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About the survey

This year close to 150 companies from seven 
industries took part in the third Hungarian CEO 
Survey prepared by PwC, in cooperation with 
the Confederation of Hungarian Employers and 
Industrialists (MGYOSZ) and Hungarian 
Association of Executives (MOSZ). The survey 
is based on personal interviews with CEOs 
conducted between October and December 
2013, with the aim of presenting the views, 
concerns and future plans of the most 
important industry leaders in the Hungarian 
economy. 

We prepared our survey based on the 17th 
Annual Global CEO Survey* that PwC published 
earlier this year. For the global survey, PwC 
polled 1344 CEOs in 68 different countries 
about the challenges posed by the current 
economic environment and future global 
growth opportunities. 

In this report, we present the results of both the 
Hungarian and the global survey in order to 
provide a comprehensive picture of where the 
CEOs of market-leading companies see growth 
opportunities in Hungary and abroad. 

* http:/www.pwc.com/ceosurvey
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Optimism and confidence – some may find our 
2013 CEO Survey’s title a bit naive, but after 
long years of crisis gloom, we finally see a 
substantial change in the economic outlook of 
business leaders. This is true both for CEOs of 
global corporations and their Hungarian 
counterparts. While the results of our last 
survey showed a high degree of uncertainty and 
unpredictability, our survey respondents now 
believe the global economy to be in better shape 
than at any time in the last five years. CEOs are 
still concerned about the impact of economic 
policy factors and it may be too early to 
definitively celebrate the end of the crisis as 
global growth may still be slow and fragile. 
However, both global and Hungarian CEOs are 
turning to customers and markets with 
renewed energy. So, the current optimism is 
driven by the CEOs’ confidence, and, therefore, 
the title is more than appropriate.

This year, Hungarian CEOs are more optimistic 
both about the global and the Hungarian 
economic outlook. They are also more 
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optimistic about their industry’s and their 
company’s prospects for growth, and they see 
more favorable trends both in their domestic 
and foreign markets, and in their companies’ 
positions, than in the previous year. Based on 
the CEOs’ hiring plans for the next 12 months, 
we can also expect the employment situation to 
improve in the private sector, despite the 
shortage of skilled labour. CEOs are still 
concerned about the increasing tax burden, 
overregulation and the existing and planned 
government measures to reduce the public 
deficit. It is not surprising that a more 
predictable regulatory environment is still high 
on the business community’s wish-list to the 
government.

CEOs expect that three major global trends – 
rapid technological advances, demographic 
changes, and shifts in economic power –, that 
will have a major impact on the global 
economic and social environment, will also 
affect Hungarian companies. These 
developments will create many new 

opportunities for innovation and growth. But to 
seize these opportunities, Hungarian 
companies must be ready to radically reassess 
how they function. CEOs recognise these 
challenges. The question is, how will they 
prepare their businesses for them? 

Based on the responses, technological advances 
are presenting the biggest challenges to 
Hungarian companies, but they also offer 
opportunities to create value in totally new 
ways. The shifts in global economic power have 
given birth to a new generation of consumers, 
while demographic trends are having profound 
implications for the workplace. The key to 
success for CEOs lies in getting well-prepared to 
capitalise on the global trends transforming 
business and society. Those who simply wait 
and see are likely to be side-lined.  
 

  
Nick Kós,  
Country Managing Partner, PwC Hungary 

We want to thank 
the 150 CEOs who 
took part in the 
third Hungarian 
CEO Survey, and 
for sharing their 
views with us. We 
hope that our 
survey results 
contribute to the 
future success of 
your business.



An important objective of the Confederation of 
Hungarian Employers and Industrialists since it was 
established 112 years ago has been to represent the 
interests of Hungarian companies. This year again, we 
wish to present what the most influential Hungarian 
CEOs think about the state of the Hungarian economy 
and the prospects of their businesses. Based on 
positive experience, MGYOSZ continued to work 
together with PwC this year.

We firmly believe that more cooperation is needed, 
and reliable partnerships must be established and 
cultivated, in order for the Hungarian economy to 
be successul. To achieve this, we need to know how 
Hungarian CEOs feel, what their problems are, and 
what they expect from government and regulatory 
bodies.

This year’s survey reports growing optimism, with 
three out of four CEOs being confident of revenue 
growth prospects, and most having seen positive 
developments in their businesses during the last 
year. Many companies have started restructuring 
measures, including cost reduction, transformation of 
their IT functions, and in- and outsourcing business 
processes. Based on the results of the survey, SSCs 
(Shared Services Centers) and BSOs (Business 
Services Outsourcing) still have room for growth, 
which is good news, considering that it is a vital 
interest for Hungary that the skilled labour force they 
employ remain in the country. According to the survey, 
Hungarian CEOs found taxes, special taxes, the 
regulatory environment and the Hungarian economy’s 
perception abroad to have been their biggest problems 
last year. As the president of MGYOSZ, I would also 
like to note the Hungarian National Bank’s Funding 
for Growth Scheme, which offers cheap, subsidized 
loans to thousands of firms, and is thereby helping the 
Hungarian economy return to sustainable growth in 
2014.

MGYOSZ will, of course, continue to represent the 
interests of Hungarian enterprises constructively. The 
third Hungarian CEO Survey will help us to better 
understand what these interest are, especially because 
data from three years may already show some trends. 
I believe that this will make this unique survey even 
more important.

Dr. Péter Futó,
President of MGYOSZ

The Hungarian Association of Executives (MOSZ) 
is proud to celebrate its 25th anniversary in 2014. 
We have been following the development of the 
Hungarian society and the Hungarian economy 
ever since the demise of the communist system. By 
strengthening relationships between top executives, 
shaping the way they think, and by emphasizing 
social responsibility, we aim to contribute to the 
improvement of the Hungarian society’s overall 
standard of living. 

We know that there is still much to do in the country, 
and we seek to take our share of responsibility. 
With their skills, openness, and influence on their 
immediate and broader environment, hundreds of 
thousands of Hungarian managers play a major role in 
shaping our society. 

