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The article tackles the political and legal environment within the borders of the European Union (EU) member states. Determinants of the
political and legal environment of the European market were identified on two levels: (1) the framework, i.e. supranational European
political and legal conditions; (2) the classical political and legal environment of the EU member states. Afterwards, an analysis of
individual factors of the political and legal environment in the aforementioned levels was performed. Four legal areas in the EU states were
demonstrated: Roman, Anglo-Saxon, Germanic and mixed; three jurisdictional systems were identified: case law, continental and
Scandinavian law; and the legal framework of the Union was found to consist of primary legislation, secondary legislation and
adjudications of the Court of Justice of the EU. The problem of excessive duration of the administrative procedures, untimeliness and
incomplete transposition of directives into the national law of the member states was discussed. It was also brought to attention that the
diversity of laws and taxes is still a significant barrier to foreign operations of businesses in the EU internal market. It was also indicated
that the integration of European law enables economic entities to perform marketing activities in the European market in the form of 
a representative office or a foreign branch without legal entity. Finally, it was stated that the factors of the political and legal environment
are significantly unified in the supranational environment, while in the classical environment, there are some differences among the EU
countries, but they allow for the use of unified marketing concepts, e.g. the concept of euromarketing.
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Political and legal conditions of marketing activity of businesses in the european market

Introduction

The processes of transformation of the Polish economy, globalisation
and the accession of Poland to the European Union (EU) have contributed
to the increased interest of Polish businesses to expand into EU foreign
markets. Internationalisation requires adapting to the conditions on
foreign markets. The accession of Poland to the EU was an important
constituent in the internationalisation of Polish businesses. Thereafter,
many Polish economic entities launched their marketing activity on the EU
market. The entities engaging in the business activity on the EU-27 market
should take heed of the risk of foreign activity within the conditions of the
Euromarket, especially in the field of the macro environment. Factors
related to the political process of European integration and the unification
of EU law, regulations and procedures, as well as political and legal
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determinants occurring in individual EU member states, are particularly
important in the internationalisation process on the Euromarket. They
constitute the political and legal environment for the marketing activities
of entities on the said market.

In connection with the above, the aim of this article is to identify the
factors of the political and legal marketing environment for the activities of
businesses on the Euromarket, i.e. the political and legal conditions
resulting from the process of European integration and the political and
legal environment in the 27 EU member states. The methodology of the
article refers to indirect research methods based on a critical analysis of the
source literature and available data and information, a comparative
method as well as analysis and logical construction. 

The Macro Environment of the European Market — 
Theoretical Approach

The macro environment of the European market constitutes the
conditions determining the functioning of economic entities in a given area.
Within the activities on the European market area, there are factors
influencing the economic activity of businesses (including marketing
activities) on the markets of the countries making up the EU. It is
noteworthy that the authors differently divide the market macro
environment related to operations on foreign markets. Selected
classifications of the environment in marketing and international business
are presented below. In international marketing, Czinkota and Ronkainen
(2007, pp. 29–155) distinguish between cultural, economic, political and
legal environments and, indirectly, the international framework of trade
and politics. In turn, Terpstra and Sarathy (2000, pp. 33–151) list the
following elements of the environment on foreign markets: the world
economic environment, the economic environment of foreign markets, as
well as the cultural, political and legal environment. Another author, Jain
(1987, pp. 173–307), distinguished the economic, cultural, political and
legal determinants of the market environment. Albaum and Duerr (2011,
pp. 174–247) divided the foreign environment taking into account the
following two factors: the first — cultural environment, economic potential
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and competition (including cultural and sociocultural environment,
economic potential and competition); and the second — the administrative,
political and legal environment (including the role of government and
economic integration). In international business, Daniels, Radebaugh and
Sullivan (2004, pp. 42–138) distinguished between the cultural, political,
legal and economic environmenst.

Onkvist and Shaw (2009, pp. 105–241) divided (1) the environment into
the political, legal and cultural components and (2) consumer behaviour in
the international context into psychological and social dimensions. The
majority of Polish authors use similar divisions of the marketing
environment to those found in the foreign literature. Duliniec (2007, pp.
52–86) recognises economic and market-oriented, demographic,
sociocultural, political, legal and administrative, technological and natural
environments. Wiktor, Oczkowska and Żbikowska (2007, pp. 43–82) made
a division into the following environmental factors: demographic,
economic, political and legal, technical and technological, and natural and
cultural.

