner’s Identification Number (NIE), and the registration date.



Permanent residence: All European Union Member State citizens, including their family
members who are not nationals of one of these States, have the right to reside in Spain
permanently provided they have resided legally in Spain for a continuous five-year
period.

Certificate of registration as a Spanish resident: EU Member State citizens resident in Spain
receive a certificate of registration. This document only provides legal proof of the EU citizen’s
residence in Spain, but is not valid as an identity document nor as proof of their nationality. The
latter can only be validated through citizens’ identification cards/documents of their respective
countries of origin (valid national identity card or passport) associated with the certificate. This
certificate replaces the requirement for nationals of an EU Member State residing in Spain for a
period exceeding three months to obtain a residence card (eliminated on 2 April, 2007).

Employment II: Employing others
Spain’s labour legislation has traditionally been one of the least flexible in Europe, with
employers facing high dismissal costs for employees on permanent contracts, which has acted
as a strong deterrent to taking on new employees and contributing to higher unemployment.
Paradoxically, it has also resulted in those workers with full-time contracts working longer hours
to compensate, and in the creation of a parallel labour market, namely employees working in
‘precarious’ conditions on short-term contracts which may or may not be renewed depending on
the employer’s fortunes at the time. About 60 per cent of employees have permanent contracts,
which means that they benefit from legal restrictions to being fired, high severance pay and,
overall, a very protected job. The remaining 40 per cent work under fixed term, often short-lived,
temporary contracts, with no severance pay.
Wage setting is also an important issue. Most wage negotiations are dealt with on a collective
basis at a national industry/sector level between unions and the elected representatives of
corporations. The outcomes of these negotiations fail to reflect the particular conditions of
given firms within a sector. Some expanding firms may want to pay better wages as a means to
attract talent, while simultaneously, in the same economic sector, declining firms may need to
freeze or cut wages to avoid reducing jobs. One size doesn’t necessarily fit all. One effect of
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this rigid structure was that wage levels did not start to fall until 2010, even though
unemployment had been soaring since 2008.
Hiring and firing are, therefore, administratively costly and complex, with more than thirty
different legal forms of labour contracts, each of them with its own specific rules – partly a
hangover from previous labour reforms. Many employment transactions that should be a
private or administrative procedure end up in court as lengthy legal battles.
However, in 2012 the Rajoy Government began reforming labour market legislation, with the
aim of structurally changing the economic conditions in Spain and putting the country back on
track for long-term economic growth. The measures can be summarised as:









Company-level wage bargaining will prevail over national, regional or sector
agreements.
Collective Dismissals (known as EREs) not requiring administrative authorisation are
allowed for firms posting falling profits for three or more consecutive quarters
Elimination of procedural wages
Convergence of dismissal costs with EU average
Unfair dismissal: statutory severance pay of 33 days per year served (down from
45), with a maximum of 24 months salary
Fair dismissal: severance pay of 20 days per year, with a maximum of 12 months
salary
Clarification of objective causes for fair dismissals
Creation of a new permanent contract directed at SMEs.

Product Registration
Product registration, particularly for pharmaceutical products and chemicals such as disinfectants
is still something of a minefield and the fact that your product has successfully been registered in
Ireland and/or any other EU country does not mean that it can automatically be sold in Spain.
Even the Mutual Recognition Procedure (AM) – applicable to biocides and pharmaceuticals
already approved in at least one Member State – is very bureaucracy-intensive, requiring
translations of much of the technical documentation that has already been submitted, although
certain documents such as the Data Sheet (MSDS) and technical dossiers are accepted in either
English or Spanish.
For pharmaceutical products, there are three main procedures available for product registration,
namely:
Centralised Procedure (CP)
In order to obtain an authorisation across the EU, an application is made to the EMEA – The
European Medicines Agency. The application is scientifically evaluated by the Committee for
Medicinal Products for Human Use (CHMP) or the Committee for Medicinal Products for
Veterinary Use (CVMP). The European Commission receives an opinion within 210 days and
drafts a decision on a Community MA. A MA granted under the CP is valid for the entire EU
market.
The Centralised Procedure (CP) is mandatory for:








