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 Introduction

 Building Your Business With The New EU Accession States

Europe’s business community has welcomed the May 
2004 Accession to the European Union of 10 new 
member countries, primarily from former Communist 
Central Europe and the Baltics.  

The fact that Accession coincides with Ireland’s 
Presidency of the EU places us in a unique position 
at the opening of a new and historic chapter in the 
development of the European Union. 

In the 15 years since the fall of the Berlin Wall, trade 
between Ireland and the 10 Accession States has 
grown signifi cantly. There is scope for further substantial 
growth in export business with these markets via the 
sale of sophisticated products and services. There 
are excellent opportunities to grow business with the 
large global corporations who are moving in great 
numbers into the region. Irish suppliers of transformation 
technologies and business consultancy can fi nd new 
opportunities as industries and services in Central 
Europe continue the privatisation and modernisation 
process. As the populations grow in wealth, opportunities 
for the sale of sophisticated consumer products are 
expanding. EU Accession itself provides a multi-billion 
Euro boost to these markets as the fl ow of funds from 
the EU stimulates growth and economic activity.

Many Irish companies are already successfully building 
alliances and partnerships with Central European 
businesses. And a growing number of Irish companies 
are establishing own-controlled manufacturing and 
service operations in Central Europe to grow their 
market share in the Region. 

The plans for further expansion of the EU will continue 
to mark Central Europe, in particular, as an area to 
watch for business development as barriers continue 
to come down. 

This guide aims to provide you with practical insights as 
you assess the opportunities and challenges presented 
by Accession. It is complemented by the support of the 
Enterprise Ireland team on the ground and in Ireland. Our 
aim is to help you make the right decisions on how best to 
grow your business in these diverse and exciting markets.

 

Frank Ryan, 
CEO Enterprise Ireland
1 May 2004
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• There is a considerable momentum in these 
economies as a result of the major investment by 
global companies, the emergence of local SMEs 
and the restructuring of former state corporations

• Doing business with these states is relatively 
straightforward for experienced exporters, 
and local SMEs are open to forming alliances 
and partnerships with Irish companies 

• There are good business opportunities both 
with local companies and consumers and with 
multinationals operating in the markets

• The commitment of more than €40 billion in 
EU Funding, between 2004-2006, provides 
further opportunities for Irish enterprises  

Irish business interest in the Accession States is set to 
accelerate as EU integration provides an added boost to 
economic growth.  

 Implications of EU Accession On The Local 
Business Environment

• Overall business environment to improve

• Cross border trade will become easier

• Reduced levels of corruption and bribery

• Markets will become more transparent

• Infrastructure will improve

• Intensifi cation of competition from FDI

• Commercial risk will be reduced

• …but the above will be realised at differing speeds
Sources EIU, PWC, Goodbody, EI, Client Opinion 

 

Growing Irish Success in the Accession Region

The success already achieved by Irish enterprises should 
be a strong source of encouragement and confi dence to 
Irish companies considering business in the region.

 Operational Overview by Enterprise Ireland Market Managers

 Introduction 

The Berlin Wall fell 15 years ago. Since that day, we 
have seen momentous change in Europe. During 
this time, a time of deep economic and political 
transformation, a time of dynamic commercial activity, a 
time of radical industry restructuring from the command 
to capitalist systems, Ireland has established itself 
in this large market in many ways: through trade, 
investment, recruitment, local set-ups and manufacturing 
partnerships. Now we stand at the cusp of the most 
fundamental expansion of the EU since its inception. 

The last decade has also seen a radical transformation 
of industry in Ireland. We need to drive forward, 
further and faster, towards the creation of an economy 
characterised by high-value knowledge-intensive 
activities that can sustain high-value jobs. This Guide 
is aimed at helping you to evaluate and pursue the 
opportunities presented by Accession, and to develop 
and execute successful business strategies to achieve 
profi table growth from a secure Irish base. 

 Why Target The Accession States? 

EU enlargement increases the EU’s population by 20% 
but GDP by less than 5%. The 10 Accession States 
have a combined population of 75 million and GDP of 
more than $430 billion. Businesses in Ireland are trading 
close to €1.4 billion with the Accession markets.

• Each major country in the region is a substantial 
industrial and consumer market in its own right

• Many of these countries are at a stage of economic 
development where Irish companies can offer 
highly relevant experience and expertise

• Many of these countries are working hard to catch 
up on the rest of Europe and have shown, by solid  
economic growth, that they have the capability 
to become more important players in Europe

Since 1990, the region has seen a surge of Irish business 
interest and several hundred Irish companies are now 
successfully exporting a wide range of goods and services 
to meet the needs of these markets. Many companies 
have chosen to put down roots in the region through sales 
offi ces, investments, acquisitions and local partnerships, 
recruitment and manufacturing partnerships.  
 

 Ireland And The Accession States Compared

The region is growing fast and changing rapidly. In 
the past ten years, the Poles have founded more than 
one million new businesses; the Czech Republic 
has revitalised its historically strong industrial base, 
Hungary has become a European centre for electronics 
manufacturing; in Slovakia, foreign direct investment has 
surged in anticipation of Accession.

However, there is signifi cant distance yet to be travelled 
by our new EU partners. This is illustrated by the 
chart on page 5. It is worth bearing in mind that, while 
absolute GDPs are often low across the accession 
countries and capital is often in short supply, there is 
signifi cant accumulated wealth in the countries in the 
form of infrastructure.

Clearly not all the accession countries offer the same 
scale of opportunity for Irish companies. 80% of our 
trade is with the big three accession states: Poland, 
the Czech Republic and Hungary and because of their 
size and potential these countries dominate the agenda 
of Enterprise Ireland in developing trade in this region. 
That is not to say that there are no opportunities in the 
other countries – there are, of course. However, we 
believe that, leaving all other considerations aside for a 
moment, a Euro spent exploiting a sales opportunity in, 
say, Poland, which is the largest by far of the Accession 
States, has a more than fair chance of bringing a higher 
return than if that money was spent in one of the smaller 
countries.  
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Operational Overview by Enterprise Ireland Market Managers

 Export Opportunities

The principal plank in EI’s activities is exporting and we 
spend more than 85% of our time supporting our clients 
on this. Over the past 10 years exports to the region 
have grown at an average rate of over 25% per annum. 
This started from a low base but has now grown to a 
signifi cant level. The region now accounts for more than 
€1.3 billion in trade turnover from Ireland per annum. 
The opportunities are diverse. They are illustrated by 
data in the table “Drivers of Sales Opportunities in the 
Accession States” and elaborated in greater detail in 
the body of this Guide. Several hundred Irish exporters 
are keenly aware of these sales opportunities and we, 
in Enterprise Ireland, are proud to have helped build 
business in a wide range of sectors for leading Irish 
SMEs. We realise that it is not easy to do this in markets 
that are relatively distant from home, but Enterprise 
Ireland offers support by: 
• providing market information, 

• making contacts in the markets, 

• arranging buyer visits to Ireland, 

• implementing sales itineraries in the market 
on an individual or group basis,

• assisting with communication with distributors 
in the markets. 

 Drivers of Sales Opportunities 
in the Accession Markets

> 250 banks

45 million mobile phones

10 million rich people

32 million under 30 year olds

€41 billion in EU aid

12 million farmers

> 250,000 industrial companies

FDI: $135 billion since 1990 

 Advice From Experienced Irish Exporters

Based on what we have learned from working with Irish 
exporters in the Accession States, there are a number 
of points that we recommend companies bear in mind 
when exporting to these markets. 

The sales and distribution channels that are required 
and the skills that are needed to develop exports in the 
Accession States are very much the same as those 
that are required to develop exports to other European 
markets. Perhaps the major differences are that the price 
quality relationship and the service requirements of the 
customers need to be borne in mind from an earlier 
stage as they weigh more heavily on the fi nal buying 
decision. Today there are importers and distributors, but 
these two roles are merging into one, as is the norm in 
Western Europe.

It is also worth noting the role that market information 
plays in these markets. Because of the rapid 
developments and deep rooted changes over the past 
15 years, there are still market information gaps in these 
countries and these need to be treated carefully in order 
to make sure that the market information that is required 
for making a business decision is both accurate and up 
to date. This can often require more research than in 
Western European countries but often the information 
on the niche segments that you need to make a sale is 
simply not available from off the shelf sources and needs 
to be obtained by face to face meetings. 

The situation is changing as the markets mature – there 
is no comparison between the information available now 
and 10 years ago – and this Guide provides, among 
other things, listings of web-based information sources 
and contacts that may be helpful to many of you in your 
initial research.

In order to get around the problem of limited timely 
published market intelligence, Enterprise Ireland advises 
clients to undertake pre-prepared fact fi nding itineraries 
in the market place in order to meet with customers, 

clients and future business partners who will have up to 
date information on the market at their fi ngertips. Our 
experience is that they are usually more than willing to 
share that information. Comparison of the information 
gathered at a number of these meetings will, at least, 
form the basis for making a decision on the real potential 
of the market. 