This is the first time that MOSZ has taken part in the 
Hungarian CEO Survey. Through our participation, 
we wish to encourage all CEOs to share their thoughts 
and arrive at the right conclusions on the basis of the 
survey results. Accurate knowledge of the country’s 
economic situation and an appreciation of other 
leaders’ opinions are necessary to making well-
founded, value-based and forward-looking decisions.

Because it has a positive impact, from both economic 
and social points of view, we would like to highlight 
the finding that the number of Hungarian CEOs 
who expect to hire more people has significantly 
increased (45%) compared to previous years. From 
the perspective of the workforce, we find it very 
positive and encouraging that corporate responsibility 
initiatives aimed at employee welfare and 
development are attracting more interest.

It is evident from the survey that CEOs are more 
optimistic, and we wish to emphasize that we need to 
focus on the positive developments and the optimistic 
outlook to build a country and an economy that is truly 
competitive, both in the region and in Europe.

György Szabó,
President of MOSZ 

Our partners
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Hungary

Globally

I am planning to increase my company’s headcount over  
the next 12 months

45%
2013

30%
2012

50%
2013

45%
2012



Increasing confidence 
worldwide, cautious 
optimism in Hungary

Major change in the 
economic outlook 

The number of CEOs who believe that the 
global economy will improve over the next 12 
months is 44%, up from 18% in the previous 
year. Only 7% of CEOs, compared with 28% last 
year, think that things will get worse in the year 
ahead. However, CEOs have very mixed views 
about the global economy. Based on the global 
survey, only a quarter of CEOs in Central and 
Eastern Europe believe the global economy is 
recovering, versus half of all CEOs in Western 
Europe. 

The Hungarian CEOs’ expectations about 
the future are also improving. In Hungary, 
two-thirds of the CEOs expect growth in 
the global economy, up from one quarter in 
2013. Only one per cent expect an economic 
downturn. As regards the Hungarian economy, 
CEOs expressed moderate optimism, but 
most anticipate improvement. Two out of five 
respondents expect stagnation, and only 4% 
foresee a further decline in the Hungarian 
economy.

Figure 1: More confidence that the global economy will improve
Question:   Do you believe the global economy will improve, remain unchanged or decline 

over the next 12 months? 

Decline

Stay the same

Improve 64%

28%

1%

Decline

Stay the same

Improve 44%

49%

7%

According to Hungarian CEOs

According to global CEOs

While the economic forecast claims that global economy growth 
will be faster in 2014, there are pronounced differences between 
advanced and emerging economies, and marked regional 
variations in the economic outlook. 
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About the economic environment

United States:
Although the growth prospects for the US economy are 
good, there are still many risks. US companies are in 
good financial shape, and employment is on the rise. The 
monetary policy is tightening, the Federal Reserve has 
already announced that it would begin to scale back its 
quantitative easing program, and might start raising rates in 
the spring. 

China:
China’s economy grew only 7.7 percent in 2013. To achieve 
more balanced growth, Chinese leaders promise extensive 
reform measures in the financial and banking sectors. 
Forecasters expect China’s GDP to grow by 7 to 8% on 
average in 2014, and warn that the lack of central bank 
guarantee for adequate liquidity, the overheated real estate 
market and the scale of local-government debt are still 
important issues that must be tackled. 

European Union:
In the European Union, the risks to the integrity of the 
euro related to the sovereign debt crisis have decreased 

substantially in recent years. In the second half of 2013, 
the European economy has started to grow again, and, 
according to the European Commission’s economic 
forecast, it’s expected to grow 1.4 percent in 2014. The EU 
will continue to reduce its public deficit, and inflation is 
expected to be moderate. The economic situation varies 
greatly from one Member State to another. According to the 
European Commission, the economic outlook for emerging 
European countries is has significantly weakened. 

Hungary:
Following the recovery from the recession, the conditions 
for long-term sustainable growth are still missing. The 
banking system is unstable, investment activity in the 
private sector is weak, and the improvement in employment 
is mostly the result of public works programs that are 
independent of market conditions. The budget deficit is 
expected to remain below the three per cent threshold, but 
the debt-to-GDP ratio has not been reduced significantly. 
As a result of the improvement in the Hungarian business 
climate, several domestic and foreign analysts revised 
their 2014 growth projections, and the rate of growth 
may be over 2%. The main engines of business growth are 
the automotive industry, which is also a key driver of the 
German economy, and the fiscal and monetary stimulus 
before the April elections. However, the growth of the 
economy may soon slow down as the stimulus package loses 
its effectiveness, and as a result of the unstable business 
environment.

Figure 2: Hungarian and global CEOs turn to classic target markets 
Question:  Which three countries, excluding the country in which you are based, do you consider most important for your overall growth prospects over the 

next 12 months?

1. Germany 2. Romania
3. Slovakia 4. Russia 5. China 6. Poland

7. Czech Republic 8. Austria 9. USA 10. United 
Kingdom

25% 21% 14% 13% 10% 9%

9% 7% 7% 6%

1. China 2. USA

3. Germany 4. Brazil 5. United  
Kingdom

6. Japan

7. Indonesia 8. Russia 9. India 10. Mexico

33% 30% 17% 12% 10% 7%

7% 7% 5%7%



Increasing confidence worldwide, cautious optimism in Hungary

At the end of 2013, Hungarian CEOs saw much 
more favourable trends, both in domestic 
and foreign markets, and in their companies’ 
positions, as compared to the previous year. 
Those who reported that their companies’ 
positions had improved are now in the majority, 
while the proportion of those whose companies’ 
positions are unchanged and those who 
experienced a decline are both down from 
nearly 30% to 20%. 

CEOs expect less from Hungarian market 
trends than from global economic changes, but 
the overall picture is still better compare to last 
year: the proportion of CEOs who believe that 
the market has improved has almost doubled 
since last year. While in the previous survey 
half of the CEOs said that their market position 
in Hungary had declined, at the end of 2013 
only a third reported negative developments. 
Most reported a stagnating market, especially 
CEOs of pharmaceutical companies.

