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By adding 100 million people to the
European Union (EU) marketplace
and increasing overall buying power,
the demand for high-end technology,
and the need for more competitive and
efficient means of production, the
May 2004 accession into the EU
of 10 countries in Central and
Eastern Europe (CEE) will provide

opportunities for Western Pennsylva-
nia exporters. In May 2004, the East-
ern European countries of Estonia, Latvia,
Lithuania, Poland, Czech Republic,
Slovak Republic, Hungary, and Slovenia,

plus the island na-
tions of Malta and
Cyprus, are tar-
geted to join the
EU, with Romania
and Bulgaria to
fol low within
three more years,
and Croatia and
Serbia/Montenegro
at a later time.

Before they
are permitted to
join the EU, acces-
sion candidates
must demonstrate
compliance in three
key areas: first,
that they have a
functioning mar-
ket economy and
can  cope  wi th
competitive pres-

sure and market forces within the EU;
second, that they meet political and ad-
ministrative requirements related to
democracy, rule of law and human
rights, and the ability to eventually
adopt the euro; and, third, that they
have brought their legislation into line
with the EU’s body of law.

Upon accession, CEE countries
will join the Economic and Monetary
Union (EMU) obligating them to main-
tain specific standards and levels of
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CEE ACCESSION TO THE EU OPPORTUNITIES FOR
U.S. INVESTORS IN
CEE COUNTRIES
CEE accession creates many new oppor-
tunities for U.S. investors wishing to ex-
pand further into the EU, particularly as
CEE companies struggle to integrate the
highly competitive and heavily regu-
lated EU. This evolutionary process is
creating opportunities for U.S. firms
with expertise in the following areas.

MANUFACTURING TECHNOLOGY
Currently, many CEE companies have a
competitive advantage over their EU
competitors because of their access to
highly skilled, lower-cost labor. With ac-
cession to the EU, however, labor costs
are likely to rise over time and eliminate
much of this advantage. Many manag-
ers are therefore retooling their facilities
in the belief that efficient, modern manu-
facturing will be key to retaining com-
petitiveness, and this retooling creates a
wide range of opportunities for U.S.
firms. Some of the best prospects for U.S.
companies in this area include general
manufacturing technology, construction
equipment, food processing machinery,
heating and air-conditioning equipment.

INFORMATION TECHNOLOGY
There are many factors in CEE driving
the demand for information technology.
Two of them can, in part, be attributed
to EU accession. First, companies must
achieve technological parity with the EU
to be competitive. Second, the govern-
ments of CEE have instituted policies to
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promote growth in domestic high-tech
industries. Their goal is to promote
economic growth and establish their
countries as high-tech hubs that will
service the European continent. The
EU is striving to increase competition
in this area and has adopted a legis-
lative framework geared to encourage
investment in information society
applications, including e-commerce.

The United States is widely recog-
nized in the region as the world leader in
information technology. As a result, the
following areas are top export prospects
in CEE: computer hardware, software,
computer services, database design,
network integration, and e-commerce.

FINANCIAL SERVICES
As a prerequisite to accession, banking
and financial services regulations must
be harmonized with EU regulations
and norms, particularly in the areas of
transparency, standards, and sound fi-
nancial systems. Consolidation of the
financial services market is likely to
impede the participation of small- and
medium-sized U.S. companies. How-
ever, larger, well-established U.S. firms
are expected to be major players in the
market. The best prospects for U.S.
companies in this sector include bank-
ing and capital transactions, financial
consulting, insurance, and credit card
services.

ENVIRONMENTAL TECHNOLOGY
CEE countries must introduce new,
aggressive environmental policies to
match those of the EU. To meet these
new requirements, CEE needs envi-
ronmental technologies to limit air,
water, and industrial pollution, and
to improve waste management. Since
Europe as a whole is the United
States’ largest export market for en-
vironmental technologies, the United
States is well poised to do business
in CEE in the sectors of air pollution,
waste management, water pollution,
industrial pollution, nuclear safety,
and radiation protection.

