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OPPORTUNITIES, CHALLENGES AND 
PROBLEMS FOR ENTREPRENEURSHIP IN THE 

CROSS-BORDER AREA



Entrepreneurship is a powerful stimulus for 
economic growth.Three are the main areas: 

development of education and training in 
entrepreneurship, creation of a suitable 

environment for its development and targeted 
work with certain groups of the population.



Main overall goal: "Ensuring a healthy lifestyle and stimulating
well-being for all at all ages; providing an inclusive and

equal quality education and stimulation of learning opportunities for
all throughout life; achieving gender equality and empowerment of

all women and girls; ending poverty in all its forms everywhere
promote permanent, inclusive and sustainable economic growth, full and

productive employment and decent work for all by 2030'.



Principle 17. Integration of people with disabilities into the European
Union pillar of social rights: "People with disabilities have the right to 

assistance to the income that provides a decent life, services that enable 
them to participate in the labor market and in society, and a work

environment adapted to their needs.



Full inclusion of people with permanent disabilities in the life of the 
community and long-term socialization through work. People with 
disabilities have the opportunity to they work for a living and are

supported to develop their maximum potential.
Increased activity and motivation of people with disabilities to

participate in the market of labor.



In the Law on Enterprises for the Social and Solidarity Economy, c
The Regulations for its implementation and the Methodology for assessing the social added
value value, employment has found a wide place. The development of social and solidarity

economy as a business sector will improve access to employment and training
people from vulnerable groups, will create conditions for increasing their vitality

standard and will reduce social inequality. The law regulates the order and the manner in
which social enterprises will be disclosed and exist and the incentive measures with which the 

state will support their creation and development.
To be defined as "social" an enterprise needs a part of

the average number of staff, to be persons from vulnerable groups, among them
and people with permanent disabilities.



Main objective: The creation of a special social enterprise, thereby facilitating access to 
employment and providing support for the social inclusion of vulnerable groups by 

creating appropriate conditions for their professional integration in the social 
economy.



Basic activities:

Hiring persons from the selected target groups and ensuring employment. Social 
and professional integration of the representatives of vulnerable groups. Provision 
of mentors by the employer for the employed persons; Equipping and furnishing 

the newly created workplaces and ensuring the functioning of the social 
enterprise; Social marketing and promotion of the social economy and the 

socialentrepreneurship;Management and functioning of the social enterprise.



Results:
Facilitating access to employment and ensuring social inclusion of vulnerable 

groups. Creation of suitable conditions for professional integration in the sphere 
of the social economy of persons from vulnerable groups. Provided support for 
social and professional integration of persons from the target group involved in 

employment
Provided mentors for newly hired employees and smooth labor integration. 

Provided furniture and equipment for the purposes of the enterprise. Provided 
materials, workwear and overheads Promotion of social enterprise and social 

entrepreneurship opportunities.
Provided social enterprise team. Ensured functioning and sustainability of the 

social enterprise, through a management team.



Strategic thinking

Determining the long-term goals and objectives of an
organization and adopting a series of actions and
means and resources to achieve those goals" 
(Chandler, 1962).



Strategic Thinking
• Strategic planning

Where have we come?

Where would we like to go?

Which activities and sectors will we enter?
How will we position ourselves in the market?
What consumer needs do we want to serve?
What results do we want to achieve?

 How will we get there?



Definition of strategy

The direction, scope and type of business activities in the medium and long term
which provide a competitive advantage by arranging/allocating resources in a changing 
environment, in order to meet the needs of the markets and the expectations of key 
stakeholders, in order to work effectively, to compete successfully, to reach and satisfy 
customers, to achieve its goals and mission.



Taken under uncertain conditions
Influence operational decisions
They require a unified approach (inside and outside the 
organization)
They include significant changes

Strategic decisions



Determines the development directions of the 
organization
It supports coordinated decision-making at all levels
Directs the efforts and coordinates the activities of the 
organization
It determines the direction of the business and its 
position in relation to the competition
It reduces uncertainty.

Importance of strategy



The direction, scope and type of business activities in the medium 
and long term plan
which provide competitive advantage through resource 
arrangement/allocation in a changing environment,
in order to meet the needs of the markets and the expectations of 
the key stakeholders, in order to work effectively, to compete the 
organization successfully, to reach and satisfy customers, to 
achieve its goals and mission.

Definition of strategy



Defining key objectives: achievable, realistic, measurable and clearly 
stated, which state what the company will do and by when it will be 
achieved
Strategy design (axes, measures, specific objectives): corporate / business 
unit / operational level
Business policy development: guidelines that facilitate managers in making 
decisions and taking action

Implementation of the strategy



Implementation of the strategy

Setting goals
Finding and allocating resources
Change in procedures and practices
Possible restructuring in the organizational structure
Remuneration policies adjustment
Support of information systems
Forming the right culture
Mobilizing and engaging human resources to address resistance to change



Steps to implement the strategy

Setting annual goals
Reviewing policies to achieve goals
Allocation of resources to strategically important areas
Changing the organizational structure in line with the new strategy
Management of resistance to change
If necessary, introducing a new reward system for the results achieved



Strategy monitoring

Managers must compare their actual results with expected results and determine whether they are achieving their 
goals.

