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Preamble 

The CEE (Central and Eastern European Countries) Region is one of Austria’s most important 

geographical destinations in terms of its commitment to export activities and internationalization.  

The motivation behind the B2B Marketing- and Barometer Study was to analyze the activities of 

Austrian enterprises in Middle- and Eastern Europe in order to fill the experience pool and to 

undertake an organized concentration of knowledge. Furthermore, „the cooperation awareness“ of the 

participating companies should be increased.  

By conducting regular queries on specific questions with a focus on B2B marketing and sales 

activities, as well as HR management, trends, developments and success factors for Austrian 

companies in the CEE markets have been recorded. Thus, in their efforts to expand, companies can 

be assisted by facts which have been collected via professional market research in the detailed 

aspects of their business activity.  
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1 Introduction 

232 sales representatives were surveyed about the activities of Austrian companies in Central and 

Eastern Europe during spring 2016. This was done via telephone interviews conducted by CATI (72% 

of respondents) and an online survey via Email invitation (29% of respondents). 

The future most important markets for the companies were analyzed.  

Furthermore, different reasons for entering a market were determined, as well as the sources of 

information on market entries. 

2 Attractiveness of markets in the next 10 years 

Question: Which 5 countries are the most attractive markets for your company in the next 10 years? 

(Basis n = 232, specification in %, Multiple-Answer-Question, without „I don’t know“; 

Difference in percentage points) 

 
Half of all respondents see Poland as the most attractive market for their 

company in the next 10 years. Russia is the only country among the six most 

important future countries, to lose its significance compared to 2013. The 

reason for this are the sanctions imposed by the EU in view with the 

annexation of the Crimea in Eastern Ukraine. However, Russia is still seen as 

the second most attractive market  

 

The Czech Republic ranks third in the most attractive markets of the future with 39%. The country is 

often seen as a first step towards internationalization in a non-German-speaking country and thus 

plays a major role for Austrian companies. 

 

The collapse of the Ukrainian market, which can be traced back to the aforementioned crisis and the 

associated sanctions, is also evident. While Ukraine’s future attractiveness was seen by 56% in 2007, 

Ukraine lost much of its appeal at 23% in 2013 and 17% in 2016, but still remains in the TOP 10 CEE 

regions. 
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3 Reasons for market entry 

Question: How important were the following reasons for the market entry t in…? 

(Basis n in the study of 2016 varies between. 219 and 232, information in index values 

between 0 und 100, 100 = very important) 

 

The three most important reasons for entering one of the above-mentioned markets are the 

attractiveness of the market potential or market size, the strategic importance of the country for the 

business and the desired presence in the whole of the CEE.  

The search for new sales markets, the geographic location and the 

succession of international competitors are the main reasons for entering 

the market. The shortage of a skilled work force in Austria and lower labor 

costs play a relatively minor role in this strategic decision. 
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4 Market entry: Which sources of information are used? 

Question: How helpful were the following sources of information for your company during the 

preparatory phase of the market entry? 

 (Basis n = 232, Information in index values between 0 und 100, change in index points) 

The insider knowledge of local distributors is considered the most important source of information. 

Compared to 2013 and 2007, there was an index increase of 3 (77 in 2013) and 5 points (75 in 2007). 

Employees with experience or reconnaissance reports from posted 

employees continue to be considered important. However, compared to the 

same period of 2013, there were slight index declines of -1 (81 in 2013) and 

-2 (76 in 2013). There is a clear decline in the area of one’s own experience 

(index decline for the comparative period of -6).  

The internet, together with the local chamber of commerce, Austrian 

companies in similar situations as well as market research institutes is becoming increasingly 

important as sources of information. Austrian networks abroad also show an increase in the index 

compared to the reference year 2007 and 2013, respectively. 

Colleagues and universities were ranked last, but were also consulted for knowledge generation and 

as a source of information for decision-making.  
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Question: In your experience, which information source is the most useful for which information? 

 (Basis n = 232, open question – answer coded)  

 

Above all, managers seek information on economic key figures, the cultural particularities of the 

respective countries, distribution channels and partners as well as information on potential customers. 

The Austrian Chamber of Commerce is primarily used for information on 

economic indicators. The internet and other statistics also play an 

important role. The internet serves as the main source of information for 

cultural particularities. Employees on site, as well as their own experience 

in dealing with the respective culture, have a great importance in the 

generation of information. 

The internet also takes the top position when it comes to ascertaining the 

information about distribution channels / partners. The Austrian Chamber of Commerce and local staff 

continue to be regarded as a useful source of information. 

Information on potential customers is mainly generated via the internet. However, distribution partners 

and local partners play an equally important role. In addition, fairs are credited with great value in 

finding information about potential customers.  

 

Economic Indicators Information about cultural paricularities 

  
Information about Sale Channels/Partners Information about potential customers 
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5 Success factors in International Business 

Question: From your expert's point of view: Please assess the following factors according to 

importance for a successful business activity. 

