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BUSINESS ENVIRONMENT IN THE EUROPEAN UNION
The European Union is a unique economic and
political union, currently made up of 27 European
countries. The total area of its member countries
covers most of the continent.
What began as a purely economic union has evolved
into an organization spanning policy areas, from climate,
environment and health to external relations and
security, justice and migration. A name change from the
European Economic Community (EEC) to the European
Union (EU) in 1993 reflected this.
The EU has delivered more than half a century of peace,
stability and prosperity, helped raise living standards and
launched a single European currency: the euro. More
than 340 million EU citizens in 19 countries now use it
as their currency and enjoy its benefits.

SETTING UP YOUR BUSINESS

Thanks to the abolition of border controls between EU
countries, people can travel freely throughout most of
the continent. And it has become much easier to live,
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https://europa.eu/european-union/about-eu/eu-in-brief_en

work and travel abroad in Europe. All EU citizens have
the right and freedom to choose in which EU country
they want to study, work or retire. Every EU country
must treat EU citizens in exactly the same way as its
own citizens for employment, social security and tax
purposes.
The EU’s main economic engine is the single market.
It enables most goods, services, money and people
to move freely. The EU aims to develop this huge
resource to other areas like energy, knowledge and
capital markets to ensure that Europeans can draw the
maximum benefit from it.
The European Union is the largest trade block in the
world. It is the world’s biggest exporter of manufactured
goods and services, and the biggest import market for
over 100 countries. Free trade among its members was
one of the EU’s founding principles. This is possible
thanks to the single market. Beyond its borders, the EU
is also committed to liberalising world trade.1
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A new strategic agenda for the EU 2019-2024
Protecting citizens and freedoms
Effective control of the EU’s external borders and further
developing a comprehensive migration policy. Fighting
against terrorism, cross-border and online crime,
increasing the EU’s resilience against both natural and
man-made disasters.
Developing a strong and vibrant economic base
Building a resilient economy by deepening the Economic
and Monetary Union, completing the banking and
capital markets union, strengthening the international
role of the euro, investing in skills and education,
supporting Europe’s businesses, embracing the digital
transformation, and developing a robust industrial policy.
Building a climate-neutral, green, fair and social
Europe

effective circular economy and a well-functioning EU
energy market that provides sustainable, secure and
affordable energy. A faster transition to renewables and
energy efficiency, while reducing the EU’s dependency
on outside energy sources. Implementing the European
Pillar of Social Rights.
Promoting European interests and values on the
global stage
Building a robust foreign policy with an ambitious
neighbourhood policy and a comprehensive partnership
with Africa. Promoting global peace, stability, democracy
and human rights. Pursuing robust trade in line with
multilateralism and the global rules-based international
order. Taking greater responsibility for security and
defence, while cooperating closely with NATO.2

Agriculture and food related industries and services provide over 44 million jobs in the EU, including
regular work for 20 million people within the agricultural sector itself. Thanks to its varied climate,
fertile soil, the technical skills of its farmers and the quality of its products, the EU is one of the
world’s leading producers and exporters of agricultural products.3
Launched in 1962, the EU’s common agricultural policy
(CAP) is a partnership between agriculture and society,
and between Europe and its farmers. It aims to:

Business uncertainties and the environmental impact of
farming justify the significant role that the public sector
plays for our farmers. The CAP takes action with:

• support farmers and improve agricultural productivity,
ensuring a stable supply of affordable food;
• s afeguard European Union farmers to make a
reasonable living;
• h elp tackle climate change and the sustainable
management of natural resources;
•m
 aintain rural areas and landscapes across the EU;
• k eep the rural economy alive by promoting jobs in
farming, agri-foods industries and associated sectors.

• income support through direct payments ensures
income stability, and remunerates farmers for
environmentally friendly farming and delivering public
goods not normally paid for by the markets, such as
taking care of the countryside;
• market measures to deal with difficult market
situations such as a sudden drop in demand due
to a health scare, or a fall in prices as a result of a
temporary oversupply on the market;
• rural development measures with national and regional
programmes to address the specific needs and
challenges facing rural areas

The CAP is a common policy for all EU countries.
It is managed and funded at European level from the
resources of the EU’s budget.

Investing in green initiatives that improve air and water
quality, promote sustainable agriculture and preserve
environmental systems and biodiversity. Creating an
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The EU supports farmers with €58,82 billion
in 2018

Rural development €14,37 billion
Market measures €2,7 billion
Income support €41,74 billion

The CAP defines the conditions that will allow farmers to
fulfil their functions in society in the following ways:
Produce food
• There are around 10 million farms in the EU and
22 million people work regularly in the sector. They
provide an impressive variety of abundant, affordable,
safe and good quality products.
• The EU is known throughout the world for its food and
culinary traditions and is one of the world’s leading
producers and net exporter of agri-food products.
Due to its exceptional agricultural resources the EU
could and should play a key role in ensuring food
security of the world at large.
Rural community development
• Within our countryside and its precious natural
resources, there are many jobs linked to farming.
Farmers need machinery, buildings, fuel, fertilisers and
healthcare for their animals, also known as ‘upstream’
sectors.
6
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• Other people are busy in ‘downstream’ operations –
such as preparing, processing, and packaging food,
as well as in food storage, transport and retailing. The
farming and food sectors together provide nearly 40
million jobs in the EU.
• To operate efficiently and remain modern and
productive, farmers, upstream and downstream
sectors need ready access to the latest information
on agricultural issues, farming methods and market
developments. During the period 2014-20, the CAP
is expected to provide high-speed technologies,
improved internet services and infrastructure to 18
million rural citizens – the equivalent of 6.4% of the
EU’s rural population.
Environmentally sustainable farming
• Farmers have a double challenge – to produce
food whilst simultaneously protecting nature and
safeguarding biodiversity. Using natural resources
prudently is essential for our food production and for
our quality of life – today, tomorrow and for future
generations.4
• You will learn about the most important facts (history,
presidents, institutions, euro, budget etc.) of the
European Union at
https://europa.eu/european-union/about-eu_hu.
• You will find easy-to-read information about these
same issues at https://europa.eu/european-union/
about-eu/easy-to-read_en.
• It is also advisable to visit Wikipedia (https://
en.wikipedia.org/wiki/European_Union)
to get a general idea of the European Union.

https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agricultural-policy/cap-glance_en

BUSINESS ENVIRONMENT IN HUNGARY
Hungary is situated right in the heart of Europe
and offers a lot of business opportunities.
All destinations are easily accessible from
here, physically and historically, geographically,
culturally and economically alike. Hungary is a
full member of the European Union, so companies
doing business here join the EU market of more
than 500 million inhabitants. Hungary is an open
economy, and thus the establishment of domestic
and foreign enterprises is especially important.
Partnership with potential investors is considered
a national priority by the Hungarian government
which pays special attention to the needs of
companies established in Hungary and to further
improving the business climate.
Hungary, like all other states of the European
Union, provides a suitable regulatory environment
for enterprises with its democratic political system,
political stability, government support and assistance
to entrepreneurs, especially young entrepreneurs, and
financing opportunities.

The Hungarian government has been fighting the aging
society with an effective family protection action plan
launched in 2019, the main parts of which are childbirth
support, home-building support, mortgage loan rebates,
tax benefits, car purchase support, an extended
supply of nurseries and the support of childcare by
grandparents.
Since 2013, the total performance of the Hungarian
economy has been growing steadily. Due to the
favourable business environment, the number of
registered economic organisations in Hungary, especially
sole proprietors, has been steadily increasing since
2015. The increase in the number of businesses
was helped by, among other things, the favourable
credit schemes introduced in recent years (such as
the National Loan Program), the VAT reduction in the
construction sector and the family support, which
indirectly had a boosting effect on the construction and
real estate sectors. More favourable forms of taxation
have improved the profitability of enterprises and thus
their development prospects, and have also contributed
to the increase in the number of enterprises.
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More than 40 of the world’s 80 largest multinational companies and many of their SME suppliers
have chosen Hungary as their business location, enjoying a highly skilled workforce, access to
world-class universities, an advantageous geographical location, skilled suppliers and an advanced
business infrastructure. Investors consider Hungary to be an ideal location, a remarkable “advanced
manufacturing and innovation centre” in Europe. This trend is in line with Hungary’s intention to
further increase the number of high value-added investments. In addition to the low corporate income
tax of 9% and other general economic recovery measures, there is a strong emphasis on developing
rural cities and regions as attractive investment locations.
No.
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Taxes in force in Hungary
Special tax of distributors and investment funds
Value added tax (VAT)
Mining fee
Special tax for immigrants
Insurance tax
Company car tax
Dog tax
Simplified contribution to public revenues (EKHO)
Food chain inspection fee
Income tax of energy suppliers (Robin Hood tax)
Building tax
Forest protection contribution
Land conservation contribution
Vehicle tax
Special taxes of the distributors of medicinal products
Registration fee for the domestic work
Local business tax (HIPA)
Landfill tax
Tourist tax
Duty
Innovation contribution
Game tax
Excise tax
Contribution to the Chamber of Commerce and Industry
Fixed-rate tax of small taxpayer enterprises (KATA)
Small company tax (KIVA)
Environmental contribution
Environmental product fee

No.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44.
45.
46.
47.
48.
49.
50.
51.
52.
53.
54.
+1

Taxes in force in Hungary
Utilities fee
Communal tax of individuals
Labour market contribution
Public health product fee (NETA)
Nuclear contribution
Pension insurance contribution
Health insurance contribution
Special tax of financial organisations
Financial transaction duty
Registration tax
Rehabilitation contribution
Advertisement tax
Royalty for reprographics and private copying
Vocational training contribution
Personal income tax (szja)
Gambling surveillance fee
Social contribution tax (szocho)
Sickness benefit contribution
Corporate tax (tao)
Telecommunication tax
Land tax
Town tax
Health insurance contribution for benefits in kind
Tourism development contribution
Customs duty
Water resource fee
Retail commerce tax

In 2019, Hungary met the target set by the European
Union for 2020, according to which the employment
rate of the 20-64 age group must reach 75 percent.
The relatively high employment in Hungary was coupled
with one of the lowest unemployment rates in the Union:
In the fourth quarter of 2019 only four countries (the
Czech Republic, Poland, Germany and Malta) had lower
unemployment rates than Hungary (3.3%).

in Hungary. Within the framework of the National Food
Crisis Management Programme developed as part
of the National Economic Protection Action Plan, the
government aims to stabilise the situation of agriculture,
save jobs and protect food production capacities. For the
first time in Europe, the new agricultural crisis insurance
system will be introduced and implemented in Hungary,
which will enhance predictability in the sector.

Of the EU-28 countries, Romania, Greece and Hungary
have the largest share of agriculture in gross value
added production, above 4%. In Hungary, the proportion
of enterprises in agriculture is by far the highest
(almost 25%), due to the very high proportion of selfemployment.

In the European Union there is an agreement between
the Member States to preserve the quality of the created
world and to sustain the efficient, competitive agricultural
activities in the future. It is a priority for EU Member
States to guarantee food security for European citizens.
As a result of the new common agricultural policy
of the EU, the direct support system, the promotion
of investments in agriculture and food industry, the
environmental conditions related to food production,
support for young farmers and small farms together
ensure the further competitive development of the
Hungarian agricultural sector.

The coronavirus epidemic has hit the Hungarian
economy as well as the European Union as a whole and
is projected to have significant other socio-economic
consequences. The resilience of Hungarian farmers
during the pandemic made agriculture a strategic sector
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SETTING UP A BUSINESS IN THE EUROPEAN UNION
In Europe SMEs represent 98% of businesses and
provide 67% of jobs. Special attention is given to
the needs of small and medium-sized enterprises
(SMEs). Based on these, it is evident that SMEs
play a key role in the EU in terms of economic
growth, innovation, employment and social
inclusion. The European Commission is therefore
working to enhance the successful operation of
businesses and improve the business environment
for SMEs.
EU policy focuses on encouraging entrepreneurs.
Although, at present, only 10% of European citizens are
entrepreneurs, 45% would like to be their own boss. To
unlock this enormous potential for jobs and growth the
Commission has created a series of initiatives.
• Clusters and business networks: Clusters are groups
of specialised enterprises and other supporting
actors in a particular location that cooperate closely
together, such as organisations, regional initiatives
and other business networks. They play a catalytic
role in the emergence of new industries. The EU is
engaged in several activities to raise the standards
and openness of clusters, notably through the
European Cluster Collaboration Platform, the European
Cluster Excellence Initiative and the European Service
Innovation Centre.
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• Entrepreneurship education: Entrepreneurship
education is increasingly being promoted in most
European countries. As further stimulation, the
Commission has launched the European SME Week,
a campaign to promote entrepreneurship across
Europe and to inform entrepreneurs about available
support. Another concrete initiative is ‘Erasmus for
young entrepreneurs’, an exchange programme
that gives entrepreneurs the chance to learn from
experienced owners of small businesses in other EU
countries.
•M
 ore female entrepreneurs: While Europe does not
have enough entrepreneurs in general, there are
even fewer female entrepreneurs; in 2012, only
30% of entrepreneurs in Europe were women. To
encourage more entrepreneurship among women,
the Commission has set up the European Network
of Female Entrepreneurship Ambassadors. The 270
entrepreneurs of this group serve as role models to
inspire other women to become entrepreneurs.5

file:///C:/Users/endrody/Downloads/gp_eudor_WEB_NA7012030ENC_002.pdf.en%20(1).pdf
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As an EU citizen you are entitled to:
• s et up your own business (even as a sole trader) in
any EU country, Iceland, Norway or Liechtenstein
• s et up a subsidiary branch of an existing EU-based
business that is already registered in one EU country.
The requirements vary depending on the country.
However, the EU encourages all countries to meet
certain targets for helping to set up new companies,
including:
• s etting up in no more than 3 working days
• c osting less than EUR 100
• c ompleting all procedures through a single
administrative body
• c ompleting all registration formalities online
• registering a company in another EU country online
(through the national contact points).
Business information (starting a business, registering a
new business, taxation, employer information, product
requirements, etc.) valid in the EU can be found at
https://europa.eu/youreurope/business/runningbusiness/start-ups/starting-business/index.

You can also use the Startup Europe Partnership
platform to get help with expanding and developing your
business.
The „Find a company” section of the European e-Justice
Portal (https://e-justice.europa.eu/content_find_a_
company-489-hu.do) allows you to search for and
access company information from the national business
registers. In accordance with Directive 2012/17/EU
this service is to cover the business registers of all EU
countries as well as Iceland, Lichtenstein and Norway.
Not all of the Member States are currently connected,
but more will be on board soon. If you are looking
to access information and/or documents from those
registers which are not yet part of the „Find a company”
page, you can find links to the respective national
registers on the „General information and terms and
conditions” page.
The European portal specifically for women
entrepreneurs is available at https://wegate.eu/

If you want to set up a new business in the service
sector in the EU or expand your services to another EU
country, you will find the national information on rules
and formalities, and national procedures available online
at the Points of Single Contact (PSCs) accessible at
https://ec.europa.eu/growth/single-market/services/
services-directive/in-practice/contact_en.
PSCs have been established by the EU Services
Directive for entrepreneurs active in the service sector.
PSCs are e-government portals that allow service
providers to get the information they need and complete
administrative procedures online. They are managed by
the ‘EUGO network’ of national coordinators.
You will find useful information on the portal if you want to:
• explore business opportunities or expand your
services to another EU country
• set up a new business abroad
• find out about the rules and formalities that apply
• complete the administrative procedures online

• recognition of professional qualifications and regulated
professions
• labour and social laws
• rules for public procurement
PSCs also provide information on procedures and make
them available online:
• how to introduce an application
• which organisation is responsible for dealing with
applications
• what is the cost of applying
• how long does it take to get a reply
Although EU countries are not legally obliged to make
tax and social security procedures available through the
PSCs, a large number of EU countries already do this
and the others are encouraged to do so as well.
You will find further information abuot setting up a
business in the EU at https://europa.eu/europeanunion/business/startups_hu.

PSCs provide national information to help you deal with
a wide range of practical issues:
• licences, notifications or permits needed to start a
business
• requirements for offering services on a temporary
basis
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SETTING UP A BUSINESS IN HUNGARY
In Hungary, a general partnership, a limited
partnership, a limited liability company or a
company limited by shares may be established as
a business company. The name of the company or
its abbreviation (Kkt., Bt., Kft., Zrt./Nyrt.) must be
indicated in the name of the company. A limited
partnership, a general partnership and a limited
liability company can only be started with a
partnership agreement countersigned by a lawyer.
Attorney’s fees vary around 20-50 thousand forints
(cca. 50-150 euros).
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The company registration also has an approximate fee of
10-15 thousand forints (cca. 25-40 euros). Businesses
have to open and maintain a separate bank account,
which also comes at an additional cost. There is no
minimum subscribed capital specified in the case of a
Bt. (limited partnership). It could be only an amount of
around HUF 20-100 thousand (cca. 50-300 euros).
This can be paid into a bank account and withdrawn
from there at any time later. The subscribed capital of
a limited liability company is HUF 3 million (cca. 8.500
euros), which must be made available to the company
in a maximum of two installments. The subscribed
capital can also be provided in cash or by other forms
of contribution (real estate or movable tangible property,
property rights, etc.). In this case, the member providing
the contribution is responsible for its fair value.
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In Hungary, a natural person may carry out a businesslike economic activity (ie. an activity aimed at gaining
profit and property on a regular basis, while taking his
own economic risk) as a sole proprietor. A self-employed
person may not only be a Hungarian citizen, but also
a citizen of another Member State of the European
Union or another state party to the Agreement on the
European Economic Area. An individual business can
be started within a day with the help of a government
portal called a web-based assistant (‘webes ügysegéd’
accessible at https://www.nyilvantarto.hu/ugyseged/),
with a few clicks, by selecting the appropriate taxation,
by specifying the registered office and the scope of
activities.
An individual company is established by a natural
person included in the sole proprietorship register
and which is created by registration in the company
register without legal personality. An individual company
has legal capacity, can acquire rights and assume
obligations under its company name and it can only
have one member (founder). In order to establish a sole
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proprietorship, a memorandum of association must be
prepared. The subscribed capital of a sole proprietorship
exceeding two hundred thousand forints (cca. 550
euros) may consist of non-monetary contributions, but
the subscribed capital below this amount may only
consist of monetary contributions.
A branch is an organizational unit of a foreign
enterprise. It has no legal personality, it is endowed
with economic autonomy and it is registered as an
independent company in the Hungarian company
register. Thus, foreign companies can conduct business
in Hungary through branches.
A permanent commercial representation is the
Hungarian organisational unit of a foreign company. It
has no legal personality and it can start operating after
registration in the company register. The main tasks
of a commercial agency include contract mediation
on behalf of the foreign company, participation in the
preparation of contracts and information, advertising and
propaganda activities.

Under the fixed-rate tax of small taxpayer enterprises
(KATA), a full-time sole proprietor must pay HUF
50,000 (cca. 150 euros) for each month (within 12
days following the reference month). A tax rate of HUF
75,000 (cca. 200 euros) can also be chosen for the
sake of higher sickness benefits and childcare fees in
the future due to the higher benefit base. Family tax
allowance cannot be claimed from KATA. In the case of
a sole proprietorship with 36 hours of employment per
week, the monthly rate of KATA is HUF 25,000
(cca. 75 euros).
Instead of KATA, a sole proprietor can also choose
taxation based on itemized cost accounting (taxation
based on income) and flat-rate taxation. In these cases,
there is an obligation to pay taxes and contributions in
the same amount as in the case of the minimum wage
or the guaranteed minimum wage, which means approx.
HUF 100,000 (cca. 300 euros) of tax and contribution
expenditure per month.
A limited partnership can choose to apply the rules
of KATA, corporate taxation or small business
taxation. In the case of the latter two, there are

additional administrative obligations and costs for the
preparation and publication of monthly accounting,
payroll and annual reports. The minimum cost of
accounting in the case of a Bt. is around HUF 15,000
(40 euros) per month. The Ltd. can only choose to
apply the rules of corporate taxation or small business
taxation.
When starting a business, we have to decide whether
or not to register for VAT (value added tax). If we are
subject to VAT, we will be charged VAT on the invoice we
issue, while we may deduct VAT from the cost invoices
we receive. The difference between the VAT payable and
the deductible VAT is accounted for, paid to or reclaimed
from the tax authority at specified intervals (monthly,
quarterly, annually). For businesses with high cost
requirements, it is worth registering for VAT. However, if
our customers are typically private individuals and we
have few eligible costs, we are probably better off not
registering for VAT. VAT is obligatory for annual sales
above HUF 12 million (35,000 euros). The standard VAT
rate is 27%, but there are also reduced rates of 18%
and 5%, as well as tax exemption.
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WOMEN ENTREPRENEURS IN THE AGRICULTURAL SECTOR
Women make up fifty-two percent of the total
European population, but only one third of all
self-employed people and business founders in
the EU, so they represent great entrepreneurial
potential in Europe. According to the MasterCard
Index of Women Entrepreneurs, the proportion of
women entrepreneurs in Hungary is 28.1 percent,
i.e. almost every third business, mostly those
employing around 10 people, has a female owner
or manager.
According to the Central Statistical Office, women are
most represented in the service sector, accounting for
almost half of all employees. Nearly a third of those
employed in industry, while approx. a quarter of those
working in agriculture are women. Most women-run and
owned companies come from healthcare and education,
and they also have a significant share in other services
sectors, the textile industry and retail.
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It is typical for female entrepreneurs to plan for the
long term and to look at the opportunity of starting
a business or making a decision from several angles
before embarking on it. They are typically risk averse,
but more open to cooperation, which can give them a
strong competitive advantage in the future. They are also
more open to sharing their experiences, as well as the
innovation that comes with it. Women’s businesses need
to be developed on the basis of these strengths.
According to a study by JP Morgan Chase Institute,
women are more competitive in pricing, so they can
achieve longer business activity based on the same
customers. In addition, building loyalty is more common
among female entrepreneurs, making it much more
difficult for their customers to leave them, even if these
customers might receive a more favorable market offer.