We also recommend taking extra care and paying 
attention to the details of the paperwork required for 
exporting to the region. We are regularly called upon 
by exporters, both experienced and less experienced, 
to sort out customs problems as they arise. These 
problems are usually created by a combination of an 
over zealous customs offi ce and/or an improperly 
completed set of documentation which originated 
in Ireland. It is worth bearing in mind that all the 
requirements of documentation must be completed. 
One of the practical benefi ts of EU Accession will be a 
harmonisation of procedures which will eliminate many 
of these shipping issues over time.

Local partners are often the difference between 
success and failure in the market. It is very important 
to invest time in selecting the right partners and in 
negotiation with them.

We advise extreme caution when entering contracts. 
When beginning relationships, we advise caution in 
ensuring early payment - in fact normally we recommend 
cash up front or working on a letter of credit basis at 
the beginning, moving to more standard terms as the 
relationship develops. From time to time it has proven 
diffi cult and generally not worthwhile to pursue a bad 
debt payment through the courts. 

The language skills of business people in these markets 
are considerable but don’t assume that everyone speaks 
English. 

And fi nally, Ireland has a very positive image in all the 
countries that Irish companies can use to their advantage. 
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 Ireland And The Accession States Compared

Ireland Cyprus Czech 
Republic Estonia Hungary Latvia Lithuania Malta Poland Slovakia Slovenia

Population
(million)

3.9 0.7 10.3 1.4 10.1 2.4 3.5 0.4 38.2 5.4 1.9

GDP 
(US$ billion)

125 11 76 7 70 8 15 2 192 31 23

Projected GDP 
(growth %)

6.9 1.9 3.1 5.4 3.3 5.5 8.5 0.8 3.6 4 3.1

Exports 
(US$ billion)

86.2 0.8 38.2 2.9 38.0 2.6 6.0 2.2 32.9 20 10.5

Imports 
(US$ billion)

51.8 3.7 40.5 4.0 37.0 4.0 7.4 2.7 43.3 23 0.7

Unemployment 
%

4.4 3.3 9.8 10.0 5.3 8.5 10.5 5.2 20.0 14.0 5.9

Infl ation
%

3.8 2.8 2.2 1.5 5.8 2.3 -1.2 2.2 1.7 9.0 7.5

Sources: Central Banks, National Statistics Offi ce, ILO, EIU
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 Operational Overview by Enterprise Ireland Market Managers

 Acquisitions, Investment, Outsourcing

Direct exporting is not the only opportunity for Irish 
companies in these markets, especially the post 
Communist States. 

Driven in considerable part by the fl ow of Foreign 
Direct Investment (FDI) into Central Europe (CE), an 
increasing number of Irish companies have gone local 
to follow their customers into the region. These moves 
to gain position are happening in many sectors – most 
notably in engineering and electronics, but also in areas 
as diverse as textbooks, building materials and software 
development.

The cost positions and skills available in the region 
have led to numerous companies seeking outsourcing 
opportunities in Central Europe. There is a signifi cant 
opportunity for Irish companies to reconfi gure their 
manufacturing processes and to re-establish their cost 
bases using the advantages that the region has to offer. 
We believe that this is one of the keys to successfully 
competing in an expanded Europe and will 
give Irish companies the ability to retain existing business, 
to win new customers and to gain market share. 

During the post communist period Irish companies have 
invested, either through acquisitions or new green fi eld 
ventures, more than €1.5 billion in local ventures in the 
region. More than eighty companies have established 
local operating units in one or more of the Accession 
States. Those companies employ in excess of 15,000 
locals and generate over €1 billion in annual revenue 
locally. Most of this investment is by the leading, big 
name Irish companies but what is interesting is the large 
number of SME companies. 

There are three main reasons why it is important for 
Irish companies to respond to these FDI trends, and 
build their own presence in the region: 1) to create 
new markets; 2) to follow existing customers; 3) and to 
improve competitiveness.

 1) To create new markets

The establishment of an operational base away from 
Ireland provides a strong springboard from which the 
Irish company can compete in new markets. Given the 
difference in cost levels between Ireland and Central 
Europe, Irish manufactured products can often come 
under severe price pressure. New contracts secured 
on the basis of a Central Europe operation bring further 
long-term stability to Irish companies. In addition sales, 
marketing, design and high-level manufacturing will 
continue to be carried out in Ireland. 

 2) To follow existing customers

Many Irish manufacturing companies have built strong 
commercial relationships with multinationals in Ireland 
and this has created many jobs and generated wealth 
for the Irish economy. Now many of the multinationals 
have established operations in Central Europe and 
are now asking their trusted and reliable suppliers in 
Ireland to set-up operations close to them. Some Irish 
companies are in a position to respond to this challenge 
and are therefore going to maintain and grow their 
business with these clients. Those who are not able to 
respond may be at signifi cant risk in the long term as 
competition will have secured the business placed in 
these lower cost regions.

 3) To improve competitiveness

The success story of Ireland has resulted in relatively 
high wage levels and other associated costs; other 
Western European countries matured to this point in 
their development some time ago. This means that 
some components that are manufactured in Ireland are 
increasingly uncompetitive in core markets. By sourcing 
lower value products or components in the lower cost 
Central Europe region, Irish manufacturing companies 
are able to secure their long-term future by maintaining 
competitiveness on the world stage and improving 
profi tability. 

The principal feedback from client companies, and the 
reason Enterprise Ireland has been active in assisting 
some of them to develop this aspect of their business, is 
that they see their CE operations underpinning their Irish 
operations by giving them access to the competitive 
cost advantages which will allow them to seek higher 
value added functions for their operations in Ireland and 
gain sales in other markets.

 Going Local – Making It Work

• Invest the time and choose the right moment

• Build a local team and resource from Ireland

• Research the market

• Have patience and respect for the “local way”

• Don’t base plans on support from local 
  governments 

 

 Key Pointers

Whatever route you are considering using to enter these 
markets whether exporting or Internationalisation, there 
are some key pointers to bear in mind which will increase 
your chance of success

 Do your preparation work. Local knowledge is 
essential and often a local partner is vital. To make 
things happen, you need to know precisely how the 
system works, be able to identify the decision makers, 
and to have a top class network of relevant contacts. 
The right product, the right timing and the right contacts 
means success.

 Don’t expect overnight success. A few years ago, 
some Irish companies looked at the region in terms of 
short-term opportunity. No longer. The majority of Irish 
companies doing business in the region are there for the 
long-haul and are building businesses with sustainable 
growth potential.
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Operational Overview by Enterprise Ireland Market Managers

 Do visit the market regularly. It needs a hands-on 
approach. Working with a local partner doesn’t mean 
abdication of responsibility for developing your business. 
By and large, a company will get out of the market what 
it puts into it.

 Be prepared for red tape. The legacy of a planned 
economy is slow to disappear and there is still a high 
level of bureaucracy. Despite a commitment to conform 
to open market principles, some offi cial and unoffi cial 
barriers to open trade remain. 

 Do think in terms of quid pro quo. Business people 
in the region welcome Irish companies selling goods 
or services. But they will also be interested in how Irish 
companies can help them - in their own markets and in 
other markets. This is why they are keen on alliances that 
include technology transfer, joint ventures, product  and 
process licensing and collaborative R&D.

 People Matter. The key to success hinges on your local 
partner. Individuals place great store on international 
business relations. Culturally “face time” is required to 
develop these relationships.

 Conclusion

For a decade and a half, Enterprise Ireland has been 
working with clients to commercialise the opportunities 
in the region, working locally to help Irish companies to 
understand the different opportunities and challenges 
each country offers, and to negotiate the different 
operating environments. 

We believe that now is the time for many other companies 
to deepen their presence and market positions in the 
Accession region. The Enterprise Ireland team, in the 
marketplace and in Ireland, is waiting to help.

Declan Ryan 
Poland, Central Europe & CIS Regions

Jim Mongey
Czech Republic & Slovakia

S-P Mahoney 
Hungary & Romania

Doreen McKeown 
Estonia, Latvia, Lithuania & Bulgaria

Ger Quirke
Cyprus & Malta

Deirdre McPartlin
Slovenia
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 By category  By country
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 Baltics: Estonia, Latvia & Lithuania,  Country Profi le

 Basic facts on Estonia

Area:  45,125 sq. km Main Cities Population
Population:  1.4 million Tallinn (capital) 398k
Language:  Estonian Tertu  101k
Currency: Kroon Narva  68k
Exchange rate  €1= 15.5 Kroon Kohtla-Jarve  47k 

Main Export Destinations  Main Origins Of Import 
Finland 25% Finland 25%
Sweden 15% Germany 11%
Germany 10% Sweden 10%

 Basic facts on Latvia

Area:  64,589 sq. km Main Cities Population
Population:  2.4 million Riga (capital) 790k
Language:  Latvian Daugavpils 116k
Currency: Lat Liepaja 95k
Exchange rate  €1= 0,67 Lat Jelgava 71k 

Main Export Destinations  Main Origins Of Import 
Germany 16% Germany 17%
United Kingdom 15% Lithuania 10%
Sweden 10% Russia 9%
  Finland 8%

 Basic facts on Lithuania

Area:  65,200 sq. km Main Cities Population
Population:  3.5 million Vilinius (capital)  542k
Language:  Lithuanian Kaunaus 379k
Currency: lita Klaipeda  193k
Exchange rate  €1= 3.45 Lit Siauliali  134k
  Panevezyz 120k 

