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Conditions for the development of Vietnamese business and
entrepreneurship in Poland

Nguyen Hoang Tien*

ABSTRACT

This paper outlines the history of the development of Vietnamese business and Vietnamese busi-
nessmen and entrepreneurs community in Poland. This special period of history of development
was to be divided into two main phases. In addition, this article has analyzed the factors affecting in-
ternational entrepreneurship spirit and international entrepreneurship capacity of this Vietnamese
business community here in Poland. These factors are well identified in the overview part of in-
ternational startups and international entrepreneurship study. The study showed that these fac-
tors include: foreign market appeal, government policies, compatibility of business practices, and
adaptability to foreign markets. In the research part of this article, these factors were taken to be re-
analyzed for the Vietnamese business community in Poland and showed why Vietnamese people
choose Poland to be a good place for family settlement and for doing long-term business. More-
over, the success factors and success barriers behind their business development compared to the
community of Chinese businessmen and entrepreneurs who came to Poland just only several years
later have also been clearly identified. The research results show that, to strengthen the position
and to raise the business awareness of Vietnamese business community in Poland, to strengthen it
into a more developed and unified community for the purpose of future sustainable development,
Vietnamese embassy in Poland with all of its networks of partnership, Vietnam's foreign trade pro-
motion and trade representative agencies, and the diverse Vietnamese associations in Poland, both
for profit and non-profit, need to play an interactive role to support Vietnamese businessmen and
entrepreneurs to understand indigenous business practices, to overcome language and culture
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barriers in a bid to better integrate with the Polish business and social environment.
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INTRODUCTION

Vietnamese community in Poland has been form-
ing since the beginning of 1990s or even earlier.
In the very first moment, when communist party
was still reigning in Poland, many Vietnamese stu-
dents, researchers had studied and worked in Poland
as Poland was the most favorable country and the
most popular destination in the former European so-
cialist block. Together with the time passing, they
brought their families to Poland, legalized their long-
term stay, forming the core elements of current Viet-
namese community small but still growing, in Poland.
Since the beginning of the last decade of the previ-
ous century Vietnamese people had created their own
small businesses which operates mainly in garment,
footwear, underwear and several year later, also in
gastronomic (food and beverage) sector. Those years
were the first stage of transformation of Poland to-
wards the market economy.

In the second decade of history of Vietnamese com-
munity in Poland, that was the first decade of XXI

century, when Vietnam was to start to develop both
economically and socially (marked by the moment
of signing Free Trade Agreement with USA in 2001)
and Poland became more attractive market for for-
eign companies as it was the largest and fast changing
country in the region, Vietnamese people and people
of other nations massively arrived in Poland, mainly
for business purposes. That was a second phase of
the formation of Vietnamese community. During
that time, China was also rising and many Chinese
have chosen Poland as a place to live and to con-
duct their businesses forming Chinese alongside Viet-
namese community in Poland.

LITERATURE OVERVIEW

Barriers to international entrepreneurship are de-
fined as attitudinal, structural, operational, and other
that hamper managers’ ability to innovate, develop,
and retain international business projects or opera-
tions . Those barriers have been influencing interna-
tional businesses at different stages that entrepreneurs
should take them under thorough consideration ex-
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ante and ex-post as well in order to eliminate their
negative impacts. Many barriers have been identified
in the international business literature. In a very di-
verse extant literature a convergence concerning the
most potential barriers for international business and
international entrepreneurship includes several fol-
lowing factors in the Table 12:

1. Foreign market attractiveness;
2. Government policy;

3. Incompatible business practices;
4. Adaptability to foreign market.

Ad 1. Foreign market attractiveness:

« Difficulty in balancing the financial inflow and
outflow to retain liquidity - this is a real problem
leading many companies to the ironic situations,
when their business seems to be profitable but
insolvent or when their business seem to suffer
heavy losses but the liquidity still high. This is
due to serious cash flow problems?>.