If we take into account the performance of 
Hungary-based companies in their foreign 
markets, the picture becomes even brighter. 
Almost two out of three CEOs experienced 
an improvement, one out of five reported 
stagnation, and 15% a decline. Both the 
improvement in foreign markets and the 
improvement in their companies’ positions in 
Hungary was primarily reported by automotive 
companies. The positive development in the 
automotive industry also benefits Hungary’s 
overall economic position, because, as a 
result of the investments made by Audi, 
Mercedes-Benz, Opel, Bridgestone, Hankook, 
Suzuki and Takata, the automotive industry 
currently employs more than 100,000 people, 
and manufactures products worth 15 billion 
euros annually, which accounts for nearly 
one-quarter of total Hungarian export value. 
However, in the case of power generation and 
distribution companies, which is a similarly 
significant sector, the proportion of companies 
that experienced a decline is higher than the 
average. This is not without reason, as this 
sector has been hit the hardest by special taxes 
and other government measures.

Positive market developments 
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When talking about factors improving the 
competitiveness of businesses, Hungarian 
CEOs mentioned only elements that were the 
result of their own efforts. These included new 
market opportunities, organisational changes, 
marketing activities and product development. 
CEOs particularly focus on finding the right 
people, cost-effectiveness, investments and 
improving operational effectiveness.

Figure 3: New markets and customers, optimising organisational resources, marketing activities – these factors have helped 
Hungarian companies increase their competitiveness
Question:  Please list the three most important factors that improved your company’s competitiveness in the past 12 months. 

CEOs believe that the competitiveness of 
Hungarian companies has deteriorated, 
primarily due to external factors. Of these 
factors, most mentioned the economic and 
regulatory environment, special taxes, 
changing markets and macroeconomic factors. 
Many CEOs also mentioned the Hungarian 
economic policy and its perception abroad. 
Pricing difficulties due to stronger competition 
and inappropriate organizational structure 
were also often mentioned among competitive 
threats.

Egyéb

Partnerek fizetési hajlandósága,
 üzleti etika, bedőlt projektek

Magas vagy növekvő költségek,
 nem hatékony költségmenedzsment

Megfelelő, jól képzett munkaerő hiánya, brain drain

Finanszírozás: forráshiány, hitelhiány

Nem optimális szervezeti struktúra, folyamatok,
 nem hatékony működés, üzemméret

Konkurencia erősödése, élesedő verseny, új piaci belépők, versenyhátrány

Piaci árak, árak emelése, kisebb mozgástér az árképzésben,
 világpiaci árak, értékesítési árak csökkenése

Makrogazdasági tényezők: gazdasági visszaesés, árfolyam, GDP, beruházások hiánya

Szabályozói környezet, gazdaságpolitika, jogalkotás:
 trafiktörvény, médiatörvény, vaklicit…

A magyar gazdaságpolitika külföldi megítélése, hazai politikai helyzet,
 a szabályozás és a gazdaságpolitika kiszámíthatatlansága, bürokrácia, korrupció

Szűkülő piacok, piacvesztés, vásárlóerő csökkenése, összetett, kiszámíthatatlan,
 változó piac, MALÉV megszűnése miatti kereslet csökkenés

Adók, különadók 25%

23%

20%

19%

18%

14%

13%

12%

6%

6%

5%

4%

18%

34%

28%

26%

21%

16%

16%

16%

13%

10%Financing: proprietor, loan, state subsidy, EU subsidy

Increase of effectiveness, increase of performance

Investments: technology, production equipment, etc.

Cost-reduction, cost-effectiveness

Adequate, well-educated workforce, improvement of motivation,
 trainings, organizational knowledge, abilities, leadership

Product/service quality, development, strategy, innovation

Marketing: customer focus,
 customer relationship, sales, brand, image, pricing

Organizational and structural reforms, inner processes, output optimization,
 economies of scale, vertical integration, change management

Broadening markets, acquisition of new markets,
 new customers, market environment, demand

What influenced the competitiveness of Hungarian companies?



Increasing confidence worldwide, cautious optimism in Hungary

The Hungarian CEOs’ confidence level about 
their company’s short-term prospects for 
growth corresponds to the global average: 72% 
are confident about their company’s growth 
prospects. Out of those, 29% say they are “very 
confident” of revenue growth prospects over 
the next twelve months. In the global survey, 
this proportion is ten percent higher (39%), and 
it was the lowest in 2009 at 21%. 

Most Hungarian CEOs are confident about their 
industry’s prospects for revenue growth in 
their primary market of operation over the next 
three years (70%). CEOs of automotive and 
retail companies are even more optimistic. In 
contrast, almost none of the CEOs of financial 
service providers, and power generation and 
distribution companies expect an improvement.

Western Europe

Africa

Latin America

Central and  
Eastern Europe

Middle East

Asia-Pacific

North America

Global

96%

91%

94%

86%

84%

97%

94%

92%

87% 81%

91%

81%

73%

95%

91%

85%

Hungary
85%

72%

Figure 4: CEOs are more confident in their companies’ success
Question:  How confident are you about your company’s prospects for revenue growth over the next year and over the next three years? 

Rather confident about prospects for 
revenue growth over the next 12 months

Rather confident about prospects for 
revenue growth over the next three years

CEOs expect increasing revenues
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Globally, companies continue to move some 
of their functions to global and regional 
shared service centres. Although, due to the 
crisis, Hungarian companies were forced 
to focus on their core business and, create 
a leaner organisational structure similar to 
multinational companies, they still have strong 
reservations about outsourcing their activities. 

Most Hungarian companies started smaller 
or larger restructuring measures in their 
organisations during the year past. Among 
restructuring plans, cost reduction and 
revamping the IT system due to changing needs 
are mentioned most often. Almost three out of 
four CEOs implemented cost reduction, while 
every third company underwent a major IT 
transformation in the 12 months before the 
survey. 

MGYOSZ’s opinion about the restructuring 
measures

The survey results confirmed previous input from MGYOSZ’s member companies:  
a significant proportion of Hungarian companies (80%, according to the survey) have  
started restructuring measures that are mostly aimed at reducing costs. 

In addition to cost reduction, restructuring plans usually include the transformation of IT 
functions, and in- and outsourcing business processes. Twenty-one percent of CEOs stated 
that they plan to outsource a business process or function, and only 13% plan to insource a 
previously outsourced business process. 

