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Dear reader,

As the Brexit negotiation process gets underway, business focus now turns 
towards the practical measures that need to be implemented to ensure 
continued operations, trade and growth. The extent to which our business 
relationships will change remains to be seen. At COBCOE, we are working to 
secure an economically stable outcome through our Brexit Ambition initiative, 
as you will read in this magazine.

But Brexit is not the only major change happening right now. It is, in fact, the 
inventiveness and entrepreneurial flair of business people combined with 
advancements in technology that is now having, and will continue to have, a 
dramatic impact on all of our lives, both in and out of the workplace.

Disruptive technologies have become a global phenomenon with new 
solutions being launched every day. Some will no doubt help us to overcome 
the hurdles, or take up the opportunities, that Brexit presents.

This is why we are focusing our conference this year on the theme of 
‘Disruptive technologies and digital transformation in business’. Our speakers 
are leading innovators and entrepreneurs from the rising world of Fintech and 
new global solutions, including Rajesh Agrawal, a Fintech entrepreneur and 
Deputy Mayor of London for Business , whom I had  the pleasure of meeting 
and hearing recently.  I am sure you will take away many unique insights about 
the ways in which technology is changing the business landscape.

Making Europe work for business is our main aim at COBOCE. Our members 
are British Chambers of Commerce located in 35 European countries with a 
combined membership of around 8,000 businesses.  We are working with our 
members, affiliated organisations and commercial partners to overcome the 
real and perceived barriers to international trade and business. 

We are very excited about the potential for technology to provide new ways of 
breaking down barriers to international growth. In fact, we recently launched 
our own international online platform, COBCOE Connects, also featured in this 
magazine, which provides a new and trusted environment for business growth 
by enabling members of chambers of commerce in different markets to make 
contact with each other, whether they are looking for distributors, suppliers, 
service providers or partners to collaborate with.

I hope you find the information in this magazine useful and that you will stay in 
touch with COBCOE if you are not already connected to us. Please contact us if 
you are interested in working in partnership with us, or our membership.

David Thomas MBE,
Executive Chairman, 
COBCOE
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Conference 27 April 2017, ICAEW, London

Registration

Michael Izza, Chief Executive, ICAEW

David Thomas MBE, Executive Chairman, 
COBCOE

Keynote guest: Rajesh Agrawal, Deputy Mayor 
of London for Business
Including Q&A

The rising world of Fintech that is changing 
the financial landscape
Panel

Patrick Imbach•	 , Co-Head of KPMG 
Technology Growth Team (Moderator)
Rachel Kent•	 , Global Head of Financial 
Institutions Group, Hogan Lovells 
Katrin Herrling•	 , CEO and Co-Founder, 
Funding Xchange
Helen Mitchell•	 , Fintech Specialist, 
Department for International Trade, 
Co-Founder and Director, Blukudu Ltd 
(pronounced Blue-koodoo)

There is an increasing call from business for 
alternative solutions to traditional, often 
perceived as cumbersome, traditional lending 
structures. Businesses are hungry for leaner, 
nimbler, reactive decision making, with instant 
access to finance and effective solutions to grow 
their business. 
The transformative world of Fintech is creating 
opportunities for new and innovative financial 
solutions providers. All businesses need access to 
finance and the rising stars of financial solutions 
providers are leading the way in serving the 
evolving demands of business across all sectors of 
the economy.

Refreshment Break

CONFERENCE PROGRAMME

DISRUPTIVE TECHNOLOGIES 
Digital Transformation and Innovation in Business

Disruptive technologies are changing the ways in which we do business. They are making digital transformation 
possible, providing new ways to break down the barriers to international business.   

With new solutions being launched almost every day, it’s not always clear how we should react to this phenomenon. 
How do we marry automation and the demand for instant access with the traditional support provided by people?  
Do we adapt or risk becoming irrelevant? How do we differentiate between technologies worth our investment and 
those unlikely to stand the test of time?

This conference will explore the new digital age for business and the evolving support structures that aim to help 
businesses to grow internationally in the increasingly changing political landscape, where new business leaders are 
emerging and new business models are evolving.

Synopsis and programme

Going Global in 2017 – Policies, Platforms and 
People!
Panel

Kevin Smith•	 , KPMG London Region 
Chairman  (Moderator)
Emma Jones MBE•	 , Founder, Enterprise Nation
Edward Pikett•	 , Digital Director, Department 
for International Trade
David Slater•	 , Director International Trade 
and Investment, and member of the 
Executive Board, London & Partners
Ray Qudos•	 , Head of Sales and Marketing, 
RDX Sports

Businesses increasingly need to look abroad 
for new customers and solutions. The help and 
support that an entrepreneur or SME needs is very 
different to that of a large multinational with an 
established global footprint.  As a remedy to this, 
a number of digital platforms and solutions have 
emerged with a combination of self-serve content 
as well as access to specific trade opportunities.  
Technology is changing the way we do business, 
but will it get businesses exporting? The reality is 
that generally businesses need ‘Policy, Platforms 
and People’ but where do they join and where 
do they hand off to each other?  Where is the 
human touch and where does it add most value 
and remain cost effective? Or, if we have the right 
policies, can machines do all the work?

Closing remarks, Anne-Marie Martin,  
Chief Executive, COBCOE

Networking lunch

Close
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http://www.cobcoe.eu


 3www.cobcoe.eu

Rajesh Agrawal, Fintech Innovator, Entrepreneur, Philanthropist and Deputy Major of London 
for Business  – Rajesh founded RationalFX in 2005 and Xendpay in 2014, both companies utilising 
technology to reduce the cost of international money transfer for businesses and individuals. Born in India, 
Rajesh is passionate about promoting entrepreneurship and creating opportunities for young people. He was 
appointed Chair of Oxfam’s Enterprise Development Programme in 2015 and has been a Patron of the Prince’s 
Trust for many years. As Deputy Mayor, Rajesh aims to be a strong voice for London’s business community, 
protecting jobs and growth, and ensuring that the capital remains the most open and attractive place to do 
business in the world.

SPEAKERS AND PANELLISTS

Michael Izza has led the ICAEW to become 
an international professional accountancy 
body. He regularly meets regulators and 
ministers around the world and is a well known 
media commentator. He has chaired three 
Treasury working groups and a taskforce on 
international financial transactions tax, and 
was on the UK Small Business Economic Forum.

David Thomas MBE is based in Poland where 
he owns and runs Net Investing, the leading 
P2P business financing portal. He founded 
the leading Polish fintech financing platform 
and has played a key role in the British Polish 
Chamber. He is non-executive director of 
several public companies and has held senior 
roles at HSBC, Schroder and Coopers & Lybrand.   