The political and legal environment constitutes the legal and political
framework for the activities of businesses. Political factors include the
activity of the local or state administration, political parties and
supranational authorities; all these organisations may have a different
impact on the conditions of doing business in different parts of the world,
sectors or countries (Rokita, 2005, p. 74). The political and legal
environment is shaped by state or supranational organisations,
consequently influencing the scope of decisions made by businesses. These
factors are considerably diversified in the framework of foreign business
activity within international marketing, e.g. with regard to political
stability, political systems, vast differences in legal regulations or existing
tariff and non-tariff barriers (Swoboda, Schramm-Klein & Halaszovich,
2022, p. 29).

The situation on the EU market is different, since the processes of
European integration, liberalisation, demonopolisation, regulation and the
elimination of tariff and non-tariff barriers, as well as unification of
standards and regulations (also in terms of political and legal environment
factors) have led to the creation of a single economic area known as the
Euromarket. In this context, it is important to define the concept of the
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said market, also known as the EU Internal Market, European Internal
Market, European Union Single Market or the European Single Market,
which is a transnational area without internal borders, similar to 
a territory of one immense state, with a high degree of economic
integration, ensuring uniform rights, obligations, market conditions, as
well as opportunities for businesses and consumers, based on the free
movement of goods, services, people and capital, which distinguish them
from other economic entities in Europe and beyond.

As Gierszewska and Romanowska (2009, p. 35) point out, one of the
significant trends observed in the world is the 'deregulation trend' — lifting
bans, restrictions, legal and customs barriers, etc., which create incentives
to internationalise the activities of businesses but also require economic
entities to meet global standards and regulations. The situation on the EU
Internal Market is comparable. In many political, legal and economic
spheres, the integration processes have led to demonopolisation,
liberalisation, introduction of European regulations and unification, e.g.
through the implementation of the European Single Market, including the
implementation of the free movement of goods, services, people and capital.

It allows many businesses a barrier-free access to foreign markets in EU
countries, which in turn creates incentives for economic entities to operate
in the European market. However, in many sectors, the EU still pursues
the policy of common regulations for all members of the union in order to
unify the Euromarket even further and to facilitate access to the EU
market, e.g. in telecommunications or energetics. EU regulations create a
supranational framework environment for the activities of economic
entities in this market. Therefore, it can be assumed that there is a two-
-dimensional political and legal environment in the indicated area (Komor,
2017. p. 107):

framework, i.e. supranational European political and legal conditions
present in all EU member states
classical, i.e. the political and legal environment in individual EU
countries.

Political and legal conditions can be differentiated according to the rules
of the political order and the economically important aspects of the legal
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system (Setzer, 2001, p. 31). The individual factors of the political and legal
environment on the planes of both framework and classical conditions are
discussed below.

The Political Environment of the Marketing Activities 
of Businesses on the European Market

The political environment of the EU countries is formed both by
elements related to both the political conditions associated with the EU
integration processes and to the determinants of the political environment
in individual member states. The political environment of the EU is shaped
mostly by the Union's institutions. The Treaty on European Union states
that 'the Union shall have an institutional framework which shall aim to
promote its values, advance its objectives, serve its interests, those of its
citizens and those of the Member States, and ensure the consistency,
effectiveness and continuity of its policies and actions' [Article 13 (1),
Treaty on European Union]. According to the Treaty, the institutions of the
Union are the following: the European Parliament, the European Council,
the Council of the European Union, the European Commission, the Court
of Justice of the European Union, the European Central Bank (ECB) and
the European Court of Auditors. The aforenamed institutions have
distinctive tasks, functions and prerogatives, as well as headquarter
locations in different EU countries.

