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Diebold’s corporate position is to measurably improve the quality and customer satisfaction with their self-service and security solutions. They measure the improvements in the effectiveness and profitability of the customer’s business. Their slogan is “We won’t rest” which has to do with their determination to become a world leader in the business. They chose to create a manufacturing presence in a number of regions. Customization would need to be done as there are differences in the way ATM’s are used depending on the region. In different parts of the world, ATM’s are used to pay utility bills with cash, file tax forms, and sell you tickets, for example. 
Diebold established manufacturing operations around the world as part of their business strategy to build a global network that includes marketing, distribution, and service technology-based solutions along with manufacturing. They gain entry and expand their core competencies through acquisition of new subsidiaries, joint ventures, and partnerships. Their acquisition strategy was quick to execute and it allowed them to build their presence in their target markets. Their large succession of acquisitions was a jump-start for international expansion and their profitability rose substantially because of it. Some acquisitions fail due to overpayment of the acquired firm, culture clashes, and differences in management philosophy from the original company to the new owners. By doing a careful review of the country’s business system and national culture, Diebold avoided these mishaps. Their past experience with joint ventures and foreign agreements made them seasoned competitors in the foreign market. 
Diebold has a strategic commitment to expand into foreign markets. Within developed countries their opportunities for growth revolve around self-service solutions and some off-premises installations. In developing countries, they are just beginning to gain entry into self-service technology.  China and India, which have the two largest populations, have very little self-service technology and Diebold’s strategy is to capitalize on these new and fast-growing markets. As they continually acquire security firms around the globe, they will be able to build more customer confidence as the different populations around the world acquaint themselves with their products and become comfortable due to their partnerships with local businesses. 
Diebold’s acquisition of a Brazilian company called Procomp took them into a new and lucrative global business in electronic voting machines. Procomp won a $105 million contract to put in voting machines at polling stations throughout Brazil. This was Diebold’s largest contract ever. This is a new venture for Diebold and it fits into their strategy of “we won’t rest.” These self-service machines are a natural progression from the security of cash machines to the security of voting machines. However, accusations of fraud and misconduct within the last American presidential election have brought up some serious concerns that will have to be addressed in order to gain confidence with United States citizens. There is a cyber security alert that has been issued stating that the software has vulnerability in it where votes can be modified. (US-CERT). Diebold has hired a Finnish security expert to try and hack into the voting machines. The company is diligently working to correct the “backdoor” accusations that hackers can get in by doing hack-tests. This industry has high potential for growth and with Diebold as a world leader in self-service security machines their future is promising. 
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