Main Export Destinations  Main Origins Of Import 
United Kingdom 13% Russia 21%
Russia 12% Germany 17%
Germany 10% Italy 5%

Irish Exports in 2003: €20 million  Irish Imports in 2003: €47 million 

Irish Exports in 2003: €24 million  Irish Imports in 2003: €35 million 

Irish Exports in 2003: €13 million  Irish Imports in 2003: €24 million 
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 Czech Republic, Country Profi le

 Basic facts

Area:  78,864 sq. km Main Cities & Populations
Population:  10.3 m Prague (capital) 1.3m
Language:  Czech Brno 400k
Currency: Czech koruna (CZK) Hradec Kralove 100k
Exchange rate €1 = CZK 32.9 Ceske Budejovice 100k
  Plzen 70k 

Main Export Destinations  Main Origins Of Import 
Germany 37% Germany 32.7%
Slovakia 7.9% Italy 5.3%
Austria 6.2% Slovakia 5.2%
     

 Exports from Ireland to the Czech Republic  Imports to Ireland from the Czech Republic
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 Hungary, Country Profi le

 Basic facts

Area:  93,000 sq. km Main Cities & Populations
Population:  10.1 million Budapest (capital) 1.7m
Language:  Hungarian Debrecen 205k
Currency: Forint (HUF) Szeged 160k
Exchange rate  €1 = HUF 260 Pécs 160k
  Gyor 130k

Main Export Destinations  Main Origins Of Import 
Germany 34% Germany 25%
Austria 8% Italy 7%
Italy  6% Austria 6%
 

 Exports from Ireland to Hungary  Imports to Ireland from Hungary
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 Malta & Cyprus, Country Profi les

 Basic facts on Malta

Area: 316 sq. km
The islands include: 
Malta 246 sq. km, Gozo 67 sq. km & Comino 3 sq. km

Population: 0.4 million
Language: Maltese and English
Currency: Maltese Lira (Lm)
Exchange rate: €1 = 0.51892 Lm

Main Cities & Population
Valletta (capital) 9.1k
Birkirkara 22.1k
Qormi 20.2k
Sliema 13.5k

Main Export Destinations 
France 13%
US 13%
Germany 10%
UK 21%
  

Main Origins Of Import 
Italy 22%
France 17%
UK 10%

 Basic facts on Cyprus

Area: 9,251 sq. km
(of which 3,355 sq. km is controlled by the 
Turkish Cypriot administration)

Population: Total population of the south 
stood at 711,000 at the end of 2002; 
estimates for the north range from 87,600 
by the Republic of Cyprus and 207,000 by 
the Turkish Cypriot administration.

Language: Greek and Turkish
Currency: Cyprus Pound (CYP)
Exchange rate €1 = 0.59 CYP 

Main Cities & Population 
Nicosia (Capital) 280k
Limassol district 202k
Larnaca district 118k
Paphos district 68k 

Main Export Destinations 
UK 19%
Russia 9%
Greece 8% 

Main Origins Of Import 
US 9%
Greece 9%
Italy 9%

Irish Exports in 2003: €15 million  Irish Imports in 2003: €4 million

Irish Exports in 2003: €23 million  Irish Imports in 2003: €8 million
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 Poland, Country Profi le

 Basic facts

Area:  311,000 sq. km Main Cities & Populations
Population:  38.2 million Warsaw (capital) 1.6m
Language:  Polish Katowice Area 5m
Currency: Zloty (PLN) Lodz 800k
Exchange rate  €1= PLN 4.69 Krakow 740k
  Wraclaw 640k
  Poznan 580k

Main Export Destinations  Main Origins Of Import 
Germany 32% Germany 24%
France 6% Russia 8%
Italy 5% Italy 8%
   

 Exports from Ireland to Poland  Imports to Ireland from Poland
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 Slovakia, Country Profi le

 Basic facts

Area:  49,034 sq. km
Population:  5.4 m
Language:  Slovak
Currency:  Slovak Crown
Exchange rate  €1= SKK 41.13

Main Cities & Population
Bratislava (capital) 450k
Kosice 235k
Banska Bystrica 85k

Main Export Destinations 
Germany 30%
Czech Republic 13%
Italy 8% 

Main Origins Of Import 
Germany 33%
Czech Republic 5%
Russia 5%

 Exports from Ireland to Slovakia  Imports to Ireland from Slovakia
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 Basic facts 

 Exports from Ireland to Slovenia

 Slovenia, Country Profi le

 Imports to Ireland from Slovenia
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Area:  20,273 sq. km
Population:  1.9 m
Language:  Slovene
Currency:  Slovene tolar (SIT)
Exchange rate  €1= SKK 41.13

Main Export Destinations 
Germany 30%
Czech Republic 13%
Austria 7%

Main Origins Of Import 
Germany 33%
Czech Republic 5%
Russia 5%

Main Cities & Population
Ljubljana 226k
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 Sectoral Opportunities

 Introduction

Targeting the markets of the EU Accession States can be a major challenge. One of the 
most diffi cult tasks is to decide which market will be most suitable for your company and 
what is the best way to approach that market. With this in mind, Enterprise Ireland has 
put together a snapshot of the sectors in the region which are of most interest to the Irish 
companies we work with on a day to day basis. 

Although the comments and ranking system are based on the experience of Irish 
companies in the EU Accession States it is not meant to be a defi nitive guide. The market 
for your product will be different in each country and, in any case, market conditions 
change over time. However, this section will be especially useful if you are looking at 
opportunities in the region for the fi rst time or if you are trying to decide which market 
should be next. 

The ranking system is based on the relative market size of each country, the most typical 
market entry options, ease of communication, existing trade patterns, and the local 
knowledge and experience of Irish companies in the region. It ranks from 1 to 10, with 10 
being the highest. 

Further information on each sector can be obtained from the individual offi ces. 

Agricultural Products, Equipment and Services
Niche opportunities exist to supply equipment to the region’s largely underdeveloped 
agricultural sector. Ongoing land reform across the region will open up the agricultural 
industry to much-needed investment, creating long-term opportunities for Irish suppliers. 
This will be further supplemented by EU aid programmes aimed at rationalising the sector. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 8 3 3 3 3 4 1 1 Export via a local partner Products

6 6 8 3 3 3 3 4 1 1 Local presence or 
partnership Services

 
Agricultural Crop Protection Agents 
In all countries the majority of land is devoted to tillage and cash crop production. In this 
area lower cost products and services targeting large co-operative farms have potential, 
as do products targeting a small but growing number of privately owned farms. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 8 3 3 3 3 4 1 1 Export via a local partner

 
 

 Automotive Sub Supply
Two major opportunities exist. The fi rst is for sales to the developing second tier suppliers 
serving fi rst tier and OEM automotive investors. The second is demand from local 
transport companies for specialised auxiliary equipment for their transport needs, which is 
driven by EU pressure on standards and increasing competition. 

All countries have a large automotive sector e.g. Skoda in the Czech Republic, Audi, 
Suzuki and Opel in Hungary, Fiat, Opel and Daewoo in Poland, and Volkswagen, Peugeot 
and Hyundai in Slovakia. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 6 4 2 1 3 6 0 0 Export via a local partner/
acquisition/Investment

 
 Automotive After Market Products
Cars are an important component of the culture in all countries of the region and as 
car credits are relatively available, disposable income is often directed towards vehicle 
maintenance and running costs. This creates a demand for products associated with car 
repairs and maintenance. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

7 7 7 4 2 1 4 6 0 0 Sales via local partners

 

 Computer and Related Hardware
Large indigenous assemblers dominate the local market for hardware in Poland and 
Romania, while MNC investment in Hungary drives trade turnover with Ireland. A feature 
of the region’s catch-up in technology is the lack of legacy equipment. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

7 7 7 2 2 2 1 4 1 0
Export via local partners 
or direct to chains; 
acquisition/investment

Targeting the markets of the EU Accession States can be a major challenge. One of the 
most diffi cult tasks is to decide which market will be most suitable for your company and 
what is the best way to approach that market. With this in mind, Enterprise Ireland has 
put together a snapshot of the sectors in the region which are of most interest to the Irish 
companies we work with on a day to day basis. 

Although the comments and ranking system are based on the experience of Irish 
companies in the EU Accession States it is not meant to be a defi nitive guide. The market 
for your product will be different in each country and, in any case, market conditions 
change over time. However, this section will be especially useful if you are looking at 
opportunities in the region for the fi rst time or if you are trying to decide which market 
should be next. 

The ranking system is based on the relative market size of each country, the most typical 
market entry options, ease of communication, existing trade patterns, and the local 
knowledge and experience of Irish companies in the region. It ranks from 1 to 10, with 10 
being the highest. 

Further information on each sector can be obtained from the individual offi ces. 