Biotechnology products
Orphan medicinal products and
Medicinal products containing a new active substance intended to treat acquired immune
deficiency syndrome (AIDS), cancer, neurodegenerative disorders and diabetes.
CP is optional for other products defined by Council Regulation 726/2004 namely:
Therapeutically innovative products
OTC products with a clear added value for the community
Certain generic products
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Mutual Recognition Procedure (MRP)
For products to be registered in more than one Member State (MS) and which do not qualify for
the Centralised Procedure (CP), applicants must use either the Decentralised Procedure (DP) or
the Mutual Recognition Procedure (MRP). The MRP is used if the aim is to register in more than
one Member State and the medicinal product in question has already received a Marketing
Authorisation (MA) in any MS at the time of application.
The MRP is based on the idea that a national licence approved in one EU Member State
(Reference Member State – RMS) should be mutually recognised in other EU countries
(Concerned Member States – CMS). This is based on the assumption that the evaluation criteria
in the EU member states are sufficiently harmonised and are of the same standard. At the end of
an MRP, national licences are issued in the CMSs involved in the procedure.
Decentralised Procedure (DCP)
The Decentralised Procedure (DCP), in general, follows the same principles of the MRP. A
licence approved in one Member State should be mutually recognised in other Member States,
assuming that the evaluation criteria in the EU Member States are sufficiently harmonised and are
of the same standard.
The DCP is to be used if the aim is to obtain marketing authorisation in several Member States
where, at the time of application, the medicinal product in question has not yet received a
Marketing Authorisation in any MS.
The main difference between the MRP and DCP lies in the fact that the Concerned Member
States (CMSs) in a DCP are simultaneously involved at the onset of the procedure as opposed to
waiting for approval before an application is made in the CMS, with one chosen CMS’s agency
co-ordinating the other regulatory bodies.

Intellectual property legislation
Intellectual Property (IP) is one of a company’s main assets. It is, therefore, vital to ensure that it is
properly protected before investing in a new market. In Spain, the recent Sustainable Economy
Law has emphasised the importance of intellectual property as an ‘essential asset for promoting
competitiveness’, and the role of the Spanish Patent and Trade Mark Office in fostering its
awareness. In addition, the mentioned Law encourages the implementation of measures to
speed up and simplify the registration process of IP rights, to promote IP-related educational
programmes, and the use of the Spanish language in international IP organisations.


Spanish IP legislation is consistent with the IP laws of other EU Member States



Spain has ratified the most relevant international treaties in this subject, which entails that
non-Spanish nationals may obtain protection of their IP rights in Spain, and that Spanish
nationals may obtain such protection in virtually every other country in the world



In Spain, with rare exceptions, the registration principle prevails, which means that there
can be no right to an invention or trade mark unless it has been previously registered



Unlike the US, for example, Spain follows the ‘first-to-file’ system. The first person to
apply for registration will have priority rights, therefore use will give no rights against third
parties except in the case of well-known marks



The principle of territoriality also prevails in the registration system, which entails
protection is only available in countries where the trademark or patent is registered



In other countries, the mark or patent could in principle, be freely used by third parties.
Because the registration of a trademark or a patent in its country of origin does not confer
automatic protection in other countries, protection must consequently be sought by
registration in each relevant country
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IP rights are assets, and, like tangible goods, may be assigned, encumbered or
transferred by any means provided by law



Spain has ratified the main International Conventions in this area, which with rare
exceptions, allow non-Spanish nationals to protect their rights in Spain



Spain’s membership of the EU has forced Spanish legislation to implement the guidelines
laid down by the Community Directives on IP, and Spain is therefore in line with Europe.