HEALTH/MEDICAL TECHNOLOGY
As the population grows older, the
need for more advanced medical
t rea tment  r i ses ;  there fore ,  the

healthcare sector is expected to
experience strong growth
across Europe. For CEE, both
improved access to and quality
of health care are emphasized
in the growing demand for
improved tertiary-level equip-
ment combined with increasing
rural clinic networks. The
United States is a world leader
in medical technology and
is likely to maintain its com-
petitiveness, especially in
higher-end product areas.

TRANSPORT
The transport sector is a major
concern for the countries of
CEE, as this sector restricts
development of the economy as
a whole. The greatest challenges
lie in the restructuring of rail
lines and rolling stock, the ex-
pansion of cooperation among
air carriers, and regulations on
river and sea transport.

TELECOMMUNICATIONS
While cellular operations in
CEE are largely similar to those
of the EU (using Global System
for Mobile Communications, a
consortium now serving 200
countries), much of the fixed-
line industry in CEE is not, and
requires adaptation to EU
conditions. In general, the
number of fixed-line telephone
customers falls far below EU
standards. There is great poten-
tial for U.S. investors to help
CEE adapt this sector to match
the EU’s standards.

ENERGY
As liberalization of the energy
sector in the CEE countries
occurs, as it must after acces-
sion, plentiful opportunities
for U.S. companies will also
open up. Power plants, com-
bined heat-and-power plants,
and gasworks must be
adapted to EU standards, for
example, in replacing coal
with oil and using natural
sources of energy.

Key Resources for
Doing Business in CEE
Visit the U.S. Department of
Commerce’s CEEBICnet: the Central
and Eastern Europe Business Infor-
mation Center at www.mac.doc.gov/
ceebic. This comprehensive site pro-
vides current, detailed information
on trade and investment leads,
market research, sources of finance,
information on CEE preferential
tariffs, export documentation, U.S.
Embassy reports, and key contacts
in CEE countries.

For detailed economic, export,
and political information on any
country that you are interested in,
see the Country Commercial
Guides, available via the CEEBIC
Web site.

The main government portal
for export information can be
found at www.export.gov.

Call the U.S. Department of
C o m m e rc e ’s  E U  A c c e s s i o n
Hotline (202-482-9090) to learn
how EU Accession of the CEE coun-
tries will affect your business.

For export advice and assistance
in market research or locating an
overseas agent or distributor, please
contact Lyn Doverspike, Director,
U.S. Department of Commerce, U.S.
Commercial Service, 1000 Liberty
Avenue, Suite 2002, Pittsburgh,
PA 15222-4102, Tel: 412-395-5053,
Fax: 412-395-4875, or send an e-mail
to lyn.doverspike@mail.doc.gov. Visit
the Web site at www.export.
gov/commercialservice to learn
more about what the U.S. Commer-
cial Service can do for you.
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INDUSTRIAL AND
AGRICULTURAL TARIFFS
As part of their bilateral agreements
with the EU, the CEE countries nego-
tiating to enter the EU currently grant
preferential tariff treatment to Euro-
pean-origin products. Thus, in the CEE
countries, most EU industrial products
face a zero tariff rate while U.S. prod-
ucts face the higher, Most Favored Na-
tion or Normal Trade Relations rate.
Upon accession into the EU, CEE
countries will bring their tariffs in line
with the EU’s Common External Tar-
iff, the schedule of tariffs that U.S.
products currently face when export-
ing to the EU.

In 2000, the EU completed “zero for
zero” agriculture agreements with each
of the CEE countries. Although each
agreement covers different agricultural
products, the overall approach is the
same—preferential access for EU agri-
cultural products in CEE and vice versa,
in exchange for not subsidizing select
exports.

