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and consequently a number of investment incentives offered to investing 
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 modern global transport and communication infrastructure, 

beauty.

 

Table 2.

 CATEGORY HARD FACTORS SOFT FACTORS
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different importance for manufacturing, service or distribution companies, 

assessment by foreign investors. 

 

members.
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source of incentives necessary for a foreigner investor to undertake econo

Table 3. Factors determining undertaking economic activity by foreign investors depen

Position 

in the 

rank 

Factors Germany 

N=239

Great 

Britain

N=58

France

N=55

USA

N=42

Workforce supply 
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tor of consumer goods.

Chart 1. 

information on investment preferences by particular countries. Poland took 
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Table 4: 

COUNTRY Number of responses in %

USA

Germany

Great Britain

Poland

France 8

8

Hungary

distinctive investment marketing and more effective publicity among inve
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(table  

Table 5.

COUNTRY Place in ranking

USA

Poland

8

Great Britain

Singapore
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