19
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When setting up and running a business, women face
more difficulties than men, especially in accessing
finance, training, networking, and reconciling business
and family activities. The capital adequacy of women’s
enterprises is much lower than that of men-run
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Women’s businesses are fundamentally gender
segregated, which is also reflected in the gender of their
clients: the majority of entrepreneurial women’s clients
are also primarily women. Women’s businesses are
basically established to meet everyday needs. In addition
to the profit considerations characteristic of the maledominated business world, the image of a successful
woman entrepreneur includes factors related to women’s
social roles and esteem.
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Becoming an entrepreneur in the Hungarian agriculture
is also clearly hindered by the traditional role of
women in the family, such as motherhood, as running
an independent farm requires a full person, so the
employment of women negatively affects the institution
of the family. According to the latest Eurostat survey
published on the International Women’s Day on 8 March
2020, the pay gap between Hungarian women and men
is below the EU average. The statistics are surprising,
because it is precisely the European countries with the
most developed economies that have the largest wage
gap, including Germany, France, Austria and the non-EU
United Kingdom.
Corteva Agriscience’s 2018 survey, examining the
American, Asian and European conditions, sought to
draw attention to the role of women in agriculture and
the barriers to their full and successful work. The study
ranged from very small farms to businesses employing
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Lithuania

enterprises, and their share capital is more limited even
at the start. Women entrepreneurs have a negative
attitude towards bank loans, which is partly based on a
lack of knowledge. The growth of women’s businesses is
also slower than that of men-led businesses, as women
entrepreneurs are more likely to spend their accumulated
income on their family. Women are less growth-oriented,
as their primary goal is to strike a work-family balance
in the long run. Women entrepreneurs are less likely to
engage employees as they are less likely to become
leaders or take on the additional burden of employer
responsibilities. Women mostly engage in one-person
businesses, in which everyday decisions are made by
the women entrepreneurs themselves and they assign
themselves the tasks to be performed.
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Latvia

In the case of the former, the decision to start a business
is made in order to implement a business idea, while
in the case of the latter, the same decision is made
as a consequence of realising women’s difficulties on
the labour market and their desire for independence.
Extremely often women start their business gradually:
they initially work part-time and are at the same time
students, employees or mothers on maternity leave
(“mompreneurs”). The greatest value needed for women
to start a company is the support received from their
partners, family members and mentors. Research shows
that work-life balance is proving to be one of the biggest
challenges for women entrepreneurs. In response,
women entrepreneurs develop a wide range of strategies:
complete exclusion of their private lives, delays in starting
a family, temporary involvement of family assistance, or
rethinking the division of labour in the household. One
of the most commonly used strategies is to perceive
entrepreneurship as a form of flexible and part-time work
that is more easily compatible with motherhood.
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Research carried out within the framework of the iFEMPOWER project has shown that women are
motivated by the opportunity or the need to become an entrepreneur.

hundreds of people, with respondents including owners,
managers, employees and manual workers, as well. Most
of them were engaged in crop production, while others
were engaged in other farming and related agricultural
activities.
Of the more than 4,000 women surveyed, only half
said they had the same successes in their field of work
as a man, 42% said they had similar opportunities, but
only 38% said they had a say in a financial decision
affecting the economy. 40% of them reported lower
pay compared to a man in the same position, and most
of them felt that they had access to far fewer financial
resources on the basis of gender. Over a 10-year
period, gender discrimination has undeniably declined,
but further decline requires more technical and scientific
training, legal and other support, and better public
awareness of both the successes attained and the
remaining inequalities.
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THE BUSINESS IDEA
A viable business idea provides ongoing motivation
for the entrepreneur. A good business idea::
• is tied to our knowledge and abilities, based on
which it provides distinctiveness and a competitive
advantage;
• meets an actual, existing or as yet unrecognized
but realistic need, i.e. it has a market that can be
developed;
• can be implemented in a way that is predictable and
can be planned;
• is able to make a profit.
If we have in-depth expertise in our business and
can continuously improve it, we have a better chance
of implementing a product/service that can be
distinguished from the competition. Special expertise
is volatile, and without continuous improvement,
competitors will be able to emulate our product/service
more easily and quickly, so our competitive advantage
will not be long-term.
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As a start-up entrepreneur, we can save ourselves a lot
of frustration by offering a solution to an already existing
need and starting our business by developing a wellthought-out business model. We need to think through
the processes and functions of our future business:
sourcing, sales, costs, timelines, details of applicable
technology, potential partners, and so on. It is only then,
in addition to our existing and profitable business, that
it is worthwhile to set up a very small or non-existent
market.
Although we do not need overly complex financial
analyses to get started, we need to see from the outset
that we will potentially make a profit with our planned
product/service. To do this, we need to clarify to
ourselves what we want to achieve in the first business
years. Desired goals and activities are the starting
point for cost planning, and we get to the realistic
business plan through a lot of redesign. We share
our business idea with as many people as possible
because we practice persuasive, concise, and effective
communication, and we can get a lot of improvement
ideas from others.
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It is not difficult to start a profitable business in the agricultural sector. The price of a product
increases several times in the supply chain: at cleaning, processing, transport, sorting, packaging
and distribution.
The popularity of agricultural enterprises is also based
on the following factors:
• government programmes to support domestic
producers;
• continuous rise in food prices;
• products produced by farms belong to the category of
basic goods;
• a wide range of different activities.
At the same time, agricultural entrepreneurs also face
many obstacles. Where difficulties arise:
• climate change;
• environmental degradation;
• epidemics;
• pest infestation on plants;
• natural disasters;
• high state quality standards;
• control of health and epidemiological services;
• difficulties in obtaining related documents certificates, invoices.
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Hungarian agriculture is currently highly dependent on
subsidies, and most of the investments are made with
the help of EU subsidies. Of course, it is worth taking
advantage of the opportunities offered by EU funds,
but in the long run it is important to produce in such a
way that we can be profitable without regular support.
It is therefore increasingly important for the banking
sector to offer loan facilities tailored to the needs of
agriculture. The extent to which competitive production
requires investment varies from sector to sector; there
are more capital-intensive investments, but there may be
no particular need for savings either. In some cases, a
business can even start by taking out a smaller loan.

In addition to the traditional agricultural sectors, the following business ideas can be particularly profitable in the Hungarian
agricultural sector:
• There is a growing demand for organic products not only in the European Union, but also in Hungary. In line with international trends, organic farming
is an important breaking point in Hungarian agriculture, which also corresponds to the future direction of the EU’s common agricultural policy.
• Hungarian poultry farming operates at a world level. In this highly concentrated sector, the majority of which is in the hands of a few large,
industrially producing enterprises, we can gain a competitive advantage by raising free-range poultry, especially organic poultry, due to the
change in the consumer trend. Regional production, trade and local supply chains have a serious future in addition to large-scale production.
• The market for ornamental plants is large, the demand is much higher than what the Hungarian supply can satisfy. However, nursery production,
the cultivation of cut flowers, potted and bulbous ornamental plants is an intensive sector, so the cultivation costs are also quite high.
• There is a significant development potential in the cultivation of herbs and spices, the demand for these products is huge. The advantage of
farm cultivation over collection is that certain species can earn profit even on a few hectares. The competition in the sector is very fierce, so only
the best quality goods (with the highest active ingredient) can stand their ground on the market, so it is important to choose the right variety and
use modern technology for successful production.
• Mushroom growing is a technology- and expertise-intensive sector, so only with the right professional and market knowledge can we achieve
really nice success in it. It is worthwhile for smallholders to come together, create producer groups and cooperatives to serve the needs of
larger buyers. In Hungary, the greatest demand is for champignons, followed by oyster mushrooms. Champignon growing is profitable when
carried out in the so-called Dutch Shelf system. The demand for exotic mushroom varieties - shiitake, king trumpet mushroom, sheathed
woodtuft, shaggy mane, Reishi, bearded hedgehog, hen-of-the-woods - is also growing in Hungary, and these mushrooms can be sold at a
much higher price than traditional varieties.
• Beekeeping is a profession that requires less investment but serious expertise compared to other agricultural sectors. Lack of expertise can
endanger not only the health of our own bee colony, but also the bee colonies of other beekeepers.
• In recent years, fish farming in Hungary has started to develop. Intensive fish production is developing much faster than the traditional extensive
freshwater pond culture. Intensive fish production means that many fish are produced in a small space in a short time. In Hungary, carp still
dominate the market, but sales of more valuable predatory fish such as catfish and pike are also increasing.
• Rabbit farming requires less space and investment than keeping most farm animals. An indoor cage system is most ideal for rabbits, but there
are species that can tolerate outdoor cages as well. In rabbit farming, it is difficult to get the right feed, so it is worth feeding the animals with
our own crops. It is worth producing rabbits mainly for export markets (eg. Italy).
• Home delivery of pre-packaged food ingredients supplied with recipes, based on the idea of the Blue Apron company, is in a serious boom due
to the coronavirus epidemic. This business idea also created significant competition for restaurants and food ordering. The market for food
prepared with sous vide technology has also started to flourish. With this technology, fresh semi-finished food, that is easy to store and ready to
cook or cake, is offered to restaurants and consumers.
Further useful information on business ideas can be found at the following links:
https://en.wikipedia.org/wiki/Business_idea
https://www.thebalancesmb.com/what-to-do-with-ideas-for-business-1200673
https://articles.bplans.com/business-ideas/good-ideas-for-business/
https://articles.bplans.com/business-ideas/
https://www.entrepreneurshipinabox.com/1016/business-idea/
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ENTREPRENEURIAL COMPETENCES
Competences are our qualities and basic characteristics (abilities, knowledge elements, personality traits, motivations) necessary for solving work
tasks. High quality, outstanding performance can
be achieved with the help of key competencies.
The following key competencies might need to be
developed and strengthened in order for us to be
successful in the business world.
Creativity
Creativity is the creation of something new through

imagination or an original idea, the ability to imagine the
future, to develop ideas into activities, to create future
scenarios to guide aspirations and activities. Creative thinking
has a positive impact on all areas of management and
activities (business management, marketing, HR, production,
sales, customer management, etc.). With creativity, we look
at problems and opportunities from a new perspective.
We use the problems as inspirations. We consider the
obstacles and inconveniences we experience in our daily
lives as opportunities for innovation. Creativity actually adds
innovation to our ideas.6

Practical tasks for developing creativity
Go back to your childhood. What did you like to do?
Sometimes we forget the things that meant the greatest joy to us. We put practicality first rather than the things we love to do. Make
a list of all the things you used to love as a child. If we relive the positive activities, food and events of our childhood, we will realise
that these things still make us careless, playful and creative.
Make a Creative Board
Make a large board, place the word “New Business” in the middle, and then use sentences, articles, poems and other inspirations
associated with it. According to creativity expert Michael Michalko, when we consciously surround ourselves with images that
suggest who we want to become or what we want to create, we increase our sense of purpose. As we become more focused, we will
begin to recognise what is missing to realise our ideas and how to fill in the blanks.
Make a list of all the people who are already there where you are heading
Study the people who are successful in the field of your focus. Try to figure out how and why they were able to stay successful even
when others failed. Based on this, develop an action plan on how you can achieve your business goals. How should you be different
from the others? Create new methods and techniques.
Have a break in business thinking
Sometimes we have to disengage from one-sided business thinking. When our ideas get stuck, it’s worth starting a new activity,
e.g. walking in nature, painting, playing sports, doing our hobbies, listening to music… etc. During this, extremely fresh thoughts
and ideas can come to mind only guided by the feelings and notions that we usually ignore in our work, yet they come up when we
‘space out’ in relaxing activities. Make a quick note of these ideas!
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Cooperation and team spirit
A team is a group of people whose abilities complement
each other and are necessary to complete a task
or project. Teamwork is the ability to integrate into
workgroups to achieve common goals. In teamwork,
we strive to understand and build the team, accept the
different perspectives of others, and thereby improve
team effectiveness and the quality of results. Teamwork
requires collaboration. Those who are cooperative, are
able to work with others by paying attention to the other

Leadership and initiative
and the other’s work as well. They make sure that they
do not put others at a disadvantage and, for example,
others are not late with their tasks. We need to be
able to work with our business partners, employees,
and other business partners alike. We need to accept
common rules and, with our own good performance,
we need to help others. Team-building trainings and
programmes are well-proven methods for developing
cooperation within the company.7

Leadership is difficult to teach because some leadership
traits are more of an attribute. Although not everyone
is born a leader, aspects such as the ability to think
objectively, confidence, and communication skills — all
of which are essential for leadership — can be worked
on and improved. It is imperative for an entrepreneur to

develop leadership skills. Only in this way will she/he be
able to motivate others to perform and remain effective
in all situations.
Initiative is closely related to the leadership skill and it
means deciding completely independently what and
when to do.8

Practical tasks for team building
A good way to build a pleasant work environment and organisational culture is to organise team-building
activities that encourage the team to better understand the skills and attributes of individuals, strengthen
communication processes while tackling humorous challenges.
Here are some examples that can be easily implemented in an indoor or outdoor environment:

Tasks for practicing leadership
Guidance: This activity shows how important it is to lead people and how difficult it is. Form two groups, each
group consisting of up to 5 people. You will also need two pots (one full of water, the other empty), 5 cups,
5 blindfolds and 3 tables. Place two tables on one side of the room (one with the full pot and the other with
the cups on it) and place the third table on the other side of the room with the empty pot on it. Group A will
have 1 leader and 4 followers. Group B will have 4 leaders and 1 follower. The eyes of the followers should be
blindfolded. The goal is to pour the water into the empty pot by carrying the water from the full pot cup by cup.
After completing the task, provide feedback on which group performed the task better.

The concentric rope
Form a large circle with a rope and place the team members along it. Each team member is holding the rope
in his hand. Then cover the eyes of the team members and guide them to the centre of the circle, mixing them
together until lumps form on the rope and people lose their orientation. Finally, ask them to go back to their
original place and form a perfect circle again. They need to communicate effectively to find their place!

The circle:
The members of the group are holding each other’s hands and are forming a circle. The task is to create
different shapes: a star, a house, a person…, and so on. The most interesting part of this activity is the final
discussion during which the team tries to draw conclusions by identifying the leader or leaders and what type
of leadership was used, whether it suited the followers, how they were feeling about it and so on.

Business challenge:
Divide the team into several groups and entrust them with building an airship for an egg, which will then
have to be thrown out of the airship so that it cannot crash. Put on a table various useless things that can
be purchased, but on a limited budget. Ask the groups to make an offer to buy the items they consider most
suitable for building their ship and see if they are able to accomplish the task of flying the egg within their
budget

The tower:
There should be 2, 3 or 4 teams (depending on how many people there are, but there should be 4-6 people
in each team). Each team will receive a pen, a pencil, two sheets of paper, an eraser, a bottle and an adhesive
tape. There will be a leader in each group. The teams need to build the tallest tower in 10-15 minutes using
the things given above. Have a closing discussion about what the leader was like, how the followers were
feeling, whether the leader was strict, how they could work together, whether they felt like they worked
together as a team, whether the leader listened to them... etc.
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CAREER PLANNING

Economic, financial and legal literacy
Entrepreneurs need to consciously turn to the
world of economy and finance and, for the most
part, learn to navigate economic processes in a
self-taught way. This is accompanied by basic
legal knowledge, such as protection of workers’
rights or intellectual property.
Good financial management is critical to the success
of any business and is one of the most important
responsibilities of owners and managers. For most
businesses, the start-up period is unprofitable. Managers
need to ensure that they have enough money at their
disposal to pay employees and suppliers, even if more
money flows out than flows in during the first months
of business. As a business grows and develops, it will
need more money to finance growth. The planning and
budgeting of these financial needs is also extremely
important. For a business to be successful, a welldesigned financial plan based on realistic assumptions is
essential. In order to master this task, it is crucial to be
able to distinguish between cash inflows and outflows
(i.e., cash flow), expenditures and revenues, and costs
and revenues (i.e. profit).

Managing liquidity is key for any business: even if a
business has a successful business model, it must file
for bankruptcy if it is unable to meet its obligations. It is
therefore essential that all firms keep proper books of
account to ensure that they know their liquidity position.
Accounting is also needed to determine the basis on
which the tax is calculated. There are two accounting
methods for a business to choose from: single or double
entry. While single-entry book-keeping is easier to use
because it lists all income and expenses in a general
ledger, it can quickly grow confusing. Accordingly, most
businesses use the double-entry book-keeping system.
In the case of certain types of business, they are also
required to do so by law. To perform double-entry
book-keeping, it is recommended to use an accounting
tool that helps you with posting. Additional help can be
provided by accounting and tax experts who can help
you design an accounting system that is best for your
business. The implementation of accounting is also
required by law, as, among other things, the tax payable
is determined by the accounting profit.9

Career planning as a method can give you a more
clear idea of your personal goals and how the
notions of your planned or existing business fit into
your future visions. It also helps you determine the
steps and tasks needed to accomplish your plans.
Our career is the process of our life from birth to death
or to a certain point in our lives. Career also means our
profession or occupation.
Unconsciously, we have been preparing for our career
since childhood. One of the most important parts of our
career planning is career orientation, the process that
prepares us to manage the specifics of a given career
by acquiring the right knowledge, skills and competence.

We move into different stages in our lives in line with our
individual development and we need to reassess and
reconsider our careers from time to time.
If we are to make effective career choices, we need to
obtain a sufficient amount and quality of information
about ourselves, the social environment around us, the
characteristics of the labour market and the economy.
We need to know exactly what our personal skills are
and we need to be able to collaborate and adapt.
We need to have self-confidence and a more or
less determined purpose in life, in which work is an
opportunity to live our competences and our identity

In addition to acquiring financial literacy, it is also
necessary to develop a responsible mindset about
finances. This is especially important if we take out a
loan or other commitment that occurs in almost every
start-up.
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Practical task: SWOT analysis
We need to start our career planning with a self-analysis. The so-called SWOT analysis provides an easy
overview of our internal resources, i.e. Strengths and Weaknesses, as well as the external factors, such as
Opportunities and Threats for us.
Our internal resources include our values, attributes and beliefs, so we cannot ignore individual subjectivity
and personal circumstances in our SWOT analysis. These effects are directly involved in career decisions.
Among the personal factors, it is important to highlight the factors related to women’s roles, as well as
circumstances resulting from age and other constraints. Personal factors include, for example, income status,
which can be an important factor in shaping our career plan. Beyond the factors that determine our position,
it is much harder to determine the traits that shape our personality. Our inner qualities, such as our life
philosophy or ideology, are the resources influencing our career plans that require serious self-knowledge to
identify. We need to analyse in detail our „marketable” abilities - our knowledge and experience - that is our
strengths (S), and on the other hand we must recognise our weaknesses (W) that we need to develop in the
future.
External factors can be seen as opportunities (O) or as sources of danger (T). In the broadest sense, we are
influenced by social processes such as:
• economic situation (job opportunities, salary, income and price level etc.),
• political situation (laws and regulations etc.),
• technical and technological level (infrastructure, developments, internet access etc.) and
• social norms (traditions, values, manners, fashion etc.)

The SWOT analysis determined where we are
now and by formulating our vision we determined
where we wish to be in the short, medium and
long term. Make a list of your goals, starting with
the farthest ones (to be reached within
10-15 years), formulating them in concrete, whole
sentences.
An action plan should then be drawn up. By developing
an action plan, we determine the steps needed to
achieve the goals identified above using a variety of
tools.
To prepare the action plan, ask yourself the following
questions:
• How do I get to my desired future status?
• What partial goals do I have to accomplish? What
stages do I have to go through?
• What further knowledge and skills do I need to
acquire?
• Who/what can support me in achieving my goals?
• What deadlines do I set for myself?
The action plan sets out the priorities and activities
leading to the medium-term vision (within 3-5 years),
but also includes our long-term goals (10-15 years).
It is up to each individual person to determine the
method by which he/she seeks to acquire the necessary
knowledge, develop his/her abilities or change his/
her attitudes, etc., to achieve these goals. It is always a
good idea to set deadlines for yourself, but you can even
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assign costs to each activity. A thoughtful action plan
thus ensures that we set viable, realistic goals for the
next period.
Thus, the strategic action plan of the career planning will
include identifying possible alternatives to the means of
achieving the goals, such as mapping occupations and
entrepreneurial activities of individual interest, analysing
the related trends, exploring the requirements and
opportunities related to doing other possible activities
or the network of contacts made up of family members,
colleagues, acquaintances etc. The implementation of
our action plan must be accompanied by continuous
feedback and self-monitoring, and our plans must be
modified and adjusted as necessary.
Further useful information about career planning can be
found at the following links:
https://www.indeed.com/career-advice/careerdevelopment/career-planning-process
https://www.thebalancecareers.com/what-is-thecareer-planning-process-2063709
https://capd.mit.edu/explore-careers/career-firststeps/make-career-plan
https://www.yourarticlelibrary.com/career/careerplanning-definition-features-objectives-andbenefits/32400
https://www.reed.co.uk/career-advice/how-to-makea-career-plan/
https://www.livecareer.com/resources/careers/
planning/career-planning-tips
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BUSINESS PLANNING
When we know what idea to build our business
on, in what form and how to establish it, the
next step is to seriously plan our business. With
strategic planning, we determine the medium-term
goals of the company and how to achieve them.
At the end of strategic planning, basic decisions
are made that define the essence, customer
base, activities and motivations of our company.
Effective strategic planning, focusing on the future,
predetermines the success rate of your business.
A successful strategic plan sets out priorities,
organizes resources, strengthens the business and
ensures that employees and other stakeholders
contribute to a common goal.

BUILDING UP YOUR BUSINESS

• Financial goals
• Client satisfaction
• Employee goals
• Improving internal business processes
• Image
• The reputation of the business
• Community relations, charity
• Sales and marketing

Strategic planning answers three key questions:
• Where are we now?
• Where are we going?
• How do we get there?
The strategic planning process consists of the following
steps:
• Defining the mission
• Defining the vision
• Annual priorities
• Action plans
• Monthly monitoring and management meetings
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After defining our mission and vision, we need to set
annual medium-term goals that are simple, measurable,
realistic, result-oriented and time-bound. Avoid goals
that are too easy to achieve and do not encourage
performance. Goals can be broken down into specific
areas of your business, grouped below:

*

During operational planning, the strategy is broken down
into concrete action plans and continuously monitored
and controlled. That is, with operational planning, we split
our mid-term plans into short-term plans that consist
of measures to achieve the business goals. In this way,
operational planning includes calculations and audits of
operations, costs and performance.
Strategic and operational planning together form the business
plan. Formally, a business plan is a written statement
about the goals of the business, their feasibility and plans
for implementation. It is worth mentioning in detail in the
business plan the organization that accomplishes the goals of
the business and the team or persons that make it up.
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Why do we need a business plan?
A business plan is great for testing our ideas when
starting a business or changing its activities. With the
help of the business plan, we can effectively inform
our business partners and partners about the current
situation and future prospects of our company. It also
comes in handy when raising funds (loans, grants,
investors), as it contains information that affects the way
and amount of financing.
There are no general schemes for creating a business
plan, following which we will definitely make a good
plan. Business planning is basically a creative job, during
which we make analyses of numerous collected facts
and data and rely on our intuitions. The most important
purpose of business planning is to find out whether the
idea or business we have invented is good (feasible, that
is, it will survive) and to convince also the reader of the
business plan about it.

36

How do we go about it?
First, gather all material that you consider important
for the realisation of your idea or the future of your
business. These include key company documents,
descriptions of the past (such as, if they already exist,
balance sheets to date), macro and other market
information, information about competitors, forecasts,
and so on. Look for the topic of your choice in several
places, read the trade press, search the library and the
internet. Once we’ve read through all of this, can we
start preparing the business plan.

The SWOT analysis we have already used during
career planning is also useful during business
planning in order to review our present situation.
There are a number of factors to consider when
starting a business or making any other business
decision, according to different groupings. SWOT
analysis provides a kind of logical grouping to
account for external and internal factors.
The aim of the analysis is to identify important internal
and external factors (SWOT factors) in order to achieve
a specific business goal. The information obtained during
the analysis can be divided into two main categories:
“internal” and “external” factors. Although the analysis
itself does not draw attention to what are the strategically
important questions or offers answers to how to develop
a business strategy, it does help to identify the strengths
that underpin effective business planning and how to
leverage on the opportunities available, and how to
overcome or at least minimise weaknesses and threats.

We start the SWOT analysis by defining the goals to be
achieved and the purpose of the analysis itself. Then we
collect the factors, endowments, properties (so-called
SWOT factors) that influence the achievement of the
goal. The factors are then grouped according to the
already well-known categories:
• Strengths: personal or organisational qualities/attitudes
that can help us to achieve a given goal.
• Weaknesses: personal or organisational
characteristics/traits that may be harmful or hinder the
achievement of a given goal.
• Opportunities: external factors that can help us
achieve a given goal.
• Hazards: external factors that can be harmful or
detrimental to achieving a particular goal.
Finally, we have to arrange the factors in tabular format,
which is the easiest way to review our SWOT analysis.
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As already mentioned in career planning, internal factors
are the “strengths” and “weaknesses” of an individual
or organisation. External factors are the “opportunities”
and “threats” offered by the external environment. In
terms of business planning, internal factors such as
strengths and weaknesses may include, for example,
judgments about the following: the nature, the
uniqueness and the usability of a business idea, product
or service, the way of pricing and sales, the publicity,
the promotion, the money available, mass production
potential and marketing capabilities, etc. External factors,
such as opportunities and threats, may include, for
example, the assessment of macroeconomic conditions,
the direction of technological development, the influence
of the legal environment, the cultural orientation of
society and changes in the market environment, the
analysis of competitors and the assessment of our
competitive position.
The factors in the prepared table should be ranked in
order of importance, or an attempt should be made to
determine which are the factors that are crucial for the
success of a given decision (if they are realised, our
goal may or may not be achieved) and what are the
factors that we can influence with minimal effort (the
extent of effort can be expressed in financial but also in
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temporal terms). In the above process, it is worth filtering
the factors so that only the ones that are really relevant
remain in the analysis. From here, we’ve moved on to
business planning, in which we think about what steps
we need to take and in what order. The SWOT table also
provides an opportunity to consider, for example, the
following strategic issues:
• How do we use each strength?
• Can we eliminate — and if so, how — each of our
weaknesses?
• How do we take advantage of each opportunity?
• How do we protect ourselves from or prevent
hazards?
A simpler SWOT analysis should be reviewed and
renewed periodically and also after each major event, so
that it can continuously support us in the management
of our company.
The main advantage of the SWOT analysis is that it does
not require external tools, it is flexible and it can be
created relatively quickly and reviewed frequently. The
disadvantage of the SWOT analysis is that it only reflects
the opinions of the participants in the analysis, so its
objectivity can be questioned.