OTHER ISSUES
Some, but by no means all, of the CEE
countries still suffer effects of the former
Soviet regime. An active gray market, a
lack of transparency in business nego-
tiations, government bureaucracy, and,
in some cases, ties to organized crime
make doing business difficult—though
not impossible—in the countries of
Latvia, Bulgaria, Lithuania, Romania,
and the Czech Republic.

OBSTACLES TO U.S. TRADE AND INVESTMENT

   The CEE Countries at a Glance

Population GDP per Inflation Unemployment GDP Growth US Exports
(millions) Capita 2002 Rate 2002 Rate 2002 Rate 2002 2002

(US$) (%) (%)  (%) (US$ mln)n)

   Estonia 1.4 4,923* 3.6* 11.3* 5.6* 81.5

   Latvia 2.37 3,496* 1.9* 7.6* 5.3* 90.8

   Lithuania 3.6 4,674* -1.0* 11.3* 5.9* 102.8

   Poland 38.6 4,760* 3.0* 19.0** 1.5 686.3

   Czech Republic 10.9 5,798 1.8 9.2 2.0 653.8

   Slovak Republic 5.4 3,997* 3.5–4.9* 17.7* 3.9* 92.7

   Hungary 10.1 6,088 5.3 5.8 3.3 687.9

   Slovenia 1.9 9,866* 6.9* 6.4* 3.3* 130.9

   Romania 21.7 2,070* 19.9* 8.4* 4.9* 248.4

   Bulgaria 7.6 1,838* 5.9* 16.6* 4.0* 101.4

 
   * Forecast          Source: Country Commercial Guides 2003. Export information from the World Trade Atlas.

ESTONIA
Since regaining its independence in
1991, Estonia’s economic reform policy
has created a liberalized, nearly tariff-
free, open-market economy that has
grown in recent years. Estonia’s liberal
foreign trade regime, which contains
few tariff or non-tariff barriers, is
nearly unique in Europe. Estonia also
boasts a national currency that is freely
convertible at a fixed exchange rate,
and conservative fiscal and monetary
policies.

Estonia’s business attitude toward
the United States is positive, and busi-
ness relations between the United States
and Estonia are increasingly significant.
The primary competition for American
companies in the Estonian marketplace
is European suppliers, especially Finn-
ish and Swedish companies. The prin-
cipal imports from the United States are
electrical apparatus (boilers, other elec-
trical machinery, transmission and re-
cording equipment for radio/TV, and
optical, photo, medical, and surgical in-
struments). These trends are expected to
continue through the year 2003.

LATVIA
Latvia may be a small country, but it is a
potentially attractive market for Ameri-
can IT equipment and services, capital
machinery and equipment, and con-
sumer products. Located between the
other two Baltic states, Latvia provides
a strategic location as a commercial,
financial, and transportation hub for

the Nordic/Baltic region. Since regain-
ing independence, Latvia has rapidly
advanced toward restoring a market
economy with steady economic and fi-
nancial reforms paving its way.

The commercial environment is gen-
erally friendly to foreign companies.
There are no controls on import, export,
or use and conversion of foreign curren-
cies, a condition that facilitates invest-
ment and repatriation of profits. The
Latvian government has adopted mod-
ern laws establishing copyrights, patents,
and trademarks and the means for en-
forcing their protection. Telecommunica-
tion services have been modernized and
the real estate market looks promising,
with both modern housing and reason-
ably priced business venues available.
English is the West European language
of choice in government and business.

The Latvian economy is based on
service industries including transporta-
tion and financial services and on light
industry, e.g., wood, textiles, and food
processing. American products face
strong competition in the Latvian mar-
ket from the EU and CIS.

Most U.S. companies doing busi-
ness in Latvia rate the business environ-
ment among the best in Eastern Europe.
The courts, the legal system, trade and
other regulations, and tax structures are
slowly being modified toward the in-
dustrialized west. Government bureau-
cracy, corruption, and organized crime,
typical of the old Soviet Bloc countries,
have been the main impediments to U.S.
trade and investment in Latvia. While
these obstacles have sometimes made it
more complicated to do business in
Latvia than in the west, very few U.S.
companies have abandoned the Latvian
market because of them.