Rachel Kent is widely recognised as an 
authority on financial services regulation 
and outsourcing. She has been leading 
Hogan Lovells’ response to Brexit for financial 
institutions and is working with some of the 
sector’s leading industry bodies to navigate 
the issue, shape the debate and influence 
government and policy makers. 

Patrick Imbach helps startup and growth 
stage businesses succeed by providing 
guidance, advice and contacts. He has 
worked with a large number of high profile, 
venture backed businesses, including Fintech 
household names. A member of KPMG’s TMT 
leadership team, he represents the UK at the 
Centre of Excellence for Innovative Startups.

Katrin Herrling set out to disrupt inefficient 
SME funding by creating the first UK 
marketplace for businesses to easily access 
bank and non-bank funding. Announced as 
one of the designated referral platforms by the 
British Government, Funding Xchange now 
works with nine UK banks. She was previously 
with Bain & Company and American Express. 

Helen Mitchell’s Blukudu agency helps firms 
collaborate with technology SMEs to drive 
corporate transformation. She facilitates 
government-sponsored trade, export and 
investment initiatives and is named in the 
Women in Fintech Powerlist. She is a  strategic 
partner and mentor to the Mayor of London’s 
international business programme.

Kevin Smith is responsible for teams and 
offices delivering tax, audit and advisory 
services across London and the south of 
England, advising on international trade and 
helping businesses trade cross border. He leads 
KPMG’s relationships with the DIT, the Mayor 
of London’s International Business programme 
and Enterprise Nation’s Go Global programme. 

Emma Jones MBE set up Enterprise Nation 
after starting, growing and selling a business 
from home. It has become a small business 
community of over 75,000 people. A co-founder 
of  StartUp Britain, her appointments include 
chair of a digital careers platform, Business 
Ambassador focused on international trade and 
SME Representative, Crown Commercial Service.

Edward Pikett has been responsible for the 
build of a new online platform: great.gov.uk, 
launched in November 2016 in the UK and 
January 2017 internationally. He previously led 
partnerships and digital  while at the Prime 
Minister’s Office campaigns unit, launching the 
landmark GREAT campaign, before launching 
UKTI’s Exporting is GREAT digital campaign.

David Slater has successfully landed over 
1,300 FDI projects, creating over 20,000 new 
jobs and maintaining London’s global position 
since joining London & Partners, the official 
promotional organisation for London. He is 
on loan from the Diplomatic Service, having 
served 10 years overseas promoting the UK  
and working on European policy. 

Ray Qudos manages an international team 
and all agency partnerships at RDX Sports, a 
multi-million pound global ecommerce brand 
selling boxing and MMA supplies. By growing 
a team of technology and sales experts, 
together with a strategy  for multi-channel 
ecommerce, Ray has led international  growth 
into the USA, EU and Middle East.

Anne-Marie Martin is an experienced 
executive in the industrial and non-profit 
sectors. A presenter, panel member and 
moderator at conferences and events, she has 
been a visiting lecturer in PR and marketing 
related topics and is a Fellow of the Chartered 
Management Institute (FCMI). She holds tthe 
King Mihai I of Romania Medal for Loyalty.

http://www.cobcoe.eu


Disruptive technology enabling
chambers of commerce to

add more value

NEW BUSINESS SOLUTIONS

In February 2017, Marc Decorte became Chairman of TIAO, 
the company behind COBCOE Connects – the new platform 
linking chambers of commerce online so that businesses 
can find trusted contacts. We asked him what attracted him 
to TIAO and what he looks for in startups.

Marc Decorte is President and CEO of Shell in 
Belgium and Luxembourg. He is also a board 
member of several non Shell organisations, including 
chambers of commerce and technology startups 
and organisations.

Marc has 35 years experience in technology, 
business development, marketing and in driving the 
bottom line of  B2C and B2B businesses at global 
level. In the last six years, he has built up extensive 
expertise in digital transformation through his 
former position as Global VP Connected Digital 
Technologies. 

He holds a Master degree in Telecoms & Electronic 
Engineering from the University of Louvain-la-
Neuve, a degree in e-Commerce from  ICHEC 
Management School in Brussels and an Executive 
MBA from IMD in Lausanne.

During his career, Marc has been based in London 
and Budapest, and has travelled extensively. He is 
now based in Brussels.

How did you become involved 
in TIAO, the company that has 
developed COBCOE Connects?
I’m a member of the British Chamber 
of Commerce in Belgium through my 
role as CEO of Shell in Belgium, and I 
got to know the founders of TIAO. 

I also have a great deal of experience 
with chambers of commerce, as I am 
on the boards of the Dutch Chamber 
of Commerce for Belgium and 
Luxembourg in Belgium, for whom I 
carried out a strategic repositioning 
project, and also Brussels Enterprises 
Commerce and Industry (BECI), the 
chamber of commerce for Brussels.

When they were setting up the 
TIAO project and the platform, 
they approached me. What they 
were probably interested in was my 
background because I’m an engineer 
in telecoms and electronics and I’ve 
spent more than 30 years in two 
domains: firstly as a business leader, 
responsible for running business on a 
large scale, and secondly in shaping 
up technology solutions to help 
business.

With my understanding of what 
technology can do (I started a 
digital transformation team for Shell 
six years ago) and my experience 
of using digital to drive business 
combined with my board experience 
and responsibility for the bottom 
line, the TIAO team thought I would 
add value.

In my free time, for the last five years, 
I have coached startups in digital 
technologies and new materials as a 
hobby. I’ve now reduced my time at 

Shell and will be spending more time 
on startups and scale-ups.  

What attracted you to the COBCOE 
Connects platform?
Being active in chambers of 
commerce, I see two key elements:

The number one hope that 1.	
members have on joining a 
chamber is that they will grow 
their business
Growing business very quickly 2.	
equates to going international, 
for exporting, finding distributors 
and partners they can trust

COBCOE Connects, enabled by 
TIAO technology,  is really the tool 
that helps chambers to fulfill the 
promise that they have made to 
their members, which was the prime 
reason for the members joining. It’s 
core to what a chamber is.

If you look at chambers from a 
member’s perspective, after three or 
four years you have done the tour of 
all the other members. Where do you 
go then?

For chambers, to go on a platform is a 
unique opportunity that nobody else 
can offer. It’s like virtual networking. 
It creates the possibility to do 
commercial business in a digital way. 
If I was a chamber, this would be the 
tool to give my members a concrete 
offer about what the value add is of 
joining and staying a member.

Chambers’ budgets are not large 
enough to create their own large 
scale digital solutions, whereas the 
COBCOE Connects cost is mutualised.