Business plan
Our business plan should include a presentation
of the business, its basic data and history, the
business idea/concept, the product or service, how
it will be produced, and why it will be successful.
In the market analysis, we must first place the industry
in the economy as a whole and present the factors (such
as social and economic changes, demographic, political
and regulatory environment, etc.) that affect the size of
the market (we can use the statistical offices as source).
We need to show what trends are typical of the industry
in which our business operates or intends to operate. If
we are new entrants, we need to explain what difficulties
we can encounter when starting a new business. We
need to analyse demand, that is, who and why will buy
from us.

It is almost never clear in which segment of the market
and how we can sell our planned product with the
greatest success. As an entrepreneur, we often find
that we should be able to create an attractive portfolio
without having clear, ‘exact’ parametres for comparing
the products on offer, based on which customers
’decisions can be more or less predictable - or, if
such parametres do exist, they do not favour beginner
entrepreneurs (because e.g. reputation or habit, etc.
are more important than quality). At other times, we are
faced with the fact that very similar products can be sold
to different customer groups in quite different ways (and
at different prices). Of course, this is also an opportunity,
not just a difficulty: if we know our market well, we can
find the segment where we can sell most effectively. The
goal of market research is to decide how we can best
sell our products, how much it is worth to us. (Of course,
our product can be not only an object, but also a service
- haircut, transportation, expert work, etc.).
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• Who are the buyers and what are they looking for
Basic questions in market research:
(demand)? The task is the same as before: you have to
• Who are the other players (supply)?
make a list of who (or if your product requires it: what types
To map our opportunities, we need to gather who else
of customers) are buying the products (and the like) you
offers “products” like ours on the market. The easiest way
want to sell and then collect about them the following:
is to make a list in which to gather:
• What do they consider to be the most important value
• who are the ones who seem to offer the same as what
of your product? (In the rarest of cases, the buyer simply
we want?
wants a product – he/she may find many things valuable
• who are the ones making (also) something like what we
in what he/she buys: uniqueness, functionality, cost,
want? (When compiling the list, proceed as an average
cheapness, simplicity, etc.)
customer, insensitive to subtle differences, would do. It helps
• Can they find exactly what they are looking for?
a lot when deciding what are those that look the same.)
Why (not?)
• Do all potential buyers have the money for what they are
Once we have the list, we have to try to find out about all the
actually looking for? Who does not, and what is he/she
important market players:
willing to give up for the lower price? How constant and
• what they are saying about themselves. (And what they
reliable are the buyers, will they have money to buy from
said a few years ago. If it changed, in what way and why?)
us tomorrow? Why (not)?
• what they are saying about their products and services.
• How loyal are the customers to those they are buy from?
(What do they highlight and what do they hide? What do
Why (not)?
they consider important, convincing and distinctive?)
• What and how should we offer? When we are done with
• who their customers are and what these customers are
the above, we only have one thing left to do: to look for
like. (How many are there? How close is their relationship
points where we can provide something unique, better than
with their customers? What do their customers like about
the others. To do this, we need to combine our knowledge
them? Do they have weaknesses in the eyes of their
of the issues mentioned in the previous two points.
customers?)
• We are looking for customer types whose needs are not
• what people think about them on the market. (What are
adequately met by the market, or whose needs we could
they considered to be good at? What makes them unique?
better meet for some reason, and
What is bad about them? What is their reputation?)
•w
 e are looking for (types of) competitors whose market
• how much they are/would be able to produce and sell.
positions are weakening or whom we could challenge
How many customers/clients they are serving. Why not
(because we can better meet some customer needs).
more/less? What are their limitations?
If we have found such, we have at the same time already
• how much they are selling their products for.
identified the points where there is a demand for our
• how they started their business. How much capital they
product and an opportunity to sell it.
invested. How they have developed so far.
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From the realistic market opportunities thus
identified, we will have to choose the one we are
trying to take advantage of. From then on - but
really only then - our ambitions can be taken into
consideration: from the possible paths we have
to choose the one that is closest to us personally.
(Thanks to our detailed market research, we
already know the investments, opportunities and
renunciations that each path entails. That’s why
it is important to choose the one that’s the most
realistic option for us.)
Since we want (need) to research the market on our
own, one thing is certain: we have to rely on what
we can do ourselves. To do this, we need to collect
data, then think about it, then collect data again and
summarise it again. Free information is available from
two sources:

• the internet
We are sure to find some of our (prospective)
competitors here, and we can also gather ideas from
the World Wide Web.
• personal data collection
We also have to personally make sure who is offering
what in the neighborhood, in the city, in the country
and how they are doing it. Among other things,
prices can be learned in this way. Plus, we can do
more in person: we can talk. We can ask those who
are already ahead of us how they started, what their
difficulties were. How did they master them? What
advice would they give us? And of course we can
also try to ask the customers. These conversations
can take place in many ways. We can be a beginner
asking for help, we can “disguise” ourselves as
a buyer, we can look for acquaintances who will
recommend us to their friends, and so on.
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In the framework of competition analysis, we have
to examine our competitors one-by-on, especially
with regard to how we will be different or better
than them. In the case of competitors, the issue of
the product/service, the target group, the pricing,
the sales and the reputation can be important
considerations.
The marketing plan is about how we will interact
with our market, i.e. how we want to sell our product
and what kind of promotion (advertising, PR, sales
promotion, etc.) we plan to carry out.
Above all, the marketing plan presents the environment
in which the market operates, the sector in which we
produce and then sell our products or services. Instead
of an abstract, huge market, we are formulating the
much more specific market area where we want to
operate. We define the so-called demographic and
psychological characteristics, the shopping habits,
the paying capacity of the target group(s) and the
way to reach them, etc. (All this is true and should
be considered even if it is not a specific product we
wish to bring to the market, but our talent, creativity or
professional knowledge, as these are also commodities.)
The marketing plan should also deal with our
competitors, where they sell, what their pricing policy
is, and how they communicate. Before we start
brainstorming, planning, we have to gather more
information for our competition analysis. We have to
look at successful brands and their messages, group
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them, analyse which ones we like and which ones we
don’t. We have to position ourselves. We have to think
about the benefits that can only be expected from us,
our services and our products! Why will it be good for
the buyer to buy from us, to become our partner on one
of the markets? Answering these questions is essential
to building a winning marketing strategy, and without
a strategy we will not be able to successfully use the
communication tools at our disposal.
Every manifestation of our business - from the name
and visual characteristics chosen, through pricing and
our possible advertisements to our own appearance
- is communication and, as such, has an impact on
the success of our business. We communicate in
thousands of forms and devices, and this diversity will
work well if you have a basic idea, a common ground
that appears everywhere. The basis of communication
is to find this idea, a message.
In Hungary a sole proprietor cannot have an invented
name, he/she can only use the name ‘X. Y. sole
proprietor’ where ‘X. Y.’ has to be replaced by the sole
proprietor’s surname and first name. If we are sole
proprietors but want to use an invented name, we need
to register our business as an individual company at the
court of registration. If we establish a limited partnership
or a limited liability company, then a company name
is mandatory and must be unique. It is advisable to
take some time to choose the most appropriate name.
A good name is short, easy to remember, easy to
pronounce, and refers to the profile of the business.

If we plan to appear on foreign markets, there should
be no language-specific letters in the company name
which should not be misunderstood in the given foreign
languages, either. If you also want to use your company
name as the domain name of your website, you have
to check whether the given domain name is free before
choosing it.
When creating a marketing plan, it is also important
to maintain our sense of reality. Communication
is often a costly thing, even if we are not thinking
about big advertising campaigns, only the most basic
communications tools of a business, such as business
cards, brochures, websites. While we are thinking
about the communication possibilities of our emerging
business - in other words: our brand - it is important
to remind ourselves that we will have to earn the price
of our marketing and communications activity (i.e.
these costs will have to be included in the price of our
products and services).
The operations plan is about the operation of the
business itself, including the manufacturing and the
organisation itself, so here we review and plan all the
resources of our business. In the case of production,
it is necessary to show how we want to produce the
product or provide the service, who we want to rely on
(suppliers), what processes we will use or want to apply.
It is important to indicate here what tools we have and
what more we will need. It is worth assigning costs to all
these elements.
.

If there are more people working for the company,
it is also worth preparing an Organisation and
Management section in your business plan. The
Organisation and Management plan includes
who works for the company, highlighting who
the managers are. Their experience is also worth
presenting if they contribute significantly to the
success of the business.
Risk analysis is also an essential part of the business
plan, examining:
• the expected reaction of competitors (this can be
minimised if your business has some hard-to-imitate positive - characteristics)
• external factors (these can be minimised by
considering thoroughly the potential hazards and trying
to prepare for them in some way, eg. by insurance)
• internal factors (these can be minimised mostly by
taking sufficiently careful and considered decisions,
ensuring the flexibility of the organisation, and by
developing pre-occurrence scenarios)
We may also need outside help to prepare the financial
plan, in which we describe numerically everything we
have included in the text of the business plan. During
financial planning, we estimate revenues and operating
costs, set up an initial balance sheet (our assets and
how much we have financed from our own resources
and from external sources), prepare an investment
plan and a forecast balance sheet, based on which we
estimate the external resource requirement (using a cash
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flow plan), if any, and examine our financial income and
expenses. By reconciling the operating and financial
results, we get the pre-tax profit of the company. By
refining our estimates, we get a more realistic business
plan while always making sure that the three important
financial statements (income statement, cash flow,
balance sheet) are interrelated. If a revenue or expense
item appears in the text section, it must also be included
in the numerical section of the business plan.
If we need to prepare a very detailed financial plan, it
can be helpful to entrust a consultant or accountant
who can provide guidance on detailed issues (such as
cost accounting, asset depreciation, wage contributions
or taxes). The most important thing to bear in mind is
that our ideas must be supported by an objective and
realistic business plan.
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It is advisable to compile the financial plan on a
computer in MS Excel, so it is easy to see to what
extent each element - such as the price or quantity
of a product, or a cost element - modifies the plan.
In the case of a new business, it is worth preparing
at least the first year on a monthly basis, and the
subsequent ones on an annual basis. The financial
plan should be made for at least three years, but
not more than five years. It is advisable to build
the business plan from the details, well supported
with as many figures as possible in order to
ensure that the end result will reflect the realities.
First, write down all the basic assumptions
related to the business, the service, from which
the revenues and costs can be calculated. When
building a financial model, we always plan the
details first and move towards the big picture. For
example, when planning labour costs, we must
first see how many people are needed for the
service or production and administration and how
much is the wage and contribution per capita in
each case.

it represents a decrease in the value of the asset. This is
Content of the financial plan:
important when planning the cash flow.
• The product/service market and the revenues: who could be
the customers, the size and growth of the customer base,
It is important to categorise the costs of our business: there is
how many of them can we reach and how, the quantity of the
the so-called variable cost which is related to the extension of
services/products the customers use, is there a competitor?
the service and the so-called fixed cost that must be paid in
Planning these can require a lot of creativity due to the lack of
any case. (Unfortunately, we will have fixed expenses even if
available data and it is worth making estimates from several
the business develops slower, which means we don’t have as
approaches. From all this we can calculate the sales revenue.
many customers as we initially planned.) The operating profit/
• Costs which should be broken down by type:
loss is calculated from the revenues and the costs.
• Material costs: these can vary greatly depending on the
It is then worthwhile to perform a profit margin analysis
activity. For an architect, the price and license fee of a
(i.e., how much profit is expected from the activity) and to
design software, a computer or laptop with sufficient
calculate the minimum amount of services that will make
performance, for a shopkeeper renting and maintaining the
the core business profitable, regardless of, for example,
shop and the equipment, and for a manufacturing company
extraordinary items and financing costs.
the raw materials (where the amount of waste can also
Other extraordinary revenues and expenditures (these can
be important), the energy, the necessary tools (including
initially be planned for 10 to 15 percent of the planned
shelves, tables, chairs in addition to the tools), but even
revenues and expenditures); financial (such as interest)
the cost of the website can be expensive. It is a practical
income and expenses (the amount depends largely on
question whether we can rent the assets or buy them.
whether the firm uses its own money or takes out loans); as
• Wage costs: how many people are needed to support
well as taxes payable and profit after tax can then be planned.
our activity or work, sales, administration, and for how
• Investments: if we need a machine, equipment, property
much; how will labour demand increase with enlargement,
(such as a showroom or office) or a computer of higher
and how much wage contribution will have to be paid?
value, it will be important to purchase, depreciate it annually
Estimating the cost of a properly trained workforce is very
(because it reduces our tax), maintain it (because it will cost),
important, especially for service-type activities.
and finance it (which can be from your own resources or
• Other costs that always arise: IT, communication, legal and
from credit, which will of course cost you). Planning these
banking costs, local taxes, contributions, fees and so on…
investments needs to be tailored to the start-up and growth
• Fixed assets: investment, renovation, development,
of the business.
depreciation, which is important, for example, if we have a
• Financing: here we plan our own resources, external financing
high-value investment, such as a laptop or a delivery vehicle.
(loan) and costs.
Depreciation may be an eligible cost, so it may reduce
• Cash flow: this allows you to keep track of cash flow
our tax, but it does not represent a cash expense because
expenses and their financing.
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The more accurate the details in the financial plan,
the more pitfalls we can avert, the smaller the
discrepancy from reality. The shorter the period
of the business plan (quarterly, monthly or weekly
instead of annual), the more accurately you can plan
whether you will have enough money to operate
or need a loan in a given period. We can also track
more accurately whether we can meet the business
plan or we have to make changes in it.
Also prepare a text appendix to the financial plan that
describes the financing plan, which includes how much
are your own resources, whether you have an investor,
under what conditions, for how long and how much credit
you need, and whether the cost of credit can be covered
from the business activity. The textual description often
highlights the untapped strengths and opportunities, but
even the unviability of the business activity.
Make a sensitivity analysis (what happens, for example, if
the rent is raised by 20 percent; a competitor appears with
a 30 percent cheaper product or service; the price of the
raw material increases; we need three employees instead
of two for 15 percent higher gross wages). This shows
how much reserves there are in the business plan, how
“tight” the funding is. It is important to do revenue planning
with caution and and add a contingency reserve to the
cost estimate based on the sensitivity analysis. You should
plan sufficient reserves especially for the initial period
of your business activity, as costs always emerge much
earlier than revenues.
We need to follow up on the differences from the original
financial plan and, if possible, look for the reasons as
46

closely as possible. If you see that there is a continuous
deviation from the plan in any direction, you can and
should make modifications. It is always better to be
conservative and careful when planning than to be
optimistic. Therefore, you must be very careful with
changing your plan in a positive direction and you must
be particularly strict when any unfavorable change occurs.
However, the financial plan should not be modified too
often because it makes the original goal untraceable for us
and for the financier (bank or investor), as well.
Include in the appendices any material that you believe
could support the business plan and has not yet been
presented or on which you have based your decisions.
Remember to put an executive summary of 2-3 pages at
the beginning of your business plan with key findings. It has
to be well elaborated, as it is easy to imagine that the details
of the business plan might not be studied by the readers, but
this section is sure to be read by anyone interested.
Several web portals offer further information about
business planning eg.:
https://www.thebalancesmb.com/business-planningdefinition-2947994
https://articles.bplans.com/how-to-write-a-business-plan/
https://www.investopedia.com/terms/b/business-plan.asp
https://en.wikipedia.org/wiki/Business_plan
https://www.smallbusiness.wa.gov.au/business-advice/
starting-your-business/business-planning
https://www.sba.gov/business-guide/plan-your-business/
write-your-business-plan
https://www.entrepreneur.com/article/247574
*
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PROJECT MANAGEMENT
A project is a planned change or development that
is present in all areas of our lives. Whether it’s
moving to a new home, housekeeping, or complex
work tasks, we need a certain level of planning,
strategy-making, and project-like execution with
respect to deadlines in order to get the job done
and be happy with the end result. Successful
people have the project approach that allows them
not only to adapt to changing circumstances, but
also to anticipate the direction of change, and thus
thrive even in extreme environments, extremely
stressful and unpredictable situations.
The project is a planned change or development in our
lives or in our business. Routine tasks performed during
daily work are not projects. In fact, it is through projects
that every entrepreneur creates something new in his/
her business. The types of projects are:
• investment (eg. establishing a new business site)
• reorganisation (eg. introduction of the ISO standard)
• p rogramme projects (eg. participation in an exhibition.)

Various literatures group projects in a number of ways,
even beyond the above. Many also treat IT projects
or research and development projects as stand-alone
project types.
In our company, it is only worthwhile to work on highimpact, spectacular projects that are aligned with our
long-term goals. Spending time on low-value-added
or separate projects wastes not only the resources
of the business, but also potentially more desirable
opportunities. The project manager must have a clear
understanding of the straight connection between the
project and the strategic direction.
Each project must generate a change in the business
that also affects the organisational culture. Improving
the organisational culture is a basic requirement of any
project, ensuring business scale-up, modernisation and
flexibility. Business is changing as fast as thought, and
projects need to deliver at the same rate.

Management is responsible for planning,
organising, leading, directing, coordinating,
motivating and controlling the business so that
it can meet the predetermined goals and grow
through a series of planned processes (project
management).
In its modern form, project management dates back to
the early 1950s, although its roots date back to even
earlier, the last years of the 19th century. As businesses
realised the benefits of working in projects, the
methodology of project management slowly developed.
By applying project management, businesses can
meet customer expectations more effectively, so they
can achieve better results and improve their overall
performance.
Even experienced managers can benefit from a critical
review of the elements of project management, through
which the manager is informed about how effectively he
or she is developing, planning, and executing projects,
and what needs to be improved in his or her work.

for managing, supervising and controlling projects from
start to finish. The project manager does not do project
work, it is enough for him/her to manage the project:
defining the project and the final goal, breaking it down
into manageable tasks, acquiring the right resources,
building and motivating the team to complete the work
on time, regularly informing investors about the progress,
evaluation and monitoring, and mitigating the risks
inherent in the project.
Projects never turn out exactly as planned. Project
managers need to learn to adapt to change and also be
able to manage change. The project manager must have
a range of skills to be successful: leadership skills, the
ability to deal with people (customers, suppliers, heads
of department, the project team), effective oral and
written communication skills, influence, negotiation skills,
conflict management, planning, contract management,
the ability to make accurate estimates, problem solving,
creative thinking, time management, etc. The personality
of the project manager is results-oriented, proactive,
flexible in responding to contradictions, as few things are
clear in today’s changing business environment.

The role of the project manager involves a high degree
of responsibility. The project manager is responsible

48

49

The project manager is in a state of perpetual
development. He/she needs to constantly review
processes, internal resources, technologies,
the organisational culture, etc., as this will
ensure that the needs and strategic goals of the
contributing partners, especially investors, are
met. What works today may not work tomorrow.
The project manager can keep up with continuous
improvement.
A project manager needs a wide range of experience.
The most important thing, of course, is to be able to
manage a project with time and cost constraints in mind,
gain the trust of investors, effectively motivate the team
he/she leads, and thus make the project a success.
The characteristics of the project determine the required
project management skills.
Most projects have budget constraints that are
usually quite tight. One of the very first tasks of a
project manager is to ensure that the project budget
meets the financial needs of the project and that costs
remain under control throughout the project. It takes
considerable ability to figure out how to squeeze every
penny out of limited resources.
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Each project is unique and complex. Therefore, every
project manager must be able to make quick decisions
and solve problems for success. The resources of a
project might be reduced or crucial parts of it postponed
for a number of reasons, and the project manager must
find a solution to these. Whatever the situation may be,
the project manager always stays calm and thinks with a
clear head.
Planning a project, whether large or small, involves
risk. Part of the job is to see these issues before they
become a problem.
Good leadership skills are needed from start to finish:
investors need to be substantially informed and the
team needs to be involved and motivated. The project
manager needs to convince the team and build the team
spirit on an ongoing basis. An effective project manager
is good at gaining the trust of others. By allocating tasks
and responsibilities, the project manager sends the
message to team members that they can be entrusted
with the responsibilities associated with key tasks.
Creativity and sense of humor help the project manager
look at problems from a different perspective.

Projects are results-oriented. The project manager
should communicate the goal clearly in a way that
is understandable to everyone.

most important of which is an online Gantt chart that
visually illustrates the tasks, their duration, elements, and
milestones.

The project manager should also provide constructive
feedback to the project team on a regular basis. Thanks
to the regular communication, the team will know that
the project manager is in control and will respond to
problems in a timely manner. The project manager is in
touch with all investors and can communicate changes
if there is a problem. Communication tools range from
email to smart phone or face-to-face meetings, and
the project manager knows how to use them to keep
in touch with the team. Good negotiation skills are part
of communication. As a project manager, we are in
constant negotiation.

Key performance indicators (KPIs) play an important role
in identifying desirable and defined strategic goals and
measuring progress. We distinguish between quantitative
and qualitative performance indicators, which form the
basis of the regular progress report and provide a clear
view of the performance achieved. Project managers
need to sit down with project sponsors, managers,
investors and teams at the start of the project and set
their exact expectations for each performance indicator.
If these are vague at the outset, how could the project
manager identify the data that can be filtered to gather
useful, current, and relevant business information? Too
much information is just as bad as if it was lacking. It
is the responsibility of the project manager to find and
utilise the tools to extract relevant real data from multiple
sources and to visualise them for the team as quickly
and easily accessible performance indicators. This helps
the team and investors quickly understand the state of
performance compared to the project goals.

We can only achieve project goals for the predetermined
deadline if we break down the goals into tasks and
set them in chronological order. This is scheduling, a
key part of the project management work: setting up a
realistic schedule and managing the resources in order
to be able to complete the project successfully on time.
There are many tools available to us in this process, the

51

Steps in project management:
5.	Once we have allocated resources to our tasks, the time
1.	Setting short- and long-term goals is one of the most
frame should also be defined in detail to see the time and
important parts of project management. The pre-defined
financial schedule of each activity. This is called time plangoals provide a framework for the day-to-day tasks to
ning. If we see that we can’t finance any of our activities
be carried out within the project. The goal determines
at a given time, we need to reorganise again. We have
the outcome of the project. A good goal - for any period
to keep in mind that if a reasonable cost element is not
of time - is well-defined, achievable, motivating, and its
planned, it will still arise during the implementation of the
realisation can be monitored and controlled. Make sure
project and, it can cause serious liquidity problems in the
that the individual objectives and ideas do not contraoperation of the business.
dict each other in any way. It is important that the given 6.	During implementation, the project manager has contingoal can be achieved within the given time frame, even
uous monitoring tasks. It is important to emphasise that
according to realistic estimates. We need to describe
implementation and monitoring take place in parallel within
in detail the change to be achieved as a result of the
a project phase. The achieved results should be compared
project.
with the planned ones. Monitoring is the acquisition of
2.	Project activities must be carefully planned and impleinformation, the aim of which is to be informed about the
mented accordingly. We need to list the activities we
problems and discrepancies that arise while we can still
intervene and the possible errors can be corrected: and
need to do during the project. All our project plans and
activities must be financially supported and costs must
not only when it is too late for any intervention.
7.	At the end of your projects, be sure to carry out an evaluabe assigned to them.
3.	We need to examine which activities can be performed
tion, even if we are not obliged to do so, because we have
not involved an external source in the implementation. Forin parallel and which ones can only start once another
mulating and summarising the experience will help in the
has been completed. We need to see clearly how the
next project. If all this is done in writing, it can be used well
different activities build on each other and be able to take
in preparing a needs analysis for our next project. Gatheradvantage of the synergies arising from parallel activities
ing and formalising the experience and making it part of
to maximize the efficiency of project implementation.
the organisational knowledge is in the basic interest of all
4.	Once our activity structure is complete, we need to
leaders. We can reduce the risks if the project experience
examine whether we will have enough people, tools
is shared by the employee who carried out the project or
and technology. Quantify everything you need to do
a part of the project. The experience can be formalised as
(manpower, equipment, etc.) and price it. If it is already
an article, a case study, in the case of larger companies,
foreseeable that something will not be enough at some
an internal conference or participation in a public profespoint in the process, we will have to decide whether
sional conference, where we may also be able to connect
to buy or acquire it, or restructure our process. This is
to other people’s projects as partners.
called resource planning.