LITHUANIA
With a population of 3.5 million,
Lithuania is the largest Baltic State but
still a relatively small country. Due to
its strategic location, however, it is a
potentially attractive market for Ameri-
can goods and services such as
consumer products, computers and
office equipment, capital equipment
and machinery, and environmental and
electric power generation technologies.
Lithuania also has a growing potential
for foreign investment.

Continued on page 4
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OBSTACLES TO U.S. TRADE AND INVESTMENT continued from page 3

Although there has been steady
progress, the common problems found
in the countries of the former Soviet
Union remain, including government
bureaucracy, corruption, and organized
crime. However, these factors do not
represent significant hurdles to U.S.
trade and investment in Lithuania. The
country is seeking to liberalize its for-
eign investment laws to further attract
foreign investors. The government has
been following Western-oriented pro-
grams of economic reform in banking
and monetary policy, tax and land own-
ership laws, fiscal policy, and foreign
trade legislation. It has also adopted
modern laws establishing copyrights,
patents, and trademarks.

Lithuania’s future membership in
the EU is not expected to have major
bilateral trade implications for the
United States. However, EU rules may
affect tariff rates on certain U.S. prod-
uct categories.

POLAND
Constant economic growth, a growing
middle class, rapidly developing distribu-
tion networks, and a high level of political
stability make Poland an attractive market
for small and medium U.S. exporters. With
a population of 39 million, Poland’s mar-
ket potential remains promising. The Pol-
ish economy slowed in 2002, while unem-
ployment remained high. While Poland’s
monetary and fiscal policies are generally
considered sound, its budget deficit and
high unemployment rate create pressing
economic problems. The economic slow-
down was particularly evident in the
construction and agricultural sectors.
However, some sectors experienced out-
put gains—among them radio, TV, and
telecommunications equipment; rubber
products; and medical and scientific equip-
ment. Many Western European firms have
recognized Poland’s potential and have
already expanded operations and sales in
Poland. The level of American foreign di-
rect investment remains high, but
American exporters are still not taking
advantage of the market’s full potential,
and U.S. companies doing business in Po-
land face strong foreign competition.  The
U.S. Commercial Service in Warsaw be-
lieves that U.S. exporters should explore
the Polish market now to avoid being
locked out by West European competitors.

CZECH REPUBLIC
At the beginning of the 20th century, the
area that is now the Czech Republic was
one of the economic powerhouses of Eu-
rope, with a manufacturing base that ri-
valed that of neighboring Germany. Two
World Wars and 40 decades of Soviet
occupation then restricted the economy.
During the late ’90s a central location in
Europe, comparatively low-cost skilled
labor, and well-packaged investment in-
centives induced many U.S., Japanese,
and European firms to buy or build fac-
tories here, and the region is regaining
much of its manufacturing might. The
projected EUaccession is, however, caus-
ing wages and prices to increase and
weakening the Czech crown against both
the euro and the dollar. These factors—
combined with an economic slowdown
in neighboring Germany—have led to
waves of layoffs and increased unemploy-
ment. While the country is still a very at-
tractive location of high value-added, pre-
cision manufacturing, Czech economic of-
ficials are now making a late shift in strat-
egy to attract high-tech industry and ser-
vice centers as well as support local small
businesses and entrepreneurs.

Growing Czech prosperity and
impending EU accession offer attractive
business opportunities to U.S. firms in sev-
eral key sectors including environmental
services, renewable energy, industrial
equipment/services, consumer goods, and
e-commerce and e-government (the use of
information and communication technolo-
gies to improve the effectiveness and
efficiency of government services).

The Czech Republic is geographically
small, with 10 percent of the population
and most decision-makers concentrated in
the capital city of Prague. It is a market
where good personal relationships are
crucial, and everyone seems to know
everyone else. U.S. firms attempting, from
a distance, to build the close network of
contacts and relationships needed to pen-
etrate this market will usually find it to be
a time-consuming and costly process. The
U.S. Commercial Service recommends that
U.S. firms base their approach on finding
and supporting a Czech partner.