 Agricultural Products, Equipment and Services
Niche opportunities exist to supply equipment to the region’s largely underdeveloped 
agricultural sector. Ongoing land reform across the region will open up the agricultural 
industry to much-needed investment, creating long-term opportunities for Irish suppliers. 
This will be further supplemented by EU aid programmes aimed at rationalising the sector. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 8 3 3 3 3 4 1 1 Export via a local partner Products

6 6 8 3 3 3 3 4 1 1 Local presence or 
partnership Services

 
 Agricultural Crop Protection Agents 
In all countries the majority of land is devoted to tillage and cash crop production. In this 
area lower cost products and services targeting large co-operative farms have potential, 
as do products targeting a small but growing number of privately owned farms. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 8 3 3 3 3 4 1 1 Export via a local partner
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Sectoral Opportunities - continued 

 Construction Materials
A boom in construction, driven by foreign direct investment and EU structural funding, is 
creating an opportunity for Irish construction materials and services companies to 
diversify from Irish construction. A number are already active in markets throughout the 
region. In the residential sector, the local distribution system is quickly developing and the 
number of retail outlets dealing with home hardware and building products continues to 
rise steadily. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

7 8 7 4 3 4 4 6 3 0
Sales via a local 
partner/sourcing 
/investment

Materials

 
 
 Consultancy: Aid Funded Sector
The EU has committed €40 billion in consultancy and infrastructural funding to the 
Accession States (see page 21). 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 8 3 4 4 3 5 2 1 Direct sales

 

 Consumer Products
While this sector is very price sensitive, competitive products are always welcome 
on the market as distributors and retailers seek diversity in their product ranges and 
consumer purchasing power increases. Regional manufacturers of white and brown 
goods manufacture, sell and service according to local market expectations. There is 
an increasing trend to try out foreign manufactured goods. International brand-named 
products are well known in the local markets and tend to achieve better sales, although 
price/quality will be a signifi cant issue for some time to come. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

4 4 5 1 1 1 2 2 1 1 Sales via a local distributor

 Educational Services
EU integration, business education and NATO requirements (in several CE countries) 
combine to create an opportunity for English language learning providers. Overall, Ireland 
is seen as an attractive place for students. Courses which combine work placement with 
education are in strong demand.

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

4 4 5 2 2 2 2 3 n/a n/a Co-operation with local 
agents

6 6 7 2 2 2 4 4 n/a n/a EFL

 

 e-Government
Implementation of solutions is further advanced in some of the smaller countries such as 
Estonia and Slovenia. However, in the medium term, there are opportunities in the larger 
countries. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

5 5 5 3 2 2 6 4 1 1 Sales via established local 
players

 

 e-Learning
The younger generation of the region are technologically literate and are actively 
participating in the global boom in “e-life” products. Opportunities therefore exist for all kinds 
of e-learning. Governments, for example in Hungary and the Czech Republic, have prioritised 
e-commerce projects to improve effi ciency and drive computer literacy in the areas of the 
regulatory and legal environment, internet infrastructure, e-government and e-education. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 5 6 2 3 2 5 4 1 2 Sales via established local 
players
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Sectoral Opportunities - continued 

 Electronics
Opportunities in the electronics sector in Central Europe are signifi cant for companies 
already servicing OEMs and CEMs based in Ireland and the UK. The MNC base has 
committed large investment to the CE region and the biggest challenge facing them is 
how to develop local fi rst and/or second tier suppliers. Irish companies are ideally suited 
to enter the market to support their existing customers among the large manufacturers 
who have become increasingly embedded over the last 18 months. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 8 4 2 1 1 4 5 0 0 Local presence

 

 Enterprise Management Software 
Both local companies and local branches of MNCs are increasingly willing to spend 
money on MIS in order to increase their competitiveness during EU accession and 
support ongoing productivity gains. This trend will be further enhanced as competitive 
pressures increase from EU companies entering the markets. The current trends in the 
global technology market are also impacting on spending patterns in the region. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

5 6 6 1 2 1 4 4 1 1 Export via a local 
partner

 

 Environmental Products and Services
Communist-era policies and heavy industrialisation left a legacy of sub-European standard 
environmental practices and equipment and the heightened sensitivity to the issue among 
the populace across the region. Progress has been made over the past decade with local 
products and services tending to dominate the market. The EU accession requirements 
and resources from institutions such as World Bank and EBRD are creating opportunities 
in this sector in both services and products. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

5 5 7 2 3 3 4 4 n/a n/a Export via a local partner Products

5 5 7 2 3 3 3 3 n/a n/a Local presence or 
partnership Services

 
 

 Fish and Food
Opportunities for value-added products are on the increase via international hypermarkets 
operating in the region. As the local subsidiaries of super/hypermarkets do not import 
directly, sales are via local distribution partners. There are growth opportunities for a 
variety of processed seafood products including canned, pickled, bottled or smoked items. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 5 8 2 2 3 2 4 4 4
Sales via local partner; 
cross selling from 
existing international 
hypermarket accounts

Sales

4 4 6 1 2 1 2 3 1 1 Investment

 
 
 Furniture and Wooden Products
With a long furniture-making tradition, extensive forestry resources and underutilised 
capacity, there is large potential for subcontracting of production elements to the region. 
Poland has been a base for outsourcing from Germany for many years and several Irish 
companies are active in the market. Romania was formerly a key centre of furniture 
production in the region and still has substantial land devoted to forestry. Opportunities 
are particularly good for furniture elements, but all kinds of design can be sourced from 
local players.  

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

1 2 9 6 7 6 5 3 0 0 Outsourcing

 

 Industrial and Process Control Equipment and Utilities
The large industrial base, which spans the full range of precision to heavy engineering 
including extractive industries continues to be under pressure to modernise rapidly. 
Continuing investment in processing plant by multinationals is also creating sales 
opportunities. This is creating opportunities in a broad sector of industrial and process 
control equipment. Sectors of interest include food, chemical and pharmaceutical plants, 
process manufacturing and mining. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

7 6 8 1 1 1 3 5 3 0 Outsourcing Sales

7 6 5 0 0 0 5 3 0 0 Outsourcing Investment
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Sectoral Opportunities 

 Laboratory Equipment, Supplies, Organic and Inorganic Chemicals
The large local market is cost sensitive but offers good sales prospects. There is 
signifi cant current trade in this sector. Local production and established distribution 
systems are in place. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

3 5 6 4 1 2 5 2 0 0 Sales via local partner

 
 
 Mechanical Engineering, Electrical Machinery, Power Machinery, General 
Industrial Equipment, Metalworking Machinery
All countries of the region have a long tradition in light, medium and heavy engineering. 
In Poland, Czech Republic, Slovakia and Hungary the scale and scope of this sector, 
coupled with low costs and an educated workforce, make these the leading locations 
for manufacturing at competitive cost levels. Precision tasks tend to be more suited to 
the Czech and Slovenian markets. There is still signifi cant legacy equipment and work 
practice from the communist times in many companies, which while they may have been 
restructured or downsized, have yet to be modernised. Exports to the region usually need 
to be sold on the basis of quality and local certifi cation is normally required. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

8 6 7 4 1 1 4 5 1 1 Outsourcing and 
Investment Outsourcing

6 5 7 1 1 1 3 3 1 1 Export of Mechanical 
Equipment Sales

 

 Medical Devices
There is growing demand for medical devices and equipment serving the two tier sectors 
of public and private healthcare. In the public sector, equipment is bought using tender 
procedures but there are liquidity issues relating to the ability to pay at the local hospital 
level. Opportunities exist in the growing privately funded sector, which is fi nanced by 
corporate schemes and generally provides a better standard of equipment with fewer 
liquidity issues. Licencing opportunities to commercialise research outputs exist in a 
number of institutions, namely in Hungary. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

5 6 7 3 1 1 3 3 1 1 Sales via Local 
Importers

 Medical and Pharmaceutical (Human)
Poland and Hungary have established manufactures of principally generic pharmaceutical    
products, and the sector has seen signifi cant inward investment. The local markets 
are very competitive with domestically produced drugs generally available at prices 
commensurate with local living standards. Registration procedures are lengthy and tightly 
supervised for imported drugs and care is needed to ensure clear ownership of the eventual
registration. Niche opportunities do exist across the region. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

5 5 7 0 3 0 2 3 n/a n/a

Sales via local 
distributor who 
has experience in 
registration

Products

5 7 7 0 3 0 4 3 n/a n/a Services

 

 Retail Chains, Hypermarket and DIY Expansions
The rapid increase in consumer spending has made the mass-retail market attractive to 
western retail chains and suppliers to the retail industry. Most of the big multi-national 
retail chains, e.g. Tesco, Carrefour, IKEA and Lidl, are established in the major markets. 
There is an opportunity for Irish companies to supply into these multinationals both during 
the construction and operating phases. As the local subsidiaries of super/hypermarkets 
do not import directly, sales are via local importers. The impact of the purchasing 
departments of these companies on supply management in the region should also not be 
underestimated. However, the role of importers and distributors are beginning to merge in 
the retail chains simplify their buying procedure. There is a trend towards discounters in 
the region. 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 7 2 3 2 3 4 n/a n/a Sales Exports

6 6 7 2 2 2 2 4 n/a n/a
Construction 
services & product 
supply

Construction 
materials
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Sectoral Opportunities - continued 

 Security Systems/Personal Protection Products
With the growth in multinational investment in assets in all countries, an ongoing 
generation of wealth and the emergence of a wealthy elite, all kinds’ of security solutions 
are in demand in the region. These devices tend to be “state of the art” ranging from 
GSM automotive security to remote monitoring of communication towers. Irish companies 
with innovative and competitive products can access a huge and growing market through 
strong local partners.
 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 8 2 1 2 1 4 n/a n/a Sales via local 
importers

 
 Software for Banking and Insurance Sectors
Driven by international investment, the banking and fi nancial institution sectors in all 
the countries are rapidly modernising. As intra-sectoral competition increases, strong 
demand has arisen for specialised fi nancial software including internet banking, security 
programmes and insurance services. Existing reference sites and proven value for money 
are the key requirements of local buyers across the region. In particular, solutions that 
deliver returns in terms of sales increases or cost reductions in the short-term are in the 
highest demand. Sales relations need to be developed at the regional and local level as 
buying decisions are not always made locally. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

7 7 7 2 3 2 3 5 2 1 Sales via local partner 
or local presence

 
 Telecommunications Hardware and Software
Mobile phones are the major to day personal communication tool in the region. Most 
markets will experience signifi cant accelerated growth in the medium term. Added value 
services and applications offering revenue generating opportunities for mobile operators, 
banks, insurance companies and advertisers will fi nd good potential for business across 
the region. Foreign competition is tough with major players established on the markets 
and local competition is increasing as the market follows European trends. Best sales 
prospects include digital switches, equipment for high speed internet access, voice over 
internet telephony, wireless local loop and wireless services. Each country offers niche 
software opportunities.
 