The European Parliament is a co-legislator, sharing with the Council
the power to adopt and amend legislative proposals, participate in decisions
on the EU budget, oversee the work of the Commission and other Union
bodies and cooperate with the national parliaments of the member states to
take their views into account. The number of Members of the European
Parliament (MEP) may not exceed 705, and no country may have <6 or
>96 MEPs. The distribution of seats by member state has changed since
February 2020, when Great Britain left the EU (see Table 1). The largest
factions are made up of Christian democrats, social democrats and liberals
(together they have a majority in the European Parliament). In particular,
the MEPs are grouped into the following factions: European People's Party
(187), Progressive Alliance of Socialists and Democrats (148), Renew
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Europe (97), Identity and Democracy (76), Greens-European Free Alliance
(68), European Conservatives and Reformists (61) and Confederal Group of
European United Left/Nordic Green Left (39). Moreover, 29 members are
not-attached. The European Council, along with the European Parliament,
performs legislative and budgetary functions, gives the Union the
indispensable stimuli to develop, defines the overall political directions and
priorities, as well as defines and coordinates the Union's policies. The
European Council is made up of the heads of state or government of the
member states, its President and the President of the Commission. In
recent years, the importance of the European Council has continued to
increase, since, due to the provisions adopted by the Lisbon Treaty, the
Union has departed in many respects from unanimous decisions (the
system of weighted votes has also been abolished) in favour of decisions
made by the so-called double majority (Articles 14, 15 and 238, Treaty on
European Union). At present, a qualified majority is at least 55% of the
members of the Council, but not <15 of them, representing member states
whose total population amounts to at least 65% of the population of the
whole Union. A blocking minority comprises at least four members of the
Council representing >35% of the total EU population.

An exception is made when the Council does not handle a proposal
submitted by the Commission or the High Representative of the Union for
Foreign Affairs and Security Policy; in such a case, a qualified majority is
formed by at least 72% of the members of the Council representing
member states whose total population constitutes at least 65% of the
population of the Union. It is important to note that the member states
still have an objection instrument included in Declaration No. 7 to the
Lisbon Treaty in the form of requesting the application of the so-called
'Ioannina compromise', delaying decision-making in the Council for 'a
reasonable amount of time'. On the other hand, the EU Council is made up
of ministers from EU countries. The tasks of the Council include
coordinating the policy of EU countries, negotiating and adopting legal
acts on the basis of legislative proposals presented by the European
Commission, as well as creating directions of the EU's foreign and security
policy based on the guidelines of the European Council. The European
Commission is the EU's politically independent executive body,
responsible for drawing up proposals for new legal acts. In addition, it
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implements the decisions of the European Parliament and the European
Council, manages the Union's policies and allocates funds, and along with
the Court of Justice, the Commission is responsible for ensuring that EU
law is properly applied in all member states. It also negotiates
international agreements (e.g. Transatlantic Trade and Investment
Partnership [TTIP]) and represents the EU on the international stage.
The Court of Justice of the EU ensures uniform interpretation of EU law
in all member states, ensures its observance by EU countries and
institutions, ensures the annulment of legal acts inconsistent with the
treaties or fundamental rights and ensures that the Communities take
action, i.e. it adjudicates complaints about inactivity and examines
complaints from individuals or companies who have suffered damage as a
result of the action or inaction of the EU institutions. The ECB is the
central bank for 19 member states belonging to the European Economic
and Monetary Union, i.e. the euro area. It is responsible for the single
European currency. Its main task is to protect the purchasing power of
this currency, maintain price stability in the euro area and conduct
banking supervision, as well as ensure the stability of the financial system
and management of the official foreign reserves of the member states, thus
promoting the smooth operation of payment systems (Art. 2, Protocol No.
4). The European Court of Auditors is responsible for checking the correct
collection and use of EU funds; it submits an annual report to the
European Parliament and the Council of the EU, informs the European
Anti-Fraud Office if it suspects fraud, corruption or other illegal activity
and helps to improve management of EU finances.

Another element of the political conditions of the European market is
the political environment in the EU member states. Table 1 presents
information on the political system, parliament, head of government and
head of state in individual EU countries. There are two main forms of
political system in these countries: a parliamentary republic (e.g. Italy,
Germany, Poland, the Czech Republic, Hungary and Estonia); and 
a parliamentary monarchy (e.g. Spain, Belgium, the Netherlands and
Denmark). Countries that are parliamentary republics can be divided into
(1) federal republics, i.e. Germany and Austria and (2) semi-presidential
republics, i.e. France, Portugal, Lithuania and, de facto, Poland. In most

8

Political and legal conditions of marketing activity of businesses in the european market

wwwwww..mmiinniibb..ppll



EU countries, there is a parliamentary-cabinet system or its variants,
under which the government is appointed by the parliament in cooperation
with the head of state; however, it is accountable only to the parliament,
e.g. in Denmark, Sweden, the Netherlands, Spain, Italy, Poland, the Czech
Republic, Estonia or Hungary. Most EU countries have bicameral
parliaments, e.g. Poland, Germany, Belgium, Spain, Ireland and the Czech
Republic. On the other hand, in 15 EU countries, citizens are represented
by a unicameral parliament, e.g. in the Baltic States, Portugal, Greece and
Denmark. 

