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About the Growth Markets Centre 
(GMC) 

• The Growth Markets Centre, is PwC’s  
investment in helping our clients achieve 
their Growth Markets ambitions

• It is a team of experts in Singapore, 
gathered from across PwC’s global network 

• We have extensive experience of assisting 
companies successfully enter and expand 
profitably within the Growth Markets
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Companies looking towards the Growth 
Markets for sustainable profits face a 
number of challenges

The Growth Markets
These are fast-growing economies undergoing rapid change, ranging from 
the more emerged markets such as China, to those which are seen as still 
emerging, such as Nigeria, Indonesia and Myanmar. 

By 2018, these economies are expected to be global growth drivers, 
contributing to 40% of the world’s GDP, exceeding that of the G7. Even 
taking into consideration the recent slowdown in their rate of growth, the 
fundamental attraction of these markets has not diminished. They still host 
some of the fastest-growing consumer groups in the world, in terms of new 
wealth, who have ever-increasing aspirations to improve their homes and 
lifestyles through global brands and experiences. 

Adopting the right mind-set
Acquiring these new revenues and realising the profits is not an easy task 
and most companies face a variety of challenges. Key to navigating these 
challenges is acknowledging that success in these new complex markets 
requires an alternative approach from what worked in developed markets.

In pursuit of growth
It is widely acknowledged that the shift in the balance of economic power 
from developed to developing economies has driven companies of all sizes to 
consider the ‘Growth Markets’ as sources of revenues and profitability, and 
not only as the sourcing hubs they were initially considered to be. 
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Addressing the complexities of growth

Navigate the business environment
• What are the political and economic risks? Do I know 

how to deal with corruption and nepotism?

• Will my business be protected and treated fairly if a 
dispute arises? How effective are local IP laws?

• What tax and regulatory considerations do I need to be 
aware of before deciding to enter the market?

Enter the right market effectively
• Which market or region will bring me the most value 

when I enter or expand into it?

• Which consumers should I target? Where are they?

• Which of my products/services are most suitable to 
this market? 

Develop the capabilities for growth
• Who will be my most reliable suppliers? Do they meet 

our global standards?

• Which distribution channels will be most suitable for 
my target consumers in this market?

• What capabilities and processes can be imported from 
my home country, and which need to be localized?

Build effective partnerships  
and teams
• Which is the best local firm to partner with or target 

company to acquire?

• How can I identify, train and retain the right talent for 
my business?

• What are the cultural nuances, both social and 
business, that I will need to adapt to?
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The Growth Markets Centre brings together PwC’s global 
expertise to help clients grow in complex new markets

How we can help you:–

1

The Growth Markets 
Centre ensures 
companies receive the 
full benefit of PwC’s 
global expertise and 
access to bespoke 
teams helping them 
successfully achieve 
their Growth 
Markets ambitions.

2

We leverage our team’s 
global experience 
across a variety of 
sectors and collaborate 
with  both PwC and 
industry subject 
matter experts to host 
seminars and client 
workshops on key 
Growth Markets issues.

3

We develop regular 
sector focused 
insights and thought 
leadership on how 
the Growth Markets 
are evolving and what 
companies can do to 
ensure they continue to 
grow profitably.

The GMC supports both multinationals and mid-cap companies at 
different stages of their Growth Markets journey. 

Expanding into another Growth 
Market 
Use existing capabilities to expandinto a new 
Growth Market

Growing in a Growth Market after 
several years 
Expand into new regions/develop new value 
propositions

Entering a new Growth Market 
from a Developed Market
Identify appropriate value propositions

Growing in a Growth Market in 
the early years 
Develop profitable capabilities

1 2

4 3

Access global expertise Bespoke client workshops Sector focused insights
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The GMC uses its Growth Markets Framework to enable our clients to assess and prioritise their entry and expansion needs

The Growth Markets framework helps:

• Establish a different approach to growth from what succeeded for them in developed markets

• Uncover the opportunities and issues related to the company’s stage in their entry and expansion journey