Considering the difference between the in- and outsourcing decisions, MGYOSZ believes that 
SSCs (Shared Services Centers) and BSOs (Business Services Outsourcing) still have room 
for growth. Government subsidies provided to such service centres might pay off within a 
short period of time, and it is a vital interest for Hungary that the skilled white-collar labour 
force they employ remain in the country. We also need to prioritise R&D&I projects, to which, 
currently, a very low percentage of GDP is dedicated, and which is, for a variety of reasons, 
not considered a priority area by many Hungarian businesses. In MGYOSZ’s opinion, this 
would be important for some real progress in this area. 

The largest domestic employers’ organisation is confident that the recent positive trends will 
continue, and companies operating in Hungary will increase the efficiency of their business 
structures, becoming even more successful in 2014.

Hungarian companies were less active in the 
M&A market. Every tenth reported a domestic 
merger, and only 6% a cross-border acquisition. 
Every tenth respondent formed a new strategic 
alliance or joint venture, while 7% was forced 
to sell majority interest in a business or exit a 
significant market. 

In Hungary, both in- and the outsourcing 
activity has somewhat dwindled in the past two 
years, and it is evident that business leaders 
are rethinking the effectiveness of these 
transformations. At the end of 2013, every 
fifth CEO stated that they plan to outsource 
a business process or function, down from 
every third last year. Outsourcing mostly 
affected the IT and HR functions, followed 
by sales, customer service and finance. Most 
insourcing of previously outsourced business 
processes or functions was done by media and 
entertainment companies. Insourcing was 
typically used in the IT, procurement, sales and 
finance functions.

Modest structural changes 



Increasing confidence worldwide, cautious optimism in Hungary

This year, nearly as many CEOs are planning 
to take restructuring measures in their 
organisations as in 2013. Cost reduction is 
still high on the CEOs’ agenda, but, perhaps 
because most have already done what they 
could, slightly fewer respondents are planning 
cost reduction initiatives this year. In contrast, 
a significantly larger number of CEOs are 

planning a major IT transformation or forming 
a new strategic alliance. Fewer respondents 
reported outsourcing plans, while the number 
of those who plan insourcing has remained 
the same as two years ago. Most are planning 
to outsource the IT and finance functions, 
and insource the IT, marketing and brand 
management functions.

Figure 5: Cost reduction still high on the agenda
Question:  Which, if any of the following activities do you plan to initiate in the coming year? 

59%

39%

23%

18%

16%Domestic mergers or acquisitions

Outsourcing a business process or function

Forming a new strategic
 alliance or joint ventures

Significant IT changes

Implementing cost reduction
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Growing shortage  
of skilled labour

Both global and Hungarian CEOs are more 
optimistic about their recruitment plans. 

Half of global CEOs want to hire more people 
in the coming year, which is up from 45% 
last year. The most favourable employment 
prospects worldwide are in the technology and 
insurance industries.

CEOs’ optimism is indispensable for 
this positive change, considering that 
unemployment is one of the most pressing 
problems facing Europe, with unemployment 
rates still unacceptably high. According to data 
provided by the Hungarian Statistical Office, 
there have been positive changes in the labour 
market in Hungary; however, employment 
growth is also due to public work projects and 
Hungarians seeking employment abroad. In 
the private sector, the employment situation 
has not yet shown any signs of improvement. 
This, however, may change this year: according 
to our survey, the number of Hungarian 
CEOs who expect to hire more people has 
significantly increased compared to previous 
years, especially in the automotive industry. 
Only 10% of Hungarian CEOs predict a drop in 
employment, as opposed to the 46% who expect 
to increase their employee headcount. Those 
predicting a change in employee headcount 
expect a 5% to 10% change, while 10% of 
respondents expect a more substantial change.

The majority of Hungarian CEOs did not 
perceive any change regarding the difficulty 
of hiring people in the past 12 months. A third 
of CEOs believe it is more difficult to pick the 
right employees, especially in the automotive 
industry. This means that the shortage of 
a skilled labour force in certain regions of 
Hungary continues to be a pressing problem. 

Whereas two years ago recruiting middle 
managers with high leadership potential was 
the biggest problem, one of the key challenges 
today is finding skilled labour. Only a few 
companies found it difficult to hire employees 
on the lower and upper ends of the corporate 
hierarchy, i.e. young workers and senior 
managers. 

Figure 6: Most global and Hungarian CEOs plan to increase headcount

Question:   How is your company’s headcount in Hungary expected to change over the next  
12 months?

Question:   Would you say, in general, that nowadays it is easier, more difficult or just as 
difficult to hire suitable new employees in your industry compared to a year ago? 

Question:  Which of the following groups constitute the greatest challenge in terms of hiring 
workforce? 

Easier

Unchanged

More difficult 33%

38%

25%

Heads of foreign
 subsidiaries

Senior
 management team

Younger workers

High-potential
 middle managers

Skilled production workers 41%

29%

18%

14%

4%

More than
 10% increase

5–10% increase

Less than
 5% increase

Unchanged

Less than
 5% decrease

5–10% decrease

More than
 10% decrease

1%

7%

4%

41%

16%

20%

10%

Rate of respondents

Rate of respondentsRate of change
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Retaining talent and middle managers is 
equally problematic for all of the Hungarian 
companies surveyed. Compared to two years 
ago, younger workers who are members of 
Generation Y now have a bigger share in this 
category. Fifty-nine percent of Hungarian 
CEOs are concerned about talented youth 
leaving Hungary, and 45% named developing 
and supporting a skilled labour force as one 
of the top three government priorities. The 
overwhelming majority of CEOs recognised 
the need for change in talent retention. Nearly 
half of the Hungarian companies surveyed 
have started or are planning to start changes to 
talent strategies. 



Threats and challenges – what 
are the CEOs’ main concerns?

As regards economic and political factors, both global and 
Hungarian CEOs remain concerned about the increasing 
tax burden, overregulation and the public deficit as 
potential threats to their organisations’ growth prospects. 

In addition to the increasing tax burden, overregulation 
and government measures intended to control the public 
deficit, Hungarian CEOs are also very concerned about 
exchange rate volatility. Two out of three respondents 
are nervous about local and industry-specific taxes and 
the uncertainty of economic growth. Hungarian CEOs 
show the least concern for inflation: the rate of inflation 
is at record low levels as a result of base rate cuts and the 
government-mandated reduction in household utility 
costs.

