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TOP 20 MISTAKES COMPANIES MAKE WHEN EXPANDING 
BETWEEN EUROPE AND THE UNITED STATES 

 
A Practical Perspective from Decades of Cross-Atlantic Business Experience 

 
By Ralf G. Bahr 

 
Over decades of working between Germany and the United States, I have 
seen a consistent pattern:  
 
Companies rarely fail abroad because of their product. They fail because 
they misunderstand the market and themselves. 
 
Expanding across the Atlantic is not a simple step. It is a test of 
leadership, adaptability, and execution. 
 

STRATEGY & TIMING 

1. Overplanning instead of acting 
Too much analysis delays market entry. The opportunity does not wait. 
 
2. Entering the market too late 
By the time everything is “perfect,” competitors are already established. 
 
3. Expecting quick results 
Market entry takes time. Impatience leads to premature exit. 
 

LEADERSHIP & STRUCTURE 

4. Managing the U.S. from Europe 
Distance slows decision-making. Local markets require local leadership. 

5. Lack of decisive leadership 
Unclear direction creates hesitation, and hesitation kills momentum. 

6. Too much dependence on headquarters 
Central control limits flexibility and responsiveness. 
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MARKET UNDERSTANDING 

7. Underestimating the U.S. market 
It is not just larger; it also operates differently. 

8. Assuming success at home translates abroad 
What works in Europe rarely works the same way in the U.S. 

9. Misreading customer expectations 
Speed, service, and flexibility are expected. 

SALES & MARKETING 

10. Underestimating sales 
In the U.S., sales drive growth, not merely support it. 

11. Weak positioning 
If your value is not immediately clear, you are ignored. 

12. Underinvesting in marketing 
Without visibility, even strong products can fail. 

13. Believing quality alone sells 
Quality is expected; communication drives demand. 

EXECUTION & SPEED 

14. Slow decision-making 
Opportunities are lost while awaiting approvals. 

15. Lack of execution speed 
Speed is a competitive advantage. 

16. Not empowering local teams 
Without autonomy, organizations cannot respond effectively. 

CULTURE & MINDSET 

17. Misunderstanding risk culture 
The U.S. embraces risk as part of its growth. 

18. Poor communication adaptation 
Messages must be direct and appropriate for the market. 
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19. Misreading relationships 
Visibility and continuous engagement are essential. 

STRATEGIC REALITY 

20. Treating expansion as duplication 
You are not exporting your business. You are rebuilding it for a new 
market. 

FINAL THOUGHT 

Cross-Atlantic expansion is not about geography. It is about mindset. 

The companies that succeed understand this: 

• Speed matters  
• Local presence matters  
• Adaptation matters  

They do not replicate; they evolve. 

Because success in a new market is not achieved by being the same 
but by becoming relevant. 

If you have questions or would like to share your perspective, I would be 
interested to hear from you. 

Ralf G. Bahr • www.ralfbahr.com • rgbahr@gmail.com • 1.561.702.9700 
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