The main IP Conventions ratified by Spain include the following:
Agreement on Trade-Related Aspects of Intellectual Property Rights (TRIPS Agreement)
Paris Convention
Patent Co-operation Treaty (PCT)
European Patent Convention
Madrid Agreement
Madrid Protocol.
NEED TO KNOW
Disputes in Spain are best settled out of court; litigation is possible but best avoided as it is
costly and lengthy, with the only winners being the lawyers on both sides. There is a wellknown Spanish saying in this respect, namely ‘Juicos tengas y los ganes’ the gist of which
is “May you have many legal cases and win them all”, the implication being that even if you
do win them, you will still be on the losing side due to the legal costs and time involved as
well as the enforceability of any damages awarded.
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GROWTHSECTORS

6. Growth sectors
Introduction
Spain is the world’s 13th largest economy measured by GDP and the 5th largest in the EU. With 47.2
million potential consumers – not to mention more than 60 million foreign tourists per annum – it
claims to be one of the most attractive domestic markets in Europe. These numbers are significant,
because when measured in terms of purchasing power, the Spanish market is larger than many of the
dynamic emerging economies. Spain’s rate of GDP per capita was €29,118 in 2013, according to the
World Bank – higher than that of some other major economies ranked above Spain. Despite the
unfavourable economic climate in recent years, several recent indicators hint at a more positive
outlook ahead. According to the National Statistics Institute (INE), Spanish GDP in the second quarter
of 2014 grew by 1.2 per cent over the same quarter a year previously, having grown by 0.5 per cent in
Q1.
Spain has proven to be a worthwhile market for many Irish companies. Close to 300 Enterprise
Ireland clients were active there during 2013, and in that time they grew exports compared to 2012.
Clearly, Spain is home to industry players which, even if not experiencing strong growth, still offer
significant potential for Irish exporters. Some of the better-performing sectors of the economy include
life sciences, financial software, IT for the travel and tourism sector, as well as telecoms. This chapter
includes an overview of these sectors, along with an outline of where the opportunities might be for
Irish companies. The Invest in Spain website includes detailed English-language guides to six sectors:
aerospace, automotive, biotechnology and pharmacy, renewable energy, environmental and ICT. Links
from each of these sections lead to excellent outlines of the opportunities in each sector.
A further observation: Irish companies thinking about the Spanish market should consider a strategy that
targets not just a particular sector, but specific companies with an appetite for innovation, and services
and the resources to pay for them. Spain has a range of world-leading multinationals and many of
them are not only strong domestically but are actively investing in other markets, particularly Latin
America. Some examples; the telecoms giant Telefónica has more than 300 million customers in 25
countries. The best bank in the world, according to Euromonitor, is Santander, while BBVA and
Caixabank also have a growing global presence.
Spain is a world leader in offshore wind farms, with players in this space such as Iberdrola, Gamesa and
Repsol. It is strong in aviation services, with Ferrovial and Abertis managing airports in London,
Orlando and Bogota; Amadeus of Madrid powers the Euroflights booking system, and Indra provides
air traffic control systems in Germany.
Some of the world’s biggest retail brands are Spanish, including Zara, Mango, Custo, El Corte Ingles,
Pronovias and Camper. Many of these large companies also operate multiple sub-brands; Zara’s parent
company, Inditex, is the world’s largest fashion retailer and its stable also includes Massimo Dutti and
Pull & Bear. Similarly the El Corte Ingles group has several sub-brands. These companies and others
like them have a need for logistics, technology, and services and there may well be opportunities for
Irish companies by identifying an unmet need within a particular organisation in Spain. Identifying
these opportunities requires deeper research, and the kind of market knowledge that a local partner
or systems integrator may be best able to provide.

Life Sciences
Spain’s health system was decentralised to the 17 autonomous regions in 2001, and budgets are now
allocated according to population levels. All of the regions can be highly diverse in their buying patterns; for
example, selling successfully to a hospital in Valencia does not guarantee a similar outcome in Madrid.


Spain has an extensive network of 800 hospitals, both public and private, backed by leadingedge research centres
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The Spanish Government offers low-interest credits and incentives during the start-up and
growth phases of life science companies
The number of science and technology parks in Spain is now close to 80, along with research
centres and institutes of technology.