It is revealing that Hungarian CEOs are less concerned 
about business threats than about economic and policy 
threats. Half of CEOs perceive the shortage of key skills 
as a business threat, and believe that the operation of 

Figure 7: Measures taken by governments top the list of threats both in Hungary and globally
Question:  Please find below a list of potential economic and policy threats to your organisation’s growth prospects.  

How concerned you are, if at all, about each of these?* 

* Percentage of respondents who are concerned about the threat in question.

Hungary

Inflation

Inadequate basic infrastructure

Slowdown in high-growth markets

Lack of stability in capital markets

Continued slow or negative growth
in developed economies

Talent move out of the country

Uncertain or volatile economic growth

A new local industry-specific tax category
that will have an impact on your business

Exchange rate volatility

Government response 
to fiscal deficit and debt burden

Overregulation

Increasing tax burden75%

74%

74%

74%

66%

65%

59%

57%

48%

35%

23%

18%

Global

70%

72%

71%

61%

N/A

N/A

N/A

71%

59%

65%

47%

N/A

businesses is hampered by a general lack of trust. Nearly 
as many CEOs say that corruption and volatile, high 
raw material costs threaten their business. Supply chain 
disruptions, the difficulties of financing growth, and rapid 
technological change are at the bottom of CEOs’ lists of 
potential threats to their organisations.

Global CEOs are equally worried about a slowdown 
in the emerging economies and sluggish growth in 
the advanced economies. A shortage of 
professionals, exchange rate volatility, and capital 
market instability are also leading causes for 
concern. However, only less than half of CEOs 
perceived as risks such current topics as threats 
caused by technological development, including a 
lack of data security and rapid technological 
change.

Increasing burdens and over-regulation



3rd Hungarian CEO Survey 17

Global trends in taxation

Both global and Hungarian CEOs are doubtful 
about the success of tax reform in the next few 
years.

Trends in the international tax environment 
such as the globalisation of business, increasing 
competition among countries for tax revenues, 
and the increasing proportion of company 
assets that are made up of intangibles such 
as brand names, software and know-how, 
require tax systems around the world to be 
updated to meet modern needs. According to 
a recent report published by PwC, corporate 
income taxes have steadily decreased in recent 
years, and labour costs (which make up the 
largest share of companies’ tax payments) have 
stabilized and become more predictable.

Globally, governments continue to push 
forward with tax reforms in order to create a 
balance between maintaining tax revenues 
and facilitating growth in the economy. As 
in the previous two years, the most common 

Figure 8: CEOs seem to agree that the international tax system is in need of substantial reform 
Question:  Looking specifically at tax policy and administration, to what extent do you agree or disagree with the following statements? 

It is appropriate for tax authorities 
around the world to share freely 

information they have on companies 
amongst themselves

Government tax policy and the 
competitiveness of local tax 

regimes are key factors in my 
organisation's decisions about 

where to operate

The current international tax 
system has not changed to reflect 

how multinational corporations 
operate today and is in need of 

reform

Sufficient consensus will be 
achieved amongst members of 

the G8/G20 and OECD to 
achieve substantial reform of 
the international tax system in 

the next couple of years

11%39%

26%

43%

63% 64%

57%

58%

Global

Hungary

tax reform in 2013 was the introduction and 
development of an online system for filing 
tax returns electronically. Modernising 
payment systems means greater transparency 
and simpler operation, and allows many tax 
authorities to fight against the black economy 
more effectively.

The majority of Hungarian CEOs agree that the 
international tax system must be improved in 
several areas, and needs to be reformed in order 
to adapt it to the operation of multinational 
companies. Although they support reform, 
they do not believe it will succeed: only 11% of 
Hungarian CEOs think that the efforts made 
to reform the international tax system will be 
successful in the next few years. Most CEOs 
voice no reservations about the cross-border 
activities and information-sharing of tax 
authorities: they think the sharing of company 
information between the tax authorities is 
justified.



Threats and challenges – what are the CEOs’ main concerns?

As is the case globally, Hungarian CEOs also 
believe that there is still room for improvement 
in the domestic and international tax system 
from the perspective of competitiveness and 
efficiency. 

A quarter of Hungarian CEOs say taxes and 
other charges have been an impediment to 
their organisations’ competitiveness. According 
to the survey, two out of three CEOs are 
concerned about local and industry-specific 
taxes, and continue to perceive the regulatory 
environment as unpredictable. It is not 
surprising that the CEOs of financial services 
companies are even more worried about the 
introduction of additional special taxes that 
affect their business. 

Of the CEOs participating in the survey, 61% 
say that they paid more taxes in the past 
12 months than in the preceding year. This 
percentage somewhat decreased compared 
to last year’s survey. Expectations concerning 
taxation show a similar trend: fewer CEOs 
think they will pay more taxes in 2014 than in 
the previous year. This is partly because the 
2014 tax changes hold no surprises: they rather 
include additions and refinements. However, 

Bigger emphasis on the 
righteous, transparent 
and coherent execution 
of current regulations. 

Obvious and long-term 
regulations.

Government should 
ensure that social 
advantages exceed the 
company’s emerging 
costs caused by the 
regulations.

the growth in tax revenues is not simply driven 
by changes in tax regulations: it may also result 
from the growth of businesses, which is another 
reason for optimism.  

As regards expectations concerning the 
regulatory environment, a top priority for 
Hungarian CEOs is that the government should 
put more emphasis on enforcing the existing 
regulations in a fair, transparent and consistent 
manner. The second on CEO’s lists is the need 
to ensure regulations are clear and designed 
for the long term. The third most important 
need concerning the regulatory environment is 
that the government should ensure the benefits 
to society outweigh the costs of regulation to 
businesses. 
 

Priorities of 
Hungarian CEOs

1.
2.

3.

Concerns over unpredictable tax burden
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Which global trends 
will transform  

the business world?



Three trends that CEOs think 
will transform their businesses

For the future, both global and 
Hungarian CEOs expect three major 
global trends – rapid technological 
advances, demographic changes, and 
shifts in economic power – which 
will have a major impact on their 
businesses. 