R
anking

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 7 1 1 1 4 4 1 1
Sales direct to service 
providers or via local 
partner

 

 Textiles and Related Products
There is large potential for outsourcing in Poland, Romania, Lithuania and Latvia where 
restructuring in the sector is almost complete. The textiles industry in Poland has long 
been a base for outsourcing in Germany. Irish companies are active on these markets 
both directly, and indirectly via specialised companies that have set up to commercialise 
this opportunity. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

5 5 7 2 5 5 0 3 0 0 Exports via local 
partner Outsourcing

 

 Tourism - Related Products and Services
Signifi cant investment to further develop the tourism opportunity is anticipated across 
the region.

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

8 7 7 4 2 2 5 4 6 6 Sales

 Veterinary Products
The region’s agricultural sector represents a large potential market although there is 
fragmentation in the distribution sector. With intensive animal rearing practices, innovative 
products that address husbandry issues can penetrate this market segment. 

R
ank

CZ HU PL EE LT LV SL SK CY MT Best opportunity

6 6 7 2 1 2 3 4 0 0 Sales via local 
distributor
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 EU Driven Opportunities in the Accession States

In the context of the Accession of the 10 new member states to the European Union on 
1st May 2004, the European Commission has identifi ed particular areas which require 
action and early implementation by the new members. The EU has committed to assist 
Accession States in these areas by ‘all means possible’. In many of the areas where 
action is required there is, according to the EU, a shortage of quality projects that will 
attract funding. 

Irish companies and institutions have considerable expertise and experience in the 
action areas, and in designing and implementing EU-fundable projects. For these 
reasons Enterprise Ireland believes that the implementation of these actions presents 
opportunities for Irish suppliers of services and products. Poland, Czech Republic and 
Hungary will be the biggest recipients of this assistance.

In many cases the actions may be part funded by the EU, which has committed in excess 
of €40 billion as part of the fi nancial framework for enlargement agreed in Copenhagen. 
A breakdown of this amount is given in the table opposite. Just less than half of this 
amount is designated for existing pre-accesion projects, administration and direct 
payments for farmers. The new cohesion, structural and rural development funds will 
amount to €26 billion over the three years 2004-2006. However the EU expects about 
60% fund drawdown over that period due to a lack of qualifying projects, issues relating 
to absorption capacity and later reimbursments. The total amount spent will be boosted 
somewhat by country co-fi nancing.

Irish organisations seeking further information on EU driven opportunities should follow 
these steps: 

1 Refer to the relevant ‘Comprehensive Monitoring Reports’ published for each of 
the 10 Accession States in December 2003. These reports can be accessed at: 
http://europa.eu.int/comm/enlargement/report_2003/index.htm 

2 Consider the breakdown of the €22 billion of structural funds 
that were announced on 18th December 2003 which can be found at: 
http://europa.eu.int/comm/regional_policy/newsroom/index_en.htm 

3 Review the more general briefi ng on EU Regional Policy, 
including how expenditure is distributed, found at: 
http://europa.eu.int/comm/regional_policy/index_en.htm 

4 Contact Enterprise Ireland in the relevant offi ce in Central Europe or Ireland

€m at 1999 

prices

C
Z

H
U P
L

E
E LT LV S
L

S
K

C
Y

M
T

TO
TA

L

Agriculture

Common 
Agriculture Policy

4,682

Rural 
Development

482 534 2,543 134 434 291 250 352 66 24 5,110

Structural Actions 
(includes €38m of 
non-allocated technical 
assistance)

2,328 2,847 11,369 618 1,366 1,036 405 1,560 101 79 21,746

Internal Policies
of which

4,256

Existing Policies 2,642   

Institution Building 380

Schengen Facility 0 148 280 69 136 71 107 48 0 0 859

Nuclear Safety 0 0 0 0 285 0 0 90 0 0 375

Administration 1,673

Special Cash-fl ow 
Facility

358 211 1,443 22 47 26 101 86 38 66 2,398

Temporary Budget 
Compensation

389 0 0 0 0 0 131 0 300 166 986

Total 
Commitments

40,851

Source: European Commission

 Financial Framework for Enlargement - Total Commitments for 2004-2006 

http://europa.eu.int/comm/enlargement/report_2003/index.htm
http://europa.eu.int/comm/regional_policy/newsroom/index_en.htm
http://europa.eu.int/comm/regional_policy/index_en.htm
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 Successful Exporting

E
I services

E
I services

E
I services

 Selling direct to end user

You own the customer
Customer relationships are entirely yours
No need to share revenue with local partner
You have complete control of the sales process

 Selling via partners (e.g. agents, distributors, 
value added resellers, systems integrators)

You have an immediate local presence
A local partner can alert you to opportunities
Very helpful for government contracts
Your partner can offer local support to clients

 Local sales offi ce

Closer to customers
Easier to offer sales support
Added credibility with clients
Sign of commitment to market
May be a prerequisite to market entry

You need to build your profi le in each market
Locally-based competitors are often cheaper & closer to the customer
Possible lack of relevant reference sites/experience
You/they may not have the necessary language skills

Lack of off-the-shelf information
Lack of available credit history on companies
Support/Servicing issues
Exchange rate risk
Price/Quality
Different requirements in each market
The process is lengthy & may involve inspection visits in Ireland 
Possession of German certifi cation is often a head start
Strong consumer protection in most markets
Local requirements apply
Labels will often need to be in the local language
Try to get payment up front for at least fi rst order
Letters of credit will often suit both parties
Negotiate payment terms
Government contracts usually paid in local currency
Ensure negotiations are with the right contacts who are empowered to 
make decisions and sign off on deals

You have to share revenues with partners
It takes time to set up and manage a partnership agreement
How many distributors can you manage?
Distributors have their own agenda

Importer/distributor functions are merging in many cases
Check how they are viewed in the market
You may need more than one distributor in a market
Make sure local buyers will work with them
Local distributors can handle certifi cation
Get advice from distributor on how best to package
Legal issues - payment in local currency 
Control of intellectual property
Localisation and support for software sales
Check their reputation fi rst
Negotiation of the distribution agreement is the fi rst step only, 
distributors need management and support
Distributor usually contracts with buyer
Payment made to Irish company in Euro€/US$
Maintain control over the ownership of certifi cations and registrations
Be wary of requests for exclusivity that are not tied to delivery of 
sales targets

Bureaucracy to set up and run offi ce
You usually need to hire staff locally
Can be more costly than selling direct or via distributors
If changing from established distributors, you may lose current sales 
in the market direct costs increase.

Make sure the market is viable fi rst
Operating costs can be higher than expected & are location sensitive 
Administration/bureaucracy are higher
Local labour codes need to be understood and adhered to
Demand for the right people is high
Check references carefully

Identifi cation of potential customers
Market research
Customer cross-checking 
Programme of sales meetings can be set up in market
Trade missions

Distributor search
Distributor-cross checking 
Market advice 

Advice on set-up requirements
Logistics assistance in setting-up phase: legal, property, banking, etc 
contacts 
Assistance with recruitment of offi ce staff 
Sales assistance & networking for the offi ce 
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Successful Exporting

 General Checklist

1 Do your market research, which may involve a market visit

2 Getting paid: conform to local practice

3 Get your paperwork right fi rst time, every time. 
If in doubt, recheck before the invoice is posted or the goods shipped

4 Local partners are key - work to develop relationships

5 Be prepared to visit the market to show your commitment

6 Make sure you negotiate with the right person

7 Understand the operating environment

8 Ireland has a positive image - use it

 Exporting Industrial Products

1 Be clear about your Unique Selling Points — there is plenty of local competition

2 Sell on quality

3 Check if registration/certifi cation is needed and on the cost of getting it done

4 Narrow distribution channels - be careful selecting partners

5 Trial periods can work well 

 Exporting Software/services

1 Use a dual sales approach:

 a use direct access to the customer but be careful not to spoil the prospect

 b fi nd a good local integrator and support them proactively

2 Sales cycles tend to be long with a sudden peak

3  Protect your source code

4 Make sure you have relevant reference sites 

 Exporting Consumer Goods

1 Niche markets exist throughout the region

2 There are plenty of consumers with cash

3 Sell on quality

4 Good Irish products are valued, unusual and interesting - use the angle

5 Partners need sales and marketing help - provide direction.
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 Business Costs