« Difficulty in providing after-sales service — en-
hancing the after-sales service is treated as
a value-added operation which certainly in-
creases the company’s popularity and reliability
and performance as a consequence;

o Added costs (transport, insurance, market re-
search, distribution) to the original price of
products - in case of small and starting compa-
nies, those costs, carefully calculated and added
all up, may prove the unprofitability of the busi-
ness, at least in the first stage4;

« Exchange rates - the risk of fluctuating foreign
exchange rates should be covered by buying in-
surance’, but that will impact economically on
business’s performance and competitiveness.

Ad 2. Government policy: lack of assistance and
support — different kind of institutional assistance is
needed in different stage of the business internation-
alization process®. Government supports may be of
different characters such as informative, legal, finan-
cial (subsidies), promotive, protective, relationship
building, tax incentive, etc.

Ad 3. Incompatible business practices: predominant
business practices — local business practices are pre-
dominant and should be understood both in the day-
to-day business behavior and in the cultural back-
ground®. In order to perceive it well, the business en-
vironment should be thoroughly analyzed by and for
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the managers to be more culturally, politically and so-
cially sensitive.

Ad 4. Adaptability to foreign market: differences in
customer preferences, rules and regulations concern-
ing product usage, pricing and promotion strategy in
foreign market should be leveled down to tailor to the
needs of the customers and requirements of local au-
thorities”8. In order to do it well, the knowledge of
the foreign market should be enhanced and strongly
popularized.

METHODOLOGY

The study of Vietnamese community in Poland pre-
sented here is designed to use qualitative research-
ing methods to find out and analyze factors impact-
ing international entrepreneurship. Qualitative re-
search is needed when one has to deal with descriptive
measures serving to enhance the innovativeness and
engagement in international business. Qualitative
methods, both formal and informal, enable author to
deal with open, flexible and fast changing issues re-
lated to a given topic in order to provide in-depth un-
derstanding the interviewed respondents and experts
in terms of their attitudes, perceptions, believes, feel-
ings, points of view and motivations, as well as the
essence of the phenomena being studied®. Qualita-
tive methods are also used to the preliminary stage of
research, furthermore, if needed, quantitative meth-
ods operating on statistical data and numbers may be
used as a second stage.

The result of the carried out research here are the find-
ings of secondary data analysis and interviews with
Vietnamese businessmen community in Warsaw to
point out the factors that impact their development
and expansion in Polish and EU market. The reason to
choose Vietnamese business community in Warsaw as
an object of research is that the author have been liv-
ing and studying in Poland for a very long time and the
author knows exactly very well the reality and devel-
opment conditions of this Vietnamese business com-
munity there. The research took two months (sum-
mer 2015) to gather and collate necessary information
and data regarding the barriers blocking as well as the
strong points pushing forwards the internationaliza-
tion and sustainability of these enterprises.

In total, 101 firms has been analyzed, most of them are
product-based (the larger ones) rather than service-
based (the smaller ones). Most of these firms are cre-
ated and based in Poland, only several are of Viet-
namese origin.

The goods that are produced or imported to Poland
by these firms, among others, are: clothes, footwear,
underwear, electronic household articles, foodstuffs,
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Table 1: Barriers to international business and entrepreneurship

a)Balancing the financial inflow and outflow to retain liquidity

b)Providing after-sales service

c)Added costs (transport, insurance, market research, distribution)

d)Exchange rates

1 Foreign market attractiveness

2 Government policy

3 Incompatible business practices
4 Adaptability to foreign market

Lack of assistance and support
Local business practices are predominant

Differences in customer preferences, local rules and regulations

plastic and wooden products, decorative articles. The
services offered by service-based companies, among
others, embrace: bar and restaurant, legal services, air
tickets and travel, babysitting, logistics and dispatch-
ing services, house and office for rent, language teach-