Having helped a number of 
startups, have you identified the 
key to success? 
I only look at startups that have a 
disruptive element in their business 
model. They must create a new 
opportunity that did not exist before.
One of the criteria for success is 
that they start from the customer, 
and that’s what I liked in TIAO. They 
didn’t start with the technology. 
They knew that business was missing 
an element and that it was an 
opportunity for the chambers, and 
from that they generated the idea.
TIAO has a very clear understanding 
of what chambers do, what chambers 
need, what the opportunities are, 
and what members are looking for. 
And they can position themselves 
as partners, rather than suppliers to 
chambers. That’s essential.

www.tiao.world 4
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PROFESSIONAL BODIES

The accountancy profession 
is undergoing a digital shift. 
From cloud computing to 

sophisticated analytics to online filing, 
the impact of digital technologies on 
the profession today is significant. 
Newer trends on the horizon, such 
artificial intelligence and blockchain, 
could have an even greater impact.   
In the short to medium term, these 
technologies give tremendous 
opportunities for accountants to 
improve what they do and spend 
more time on valuable activities. 
However, the long-term implications 
of current trends could be profound in terms of what 
accountants do and the skills they need.

STAYING RELEVANT
Accountancy is grounded in business and the needs 
of management, investors and others. And while the 
principles of accounting may be unchanged since 
the days of Pacioli, the work of accountants has 
changed dramatically as new waves of technology 
have enabled faster, more efficient, and more 
valuable outputs. 
The fundamental aim for the profession in this 
dynamic context is to retain and improve its 
relevance and value to businesses. Technology gives 
tremendous opportunities to do this and there are 
many examples of digital innovation in the profession 
now, from data analytics in audit to cloud-based 
accounting models. 
There are also many more opportunities. Greater 
use could be made of different sources of data to 
bring fresh insights about customers, operations 
or strategy. Predictive models could play a larger 
part in strategy, planning and control activities, with 
risks and opportunities more clearly identified and 
understood. Accountants need to focus on solving 
real problems with digital technology, and combing 
their expertise with powerful new tools. 

HAVING THE RIGHT SKILLS
While accounting tasks can remain central to 
organisational success, it is not necessarily the case 
that accountants will still be needed to do them. 
Many aspects of digital technology dramatically 
reduce the need for accountants in many aspects 

of basic book-keeping and compliance work. In the 
coming decades, intelligent systems will take over 
more and more decision-making tasks from human 
experts, such has accountants.
This will result in significant change in the work 
many accountants do and the skills they need. 
Many accountants are already developing skills in 
areas such as IT and data in order to deliver new 
and existing services. Human capabilities such 
as creativity and communication, which are not 
so easily automated, are becoming increasingly 
important. There is also a growing emphasis on 
continual learning and having the motivation to build 
new skills throughout a career. 
It is key for professional bodies to support their 
members to develop these skills – a message 
ICAEW is taking to other professional bodies across 
Europe at our annual Accountancy Profession 
Strategic Forum in Cyprus in May.
But in the coming decades, there is likely to be more 
substantial change to jobs across the economy, 
including the accountancy profession, because of 
increasingly powerful technologies. This will lead 
to very different ways of working with computers 
to exploit the best of both worlds – artificial and 
human intelligence. To make the most of these 
opportunities, the profession needs to be open 
to radical change, driven by the value it offers to 
economies and societies, and focused on the 
unique skills that accountants bring. 
Kirstin Gillon leads ICAEW’s IT thought leadership work. 
For more information on ICAEW’s work in this area, visit 
icaew.com/ITleadership.

ACCOUNTANCY: 
BECOMING A DIGITAL PROFESSION

www.icaew.com  5
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4 STEPS TO SECURING 
global supply chains 
IN A DIGITAL WORLD
By Jurga Zilinskiene, CEO, Today Translations

SECURITY

The 2011 hack of the 
Playstation Network cost the 
manufacturer, Sony, $171 

million. That may have been the 
costliest data breach of all time, 
and with accusations swirling of 
interference with global elections, 
cyber security threats are in the 
spotlight more than ever. What does 
this mean for businesses?
Of course businesses must be 
vigilant, but there is a potential 
Achilles heel: the supply chain. 
We all know the importance of 
knowing your customer, and the 
same applies to knowing your 
partner: who are they and can they 
be trusted? Especially when handling 
information that would expose you 
to serious risk if it were lost or stolen.
Recent events in Europe and the US 
are changing the game in business. 
As companies on both sides of 
the Atlantic and further afield are 
looking at new markets and new 
relationships, here are some steps 
you can take to ensure your supply 
chain is both secure and prosperous.

1.IDENTIFY THE ‘LINKS’ IN 
YOUR SUPPLY CHAIN
To use the old adage: a chain is 
only as strong as its weakest link. 
That may seem obvious, but the 
modern supply chain is so complex 
and varied. Manufacturers, import/
exporters, brokers, third-party 
logistics and warehousing are all 
potential vulnerabilities. 
Even if your company’s focus is 
a service or intangible, you will 
probably have to involve law 
firms and translators to trade 
internationally, and every company 
has an IT or telecoms provider. 
Hackers managed to steal credit card 
details of 110 million customers of 
the American retailer Target by first 
using a compromised login from a 
supplier’s IT system. 

2.RISK ASSESSMENT 
You need to be confident in both 
the physical and cyber-security of all 
the ‘links’ in your supply chain, from 
raw material to customer. Once you 
have a conclusive understanding 
of all that is involved in your supply 
chain, you should develop a formal 
risk assessment process. Understand 
the risks and threats in each phase, 
and evaluate each party’s ability to 
defend against and respond to them. 
If you need third-party assistance as 
part of the risk assessment process, 
for example due-diligence in a 
foreign language, make sure you can 
also trust that third party.
Independent accreditation like 
ISO27001 for information security 
management is an excellent means 
to assess how prepared your partners 
really are in the face of such threats. 

3. SHARE INFORMATION 
Once you are confident of all the 
companies you are working with, you 
should, within reason, encourage 
the sharing of information between 
departments, companies, and 
stakeholders within your supply 
chain.
Not only does sharing information 
about risks and threats improve 
the overall security, and therefore 
stability, of your supply chain, but 
it also helps build professional 
relationships and engenders 
cooperation. Moreover, good 
relationships with companies in your 
supply chain will help you deal with 
any international trade regulations 
and potential impediments more 
effectively.