The head of state is the body occupying the highest position in the
system of state organs and the highest representative of a given country. In
the EU countries, the function of the head of state is performed by
presidents or monarchs, who perform various functions and have different
prerogatives resulting from the constitutions of these countries. Monarchs
are heads of state only in Spain, Belgium, the Netherlands, Denmark,
Sweden and Luxembourg. Most EU presidents are directly elected. Only in
some countries, i.e. Germany, Austria, Italy, Latvia and Estonia, are they
elected by the national assembly.

At present, the governments in the EU countries are mainly made up
of social democratic, Christian democratic (conservative) and liberal
parties. In some countries, there are also green parties. Heads of
government in some countries such as Austria, Poland, the Netherlands,
the Czech Republic and Slovakia come from Christian democratic or
conservative parties. Social democratic parties have their heads of
government in Spain, Germany, Denmark, Sweden and Portugal. The
liberals, on the other hand, lead governments in Ireland and Belgium.
Table 1 also shows the number of MEPs allocated to each country in the
European Parliament.

The number of seats in this institution depends primarily on the
number of inhabitants of EU countries. In the European Parliament,
countries with a large number of inhabitants have the largest number of
MEPs, i.e. Germany (96), France (79), Italy (76), Spain (59) and Poland
(52). Likewise, countries with a small number of inhabitants have fewer
MEPs, i.e. Luxembourg, Malta, Cyprus (6 each), Estonia (7) and Slovenia
and Latvia (8 each).
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Legal Environment of the Marketing Activities 
of Enterprises on the European Market

In the Union, the legal environment resulting from the processes of
European integration, which is uniform in all member states, and the legal
environment existing in individual EU countries can be distinguished. The
legal conditions of individual countries influence the activities of businesses
(including marketing) in the European market and determine it. These
conditions constitute the framework for the activities of entities on the
European foreign market. Therefore, the legal regulations of individual
countries are important for the business activities on the European market.
In this context, an important role is played by the legal differences between
the EU countries, e.g. concerning traditions or legal areas. In these countries,
several basic legal areas can be distinguished: countries of Roman law (e.g.
France, Portugal, Italy, Belgium, Luxembourg, Romania and Spain), Anglo-
Saxon (Ireland and Cyprus), Germanic law (e.g. Austria, Germany, the Czech
Republic, Slovakia and Hungary), Scandinavian law (Denmark, Sweden and
Finland) and a mixed semi-Roman and Germanic law (e.g. Poland and
Lithuania) (Duelfer & Joestingmeier, 2008, pp. 365–66).

Another element of the differentiation of law in the EU countries,
important for jurisdictional conditions, is the distinction between systems
and types of law in the international context. In general, two basic legal
systems can be told apart: common law (Anglo-Saxon law; e.g. in the USA,
Australia or Great Britain), which favours legal precedents established by
courts and past court decisions; and civil law (continental law; e.g. in
Poland, Germany or France), which prefers statutes and other written legal
norms in order to create a code system that includes the formulation of
general principles and a whole set of specific cases (Usunier & Lee, 2013, p.
57). The basic differences between common law and civil law are that, in
the former, there is a legal norm of precedent, precedents are legally
binding, the law is based on legal cases and only partially (sometimes to a
small extent) codified. On the other hand, in civil law, there is a code legal
norm, precedents are legally non-binding and the law is entirely based on
codes and other legal acts. The basic aspects of the legal environment of the
European market are as follows (Komor, 2000, p. 48; Koszowski, 2019, pp.
105–106):
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The jurisdictional system in the countries making up the EU:
– a system of case law, also known as Anglo-Saxon (e.g. in Ireland) based

on events, practices and especially judgements of courts from the past;
– a system of law code, also known as continental, Roman-Germanic,

statutory law (e.g. Germany, Poland, France and Italy), in which the
legal regulations for most situations are found in individual acts (e.g.
the criminal code, petty offences code and the labour and civil code)
and have a superior role in relation to court judgements;

– the Scandinavian law system, which combines elements of continental
and case law systems (with a slightly greater meaning of the former),
i.e. taking into account both the significance of acts as well as court
judgements, present for instance in Sweden, Denmark or Finland;

Types of law in the EU states:
– national (state) law — applied to all normative regulations resulting

from national law and which deal with activities referring to the area
of one state;

– supranational law — superior to the national law, which means that
all regulations of national law contradicting supranational law are
ineffective; it is applied e.g. in communities where certain national
regulations have been transferred to international organisations or
institutions (e.g. European Union);

– international law — consists of treaties, conventions and other
provisions concluded between individual states.