It is not so clear to decide whether a project was
successful or unsuccessful, as every project
usually has many stakeholders and they have
different development needs. The success of
projects has been the subject of study for a
number of serious researchers over the last 30
years.
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Prior to the 1980s, the success of projects was
measured primarily in terms of financial considerations
such as profit, return on investment, productivity, and
so on. Then several people began to research what
could be the reasons for the failure of projects. In Roger
Atkinson’s model, cost, time and quality are used to
measure the success of projects, which he called the
“Iron Triangle”. Others refer to the same as the “golden
triangle.” This approach met all the needs of project
management, but often did not yield satisfactory results
for assessing the usefulness of projects. This model
said: a project is successful if it provides output from a
defined budget - without exceeding it - by the planned
deadline - and not later - in accordance with the defined
quality parametres.

Budapest Enterprise Agency

Continuing the historical examination of the literature,
Baccarini (1999) has found that project success can be
achieved by satisfying two independent success factors:
the need for success in project management and, in
parallel, the success of the project product. The success
of project management is primarily about the process,
i.e., the successful completion of the project (which
means completion within the golden triangle), while the
success of the project product means the success of
putting the output products into use. Pinkerton (2003)
together with Baccarini further developed this idea
and found that although the two success factors are
independent of each other, project success for the whole
project can only be achieved if the two coexist.10
You will find also abundant information about the topic of
project management on the internet eg.:
on Wikipedia:
https://en.wikipedia.org/wiki/Project_management
and on the Microsoft portal:
https://www.microsoft.com/hu-hu/microsoft-365/
business-insights-ideas/resources/guide-for-projectmanagement
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BUSINESS RELATIONS
Customer management is synonymous with
customer relationship management (CRM).
Customer management deals with customer
acquisition (potential customers), customer
support, customer retention (existing customers)
and customer retrieval (lost customers).11
Businesses can also strengthen their business position
by „reshaping” their customer relationship system. A
company that fails to make or postpones this decision
can be at a huge disadvantage and even risk: over time,
it will lose market share and fall behind the competition.
CRM displays the path and quality of the information
that comes from customers on the one hand, and from
the company to the customer on the other. Experience
shows that all companies with a wider range of partners
get to the point where they define their customer
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relationship system, not primarily related to the business
partners, but to the so-called end-users, for the sake of
whom they operate on the market and in the economy.
Some specific forms of customer relationship still exist
today, for example, the complaint book is still used
today under the most advanced market and technical
conditions. Customer management has typically become
a factor determining the competitiveness of service
companies. All the more so as the competitiveness
of these companies - once the market segmentation
is practically complete - depends on the quality and
efficiency of customer management.
There is a market of CRM solutions also in Hungary,
where dozens of IT service providers operate. Of course,
costs are shaped by needs and opportunities. The
introduction of a CRM system is preceded by lengthy,
week-long discussions to clarify the expectations placed
on the CRM system to be applied.

11

www.cas-crm.com

The need for CRM is typically articulated in the
creation of a customer service, usually with the
goal of ensuring that the service provider and
the customer can reach each other. That is why
interactivity becomes important. CRM supports the
sales, the marketing, the service, HRM (Human
Resource Management), as well as the handling of
documents and the creation of the customer portal.
One of the basic goals of the introduction of CRM is
to strengthen and develop customer loyalty. It is very
advantageous if the number of existing and new reliable
customers can be measured. The situation is a little
more difficult when measuring loyalty to a company’s
individual products, although this needs to be given
special attention - within customer management.
It is important that the CRM system is easy to handle,
regardless of the size, the level of development, the
scope of activity and the existing IT infrastructure of the
company. The advantage of a CRM system is that it can
be customised in a short time.

The operation of CRM primarily requires a computer
system, although it is also possible without one. It is
important to ensure that the set of information entered
into the system can be retrieved and the system can
be checked. It is advisable to employ in the position of
managing the CRM system a person who has no other
tasks within the business. You do not need an IT team
to purchase or integrate CRM systems. The application
of CRM is usually preceded by consulting. On the one
hand, the consultants make a proposal for contact
management (how the company should keep in touch
with customers). Call centres and other IT solutions
may be offered as alternatives, but web contact is also
spreading. There is no market estimate for each type
of customer service, but call centres might probably
represent the largest proportion in terms of value. The
reason for this is that in Hungary the primary means of
customer relations - at least from the part of customers
- is the telephone. However, the multimedia contact
market, as well as the unified messaging system are
expected to dominate in the future.
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Networking means building a network of contacts.
The main goal of networking is to build new
relationships with which a company or sole
proprietor can lay the foundation for its growth in
the business world.
Networking can be done virtually anywhere, as you just need
to address the other person. However, in the business sector,
this also has a well-established path. Personal meetings used
to be the ways to make new contacts before the Internet.
These still work to this day in the form of business breakfasts,
meet-ups, and more. You need to devote time to and
sometimes also spend money on these events.
An easier way of networking is to use social networks, which
is also suitable for acquiring business partners and investors.
For the latter purpose, Linkedin is specifically recommended
for building personal relationships alongside Facebook. This
interface can also be used to reach a manager who is not
available by phone or in person. The biggest advantage,
however, is the creation of professional groups. Users
belonging to a profession and an area of interest share their
news and experiences. It is worth joining as many of these as
possible, as we may be able to solve a long-awaited problem
with two clicks.
On professional conferences we can and should establish
new contacts through face-to-face conversations. If we
feel we have difficulty mingling with strangers, we can take
someone with us who breaks the initial tension and so
networking will go more smoothly.
If business cards have been exchanged, the aforementioned
social communities will simplify communication.
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Tips for successful networking:
• Focus on what you can offer the other person, what
opportunities you know about that can help him or her
with his or her current problem.
• When talking, focus on your partner, do not distract
yourself. Ask questions frequently because wandering
shows your disinterest.
• Listen twice as much as you talk. We like to connect
to people who are interested in us and listen.
• When you meet someone you think you would love
to work with, don’t immediately pour on him/her all
of your ideas and thoughts that are in your head.
Stay calm, ask questions, and try to build long-term
cooperation.
• We can meet a lot of people at a networking event.
We don’t have to keep in touch or collaborate with
everyone.
• Don’t make false promises or take on something you
can’t deliver just to look kind and enthusiastic.
• If you manage to agree on a cooperation with
someone, formulate it immediately, otherwise there
is a chance that it will be “forgotten”. Just take out
your smartphone and write him/her a (reminder) email
about what you have discussed.
• Whether it’s a business party, a conference, or a
coffee shop, only say yes if you really feel like it. The
best business relationships can be made through
friendships.

Always keep in mind that it is not the number of
connections but their quality that represents value.
Don’t strive to know everyone, but to know those
through whom you can reach everyone!
The basic purpose of a negotiation is to win someone
else’s goodwill. Business negotiation has a much
more specific purpose than this, we want to get not
just benevolence, but the “business”. Like everything,
the negotiation has its own rules. Most importantly, a
negotiation doesn’t start when we sit down at the table.
Always be aware in advance of what your goal is with
the negotiation. Set maximum and minimum goals for
yourself, and if you suspect what the points of contention
will be, try to set up scenarios for your partner’s different
responses. Of course, we also have to think about the
situation of our negotiating partner, what his/her goals
are, what he/she wants to achieve, and try to reach a
compromise with him/her in advance.

Prepare a short presentation about your business or
product, preferably tailored to the negotiating partner,
even if you haven’t talked about it in advance. It could
happen that you can convince him/her with a short
presentation, and if it doesn’t happen by the end of the
negotiation, at least we’ve thought over when making
our presentation well in advance what to say.
f more than one person represents our business at the
negotiation, discuss the roles in advance. If possible,
decide who will talk about what and will answer which
questions. Try to get dressed for the venue and your
partner. At the same time, it is important that you feel
good during the negotiation and that this is is evident
for your partner. Be confident during the negotiation,
but don’t be overbearing. Explain why your service or
product is valuable to your negotiating partner. Don’t
trust you’ll remember everything, so it’s best to take
notes during the negotiation
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intellectual property
Intellectual property rights and industrial property
rights are important elements of the business
assets, they determine competitiveness, business
success and efficiency. In today’s innovationdriven ecosystem, where globalisation and
the speed of communication have accelerated
business processes, the ideas and creation play a
key role. The first steps in creating an innovation
are the birth, collection and evaluation of ideas.
A significant number of Hungarian companies suffer
from intellectual property counterfeiting, but only half
of the companies involved take measures to prevent
counterfeiting, the first and most important element
of which is to ensure that the company, the idea
owner, adequately protects its intellectual property,
thus preparing for future infringements. The purpose
of intellectual property protection is to ensure the
legal protection and material recognition of products,
inventions, literary, artistic and scientific works,
discoveries, trademarks such as trademarks, trade
names, geographical indications created by the creative
mind. Furthermore, the protection of intellectual property
extends to the moral and legal protection of intellectual
property in industry, science, literature and the arts.
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In Hungary, the protection of intellectual property, the
management of related protections and patents is
the task of the Hungarian Intellectual Property Office
(hereinafter: SZTNH or Office), which is the main
government office responsible for the protection of
intellectual property and was established in 1896 based
on Section 23 of Act XXXVII of 1895 on invention
patents. The Hungarian Intellectual Property Office
is a national administrative body responsible for the
protection of the intellectual values of the national
economy, science and culture, and for the protection of
intellectual property. Since January 1st, 2019 the Office
has been operating as a head office of the government
based on Act CXXV of 2018 on Government
Administration. Its activities cover the field of industrial
property rights and copyright, as well as tasks related to
the qualification of research and development activities,
and, from 2017, the procedure for the registration
of early-stage (startup) enterprises and organisations
supporting early-stage enterprises. The SZTNH is
managed by the Government, and is supervised by the
Minister of Innovation and Technology.

Intellectual property protection is a subarea of civil law, a so-called absolute legal
relationship that provides legal protection in
relation to intellectual property by ensuring
rights to both person and property. Intellectual
property protection strikes a balance between
the interests of innovative solutions and creative
creators and the wider public interest in order to
foster an environment based on the widespread
and recognised acceptance of creativity and
innovation.
Intellectual property is protected through various forms
of protection, within a framework of regulations and strict
control. We distinguish two main branches of intellectual
property: copyright and industrial property protection.
One of the fundamental purposes of copyright is to
encourage intellectual creation. It protects scientific,
artistic and literary works and performances related
to their use. To this end, the legal system recognises
personal and property rights for the benefit of the

author. In this case, the legal relationship is created
by the intellectual work performed. The protection of
copyright works is a basic condition for the operation
of Hungarian culture sector, and in addition to the
protection of specific works, it also means the protection
of enterprises and investments. In return for the use of
copyrighted works, creators are entitled to royalties. The
copyright-related tasks of the SZTNH are performed by
the Copyright Department, its tasks and operation are
regulated by the following legal acts:
• Act XXXIII of 1995 on patent protection of inventions
• Government Decree 156/1999 (3rd November) on the
organisation and operation of the Board of Copyright
Experts (SZJSZT).
In connection with copyright, an expert opinion and a
resolution can be requested from the Board of Copyright
Experts. The SZJSZT primarily plays a role in legal
disputes between litigants, but it is also possible to
request an expert opinion from it out of court or before
the trial.
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Another branch of intellectual property protection
is industrial property protection, which (adapting
to international legal standards and regulations)
includes several types of protection in Hungary
as well. Industrial property protection is a legal
institution that provides legal protection for
intellectual property of a technical nature and for
signs (trademarks) used to distinguish goods and
services.
In Hungary, the protection of industrial property rights
is a specific sub-area of civil law, which relates to the
following works:
• inventions,
• utility models,
• designs,
• plant varieties,
• geographical indications and trademarks.
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A new (non-existent) technical solution for a new product
or process is called an invention. Legal protection of
an invention is called a patent. A patent is issued for a
defined geographical area for twenty years, after which
the invention becomes public domain. The patent owner
has the exclusive right to exploit the invention or to grant
permission to someone else to do so.
The protection of utility models is used for new structural
models (structure, or arrangement of parts of an object).
It provides legal protection for solutions that do not
meet the standards of a new patentable invention. Under
the protection of utility models, the owner of the utility
model has the exclusive right to exploit the utility model
or to grant permission to someone else to do so. The
protection is valid for a defined geographical area for
ten years, after which the utility model becomes a public
domain. The protection of the utility models valid in
Hungary can be obtained by an international application
initiated under the Patent Cooperation Treaty (PCT). The
model protection application can be viewed by anyone
after the model protection has been announced and a
copy of its documents can be obtained for a fee.

A design is a primarily aesthetic appearance
of all or part of a product. This appearance is
the result of the external characteristics of the
product or part of it, including its decoration (eg.
design, outlines, colours, shape, surface or the
characteristics of the materials used). If the design
is new and individual in nature, it can benefit from
legal protection, i.e. design protection.
Design protection may extend to a three-dimensional
appearance (such as the shape or surface of a product)
or to a two-dimensional design (such as motifs, lines,
colours). Based on the design protection, the owner of
the design has the exclusive right to exploit the design
or to grant permission to someone else to do so.
Protection is valid for a defined geographical area for
five years and is renewable four times. However, at the
end of the term of protection, but not later than after
twenty-five years, the design becomes a public domain.
Plant variety protection ensures the protection of
bred plant varieties. Any new variety belonging to a

botanical genus and species may be granted plant
variety protection if it has distinctive, homogeneous and
permanent characteristics. The owner of a plant variety
right has the exclusive right to exploit the plant variety
or to grant permission to another person to do so. The
territorial validity and duration of a plant variety right is
limited: the plant variety right lasts for twenty-five years
from the date on which it is granted, and for thirty years
in the case of vines and trees.
The term geographical indications is generally used
as a collective name for all indications used in trade
to identify the geographical origin of products. The
geographical indication and designation of origin used
to indicate the geographical origin of a product may
also be protected. The term geographical indication is
generally used as a collective name for all indications
used in trade to identify the geographical origin of
products. A geographical indication can typically be the
name of a landscape, locality, region or, in exceptional
cases, a country.
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Protection of a geographical indication can be
obtained by anyone who produces or processes
a product in the geographical area indicated
in the geographical indication (eg. Tokaj wine,
Szatmár plum brandy, Gyula sausage, Great Plain
chamomile flower, etc.). Protection arises as a
result of an official procedure.
The protected geographical indication may be used
by anyone who produces the product bearing the
designation in the geographical area in question,
in accordance with the product specification in the
case of spirits. The geographical indication may
only be used by those entitled to it who meet the
above criteria, and no other user may be granted
a license. However, in the event of infringement
(unauthorized use) of a geographical indication,
any person entitled to use it may take independent
action against the infringer. The protection of
geographical indications is valid for an indefinite
period.
A certification mark is a special type of trademark
capable of distinguishing goods or services certified
by the trademark proprietor from other goods or
services which do not have such certification in terms
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of composition of materials, method of manufacture
or provision of services, quality, accuracy or other
characteristics. The certification mark cannot be used by
its owner: it is the duty of the trademark owner to ensure
the use of the trademark for those who have products
and services that meet the quality conditions or other
characteristics (quality certification). The duration of the
certification mark protection, like other trademarks, is ten
years and is renewable for an indefinite period.
The system of qualification of research and development
(R&D) projects and activities was introduced in 2012.
The tasks related to the qualification of research and
development activities are performed by the Hungarian
Intellectual Property Office in accordance with the
provisions of the RDI Act (Act LXXVI of 2014 on
Scientific Research, Development and Innovation).
In order to use tax relief and tender support forms,
companies need to obtain an R&D qualification. The
purpose of the qualification is to examine the R&D
nature of the projects on the basis of a common
methodology and to provide applicants or other
authorities with a binding or otherwise accepted opinion
on the R&D nature of the projects, the type of R&D
activities and the assessment of their scope.12

12

HEPA Hungarian Export Promotion Agency

Legislation ensuring the protection of intellectual property was first established at the level of national
law. Parallel that, initiatives to develop international cooperation have been put in place as international
trade intensifies. These allowed the content of territorially restricted intellectual property rights to be
connected and facilitated the acquisition of more widely. Depending on whether the undertaking requests
a patent, trade mark or other form of protection, the company will participate in the procedures governed
by the following conventions.
• Agreement on Trade-Related Aspects of
Intellectual Property Rights (TRIPS)
The TRIPS Agreement, which came into effect on 1
January 1995, is to date the most comprehensive
multilateral agreement on intellectual property.1 It
sets down minimum standards for the regulation by
national governments of many forms of intellectual
property as applied to nationals of other WTO member
nations.
• Anti-Counterfeiting Trade Agreement (ACTA)
Multilateral international treaty to promote the effective
enforcement of intellectual property rights. It also
prioritises the fight against infringements in the digital
environment and includes provisions on international
cooperation. Európai Szabadalmi Egyezmény
(European Patent Convention - EPC).

– the London Agreement – is an optional agreement
aiming at reducing the costs relating to the translation
of European patents.14
• Patent Cooperation Treaty (PCT)
It assists applicants in seeking patent protection
internationally for their inventions, helps patent Offices
with their patent granting decisions, and facilitates
public access to a wealth of technical information
relating to those inventions. By filing one international
patent application under the PCT, applicants can
simultaneously seek protection for an invention in a
very large number of countries.15

• The European Patent Convention (EPC)
The European Patent Convention provides an autonomous
legal system for the granting of European patents via a
single, harmonised procedure before the EPO.13

• Madrid – The International Trademark System
The Madrid System is a convenient and cost-effective
solution for registering and managing trademarks
worldwide. It is possible to file a single application and
pay one set of fees to apply for protection in up to
122 countries. It is a good way to modify, renew or
expand the global trademark portfolio of a company
through one centralized system.16

• London Agreement
The Agreement on the application of Article 65 EPC

• Hague – The International Design System
The Hague System for the International Registration

13
14

https://www.epo.org/law-practice/legal-texts/epc.html
https://www.epo.org/law-practice/legal-texts/london-agreement.html

15
16

https://www.wipo.int/pct/en/
https://www.wipo.int/madrid/en/
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of Industrial Designs provides a practical business
solution for registering up to 100 designs in 73
contracting parties covering 90 countries, through the
filing of one single international application.17
• Paris Convention for the Protection of Industrial
Property.
The Paris Convention, adopted in 1883, applies
to industrial property in the widest sense, including
patents, trademarks, industrial designs, utility models,
service marks, trade names, geographical indications
and the repression of unfair competition.
This international agreement was the first major step
taken to help creators ensure that their intellectual
works were protected in other countries.18
• Nice Classification
The Nice Classification (NCL), established by the Nice
Agreement (1957), is an international classification
of goods and services applied for the registration of
marks. The 2019 version of the eleventh edition of the
NCL.19
• International Patent Classification (IPC)
The International Patent Classification (IPC),
established by the Strasbourg Agreement 1971,
provides for a hierarchical system of language
independent symbols for the classification of patents
and utility models according to the different areas of
technology to which they pertain. A new version of the
IPC enters into force each year on January 1.20

64

17
18

https://www.wipo.int/hague/en/
https://www.wipo.int/treaties/en/ip/paris/

19
20

• Locarno Classification
The Locarno Classification, established by the Locarno
Agreement (1968), is an international classification
used for the purposes of the registration of industrial
designs. The twelfth edition of the Classification
entered into force on January 1, 2019.21
• Vienna Classification
The Vienna Classification (VCL), established by
the Vienna Agreement (1973), is an international
classification of the figurative elements of marks. The
eighth edition of the VCL came into force on January
1, 2018.22
• Lisbon Agreement for the Protection of
Appellations of Origin and their International
Registration
The Lisbon Agreement provides for the protection
of appellations of origin, that is, the „geographical
denomination of a country, region, or locality, which
serves to designate a product originating therein, the
quality or characteristics of which are due exclusively
or essentially to the geographic environment, including
natural and human factors”.23
• Budapest - The International Microorganism
Deposit System
The Budapest System provides a practical business
solution when pursuing patents involving biological
material in some 80 countries through the recognition
of one international recognized deposit with an
international depositary authority (IDA).24

https://www.wipo.int/classifications/nice/en/
https://www.wipo.int/classifications/ipc/en/

21
22

https://www.wipo.int/classifications/locarno/en/
https://www.wipo.int/classifications/vienna/en/

Institutions dealing with intellectual property
protection:

BRANDING

• World Intellectual Property Organization
WIPO is the global forum for intellectual property services,
policy, information and cooperation. It is a self-funding
agency of the United Nations, with 192 member states.25

The brand is a name representing power.
A brand has the ability to influence the actions
and emotions of the consumer. A brand occupies a
well-defined area in the consumer’s mind, this can
be called a brand idea.

• EPO - European Patent Office
EPO is an intergovernmental organisation that was set
up on the basis of the European Patent Convention
(EPC) signed in Munich in 1973. It has two bodies, the
European Patent Office and the Administrative Council.26
• European Union Intellectual Property Office
EUIPO is responsible for managing the EU trade mark and
the registered Community design.27
• Community Plant Variety Office
CPVO is a European Union agency, which manages the
European Union system of plant variety rights covering
the 28 Member States.28
• World Trade Organization
WTO is an intergovernmental organization that is
concerned with the regulation of international trade
between nations.29
• Visegrad Patent Institute
VPI is an intergovernmental organization for cooperation
in the field of patents established by the four Visegrad
countries: the Czech Republic, Hungary, the Republic of
Poland and the Slovak Republic (V4 countries).30
https://www.wipo.int/treaties/en/registration/lisbon/
https://www.wipo.int/budapest/en/
25
https://www.wipo.int/about-wipo/en/

Volkswagen, for example, is a brand, the idea of which is
reliability. Heinz ketchup is also a brand suggesting to the
consumers that it contains most tomatoes. At first hearing,
it may sound surprising, but Madonna herself is a brand
who is telling her followers that a woman is capable of
renewal at any time. Even Columbo is a brand: the little
man who outsmarts the rich. And yes, Coco Chanel is also
a brand, and in this case the brand idea is simplicity and
elegance. Her customers loved her for throwing away the
corset, encouraging women to wear pants, and because
she proved that elegance is not the same as complicated
and uncomfortable dressing. In short, you can build a
brand from anything, you just have to think to make sure
your claims are correct, and then consistently represent
the idea on which you want to base your brand for years
to come.
The brand represents business value, i.e. it can earn you
money. Here is an example: in the ’90s, a blind taste test
was conducted in Hungary among cola consumers. The
result: 90 percent of fanatical CocaCola consumers didn’t
recognise their favourite out of sheer taste, and were able
to confuse it with RC Cola, which was a brand deservedly
forgotten by now.

https://www.epo.org/about-us/governance.html
https://euipo.europa.eu/ohimportal/en/about-euipo
28
https://cpvo.europa.eu/en

23

26

29

24

27

30

https://www.wto.org/english/thewto_e/thewto_e.htm
http://vpi.int/index.php/en/
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Some further arguments in favour of branding:
• Distinction: Today, there is no real difference between
90 percent of competing products/services, so it is
even more important for the consumer to be able
to differentiate between our goods and those of our
competitors.
• Reliable quality: the brand name is a guarantee
of quality. Perhaps it is no exaggeration to say that
everyone has more confidence in the quality of an
iPod when they see the word Apple on it, than in the
name of a Southeast Asian manufacturer they have
never heard of before.
• Identification: it is important to understand that it
is impossible to build a brand that is appealing to
everyone. However, if we want our own brand to be
successful, it is good to know what brand values and
brand personality are appealing to our target audience,
what they most easily identified themselves with.
• Emotional attachment: precisely because similar
products do not differ very much from each other, it
is important that the manifestations of our brand also
affect people’s emotions. Even a brand that seems
very rational, like Microsoft, started building emotionbased branding years ago.
• Collective belonging: it is worth considering whether
in the case of our product/service it is important for
our target group that being attached to our brand also
means belonging to a community. Good examples
of a Community brand are beer or carbonated soft
drinks where the consumption/use of the brand takes
place typically in a community, and this community
represents particular power for the target group.
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A brand is a value judgment, a feeling associated
with a value. Nowadays it is relatively easy to build a
brand with more tools available, easier reach of your
target audience and ways to attract their attention.
The brand is based on the mission, goals, history and
vision of the business. Branding also requires that the
product or service offered by the business is of good
quality and provides a good experience. The brand must
reflect a professional image and a uniform appearance,
while being unique and easy to identify. Our brand must be
combined with expertise and credibility for our customers.
A good brand makes our product, our service predictable
for the customer who returns it with loyalty. A good
brand enables us to gain a better market position, faster
growth and development and also to attract successful
business partners. It brings employees together with pride,
effectively motivating them to perform better.
Personal branding or self-branding help us significantly
in building a business brand. What makes a business the
most is our own personality, our extra, individual identity.
If we can grasp the positive essence of ourselves, the
one that clearly sets us apart from everyone else and we
can communicate it properly, in short, we are very close
to formulating the brand of the business. When defining
your business and personal brand, you need to build on
existing capabilities, skills, attributes, experiences, strengths
and most likely the two brands will overlap. In this way, we
create a balance between ourselves and our business and
learn to love and make other people love both through
consistent communication.