Typical Business Costs in the Region

Item Cyprus Czech Republic Estonia Hungary

Air travel Business Rate €800 €900 €945 €1030

Economy Rate €200 €330 €470 €330

Hotel cost Four star €135 €170 €110 €145

Two star €80 €50 €50 €30

Big Mac Per burger €2.55 €1.85 €1.40 €2.00

Interpreter Per day Not required €160 €200 €230

Car hire Per day €65 €75 €70 €30

Translation Per sheet of A4 €18 €11 €14 €12

Incidentals €50 €40 €40 €44

Visa requirement No No No No

Flight connection Economy direct with Helios 
Airways. Business class and 
economy connections via 
London

Direct fl ights with CSA (Dublin 
and Cork) and Aer Lingus 
(Dublin)

No direct fl ights — connections 
via Copenhagen or London

Daily Dublin to Budapest 
with Malév
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Latvia Lithuania Malta Poland Slovakia Slovenia

€945 €855 €840 €940 €1000 €1500

€380 €370 €220 €220 €400 €950

€110 €110 €165 €110 €170 €130

€50 €50 €80 €65 €60 €40

€1.35 €1.30 €2.40 €1.30 €1.65 €2.05

€200 €250 Not required €190 €190 €640

€70 €75 €65 €55 €75 €50

€15 €15 Not required €9 €11 €50

€40 €40 €50 €50 €40 €75

No No No No No No

Best connections via 
London or Frankfurt. 
Direct fl ights scheduled to 
commence April 2004 on 
a twice weekly basis.

No direct fl ights — connections 
via London and Prague

Direct with Air Malta and 
connections via London

Best connections are via 
London, Copenhagen, 
Amsterdam and Frankfurt. 
Introduction of a direct fl ight 
connection as of end May 
2004 by Aer Lingus and LOT. 

No direct fl ights – however 
Bratislava is less 1 hour by 
car/bus from Vienna Airport

Direct fl ights only on 
Saturdays, starting in summer 
2004 — connections via 
Frankfurt and Munich
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 Step by Step Approach to the Markets

 1 Where do I start?

• Put a fi le together about the market you are entering

• Get all the information about the market

• Learn and understand where you are going in that 
market

• Evaluate the market growth potential

• Consider making contacts and visiting the market to 
get fi rst hand information 

 2 Have YOU got the experience?

• Have you done anything like this before?

• Are you prepared for barriers to entry?

• Consider the language, distance, culture, climate

• What are the entry options for you? 

 

 3 The most important ingredient, WHO

• Who is going to take on this task in your company?

• How do you select this person to do the job?

• Has this person come through your company?

• Who are you going to use locally? 

 4 Ownership of the business plan

• Who prepared the business plan for the new 
market?

• The plan must be written down

• It must be understood and agreed by all involved

• The plan must be believable, attainable and 
achievable 

 5 Patience and persistence

• Breaking into a new market is a slow process

• You must be prepared for the long-haul

• It could take three years to get sales in these 
markets started

• Have you the persistence to keep going?

• Is this the right market for you? 

• What is the opportunity cost to you of developing 
this versus other markets? 

 6 Communication

• Vital for a distributor, agent, salesperson or 
manager overseas to have regular contact as 
direction is vital in these markets

• You must have regular daily contact from the start

• Don’t leave the salesperson or manager out on 
a limb

• You must know what is going on on a daily basis

• Keep the team motivated from the start

• Repeat regularly the goal or mission of the company 

 7 Are you prepared to LOSE money?

• Can you afford to make a loss?

• What if the market reaction changes?

• Are you prepared to spend on trade fairs, meetings, 
travel, etc?

• Do you have a “rainy day” account?

 8 Available help

• Listen to the people on the ground

• Talk to Enterprise Ireland

• Use local and market knowledge 

 9 To summarise

• Do your market research

• Select the market that looks most viable to you

• Set aside a budget for tackling this market

• Get help from Enterprise Ireland

• Look for a signifi cant annual increase in sales  

With thanks to John Concannon, JFC Manufacturing
Source: JFC, Enterprise Ireland 
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 Internationalisation

 Introduction

Enterprise Ireland has been working closely with client 
companies to improve the competitiveness of Irish 
industry via a range of services delivered in Ireland and 
overseas. These solutions include automation, measures 
to improve productivity, human resource development, 
capability building, migration of businesses into new 
spheres and internationalisation. 

Enterprise Ireland’s service offer is based upon providing 
an impartial situation analysis for you, leveraging our 
ability to assist you to avoid common pitfalls via our 
local knowledge, utilisation of our networks within the 
markets, and provision of HR input at head offi ce level. 

Our overall aim is to ensure the retention of the maximum 
number of sustainable jobs in Ireland. Enterprise 
Ireland’s provision of support services to clients who 
are internationalising is conditional on a demonstrable 
value add to or improvement in the competitiveness of 
the Irish economy.  

 Merger, Acquisition, Joint Venture

• Accelerate companies ability to 
achieve necessary scale 

• Energise exports

• Sustain market share/existing level of exports

• Plug strategic gaps

• Provide service/activity which is best 
completed outside Ireland

 Overseas Direct Investment

• Access to new markets/customers

• Consolidate market position

• Service existing customers

• Build scale and profi tability

• Spread risk

• Access cheaper inputs (labour, 
transport, materials etc.)

• Access technology and skills

 Outsourcing

• Improve cost competitiveness

• Flexibly increase manufacturing/
production capacity output

• Overcome skills/labour shortages

• Enable internal focus on higher value add activity

 Characteristics of Companies Successfully 
Internationalising in Accession States

• Invest in building a local team & provide 
back-up resources from Ireland

• Market research: take time to understand 
what is really going on

• Patience and respect for the “local way”

• Generally not reliant on state 
institutions/support/incentives

• Take time to protect themselves legally

 Barriers to Successful Internationalisation 
in Accession States

• Commercial risk is relatively high

• Timescales are longer & timing may not be right

• Excessive bureaucracy 

• Regulations can change 

• Corruption 

• Language and cultural barriers 

• Underestimation of intensity of competition 
(local and foreign)

 Reasons for Direct Investment by Irish 
companies in Accession States

• Supply of companies via the privatisation process 

• Large population base with favourable 
demographics and skills

• Upward economic track and overall stability 

• Increasing living standards from low base

• Low-cost production base in the heart of Europe

• Regulated business environment

• Opportunities can be diffi cult to 
commercialise by exporting

• Required to follow the moves of existing customers 
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Internationalisation

Map 
to be 
redrawn

This map illustrates Irish company presences in the 
Central European region. Each offi ce is denoted by a 
square to demonstrate the location of Irish companies 
in the region giving a visual “footprint” of Irish outward 
direct investment in the region. Larger squares indicate 
more than one company or a concentration of activities.

 Investment Footprint of Irish Companies in Central Europe
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 Outsourcing 

Market research Negotiations Follow up

Timeframe Weeks 0-10 Weeks 11-16 Weeks 16+

What’s involved • Identifying, contacting and pre-qualifying 
suitable supplier (weeks 0-8)

• Travelling to potential suppliers in market to 
audit premises. Price negotiation (week 5)

• Sample commissioning and delivery (weeks 
5-10)

• Sample delivery and testing. Teething 
problem elimination. Possible visit to 
supplier by technical staff (week 11)

• Final price and contract negotiation and 
signing. Contract specifying deliverables 
as well as commercial restrictions, 
confi dentiality clauses, exclusivity, quality 
and other parameters, including break 
clauses, arbitration arrangements and 
targets. 

• Visit to supplier to conclude deal (week 
12-15).

• Regular contacts, updates and 
technical information exchange.

• Bi-annual visits to the supplier.

Making it work Pick appropriate products • First order delivery (week 16)

• Local companies use market-based pricing

• Hierarchy

Communication
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 Outsourcing and Recruitment

 Tips for outsourcing successfully

The experience of Enterprise Ireland gained from clients outsourcing successfully 
in the region indicates that there are a number of factors that can help:

• Prepare clear RFQs with appropriate drawings, quantities, material types and 
seasonality;

• Consider the types of parts and components - Central Europe is not an effective 
location for outsourcing the most basic parts due to the cost of transport;

• Raw material costs are about the same in Central Europe as in Ireland. 
Savings are mainly a function of labour-cost reductions and thus are impacted 
heavily by productivity issues;

• Central European fi rms often use market-based pricing rather than cost plus profi t 
or marginal pricing. It is therefore important to give a guide price ex-works or 
delivered to destination with duties paid;

• It is a good idea to have samples made up at each step of the production process 
to help identify quality issues;

• Confi dentiality agreements and extreme caution are advised if shipping from 
supplier directly to customer;

• If possible, it is better to have two suppliers to protect against sudden price 
increases. During the fi rst contracts, considerable support may be required for 
the supplier to achieve the result needed;

• Outsourcing can result in higher inventories due to the time it takes for delivery 
from the supplier.