ing.
DATA ANALYSIS AND RESEARCH
RESULTS

Market attractiveness of Poland’s economy concerns
the issues of financial balancing, after sales service,
added costs and exchange rates. The character of
those issues is changing together with consecutive
stages of Polish market development. Poland is the
country in the Eastern socialist block whose com-
munist system collapsed first in 1991, and right after
that, economic reforms started towards market econ-
omy. At this time, the economy was suffering from the
lack of goods and services. It was also a time, when
small businesses, including export ones, opened up
and were thriving due to the lack of competition in the
market. The business of Vietnamese enterprises con-
sisted in importing to Poland (exporting from Viet-
nam) mainly garment and footwear articles. Those
weren't of high quality, but were acceptable in Polish
market due to the serious lack of goods and competi-
tors in the sector. Then, the infrastructure support-
ing export such as cargo service and payment systems
did present yet poorly. Those services were at the bur-
geoning state and did not develop quickly enough to
fulfill their mission. That was partly due to the lack
of competition and the fact that communist mind-
set were still to function. Since that, export busi-
nesses were under diverse barriers to develop their
potential and fully explore the favorable market con-
ditions. In such market situations, the idea of after-
sales services is hardly heard of, at least not in the
case of traditional consumption goods traded mostly
by Vietnamese community. Due to the lack of well-
performed logistic infrastructures (transport, insur-
ance, market research and distribution) and the lack

of their competitive market, the costs of those services
were relatively or even extremely high whereas their
quality was simply inadequate. That was the most im-
portant reason that forced small businesses, especially
the start-up ones, to be unprofitable, hindering the
development of SMEs sector which is critically needed
for the development and reorientation of the whole
economy. The big problem of these years is the ex-
change rate of Polish currency in relation to US dol-
lar. Due to the progressing hyper-inflation, the Pol-
ish Zloty was sharply and continuously losing in value
throughout all the first decade of economic trans-
formation. That impacted exporters most, including
Vietnamese enterprises, because Vietnam Dong had
suffered less from devaluation in relation with US dol-
lar, so its currency was strengthening against Polish
Zloty.

In second decade of economic transformation, that
is the period of 2000-2010, the Polish economy was
stabilizing as it had accessed to the European Union,
and since then it was treated by many exporters as
an attractive destination market. This was the time
when Vietnamese enterprises have been developing
their business activities, expanding their goods and
services offer, importing mainly from China, com-
peting with growing Chinese business community in
Poland. At this stage of development, the competition
in all the sectors of economy was intensifying, so the
quality of infrastructure facilities in terms of financial
and logistic services had been improved. As Poland
became one, the largest, of 10 members joining the
EU in 2004, the society and the economy in Europe
were integrated as never before, many sectors of Pol-
ish business activities had to restructure themselves in
order to comply with European standards and norms,
rules and regulations. Corporate as well as individual
customers became more fastidious as they, as never
before, had more options to choose from, with a wide
range of services and goods offered not only by Pol-
ish but also by other European enterprises, as Pol-
ish market became a part of the common European
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economic zone. Due to a fierce competition in the
common European market the prices of services and
goods in Poland became more reasonable while their
quality was markedly improved by accepting obligato-
rily pan-European norms and standards as a basis to
comply for all production and service activities. Sup-
portive for all enterprises was the fact that the ex-
change rate, due to the rising power of Polish econ-
omy, remained stable with a tendency of strengthen-
ing of Polish Zloty, more against US dollar, less against
Euro. The risk of fluctuating foreign exchange rates
was brought down as common European currency
came into being in 2002 and the Polish Zloty is pegged
to it since the first moment. In this phase of economic
development in Poland, for Vietnamese enterprises,
many barriers that before badly impacted Polish mar-
ket attractiveness had been taken off. But, many Viet-
namese entrepreneurs considered that business devel-
opment and success were not easy as a decade ago, due
to rising competition from all sides as Polish Econ-
omy really had been opened up and welcomed busi-
nesses from every corner of the world. Vietnamese
entrepreneurs had to compete with the local, Chinese,
and to some extent, also Turkish businesses striving to
tap to a big and still growing pie of Polish market.