A person with a strong personal brand is wellknown, has a healthy self-esteem and selfconfidence. Therefore, he/she has a balanced,
harmonious personality and is a determined
individual whose most important good qualities
can be formulated by others after the first
encounter.
He can inspire those around him, set an example
for communities, become a charismatic leader. He
is conscious of his life and has goals that he takes
determined steps to achieve. He/she is not afraid
of the public, he/she believes in something he/she
is happy to talk about to others. He/she has a wide
network of contacts: many people know him/her, his/
her work is appreciated and he/she is a popular. He/
she feels successful and satisfied in his/her work, with
few private or business conflicts.
Manifestation of our personal brand is, for example,
our appearance (hairstyle, clothing, car, jewelry, watch,
tattoo, etc.) and also how we talk to people. And if
we accept that the brand is a promise fulfilled, it tells
a lot about how much we keep to our word: related
to deadlines, arrival dates, payment deadlines or just
quality commitments. We can perfectly represent
our personal brand in speeches in front of a larger
audience, at conferences, presentations, fairs or even
at customer meetings and corporate internal events.
We should act on these occasions in such a way as
to leave with positive impressions those who saw and
heard us.

Under the same and quantifiable conditions, those with
a strong personal brand can expect success. Those
whose name suggests what can be expected. That’s
why it’s worth a try to find out: what does our name
trigger in others?
Steps of establishing a strong personal brand:
1.	Let’s start by listing our abilities that are most
defining. We are looking for a minimum of three, but
a maximum of seven such abilities. Note that “me
brand” does by no means only reflect our education
or occupation. It can be helpful to tell or describe
important stages in your career and associate skills
and attributes with these successful events.
2.	Next, deal with your values. If we have practice
in self-analysis, this will be easy on our own. If
not, look for personal brands in your narrower or
wider environment, for example - family members,
workplace leaders, well-known entrepreneurs,
athletes, teachers, store owners, and more - and by
analysing their success, we should get to the values
on which they could base their performance. The
elements of the resulting value register should be
examined one by one whether they could be our
values, as well.
3.	Also state what your goal is. The endowments, the
values and the goals must be in line.
4.	From now on, we must consistently represent what
we build our personal brand on, and keep in mind
why we are doing what we are doing.
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Branding is rarely needed related to a company
established long ago, unless you want to enter
the market with a completely new brand, or the
market environment of an existing brand or the
habits of the consumers who use the existing
brand have changed so significantly that it is
advisable to rethink the foundations. If every six
months we feel we need to fundamentally rethink
our brand, we should be suspicious that we have
made something wrong in the beginning. During
branding, we practically lay the foundations of
our brand, on which we can then build all the
manifestations of the brand, from the image
through advertising to the events where we can
appear effectively and authentically.
During the process of branding we are trying to find
answers to the following questions.
What is the consumer demand/expectation that
justifies the existence of our brand?
It is almost impossible to create consumer demand, but
there are quite a lot of latent, so not yet conscious, but
existing consumer demands. If we base our brand on
one of these, we need to define them exactly in order to
be able to stimulate these demands in our consumers
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with our communications activity. Otherwise, they will
not buy our product. It can be helpful to read trend
research, to look at what is happening on the market in
more developed countries and to talk to people who are
trendsetters or opinion leaders for our target group.
What do we consider to be the competences of our
brand?
Here, the first and most important thing is to define
precisely what we consider to be our own market. A
simple example: if we produce, say, 100 percent orange
juice with added calcium, we can define the market of
100 percent fruit juices as our own. However, we can
also say that our market includes all foods that contain
added calcium. Both are completely normal market
definitions, but they set a different path for our branding.
Once we have defined the market we want to compete
in, we have to take a close look at and determine our
competitors. We have to set up a ranking of who we
consider to be our primary and secondary competitors.
Our primary competitors have the greatest opportunity
to attract our customers. In the beginning we should
deal with them exclusively. We have to examine their
strategies, their brands, their strenghts and weaknesses
and also why they are attractive for the customers
(competitor analysis).

How is our brand different from our competitors? (Positioning)
Consider whether you can show some real
(tangible, concrete, quantifiable, objective)
difference compared to your main competitors.
If so, although this is quite rare, it is advisable to
position your brand based on this. Except if your
real advantage is only temporary or very easy
to imitate. If there is no real difference between
you and your competitors, you need to find the
difference you can build on in the medium term. It
is very important that it should be truly distinctive
and relevant to your target group. The following
will help you decide if your brand positioning is
working.
A good positioning is:

It is important to be able to describe the positioning of our
brand in a sentence or two. It’s okay if it doesn’t sound
very creative, we’re not working on the slogan, yet.
What is the ideal buyer for us?
In order to arouse the interest of the target group, we
must first determine this group and what characterises
it. Ideally, the image of a flesh-and-blood person will
appear in our mind based on the characteristics of our
target group members, so it will be much easier to
decide later on, e.g. whether this particular person would
like a creative idea of ours. We also have to determine
our potential customers demographically (how old they
are, where they live, they are typically male or female,
what their financial situation is, what their educational
qualifications are).

• credible, it does not promise too much and builds on
the strengths of the brand;
• impulsive and attractive to potential consumers;
• unique, it is able to present a perceived or real
difference from the main competitors;
• sustainable, so it must be based on an idea that is
viable in the long run;
• focused and precise.
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Answers to the following questions could further
refine the profile of our ideal customer:
• Are the buyer and the consumer the same person?
If not, who do we need to reach? (For example, on
the baby food market the mom is the buyer and baby
is the consumer.)
• What are their expectations of your product/service
category? (For example, baby food is generally
expected to contain all the vitamins and nutrients a
baby needs.)
• What are their expectations of your competitors
or your brand which are more or in any other way
different from the expectations of the product/service
category? (Baby food is not generally expected to
be an organic product, but because it is important
to a certain target group, there are brands that build
specifically on this extra expectation.) Having defined
these, think about which of these extra expectations
your brand offers and build on these.
• Are there misconceptions, negative experiences
in connection with the category? This is important
because a misconception or a previous bad
experience can be a huge barrier when your potential
buyer encounters your brand message.
• What are the criteria influencing the buyer in his/her
decisions to purchase? Does he/she decide alone, or
is there anyone who influences his/her decision?
• And finally, the most important thing: why will it
be good for buyer if he/she chooses your brand
and not that of your competitors? Once you have
answered this question, refer to your positioning. Your
positioning must be in line with this answer, otherwise
one of them is faulty
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What is the brand idea, that is, the thought
associated with your brand in the minds of the
consumers?
Try to summarise in a single thought all that has been
revealed so far. This will be the thought base on which
we want to build our brand and all its manifestations.
This will be the brand idea, the heart and soul of the
brand. It is therefore important that the brand idea:
• builds on your positioning (if your positioning is good,
it is certain that the brand idea based on it will also
differentiate you from your competitors);
• is relevant and inspiring to the target group you want
to reach;
• is well focused and easy to understand

*
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MEDIA PLANNING
Every business needs to make the greatness of
its product more widely known, in other words,
advertise.
Advertising helps us to sell more of our products and
services, that is, to earn more income. The purpose of
advertising, directly or indirectly, is always to maximize
profits. Whether to have more customers or sell more,
to get rid of our excess inventory, or to survive a crisis,
advertising serves a short, medium, or long-term, welldefined, and ideally quantifiable business goal. Think
of it as an investment that should pay off. However, it
is important to know that advertising, while necessary,
is not always sufficient to achieve our goals. Although
it is an extremely useful tool, even the best advertising
alone cannot arouse a desire for the unnecessary, does
not make the price set too high acceptable, and does
not offset the wrong design or ugly packaging. As Bill
Bernbach said, advertising does not create new values,
it only conveys them. The magic is in our product, not
in advertising. It is obvious that we are not in the lucky
position to announce a tender and choose the most
suitable of the largest domestic advertising agencies.
However, with a little thought and some investment, we
can do this activity quite effectively on our own.
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As a first step, we will need a strategy, for which
the following should be considered:

• W
 hat do I want to
persuade him/her
to do?

With a little exaggeration that’s basically the backbone of your advertising
strategy. You know why and how much to advertise, whom to advertise to,
and what you want to convince your target audience to do and why.

• Why do I need to advertise?
Advertising can only be an effective tool if we have
a problem that can be remedied by passing on
information or knowledge. In the vast majority of
cases, this means raising awareness of a product, but
we may need to solve another, more specific problem.
This can be raising awareness of a special feature
or value of the product, differentiation from our
competitors, information on how and where the goods
or services can be accessed, but it can also include
other information related to sales, such as promotions
or discounts. This is important because different goals
may be important to different target groups and will
mean different resource requirements.
• Who do I need to address?
One of the key moments of effective communication
is to map and get to know our target group as
thoroughly as possible. We can only be truly
convincing if we know who we want to convince. But
you must not try to define an entire group, it’s simpler
to imagine a typical member of your target group.
Think about what their most important desires and
needs are, what their most important values are. How
do they live their lives, what are their relationships like,
what do they work, what do they do in their free time?

Advertising will be really
effective if it encourages
members of our target
group, either immediately
or in the long run,
indirectly or directly, to
take action. In the optimal
– but rare – case, this
means buying right away,
but even just arousing
interest is a significant
achievement (visiting
a showroom, visiting a
website, or requesting a
quote).
• H
 ow can I convince
him/her?
In order to make our
target group take action,
we need to motivate
them in some way, that
is, we need to promise
something that can
indeed be realised

In principle, the ideal solution would be to use tools and media with which we can reach
each of our potential customers. However, this would require a financial background that
is presumably not available to us at the start, and will probably not be available later,
either. Thus, the solution is to further narrow our target group based on different aspects,
to segment it in a fashionable way. The advantage of this is not only that we can better
customise our messages, but also that we can use tools that can reach fewer customer
candidates, but with greater efficiency. The fewer people we need to convince in the
same way and form, the easier it is. We can advertise in trade magazines, thematic
internet pages, or, if we have more budget, in TV and radio programmes favoured by
our target group. We can search for special events, venues, where the members of our
target group can be found in large numbers.
There are few start-ups that cannot use the internet properly. More and more people
are searching the world wide web for information about products, services and the
manufacturers of these products or the providers of these services. If we have our own
website, we can meet these needs efficiently and with relatively little effort. The Internet,
as the most diverse media, also offers additional cost-effective opportunities. With a
little exaggeration, we can say that today there is no target group - even with the most
special interest - that could not be found on the World Wide Web.
Last but not least, we have the emails at our disposal with which to reach almost as
many potential customers as we want. Of course, all this is only true if we are through
with the collection of personal data already mentioned in the market research, to put
it more simply, we have e-mail addresses. It is important that you can only send an
advertising letter with the prior permission of the recipient. Failure to do so could result
in severe fines and legal consequences.
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Good advertising is relevant, effective and original.
If our ad doesn’t meet any of these three criteria,
we probably won’t see much benefit of it.
•	Good advertising is relevant, that is, it promises
something that satisfies the real, existing desire of a
given target group.
•	Good advertising is original that stands out from the
crowd and attracts the attention in seconds, meaning
our message reaches its destination.
•	Good advertising is effective, that is, directly or
indirectly, it encourages some action.
Whether the ad was successful or not, try to
understand why it happened. What worked, why did
it work, what didn’t and why not? What cost a lot,
what was worth it, what is it that we should never
spend more on?
The answer to the question of “where” we should place
advertising is given by media planning. If an advertiser
doesn’t have an agency (as you probably don’t), it’s a
good idea to start with the basics.
Goal setting
It all starts (whether a decision-maker is aware of it or
not) with the manager, possibly the owner of the company
decides that external tools are needed to increase his/
her turnover, sales or image. If this external medium is an
appearance in some media (whether advertising, a PR
article or other) that reaches potential consumers through
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some channel, we consider it a means of communication.
It can be anything, a car sticker, a flyer, a Facebook post,
an online advertisement in the form of a banner or even
a TV spot, in their own way they all do the same thing:
promote a product/service in order to increase sales.
Whatever form of communication we choose, we will
definitely need two things: money and some expertise in
the media market and in how the media works.
Defining the purpose of the campaign as precisely as
possible is the most important part of campaign planning.
The basic question is to determine the goal related to
product sales and the market position of our company.
This is called the marketing goal, which always contains at
least two basic pieces of information: a sales goal and a
time interval to reach that goal.
The communication goals are related to the product/
brand and the message of the campaign, they basically
determine the messages we want to communicate and
their content.
Finally, there is the media goal, which is related to the
delivery of the message itself. It can be formulated as
a media goal to get a message to consumers in a very
targeted way. The media goal can be to determine the
indicators related to the achievement of the target group,
its extent and frequency, but it can also be a reflection of
the communication goals (for example, rejuvenation of
the brand related to the brand image, which can also be
achieved with the help of the appropriate media mix).

The reach
A nationwide TV campaign can reach 80% of the
target group. This is followed by national billboard or
citylight campaigns, radio campaigns, press and online
campaigns (with 40-70% reaches depending on the

target group). The reach of social media campaigns
is somewhere in the lower segment of the reach of
media campaigns, but targeting can be larger and more
specific

The costs
When choosing the type of media, it is also important to
consider the costs. The more masses we reach, the more
money we have to sacrifice for it, because it is useless
reaching one person at a low price if this low contact
price has to be multiplied by a large number of contacts
due to the mass reach. For example, in the case of TV
campaigns, even a 20-second spot costs around ten
million forints (cca. 28,000 euros) for a single campaign,
plus the cost of production. For many companies,
however, this represents a breakthrough in the consumer
market by increasing both sales and prestige.
The other extreme example - presumably better suited to
the size of your company - is the online, typically search
engine marketing or social media campaigns that can be
launched with an investment of a few thousand forints
(cca. 10 euros). The low cost makes it worth for you to
try these possibilities with little risk: you will benefit from
exact targeting and the diversion of potential consumers
to your website. However, if your product or service is
not sufficiently known, it does not inspire enough trust,
so even if you direct the visitor to your website, there is
less chance of him/her becoming a buyer or he/she will
only become a buyer later. The hierarchy-of-effects model

is valied, regardless of the communications means: the
objectives of advertising (“awareness, knowledge, liking,
preference, conviction and purchase”) can only be met in
the right order, and so you cannot start with the objective
of purchase even in the online space.
Wherever we start building or further developing our
communication activities, one thing is for sure: sooner or
later we will be forced to switch to other means as well. To
give concrete examples, there are a number of webshops
that have reached their maximum traffic, so they are
leaving the online space and building on offline devices. In
the case of a local service, local radios and newspapers
can ensure a mass reach in the geographically targeted
area. In other cases only the content and not the device
matters, so thematic media or even targeted public
space solutions can be considered. Of course, we
also find an example of the opposite: companies and
services that typically make a living from offline sales are
increasingly using digital tools like online platforms and
digital advertising to strengthen their customer relations,
image and sales – the greates challenge for them is
finding fragmented consumers and shaping the targeted
messages needed to reach them.
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Media planning
Media planning is about answering the following basic questions before launching an advertising campaign: to whom,
where (in what region), when, how intensively, in what media, for how long and for how much money should we
advertise?
The Hungarian media market is becoming more and more complex, similarly to the markets of more developed
countries. If an advertiser is looking for targeted, local or thematic appearances, they need to know the local media
offerings of 2,900 settlements and thousands of the media offerings in hundreds of topics - including from the
portfolio of county newspapers through municipal media to the often very valuable and effective media of local media
entrepreneurs. The Whitereport mediabrowser helps you with this: from the database available online by subscription,
you can search for more than 11,000 media (600 TVs, more than 170 radios, more than 6,000 printed pages,
more than 3,000 online content services and 150 cinemas) in minutes. The database is complemented by a local
media optimisation tool called Goldfish by Whitereport & Ipsos, which allows you to plan cheaper and more effective
campaigns in several big cities through multi-media (so-called cross-media) optimisation.
With Public Relations, or PR for short, our goal is to ensure that everything that appears about us in public, and
what the public thinks of us through this, meets our goals. To achieve this, we must meet three conditions.
•	We must have goals
We cannot evade the precise and highly effective wording of the goal. This is a useful step not only in terms of
communication, it is also important at every moment of building up our business to be able to trace everything we
do back to this sentence: “I am going to XY now because my goal is to… He is going to help me… “.
To whom do we want to sell that we are producing? We need to answer this question as precisely as the question
of what we want to do. Write down your ideal customer and list how many they are, and who (in addition to them)
might want to buy your product. When formulating your goal, you need to keep in mind that these groups need to
understand very clearly what your business is.
• We must have publicity
We need to figure out how our existence and activities will be interesting, what is the news value of our business. If
nothing comes to mind, PR, like other communication tools, might entail significant costs.
• Our publicity must support our goals
Our stated goal can be supported by our appearances in the media if we can be well-distinguished from others and
there is something about us that is easy to remember (this is the “insight”, the brand idea and the brand based on
them). We need to create our messages based on the brand idea in such a way that people in our target group can
distinguish us from others and we can offer our potential customers an attractive alternative.
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Mass media, such as news sites, radios, TVs
and printed papers are still watched and read by
many today, although more and more people are
getting their information from media with less
readership (such as blogs). At the textbook level,
the news value is given by the exclusivity of the
given information, the temporal and geographical
distance, the number of people affected by the
information and the strength of the emotions it
evokes from us. These categories are only partially
objective, which leaves a wide margin for the
journalist to consider. In such circumstances,
it is not surprising that inappropriate aspects
and factors are sometimes mixed into the
determination of news value. We have to make use
of these factors, but in order to do so, we must
first find our journalists.
We start the search with keywords related to the focus
area of our business, using Google and the News Search
reviewing the majority of the Hungarian media. If we are
looking for a wider goup of journalists and we remember
a highly-publicised issue in our focus area, we should
search that topic. If we are looking for a smaller group of
journalists specialised in our business focus, we should

search for a story about our business. We should list the
relevant articles found, but put aside mass media pages
and blogs because they require a different approach.
Each page should have the name of the organisation,
the topic, the athor and his/her email address, phone
number, Facebook and Twitter profile. But where will
these data come from? Let’s start by focusing on the
email address (partly because it’s easier to get, and
partly because many people find it intrusive to get
contacted right away by phone):
• first click on the name of the author for each article, in
many cases the email address will pop up,
• if that doesn’t work, go to the imprint of that page and
look up the titles;
• at this point it is worth looking around on Facebook to
see if we have a common acquaintance whom we can
ask for the contact information of the author,
• if that doesn’t work, there are other technical options:
eg. the application called „Voila Norbert”, through
which by searching the author and the page we can
check if anyone is registered with that name. The
Google spreadsheet will generate possible email
addresses from a name and an editorial office.
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Today’s journalists tend to be overworked, they
work for performance pay, and they don’t have the
time to really get to delve into a particular topic
(this is, of course, less true for the larger dailies).
A journalist will not always have time to go to a press
conference or dig into the background of a news
or announcement, but will be grateful to respond to
anything that makes his job easier. Our opening email
should be very clear: include a link to your company
and a well-worded sentence about what you want. In the
end, ask him/her to contact you if he/she is interested
and leave a phone number. It’s a good idea to keep
track of whether the journalist has seen and opened
your mail (there are different apps available for this
purpose). If the journalist doesn’t respond, you can try
again a few times, but if you see that he/she has opened
the message, don’t resend your email.
We can influence the news value by the following:
• Mandiner communication
In the press there is respect for authority, so the
person who communicates is important: the same
information is more likely to appear in the papers if it
is not told by us out of obscurity, but by someone else
better known or a leader in a prestigious position.

• P roducing the problem to be solved
We definitely need to show the journalist or editor how
we would publish our article. Look at the cover page
of the selected press to see the practice of introducing
an article. Is there a title and a lead (the introductory
text) or a title and a subtitle? How many characters
do articles usually consist of? Show what makes your
topic interesting in exactly the same structure, volume
and in a manner similar to their titles.

If the journalist calls us back, or gets in contact
with us in any other way, we must make sure to
stick to the following rules:

• Write an article, not a news bulletin.
If we send our article to more than one editorial office
at a time, it will actually act as a bulletin, and thus we
can call our text a bulletin in the accompanying email.
But it should be an article concerning its content
and form, similar to what we would enjoy reading.
The whole article doesn’t have to be about us. On
the contrary, expecting this from the journalist can
be distinctly counterproductive. By writing our own
article we will have a better chance of publishing our
well-worded messages in the papers or online media
without modification.

• Don’t expect the journalist to understand the topic,
appreciate it if he/she asks questions. Help him/her
get the picture, shed light on the context, and talk not
only about yourself, but also about the industry as a
whole.

• Devote enough time to the journalist. Make yourself
free, be available. To a daily, online or radio journalist,
you can say that you would rather speak on the
phone, but know that a personal relationship could be
of great benefit to you in the future.

• The quality of the images is of significance on TV, but
also in newspapers and the online media.
• Figures and graphs are also important for the
journalists. These authenticate what is being said in
the eyes of viewers and readers, break the monotony
of the text, and make the information more receptive.
• If you publish a text, either electronically or in print,
it is advisable for you and also for others to read it
several times. The text must contain collected, clear
sentences.
• If we see that the journalist is not very interested
in the topic, do not force it. Rather, use mandiner
communication or enrich the story as described above.
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We can also show our “good citizenship”, our
commitment to the community, the values of
our company with countless other PR tools.
CSR (Corporate Social Responsibility) covers
business behavior that incorporates not only
financial interests and goals, but also long-term
sustainability, environmental, social and economic
interests and values. As a small business owner,
we may also choose to take on something
important to us and our local community.
We get an increasing amount of our information from
various blogs. Today, virtually every topic has its own
blogs, and those who are interested in that topic will
almost certainly watch one of them, but maybe more.
Bloggers are self-appointed journalists. They are similar
to professional journalists in many ways, but have
different qualities and perspectives. What we have said
about keeping in touch with journalists is also true of
them, but there are fundamental differences as well.
If we’re talking to a blogger, we have to appeal to his/
her vanity. It takes some extrovertation for someone to
run a blog, especially a video blog, which also assumes
some vanity. Be sure to read more posts from the
blogger to have something to talk to him/her about. If
we want to be published in blogs, it is paramount that
our expertise and commitment are evident. “I love what I
do and I am really good at it” - that should be our basic
position because it makes us authentic in the eyes of the
blogger.
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At first glance, it is only natural that a business
creates a lot of content: offers, product brochures,
texts on the website. In the case of content
marketing, a business creates different content for
the media market.
The reasons for the growing role of content marketing
in recent years are the joint crisis of the content industry
and the media market, the deteriorating quality of the
media in almost all areas, the “monopoly” of the Internet
and the Google search engine/content integrator and
far not least the strengthening intention of consumers to
avoid advertisements. In the past, consumers often liked,
but by no means rejected advertising to such an extent
as today when more and more people are trying to keep
away from advertisements and certain internet surfaces,
often with technical aids like Internet blockers for
example. If there is no advertising or it is not effective,
then another tool is needed to reach the consumer: in
content marketing, this tool is the content itself. Content
marketing is perhaps closest to PR from the traditional
communication toolbox. Content marketing is not
based on paid appearances, but an interesting topic,
and it serves long-term branding much more than the
campaign-like sales process.
Good content marketing is like a good media product.
It meets an existing, real consumer demand, often
appearing in a segment of the media market where
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there is room due to the crisis of recent years or other
market developments, so it is able to compete with other
media products on the market. It provides high-quality,
unique, original, legal, true content that is relevant to the
consumer of the content. Content marketing is always
about solving the business problem of a brand. In other
words, it is related to some value or activity of the given
enterprise or brand, or to some problem of the target
group which can be remedied by the given brand

If you want to boost your business communication
with content marketing tools, the first and most
important thing is to find the topic you want to
write, talk or make a video etc. about.
In principle, anything can be interesting, even if it is
remotely related to the product or service we offer, and
which can also be of interest to our target customer
group. We also need to be prepared in advance that
content production is time consuming and thus costly.
There is a chance that we as a small entrepreneur won’t
have the budget to hire an agency, so it will be up to us
to create two to three blog posts a week on our blog
and/or Facebook page and all the materials and ongoing
content of our social fundraising campaign, along with all
our other entrepreneurial responsibilities.