 Recruiting successfully from Central Europe 

 Target appropriately

Possible sectors include:
1 Software developers from Poland, Czech Republic and Slovakia

 Bear in mind: a already more than enough good work for programmers in CEE;

  b pay is good in relation to the cost of living;

  c English skills are sometimes limited.

2 Skilled and semi-skilled industrial employees from Poland, Czech Republic 
and Slovakia

3 Unskilled employees from across the region

 Points to watch for:

1 Only accept “no placement/no fee” contracts

2 Accept successful candidates on a mutual trial basis and ensure guaranteed 
free replacement if it doesn’t work out

3 Support and implement employee integration services

4 Ensure language guarantees 

 How to achieve successful inward employment

1 Pay realistic Irish wages (to cover Irish living costs)

2 Provide safe and appropriate accommodation for fi rst three months

3 Implement cultural integration training for foreign employees, existing workforce 
and local community

4 Co-ordinate the basics - work permit, bank account, accommodation, tax, 
social possibilities

5 Provide language training as appropriate
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 Next Steps - Where to go for further information

 Baltics

Enterprise Ireland
Merrion Hall, Strand Road, Sandymount, Dublin 4
Tel.: +353 1 2066358 Fax: +353 1 2066397
E-mail: fi rstname.lastname@enterprise-ireland.com
Contact: Doreen McKeown 

 Estonia

Embassy of Ireland
Demini Building, Viru 1/Vene 2, 4, 10123 Tallinn, Estonia
Tel.: +372 6811888 Fax: +372 6811899
E-mail: embassytallinn@eircom.net

Embassy of the Republic of Estonia 
Riversdale House, St Ann’s, Ailesbury Road, 
Ballsbridge, Dublin 4
Tel.: +353-1-2196730 Fax: +353-1-2196731
E-mail: embassy.dublin@mfa.ie
Commercial counsellor: Krista Kilvet

Websites:
Estonian Business Association
www.esea.ee

Enterprise Estonia
www.export.ee

American Chamber of Commerce
www.acce.ee

Estonian Employers’ Confederation
www.ettk.ee

Tallinn Stock Exchange
www.hex.ee

 Latvia

Embassy of Ireland (accredited to Latvia)
Ostermalmsgatan 97, PO Box 10326, Stockholm
Tel.: +46 8 6618005 Fax: +46 8 6601353
Ambassador: H.E. Patrick McCabe 

Embassy of the Republic of Latvia
14 Lower Leeson Street, Dublin 2
Tel.: +353-1-6621610 Fax: +353-1-6621599
E-mail: embassy.ireland@mfa.gov.lv
Commercial Counsellor: Egita Lase

Honorary Consul: Michael J. Bourke
Rietumu Banka, Brivibas Street, Riga LV 1011, Latvia 
Tel.: +371 7025222 Fax: +371 7025223
E-mail: mbourke@rietumu.lv 

Websites:
Latvian Development Agency
www.lda.gov.lv

Ministry of Economy
www.lem.gov.lv

Bank of Latvia
www.bank.lv

European Board for Regional Development
www.ebrd.com

Kompass Latvia
www.kompass.lv

Information Technology Assocation
www.litta.lv

 Lithuania

Embassy of Ireland (Accredited to Lithuania)
Ul. Humanska 10, 00-789 Warsaw
Tel.: +48 22 8496633 Fax: +48 22 8498331
E-mail: ambasada@irlandia.pl
Ambassador: H.E. Thelma Doran 

Embassy of the Republic of Lithuania
Alexandra House, The Sweepstakes, 
Ballsbridge, Dublin 4
Tel.: +353-1-6688 292 Fax: +353-1-6319440
E-mail: geklin@urm.lt
Commercial Counsellor: to be appointed.

Websites:
Ministry of Economy
www.ekm.lt

Confederation of LIthuanian Industrialists
www.lpk.lt

Lithuanian Business Employers’ Confederation
www.ldkonfederacija.lt

Association of Lithuanian Chambers of Commerce
www.chambers.lt

Lithuanian Development Agency 
www.lda.lt

 Cyprus and Malta

Enterprise Ireland
Merrion Hall, Strand Road, Sandymount, Dublin 4
Tel.: +353 1 2066399 Fax: +353 1 2066397
Email: fi rstname.lastname@enterprise-ireland.com
Contact: Ms Ger Quirke 

Embassy of Ireland, Cyprus
7 Aiantas Street, 1082 Nicosia, Cyprus
Tel.: +357 22 818183 
Fax: +357 22 660050
E-mail: irishembassy@cytanet.com.cy
Ambassador: H.E. John Swift 

Embassy of Republic of Cyprus
71 Lower Leeson Street, Dublin 2, Ireland 
Tel.: +353-1-6763060 Fax: +353-1-6763099 
E-mail: embassyofcyprusdub@eircom.net
Ambassador: H.E. Andreas Kakouris

Websites, Cyprus:
Press and Information Offi ce for the Republic of Cyprus
www.pio.gov.cy
The Central Bank of Cyprus
www.centralbank.gov.cy
Cyprus Chamber of Commerce and Industry
www.ccci.org.cy
Cyprus & European Union Accession Negotiations
www.cyprus-eu.org.cy/eng/home.htm
Employers & Industrialists Federation
http://kypros.org/CIO/oeb/index.html 

Embassy of Ireland, Malta
Piazza di Campitelli 3, 00186 Rome, Italy
Tel.: +39 06 6979121 Fax: +39 06 6792354
Ambassador: H.E. Frank Cogan 

Ministry of Foreign Affairs 
Palazzo Parisio, Merchants Street, Valetta, Malta 
Tel.: +356-21-242853 Fax: +356-21-237822
Ambassador: H.E. Richard Muscat.

Maltese Honorary Consul
10 Carriglea Estate, Naas Road, Dublin 12
Tel.: +353-1-4089981 Fax: +353-1-4507718
E-mail:  hcgmalta@eircom.net
Honorary Consul General: Mr Terry Loane

http://www.enterprise-ireland.ie/Contact/
http://www.enterprise-ireland.ie/Contact/
http://kypros.org/CIO/oeb/index.html
mailto:embassytallinn@eircom.net
mailto:embassy.dublin@mfa.ie
www.esea.ee
www.export.ee
www.acce.ee
www.acce.ee
www.hex.ee
mailto:embassy.ireland@mfa.gov.lv
mailto:mbourke@rietumu.lv
www.lda.gov.lv
www.lem.gov.lv
www.bank.lv
www.ebrd.com
www.kompass.lv
www.litta.lv
mailto:ambasada@irlandia.pl
mailto:geklin@urm.lt
www.ekm.lt
www.lpk.lt
www.ldkonfederacija.lt
www.chambers.lt
www.lda.lt
mailto:irishembassy@cytanet.com.cy
mailto:embassyofcyprusdub@eircom.net
www.pio.gov.cy
www.centralbank.gov.cy
www.ccci.org.cy
www.cyprus-eu.org.cy/eng/home.htm
mailto:hcgmalta@eircom.net
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Next Steps - Where to go for further information

Honorary Consul: Anthony Cassar
The Winery, Masara, Malta
Tel.: +356 824918, 842920 Fax: +356 826548

Websites:
Central Bank of Malta
www.centralbankmalta.com

National Statistics Offi ce
www.nso.gov.mt

Government of Malta
www.gov.mt

Departament of Information, Malta
www.doi.gov.mt 

 Czech Republic

Enterprise Ireland
Trziste 13, 118 00 Praha 1
Tel.: +420 257 531 585/6 Fax: +420 257 532 224
E-mail: fi rstname.lastname@enterprise-ireland.com
Contact: Jim Mongey 

Embassy of Ireland
Trziste 13, 118 00 Praha 1
Tel.: +420 257 530 061-4 Fax: +420 257 531 387
E-mail: irishembassy@iol.cz
Ambassador: H.E. Joseph Hayes 

Embassy of the Czech Republic
57 Norhumberland Road, Ballsbridge, Dublin 4, Ireland
Contact: Mr. Ladislav Muller
Tel.: +353 1 66 811 35 Fax: +353 1 66 816 60

CzechTrade Dublin
27 Upper Fitzwilliam Street, Dublin 2, Ireland
Contact: Mr. Tomás Písa
Tel.: + 353 1 63 286 25 Fax: +353 1 63 286 01
E-mail: dublin@czechtrade.cz

Websites:
Czech National Bank
www.cbn.cz

Czech Investment Promotion Organisation
www.czechinvest.org

Czech Trade Promotion Agency
www.czechtrade.cz

Press and Trade Promotion Company
www.doingbusiness.cz

Czech News in English
www.fl eet.cz

Business Advisers
www.kpmg.cz

Czech Ministry of Trade and Industry
www.mpo.cz

Czech Statistical Offi ce
www.czso.cz

Business Advisers
www.pwcglobal.cz

Czech Government
www.vlada.cz

Ernst and Young
www.ey.com/cz

 Hungary

Enterprise Ireland
1054 Budapest, Szabadság tér 7-9., 
Bank Center, Gránit Torony 
Tel.: +36-1-302 9604 Fax: +36-1-302 9607
E-mail: fi rstname.lastname@enterprise-ireland.com
Contact: S-P Mahoney