Assessing the third stage of Polish market develop-
ment, the period of global economic downturn, here-
after we will compare the Polish market conditions
to other countries in the region. Compared to Viet-
namese business community in the North America
and Western Europe, the advantage of Vietnamese
business community in Poland and other Central and
Eastern Europe consisted in the fact that they started
their business in a condition where competition was
only at the very specific sprouting phase as country
started to move to a market economy. It seemed then
that there had been an immense room for each busi-
ness to develop and prosper. Thanks to the propi-
tious market situation, seen by many entrepreneurs
as unique opportunity in history, many people in the
Vietnamese community had earned themselves colos-
sal assets during a quite short period of time, mov-
ing up their business to the medium and large size
enterprises. But it was not the case of Vietnamese
business community in the North America and West-
ern Europe since this process took longer time due
to a great market competition existing in there. Ex-
cluding Russia, Poland is a very distinctive market
for Vietnamese businesses comparing to other Euro-
pean countries in the region such as the former East
Germany, Czech Republic, Slovakia, Hungary, Bul-
garia, Romania, Ukraine, Belarus, etc. This is due to
many reasons. Firstly, Poland is the largest market in
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Central-Eastern part of Europe that has least suffered
from the current economic downturn. Secondly, here
in Poland, the Vietnamese business community, large
in number and economic size, is still thriving being a
solid ground to attract more compatriots to come to
and to integrate with, both economically and socially.
Thirdly and finally, Poland is the country that is situ-
ated and oriented most westwards not only geograph-
ically, so it is a place where Western businesses meet
Eastern businesses. That concerns also Vietnamese
community which lately has been carrying out many
business activities to make use of the current eco-
nomic crisis occurring there.

Government policy becomes more and more vital for
enterprises to survive and prosper as the institutional
context are increasingly sophisticated as well as re-
quirements putting forwards to deal with complex
and fast changing business environment. The role of
government policy and strategy is to create different
kinds of favorable assistance in different stage of the

6. Those sup-

business internationalization process
ports may be various such as informative, legal, finan-
cial (subsidies), promotive, protective, relationship-
building, tax incentive, etc. Policy and strategy cre-
ated and adjusted in case of need are to support and
boost competitiveness of all segments of the econ-
omy, to contribute to the overall competitiveness, re-
gardless whether these are inside or outside of a given
country. From that point of view, Vietnam’s central
government should draft out and implement plans to
boost the competitiveness of business communities
in each country it established foreign relationships as
they are integral parts of the Vietnam economy. In
case of Vietnamese business community in Poland the
embassy and associated organizations and agencies
both governmental and private are responsible and
play vital role to support the implementation of those
guidelines. Towards those general needs, many cen-
ters for supporting and promoting business and in-
vestment have arisen, for example the ASEANPL cen-
ter for business and investment set up in 2004 in War-
saw have been served as a bridge to connect Euro-
pean enterprises with ASEAN enterprises in general
and Vietnamese enterprises in special, and in the fu-
ture it may be a branch of the whole system of business
and investment support around the world serving the
interests of Vietnamese business community both do-
mestic and abroad. Vietnamese embassy in Poland
regularly (each year) or irregularly organizes business
promotion meetings, conferences and events for Pol-
ish and Vietnamese enterprises to acquire informa-
tion and knowledge concerning Vietnamese and Pol-
ish business environment respectively and to seek out
potential business opportunities.
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Local foreign business practices are predominant and
should be understood by Vietnamese business com-
munity both in the day-to-day business behavior and
cultural background4. In order to do it well, the local
business environment should be analyzed carefully by
managers in order to be more sensitive to it and even
to be deeply rooted in the existing there current cul-
tural, political and social circumstances. In relation
to business culture, there is quite a wide range of dif-
ferences among European and Asian nations. In Viet-
nam, and in Asia as general, it seems to be easier to get
to know someone and start not only business contact
if you are open and friendly. In Poland, and in the
Western culture as general, to simply start a business
conversation is not easy, you have to be introduced
by someone who knows both you and the third per-
son very well, otherwise you will be alone. Another
example shows that purchasing of a given products re-
quired prepay according to one culture while in other
culture payment is carried out usually after transac-
tion. In Western culture the holy simple rule “busi-
ness of business is business” is permanently reign-
ing, but in the East business is strongly and deeply
rooted in cultural and social context. That’s why many
alliances tied between Eastern and Western compa-
nies, unlike those tied within Eastern or within West-
ern ones, tend to fail at the later stage of develop-
ment. The differences in culture seem to be so deep
to put the lives of those alliances forward. Clashes
of different business practices may occurred and be
learned in companies established together by Viet-
namese and Polish entrepreneurs otherwise business
of those companies may not go further. In reality,
Vietnamese people hardly ever create joint business
with Polish entrepreneurs, mostly due to just differ-
ences not only in culture but also in interest. So far,
some Polish business practices are still hard to un-
derstand and perceive by Vietnamese entrepreneurs,
even by those coming to Poland in the very first mo-
ment. This is the point, due to the widespread of
cultural distances it is much more difficult for Viet-
namese businesses to integrate with the local com-
munity than other European nations. Differences in
business practices appear also in legal systems, espe-
cially the business or environmental law, which are
more sophisticated in case of Poland due to the con-
formity with pan-European legal systems. European
legal systems are designed so logically and consis-
tently in a larger extent, comparing to the ones in
developing countries, to protect consumers and in-
vestors’ rights and interests, and additionally to be