4. BE FLEXIBLE AND 
CONTINUOUSLY IMPROVE
Don’t be afraid to try new methods or 
make changes to your supply chain 
to improve security and efficiency. 
If, as part of the risk assessment 
process, a company within your 
supply chain is found lacking and 
is unwilling to change, you need 
to strongly consider whether your 
relationship with them is worth the 
risk they pose.
The digital supply chain is more 
intelligent, scalable, adaptable, 
and rapid. Companies that realize 
more of these advantages will reap 
the financial rewards. However, the 
very connectivity that makes it so 
advantageous also significantly 
increases risk. Ensure your own 
company’s security is robust, and 
build strong relationships with 
trustworthy partners to build a 
secure and prosperous supply chain.
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Debunking the myths of

DIGITAL MARKETING
By Rebecca Herle, Marketing Consultant, Kompass

Everybody is talking 
about it but do people 
really know what Digital 

Marketing is? I began by 
asking Google and this is what 
it said:
“Digital marketing is an 
umbrella term for the marketing 
of products or services using 
digital technologies, mainly on 
the Internet, but also including 
mobile phones, display 
advertising, and any other 
digital medium.”

BUT IS IT JUST THAT?
Digital channels are not 
that new; the internet, email 
marketing, websites, banner advertising, 
social, etc have all been around now 
for some time. But in the last 18 to 24 
months something else has evolved. 
A new phraseology with terms such as 
’Growth Hacking’ have arrived, which 
is a process of rapid experimentation 
across marketing channels and 
product development to identify the 
most effective, efficient ways to grow a 
business. Growth hackers are marketers, 
engineers and product managers 
that specifically focus on building and 
engaging the user base of a business.
NEW NAMES FOR OLD THEMES  
This supports my view that the 
terminology developing around digital 
marketing is actually just a rehash – a 
refreshed view of marketing applied to the 
evolution that 21st Century technology 
brings us. Growth hacking methodologies 
are generally used by startups looking to 
get a quick launch into their marketplace, 
shortcutting SEO and organic growth by 
adding, piggybacking and ultra-linking 
tactics to campaigns. You will still need to 
create the backbone marketing eventually 
– or in tandem if you’re smart about it. 
There is no definitive shortcut to gaining 
speed growth in customers. If there was 
a quick guide to this methodology we’d 
all be crashing servers around the world 
to access it. Tactics are fast developing, 
but as quick as hackers grow, so 
does technology and the God Google 
becomes wise to it.

CUSTOMERS BECOME USERS
At the heart of every effective digital 
marketing strategy is the customer, 
defined in digital terms as ‘the user’ as 
using digital channels for engagement is 
inviting a customer on a user experience 
journey. Is this so different to what has 
become known as ‘traditional marketing 
methodologies’?
Yes and no. Yes because the pace of 
digital channels requires a higher level 
of integration and engagement in your 
marketing. For example, a really clever, 
stop-you-in-your-tracks direct mail piece 
can be very effective, but it doesn’t 
require any definitive on-the-spot action, 
there is no ‘click here’ or ‘read more’. A 
compelling message will provoke action 
over a period of time, whereas digital is 
in real time, so your message is on the 
live stage and it is this that heightens the 
customer expectation.

WHAT DO WE MEAN BY 
JOURNEY IN DIGITAL TERMS?
User Experience (UX), Customer 
Experience (CX) and User Interface (UI) 
are all absolute essentials in your digital 
marketing toolkit. They are the foundation 
layers that make the channel marketing 
activities work. If you don’t pay attention 
to developing the best UX and CX 
possible, you may as well return to the 
old days of un-targeted marketing to the 
masses and engaging no-one. UX is the 
process of users interacting with your 
product or brand and the experience 
they receive from that interaction. It is 

measured with metrics such 
as success rate, error rate, 
abandonment rate, time to 
complete task, and clicks to 
completion.
CX encompasses all the 
interactions a person has 
with your brand digitally and 
otherwise. It has several 
points of measure; overall 
experience, likelihood to return 
or repeat use, and likelihood 
to recommend to others. 
This digital channel transition 
has naturally evolved over 
time, and was inevitable. It 
is efficient and effective if 
executed well. How often do 

you open an email or google something, 
click an ad and expect an immediate 
response or answer? 
Email campaigns are now the epitome 
of consumer engagement, it has to be 
smart, subliminal and all engaging.
Mobile technology has made us all 
dependent on a quick response. It is the 
single biggest channel that has massively 
raised the bar for marketing. 

WHAT ABOUT BIG DATA?
Big data is arriving from multiple sources 
at alarming speed, volume and variety. 
To extract meaningful value from big 
data, you need considerable processing 
power, analytical capabilities and skills. 
Big Data, or simply data, underpins all 
marketing strategists’ thinking. It is the 
measure of what we all do. Human 
consumption, habits, patterns and the 
measure of them all. This is what analytics 
are made of. And it is these analytics that 
enable us to understand and analyse our 
customer patterns of behaviour. This is 
what the savvy marketer and business 
will react to, after all, it is the customer 
defining the marketing journey it wishes to 
embark upon. And therein lies the heart 
of digital marketing. It is everything around 
us at all times. Every digital process and 
social media exchange produces it. 
Systems, sensors and mobile devices 
transmit it. 
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Kompass is a founding partner of 
COBCOE Connects, a COBCOE Strategic 
Alliance partner and a Brexit Ambition 

partner  

http://www.kompassinfo.co.uk
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Discover InControl   by Jaguar Land Rover
InControl is a suite of services and applications that connects you to your vehicle and 
links you seamlessly and securely with the outside world.

Controlled by an Intel 
Multi-Core processor 
with High Speed 

Ethernet network through the 
Touchscreen, just like a tablet, 
InControl navigates accurately, 
keeps you connected and 
entertained, calls for assistance 
if required, and more. 

The Remote app allows you to 
connect you to your vehicle 
from anywhere in the world via 
your smartphone. 

Driver Assistance frees 
you to enjoy your vehicle’s 
performance, and the drive, 
whether you’re parking in town 
or out on the road.

INCONTROL INFOTAINMENT
Jaguar Land Rover’s 
most advanced in-car 
entertainment systems will 
keep you entertained, while 

the navigation 
system gets 
you where you 
need to go. 
Designed to 
make driving 
safer and more 
enjoyable, 
Touch, Touch 
Pro and Touch 
Pro Duo 
deliver the car 
maker’s most 
advanced car 
infotainment 
systems ever. 
Connect your 
smartphone to access apps and 
enjoy music through the high-
quality sound system.

Touch is multimedia and 
navigation with an 8” 
Touchscreen with intuitive 
touch and swipe controls.

Touch Pro features a highly 

responsive multi-touch display  
10” Touchscreen that allows you 
to touch, swipe and pinch-to-
zoom to control maps, media 
and settings.  It also offers 
intelligent voice recognition.

Touch Pro Duo, the latest 
infotainment system seamlessly 
integrates two 10” high-
definition Touchscreens, 
allowing you to simultaneously 
interact with multiple features 
easily and conveniently.