Of course, these trends aren’t new. 
What has changed is the pace at 
which they’re unfolding – and the 
way they’re colliding to create a 
completely different economic 
and social environment. There are 
new opportunities for growth and 
innovation, but only companies that are 
able to capitalise on these changes will 
prevail. 

Two-thirds of Hungarian CEOs perceive 
technological advances to be relevant to 
their companies. The most significant 
changes in this field are brought about 
by the digital economy, social media, 
mobile devices and big data. The 
digital revolution has given birth to 
a new generation of consumers who 
want ever more accessible, flexible and 
customised products and services. They 
expect to move seamlessly between the 
physical and virtual worlds, and they’re 
prepared to disclose quite a lot about 
themselves to achieve their desires.

Figure 9: The most significant global trends 
Question:  Please rank the top three global trends from the following list, which you believe will 

transform your business the most over the next ten years. 

Hungary

Global

81%
Technological 

advances
Shift in

global economic
power

59%
Demographic

shifts

60%

62%
Technological 

advances
Shift in

global economic
power

51%
Demographic

shifts

52%

 
The shift in global economic power 
and demographic changes affect half 
of Hungarian companies. The global 
population is rapidly expanding, but 
this growth won’t be uniform. And 
since work is what generates wealth, 
demographic changes will have a 
huge bearing on future consumption 
patterns as well.

As incomes in the emerging economies 
rise, so is the middle class expanding. 
On the negative side, unemployment 
and resource shortages could be 
exacerbated. The business community 
won’t be divorced from such problems. 
Companies that come up with 
innovative solutions to new challenges 
will earn more revenues and more 
trust.

A quarter of Hungarian CEOs believe 
urbanisation and environmental 
factors such as resource shortage 
and climate change will impact their 
business, in addition to the top trends. 

Most Hungarian CEOs identified the 
top three trends mentioned above as 
the most significant for the future. 
Responses differ by industry: while the 
CEOs of telecoms and IT companies 
expect technological advances to 
have the greatest impact, CEOs of 
financial sector companies believe that 
demographic changes will be the most 
transformative. 
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The “next big thing”: revolutionary 
changes in business both in Hungary 
and globally
With immediate pressures easing, CEOs are gradually switching from 
survival mode to growth mode. The changes they’re making within 
their organisations now have less to do with sheltering from economic 
headwinds and more to do with preparing for the future. These changes 
are already happening, and will continue to unfold. 

Most of the CEOs surveyed expect that technological innovation 
will bring about sweeping changes. Rapid digital communication, 
surging mobile data traffic, the widespread use of e-commerce, cloud 
computing and the big data technology boom are also creating numerous 
opportunities. Companies that get to grips with big data will most likely 
leapfrog their competitors in the market over the next few years.

Technological
 advances

 and product
 innovation

Technological
 advances

 and product
 innovation

Change in
 consumer behaviour

Govermental, 
economic policies

Environment protection, 
sustainable development, 
renewables

19%

12%

10% Social changes6%

40% Supply chain6%

Global

Change in
 consumer behaviour

Govermental, 
economic policies

Environment protection, 
sustainable development, 
renewables

21%

18%

11%
Social changes6%

26%

Hungary

The Hungarian 
Association  
of Executives on  
global trends

CEOs assess the strong impact of global 
developments on Hungarian companies 
according to their importance, and they 
know that adaptability is necessary 
for successful management. They also 
know that these trends are long-term, 
and they need to take measures that will 
determine their operations for decades 
to come.

CEOs sense the transition from 
an industrial economy towards a 
post-industrial economy, which is 
characterised, among other things, by 
rapid technological change. Addressing 
the lack of resources, which many CEOs 
highlighted, could be key to improving 
Hungary’s competitiveness.

Efficient talent management, innovation, 
and growing the customer base are all 
adequate responses to the challenges 
described by CEOs. However, there is a 
contradiction between the facts that on 
the one hand only 2% to 7% of CEOs said 
that their organisations are unprepared 
for the changes, and on the other hand 
only every third CEO reported that they 
are implementing programs to adapt to 
the changes.

The shift in focus from short-term to 
longer-term planning shows optimism, 
and, if successful, allows companies 
to adapt their business strategy and 
operation to global, long-term trends 
more easily.

Respondents emphasized the importance 
of creating a framework for sustainable 
growth and the use of information for 
supporting economic development, 
which shows that Hungarian CEOs are 
aware of the most important factors of 
business success.

Figure 10: Keys to success: technological advances and innovation 
Question:  In your view what is the next big thing which you think will impact your 

business? (What development will revolutionise society, business or your 
industry in the next 10 years?) 



Preparing for the future: 
what to expect in business?
The optimism some CEOs display stems mainly from last 
year’s positive market changes. The markets in question and 
where CEOs see opportunities for growth will determine 
the future of their businesses. In looking for growth in 
geographic markets, both global and Hungarian CEOs tend 
to focus increasingly on their traditional target markets.

While last year’s survey showed that the most preferred 
markets were the BRICS and the emerging economies, this 
year global CEOs look with waning enthusiasm to these 
countries, and they think Germany and the UK now look 
more promising than some of the BRICS markets.

In Hungary, exports to Germany are just as important as last 
year – 25% of Hungarian CEOs see opportunities for growth 
in this area, the same number as in last year’s survey. At 
the same time, almost every country bordering Hungary is 
perceived as twice as important with regard to Hungarian 
companies’ prospects for growth.

Another important factor in preparing for the future is 
business competitiveness. The majority of Hungarian and 
global companies plan to prepare for global trends by 

focusing first on their customer growth and talent retention 
strategies. In addition to these strategies, most Hungarian 
CEOs are also open to doing business in new ways: more 
than half of them aim to develop their technologies and 
restructure their organisation, change their R&D functions 
and channels to market, and are exploring new ways of 
analysing and managing data. Automotive companies place 
more emphasis on investing in production capacity, while 
financial services companies focus more on their client base, 
channels to market, and mergers and acquisitions. 