SLOVAK REPUBLIC (SLOVAKIA)
Slovakia is a small country (5+ million
people) in the heart of Europe, with an
economy characterized by heavy industry

and processing of industrial raw materials
and agricultural commodities. Slovakia
peacefully separated from the Czech Re-
public in 1993. Since 1998, the Slovak
government has focused on macroeco-
nomic stabilization, structural reforms,
and integrating Slovakia into European
and multilateral organizations. The sectors
that hold the most investment potential
include capital goods, information and
communication systems, financial services,
environmental products and services, man-
agement services, and production pro-
cesses. Many Slovak enterprises are in the
process of restructuring and need to mod-
ernize their equipment and methods.

U.S. companies and products enjoy
a positive image in Slovakia and U.S.
technology has an excellent reputation,
but Slovakia is still a relatively small
market for U.S. consumer goods. Slovak
consumers are very price-conscious and
goods from the Czech Republic, Austria,
and Germany are less expensive due to
their proximity and experience in the mar-
ket. While Slovakia campaigns for mem-
bership in the EU, there may be an unoffi-
cial preference for EU goods.

HUNGARY
Since the political and economic changes
of 1989, Hungary has steadily developed
into one of Central Europe’s most attrac-
tive business environments. The level of
political, structural, and economic sta-
bility it has achieved demonstrates the
success of its transition into a modern
market economy.

Hungary continues to be a good
market for U.S. goods and services. It has
demonstrated economic growth of
higher than four percent between 1997
and 2000. In 2001, the growth of the gross
domestic product slowed to 3.8 percent,
one of the highest in the Central and
Eastern Europe region and well exceed-
ing the average of the EU—largely as a
result of the economic slowdown in the
EU, Hungary’s chief trading partner.

As has historically been the case,
Hungary is a crossroads for trade in Eu-
rope. With the prosperous EU to the west
and economically developing nations to
the south and east, Hungary offers not
only an export market itself, but a cen-
tral distribution point for the region.
Although Hungary has strong trade ties
with its European neighbors, the United
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States is its fifth- largest trading partner,
and in 2001 Hungary moved from being
the United States’ 53rd largest trading
partner to its 50th. The best prospects
for exports of non-agricultural goods
and services from American companies
to Hungary include computers and
peripherals, architectural/construc-
tion/engineering services, measuring/
checking instruments, IT security, medical
equipment and healthcare technology,
pollution control, travel and tourism,
cosmetics and toiletries, automotive
parts/services, agricultural machinery,
pharmaceuticals and medicinal prod-
ucts, and franchising.

SLOVENIA
A small transition economy with a popu-
lation of slightly under two million,
Slovenia has been a star performer since
becoming independent in 1991—register-
ing dramatic gains in per capita and
aggregate wealth, establishing a stable
and well-functioning democracy, and
raising the standard of living for Slovenes

The countries of the European Free Trade Association (EFTA): Iceland, Liechtenstein, Norway, and Switzerland.

The current EU countries: Austria, Belgium, Denmark, Finland, France, Germany, Greece, Ireland, Italy,
Luxembourg, Netherlands, Portugal, Spain, Sweden, and the United Kingdom.

May 2004 CEE countries: Estonia, Latvia, Lithuania, Poland, Czech Republic, Slovak Republic, Hungary,
Slovenia, Romania, and Bulgaria, plus Malta and Cyprus.

Bulgaria and Romania (2007) plus Croatia and Serbia/Montenegro.

to a level on par with the smaller Western
European economies. Slovenia and the
United States have long enjoyed a strong
relationship.

Slovenia’s success is in large part
based on pre-existing conditions that
positioned the country extremely well for
transition. These included a highly edu-
cated population, sound infrastructure,
and an economy more oriented to the
West than most transition countries.
These advantages allowed Slovenia to
take a more gradual approach to change.