MERIDIANTM SOUND 
SYSTEMS
Experience your choice of music 
with more clarity and precision 
than ever before, thanks to 
Meridian’s superb car audio 
tech. Meridian Audio’s best-in-
class car sound systems provide 
a consistently exceptional 
quality audio experience for all 
passengers in the vehicle.Meridian’s care sound systems provide quality audio for all passengers

VEHICLE TECHNOLOGY
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Discover InControl   by Jaguar Land Rover

NEW HEAD-UP DISPLAY
Keep you eyes on the road with 
Head-Up Display that projects 
transparent relevant driving 
information directly onto the 
windscreen. 

This newly enhanced Head-
up Display is presented in 
high resoltion graphics and 
full colour to optimise use. It 
presents key vehicle data such 
as your speed, position and 
navigation directions on the 
windscreen.

NAVIGATION PRO
Enhanced by Connect Pro, 
Navigation Pro learns your 
regular routes to update you 
with information, traffic and 
ETA.

INCONTROL DRIVER 
ASSISTANCE 
These features help you to stay 
safer on the road and while 
parking. You can minimise the 
risk of bumps and scratches 
when parking in narrow urban 
spaces with Park Assist. 

Driving features help keep your 
eyes on the road, alert you to 
incidents and hazards, and warn 
you if you if your concentration 
levels change.

INCONTROL CONNECTIVITY
Everyone connects easily inside 
your Jaguar with Connect and 
Connect Pro packages for a 
seamless experience. You’re 
in control of your Jaguar 
from a distance too, with 
Remote Essentials or Remote 
Premium. And you can choose 
the additional reassurance of 
Protect and Secure Tracker 
options keeping you and your 
Jaguar safer.

Specific features described here may be 
optional and powertrain dependent. 
Please consult your local retailer for 
availability.

lInControl puts entertainment and information at your fingertips

VEHICLE TECHNOLOGY

Jaguar Land Rover became a COBCOE 
Strategic Partner in 2013 and is now a 

Global Strategic Partner.

http://www.landrover.com
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AIR TRAVEL

When London City Airport opened its doors 30 years ago, 
mobile phones looked like bricks and Canary Wharf was still 
a building site. If you wanted to use the airport, like 133,000 
passengers did in the first full year of operation, you had a 
choice of three destinations. Fast forward to 2016 and annual 
passengers reached an all-time peak of 4.5 million, with 
flights today departing to 45 destinations across the UK, USA 
and Europe; connecting London’s business community with 
opportunities both domestic and international. Yet the airport 
terminal’s physical footprint remains largely the same as it did 
in 1987.
Change is underway – the airport is responding to increased 
demand with a £350 million development, construction for 
which begins this year. In the meantime, the airport has 
capitalised on the latest technology in order to uphold the 
passenger proposition which users of the airport value so 
highly – that of a 20 minute journey from the front door to 
departure gate, and 15 minutes from plane to train, upon 
arrival. 
Like many business sectors, the airport’s customers have 
growing expectations and today it’s not just about a seamless 
experience and intuitive design, but also well integrated 
technology to provide accurate information and efficient 
journeys. The consumer has become savvier and has the 
tools at their fingertips, with disruptive products shaking up 
the playing field. 
At London City Airport, 
investing in innovation is part 
of our DNA. As a relatively 
small, agile business, the 
airport has the advantageous 
capacity to act as a proving 
ground for new technology solutions that improve our airport 
and global aviation more widely. We’re also situated in East 
London, home to one of the most thriving tech communities 
in Europe, so the talent to come up with new ideas is on our 
doorstep. 
In the last year, the airport became the first in the UK to 
introduce automatic real-time flight updates via both Twitter 
and Facebook Messenger, the first to install a state-of-the-
art open plan full body scanner, and we led the way with a 
real-time customer feedback system, enabling passengers 
to praise efficiency and also flag potential issues across 
60 different locations. Real-time ‘Feedback Now’ data is 
delivered to operations, service delivery and passenger 
experience teams, meaning we can allocate resources 
appropriately which ultimately means a better experience for 
our passengers getting from A to B.
We also carefully pick solutions which we know fit our 

passenger profile, given 52% are business travellers. AirPortr, 
which provides a door-to-door luggage transfer service, 
is a great concept – meaning passengers can remove the 
inconvenience of hauling luggage around London or to their 
meeting. It demonstrates how companies are adding value at 
different stages of the passenger journey.
Behind the scenes we’re trialling an artificial intelligence 
solution to improve aircraft stand allocation and new digital 
technology to improve turnaround times. We’ve also been 
working with a Greenwich-based startup called Crowd 

Vision over the past few 
years, which uses camera 
technology throughout the 
airport to monitor passenger 
flow, helping the airport to 
maintain its proposition. 

Looking ahead, we want to redefine the end-to-end journey 
and devolve more power to passengers; this includes 
plans for an app which integrates each aspect of the 
journey. So the journey from your office in Canary Wharf 
to hotel in Amsterdam is supported by a mobile one-stop-
shop, assimilating key services, be it for wayfinding, flight 
information, hotel bookings, weather, retail and refreshments 
pre-order, and onward travel. 
Technology is crucial to how we run our day-to-day business 
and forms the bedrock of our plans for a smart, connected 
airport of the future. Given how far we’ve come in 30 years, 
it’s an exciting prospect to consider what innovations the 
next 30 years have in store for London City Airport and our 
passengers. 

30 years of 
INNOVATION at

London City Airport
By Alison FitzGerald, COO of London City Airport

“It’s not just about a seamless experience 
and intuitive design, but also well 

integrated technology for accurate 
information and efficient journeys” 
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London City Airport is a COBCOE Event Partner and Make 
Europe Work! award sponsor
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The future of the 
classroom is digtal 

By Professor Dr Maurits van 
Rooijen

Nowadays, the importance of information and communications 
technology (ICT) in almost any organisation has surpassed the 
stage of desirable – in many cases it is of existential importance. 

EDUCATION AND SKILLS

Whether related to promotion 
of products, production of 
products, or administration, 

competition has a direct correlation 
with effectiveness of ICT and the cost 
effectiveness of the ICT solutions 
themselves.

Even politics is not immune, as Donald 
Trump recently demonstrated when 
he was able to replace much of the 
influence of traditional media with 
Twitter comments. ICT is not merely 
a technical issue; it requires new 
thinking and full integration within 
the organisation, whether it deals 
with business, public administration, 
politics, health, or indeed education.