Opportunities for Irish companies
In life sciences, close to 85 per cent of end customers for Irish companies are likely to be national health
boards and the remainder will be from the private sector. Due to the regionalised nature of Spain’s health
system, companies intending to sell into hospitals may need different distributors for the geographical areas
they plan to target. Healthcare-focused distributors with full national coverage can be hard to find in Spain.
Local partners are important in order for Irish firms to find out about, and respond to, opportunities which are
likely to be in Spanish. It is also worth noting that tenders in Catalonia may also be in Catalan.
In the life sciences sector, it is easier to identify specific distributors, but they may be carrying a competing
product. Flexibility is important in this market – you may have to make initial sales with a loss leader in order
to become established.
Although price sensitivity can be an issue in Spain, innovation and quality are important factors, particularly
as some OEMs in Spain show signs of changing their buying patterns to favour higher-grade products that
are available within Europe. An ability to offer short delivery times and high-quality products is a good
starting point, but willingness to negotiate is also a must. In general, Irish companies should be prepared for
long lead times and factor this into their market strategy.

Telecoms
Spain has a well-developed and modern telecoms infrastructure – both fixed and mobile – with high
penetration rates of both fixed and mobile connectivity among private and business users. There are
four primary mobile operators in Spain, along with a host of virtual operators, but Telefónica is the
overwhelming market leader, followed by the other three mobile licence holders Vodafone, Orange
and Yoigo.





Mobile internet penetration in Spain was 84 per cent at the end of 2013
Spain has more smartphones per capita than any other country in Europe
Mobile commerce is growing in Spain, with 12 per cent of smartphone users having bought a
product or service using their device; 35 per cent intend to do so in 2014
Latin America, Telefónica

Opportunities for Irish companies
Separate to any considerations about market size or trends, the opportunity in Spain’s telecoms
market boils down to one company: Telefónica. The world’s sixth largest mobile network provider,
whose fixed and mobile services are branded as Movistar, may have lost market share – notably in
mobile – since deregulation. Nevertheless, it is by a long way Spain’s largest operator and, more
significantly, it is the only one whose decisions are taken in Madrid. Nearest rivals Vodafone and
Orange have their headquarters in London and Paris respectively.
It also worth remembering that as a geographically dispersed business, there are two aspects to
Telefónica: its domestic operations and its global base. Across its mobile communications,
information, pay TV and digital entertainment platforms, Telefónica operates in 25 countries serving
over 315 million customers. More than 75 per cent of its business comes from overseas markets –
mainly in Latin America where it has a presence in 14 countries. This operation is grouped into three
divisions. The Brazilian market alone is one division, as the region’s largest market. The next group
comprises Chile, Colombia, Ecuador, Peru and Uruguay, where Telefónica has integrated its fixedline and mobile telecoms operations. The third division covers where the group only provides mobile
network services: Mexico, Venezuela and Central America.
Telefónica’s size and complexity makes approaching it a significant challenge for small Irish
companies. Nevertheless, many have successfully overcome this by availing of knowledge and contacts
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at Enterprise Ireland’s Madrid office. By virtue of Telefónica’s scale, with people moving roles and new
projects coming on stream regularly, Irish companies must maintain continuous contact in order to
keep abreast of changes and potential projects of interest.
The main potential is in mobile apps in general but especially those related to financial services
such as using the mobile terminal as a means of payment or for e-health applications. Another
important point is that Telefónica, in common with other software users and re-sellers, is mainly
interested in solutions and applications which generate revenue for the company. As such, the
company is usually more receptive to approaches based on revenue-sharing than straight re-sale
or licences.

IT for travel
As one of the world’s biggest holiday markets, Spain relies strongly on tourism and the sector has
stayed strong despite the wider economic challenges. In 2013, the country had its best-ever year for
tourism, with record numbers of visitors arriving. Between foreign and domestic visitors, the travel and
tourism sector accounted for 10.9 per cent of GDP in 2012. Traditionally, the sector has focused
around coastal regions and islands such as the Balearics, but this pattern is shifting as greater
numbers of visitors seek out cultural breaks in Seville and Madrid rather than chasing the sun.