However, both the global and Hungarian surveys show 
that these ambitious plans are still far from being realised. 
Relatively few CEOs have already started the changes 
they’re planning in these key areas. So what’s holding CEOs 
back? One factor may be concern that a newer technology 
could negate their efforts. What’s the key to success 
in this situation? Based on the global survey, the most 
successful CEOs are focusing on breakthrough innovation, 
putting disciplined innovation techniques in place, and 
collaborating much more actively both within their 
companies and externally. 

25%
 25% 9% 9% 

21% 
10% 

14% 
6% 

 
 9% 6% 

7% 7% 

2013
 

2012

13%
6%

 

Figure 11: Hungarian and global CEOs focus increasingly on traditional target markets 
Question:  Which three countries, excluding the country in which you are based, do you consider most important for your overall growth prospects  

over the next 12 months?
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Of the CEOs who place high importance on preparing 
for global trends, there are very few who feel their 
organisations are unprepared for the changes, although 
many CEOs were unable to or refused to comment on this 
issue. In both global and Hungarian CEOs’ views, Finance 
and the Executive are best prepared for changes. In the 

global survey, these areas are followed by Risk Management 
and Marketing, in the Hungarian survey, by Sales and 
HR. Nearly two-thirds of Hungarian CEOs are currently 
planning up to three years ahead. Half of CEOs want to look 
further out, and only a third are satisfied with their current 
planning time horizon.

Figure 12: Hungarian CEOs are planning innovative changes in customer growth and retention,  
and in organisational structure/design
Question:  In order to capitalise on global trends, can you tell me to what extent you are currently making changes, if any, in the following areas?

Recognise 
need to change

Developing strategy 
to change

Concrete plans to implement 
change programmes

Change programme 
underway or completed

% %

Hungary Global

4 9 16 35 10 19 27 35

4 9 11 37 7 21 25 35

6 7 14 27 8 16 17 33

12 11 21 28 12 22 27 32

14 9 23 7 14 21 30

12 9 9 23 13 22 24 27

4 12 9 21 10 21 19 24

6 7 16 26 12 21 26 28

6 7 8 13 13 24 20 21

5 14 4 9 13 12 17

4 11 18 41 9 20 28 34

10 23 23 254 11 13 23

Customer growth 
and retention strategies

Talent retention strategies

Technology investments 

Organisational structure/design

Use and management of data and data analytics

Corporate governance

R&D and innovation capacity

Channels to market

Supply chain

Investment in production capacity

M&A, joint ventures or strategic alliances

Location of key operations or headquarters

Figure 13: In CEOs’ views, Finance and Executives are best prepared for changes
Question:  Thinking about the changes you are making to capitalise on transformative global trends, to what degree are the following areas of your 

organisation prepared to make these changes?

Hungary

Global

Finance,
controlling

42%

56%

Sales

32%

37%

Customer 
service

25%

34%

R+D

23%

28%

IT

21%

35%

Senior executives, 
board member

50%

37%

HR

34%

35%

Procurement 
and sourcing

33%

34%

Marketing/brand 
management

37%

28%



Corporate responsibility
Image boosting or value 
creation? 

Global economic and social trends, and global 
environmental issues are clearly reflected in 
companies’ attitudes to sustainability and 
corporate responsibility. Companies’ corporate 
responsibility (CR) activities and programmes 
are primarily driven by a strengthening client 
focus, efforts taken to retain employees, 
regaining consumer and client confidence, or 
talent management for the new generation.

Corporate responsibility has changed 
considerably during the past few years. The 
interpretation, treatment and target groups of 
corporate responsibility still vary among the 
companies.
 
Although most companies surveyed maintain 
some form of a sustainability or corporate 
responsibility programme, this is still not a 
determining factor in companies’ long-term 
business strategies and missions. Structured 
CR programmes and medium-term visions 
are primarily present in companies that are 
engaged in any of the polluting industries, 
such as the automotive or energy industry, 
or an industry with CR as a specific feature, 
e.g. the telecommunications sector. Some 
larger providers of financial services have also 
adopted a stronger CR approach during the 
past few years. This is not surprising as the 
economic crisis and the consequential lack of 
trust mainly hit companies operating in this 
sector.

CR initiatives are targeted at a wider range of 
beneficiaries and the order of importance of the 
different initiatives has changed. Almost 80% 
of the executives say this year that in addition 
to non-profit organizations, local communities 
and investors, they are focussing mainly 
on customers, followed by the government 
and regulators, the new generation and the 
employee group that plays the most important 
role in the company’s internal operations.

Figure 14: Most industries are engaged in corporate responsibility

It’s important for us to measure and try to reduce our environmental footprint. 

Measuring and reporting our economic, social and environmental impacts  
contributes to our long-term success.

81%
Yes

19%
No

70%
Agree

58%
Agree

81%
Yes

19%
No

70%
Agree

58%
Agree

81%
Yes

19%
No

70%
Agree

58%
Agree

Question:  Does your company have any CR and/or sustainability initiatives in place in 
Hungary? 
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Figure 15: CEOs are focusing more heavily on the clients
Question:  Are you more or less focused on the following stakeholders 

compared to the previous year?

The percentage of Hungarian companies thatare focusing more on 
the stakeholders below

Local communities

Providers of capital
 (e.g. creditors and investors)

Representatives of
 environmental organizations

Non-profit organizations

The media

Users of social media

Suppliers 

The next generation

Employees (including trade
 unions/work councils)

Government and regulators 

Customers and clients 72%

46%

43%

43%

38%

30%

28%

21%

20%

18%

17%

Figure 17: CR is not only about classic donation…
Question:   Which areas do your CR and/or sustainability initiatives  

focus on? 

Figure 16: The objectives and drivers of CR activities are still 
showing examples and executive commitment
Question:   What is the goal of CR initiatives at your company?