The progressive process of European integration (Balassa, 1961, p. 2)
has led to the unification of laws, regulations and standards across the EU.
As Michalski (2007, p. 58) points out, Polish law is not such an important
factor shaping the behaviour of businesses as it is in the EU, where legal
provisions regulate, among others, the protection of competition,
protection of small businesses, protection of consumer rights, health and
safety standards of products, credits, liability of manufacturers and sales
agents, information on the ingredients of products, method of assembly and
use, requirements for packaging and labelling of products, as well as
prohibiting price manipulation. Many of these laws are typical EU
legislation that is applied in all EU member states. It is important to note
that, in some cases, there may be, and in fact are, more restrictive
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provisions of state law in specific areas of economic and social life than EU
regulations. In some countries, such as Germany, Austria or Sweden,
certain provisions are more detailed and restrictive than EU regulations. In
connection with the accession to the EU structures, Poland was obliged to
introduce EU legislation into national law.

Therefore, currently most of the EU legal regulations also shape the
behaviour and functioning of businesses in Poland.

In the context of the EU and the emergence of the EU Internal Market,
it is interesting to define the basic elements of legal conditions. The legal
framework of the EU is based on three basic elements (Commission, 2003,
p. 10; Types of EU law):

Primary law, i.e. treaties, which are agreements concluded by the EU
member states, defining the objectives of the Union, the operating rules
of its institutions, the way of making decisions and relations between
the EU and its member states, e.g. the Single European Act, the Treaty
on European Union and the Treaty on the Functioning of the European
Union, the Lisbon Treaty;
Secondary law regarding regulations, directives, decisions,
recommendations and opinions of the Union, which are acquis
communautaire, arising from the principles and objectives determined
in the treaties;
Decisions of the Court of Justice of the EU, whose task is to expound EU
law, interpret and ensure the correct implementation of it in all member
states.

The preparations for the creation and implementation of the common
market gave a new dimension to the legal environment of the Community. At
that time, legal acts important for the functioning of the Union were adopted,
i.e. the Single European Act, the Treaty on European Union (the Maastricht
Treaty). Since the emergence of the European Single Market in 1993, the
Union has continued to strive for further unification of law. The lengthy and
delayed transposition of European law and the incorrect or incomplete
transposition of directives into the national law of the member states remain
a problem in the field of the EU law. That is why the EU monitors the process
of introducing EU directives in individual EU member states.
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In the 15-year period between 1997 and 2012, the average deficit in the
transposition of European Single Market directives in all member states
decreased from 6.3% in 1997 to 0.6% in 2012 (Komisja, 2013, p. 2). The
latest report published in 2020 shows that the average transposition deficit
has increased to 1%, while the average compliance deficit of directives has
never been as high as in 2020 (1.4%) and the average transposition delay
has decreased by 36%, from 11.5 months in 2019 to 7.4 months (Single
market scoreboard, 2020). According to the report, the largest deficit in the
transposition of directives into national law is in Luxembourg, Estonia,
Cyprus (1.9%) and Poland (1.8%), and the deficit of incorrectly or not fully
implemented directives is found in the Czech Republic, Austria and
Bulgaria (1.9%) and in Germany and Croatia (1.8%). In Poland, this deficit
amounted to 1.6%.

The established law also determines the foreign marketing activities of
businesses on the European market. Integration in the field of European
law or the implementation of the EU Internal Market also has an impact
on the choice of an entry strategy or marketing activity in the Euromarket.
One of the basic freedoms of this market, i.e. the freedom of business
activity, ensures free operation of branches or representative offices in
other EU countries. Some authors point out that, in connection with the
above, companies can choose whether they want to operate in foreign
markets in the EU in the form of a representative office or a foreign branch,
usually without legal personality, or to create a subsidiary abroad with legal
personality (Berndt, Altobelli & Sander, 2020, pp. 182–83; Pezoldt 
& Knoth, 2011, p. 375–376).