      (Basis n = 232, Information in index values between 0 und 100, deviation in index values) 

 

 
 

Regular visits to the destination country are seen as the number one success factor for a successful 

business. The employees training of foreign branches in the parent company also forms the basis for a 

successful business. The knowledge about cultural characteristics of the exporting country is ascribed 

a high importance as well.  

 

6 Differences in the business activity compared to Austria 

Question: How different do you think business activities are in … compared to Austria? 

(Basis n = 232, Information in business values between 0 and 100, 100 = very big 

difference) 

 

The greatest difference in business activity compared to Austria is seen in Ukraine, Russia and 

Bulgaria. The slightest differences occur in the direct neighbors, e.g. Hungary, Czech Republic and 

Slovakia. 
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Which interpersonal behaviour promotes or does not promote business success in the respective 

countries was addressed by the following question: 

 

Frage: If you have to characterize the country in two criteria. What is an absolute MUST DO/NO GO 

to be successful in the respective country? 

 (Basis n = 232, information in %, open question – answer coded) 

 

 Do‘s Dont’s 

Ukraine  local contacts/employees/distribution 
partners 

 linguistic and cultural knowledge 

 making no distinction in the business 
activity 

 delicate conversation topics from 
politics, history, environment, etc. 

Russia  openness, personal contact 
maintenance 

 local contacts/employees/distribution 
partners 

 linguistic and cultural knowledge 

 unfriendliness/arrogance 

 violation of arrangement (e.g. contract 
deadline) 

Bulgaria  local contacts/employees/distribution 
partners 

 build and maintain a network 

 unfriendliness/arrogance 

 too high prices 

Romania  openness, personal contact 
maintenance 

 local contacts/employees/distribution 
partners 

 unfriendliness/arrogance 

 disregard of the mindset/mentality of 
the exporting country 

Poland  openness, personal contact 
maintenance 

 linguistic and cultural knowledge 

 disregard of the mindset/mentality of 
the exporting country  

 violation of arrangement (e.g. contract 
deadline) 

Slovakia  linguistic and cultural knowledge  

 equal rights, respect 

 understanding of different 
mentality/wishes/claims 

 unfriendliness/arrogance 

 disregard of the mindset/mentality of 
the exporting country  

 lack of respect, no honesty 

Czech 
Republic 

 linguistic and cultural knowledge  

 local contacts/employees/distribution 
partners 

 equal rights, respect 

 unfriendliness/arrogance 

 delicate conversation topics from 
politics, history, environment, etc. 

Hungary  linguistic and cultural knowledge  

 understanding of different 
mentality/wishes/claims  

 equal rights, respect 

 unfriendliness/arrogance 

 no local contact person 

 

The recipes for success are linguistic and cultural knowledge, local contacts, local employees and 

sales partners, openness and personal contact, as well as an understanding of the other mentality.  

Absolute No Go's to be successful in the respective countries, are unfriendliness and arrogance, lack 

of respect or honesty and the disregard of the mindset or the mentality of the exporting country. 

 

 

 

 

 

 



 
 

8 

 

7 Description of the sample 

The majority of the sales executives questioned originated from the manufacturing sector (55% of 

respondents). The sectors trade, agriculture / energy and finance are very close with between 10 - 17 

percent. Sales managers (35% of respondents) and members of the management board (27% of 

respondents) account for most of the responsibilities of respondents. 

33% of the respondents came from companies with up to 100 employees, 43% with up to 500 

employees and 24% from companies with more than 500 employees. The NACE branch distribution 

was identified by the following question:  

 

Question: In which industry is your company (by NACE classification) active? 

            (Basis n = 232, information in %) 

 

Nearly half of the companies surveyed (44%) were active in the mechanical engineering, chemical 

industry and trade sector. 

 

 

 

 

 

Explanation of Index 

The index represents a rating system in which a number (as balanced as possible) is awarded for 

each category (e.g. very good-good-less-good-bad). 

 

For four categories, a division into "very good" = 100, "good" = 66, "less good" = 33 and "bad" = 0 

would be possible. 

In general, the value 100 counts for the best possible assessment (very satisfactory, yes, unqualified) 

and the value 0 for the worst possible assessment (unsatisfactory, no, in no case). 
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Conclusion 

The study programme "Global Sales & Marketing" deals with areas around the topics sales 

management, B2B marketing, export and intercultural management. 

The data presented here provides a first glimpse into the wealth of results of the 2016 B2B Marketing 

and Sales Barometer Study. The entire report provides information on market entry strategies, market 

attractiveness, relationship management, market analysis, sales strategies and partners, settlement 

control, and human resource management in the eight core countries analyzed (Ukraine, Russia, 

Bulgaria, Romania, Poland, Czech Republic, Slovakia and Hungary). 

If you are interested in further information, please contact: 
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