more environment-friendly.

Adapting to foreign market needs. There are dif-
ferences in customer preferences, rules and regula-
tion concerning products’ design, usage, styling and
packaging requirement, pricing, distribution, promo-
tion and adaptation strategy in foreign market that
should be leveled down to tailor to the needs of the
customers and requirements of local authorities "%,
In order to do it well, the knowledge of the foreign
market should be enhanced and popularized among
companies. Color, taste and appearance sometimes
play an important part in determining business suc-
cess. Black color closely associated with evil and dark-
ness is strongly avoided in Asian culture, while it is
a synonym and symbol of luxury in Europe. Ford,
a large automobile industry company formerly was
determined to produce only car in black color into
the Western market. Returning to Vietnamese busi-
nesses, in the first moment, the garment products im-
ported to Poland by Vietnamese companies do not
suit Poles because of dissimilarities in size and pro-
portion. For example, the Vietnamese size XXXL is
equivalent only to the size M for Poles due to the fact
that, on average, Poles are higher and weight heavier
than Vietnamese. The problem is not simply solved by
renaming the size and making clothes larger. On aver-
age, Poles have longer hands than Vietnamese. So, ifa
shirt fits Poles in size, the sleeves remain too short. So,
a shirt design has to change totally in order to adapt
to the need of the target market. Another example
is the difference in electric socket design for electric
and electronic articles. Some Asian manufacturers in-
clude to their product a multipurpose plug to comply
with the European standards. Next, many foodstuffs
require an adequate humidity which is much higher in
tropical climate such as Vietnam. Certain food prod-
ucts sold in Vietnamese market do not need airtight
packaging, but it is not the case while sold in Euro-
pean markets. Mentioning the case of rice export, one
should remember that it is not a very popular dish for
many European and Polish families. In Vietnam rice
may be sold in 10 kg packages, while in Polish mar-
ket packages should be smaller, normally 1 kg or 400
g to tailor to the consumption need of common target
families. In bar and restaurant business, the flavor of
Asian foods and drinks should be changed do adapt to
the refined palate of Polish and European people. Chi-
nese foods are greasy, Thai foods are hot, while Viet-
namese foods are somewhere between. All that food-
stuffs should be deliberately adapted to be successful
in the target markets. Last but not least example is
related with the distribution system. E-commerce is
not popular in Vietnamese culture, at least at present,
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while it is increasingly important distribution chan-
nel in Europe. Here in Europe, some products, due
to their specification, are sold nearly only online. It
is troublesome for Vietnamese exporters to try to find
traditional ways to sell their products.