Therefore, it is very important that we realistically assess
the resources available to us and do not over-commit
ourselves, because in the medium and long term this will
result in deteriorating content and our customers turning
away.
Content marketing is not tied to a format: it can be
text (printed or online), a video and it can even be an
experience provided by an event. From our point of
view, the important thing is that in terms of its content
and form, it should be suitable for our brand and
target group and it will usually mean the use of online
interfaces.
The basic activity of businesses have been left
untouched by the Internet revolution, but almost
everything that can contribute to the business success
of these activities – i.e. marketing, the necessary
administration, the purchase and sale of goods and
raw materials and in many cases the work itself - has
changed significantly. The internet provides a tool and
at the same time an opportunity to buy cheaper and
easier, it opens up the choice compared to two furniture
stores or a few car dealers in our area. It gives our own
business the opportunity of not limiting the number of
our customers to our immediate area.
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FUNDING PROGRAMMES OF THE EUROPEAN UNION
Small businesses can receive EU funding in the form
of grants, loans and financial guarantees. The EU has
several different funding programmes that you may
be able to apply for, depending on the nature of your
business or project. There are two different types: direct
funding and indirect funding.
The allocation of direct funding capital is managed by
the European Institutions. There are two types of funding
available: grants and contracts. You can apply for grants
and contracts managed by the European Commission on
the Funding and Tenders portal.31

SUPPORTS AND FINANCING
OPPORTUNITIES FOR
YOUR BUSINESS

Grants are given to specific projects that relate to EU
policies, usually following a public announcement known
as a call for proposals. You may apply for a grant if
you run a business or a related organisation (business
associations, business support providers, consultants,
etc.) that runs projects that further the interests of the
EU, or if you contribute to the implementation of an EU
programme or policy.
Contracts are issued by EU institutions to buy services,
goods or works that they need for their operations –
such as studies, training, conference organisation or IT
equipment.
Indirect funding is managed by national and regional
authorities and comprises nearly 80% of the EU
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budget, mainly through 5 big funds that come under the
umbrella of the European Structural and Investment
Funds. The funds are:
• European Regional Development Fund
– regional and urban development32
• European Social Fund
– social inclusion and good governance33
• Cohesion Fund
– economic convergence by less-developed regions34
• European Agricultural Fund for Rural
Development35
• European Maritime and Fisheries Fund36

https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/home
https://ec.europa.eu/regional_policy/en/funding/erdf/
33
https://ec.europa.eu/regional_policy/en/funding/social-fund/
34
https://ec.europa.eu/regional_policy/en/funding/cohesion-fund/
35
https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agriculturalpolicy/rural-development_hu
36
https://ec.europa.eu/fisheries/cfp/emff_en
31
32
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Funding is managed according to strict rules
to ensure there is tight control over how funds
are used and that the money is spent in a
transparent, accountable manner. As a group, the
27 EU Commissioners have the ultimate political
responsibility for ensuring that EU funds are
spent properly. But because most of the funding
is managed within the beneficiary countries,
responsibility for conducting checks and annual
audits lies with national governments.
To access EU grants, you should apply via the relevant
regional or national authorities (known as managing
authorities37) in the member state where you are
registered.
The Ministry of Agriculture in your country38 is
responsible for funding for the European Agricultural
Fund for Rural Development. Most farmers in the EU are
eligible for direct income-support payments.

Around a third of these are given in return for green
farming practices (maintaining permanent grassland,
crop diversification, etc.). Farmers also receive money
based on the amount of land they hold – again in
return for employing eco-friendly farming methods that
preserve biodiversity, soil and water quality and keep
emissions low. EU funding also helps farmers train
in new techniques and upgrade or restructure their
farms. And it is also applied more broadly to improve
life in rural areas, by creating jobs and providing basic
services. In addition, under rural development, young
farmers can benefit from specific support for settingup their business as well as from higher support rates
for investment they make in the business. You can
find the rural development programmes by country at
https://ec.europa.eu/info/food-farming-fisheries/
key-policies/common-agricultural-policy/ruraldevelopment/country_en

To apply for funding for the European Maritime Fisheries
Fund, you should contact the national contact
points39.
Read more about how EU funding works at
https://ec.europa.eu/info/funding-tenders/how-eufunding-works_en.
There are different EU funds available for startup
businesses. To find out which one meets your needs, as
well as information on support and resources, visit the
Startup Europe Club40.
You can also use the Startup Europe Partnership41
platform to get help with expanding and developing your
business.
If you’re looking to increase the visibility of your
business project, you can register your project on the
European Investment Project Portal42. The portal also
enables you to get in contact with potential international
investors.

On the Access to Finance43 portal you will find EU
funding available for all types of companies of any size
and sector including entrepreneurs, start-ups, micro
companies, small and medium-sized enterprises, and
larger businesses.
A wide range of financing is available: business loans,
microfinance, guarantees and venture capital. Every
year the EU supports more than 200 000 businesses.
The decision to provide EU financing will be made by
the local ﬁnancial institutions such as banks, venture
capitalists or angel investors. Thanks to the EU support
the local financial institutions can provide additional
financing to businesses. The exact ﬁnancing conditions
– the amount, duration, interest rates and fees – are
determined by these ﬁnancial institutions.
You can contact one of over 1000 financial institutions
to find out more.

https://ec.europa.eu/fisheries/sites/fisheries/files/docs/body/national_authorities.pdf
https://startupeuropeclub.eu/
41
https://startupeuropepartnership.eu/
42
https://ec.europa.eu/eipp/desktop/en/index.html
43
https://europa.eu/youreurope/business/finance-funding/getting-funding/accessfinance/index_en.htm
39
40
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https://ec.europa.eu/regional_policy/en/atlas/managing-authorities/
https://ec.europa.eu/info/food-farming-fisheries/key-policies/common-agricultural-policy/rural-development/country_en#countries
37

38
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HUNGARIAN BUSINESS DEVELOPMENT PROGRAMMES
Strategy for strengthening micro-, small and
medium-sized enterprises (2019-2030)
The Strategy for Strengthening Hungarian Micro, Small
and Medium Enterprises (2019-2030) was triggered
by the need for the government to assist domestic
enterprises in the process of economic restructuring in
the period of digitalisation and technological revolution,
when the role of environmentally friendly solutions is
becoming ever more important.
The aim is to strengthen the well-functioning, multiskilled business community and support high-growth
companies to compete successfully in international
competition. The measures are also aimed at creating
an entrepreneur-friendly institutional system in order to
reduce the burden on businesses.
The SME Strategy, with a clear roadmap, addresses
the seven interventions needed: the regulatory and
fiscal environment, the development of e-government,
strengthening the innovation and digitalisation of
businesses, knowledge transfer, facilitating access to
finance for SMEs, supporting internationalisation and the
change of generations.
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The main functions of the Strategy are as follows:
• to identify directions for adapting to the changes of
the entrepreneurial world in line with the economic
development strategy of the Ministry of Innovation and
Technology
• to define the framework for allocating EU funds to
domestic business development objectives for the EU
2021-2027 financial planning cycle
• to ensure consistency between government
programmes supporting businesses and to establish
the conditions for coordinated action.
The main goals of the Strategy are as follows:
• Overall goals
• to strengthen the value-creating ability of companies
with strong growth potential
• to provide the entire SME sector with the predictable
framework needed for their operation
• Secondary goals
• to increase SMEs’ productivity
• to increase the value added generated by homebased SMEs
• to increase SMEs’ export potential
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Irinyi Plan
The Irinyi Plan for Defining Innovative Industrial
Development aims to achieve a businessfriendly environment for entrepreneurs and
companies by further reducing regulatory burdens,
developing the business-related infrastructure
and facilitating the acquisition of entrepreneurial
skills. By developing the SME sector, the thematic
objective of the Government Plan is to improve the
competitiveness of enterprises.
Strengthening the SMEs‘ market and product
development and increasing their R&D and innovation
potential is a prerequisite for increasing competitiveness.
The Irinyi Plan identifies as key areas for support:
entrepreneurship, exploiting the business potential of
ideas, product and service development and the entry of
SMEs into regional and international markets.
Low entrepreneurial willingness and lack of basic
knowledge for everyday business practices are
major barriers to the emergence of a productive
and competitive SME sector and so these are in the
Government‘s focus. Another major shortcoming is the
lack of capital for SMEs and the consequent backlog in
business infrastructure which are addressed by supports
for capacity building. The third area is the low level of
willingness and efficiency with regard to cooperation
which the government wants to address by developing
the networking of the economy.
.
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Supplier Development Programme

National Food Crisis Management Programme

In order to further strengthen the Hungarian
economy, the government has been continuously
running the supplier development programme
launched in 2017. Applicants to the program
must have 5 small and medium-sized enterprises
(SMEs) affiliated to a foreign company or a large
Hungarian company.

The National Food Crisis Management Programme,
developed as part of the National Economic
Protection Action Plan, helps Hungarian farmers,
producer organisations and food businesses to
manage the negative economic effects of the
coronavirus with grants totaling HUF 25 billion
(cca. 70 million euros).

The aim of the programme is to make supplier SMEs
acquire the technologies and organizational development
solutions used by large companies and use them to
increase their sales revenue, the added value of their
products and the wages of their employees, as well as
to improve the living conditions of their employees. The
government is working on the programme to attract
high-tech industries to Hungary. The supplier development
programme helps Hungarian SMEs learn from large
companies using world-leading technologies and develop
their own products and services with this knowledge.

Eligible businesses include food processing, certain
horticultural and agricultural, bee conservation
businesses, poultry, pig and fish farms and horse
breeders implementing the breeding programme.
A special non-refundable support budget of HUF
1 billion (2.8 million euros) is available to help producer
organisations operating in the fruit and vegetable
sector. In the case of the rabbit and the goat sector, the
amounts of aid and total allocations for small agricultural
businesses already in operation have increased.

The Hungarian government also supports the technology
change in construction companies, and it has worked
out a support programme for market-led R&D and
innovation projects to improve the competitiveness
of businesses through supporting R&D&I projects
of companies with market potential and return on
investment and contributing to solving important
problems and generating significant economic, social
benefits.
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FUND RAISING IN HUNGARY
Financial instruments
Among the forms of financing available for the
operation and development of enterprises, the
most popular sources among entrepreneurs in
Hungary are non-refundable European Union and
Hungarian state subsidies. In addition, there is an
increasing emphasis on the so-called repayable
grants and external capital opportunities.
Non-repayable grants are provided by the EU to
organisations and, in some cases, to individuals,
provided that the aim is to implement projects that
advance the European Union‘s policy ambitions. Typically,
the EU does not fully finance the costs of implementing
the project, the project owner has to add his/her own
resources. Thus, this scheme can best be considered as
co-financing.
Repayable financial assistance is available in the form of
loans, guarantees and equity financing. The EU provides
these forms of assistance to projects that contribute
to the implementation of its policies and programmes.
Research and innovation is a key area of European
Union policy, and if a business invests in research and
innovation, it will have a good chance of receiving credit
from the EU. The guarantees issued make it easier for
the beneficiaries to obtain the money needed to carry
out the project on more favorable terms. Guarantees
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The general eligibility criteria for each grant are
usually determined based on:
provided by the EU increase the willingness of banks
and lenders to give loans to the business. The EU can
also be involved as a co-owner in the implementation of
a project. Repayable financial assistance is playing an
increasing role in the European Union‘s cohesion policy,
as the obligation to repay increases the interest of project
owners in the effective implementation of investments.
In addition to indirect grants from the Structural Funds,
there are also direct grants available to companies
from Brussels. The use of these grants is funded by the
European Investment Bank and the European Investment
Fund through financial intermediaries.
In addition to EU funds, the Hungarian State, in line
with the economic policy development goals and the
European Union strategic directions, also supports
the development of enterprises from national budget
sources, providing non-refundable support with intensity
ratios specified by law
Capital raising
Currently, a significant amount of capital is
available in Hungary. Private and public investors,
venture capital funds are all looking for investment
opportunities, venture capital investment is
becoming more and more widely known, and the

•	the life cycle of the enterprise: the number of closed
business years,
•	management data: sales revenue, revenue growth
rate,
•	export sales ratio,
•	ratio of sales revenue from R&D activities,
•	the amount of equity,
•	the balance sheet total,
•	ownership,
•	the number of employees,
•	the extent of personnel expenses.
market presence of private funds with corporate
and individual investors is constantly increasing.
For those who are willing (or forced) to accept a
new co-owner in exchange for capital, the following
alternatives are available today:
• public venture capital funds: they invest with an annual
return expectation of around 10-15%;
• private venture capitalists or private investors: they
provide capital with a 25-30% return expectation and
usually sell their shares to a financial or professional
investor 3-7 years after the investment (i.e., the
business founder loses part of the ownership
permanently);

• equity investments for start-ups: the target level of
return is well above 30%, it is an extremely high-risk
investment.
The list of actively investing funds registered by the
National Bank of Hungary is available here:
https://kozzetetelek.mnb.hu/en/befektetesi_alap_
alapkezelok.
The main goals of Hiventures Venture Capital Fund
Management CLS. are to operate venture capital
programmes focusing on the pre-seed, seed and growth
stages of businesses. The programme supports start-up
and young businesses performing R&D&I activity.
Széchenyi Tőkealap-kezelő Zrt. is a 100% state-owned
company, the trustee of which is the Ministry of Finance.
Through its current capital programmes, it manages a
capital base of nearly HUF 71 billion (cca. 200 million
euros), invested in companies with expansion potential,
primarily for the development of Hungarian small and
medium-sized enterprises and for putting them on
a long-term growth path. In addition to the capital
injection, through strategic-level business and financial
advisory services it helps portfolio companies to grow,
develop their products, expand their markets, export,
create jobs and restructure. Its capital programmes are:
Széchenyi Capital Investment Fund, Irinyi Venture Capital
Funds, Carpathian Basin Enterprise Development Venture
Capital Fund, National Stock Exchange Development
Fund.
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Loans
The expansion of repayable funds also includes the
rise of soft loans in the financing of businesses.
In 2013 the National Bank of Hungary launched the
Growth Loan Programme. As part of this programme,
a fixed rate scheme was launched on 1 January 2019
with the aim of improving the access of micro, small and
medium-sized enterprises to long-term, fixed-rate loans.
Loans can only be granted for investment purposes, in
HUF, for a term longer than 3 years.
The main activity of KAVOSZ Zrt., established in 2010,
is to provide credit and cash loans to small business
customers, including micro-enterprises. The basic goal
of KAVOSZ is to improve the access to credit of as
many Hungarian micro and small enterprises as possible,
which are not or not properly financed by banking
methods, primarily by providing preferential financing
opportunities supported by the European Union.
The Hungarian Foundation for Enterprise Promotion
operates a microcredit programme in order to
develop SMEs and support their activities.
The general aim of the programme is to support
small businesses with financial assistance and advice,
especially in the fields where the needs of small
businesses cannot be met by commercial banks.
Another goal of the programme is to make these smaller
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The types of loans offered by KAVOSZ:
•	Széchenyi Card Overdraft Facility and Széchenyi Card
Overdraft Facility Plus
•	Széchenyi Liquidity Facility
•	Széchenyi Investment Loan Plus
•	Széchenyi Own Contribution Ancillary Credit
•	Széchenyi Grant Prepayment Credit
•	Agricultural Széchenyi Card and Agricultural Széchenyi
Card Plus
•	Széchenyi Touristic Card
•	Széchenyi Job Conservation Credit
businesses customers of commercial banks as soon as
possible as a result of the support. The purpose of the
loan is to finance machinery, equipment, tools and other
investments, to expand and/or develop existing business
property or leased infrastructure and to provide working
capital related to investment. The upper limit of the
microcredit is HUF 10 million (cca. 28,000 euros).
According to the National Export Strategy adopted by
the Government of Hungary, export development is
one of the cornerstones of economic policy. A key goal
is to increase the export share of Hungarian-owned
companies by 50% by 2030. Eximbank‘s (EXIM’s)
products help to support the direct and indirect entry of
Hungarian companies to export markets and to increase

their international competitiveness. EXIM aims to support
the entire vertical of export activity from production
to the export sales with its lending, guaranteeing and
insurance products. Eximbank also has the task of
promoting the expansion of investments for export
purposes. Eximbank‘s financing and insurance products
are available at the following link: https://exim.hu/en.
In each case, a bank loan is taken out on the
basis of an individual assessment, during which
the company‘s management data and budget
are reviewed. Closed business years, positive
equity and revenue growth are basic expectations,
but the complete financial statements, income
statement and balance sheet are also reviewed.
In the balance sheet the level of equity, liabilities,
the ratio of fixed assets to current assets and the
cash are of particular interest. In addition, the
return on previous developments and investments,
as well as the amount of movable and immovable
property available as collateral security also affect
the conditions of borrowing.

increase their competitiveness. One of the most
important benefits is that 40% of the loan amount
is repaid only at the end of the term. The program
is provided directly to businesses by the Hungarian
Development Bank with a maximum loan amount of
HUF 10 billion (cca. 28 million euros). The purpose of
the scheme is to increase the competitiveness of small
and medium-sized enterprises, to secure their long-term
financing and to make their capital structure and liquidity
position predictable. An important consideration when
developing the loan was that applicants could use the
credit to expand their existing capacity and build new
ones, as well as to buy financial instruments related to
their planned acquisitions, both for companies operating
in the agricultural and non-agricultural sectors. The
Hungarian Development Bank Competitiveness Loan
Programme, by combining equity and loan facilities,
provides financing to businesses that use venture capital
programs from a minimum amount of HUF 100 million
(cca. 280,000 euros). Depending on the transaction,
businesses can expect a minimum base rate of 2.056.1%/year for a forint-based loan and 0.75-4.0%/year
for a euro-based loan.

The Hungarian Development Bank’s Competitiveness
Loan Programme, with its capital replacement, fixed
interest rate and high limits, allows small and mediumsized enterprises to make investments that significantly

The aim of the “SME Technology” Loan Programme is to
modernise the technology of micro, small and mediumsized enterprises and to create and expand their
ability to develop modern products and services. The
programme targets SMEs that have no or insufficient
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access to external financing. The aided investment
must lead to development that improves technological
preparedness. The purpose of the Loan Programme is
to support the investments of micro, small and mediumsized enterprises that are financially viable and profitable.
A loan can be obtained in the amount of minimum HUF
1 million and maximum HUF 150 million (cca. 420,000
euros), in the case of start-ups up to HUF 25 million
(cca. 70,000 euros). The credit objective may be the
acquisition of new assets resulting in technological
modernisation, the acquisition of intangible assets
(up to a maximum of 20% of eligible costs) and the
establishment of start-ups. The interest rate is 0% per
annum.
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The Digital Wellbeing Credit Programme, launched
under the Digital Wellbeing Finance Programme,
aims to provide preferential financing to innovative
businesses seeking funding for their digital development
that aligns with their strategic goals to enhance
their competitiveness. A minimum of 5 million and a
maximum of 200 million forints can be acquired in
the loan programme. Within the limits of the credit, the
purchase of fixed assets, costs and fees for service
activities, legal, notary and patent costs, participation
in Hungarian exhibitions, fairs, purchase of services to
help expand to the foreign markets, staff costs, mission
expenses or even office rent can be financed. Here
again the interest rate is 0%/year.44

44

https://www.mfb.hu/en/
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Generational Change
Equity Programme

Digital Wellbeing Finance Programme –
Equity Programme

The Hungarian Development Bank‘s (MFB’s)
Generational Change Equity Programme supports
generational change in the case of family
businesses where succession within the family has
not been resolved. It is intended to provide
co-financing to investors or groups of investors.

Under the Digital Wellbeing Finance Programme –
Equity Programme (GINOP-8.2.7-18), micro, small
and medium-sized enterprises whose development
objectives are related to the sub-markets specified
among the strategic objectives of Digital Wellbeing
Programme are eligible for equity investment.

The MFB Generational Change Equity Programme is
related to the business acquisition and it provides an
opportunity for the orderly sale of family businesses
affected by generational change, which is essential for
maintaining the viability of the companies. MFB provides
the purchasers with the necessary capital financing for
the acquisitions, i.e. it participates in the transactions
as a co-investor of market investors. The financing
period is 5-7 years and the involvement of 30%
private sources is also expected during the acquisition.
The long-term revenue-generating capacity of the
company offered for sale and the professionalism of the
acquiring management are also taken into account when
evaluating the proposed transactions.

Based on the strategic guidelines contained in the
Digital Wellbeing Programme 2.0 Work Plan for 201718, these sub-markets currently include education
(EdTech), government services (GovTech), health and
welfare services (MedTech, SportsTech), various sectors
of the digital economy (AgTech, Ecommerce, Sharing
economy), information security (Cybersecurity) and
the latest innovations (5G developments and related
innovations). Given the current pace of technological
advancement, it is not advisable to consider the digital
ecosystem as a closed system, so new segments may
be in the focus of Digital Wellbeing Programme in the
future. Alongside the key sub-markets, any initiative
aimed at developing the Hungarian digital start-up
ecosystem and the entry of companies engaged in
digitisation development in any economic sector can be
supported. The investment can be realised in the amount
of HUF 10-500 million for a period of 2-7 years,
depending on the life span of the enterprise receiving
the investment.
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https://www.irinyi.szta.hu/

Irinyi
Equity Fund
The Irinyi Equity Fund invests in small and
medium-sized enterprises that have a path of
development consistent with the objectives of the
Irinyi Plan.
The purpose of the equity investment is to finance
the development ideas of the beneficiary companies,
their entry into the market and the expansion of their
business. Special support is provided for the financing
of the Industry 4.0 development and digitisation
processes. Key industries include the automotive and
mechanical engineering, the healthcare, the chemical,
the ICT industry, the green economy and energy
industry, the wood and the defense industry, as well as
related infocommunications, digital and Industry 4.0
developments. The Irinyi Equity Funds also provide
special investment support to companies with growth
potential in the field of food processing and the
development and sale of innovative food solutions.45
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Funding from 2020
The European Commission and Hungary have
started planning the funding resources for the
budget period 2021-2027.
Most of the investments financed by the European
Regional Development Fund and the Cohesion Fund
will focus on innovation, support for small businesses,
the development of digital technologies and industrial
modernisation, as well as the shift towards a lowcarbon, circular economy and the fight against climate
change. Regions that are still lagging behind in terms
of growth or income, especially in southern and
eastern Europe, will continue to receive significant
EU support. GDP per capita remains the primary
criterion for allocating resources, but new criteria
will be introduced to better reflect the realities of
unemployment and youth unemployment in particular,
lower levels of education, climate change and the
integration of migrants. The rules are expected to be
more flexible and clearer, as well as less bureaucratic
to make it easier to access funds.
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NextGenerationEU is the Union‘s COVID-19 recovery
package. Central to NextGenerationEU is the Recovery
and Resilience Facility, which will help the EU become
stronger and more resilient once the current crisis is
over. The Facility will provide more than ever before,
EUR 672.5 billion in early loans and grants in the crucial
first years of recovery. To benefit from the Recovery
and Resilience Facility, Member States must submit a
draft of their Recovery and Resilience Plans. Member
States‘ recovery and resilience plans need to address
the economic policy challenges identified in the countryspecific recommendations of recent years, in particular
in 2019 and 2020. The plans must also enable Member
States to increase their economic growth potential,
create jobs, make their economies and societies more
resilient, and make the green and digital transition.
Hungary is expected to receive EUR 35.2 billion from
the budget for the 7-year period between 20212027 and EUR 16.2 billion from the new budget of
NextGenerationEU.

*
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FACTORING AND FORFAITING
In factoring a business sells its accounts
receivable to a financial service provider, who
pays that amount in advance. During factoring, the
financial service provider buys our claim: we will
get the money, the service provider will own the
claim.

The factoring companies:

• Factoring is not borrowing, so there is no need to
provide collateral security (eg. a mortgage).
• Experience has shown that factoring will increase your
customers‘ willingness to pay.
• Startups that are short in capital or are unprofitable
can also be financed.
• We don’t have to deal with the administrative burden
of overdue accounts receivable.
• In an established business relationship, the factoring
company may transfer the purchase price to your
account in just a few hours.
• You can choose which accounts receivable you want
to use for factoring: this gives you the flexibility of
a financing method based on your current financial
situation.