MALTA
Malta is a small, developed, democratic
Mediterranean island nation, located 60
miles south of Sicily at the crossroads
of Southern Europe, North Africa, and
the Middle East. Its population of
380,000 is homogeneous and Roman
Catholic. English is one of the two offi-
cial languages and is widely spoken.

The EU is Malta’s major trading part-
ner, accounting for around 65 percent of
imports and about 48 percent of exports,

but trade volume with
the U.S. has grown
significantly in recent
years; official figures
indicate a five-fold
increase since 1992.
U.S. exports to Malta
increased 4.5 percent
in 1999, reaching a
total of $240 million.
Malta’s principal
growth sectors are
tourism, services, and
manufacturing. U.S.
franchises, especially
food outlets, have
been very successful
recently. Many U.S.
companies have quali-
fied agents and dis-
tributors in Malta, in
areas ranging from
computers and soft-
ware to pharmaceuticals
and consumer goods.
The most promising
areas are computers,
peripherals, software,
electronic components,
medical equipment,
pollution control and
waste disposal equip-
ment, telecommunica-
tions, and consumer
goods and foods.

CYPRUS
Another island nation, Cyprus’ geographi-
cal location, tax incentives, and modern
infrastructure make it a natural hub for
companies looking to do business with the
Middle East, Eastern Europe, the former
Soviet Union, and North Africa. Cyprus
has good business and financial services,
modern telecommunications, an educated
labor force, good airline connections, a
sound legal system, and a low crime rate.

The best prospects for U.S. products
and services in Cyprus include govern-
ment and semi-government tenders in
telecommunications equipment, coastal
radars and air traffic control systems,
medical equipment for a major new hos-
pital, computer services, and construc-
tion of airports and marinas.

ROMANIA
Romania boasts a marketplace of 22
million, 37 million acres of arable land,
a vibrant oil and gas industry, breath-
taking landscapes, an expanding
economy, a well-educated workforce
with more than 50,000 specialists in in-
formation technology, and access to
the Black Sea and Asia. These features
have attracted U.S. investors in bank-
ing, energy, biotechnology, manufac-
turing, electronic components, cable
operation, consumer products, tele-
communications, and film production,
among other areas. They have discov-
ered that American management and
capital work profitably in Romania.
The United States is now the third-
largest foreign investor in Romania,
and U.S. exports are growing as well,
fueled by Romania’s economic expansion
and new reductions in trade barriers.

Notwithstanding these upward
trends, Romania’s business climate
has frustrated expansion in invest-
ment and trade with the United States.
Red tape, legislative instability, cor-
ruption, infringements of intellectual
property rights, high import tariffs,
lack of transparency, especially in pub-
lic tenders—these and other long-
standing complaints by U.S. business
are now receiving attention by the
Romanian government. Among other
measures, the government has created
a special prosecutors’ office to combat
corruption; drafted conflict of interest
and “sunshine” laws; passed legisla-
tion to require advance consultation

Continued on page 6
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on legislation with affected business
communities; and established an
agency dedicated to promoting and
empowering foreign investment. The

OBSTACLES TO U.S. TRADE AND INVESTMENT continued from page 5
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Oran