DISCUSSION

In this paragraph, as a presentation of qualitative anal-
ysis, the main topics pointed out in the above litera-
ture review, which are market attractiveness, govern-
ment policy, foreign practices, and adaptation to the
market’s needs, are subjects of analysis and the re-
sults are presented above. The first impacting factor
(market attractiveness) and the last impacting factor
(adaptation to the market’s needs) need further dis-
cussion as they are related to the local target market
and practices of doing business in Poland by Viet-
namese community to adapt and tap to its most po-
tential and profitable segments.

Relating to the first impacting factor, Polish market,
as has been described above, has been changing in-
tensively together with passing time. So Vietnamese
community’s business strategy also should have been
adapted to accommodate to changeable market con-
ditions in a bid to profit more from existing market
opportunities. In the first order, changes are related
to the general attitude, mind-set, and business percep-
tion schemes in order to stimulate and kick off inno-
vation processes to generate and implement new busi-
ness ideas based on the so far developed and fostered
cultural and social assets of the community. Next, as a
result, changes concern existing models and patterns
of doing business that are desperately needed to be re-
structured in order to fit in today’s character of Polish
market, in which, on the contrary to the past, several
following factors really count:

o Product quality - quality of products or services
should be put in the first place as consumers be-
come more and more choosy;

« Product range - products and services should be
diversified to meet diverse and changeable needs
and preferences of customers;

o Price - price should be reasonable down to the
pocket of ordinary customers;

« Distribution - distribution system should be ef-
fective and as close as possible to the customers;

« Promotion - discount should be offered as fre-
quent and intensive as possible to lure new cus-
tomers and attract them from competitors;
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o Service - services are indispensable part of sold
products or services, more broadly, they create
added valued in the eye of customers to retain
their loyalty and fidelity;

o Market knowledge - market knowledge con-
cerning customers’ preferences, needs, expecta-
tions, market conditions, trends and forecasts
is very important and has been seen by en-
trepreneurs as a comparative advantage in a
knowledge-based economy.

While it comes to the last impacting factor, different
country has a different set of regulations and laws,
different requirements concerning, for example, qual-
ity or environmental issues, different processes and
procedures imposed on businesses or serving to deal
with certain business cases. For example, products
sold in Polish market required to be marked with
detailed information in Polish language concerning
the usage mode, ingredients and those informative
contents may differ from country to country. Some
products require after-sales services in Polish market
while they are obligatorily not required in Vietnam or
China. The most important in European markets for
foodstuffs are safety and hygienic standards carefully
watched by governmental sanitary organs and agen-
cies while alimentary safety standards remain simply
inadequate, endangering the health of people in de-
veloping countries. The tax and duties imposed on
imported products in European are subjects of con-
stant change depended on foreign economic policy of
the whole European Union as a result of fragile world
economic and political situation. This area should be
seriously taken into account by many businesses be-
fore making trade and investment decisions.

CONCLUSION

Despite the growing economy at 5% pace, Vietnamese
firms still opt to make their businesses going inter-
national because they cannot depend entirely on do-
mestic market in order to catch up the growing pace
of foreign companies. Broadly, going international
is one of the general trends in business of both de-
veloped and developing economies while the world
economy is being strongly globalized. This trend may
not befall without the assistance of government and
its persistent and determined policy and strategy to
support and motivate a majority of domestic compa-
nies to take part in globalizing and opening up the
Vietnam economy. Government, along with its rep-
resentative agencies, offices all over the world, plays
active and guidance roles in promoting and assisting
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in terms of financing, training, information, knowl-
edge and experience sharing, technology transferring,
tax concession, legal aspect, efc.