Embassy of Ireland
1054 Budapest, Szabadság tér 7-9.,
Bank Center, Gránit Torony
Tel.: +36-1-302 9600 Fax: +36-1-302 9599
E-mail: iremb@elender.hu
Ambassador: H.E. Brendan McMahon

Embassy of the Republic of Hungary
2 Fitzwilliam Place, Dublin 2
Tel.: +353 1 661 2902/3 Fax: +353 1 661 2880
E-mail: hungarian.embassy@eircom.net
Commercial Counsellor: Dr. Gyorgy Bobok

Embassy of Hungarian Republic, Trade 
Commission
46 Eaton Place, London SW1 United Kingdom
Tel.: +44 207 235 8767 Fax: +44 207 235 4319
E-mail: itdlondon@btconnect.com
Representative: Andras Hirschler

Websites:
General Information on Budapest
www.budapestinfo.hu

News and Services for expats and visitors in Hungary
www.budapestsun.com

Business News
www.bbj.hu

Central Europe Business News
www.ceebiz.com

EU Institution Building Guide
www.cfcu.hu

Event and Trade Fair Information
www.congress.hu

Ministry of Economics
www.gkm.hu

Broad Country Information
www.hungary.org

Trade Fair Information
www.hungexpo.hu

Economic Review Magazine
www.hvg.hu

Investment and Trade Development Agency
www.itd.hu

Central Statistic Offi ce
www.ksh.hu

Guide to Phare Programmes
www.pharereg.hu

Accommodation and Travel
www.travelport.hu

 Poland

Enterprise Ireland
Ul. Humanska 10, 00-789 Warsaw, Poland
Tel.: +48 22 6469797 Fax: +48 22 6465015
E-mail: fi rstname.lastname@enterprise-ireland.com
Contact: Declan Ryan 

Embassy of Ireland
Ul. Humanska 10, 00-789 Warsaw
Tel.: +48 22 849 66 33 Fax: +48 22 849 84 31
E-mail: ambasada@irlandia.pl
Ambassador: H.E. Thelma Doran

www.centralbankmalta.com
www.nso.gov.mt
www.gov.mt
www.doi.gov.mt
erprise-ireland.ie/Contact/
mailto:irishembassy@iol.cz
mailto:idublin@czechtrade.cz
www.cbn.cz
www.czechinvest.org
www.czechtrade.cz
www.doingbusiness.cz
www.fl eet.cz
www.kpmg.cz
www.mpo.cz
www.czso.cz
www.pwcglobal.cz
www.vlada.cz
www.ey.com/cz
http://www.enterprise-ireland.ie/Contact/
http://www.enterprise-ireland.ie/Contact/
mailto:iremb@elender.hu
mailto:hungarian.embassy@eircom.net
mailto:itdlondon@btconnect.com
mailto:ambasada@irlandia.pl
www.budapestinfo.hu
www.budapestsun.com
www.bbj.hu
www.ceebiz.com
www.cfcu.hu
www.congress.hu
www.gkm.hu
www.hungary.org
www.hungexpo.hu
www.hvg.hu
www.itd.hu
www.ksh.hu
www.pharereg.hu
www.travelport.hu


N
ext S

teps 33

Next Steps - Where to go for further information

Economic and Commercial Section of the 
Polish Embassy 
4 The Vicarage St. John’s Road, Dublin 4, Ireland
Tel.: + 353 1 269 13 70  Fax: + 353 1 269 76 62
E-mail: brh@dublin.polishembassy.ie
http://www.dublin.polishembassy.ie
Commercial Counsellor: Mr. Jerzy Bartosik
Deputy Commercial Attache: Mr. Jacek Wójcikowski

Websites:
Polish Chamber of Commerce
www.kig.pl
Poland Import Export Chamber of Commerce
www.chamberofcommerce.pl
News from Polish Market Research House
www.boss.com.pl/uk/
EU information
http://europa.eu.int/comm/enlargement/
Ministry of Economy
www.mg.gov.p
Ministry of State Treasury
www.mst.gov.pl
Major Trade Fairs and Catalogues for the Poznan Trade Fair
www.mtp.com.pl
National Bank of Poland (exchange rates, etc.)
www.nbp.pl/home_en.html
OECD, Macro Economic Information 
www.oecd.org
Polish Information and Foreign Investment Agency
www.paiz.gov.pl
Guide to Business in Poland
www.polska.net/
PriceWaterhouseCoopers, How to do Business in Poland
www.pwcglobal.com/pl/eng/main/home/index.html
Polish Central Statistic Offi ce
www.stat.gov.pl/english/index.htm
Offi ce of the Commitee for European Integration
www.ukie.gov.pl
United Nations Industrial Development Organisation
www.unido.pl/indexa.htm
News about Poland in English
www.wbj.pl
Business information
www.wonet.com.pl

 Slovakia

Enterprise Ireland
Trziste 13, 118 00 Praha 1
Tel.: +420 257 531 585/6 Fax: +420 257 532 224
E-mail: fi rstname.lastname@enterprise-ireland.com
Contact: Jim Mongey 

Embassy of Ireland
Carlton Savoy Building, Mostova 2
811 02 Bratislava, Slovakia
Tel.: +421 2 59309611 Fax: +421 2 54430690
E-mail: bratislava@iveagh.irlgov.ie
Ambassador: H.E. Tom Lyons 

Slovak Embassy
25 Kensington Palace Gardens, London W8 4QY, 
United Kingdom
Contact: Mr. Michal Vrabel, Commercial Counsellor
Tel.: +44 (20) 77 27 30 99 Fax: +44 (20) 77 27 36 67
E-mail: obeo@btconnect.com

Websites:
Professional Association of Employers
www.biznis.sk

Ministry of Economy
www.economy.gov.sk

Business Portal
www.etrend.sk

Business Advisers
www.kpmg.sk

Slovak National Bank
www.nbs.sk

Investment and Trade Promotions Organisation
www.sario.sk

Slovak Chamber of Commerce and Industry
www.sopk.sk

English Language Newspaper
www.spectator.sk

Slovak News in English
www.symsite.sk

Slovak Government
www.vlada.gov.sk/english

Slovak Statistical Offi ce
www.statistics.sk

 Slovenia

Enterprise Ireland
Rotenturmstr. 16-18/2/5, 1010 Vienna, Austria
Tel.: +43 1 512968530 Fax: +43 1 512968540
E-mail: fi rstname.lastname@enterprise-ireland.com
Contact: Deirdre McPartlin 

Embassy of Ireland
Palaca Kapitelj, Poljanski nasip 6,
1000 Ljubljana, Slovenia 
Tel.: +386 1 3008970 Fax: +386 1 2821096
E-mail: H.E. Gerald Ansbro 

Embassy of the Republic of Slovenia
Morrison Chambers, 32 Nassau Street, Dublin 2
Tel.: +353 1 670 5240 Fax: +353 1 670 5243
E-mail: vdb@mzz-dkp.gov.si
Commercial Counsellor: Bojan Skoda

Websites:
Slovenian Chamber of Commerce & Industry
www.gzs.si
Invest in Slovenia – TIPO
www.investslovenia.org
Doing Business in Slovenia
www.cmsr.si
The Government of the Republic of Slovenia
www.gov.si
Statistical Offi ce of Slovenia
www.gov.si/zrs
Bank of Slovenia
www.bsi.si
Business Directory
www.pirs.si
Slovenian Press Agency
www.sta.si
Slovenian Tourist Board
www.slovenia-tourism.si 

 First Time Enquiries

Please Contact: Declan Ryan, Warsaw Offi ce, 
Enterprise Ireland 
Tel.: +48 22 6469797 Fax: +48 22 6465015
E-mail: fi rstname.lastname@enterprise-ireland.com

www.slovenia-tourism.si
http://www.dublin.polishembassy.ie
http://europa.eu.int/comm/enlargement/
mailto:brh@dublin.polishembassy.ie
www.kig.pl
www.chamberofcommerce.pl
www.boss.com.pl/uk/
www.mg.gov.p
www.mst.gov.pl
www.mtp.com.pl
www.nbp.pl/home_en.html
www.oecd.org
www.paiz.gov.pl
www.polska.net/
www.pwcglobal.com/pl/eng/main/home/index.html
www.stat.gov.pl/english/index.htm
www.ukie.gov.pl
www.unido.pl/indexa.htm
www.wbj.pl
www.wonet.com.pl
http://www.enterprise-ireland.ie/Contact/
mailto:bratislava@iveagh.irlgov.ie
mailto:obeo@btconnect.com
www.biznis.sk
www.economy.gov.sk
www.etrend.sk
www.kpmg.sk
www.nbs.sk
www.sario.sk
www.sopk.sk
www.spectator.sk
www.symsite.sk
www.vlada.gov.sk/english
www.statistics.sk
http://www.enterprise-ireland.ie/Contact/
http://www.enterprise-ireland.ie/Contact/
mailto:vdb@mzz-dkp.gov.si
www.gzs.si
www.investslovenia.org
www.cmsr.si
www.gov.si
www.gov.si/zrs
www.bsi.si
www.pirs.si
www.sta.si
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