Ouargla

Timimoun

Tartu

Poti

Miskolc

Pecs

Ardabil

Bakhtaran

Aktyubinsk

Guryev

Aqtau

DaugavpilsKlaipeda

Marrakech

Alta
Kirkenes

Mo

Narvik

Bydgoszcz

Olsztyn

Braga

Coimbra

Covilha

Arad

Botosani

Braila

Astrakhan

Kirov

Murmansk

Syktyvkar

Vorkuta

Bilbao

Malaga

Salamanca Zaragoza

Kiruna

Inverness

Plymouth

Parnu

Gyor

Siglufjordhur

Liepaja

Tangier

Hammerfest

Harstad

La Coruna

Burgas

Varna

Brno

Ostrava

Torshavn

Tabriz

Basra

Al Mawsil

Cork

Limerick

Waterford

Krakow

Lodz

Poznan

Wroclaw Breslau

Cluj

Constanta

Timisoara

Chelyabinsk

Izevsk

Kazan

Kuybyshev

Perm
Sverdlovsk

Ufa

Volgograd

Cordoba

Sevilla

Valencia

Valladolid

Edinburgh

Leeds

Leicester
Manchester

Sunderland

Casablanca

Gdansk

Lubin

Porto

Tol Yatti

Belfast

Birmingham

Glasgow

Liverpool

Yerevan

Baku

Sofia

Prague

Tbilisi

Gibraltar

Budapest

Reykjavik

Baghdad

Riga

Vilnius

Valletta

Warsaw

Bucharest

Bratislava

Madrid

Tallinn

Dublin

Rabat

Lisbon

Ljubljana

London

SPAIN

PORTUGAL

IRELAND

ICELAND

ALGERIA
LIBYA

SAUDI ARABIA

MOROCCO

ARMENIA

AZERBAIJAN

GEORGIA

IRAQ

RUSSIA

U. K.

    SLOVAK
REPUBLIC

pace of these and other
changes needs to accelerate to
ensure that Romania can com-
pete favorably with other

Your one-stop shop for
exporting to Central and
Eastern European coun-
tries is the Central and

Eastern Europe Business
Information Center at

www.mac.doc.gov/ceebic.
You can simply type

“ceebic” into your Web
browser—or call your
local Export Assistance

Center at 412-395-5050.

countries in the region for for-
eign direct investment.

BULGARIA
Even though it has a challenging
business environment, Bulgaria
is a market that deserves closer
attention from U.S. companies
for its trade and investment po-
tential. Bulgaria has preserved
its economic and political stabil-
ity in the midst of ongoing
Balkan turmoil.  Since 1997, Bul-
garia has been following a sure
path toward a market economy.
The lev stabilized and inflation
was tamed. Confidence in the
banking system is starting to re-
turn, with very credible and
well-endowed corporate banks
coming on the scene. The Gross
Domestic Product (GDP) was
$13.5 billion in 2001 and real
GDP grew by four percent. How-
ever, official statistics underre-
port economic activity, with an
unofficial “gray” market repre-
senting an additional 20 to 30
percent of the official GDP. De-
spite government reforms, un-
employment remains high and
incomes remain low. In addition,
foreign investment is falling
short of expectations.
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inflation, public finances, exchange-
rate stability, and interest rates. Once
they demonstrate that they can fulfill
criteria concerning the EU’s exchange-rate
mechanism and general macroeco-
nomic stability, they can adopt the euro.

The EU accession process has
both positive and negative effects on
commercial rules and regulations for
U.S. companies. CEE countries have
already entered into bilateral agree-
ments with the EU, thus affecting the
competitiveness of U.S. exports in
areas such as industrial and agricultural
tariffs and standards and certification
procedures. Western Pennsylvania
exporters with a long-term interest
in conducting business in the CEE
need to understand the benefits and
possible pitfalls of the EU accession
process.

CEEBIC—MAKING IT EASIER FOR

YOU TO DO BUSINESS IN THE CEE
“While the countries of Central and East-
ern Europe are in varying stages of eco-
nomic development, most of their econo-
mies are growing, even when the rest of
the world is in a bit of a slump,” says Jen-
nifer Gothard, associate director of
CEEBIC, the Central and Eastern Europe
Business Information Center, a branch of
the International Trade Administration.
“Their accession into the EU will improve
their economies and create even more op-
portunities for U.S. exporters.”