57%

54%

44%

38%

37%

25%

21%

17%

17%

16%

9%

7%

3%

2%

2%

17%Other

Avoiding fines imposed by the authorities

Following competitors;
 typical in the industry

Cost savings

Risk management: to avoid or reduce
 criticism by the media, NGOs,

 and other stakeholders

Pressure from the parent company

Makes it possible to innovate

Improving the company’s performance

It helps in reaching out to
 Generation Y, and makes it easier to hire

 talented professionals

It is a good tool for company
 stakeholder management

Sustainable development is
 a key element of the company’s strategy

Increasing the loyalty of stakeholders,
 primarily employees and consumers/clients

PR tool

Building company reputation

Executive commitment

Showing example
65%

58%

44%

43%

39%

39%

37%

34%

33%

32%

31%

27%

25%

17%

18%Other

Improving relations with the government

Supporting healthcare in Hungary

Ensuring equal opportunities within the company

Initiatives facilitating social
 integration and equal opportunities

Supporting educational institutions

Support within the scope of professional competence

Climate protection, global warming.
 Active support of other environmental issues

Promoting culture

Talent management
 (scholarships, talent management programmes)

Supporting mass participation sporting events in Hungary
 (Olympics, world and European championships, etc.)

Volunteer programmes
 and voluntary work

Training employees

Employee health improvement
 and preservation

Classic donations to those in need
 / with disadvantages

The content of the CR initiatives of companies operating 
in Hungary is determined by the targeted recipients. 
Employee health promotion programmes, and initiatives 
aimed at employee learning and development are becoming 
increasingly popular. Initiatives taking the form of classical 
donations and volunteering are still typical.

Because of the crisis, CEOs are more careful in deciding which 
CR initiatives they will spend money on. Cost optimisation 
efforts result in the following two trends: internally, 
companies’ CR activities focus on the development and 
reproduction of their own workforce; among external CR 
activities professional volunteering plays an increasingly 
important role as an alternative to classic donation.

To resolve the contradiction that companies’ CR activities 
might imply, the usual question arises: What drives CR 
activities? For almost all companies, the key drivers are 
responsible management, executives’ commitment and leading 
by personal example, however, nearly 50 per cent of the 
respondents mention company reputation, and CR as a tool to 
strengthen employees’ and customers’ loyalty. 



CEOs know that the three main global trends 
mentioned above, i.e. technological advances, 
demographic changes and economic shifts are 
reshaping the world economy. Most of them 
recognise the need for change and respond in 
some fashion. Still, relatively few CEOs have 
already started specific programmes to make 
these changes. Why? On the one hand, CEOs 
are naturally wary, after coping with the worst 
economic crisis for 80 years. On the other hand, 
the sheer magnitude of these trends may justify 
a slower response from executives. Yet, those 
who wait and see, and are not willing to get 
prepared will inevitably be side-lined. 

Which skills do CEOs need most to cope with 
the current situation? They need both creativity 
and a system-oriented approach to capitalise 
on global trends. CEOs must be able to manage 
a multigenerational, multicultural workforce 
and satisfy the needs of consumers that require 
higher standards and have more disparate and 
changing needs than ever before. With growth 
remaining the primary objective, they must also 
bear the interests of society in mind, without 
compromising on traditional values like quality 
and integrity.

Nowadays, CEOs must adopt multiple 
planning horizons and plan for a week, a 
year or even more than five years. They must 
also be able to assess their activities across 
social, environmental, fiscal and economic 
dimensions. They must be able to balance the 
interests of different stakeholders, rather than 
focusing solely on investors, employees and 
customers. 

Managing the current global trends poses an 
especially big challenge to CEOs because they 
require a hybrid, sometimes contradictory set 
of leadership skills to preserve existing values 
while being open to changes. CEOs must be 
able to run the business of today while creating 
the business of tomorrow. The key to success 
is a hybrid leader capable of creating a balance 
between keeping old values and responding to 
new trends, and thus operating in a way that is 
sustainable in the long run.

The aim:  
finding the right balance 
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The key to success 
is a hybrid leader 
capable of creating 
a balance between 
keeping old values 
and responding to 
new trends, and 
thus operating in  
a way that is 
sustainable in the 
long run.

Figure 18: 
The challenge: CEOs need to understand 
the full impact of their company’s activities 
while balancing the interests of different 
stakeholders

Source: PwC



This is the third year PwC has prepared the 
Hungarian CEO Survey. The basis for the 
survey is provided by the PwC Annual Global 
CEO Survey, in which, in addition to the CEOs 
of global companies, leaders of Hungarian 
businesses have also been polled in phone 
interviews for 17 years on present challenges 
and future prospects. The aim of the research 
we conducted in parallel to the global survey is 
to give a more comprehensive picture of what 
Hungarian business leaders think, how they see 
the market, and what expectations and growth 
opportunities they have.

In the Hungarian survey, we used personal data 
collection: PwC’s experts interviewed the CEOs 
of 141 Hungarian companies between October 
and December 2013. During the interviews, 
we collected quantitative data by means of 
questionnaires. We contacted companies 
that PwC industry groups selected from the 
automotive, pharmaceutical and health, energy, 
retail and consumer industries, financial 
services, telecommunications and media, and 
industrial production. For our analysis, we 
considered privately owned, non-state-owned 
and non-listed companies, in which the owners 
or their direct trusted representatives are 
involved in day-to-day operation, separately. 

One-third (31%) of the companies surveyed 
are based in Hungary, while the remaining 
two-thirds are headquartered abroad. Two-
fifths (41%) of respondents carry out business 
activities only in Hungary; half (50%) are 

active both in Hungary and in foreign markets; 
and nearly one-tenth (8%) only operate abroad. 
Companies with revenues of up to HUF 9.99 
billion, between HUF 10 and 49.99 billion, and 
over HUF 50 billion represented a nearly equal 
share of the companies we analysed. 

The survey mainly covered the general 
evaluation of the current state of the economy, 
confidence in growth (changes within the 
market and the company, the most important 
factors influencing competitiveness); global 
trends, risks and threats; stakeholder relations 
and corporate social responsibility; tax policies 
and the regulatory environment; and global 
trends in tax policy.

Our analysis uses views and recommendations 
of PwC experts, and the conclusions of the 
study prepared on the basis of the Annual 
Global CEO Survey. 

Comments: The figures indicated on the charts 
do not add up to a total of 100% in every case, 
as we rounded up percentage data and did 
not include the answers “Neither agree nor 
disagree” and “Don’t know” in our calculations. 

Survey methodology 

If you have any questions regarding 
our survey, please contact us:  
pwchungary.ceo@hu.pwc.com



www.pwc.com/hu/ceosurvey
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