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CHAPTER 3:
The 

investor
perspective 
– stability, 
growth and 

local 
integration

3 Portuguese firms are 
among Top 20 corporate 

tax payers in Poland. 
Together they are 
responsible for

WHAT MAKES PORTUGAL A UNIQUE 
BUSINESS PARTNER FOR POLAND?
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balance remains favorable for Poland, exceeding 
EUR 800 million last year.

The figures presented are more than just statistics. 
Behind them stand numerous companies, 
products, human resources, and business 
relations. They clearly show that over the past 20 
years, Poland and Portugal have built a dynamic 
‘trade bridge’ that has not only

1
Polish-Portuguese economic 
ties: growth and impact

1.1. Polish-Portuguese trade relations

EUR 1.9 bn
the value of Polish goods exports to 
Portugal in 2024

EUR >800mn
Poland’s goods trade surplus with 
Portugal

Source: Eurostat

Poland–Portugal trade: grom growth to scale

When Poland and Portugal began to strengthen 
their economic ties in 2004 within the framework 
of their joint EU membership, the annual value of 
trade in goods between the two countries 
amounted to only around EUR 550 million. Over
the following two decades, however, this 
cooperation gained real momentum. By 2024, 
trade had increased more than fivefold, 
approaching EUR 3 billion.

In this relationship, Poland is a net exporter, which 
is hardly surprising given the significant difference 
in population and economic potential between the 
two countries. In 2024, the value of Polish exports 
to Portugal reached nearly EUR 1.9 billion, 
compared with a modest EUR 0.4 billion two 
decades earlier. Since 2012, exports have grown 
at an impressive average annual rate of around 
12%. Portugal has also been gaining 
importance as a supplier to the Polish market 
(with imports from Portugal increasing more than 
sixfold over the past 20 years), but the trade

Economic relations between Poland and Portugal are highly dynamic and 
already well-developed, considering the significant geographical distance 
between the two countries. Exports of goods to Portugal are among the 
fastest-growing of Poland’s key export destinations, with Polish producers 
already ranked among the leading suppliers to this market. At the same 
time, the value of foreign capital invested in Poland by Portuguese 
companies places them among the largest foreign investors in the country.
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year for over 4% of total foreign sales, ranking just 
below the top three export destinations. In 
several other sectors, Portugal’s share in Polish 
exports approaches 1%, which usually places it 
towards the end of the second or the beginning of 
the third ten of foreign markets.

These include, in particular, articles of base 
metals (CN 83), selected segments of the agri- 
food industry (processed food products, meat 
products, cereals, tobacco products), as well as 
the automotive sector (87).

Important market, among others, for Polish 
producers of certain chemicals

In certain product areas, Portugal accounts for a 
somewhat larger share of the total foreign sales 
of Polish producers. Among the significant
categories of Polish exports (where total export 
value exceeds EUR 1 billion), special attention 
should be paid to CN 38 – miscellaneous chemical 
products, which include many chemicals with 
specialized applications. In this specific case, 
Portugal accounted in the past

.

* The analysis covers CN classification chapters where the total value of Polish exports exceeds EUR1 bn 
Source: Eurostat

The role of the Portuguese market in Polish exports – categories with the highest share in 2024*
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38 - Miscellaneous chemical products 83 

- Miscellaneous articles of base metals 21 

- Miscellaneous food preparations

02 - Meat and edible offal

10 - Cereals

87 - Automotive products

24 - Tobacco products

42 - Leather articles

09 - Coffee, tea, spices

84 - Machinery and equipment

85 - Electrical equipment

69 - Ceramic products

32 - Paints, varnishes, dyes and pigments 

30 - Pharmaceuticals

34 - Soap and household chemicals

72 - Cast iron and steel

89 - Ships and boats

Total goods

Portugal’s share in total 
Polish exports

Portugal’s position among 
Poland’s export markets
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Polish companies are strengthening their 
position among Portugal’s external suppliers

Polish exporters’ improving performance in the 
Portuguese market is evidenced not only by the 
strong growth dynamics of goods sales to this 
destination, but also by Poland's consistent 
advancement in the ranking of Portugal’s largest 
suppliers.

Back in 2009, Poland ranked only in the third ten of 
Portugal’s key import sources, with a share of just 
0.6%. By last year, however, this share had 
nearly tripled, and Poland is increasingly 
positioning itself as a contender for a place in the 
top ten countries supplying goods to Portuguese 
companies and consumers.