For the education sector, there are 
three predominant points worth 
noting:

1. The urgent need to train more 
specialists who understand ICT 

not just in technical terms but also 
in terms of organisational solutions. 
This implies that there is also a great 
need for sector-specific ICT experts, 
e.g. in health, hospitality and retail. 
Each sector requires specific solutions 

and hence focused ICT specialists. 
Moreover, there is a massive demand 
for those who can keep cyber 
operations secure. Responding 
rapidly to these big needs in society is 
becoming increasingly essential, and 
it’s not an easy task in a sector that 
has to comply with many external and 
internal regulations. Luckily, in my 
experience, private sector education 
tends to be faster as it is more focused 
on demand.

2. At all levels in a modern 
organisation, there needs to be 

a mutual understanding between 
those dealing with the ICT and the 
others, even at the most senior level. 
This is not always easy. A CEO might 
understand the CFO but often has 
much greater challenges to relate 
to the realities of the CIO and vice 
versa. They simply do not speak the 
same language which can cause 
suspicion – and even dysfunction – 
in organisations. So in this respect, 

educational 
organisations 
can and should 
play a major 
role: bringing 
the key actors 
together through 
programmes that 
create shared 
understanding 
about objectives 
and means, 
as well as 
developing 
a ‘common 
language’.

3. Last but not least, ICT has an equal 
impact on learning and teaching. 

Contrary to the prediction of some, it 
will not mean the end of the classroom. 
But the impact is similar to that of the 
book printing press: no longer did 
lecturers need to ‘read’ (i.e. dictate 
manuscripts for copying). Instead they 
could teach students how to learn and 
continue to learn, and use more time 
on debating skills, critical and logical 
thinking, and personal development 
in order to be more successful in life. 
With the new ICT tools, acquisition of 
knowledge and certain life skills can 
be facilitated more effectively, and in a 
much more personalised way via online 
provision. And this creates greater 
opportunity for learning additional 
skills and personal development in 
a face-to-face environment or group 
setting. ICT gives us the opportunity to 
reinvent the classroom, boosting the 
strength of education.
Many Global University Systems 
institutions provide students with 
the opportunity to study online. In 
particular, InterActive delivers its entire 
spectrum of programmes exclusively 
online. Another, Arden University, offers 
a fantastic range of online learning 
opportunities, many of which focus 
on the ICT sector. Their postgraduate 
programme in IT security management 
encompasses aspects of ICT which play 
a vital role in the success of a business, 
regardless of whether they’re centred 
on technology, or not.

Professor Dr Maurits van Rooijen is Chief 
Academic officer at Global University 
Systems, an international network of 
higher-education institutions.

Global University Systems is a COBCOE 
Global Strategic Partner

www.universitysystems.com

There is an urgent need to train more specialists

http://www.globaluniversitysystems.com
http://www.globaluniversitysystems.com/our-institutions/interactive
http://www.universitysystems.com
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To quote a recent PwC global 
workforce report, “history has 
taught us that UK business 

is adaptable and innovative when 
confronted with new challenges and 
opportunities.” The current political, 
economic and regulatory landscape 
has certainly been a catalyst for 
change and innovation. 

Cross-border inefficiencies, regulatory 
requirements and unnecessary 
financial barriers, such as payment 
charges, have created opportunities 
for new, non-bank entrants into the 
international payments marketplace. 
It’s more important now than ever to 
protect your money when making 
international currency transfers, 
whether from a business or personal 
perspective – currency volatility has 
traditionally made this a minefield for 
individuals and businesses alike. 

Payments are changing. Consumers 
and businesses are used to the 
ease of access of mobile banking 
systems, rather than traditional 
banking methods, and this is now 
extending to cross-border payments. 
Priorities for clients are speed, 
cost savings, increased control 
and enhanced customer service. 
Companies are having to evolve 
and innovate in order to meet these 
demands.

CUSTOMER DRIVEN INNOVATION
IN FINANCIAL SERVICES

“You once bought insurance from 
a bank – now you’re unlikely to,” 
says David Johnson, Director at 
currency specialists, Halo Financial. 
“It’s a change that’s accelerating 
in the financial services industry. 
Currency brokers like Halo financial 
are challenging traditional suppliers 
of foreign exchange by constantly 
innovating to be better at delivering 
what customers want and need.”

ONLINE TRADING
Online currency trading has made 
what used to be a complex and 
convoluted process into a quick and 
simple one, accessible from your 
mobile device. “The Halo Online 
system gives clients the ability to 
make payments to several different 
beneficiaries from one currency trade, 
meaning you could trade when the 
rate suits you, but break that down 
into several different payments: one 
to family, one for bills, one for a 
mortgage, for example. Previously, 
this would require a different trade 
for each payment, with exchange 
rates moving in that time. By being 
able to make payments to multiple 
beneficiaries at once, you will get the 
same exchange rate across them all,” 
says Chris Wiseman, Head of IT at 
Halo Financial.

Online trading 
also provides 
real time 
exchange rates, 
rather than the 
daily averages 
provided by 
most banks, so 
clients can see 
how the markets 
are moving while 
they are setting 
up their trades.

FOREIGN EXCHANGE

INNOVATIVE TECHNOLOGY 
The type of technology behind 
innovations such as Blockchain is 
leading to further innovation within 
the financial sector. “We are able 
to use a similarly innovative type of 
technology to provide end-to-end 
validation for our clients – something 
not traditionally offered by banks – 
making the process smoother and 
simpler, while still adhering to strict 
regulatory protocol,” Chris explains. 
“For example, when a client registers 
with us, we can use this technology 
to provide real time ID validation by 
only using a few key ID fields. This 
complies with Know Your Customer 
(KYC) and money laundering 
regulations, while making it easier for 
the customer by not having to answer 
so many questions. It’s also a simple 
way to avoid fraudulent or criminal 
activity.”

For further information on managing 
your foreign exchange risk, visit 
www.halofinancial.com or contact the 
team at Halo Financial on 
+44 (0) 20 7350 5470.

David Johnson, Director at Halo 
Financial: “You once bought insurance 
from a bank – now you’re unlikely to.”
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Halo Financial is a COBCOE Connects 
partner
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AIG European cyber claims 

AIG Europe, part of global insurer American 
International Group, Inc., recently released details of 
European cyber claims received between 2013 and 

September 2016 – highlighting both most frequent and 
developing trends in the sector. 

While headlines are dominated by major data breaches and, 
more recently, by audacious Distributed Denial of Service 
(DDoS) attacks, it is encryption ransomware and cyber 
extortion that is one of the fastest growing cybercrimes, 
accounting for 16% of the cyber claims received by AIG in 
Europe, the Middle East and Africa (EMEA) during the period, 
with a further 4% of claims relating to other cyber extortions. 
2016 in particular has seen a proliferation of cyber extortion 
attacks. 