Spain is the third largest holiday market worldwide
The country had more than 60 million visitors in 2013 – up by 5.6 per cent on 2012
International tourists spent close to €56 billion in Spain in 2013
This spending was an 8.7 per cent increase on 2012
80% of private hotel bookings are made online via social networks
Last-minute booking has become a significant recent trend, growing substantially.

Opportunities for Irish companies
The market for travel and tourism technology in Spain divides into four sub-sectors: hotels, online
travel agencies, airlines and tourism organisations. Every region in Spain, such as Segovia, has its
own tourist board. This presents opportunities for Irish software developers with technologies and
geographical apps to help show visitors places of interest. As for the hotel market, there are around
14,000 small and medium-sized hotels in Spain, with many others belonging to large chains such as NH
or Melia. Competition is driving a need to fill rooms, which is creating a need for revenue
management systems as well as services to improve the customer experience. Buyers in Spain’s
tourism sector are becoming more open to ways in which technology can help them to meet those
business needs. These match the capabilities of Irish companies to offer a wide range of solutions,
from specific applications to calculate optimum room rates, through to reservation systems and
extending to full IT structures and software. Mobile applications have also been successful, such as the
ability to make last-minute bookings via smartphones.
There are various routes to market in this space. One Irish company has worked with a Spanish
partner that has similar technologies and is able to integrate the Irish technology and sell it to contacts
in Spain. Another company used a business accelerator, or local experienced consultant, to demo the
product and its features to potential customers. Note that smaller or family-run hotels may have a
preferred technology partner, so the potential buyer of the technology may not be the end user and
Irish companies will need to adjust their pitch accordingly. An alternative option is to cluster with other
Irish companies – there are close to 50 companies developing and selling technology into the tourism
sector. This approach can potentially strengthen the offering to the customer.
The advantage of pursuing opportunities in larger hotel chains is that the solution is likely to be widely
deployed, and the customer is likely to focus strongly on the technology and its capabilities. If selling
to a smaller group of hotels, they may ask you to roll out the technology on a pilot basis for free, so
you need to ensure that your time is being invested correctly. Seek a firm commitment to buy before
proceeding.
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Other opportunities
Financial services
Spain’s banking system has rebounded after being exposed to toxic property assets post-2008, the
crisis having been concentrated in the regionally-based savings banks which went from 45 in 2009 to
seven now. In February 2014, the IMF published its final report on the Spanish financial market
reform and praised the work undertaken to alter the outlook in the sector. Analysts now believe
Spain’s banking sector will feature two or three large banks along with a similar number of mediumsized operators – all well-capitalised and profitable. There will be competition to increase market
share. Between them, Santander, BBVA and Caixabank hold close to 40 per cent of all deposits in
Spain, up from 30 per cent in five years. The challenge for the surviving banks is to grow, and this will
create opportunities, not least in terms of technology, to meet needs such as improving customer
experience.
Aviation
Spain has three airlines, namely Iberia (now paired with BA and Vueling in the IAG group), Air
Europa and Air Nostrum. All have their own websites for online booking and in principle are open to
improved or additional applications which will allow them to increase revenue from their sites, such
as adding on car hire or hotel bookings to complement travel reservations.
Digital media
There is high and growing demand for digital content in the Spanish market, matching many Irish
companies’ capability to deliver this. Spanish digital broadcasters are hungry for original content,
generating opportunities for producers and copyright holders. Companies such as Wellclever,
featured in a case study, have successfully sold into the content publishing and online advertising
market in Spain. With the high smartphone penetration, there are also opportunities for games for
mobile and PC platforms, in addition to online gaming. Another possible avenue worth pursuing is
in animation, where links can be forged between Spain’s creative industry and Irish technical
production facilities.
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7. How Enterprise Ireland can help you
succeed in Spain
Enterprise Ireland is committed to assisting clients in entering new markets and expanding your
business in your current markets. A team of experienced marketing professionals is ready to help
you through Enterprise Ireland’s overseas network of over 30 offices. Enterprise Ireland can help you
build your business across Spain. An overview of our service offering is listed below:

Pre-visit support
Enterprise Ireland can provide:








A sector overview
A validation of the opportunity for your product/service
An evaluation of your market entry strategy
Suggested channels to market
Competitor analysis
Relevant contacts/suggested itinerary
Summary of relevant market information resources.

In-market support
Services available include:












Scheduled appointments with market contacts including Government
Office facilities/sales incubator units
Facilitation of buyer visits to Ireland
Product launches/workshops at Enterprise Ireland offices/Irish Embassy/Consulates
Networking opportunities at events held at EI offices, or the Irish Embassy in Spain
Public Relations support and press release service
Trade fairs/trade missions
Market development support to access new regions/sectors in Spain
Introductions to local development agencies for setting up in Spain
Introductions to third-party professional service providers including legal, marketing/PR and
recruitment services
Access to external expertise and advice.

International mentors
Enterprise Ireland has built up an excellent network of individuals in Spain who are available to work
with Irish client companies on developing their business. International mentors are individuals who
work with your company on a one-to-one basis. The role of the mentor is to listen and advise, to
suggest options, and help you to prioritise opportunities. The mentor gives you a fresh and objective
perspective that is backed by significant in-market experience – while you remain in the driving seat
throughout. Depending on your individual requirements, mentors can advise you on all key areas of
company development, including:






More targeted sales and marketing
Staff development and team building
Expansion into new export markets
Better management and financial systems
Improved production and logistics
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Attracting outside investment
Strategic business planning
Management succession.

Ministerial events
Throughout the year, Enterprise Ireland organises a number of initiatives which are led by
Government representatives. These can include trade missions, trade shows, buyer lunches, press
conferences etc. These are excellent opportunities for your company to be highly profiled with
customers and in the wider media.

Financial assistance
Enterprise Ireland client companies may be eligible to receive financial assistance towards the cost
of researching or travelling to the market. For more information, contact Enterprise Ireland’s Madrid
office.

Contacts in Spain
Enterprise Ireland Madrid office (also serving Portugal, Morocco and Algeria)
Enterprise Ireland
Casa de Irlanda
Paseo de la Castellana, 46-3
28046 Madrid
Link to the office location on Google Maps
Twitter: @ei-madrid
Contact: Paul Maguire, Manager
Phone: +49 (0) 211 47059-20
Mobile: +49 (0) 174 3454024
Email: paul.maguire@enterprise-ireland.com
Contact: John MacNamara, Regional Director, Southern Europe, Middle East, Africa & India
Phone: +34 (0) 91 4364086
Mobile: +34 650 428944
Email: john.macnamara@enterprise-ireland.com
Contact: Raul Marigorta, Market Adviser
Phone: +34 (0) 91 4364088
Mobile: +34 677 451144
Email: raul.marigorta@enterprise-ireland.com
Contact: Carmen Cortina Gonzalez, Market Executive
Phone: +34 (0) 91 4364086
Mobile: +34 670 061351
Email: carmen.cortinagonzalez@enterprise-ireland.com

Diplomatic and Consular Information for Spain
Embassy of Ireland
Casa de Irlanda
Paseo de la Castellana, 46-3
28046 Madrid
Phone: +34 (0) 91 4364093
Web: www.irlanda.es
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DISCLAIMER
Information in this publication is intended to provide only a general outline of the subjects covered. It
should neither be regarded as comprehensive nor sufficient for making decisions, nor should it be
used in place of professional advice. Enterprise Ireland accepts no responsibility for any loss arising
from any action taken or not taken by anyone using this material. Readers are encouraged to consult
with professional advisors for advice concerning specific matters before making any decision.
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