1.3. Is Poland important player in the Portuguese market?

Goods: Leading foreign suppliers 
to Portugal in 2024
(percentage shares)

33,1%

11,3%

7,2%

5,6%

5,2%

4,8%

3,5%

3,1%

2,2%

1,8%

1,7%

Spain

Germany

France

Netherlands

Italy

China

Brasil

Belgium

USA

Ireland

Poland

Source: Eurostat

The role of Poland in Portugal’s goods imports

0,7% 0,6%
0,9%

1,3%

1,7%

2004 2009 2014 2019 2024

Share in total imports

Position among foreign suppliers

21 21 17 12 11

Such significant progress reflects the deepening 
of economic relations between the two 
countries. These positive trends are driven not 
only by the tangible competitive advantages of 
Polish companies, but also by existing capital 
links, including the presence of Portuguese 
investors in Poland.

In 15 years, Polish exporters have 
nearly tripled their share in the
structure of suppliers to the 

Portuguese goods market. Poland is
increasingly becoming an

important production base
for Portugal.

Poland’s share and position in Portugal’s 
goods imports, 2004–2024
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Poland among TOP 10 export markets for 
Portugal

Poland, as a large and fast growing economy as 
well as a dynamic consumer market, has been 
attracting increasing attention from Portuguese 
exporters. At the time of its accession to the 
European Union in 2004, Poland played only a 
marginal role, absorbing just 0.5% of Portuguese 
merchandise exports and ranking as the 23rd 
foreign market. Over the past two decades,
however, business  relations  between 
Portuguese companies and their Polish
counterparts  have developed far  more 
dynamically than with other destinations. During 
this period, Poland’s share in Portugal’s exports

1.4. Increasing importance of the Polish market in Portugal’s exports

has tripled, elevating it into the group of Portugal’s 
most important trading partners, alongside the 
largest EU economies, UK, USA, and neighboring 
Morocco.

A key factor contributing to the dynamic growth of 
Portuguese exports to Poland has been the
presence of major Portuguese investors in the 
country, particularly in sectors that provide a 
strong foundation for bilateral cooperation, such 
as retail and finance. At the same time, the rising 
importance of the Polish market from the 
perspective of Portuguese companies is also a 
tangible reflection of Poland’s economic success 
and the growing purchasing power of its citizens.

Goods: TOP 10 export markets 
for Portugal in 2024
(Percentage shares)
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Source: Eurostat

The role of Poland in Portugal’s goods exports

Poland’s share and ranking in Portugal’s goods 
exports, 2004–2024
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Share in total exports

Position among exports markets
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21



Poland is also gaining importance as a 
destination market for Portuguese services

High dynamics of Portugal’s exports to Poland 
can be observed not only in trade in goods but also 
in the sale of services. Although Poland is not yet a 
key market in this respect (ranking only 16th with 
less than 1% share of Portugal’s total service 
exports), in recent years it has also gained 
considerable importance as a recipient market for 
Portuguese companies.

Above all, the growing affluence and changing 
consumer habits of Poles are translating into rising 
demand for foreign tourism services. Portugal 
ranks among the leading holiday destinations, 
and the tourism sector, together with the 
associated real estate industry, remains one of the 
driving forces of the Portuguese

economy – particularly now, as tourism demand 
has strongly rebounded after the COVID-19 
pandemic.

According to data from Statistics Portugal, the 
country welcomed a record number of
around 29 million international touristslast y e a r . 
Polish visitors accounted for about 2% of all 
foreign guests staying in Portuguese 
accommodation facilities, with their total number 
47% higher than in 2019.

Services: Poland compared with the TOP 10 
export markets of Portugal in 2023
(Percentage shares)

Source: UNCTAD

The role of Poland in Portugal’s services exports

Poland’s share and position in Portugal’s 
service exports, 2011–2023

0,5% 0,5%

0,7%

0,5%

0,8%
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Share in total exports

Position among exports markets

21 25 18 21 16

409 k
tourists from Poland visited Portuguese 

accommodation establishments in 2024. 
This placed Poland in a high 11th position 

among foreign visitors.
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Direct investment of Portuguese companies in Poland

* According to the criterion of the parent company's headquarters. Excluding investments of foreign companies 
controlled by Polish entities.
Source: National Bank of Poland

Change vs 2017
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Cumulative value of investments by Portuguese 
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companies are 
among the top 
fifteen largest 
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Colep Consumer Products is a multinational company setting the pace in the beauty and personal care 
industry, offering integrated manufacturing solutions and innovative design concepts through its Beautyvibe 
portfolio. With industrial sites in Mexico, Poland, and Portugal, the company operates a global platform that 
delivers efficiency and consistency to leading brands.

The company’s largest facility is located in Kleszczów, a strategic site that plays a central role in Colep 
Consumer Products' global operations. This unit, with more than 20 years of activity since its opening in 
2002, specializes in aerosol production (under-arm products, hair styling formats, sun care and grooming 
solutions), while also supporting a substantial liquids & creams operation, covering a wide range of beauty 
creams, lotions and perfumes.

With an annual capacity of more than 250 million units, this factory combines scale with versatility, allowing 
the company to deliver both high-volume manufacturing and tailored solutions for its partners.