Noona Barlow, Head of Liabilities & Financial Lines 
Claims, Europe, commented “This year we have had a 
lot of notifications from businesses that were victims of 
ransomware type attacks, and nearly all of them had extortion 
elements to them as well. We are seeing cyber extortion and 
ransomware as one of the fastest growing areas of claims. In 
cases of cyber extortion, claims severity depends on the type 
of organisation, the level of business interruption caused 
and need for forensic investigation and system restoration. 
While ransom demands typically remain small, this form of 
extortion is a lucrative and relatively straightforward way of 

 INSURANCE

Statistics reveal extortion and ransomware to be 
the fastest growing source of cyber loss

accessing ‘fast cash’ for cyber criminals and we can only see 
it growing in the future.”

Unsurprisingly, the majority of cyber claims currently 
emanate from industries that are required to notify 
customers if sensitive data has been compromised, with 
financial services accounting nearly a quarter (23%) of all 
AIG’s EMEA cyber claims received during the past three 

years, followed by communications, 
media & technology (18%), a category 
that includes telecommunications.

Extortion and ransomware however 
tend to be found across a wide range of 
industries – often without any obvious 
online or IT angle – and are as likely in 
smaller businesses as large. 

For example, an online gardening 
business that discovered ransomware 
was encrypting their files. While the 
small business did not have a significant 
amount of sensitive data that could 
have been compromised, they were 
unable to contact customers and access 
invoices. 

AIG is a COBCOE Global Strategic Partner
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Here is our best 
advice:

1. Establish clear 
and engaging 

messages, tone of 
voice and brand 
personality that 
stand you apart from 
your competition. 
Research what your 
competitors are 
doing and saying, 
analyse the findings 
and agree your USP.  

2. Take the time to identify 
all of your stakeholders 

and develop a plan to reach 
them; the media, social 

media and influencers are stakeholders in their own 
right, as well as suppliers, customers, employees, 
local communities, industry trade and professional 
associations, and governmental and regulatory 
bodies. 

3. Drill down to the specific target customer and 
media. Once you have agreed who you are 

targeting, work out the media they consume. Divide 
this into those you want to contact proactively: ones 
you would like to consult and partner with, and 
reactively: ones you will keep informed and involved.  

4. Agree your priority social media platforms. We 
all know that there are many options and that 

doing them properly requires a lot of resource. The 
most common issues we see include leaving interns 
in charge; broadcast heavy, engagement light 
approaches; and failing to plan content strands and 
learn and adapt from insights.   

5. Invest in activity that will really get you noticed. 
To make waves as a challenger brand you 

should aspire to go beyond e.g. flyering, media 
product placement and social media maintenance, 
by additionally thinking about stunts, pop-ups, brand 
partnerships, events, research and influencer tie-ups. 

 

THE DISRUPTIVE 
DREAM 
If you work for a 
brand that is truly 
disruptive – creating 
a new market 
by displacing 
established market-
leading firms – you 
are off to a strong 
start in terms of 
getting your industry 
and stakeholders’ 
attention. Getting 
your positioning 
and messaging right, dealing 
with reputational issues and 
maintaining your market 
leading position will be 
challenging, while marketing and communicating an 
innovative product that everyone in your sector is 
clamouring to know about, use and be associated 
with, will require careful planning.  

THE CHALLENGER REALITY 
However, today it is hugely challenging to come 
up with the next Uber, Airbnb, Facebook or Apple. 
The reality for most new technologies involves one 
or more of the following: likely to disrupt only a very 
narrow area within an established market segment, 
competing with a number of competitors, business 
facing only and therefore does not warrant wide-
scale consumer awareness. These circumstances 
make such products significantly less interesting 
to the stakeholders you are trying to attract, and 
in greater need of marketing and communications 
support to get noticed. 
So the question is: what do the majority of 
technology brands, who in reality are not disrupting 
a large sector of the market, do with their marketing 
and communications to aid their disruptive 
objective? 

DISRUPTIVE MARKETING AND 
COMMUNICATIONS  
The first piece of advice is to think and act like a 
challenger brand. As PR and marketing consultants 
specialising in market entry we see a lot of tech 
brands that set out to disrupt, but fail to meet their 
potential.  

MARKETING AND COMMUNICTIONS

14

Disruptive technology is just the start…

Disruptive marketing and 
communication campaigns are also vital

Rochester PR is a market entry specialist and 
a COBCOE Connects partner

By Jo Williams, Associate Director, 
Rochester PR, Group

http://www.rochesterprgroup.com
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LEGAL PERSPECTIVES

T hirty years ago, the world appeared to be 
defined by three acts of a Conservative 
Government. The big bang, top rate tax cut 

to 40%, and Margaret Thatcher championing the 
European single market.
Was that the seeds of Brexit?  No. Take a deeper look 
and you will see that the really big story of those years 
has been the relentless march of technology: mobile 
phones, computers, the internet, social media, big 
data, and the algorithm.
An ‘elite’ now exists as a global village in cyberspace, 
inhabited by professional classes in metropolitan cities 
who spend more time connected to New York than 
to people down the road.  My first road trips were to 
Wakefield and Derby; for my equivalents today, it is 
more likely Washington DC or Dubai.
Whilst there have always been divisions in society, 
geography kept them 
in check and primarily 
economic. Brexit lays 
bare the situation 
in the UK. The 
professional classes 
of the US and UK are 
no longer “divided 
by a common language”, but rather from the societies 
around them. But Brexit isn’t just about division, it is 
also about a feeling of powerlessness – for individuals, 
but also for corporations. 
In the typewriter era contracts were short and simple. 
But word processing allowed contracts to explode in 
length and complexity making it increasingly difficult 
for organisations to fully understand them. String 
contracts together in chains, or trade them like assets, 
and understanding drops further. Many organisations 
I speak to increasingly feel a lack of “control” in what 
they are doing – but control hasn’t been ceded to 
Europe or a global elite but to a black-box. 
If someone has grabbed control it can somehow be 
‘taken back’.  Corporates need to now focus on a few 

ONLY CONNECT
Brexit reveals a society divided by the power of technology – post-Brexit the 
UK needs to harness that power to heal the wounds.
By Peter Watts, Hogan Lovells

areas. Firstly, 
to avoid an 
obsession with 
the obvious – 
regulation, trade 
and tax rates 
– and to focus 
on a future 
of increasing 
connectedness. 
Connecting 
with colleagues, 
and non-work 
colleagues, who are down the road from us, as much 
as with people on the other side of the world.
Secondly, now, more than ever, organizations should 
be embedding a culture of transparency – from the 
mail room to the board room.