Gothard notes that because of the
varying stages of economic develop-
ment of the CEE countries,  U.S.
exporters cannot expect to sell the
same types  o f  products  in ,  for
example, Albania as in Hungary. She
also stresses the importance of having
a local distributor or partner when
entering a foreign market. “Someone
who knows the forms and regulations
and the types of effective advertising
and marketing can be invaluable,” she
advises. CEEBIC and the Pittsburgh
office of the Department of Commerce
work to match Western Pennsylvania
exporters with appropriate partners.
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“After you look at the CEEBIC
Web site,  give us a call ,” says
Gothard. “Our trade specialists at
CEEBIC can help you find a trade
partner in the target country or
connect you to industry or product
specialists.  There are many U.S.
government resources available to
help exporters succeed, and CEEBIC
is a good launching point to expand
your trading activities in this part of
the world.”

CEE ACCESSION TO
THE EU continued from page 1

Transparency in general has
improved, and recent develop-
ments show that Bulgarians have
rededicated themselves to achieving
high standards of ethical business
practices. For example, Bulgaria
was the first non-OECD nation to
ratify the Anti-Bribery Convention.
However, corruption remains a
serious problem in Bulgaria and,
together with a weak judicial system
and bureaucratic delays, acts as a
barrier to attracting investment.

Despite the current interna-
tional situation, many American
high technology, industrial, and
consumer products whose only
substantial competition is Euro-
pean still offer significant price
and quality advantages and en-
joy good markets in Bulgaria.
U.S. technology and expertise are
widely respected. The price, qual-
ity, technological leadership, and
reputations of U.S. companies are
often viewed in Bulgaria as effec-
tive counterweights to pressure
from EU companies to “buy Eu-
ropean.” The industry sectors
with the best prospects for U.S.
firms include electrical power
generation equipment, building
materials, telecommunications
equipment and services, comput-
ers, software and information
technology, pollution control
equipment, automotive parts and
service equipment, agricultural
equipment, and medical equip-
ment.

Market access for U.S. com-
panies is improving, but Bulgaria
is not yet an easy place to do busi-
ness. There are several business
conglomerates with suspect origins
and business practices that wield
considerable influence in the
Bulgarian economy and which
the GOB is trying to limit. Ten-
ders occasionally get bogged
down for lack of clarity in the
rules or even-handed enforce-
ment, but transparency in general
has improved. However, interna-
tional investors are less subject to
pressures such as bureaucratic
delays or corruption than Bulgarian
companies.
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WESTERN PA
DISTRICT EXPORT COUNCIL

The Western PA District Export
Council (WPADEC) is one of the
56 District Export Councils (DEC)
that have been established across
the United States. Members are

appointed by the Secretary of Commerce and all work
under the same national mission of the District Export
Councils. This mission is to contribute leadership and
international trade expertise to complement the U.S.
Commercial Service’s export promotion efforts through
counseling businesses on the exporting process and con-
ducting trade education and community outreach.

U.S. DEPT. OF COMMERCE, U.S.
COMMERCIAL SERVICE OVERVIEW
www.export.gov/cs
The U.S. Commercial Service has over 250 offices around
the world—100 Export Assistance Centers in the U.S. and

over 150 overseas in the U.S. Embassies or
Consulates. The agency is in existence for
the sole purpose of helping U.S. companies
export their goods and services. It provides
export assistance in many different ways, but

its core services consist of:  Counseling and Advocacy •
International Contacts • International Market Research •
Product/Service Promotion

INTERNATIONAL BUSINESS
CENTER (IBC)
The center was launched in January 1990 as a joint venture of
the Joseph M. Katz Graduate School of Business and the
University Center for International Studies (UCIS). The
University of Pittsburgh was one of the first five original
universities in the United States and the first in Pennsylvania
to receive the grant. Since then, the IBC has been funded
continuously under Title VI-B. This section of the Education
America Bill is dedicated to improving and increasing interna-
tional education throughout America. The goal of the IBC is to
serve the region’s business and academic communities.

INTERNATIONAL
B  U  S  I  N  E  S  S
C   E   N   T   E   R
U N I V E R S I T Y  O F  P I T T S B U R G H  C I B E R