If objectives are not met, managers should introduce new or revise existing policies.

Strategic planning
The strategic planning process is a systematic or established process for carrying out strategic planning in the 
organization, through initial assessment, in-depth analysis, strategy formulation and its implementation and 

evaluation.
Rothaermel, 2012



Strategic Management
Decisions and actions of strategic management are necessary for:

development of the vision and mission of the business
setting specific goals

formulation and implementation of the chosen strategy to achieve the mission and goals
evaluating implementation results and taking corrective action

Strategic Management model

Developing a vision and mission
Analysis of internal and external environment

Strategy formulation
Design (axes, measures, specific objectives)

Configuration (individual steps, policies, budgets, procedures)



Developing a vision

Future scope and direction
Ambitions – what we want to achieve

Drives mission and strategy
Formulates the main goals

It should be descriptive, clear, flexible and understandable

Defining the mission

Sets the current activity and target
Identity of the organization and what sets it apart from others

Benefits for stakeholders (customers, employees, shareholders, society, etc.)
Strategy and goal setting

Must be specific and short (to be read in < 10 seconds)



Vision / Mission
Mission:Kwater does the organization

Vision: What the organization is trying to achieve in the future
The main similarity is that both must be aligned with the organization's core values   and culture, as all these elements make 

up its identity.

External
The "space" where managers must look for opportunities and potential threats.

Macroenvironment- external factors, for example political, economic, technological, social, environmental, etc. (PEST 
analysis)

Microenvironment - suppliers, customers, competitors, distributors, substitutes and complementary products, etc.
The characteristics and factors of the external environment influence the organization.



Industry /Interested countries
 Providers
 Buyers/Users
 Competitors
Additives / Substitutes
 Distributors/Tradersonwholesale/Tradersonpetty
 Financialinstitutions /Creditors/ Banks /Investors
 Locallymanagement /Governmentalpolitics
 Trade Unions

External microenvironment



Demographic factors – population explosion, declining birthrate, aging population, 
change in the family, changes in education

Economic factors – purchasing power, income distribution, inflation rate, 
unemployment rate
Natural factors - shortage of raw materials, increase in the price of energy carriers, 
increase in environmental pollution
Scientific and technical factors - technical and technological achievements, patents
Socio-cultural factors – traditions, customs, religion, rites
Political and legal factors – international environment, legislation, state control and 
regulations

External macroenvironment
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Why marketing or how to successfully position a product?
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Positioning strategies;
Characteristics of human consciousness;

Competitive structure of the market;
Positioning strategies according to product 

characteristics relative to competing products;
Product excellence;

Product differentiation;
Product parity.

Product positioning



"In real estate transactions, the most important thing 
is the location, the location and once again the 
location of the building. In business - differentiation, 
differentiation and once more differentiation".

Differentiation

Roberto Goizueta
Chairman of the Board of Directors and Chief 
Executive Officer of Coca-Cola August 1980 -

October 1997



Actual development of a marketing strategy -
stages

1
• Market segmentation

2
• Choosing a target market

3
• Differentiation

4
• Positioning



According to the strategy of communicating with the 
user, persuasion goes through several successive 
phases:
cognitive (learning about the brand and its 
characteristics);
affective (building positive feelings towards the 
brand);
behavioral, in which desire develops into purchase

AIDA: MARKETING MODEL FOR MORE 
SALES



How to do a successful business in the 
new conditions?

Golden rules in business:
Cheap is expensive;
There is no zero budget;
Online tools at max;
Count again and again;
Creative solutions lurk everywhere.



Company branding and marketing
Visible part of the brand:

The specific symbolism that conveys signals of belonging to a
relevant brand – trademark, logo and symbols, character, style,
company lifestyle and culture, musical cue, packaging, etc. (also
known as advertising constants);
An invisible part of the brand - the reputation of the company:
professional qualification of the management team, innovation,
presence or absence of dissatisfied customers, social packages
for employees, staff training, long-term relations with customers,
compliance with agreements with business partners, staff
turnover, etc.



Influence of the company brand on the 
marketing activity of the company

Adverse factors:
There is nothing more dangerous than a disappointed customer;
The company is not distinguished by innovation;
Bad attitude of the management team towards the staff/ feedback from staff who 
left;
Constant employee turnover.



The role of CRM (Consumer Relationship 
Management) in business success

Customers drives the 'fashion' trends;
Customers controls supply and demand;
Customers can make or break a brand



Effective customer relationship 
management

Research;
Marketing analysis;
Product positioning;
Promotion;
Sales;
Customer Service;
After sales service.



CRM through the use of social 
networks

Advantages of social networks:
Interactive communication with the audience;
Customization in user relations;
Targeted user information;
Small expenses;
Sharing Content;
Convert users into followers;
Possibility of informal communication;



Business model “Canvas”
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