And finally, 
businesses shouldn’t 
be relocating 
from London or 
pouring money 
into infrastructure. 
Bringing business 
together with talent in 

the regions to create a virtual workforce far beyond the 
M25 is more important now than ever.
Rebalancing our focus in a post-Brexit world so that 
responsibility, connectedness and transparency are 
genuinely as important as shareholder value has never 
been more critical. The UK is hardly alone in facing 
these challenges but our size, stability and strengths 
give us a real opportunity to show leadership. We 
can’t slow down change, but we can turn it to our 
advantage.
Peter Watts is a Partner at Hogan Lovells in the 
Commercial, Patents and Space and Satellite 
practices.

In the typewriter era, contracts were short and 
simple. But word processing allowed contracts 
to explode in length and complexity, making it 
increasingly difficult for organisations to fully 

understand them.

Hogan Lovells is the lead partner of COBCOE’s 
Brexit Ambition initiative

http://www.hoganlovells.com
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MAKE EUROPE WORK! BUSINESS AWARDS 
These awards recognise companies that are 
demonstrably making Europe work for them. They are 
open to businesses that belong to COBCOE members 
and affiliate organisations. Winners are decided by vote 
by COBCOE members.
Trade Development in European Markets for 
significant expansion to any countries in Europe.

2016 winner: TransferWise, the peer-to-per platform 
matching currency buyers and sellers

Breakthrough Trade for companies on the cusp of 
entering into trade from the UK to Continental Europe 
or from the Continent to the UK.

2016 winner: AHDB Beef and Lamb, for entry into 
the Polish market.

This year’s Awards Dinner takes place at the 
Ironmongers’ Hall on 27 April. This annual event is an 
opportunity for COBCOE’s international networks to 
gather together and celebrate the success of those  
working to expand their international business, and the 
achievements of COBCOE members. 
COBCOE thanks the Event Partners for their support: 
London City Airport, the closest airport to the City of 
London, just 22 minutes from Bank station
Alexandrion, the leading drinks company from 
Central Eastern Europe
Aqua Carpatica, nitrate-free water from the 
Carpathian mountains

COBCOE Awards Dinner 2017
Guest speaker: Conrad Bird CBE, Director, GREAT Britain 
Campaign – a government insider for many years, Conrad 
is based in the Department for International Trade and was 
formerly at No.10 Downing Street. He will reveal the campaign’s 
vision fot the future as it enters a new global phase.
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CHAMBER OF THE YEAR AWARDS
For COBCOE members, the Chamber of the Year Awards 
are an opportunity to evaluate and recognise performance in 
key areas and encourage continual development.
 

Categories and 2016 winners

Chamber of the Year 
British Chamber of Commerce in the Slovak Republic

Best Small Chamber 
British Chamber of Commerce in the Czech Republic

Awards for Excellence

Events Management 
Franco-British Chamber of Commerce and Industry 

Trade Development 
British Chamber of Commerce in Spain

Corporate Social Responsibility 
British Chamber of Commerce in Belgium

Membership Development 
British Polish Chamber of Commerce

Digital Communications 
British Bulgarian Business Association

Howard Rosen Award for Excellence 
Mike McKay, British Swiss Chamber of Commerce

ABOUT COBCOE
THE COUNCIL OF BRITISH CHAMBERS OF COMMERCE IN EUROPE
A trusted, multilateral network driving international trade

Cost: 
FREE for  
SMMT members

£120 for  
non-members

30%
discount  
Quote COBCOE17 

Register at  
www.smmt.co.uk/
events/open-forum

Over 300 senior and high quality 
supply chain delegates from OEMs, 
tier 1, medium and small suppliers

Confirmed speakers include:

Alan Draper | Ford
Director, Purchasing Ford  
of Europe and Global Team 
Value Management

Ford and the UK Supply Chain

Michael Flanagan | Adient

Vice President

Future Automotive Technology 
and Market Trends – The View 
and Response of Adient

Chris Turner | ARM
Director of Advanced  
Technology Marketing

As cars becomes computers on 
wheels where will they take us?

THE 
AUTOMOTIVE 
SUPPLY CHAIN 
NETWORKING 
EVENT 7 June 2017

at

6-8 June 2017,NEC Birmingham

COBCOE is an independent, not for profit 
organisation representing British chambers 
of commerce and business associations 

in 35 European countries. Acting as an umbrella 
organisation, COBCOE works with members, partners 
and affiliates to advance international trade and 
business.

The core membership represents around 8,000 
business members. A further 50 chambers of 
commerce and associations in the UK and around 
the world are affiliates. This global network provides 
access to local market expertise and assists in 
building the local relationships and stakeholder 
engagement that helps businesses to succeed.

MAKE EUROPE WORK!®

This initiative gives businesses information, help 
and support that can be of real value to them when 
venturing into new markets. It draws on the experience 
and expertise of the COBCOE network to combine 
practical help with knowledge sharing.

COBCOE’S BREXIT AMBITION
As the only independent pan-European British 
business organisation, COBCOE is working to ensure 
an economically stable outcome. To help negotiators, 
the COBCOE’s Brexit Ambition project is currently 
carrying out research to identify: 

Areas of common interest between the EU27 and 1.	
the UK, in the hope that these can be protected in 
the withdrawal agreement
The steps that government needs to take/2.	
negotiate to implement the withdrawal agreement 
with minimum disruption
What government needs to do before the 3.	
conclusion of negotiations.   

PARTNERSHIPS AND AFFILIATIONS
Jaguar Land Rover, Global University Systems, 
Kompass and ICAEW are among COBCOE strategic 
partners. Hogan Lovells is a Brexit Ambition partner.
To find out more about working in partnership with 
COBCOE, please contact the Chief Executive: 
anne-marie.martin@cobcoe.eu.
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COBCOE Connects is a unique 
online service. It helps companies 
grow and improve their business 
through easy access to contacts in 
new markets.

Chambers of commerce are now 
joining together on the COBCOE 
Connects platform, creating a 
trusted environment for business 
growth, moderated by local experts.

For businesses
COBCOE Connects provides a 
simple, low-cost way to find the right 
partners to:
>  Enter new markets
>  Increase sales
>  Expand the client base, develop 
>  new projects, products or services
>  Discover new suppliers and 
>  service providers

For chambers of commerce and 
business associations
COBCOE Connects is an affordable 
new way to:
>  Support members’ business 
>  development
>  Update the membership offer with 
>  an international digital platform
>  Grow the organisation and widen 
>  the membership base
>  Develop new revenue streams.

To find out more about joining the 
platform or becoming a partner, visit 
www.coboe.eu/cobcoe-connects, 
or email: connects@cobcoe.eu 

Trusted business contacts in new 
markets, matched to individual needs.

Join our international 
business 
platform

http://www.cobcoe.eu/cobcoe-connects/
mailto:connects@cobcoe.eu 
http://www.cobcoe.eu