• set out the general terms and conditions (rights and
obligations) in a factoring contract
• pay the advance
• keep records of accounts receivable
• collect the accounts receivable that have become
overdue
• bear the financial risk

Factoring
Price
More expensive
Contracting
Faster
Financial standing, Not required
collateral security
Flexibility
Flexible

The receivable may arise from trade in goods, services,
bank credit, etc. The creditor sells the claim to the
factor, from which point the creditor loses his creditor
rights to the debtor, which are thus transferred to the
factor (including the mortgages). Factoring is one way to
engage financial capital in trade. Its purpose is to finance
the supplier‘s (seller‘s) loans and thus ensure even
liquidity.
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The most important benefits of factoring:

Loan
Less expensive
Slower
Required
Less flexible
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In the classic type of factoring those accounts
receivables are purchased that are not yet overdue,
i.e. the factoring company will buy the accounts
receivable when their payment deadline has not
yet expired. Thus this form of financing is a useful
financial service, especially for small and mediumsized suppliers with more limited solvency.
Overdue accounts receivable are mostly sold by
credit institutions (banks), major service providers
(telecommunications, gas, internet, etc.), chambers
(membership fees) or even the tax office (overdue, bad
debts). Suppliers usually attempt to collect these debts,
however, without success. The purchase price in these
transactions is almost always less than the value of the
accounts receivable. In extreme cases of long-overdue,
almost uncollectible debts the purchase price could be only
1-2% of the value of the account receivable.
The supplier can benefit from the transaction, because:
• the business receives immediate cash
• the overdue accounts receivable do not appear in the
books.
The factoring company then attempts to collect the money
from the debtors using various collecting techniques.
Main types of factoring:
a) Full-scale factoring:
• a dvance factoring: the factor provides the client with
pre advance on uncollected and non-due receivables.
•m
 aturity factoring: the factor provides the client
with payment of the accounts receivable at the end
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of collection period or on the day of collection of
receivables, whichever is earlier.
b) • In old-line factoring a full set of factoring services
or facilities are provided by the factor to the seller,
including credit control and credit protection. The
factor assumes credit risk (within the approved limits)
but rather has no recourse to the seller of receivables
(debt): for all trade debts overdue by 60- 90 days.
Therefore, the factor is involved in setting any credit
limits or approving eligible/ acceptable customers, in
addition to handling collection as well as bookkeeping
(maintaining sales ledger) and providing finance. It is
also known as non-recourse factoring or full-service
factoring.
• In recourse factoring all factoring services or facilities
are provided by the factor to the seller, in exception of
credit protection. The factor assumes no credit risk, but
rather has recourse to the seller of receivables (debt):
for all trade debts overdue by 60- 90 days. Therefore,
the factor is not involved in setting any credit limits
or approving eligible/acceptable customers, but
only takes care of collection as well as bookkeeping
(maintaining sales ledger) and providing finance.
c)	Standard factoring requires acceptance of the
assignment of receivables by the recipient. If the
business partner does not consent to the assignment,
this prevents the entity from obtaining the financing.
In that case, silent factoring – i.e. factoring without the
necessity to obtain the consent and inform the recipient
– may be a good solution.

Factor houses are set up by large commercial
banks with a substantial number of clients. Factor
houses are organised into international cartels,
they agree on their business policy, as well as the
details of doing business.
Like other areas of finance, the factor market has begun
to change with the emergence of fintech players using
new technologies. For a new client, the processes
related to factoring can take up to several weeks. New
service providers can accelerate these processes with
for example automated data retrieval and risk analysis.
The largest international “smart factoring” companies
began to appear in the 2010s.
In Hungary, factoring companies can only operate with
the permission and regular inspection of the National
Bank of Hungary. Purchase of accounts receivable as
a main activity can only be done regularly by factoring
companies. Banks dominate the factoring market in
Hungary which is becoming more and more popular,
with the number of factoring clients and the gross
factoring turnover growing. Among the sectors most
dynamically using factoring services we can find
agriculture, in addition to construction and industry.
Factoring companies often seek to target their clients
with sector-specific services.
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In trade finance, forfaiting is a service providing mediumterm financial support for export/import of capital goods.
The third party providing the support is termed the
forfaiter. The forfaiter provides medium-term finance
to, and will commonly also take on certain risks from,
the importer; and takes on all risk from the exporter,
in return for a margin. Payment may be by negotiable
instrument, enabling the forfaiter to lay off some risks.
Like factoring, forfaiting involves sale of financial
assets from the seller’s receivables. Key differences
are that forfait supports the buyer (importer) as well as
the seller (exporter), and is available only for export/
import transactions and in relation to capital goods.
The word forfaiting is derived from the French word
forfait, meaning to relinquish the right (in this case, the
exporter’s right to receive payment from the customer the importer).46
Differences between factoring and forfaiting:
• In forfaiting credit is extended to the importer for a
period of between 180 days and seven years, while
factoring has a shorter term, usually less than 180
days.
• Forfaiting means exclusively the purchase of accounts
receivable, while factoring includes the combinaton of
various services, as well
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LEASING
Leasing is a primarily asset-backed form of
financing in which, during the entire term of the
financing, the Lessor is the owner of the leased
object (vehicle, machinery, equipment or real
estate). The Lessor acquires the ownership of the
leased object solely for the purpose of making
it available (leased) to the Lessee for a fee.
Optimally, the leased object provides adequate
cover for the Lessor (due to his/her ownership
position) for the entire term of the lease, while
at the same time earning its own costs for the
Lessee, i.e. the repayments to the Lessor (in
exchange for the use of the leased object).
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Benefits of leasing:
• Additional investment financing without a one-off, large
amount of capital commitment
• Due to its asset-backed nature, it requires fewer other
collateral security elements
• Accounting benefits for certain leasing arrangements
• Tax benefits for some leasing arrangements
Participants in a lease transaction:
• Lessor: the business that owns the leased item.
• Lessee: the business that uses the leased asset for
which it pays a monetary compensation.
• Supplier: the trader who supplies the leased object
purchased by the Lessor.
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Definitions related to a lease transaction
Leased asset
the machinery, vehicle, equipment or real estate leased
Lease term
time between the beginning and end of the lease transaction
Lease contract the contracts stipulating the lease conditions; its main elements:
package
• lease contract,
• sales contract (with specification),
• General Business Conditions and General Contractual Conditions,
• list of lease payment deadlines,
• Hand-over report,
• certificate of insurance,
• official documents needed for vehicle registration,
• collateral contract (stipulated by the Lessor)
First instalment
the first instalment of the repayment which is normally higher to reduce the risk of the Lessor
Residual value
Operating lease: the estimated market value of the leased asset at the end of the lease term based on
which the lease fee is calculated
Open-end lease: the fee paid at the end of the lease term enabling the Lessee to obtain ownership of
the leased asset
Closed-end lease: no such, but in certain cases the Lessee may require a final instalment of higher
amount reducing thus the instalments to be paid during the lease term
Residual value risk a risk taken by the Lessor: if the residual value determined is too high with respect to the fair market
value, the sales income of the leased asset will not recover the Lessor’s investment
Repayment
the amount (usage fee) paid by the Lessee regularly (monthly, quarterly, periodically etc.), made up of
capital expense and interest expense (except in the case of operating lease)
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The purpose of a closed-end finance lease is to
acquire ownership of the leased asset by the
Lessee at the end of the lease term.
During the lease term, the owner of the leased asset is
the Lessor, the Lessee is only entitled to use the leased
asset, for which the Lessee pays a lease fee. At the end
of the term, the Lessee automatically acquires ownership
of the leased asset after total repayment of the lease
fee (debt). The Lessee shall record the leased asset in
Closed-end finance lease
Legal owner of the asset
The asset is recorded in the books by
Depreciation is accounted for by
VAT of the sales price is reclaimed by
The expenses accounted for by the Lessee
Is VAT added to the repayments?
What happens at the end of the lease term?

the books, record and account for the depreciation and
the interest expense of the repayments in accordance
with the applicable accounting laws. The Lessee has a
full VAT obligation at the beginning of the term, which
is due upon the transfer of the asset’s ownership and
can be reclaimed/deducted later, in accordance with the
current accounting laws. The amount of VAT is charged
on the total net value of the leased asset. The monthly
repayments are not subject to additional VAT.

Lessor
Lessee
Lessee
Lessee
Interest expense (in accordance with the accounting laws)
No
the Lessee automatically acquires ownership of the leased asset after
total repayment of the lease fee
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In the case of an open-end finance lease, the owner
of the leased asset during the lease term is the
Lessor, the Lessee is only entitled to use the leased
asset, for which the Lessee pays a lease fee.
The leased asset as well as the depreciation and the interest expense are recorded in the books by the Lessee,
in accordance with the applicable accounting rules. The
capital expense of monthly repayments is subject to VAT.

Open-end finance lease
Legal owner of the asset
The asset is recorded in the books by
Depreciation is accounted for by
VAT of the sales prices is reclaimed by
The expenses accounted for by the Lessee
Is VAT added to the repayments?

What happens at the end of the lease term?
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The VAT added to the sales price may be reclaimed/
deducted by the Lessor in accordance with the applicable accounting rules. In the case of car lease, the added
VAT can be reclaimed/deducted by the Lessee. Pursuant
to the Lease Agreement, the Lessee may acquire the
ownership of the leased asset after the full debt and the
residual value repaid. The residual value should be determined in such a way as to reflect the fair market value
of the leased asset at the end of the term, but at least it
should be a realistic option for the Lessee.

Lessor
Lessee
Lessee
Lessor
Interest expense (in accordance with the accounting laws)
Yes, VAT is added to the capital expenses and is to be reclaimed/
deducted by the Lessee related to each repayment in accordance with
the regulations
Lessee can decide whether to acquire ownership of the leased asset
after payment of the residual value

In the case of an operating lease, the owner of the
leased asset is the Lessor, the Lessee is only entitled to use the leased asset during the lease term,
for which the Lessee pays a lease fee.
The leased asset and depreciation are recorded in the
books by the Lessor. The VAT added to the sales price
is reclaimed by the Lessor. The net repayments may be
recorded as expenses in the books by the Lessee in
accordance with applicable accounting laws. VAT is added
Operating lease
Legal owner of the asset
The asset is recorded in the books by
Depreciation is accounted for by
VAT of the sales prices is reclaimed by
The expenses accounted for by the Lessee
Is VAT added to the repayments?
What happens at the end of the lease term?

to the monthly repayments. When the operation lease is
terminated, the Lessor repossesses the leased asset, the
leased asset may not become the property of the Lessee.
Lease repayments are calculated by taking into account
the residual value of the leased asset at the end of the
term, reflecting a fair market value, which cannot be zero.
In order to reduce residual value risk, the Lessor typically
needs to enter into a repurchase agreement with the Vendor of the leased asset (or int a purchase agreement with
any other independent 3rd party).

Lessor
Lessor
Lessor
Lessor
Net repayments (in accordance with the accounting laws)
Yes, VAT is added to all the expenses of the repaymentsIgen and is to be
reclaimed/deducted by the Lessee in accordance with the regulations
Lessor repossesses the leased asset, the ownership of which thus
cannot be acquired by the Lessee
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Comparing finance and operating lease

The Lessor’s
intention

The Lessee’s
intention

Number of
participants
Termination before
the agreed date
Depreciation
Costs of insurance
and service
maintenance
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Finance lease
The Lessor aims at converting a liquid asset
to cash;
Only the lease services needed for the
financial transaction are offered;
Most of the return on investment is based on
the interest income.
A form of pre-financing for the Lessee who
can thus purchase a new asset in instalments;
The acquisition of ownership is the primary
goal.
Three and a half: Lessor, Lessee and Vendor.

Similary to credit transactions, the lease
agreement can only be terminated by the
Lessee after the full debt repaid.
Depreciation is recorded in the books by the
Lessee.
Borne by the Lessee.

Operating lease
Complex service with certain operational risk
involved;
Most of the income is from the fee of the
lease services, interest income is of secondary
importance.
The primary goal is usage;
The acquisition of ownership is not important.

Two or three and a half: Lessor and Lessee
plus Vendor if he/she is not identical with the
Lessor.
Similarly to fixed-term lease contracts,
the operating lease agreement cannot be
terminated by ordinary notice.
Depreciation is recorded in the books by the
Lessor.
Borne by the Lessor but included in the lease
fee.

*
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BUSINESS DEVELOPMENT
International organisations

WUSME
The World Union of Small and Medium Enterprises
(WUSME) is an international non-profit organisation
with the mission to protect, support and represent small
and medium-sized enterprises and crafts worldwide.
WUSME aims to contribute to a new paradigm of growth
based on SMEs as driving force for each country and
society to reach a substantial, inclusive and sustainable
social progress. WUSME supports and promotes an
entrepreneurial environment as tool to create and realise
an economic democracy from the base of the society
as an expression of creativity, self-determination and
sustenance, as a means of individual and collective
dignity.

ADVOCACY AND DEVELOPMENT
ORGANISATIONS

WUSME works for the promotion of a system of
knowledge, research and innovation that puts the
entrepreneur and the ability to create welfare through
enterprise at the center, in which traditional knowledge is
to be integrated with new digital technologies.
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WUSME supports SMEs globally as an effective worldwide network of SMEs, related supportive
organisations, government institutions and international organisations, realising and channeling a variety
of activities:
•	WUSME is committed to improve and stimulate
the entrepreneurial mindsets and culture of
local communities, create a more favorable
economic, administrative and social environment
for entrepreneurship, promoting good policies,
participating in targeted events and facilitating
programmes aimed at supporting women and man
transform ideas into business actions.
•	WUSME fosters business linkages between SMEs and
all the partners of their value chain as channel for the
transfer of technology, knowledge and skills in order
to develop a competitive SME global community.
•	Through the WUSME exchange community and
range of events and activities, SMEs are given the
opportunity to find contacts and meetings to match
their needs and desires.
WUSME offers useful and up-to-date information
related to business environment which SMEs might
need in order to run and develop their activity
successfully.
•	WUSME provides a range of valuable support services
for SMEs needs, from early start up phase to search
for international or local partnerships and business
relations or help regarding funding and grants.

•	WUSME supports the process of transferring skills,
know-how, best practices and technologies among
governments, universities and other institutions, to
ensure that scientific and technological developments
are accessible to SMEs, who can then further develop
their competitiveness on the international market.
•	WUSME is an ideal distinctive channel for SMEs to
approach public institutions and advocate specific
concerns, enjoying most favorable relations with
governments and international organisations
worldwide.
•	WUSME offers assistance in the relationships with
institutions which provide European funds, at national
and regional level, in order to form a Public-Private
partnership.
•	WUSME cooperates with International Academic
Institutions to promote specific Entrepreneurship
related programmes.
•	WUSME encourages women empowerment through
entrepreneurship.

Further information can be found on WUSME’s web page: www.wusme.org
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EBN
EBN is a network of around 140 quality-certified
EU/BICs (business and innovation centres) and 40
other organisations that support the development
and growth of innovative entrepreneurs, startups and SMEs. EBN is also a community of
professionals whose day-to-day work helps these
businesses to grow in the most effective, efficient
and sustainable way.
EU|BICs are quality-certified business support
organisations, which dedicate their efforts and resources
to help entrepreneurs with innovative ideas, turn those
ideas into viable, successful and sustainable businesses.
EU|BICs were invented almost 30 years ago by the
European Commission and by various private and
public stakeholders, with the aim to boost the economic
development and the innovation potential of European
regions. An EU|BIC‘s core mission is to accelerate

EBN’s Internationalisation Service offers
companies easy and practical solutions to
ensure that businesses entering or expanding
into new markets are introduced to the country’s
business practices, culture and opportunities
more effectively. The Service helps to accelerate
foreign companies’ learning processes, to make
new contacts in the new country, to establish
overseas sales presence and provides access
to the resources and intelligence necessary to
meet specific business goals. EBN organises also
technical visits/tours abroad with on-site visits to
centres of excellence and B2B events.

innovative entrepreneurship at the local level, through
the customised delivery of a comprehensive range
of professional support and incubation services (preincubation, incubation, post-incubation) targeted at
innovative startups, spin-offs, entrepreneurs and SMEs.
An EU|BIC‘s value chain is classically described as
follows: “stimulate, detect, assess, select, incubate,
mentor, cluster, accelerate, internationalise”.
EU|BICs are clearly recognisable via the EU|BIC
trademark, which certifies their compliance to a set of
standards known as the EU|BIC Quality Mark Criteria, the
only quality system recognised by the European Union.

EBN’s Open Innovation marketplace enables SMEs to
profile their companies, their products/services and their
intellectual property (IP) in order to find partners and
collaborators for further development.
For SMEs and corporates, the marketplace enables
searching of IP to be licensed or acquired, potential
business partners who operate within their value chain,
or suppliers of key technologies.

EU|BICs fall into the wide set of business and innovation
support organisations; incubators, accelerators, business
service centres, science and technology parks, University
technology transfer offices, chambers of commerce and
industry, clusters just to name a few.

Further information can be found on EBN’s web page:
https://ebn.eu/.
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EUROCHAMBRES
EUROCHAMBRES is the Association of European
Chambers of Commerce and Industry and was
established in 1958 as a direct response to the creation
of the European Economic Community. EUROCHAMBRES
represents over 20 million businesses in Europe through
45 members (43 national associations of chambers of
commerce and industry and two transnational chamber

organisations) and a European network of 1.700 regional
and local chambers. More than 93% of these businesses
are small and medium sized enterprises (SMEs).
Chambers’ member businesses employ over
120 million. EUROCHAMBRES’ vision is an integrated,
globally competitive Europe, where businesses can
prosper and drive socio-economic progress.

EUROCHAMBRES Women Network is an energetic and substantial pan-European Women chamber network:
A place to create new connections and get the support and inspiration for our entrepreneurial journey.
The EUROCHAMBERS Women’s Network (EWN) members come together to share knowledge, best practices,
contacts, and benefit from strategic partnerships. EWN’s objective is to contribute to untapping women
entrepreneurial potential and to give a stronger voice to women entrepreneurs in Europe.
EWN focus on the following areas of activity:
encourage the development of similar activities in other
• Identifying challenges that women entrepreneurs face and
countries.
developing concrete suggestions how to overcome them
• Sharing success stories of women entrepreneurs
When starting up and running a business, women
EWN collects and shares female entrepreneurship
face more difficulties than men, mainly in access to
success stories with a view to promoting women
finance, access to information, access to networks for
entrepreneurs as role models and to present
business purposes and reconciling business and family
entrepreneurship as an exciting career opportunity for
concerns. EWN members will identify the main challenges
women.
hampering the development of women entrepreneurship,
• Discussing relevant policy developments
Policy developments affecting women entrepreneurship
discuss possible solutions to tackle them and present
as well as forthcoming programmes and initiatives will be
their views to relevant policy-makers.
discussed within the network.
• Identifying and disseminating good practices to support
• NETWORKING
female entrepreneurship
Chambers of Commerce and Industry have various
EWN serves as a platform to share knowledge about
initiatives in place to support women entrepreneurship
relevant initiatives, events, networking and funding
(e.g. relating to mentoring and coaching, targeted advice,
opportunities. EWN will itself enable networking among
etc.). Successful initiatives will be collected and promoted
the participating female entrepreneurs and chamber
at European level in order to increase their visibility and
representatives.
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Further information can be found on EUROCHAMBRES’ web page: www.eurochambres.eu.
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European Chamber
The European Chamber (EuCham) is the independent,
non-governmental, privately-organised institution
representing the interest of national and international
companies doing business in Europe, improving the
business environment they are active in.
Its objectives are:
• Enhancing the visibility and reputation of companies and
of the private sector in general
• Information, networking (interaction and establishment of
new contacts)
• Creation of new business opportunities
EuCham’s activities are:
• Creating venues for thematic and interdisciplinary
discussions
• Elaborating innovative and high-calibre proposals for the
improvement of company/territory/society relationships
• Contributing to the ethical development of the economic
actors with education and guidance
• Promoting to the media the reputation and the prestige of
the business world
• Promoting networking between companies
EuCham’s focus areas for 2020-2022 are:
• Sustainability
• Environment
• Green standards
• Young entrepreneurship development
• Business ethics
• Arbitration
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In the view of EuCham, good ethics and successful
business are synonymous. Thus the activities of
EuCham are conducted intending to:
• Assist in the development of the European business
environment
• Develop mutually advantageous relations with local and
national government bodies
• Promote fair competitiveness among its members and
other organisations
• Promote integrity, transparency, democratization and
objectivity to its members and to the business society
as a whole lead by example in non-corruption, citizens’
rights and environmental protection related aspects.
Key benefits of being an EuCham Member include:
• Access to valuable information resources and business
support activities, in order to develop business presence
• High-level networking on the international scale, for
strategic and long-term developments
• Opportunity to extend the business contact list, by
participating in organised events, conferences or special
events. Free access or preferential pricing to these events.
• Opportunity to actively take part in defining, discussing
and resolving current issues of common interest within the
EuCham Committees, Working Groups and Special Projects.
• Joint effort with other EuCham members’ government
relations in handling delicate policy issues.
Further information can be found on EUCHAM’s web page:
https://eucham.eu/.
*
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Enterprise Europe Network
The Enterprise Europe Network (EEN) helps
businesses innovate and grow on an international
scale. It is the world’s largest support network for
small and medium-sized enterprises (SMEs) with
international ambitions.
The Network is active in more than 60 countries
worldwide. It brings together 3,000 experts from more
than 600 member organisations – all renowned for their
excellence in business support.
Member organisations include:
• technology poles
• innovation support organisations
• universities and research institutes
• regional development organisations
• chambers of commerce and industry
Individual businesses can’t become Network members,
but they can enjoy the many services offered.
Teams of Network experts in each member organisation
offer personalised services to businesses. They know
the local business environment and have contacts for
business opportunities worldwide. The Network can
also offer a targeted approach aimed specifically at
your business sector. Its expert groups cover all key
economic sectors, from healthcare to agrofood, from
intelligent energy to fashion and textile.
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The Enterprise Europe Network can help your business
find the right international partners to grow and expand
abroad. The Network manages Europe‘s largest online
database of business opportunities. It contains thousands
of business, technology and research cooperation
requests and offers from companies and research and
development institutions. The database is accessible
at https://een.ec.europa.eu/partners for free. You can
subscribe to receive alerts on new requests and offers.
When you’ve found a suitable partner, an expert will
advise and support you throughout the partnership
process.
Enterprise Europe Network experts provide your
business with the advice it needs to grow and expand
into international markets. You can get free access to a
range of advisory services such as:
• how to export your products or services to new
markets
• how to get CE marking for your products
• the best way to finance your plans for growth
• how to protect your intellectual property assets in
another country

The Enterprise Europe Network helps businesses
bring innovative ideas to commercial success on
international markets. Network experts are there to
assess which services are best suited to the specific
development phase of your business.
At an entry level, Network services include:
• information on innovation-related policies, legislation and
support programmes
• links with local innovation stakeholders
• information about access to local sources of funding/
support
One step further, Network experts provide
one-to-one services, including:
• innovation audits and strategy advice
• advice on intellectual property rights
• technology and innovation brokerage services
• advice on technology marketing
• advice on access to finance for innovation
• s upport to access funding programmes (including
Horizon 2020)

The next level of Network services are specifically
designed to support potentially innovative businesses that
are struggling with innovation management.
In practice, Network experts:
• perform an innovation management capacity and gaps
assessment, in close cooperation with your senior
management
• develop an action plan with you to tackle identified gaps
• help your business carry out the action plan
• indicate paths for further development
The Network provides key account management
services to businesses benefitting from the EIC
Accelerator. In a nutshell, EEN experts:
• help beneficiaries identify coaching needs and select
suitable business coaches
• facilitate the coaching process
• empower beneficiaries to successfully conclude their
project
• plan the next development phase
Further information can be found on EEN’s web page:
https://een.ec.europa.eu/.