In this present article several points has been dis-
cussed in details concerning the current market sit-
uation and strategies proposed for Vietnamese en-
terprises, especially those resided in Poland to tap
more effectively to the local foreign market. The con-
tents of points (topics) discussed above, namely the
foreign market attractiveness, the government policy,
the practices in foreign market, the adaptation to the
foreign market needs, do not stand apart and are not
subjects of separate analysis. Oppositely, they should
be integral parts of an overall analysis to find out in-
tegrative strategies and action plans entailed to pen-
etrate foreign markets both by Vietnamese domestic
companies and Vietnamese local companies residing
and providing operational activities there.

The presented study leads to some interesting find-
ings that significantly contribute to the body of busi-
ness and management knowledge; several limitations
should be noted to be eliminated in the future re-
search:

o Lack of data analysis from Vietnamese firms
oversea in other Central-Eastern of Europe in
order to compare how market situation differs
in details from one country to another in the re-
gion and, as a result, to see how a strategy should
be adapted to tailor to the nuances of a given
country;

o Lack of data analysis from Vietnamese firms
oversea in the developed part of the world (West
Europe and North America) in order to com-
pare the differences between market conditions
and strategies chosen by Vietnamese firms over-
sea in both part of the world to see the their in-
ternationalization process and international en-
trepreneurship in a big picture.

« Lack of detailed data analysis from Vietnamese
firms at home in order to see the differences

between strategies chosen by Vietnamese firms
oversea and their domestic counterparts to
compare the internationalization process and
international entrepreneurship of the whole
global Vietnamese business community.

In general, the results of this study are confined to en-
trepreneurship and globalization of Vietnamese firms
in certain specific point of time and certain specific
place in the world. The results should be tracked over

time to point out a sequence of changes in the market
conditions and strategies adapted to them. In addi-

tion, aside from Vietnamese and Chinese, firms from
other developing nations should be subjects of further
analysis.
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TOM TAT

Bai viét nay trinh bay sa lugc lich st phat trién cdng dong doanh nhan va doanh nghiép Viét Nam
& Ba Lan duoc phan chia thanh hai giai doan chinh. Ngoai ra, bai viét nay da phan tich cac yéu t&
tac dong dén tinh than va nang luc khdi nghiép quéc té clia cong ddng ngudi Viét nay. Cac yéu
t6 nay dugc nhan dién trong phan phan tich téng quan tai liéu tham khao qudc té vé khéi nghiép
bao gém: stic hdp dan clia thj truong nudc ngoai, cac chinh séch ctia chinh phd, tinh tuong thich
clia cac thong 1é tap quéan kinh doanh, kha nang thich Ung vdi thi trudng nudc ngoai. Cac yéu t6
nay duoc phan tich lai déi véi cong dong doanh nhan ngudi Viét tai Ba Lan va da cho thay ly do tai
sao ngudi Viet Nam lai chon Ba Lan lam noi dat lanh chim dau dé cu trd, lap nghiép va kinh doanh
lau dai. Hon thé naa, cac yéu t6 thanh céng va rao can phét trién sy nghiép kinh doanh ctia ho so
véi cong déng cac doanh nhan ngudi Trung Quéc & Ba Lan da duoc nhan dién. K&t qua nghién
cttu cho thdy, dé cling 6 vi thé va nang cao nhan thic kinh doanh ctia céng déng doanh nhan
ngudi Viét & Ba Lan, dai st quan Viét Nam tai Ba Lan, cac co quan xuc tién thuong mai Viét Nam
& nudc ngoai va cac hiép hdi ngudi Viet Nam tai Ba Lan can dong vai tro tich cuc dé ho trg cac
doanh nghiép Viét Nam hiéu dugc tap tuc kinh doanh ban dia, hoa nhap t6t hon véi moi trudng
kinh doanh va xa hoi Ba Lan.
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