The Kleszczów industrial site also hosts a dedicated R&D Laboratory, reinforcing the company’s commitment 
to continuous innovation. Research, formulation development and technical validation take place in close 
collaboration with the production teams, ensuring that concepts move efficiently from idea to market. 
Innovation is deeply embedded in Colep Consumer Products’ culture: in Portugal, the company strengthens 
this mindset through its Innovation Hub, which connects strategic thinking, creativity, and technology.

This forward-looking approach also shapes how CCP operates its industrial sites, ensuring that innovation 
extends beyond products and processes to include corporate social responsibility, ethics, and long-term 
sustainability.

In this context, the Kleszczów facility has taken a remarkable step in strengthening its position as a 
benchmark for sustainable industrial practices. In November 2025, the site achieved the Platinum EcoVadis 
Medal, placing Colep Consumer Products among the top 1% of companies worldwide evaluated for their 
sustainability performance.

This recognition reinforces the company’s reputation as a sustainability-driven organization and highlights 
the dedication, collaboration and expertise of the teams in Kleszczów, who consistently work to enhance the 
site’s impact and overall performance.

Beyond processes, technologies, and sustainability, it is the people at Colep Consumer Products who bring 
all sites to life. The facilities thrive thanks to multidisciplinary teams, continuous learning, and collaboration.

Employees are empowered to innovate, uphold the highest standards, and contribute to both local and global 
initiatives. Their dedication ensures that Colep Consumer Products continues to deliver quality, responsible, 
and forward-looking solutions, proving that people remain at the heart of every achievement.
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Biedronka – 30 Years of Shared Growth with Poland

When Biedronka opened its first stores in Poland in 1995, the country was in the midst of a historic 
transformation from a centrally planned system to a modern market economy. Over the past three decades, 
Poland has become one of Europe’s most notable economic success stories: GDP per capita (PPP) has risen 
from around 40% to more than 80% of the EU-15 average – and Poland was the only EU country to avoid recession 
during the 2008–2009 financial crisis.

Biedronka’s history is inextricably linked with this transformation. The chain has grown in step with the Polish 
economy and has actively contributed to its progress. Today, more than 3,800 Biedronka stores are not only 
places for everyday shopping – they are local anchors of entrepreneurship, employment, and trust.

A Driver of Growth and Employment

Since 2008, Biedronka’s real sales have increased more than 4.5-fold – twice as fast as Polish households’ 
spending on food. Around two-thirds of this growth comes from the expansion of the store network, with the 
remainder driven by increasing productivity in existing locations. For many years, Biedronka’s contribution to 
added value in retail has compensated for declines in other parts of the sector.

Biedronka is also one of Poland’s largest employers, responsible for approximately 35% of employment growth 
in retail between 2000 and 2024. Each store generates an average of 20–40 jobs, and its opening typically 
increases the local employment rate by 1–1.5 percentage points.

Equal Opportunities and Stronger Local Economies

For years, the company has maintained a transparent and egalitarian wage policy, consistently offering salaries 
above the statutory minimum and aligned across the country. This approach helps reduce regional disparities 
and supports labor market stability. In municipalities where Biedronka is present, residents’ incomes increase 
by an average of 3%, underscoring the chain’s positive influence on local prosperity.

Investment, Innovation, and Competitiveness

Against the backdrop of the Polish economy, Biedronka stands out for the scale of its investments and 
technological advancement. Its capital-to-labor ratio is up to 100 times higher than the retail sector 
average, driving high productivity. At the same time, the chain remains committed to its mission: delivering the 
best quality at the lowest price.

Since 2015, Biedronka has successfully limited food price growth, keeping it 25 percentage points below the EU 
average trend. Despite market consolidation, Poland remains one of Europe’s most competitive retail 
landscapes – with Biedronka at its core.

Responsibility for Society and the Future

Amid demographic, technological, and environmental shifts, Biedronka is deepening its role as a catalyst for 
positive change. An aging population and shrinking workforce accelerate investments in automation and flexible 
employment models, while the development of artificial intelligence supports logistics and data- driven 
decision-making.

In sustainability, the chain is tackling major challenges such as food waste – which amounts to 4.8 million 
tonnes annually in Poland – and emissions across the supply chain. Thanks to its scale, Biedronka sets 
standards for the entire market, from eco-friendly packaging to advances in energy efficiency.

Three Decades of Partnership

Biedronka’s thirty years in Poland represent a story far beyond retail. It is a narrative of partnership between 
Portuguese vision and Polish ambition, of the trust of millions of customers, and of shared progress toward a 
modern, resilient economy.

Today, Biedronka is not only the largest retail chain in Poland – it is a symbol of everyday quality, stability, and 
proximity. A brand that has grown with Polish families, continues to evolve, and looks confidently to the future.
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