Network advisory services mainly focus on EU topics,
like EU legislation and standards, access to international
markets, international public contracts, finance and
funding, EU funding and application support, intellectual
property rights (IPR), energy and resource efficiency,
management improvements.
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Hungarian organisations

Hungarian Foundation for Enterprise Promotion

Hungarian Chamber of Commerce and Industry
The main task of the Hungarian Chamber of
Commerce and Industry (MKIK) is to promote the
development of the economy, to supervise the
fairness of market conduct, and to ensure the
enforcement of the common interests of those
engaged in economic activities.
Its aim is to strengthen Hungarian enterprises, especially
small and medium-sized enterprises, and to increase
their competitiveness. The Chamber performs complex
tasks in the field of vocational training in order to
involve as many young people and companies as
possible in the dual training system. It coordinates the
training and vocational training activities of the regional
chambers of commerce and industry. It helps the digital
transformation and IT development of businesses. Based
on the needs of Hungarian businesses, the Chamber
supports economic policy, organises professional
events and forums, and monitors international economic
trends. In addition, the important strategic goal of the

Chamber is to increase the export performance of
the Hungarian economy, to facilitate the positioning of
Hungarian companies in foreign markets, and to support
their investments abroad. The Chamber provides a
number of services to support the access of businesses
to foreign markets: it organises business forums,
business meetings, business delegations, it assists in
business matchmaking, as well as it provides continuous
information and consultation to its members. MKIK
operates different departments for each key foreign
partner country of Hungary, and it has also established
several business councils. Its services: business and
trade development, export development, financial
and legal services, advocacy, providing information,
consulting and training, event organisation. Further
information.
Further information:
https://mkik.hu/en.

The microcredit programme of the Hungarian
Foundation for Enterprise Promotion (MVA) aims
at supporting small businesses with financial
assistance and advice.
The purpose of the loan, with a maximum amount of
HUF 10,000,000 (cca. 28,000 euros) and a term of
10 years, is to finance machinery, equipment, tools and
other investments, the expansion and/or development
of existing business property or leased infrastructure,
and providing current assets. In addition, the Foundation

Further information:
http://mva.hu/english.php

National Office for Research, Development and Innovation
The purpose of the National Office for Research,
Development and Innovation (NKFI Office) is to
implement Act LXXVI of 2014 on Scientific Research,
Development and Innovation in order to establish
a stable institutional system of governmental
coordination and predictable financing of Hungarian
research, development and innovation (RDI)
activities, thus ensuring the efficient, transparent
and value-creating use of the available resources.
The mission of the NKFI Office is to create a coordinated,
predictable and sustainable incentive system for research
funding, in which Hungary can use the resources for
RDI efficiently by supporting excellent scientific research
and encouraging innovation, as well as to strengthen
Hungary‘s global competitiveness and to connect Hungary
as effectively as possible into the European Research

124

participates in current funding programmes supporting
for example young entrepreneurs, business consulting
services, or the redesign of the distance learning
platforms. The Foundation also manages cross-border
programmes. Its services: business development, export
development, financial services, providing information,
consulting, training, credit, support and investment.

Area. The objective of the NKFI Office is to strengthen
the Hungarian innovation system, to encourage dynamic
cooperation between research centres, companies
and enterprises, and to create an attractive innovation
environment.
The Office is responsible for preparing Hungary‘s scientific
research, development and innovation strategy, managing
the resources of the National Research, Development
and Innovation Fund, representing the Government of
Hungary and the Hungarian RDI community in international
and European RDI organisations. Its services: providing
information and advice, event organisation and supporting
innovation and R&D, accreditation of research organisation
hosting researchers from third countries, participation in
the search for project partners from the European Union.
Further information:
https://nkfih.gov.hu/about-the-office.
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National Association of Entrepreneurs and Employers
The National Association of Entrepreneurs and
Employers (VOSZ) provides advocacy and the
protection of interests for its members and
companies (and their owners, managers) operating
in Hungary, as well as it provides extensive
information on regulatory changes. In addition, it
provides business services that promote business
development, vocational and adult training.
It performs its tasks in separate industrial,
commercial, service and agricultural departments.

Union of Hungarian Women Association
Its social responsibility is realised in a movement
marked by the name of the Prima Primissima
Foundation, with sponsorship and patronage activity. Its
services: business development, export development,
financial and legal services, general economic interest
representation, all areas related to the management
of the business sector through an extensive network
of contacts, providing information, consulting, credit,
support, insurance and training, event organisation.
Further information:
www.vosz.hu.
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The Union of Hungarian Women Association (UHW)
was founded in 2013 as a non-governmental
organisation in Hungary, which focuses on women,
primarily rural women and families. It started with
15 founding members and sponsoring members,
and now addresses more than 5,000 participants.
It was formed on an international model in order to
support and embrace Hungarian rural women and to
multiply their opportunities. The Association is committed
to promoting the role of women, by preserving traditional
values and creating new ones, and helping women
maintain mental well-being and physical harmony. UHW
facilitates the dialogue between government and civil
society, the businesses and universities to ensure that
decisions related to the economy, society, employment
and education are in the interests of women and
families.

The President of UHW was twice the Vice-Chair of the
COPA-COGECA Women‘s Committee and is currently
also a member of the Board, re-elected in 2020.
In addition, the President of UHW participates in the
work of the WUSME Board of Directors as a member.
Members of the Association have more than ten years of
experience in the development and internationalisation of
SMEs while successfully running their own businesses.
UHW also has experience in developing cooperation
between different organisations through training,
exchange of best practices, transfer of know-how
and bottom-up initiatives, such as the international
conference organised in Hungary on the occasion of
the UN International Day of Rural Women. Its mission
is to promote the role of women in the preservation of
traditions, the creation of values, as well as the shaping
of the present and the future, and to create added value.
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UHW’s activities:
• improving the labour market situation of rural women
• supporting work-life balance
• knowledge sharing, presentation of Hungarian and
international good practices
• providing project opportunities (from Hungarian and direct
EU funds)
• advocacy and networking at Hungarian and international
level
• embracing international initiatives, representing them in
Hungary
• promoting “TRADINNOVATION”
UHW’s inititatives:
• supporting business start-ups through professional contacts
• supporting business development through professional
contacts
• helping businesses enter the international market based on
Hungarian and foreign best practices
• supporting networking in Hungary, the Carpathian Basin and
at international level (clusters, collaborations, platforms)

UHW’s international presence:
• 2019 – UN consultative status
• 2019 – participation in the UN CSW conference for the
third time and organisaton of a side event
• The President of UHW was twice the Vice-Chair of the
COPA-COGECA Women‘s Committee and is currently also a
member of the Board
• EIGE member
• COFACE member
• The President of UHW is a member of the WUSME Board of
Directors
• consortium partner of the successful ’CORD’ project funded
by the Interreg Slovakia-Hungary Cooperation Programme

Further information can be found on UHW’s webpage:
www.mnunio.hu.
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AGRICULTURE
International organisations
Food and Agriculture Organization
The Food and Agriculture Organization (FAO) is a
specialised agency of the United Nations that leads
international efforts to defeat hunger. Its goal is to
achieve food security for all and make sure that
people have regular access to enough high-quality
food to lead active, healthy lives. With over 194
member states, FAO works in over 130 countries
worldwide.
FAO achievements at a glance:
• Eradicated the deadly livestock viral disease,
rinderpest
• Created international standards, Codex Alimentarius, to
ensure safe, good food for everyone
• Eliminated human ‘river blindness’ in 11 West African
countries
• Maintains the world’s largest and most comprehensive
statistical database on food and agriculture
• Created and led adoption of the first ever binding
international accord to combat illegal fishing, the Port
State Measures Agreement
• P roduced globally-agreed upon guidelines on tenure rights
to ensure equitable access to land, fisheries and forests
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• Helped halve the number of hungry in Latin America
and the Caribbean
• Promoted the Right to Food as a human right
guaranteed in constitutions and frameworks of over
30 countries.
FAO supports and adheres to a number of conventions,
agreements and treaties that relate to food and
agriculture, for example IPPC – the International Plant
Protection Convention. Further conventions, agreements
and treaties deposited with FAO can be found at
http://www.fao.org/treaties/results/
en/?search=adv&subj_coll=ArticleXIV.
FAO also works to assist Member Countries to develop
and implement standards and guidelines, including the
FAO/WHO managed Codex Alimentarius which protects
consumer health and promotes fair practices in food
trade. In addition, FAO has built an extensive legislative
database (http://www.fao.org/faolex/en/) to give users
quick access to national laws, regulations and policies
on food, agriculture and natural resource management.

FAO plays a key role in promoting the importance
of innovation in agriculture to increase food
security, sustainable development and promote rural
development. FAO’s Hand-in-Hand Initiative aims at
reducing extreme poverty, eliminate hunger, improve
nutrition, increase agricultural productivity and rural living
standards, and contribute to global economic growth.
Further important initiatives, thematic areas of work,
projects, partnerships, frameworks and services of FAO
can be found at http://www.fao.org/themes/en/.
FAO’s role in fighting the Covid-19 pandemic:
• Understanding and mitigating the pandemic’s impact
on food and agriculture
• Safeguarding the food security and livelihoods of the
most vulnerable
• Understanding the virus’s origin and spread
• Ensuring a unified, One Health approach
Further information can be found on FAO’s webpage:
www.fao.org.
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COPA
COPA (Committee of Professional Agricultural
Organisations), the first European organisation
representing farmers was created in 1958. Shortly
after, in 1959, the national agricultural cooperative
organisations created their European umbrella
organisation – COGECA (General Committee for
Agricultural Cooperation in the European Union) –
which also includes fisheries cooperatives. COGECA’s
Secretariat merged with that of COPA in 1962. Overall
membership of both organisations has risen to 76
organisations from the EU Member States.
COGECA, now called the “General Confederation of
Agricultural Cooperatives in the European Union”,
currently represents the general and specific interests of
some 40,000 farmers’ cooperatives employing some
660,000 people and with a global annual turnover in
excess of three hundred billion euros throughout the
enlarged Europe. Since its creation, COGECA has been
recognised by the European Institutions as the main
representative body and indeed the spokesman for the
entire agricultural and fisheries cooperative sector.
COPA represents both the general and specific interests
of farmers in the European Union. Since its inception,
COPA has been recognised by the Community
authorities as the organisation speaking on behalf of the
European agricultural sector as a whole.
Further information can be found on the organisation’s
webpage: https://copa-cogeca.eu/.
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Hungarian organisations

Hungarian Chamber of Agriculture, Food
Industry and Rural Development

Hungarian National Rural Network
The aim of the Hungarian National Rural Network
(MNVH) is to organise governmental, local
municipality and social organisations, professional
bodies and business organisations into an
information and co-operation network, and to
coordinate their activities for the socio-economic
development, the catching-up of the countryside,
and efficient use of funding resources, as well
as to make the services of the MNVH widely
available.
The Network identifies and helps to implement viable
rural development project proposals, on the basis of
which good practices are collected. MNVH supports rural
development planning at the county level and facilitates
the participation of rural development actors in events.

The task of the Hungarian Chamber of Agriculture,
Food Industry and Rural Development (NAK),
established on March 28, 2013, is to strengthen
the Hungarian agricultural and food sector, enforce
its interests, support the competitiveness of
Hungarian food, and provide expert advice and
reliable information to farmers.
NAK has been operating a nationwide ice damage mitigation
system with a total of 986 soil generators, providing
nationwide coverage since 2018. The system, which was
built for HUF 1.8 billion (5 million euros) obtained from
the Rural Development Programme, is operated by NAK
together with the Ministry of Agriculture – with a financing
of HUF 1.5 billion (4.2 million euros)/year from the
compensation fund.
The Company, together with its legal predecessors, has been
engaged in adult education since 1995. It aims to provide
training participants with practical knowledge that can be
used to increase the effectiveness of their business. A part
of the trainings offer the most popular qualifications in the
agri-food industry, and there are other accredited courses
available, as well as obligatory trainings specified for the
beneficiaries of the Rural Development Programme.

soil engineer. This service is recommended in case of an
obligation determined by a financing project or a regulation,
or precision farming to be carried out.
The Chamber’s soil and plant testing service will give you
information about the nutrient supply of your crops. The
experts of the Chamber are also available throughout
Hungary to help in the selection and taking out of agricultural
insurance, as well as to provide support in the settlement of
claims and the entire risk management process.
KAVOSZ Business Promotion Zrt.
The main activity of KAVOSZ Zrt. is to provide
credit and cash loans to small business customers,
including micro-enterprises.
The basic goal of the Company is to improve the
access to credit of as many Hungarian micro and
small enterprises as possible, which are not or not
properly financed by banking methods, primarily by
providing preferential financing sources supported by
the European Union. Its services: export development,
financial services, providing information and credit.
További információk: www.kavosz.hu.

The experts of the Chamber will prepare a tailored nutrient
management plan with the involvement of software
developed by the Hungarian Academy of Sciences and a
133

Best practices

Francesca Gironi
•	Coldiretti Donne Impresa Marche Region
Representative
•	Coldiretti Donne Impresa national representative at
Copa-Cogeca
•	Owner of Azienda Agricola Le Noci
(www.aziendaagricolalenoci.it)

Coldiretti Donne Impresa
Coldiretti Donne Impresa is an organisational
structure of the women associated with Coldiretti,
the major organisation representing farmers in Italy
and at a European level, which counts one million
and a half members.
Coldiretti Donne Impresa promotes the development of
female agricultural entrepreneurship, organises cultural
and communication activities with consumers, draws up
proposals for social policies relating to the agricultural
world, represents Coldiretti in the institutions, promotes
the presence of women in the decision-making bodies of
Coldiretti.
Coldiretti Donne Impresa is also part of important
organisations that operate at national and
European level, among others:
• the Committee for female entrepreneurship set up at
the Equal Opportunities Department of the Presidency
of the Council of Ministers
• the Business Women Coordination made up
of women‘s organisations of agriculture, crafts,
commerce, small industry and cooperation
• the Control Room Committee at Unioncamere, the
Committees for women‘s entrepreneurship set up at
the Chambers of Commerce
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• Copa – Cogeca, which represents agricultural
associations from all the Countries of the European
Union.
The commitment of Coldiretti women began in 1953,
when the Women‘s Movement began to intervene on
social issues such as retirement, schools, housing and
infrastructure in the rural area. In 1976, it assumed the
character of a category movement self-managed by
farmers. It began to deal with professional and trade
union issues, contributing to the success of some
fundamental battles, such as that for the gender equality
in company structures, that for the protection of maternity
and that for the law on female entrepreneurship and
subsequent policies.
In 1998, the Movement became integrated in Coldiretti‘s
activities. In 2008 it took the name Coldiretti Donne
Impresa.
Further information can be found on the organisation’s
webpage:
https://www.coldiretti.it/servizio/donne-in-agricoltura.

The Le Noci farm has been founded by the
entrepreneur Francesca Gironi in 2008 in Staffolo, on
the hills of the Marche Region. The main activity of
the farm is the breeding of horses for sporting use,
in particular for the discipline of show jumping. The
owner began the breeding activity to pursue her great
passion for horses. Francesca, graduated in law, left a
well-established job in the field of communication and
business strategy and purchased an 8ha property, with a
small stable with 8 seats.
The Le Noci farm is a certified organic farm and
produces feed and fodder which is partially used to feed
the horses from its own breeding and partially sold to
third parties. In 2017, given the growing demand for
horses, the owner decided to buy a new property with
a 60-seat stable and so the company headquarters
moved to Jesi.
In addition to the main farming activity, a series of
multifunctional agricultural activities are also carried out:
among others, projects involving people with disability
for daytime activities and hospitality projects. The farm
also welcomes people that have to carry out community
services as an alternative to jailtime. Currently five
people work in the farm in addition to the owner.
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Best practices

Scientia Naturae Foundation was assigned by the
Prosperitati Foundation to prepare an online training
programme targeted at start-ups and small businesses. At
the moment, the Foundation is working on another online
training programme called The Road to Success, developed
for high school students in Hungarian and Serbian.

Pro Scientia Naturae Foundation
The Foundation was established in 2009 by the
Association of Horticulturalists in Senta, the
Alliance of Agricultural Associations in Vojvodina,
Prosperitati Foundation, László Szekeres
Foundation, the Hungarian Rector Conference
representing the Ministry of Innovation and
Technology and GAK Kft. representing Szent
István University. Its aim is to contribute to the
development of Vojvodina’s rural region and
agriculture. Its activities include the organisation
of educational programmes, the implementation
of research and development projects,
networking and market research.
The Foundation cooperates with agricultural
producers and entrepreneurs, and helps the work of
the Consulting Center in Senta of the Szent István
University. In cooperation with the Corvinus University,
the Foundation accomplishes its activities in the fields
of higher education, adult education and professional
consulting. By these activities, the Foundation
connects, helps and envolves professionals from the
field of the agrar, coordinating their knowledge in
order to develop the region.
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The Foundation has more than 500 graduate students
who form an agricultural intelligence network in
Vojvodina, and to this day they keep in touch with the
training organisers through the alumni system. The
Foundation organises master›s programmes, specialised
trainings and courses, through which graduates, village
farmers and Prosperitati Office employees can receive
continuous training.
The Foundation opened dr. János Berényi›s Agricultural
Innovation Office in 2015, which is a place for
discussions, negotiations and the elaboration and
implementation of development projects, as well as a
host of professional events and conferences. The Office
organised the Prosperitati Foundation’s Online Farmer
Training for 3,160 local farmers. In the framework of
the programme, the most widely used topics were
accredited, and the participating students received an
official certificate
The Foundation successfully developed online
training for agricultural entrepreneurs on the topic of
Entrepreneurship in the framework of the HU-SRB
IPA Cross-Border Agricultural Economic Development
Programme. Based on these experiences, the Pro

Further information can be found on the foundation’s
webpage:
http://proscnat.tanuljkertesz.hu/en/2016/01/10/
proscnat/

Dr. Sarolta Kulcsár
Programme coordinator of the Pro Scientia Naturae
Foundation. She started her activity at the Foundation
at the end of 2013. She is a class teacher, a master
teacher and a doctor of literary studies.
From the very beginning, she helped the students of
the Zenta Consultation Center of Szent István University
with learning difficulties, and she also contributed
to increasing the efficiency of the training. In 2015,
following the opening of dr. János Berényi Agricultural
Innovation Office, her main task was to organise the
discussions, consultations and development projects, as
well as professional events and conferences.
She owns two businesses assisting children in rural
areas with catching-up. She believes in cooperation and
teamwork, a personal presence and the power of paying
attention to others, and she considers these to be the
secret to business success.

European-cert d.o.o.
The main activity of European-cert d.o.o. (www.europeancert.rs ) is the certification of international standards
and regulations such as HACCP, ISO 9001, ISO 14001,
ISO 22000, CEPA, etc. in Hungary, Serbia and Montenegro. During certification, the certifying professionals
compare the specifications related to the regulations and/
or standards and the specifications of the organisation
requesting the certification with the practical application,
and in case of conformity, the certification body issues a
certificate to certify the conformity. All this can greatly contribute to the success of businesses, as these certificates
enable businesses to apply for tenders and enter national
and international markets. In recognition of its activities, the
company received the “Genius-loci Award 2016 for Companies and Entrepreneurs for Talent” and later the “Excellent Mentor Award” at the University of Szeged in 2018.
dr. Hajnalka Kovács Sárkány
•	managing director of European-cert d.o.o.
•	teacher at Zenta Consultation Center of Szent István
University
•	registered agricultural producer
Third generation grower and processor of paprika.
As the technology is given in agricultural production
and food processing, business success depends on the
food safety of products, goal setting, human resource
management, traceability, supplier and customer
relations, complaint monitoring and treatment, etc. That
is why she founded her company focusing on the issues
of quality.
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CNVP (Connecting Natural Values and People)
vegetable and medical plants production & processing in
Kosovo funded by Netherland Enterprise Agency/ Dutch
Government 2019-2021.

CNVP (Connecting Natural Values and People)
is a Dutch based organisation operating in
the Balkans. Currently CNVP is implementing
different projects at country and regional level in
Albania, Kosovo, North Macedonia, Montenegro,
Serbia and Bosnia-Herzegovina. Its small team
is made up of 25 enthusiastic people from
diversified backgrounds.
CNVP Kosovo is a registered branch office of CNVP
Netherland. CNVP focuses on projects related to the
Green Economy/Brown Agenda axis. CNVP’s strategic
objective is to focus on helping Kosovo during the
ongoing process of EU integration, addressing issues
related to natural resource management, forestry,
agro-rural development, eco-tourism, renewable
energy, waste management, environment, climate
change, gender and governance. It uses evidencebased analysis to improve the sustainable livelihoods
of rural communities and civil society affected by the
ongoing process of environmental and climate change.
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CNVP is a member of:
• the International Land Coalition (ILC);
• the International Union for Conservation of Nature
(IUCN);
• the Partnership for Rural Europe (PREPARE);
• the Program for Endorsement of Forest Certification
(PEFC); and
• the European Green Belt Initiative
CNVP Kosovo cooperates closely with the Ministry of
Agriculture, Forestry and Rural Development, the Ministry
of Environment, as well as with other donor-funded
projects and donors that focus on rural development,
including FAO, Swiss Contact, USAID, GIZ, SDC and
UNDP.
CNVP Projects in Kosovo
CNVP Kosovo is implementing the project “Strengthening
Sustainable Private and Decentralized Forestry” (SSPDF)
founded by Sweden Embassy from 2014-2020 and the
project “Capacity Building of Women Entrepreneurs in

The project SSPDFF supports the private forestry
sector by organising private forest owners into local
associations of private forest owners (APFOs) that
are represented by a National Association of Private
Forest Owners (NAPFO). The project has supported
their structures, memberships and services, including
influencing policy making to improve the overall
business environment for private forestry owners.
Furthermore, the project has supported the development
of innovative models for wood biomass. The project has
developed good practices including different models of
chestnut forest management practices and innovative
approaches to rehabilitate degraded forests, as well as
developed an evidence-based framework to monitor
forest development and growth, as well as carbon
sequestration
Through an incentive package for the development of
Non-Wood Forestry Products (NWFPs) and Medicinal
Aromatic Plants (MAPs), which includes supplying key
inputs (i.e. plants, seedlings, advice, minor equipment,
driers, collection centers etc), building linkages between
the main buyers in Kosovo and producers’ groups,
the project has contributed to both the development
of NWFPs and MAPs and the inclusion of women

producers within them. The associations have gathered
almost 10.000 members, out of which around 2.000
members are women and youth. From 24 associations
of private forest owners 12 women and youth producer
groups have been established. The small initiatives of
the project have contributed to women empowerment
and economic sustainability of the rural families as well
as increasing the role of women in decision making
processes within APFOs.
The Capacity Building of Women Entrepreneurs in
vegetable and medical plants production & processing
project includes establishing an informal network of rural
women entrepreneurs and building their capacities to
manage their businesses more sustainably. The project
is expected to support the economic independence
of rural women, and create more gender equality in
rural and agriculture sectors. The specific target of the
programme is to reach out to at least 120 women rural
entrepreneurs (members of cooperatives, non-formal
groups, and individual producers) active in the above
mention sectors. The capacity building programme
is expected to lead to better business management,
improve productivity or production levels, opening new
jobs for women and increasing their sales and incomes.
Further information can be found on CNVP’s webpage:
http://www.cnvp-eu.org/eng/index.php.
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CNVP (Connecting Natural Values and People)
•	T hree Women producer groups were supported
with organically certified seedlings for cultivation
of medicinal aromatic plants Calendula officinalis,
Malva sylvestris, Centaurea Cyanus blu, mint etc.
MAPs cultivation and collection directly from forests,
is continuously contributing to income generation of
vulnerable families living in remote rural areas but
also biodiversity protection and climate change.
•	Four women producer groups of remote mountain
villages are provided with technical advices and
certified seedlings of strawberries and aronia
adopted to climate conditions in higher altitudes.
The process is coordinated with a supplier company
that will provide certified seedlings and also
make agreements with local communities for the
collection of fruit products for export in certain
periods of time, ensuring development of small
business models and strengthening of the value
chain.

•	A women producer group producing aronia and
blueberries has started juice production for a wider
market by introducing a new technology. The group
is being supported with grinding and pressing out
machinery that reduced production costs and time.
Besides increased quantities, also the product value
and quality has been improved. The natural juice
product has been analysed and approved for export
license by the Food and Veterinary Agency and it is
expected to be in the shelves of the EU market soon.
•	Three other Women producer groups specialised
in beekeeping have been provided beehives and
working tools to increase their productivity and attain
better quality and improved income generation.
These developments showed also the potential to
contribute to the social and economic life of the rural
population by improving the environment as well as the
ethnicity relations.
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Food and Agriculture Organization of the United Nations
Regional Office for Europe and Central Asia
Benczúr utca 34., Budapest, H-1068
+36 1 461 2000
www.fao.org/europe
Union of Hungarian Women Association
Tigris utca 3., Budapest, H-1016
info@mnunio.hu
www.mnunio.hu
Project Managers:
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Ms Dono ABDURAZAKOVA, Senior Gender and Social Protection Specialist (FAO)
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