For many years, the Union has been aiming at the unification of
European law and strives for its introduction into national law in order to
facilitate the internationalisation of foreign activities of businesses on the
Euromarket. The empirical research carried out on 175 European
companies, representative in terms of their country of origin, company size
and sector of activity, carried out by Clifford Chance, one of the world's
largest law firms, indicates legal barriers in trade in the European Single
Market (The Clifford Chance, 2005, after: Kieninger, 2008, pp. 356–62;
Vogenauer & Weatherill, 2005, pp. 870–78). The results of the research
presented on a scale from '1' (low impact) to '10' (strong impact) indicate
that, according to businesses, the greatest barriers to operating in the
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Euromarket concern taxes (5.5), legal differences (5.35) and the costs of
consultancy regarding foreign law (5.16). Businesses believe that
bureaucracy or the existing corruption (4.53), as well as cultural (4.37) and
linguistic (4.05) differences, have a lower impact on trade barriers. The
results of the research indicate that >80% of respondents have a positive
attitude to European contract law, of which as much as 36% are very
positive. Moreover, according to Clifford Chance (2005), most (83%)
managers consider it important to have a choice of contract law, which
would be used by 82% of companies that would apply European contract
law to cross-border contracts. The results of the research show that it is
important for managers to be able to choose a specific contract law in the
field of operations on the Euromarket; depending on the situation, they
would choose European contract law, national law or a foreign partner's
law. Being able to settle on the contract law, 66% of managers would choose
domestic (e.g. 50% Italian companies, 60% Polish and French companies,
71% Hungarian and 83% British companies) and only 21% foreign ones. In
view of the above, further European integration of jurisdiction is
important, including European contract law, which could be an alternative
to domestic or foreign law, as companies believe that differentiated law is
still a significant barrier to trade in the EU market.

The unification of European market conditions (including political and
legal), resulting from the integration processes within the EU, made it
possible for businesses operating abroad in this economic area to apply
unified marketing concepts, e.g. euromarketing. Euromarketing can be an
interesting alternative to strategies aimed at a single country in the
expansion to EU markets due to the unified market environment on the
Euromarket (Aistrich, Saghafi & Sciglimpaglia, 2006, pp. 416–19).
Euromarketing enables companies to use a unified marketing concept in
the European market area, because the key point of this concept is common
European conditions.

Summary

In conclusion, it can be stated that the aim of the study was achieved
by identifying the determinants of the political and legal environment of
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the Euromarket in two dimensions: (1) framework, i.e. supranational
European political and legal conditions present in all EU countries; (2)
classical, i.e. the political and legal environment in individual EU member
states. It was revealed that the supranational political environment of the
EU is to a large extent unified and created by the EU institutions
mentioned in the Treaty on European Union. On the other hand, the
factors of the political environment vary between member states to some
extent. The EU's supranational legal conditions are standardised and
result from three basic elements: primary law, i.e. treaties; secondary
law, e.g. regulations and directives; and adjudications of the Court of
Justice of the EU. The problem of the EU law is the excessive duration of
the administrative procedures, untimeliness and delay in implementing
the law, as well as incorrect and incomplete transposition of directives
into the national law of the member states. Classical factors in the legal
environment between member states are partially differentiated. There
are four legal areas in the EU countries: Roman, Anglo-Saxon, Germanic
and mixed. In addition, three jurisdictional systems can be distinguished:
case law, continental law and Scandinavian law. It was indicated that, in
the opinion of enterprises, differentiated law and taxes are still a
significant barrier to foreign operations of entities on the EU Internal
Market. On the other hand, integration in the field of European law
enables businesses to conduct marketing activities on foreign markets of
the EU in the form of a representative office or a foreign branch without
legal personality.

The information presented in the article may contribute to
broadening the knowledge on the factors of the political and legal
environment in the European Single Market, which is important for
the expansion and marketing activities of Polish entities on the
European market. Based on the considerations, it can be concluded
that the determinants of political and legal conditions are significantly
uniform at the level of the transnational environment, while at the
level of the classical environment, there are some differences between
the member states of the Union, but they enable the use of uniform
marketing concepts in the area of the Euromarket or at least in groups
of countries making up the EU, e.g. through the use of the
Euromarketing concept. 
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