• Prioritise and structure the activities needed to address the opportunities and issues

Business 
Environment: 
Acknowledging the 
complexities associated 
with a territory’s 
laws and regulations, 
including its political 
and economic stability

Country and 
strategic risk 

Investment 
roadmap & 
partnerships

Leadership,          
talent & 
governance 

Cultural 
capital

Regulation 
& tax 
structure 

Institutional 
landscape 

Mindset & 
Expectations

Business 
environment 

Financial & 
Human capital 

Financial 
and Human 
Capital:
Addressing the ‘softer’ 
challenges of acquiring 
talent, developing 
partnerships, securing 
financial support, and 
appreciating cultural 
differences

Mindset & Expections:
Linking all of these elements is the change in mind-set needed to understand what it takes to succeed in a Growth Market. 
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Operating 
Model: 
Establishing the 
necessary balance 
of global and local 
expertise to be able to 
source, manufacture, 
and distribute 
effectively in a market

The GMC uses its Growth Markets Framework to enable our clients to assess and prioritise their entry and expansion needs

The Growth Markets framework helps:

• Establish a different approach to growth from what succeeded for them in developed markets

• Uncover the opportunities and issues related to the company’s stage in their entry and expansion journey

• Prioritise and structure the activities needed to address the opportunities and issues

Value 
Proposition:
Assessing the 
attractiveness of  new 
markets or regions, 
identifying the 
right customers and 
evaluating which 
products and services 
to take to market and at 
what price

Customer 
segmentation 

Product/ 
service & 
pricing   Value 

proposition 

Operating 
model 

Channel

Operating 
processes 

Market 
potential 

Supply 
chain 

Mindset & Expections:
Linking all of these elements is the change in mind-set needed to understand what it takes to succeed in a Growth Market. 

Mindset & 
Expectations
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Client Market Entry/ 
Expansion issue

PwC’s impact

Technology

IT company 
specialising in 
e-solutions 

Identifying new consumer 
segments

• An UAE-based IT company wanted to 
understand the size and behaviour of 
the potential market for its e-payment 
venture in the UAE.

• PwC assessed the potential uptake of 
a new e-payment initiative factoring 
in the differences between customer 
segments. 

• This helped the company plan its 
market entry strategy and target the 
most relevant customer segments. 

Retail & 
Consumer 

Global fast-moving 
consumer goods 
company 

Developing supply chain 
capabilities for expansion

• A global FMCG company had expanded 
across India and now needed to improve 
its supply chain operations to support its 
new growth.

• PwC assessed the company’s logistics 
support system and network footprint 
and then made recommendations as 
to how best support the company’s 
expanded market. 

• This helped the company rationalise its 
transportation costs, reduce the time 
to reach their customers and better 
manage its distributors.

Helping our clients succeed: PwC helps clients navigate the complexities at every stage of their Growth Markets’ expansion journey

Custo
mer 

se
gmen

tat
ion

S
upply chain
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Client Market Entry/ 
Expansion issue

PwC’s impact

Industrial 
Products 

Japanese material 
handling equipment 
company 

Evaluating partnering models • A Japanese company was looking to 
enter Brazil through an acquisition.

• PwC  evaluated the strategic 
alternatives for its market entry 
including imports, partnerships and 
acquisitions, together with a valuation 
model of potential partnership 
scenarios.

• Based on this assessment, the company 
decided not to make an acquisition, 
but instead strengthen their imports 
strategy for the Brazilian market by 
expanding their local distribution 
network.

Financial 
Services 

London-based bank 

Understanding the business 
environment

• A London bank needed advice as to 
how to engage with Libya during its 
uncertain political transition.

• PwC undertook an in-depth analysis 
of Libya’s political and security 
landscape, mapping the key actors at the 
national and regional level whilst also 
conducting a review of the Central Bank 
of Libya.

• This provided the bank with an objective 
assessment of the business landscape in 
Libya, allowing it to make a considered 
decision on the balance of risk and 
reward in the Libyan market.

Helping our clients succeed: PwC helps clients navigate the complexities at every stage of their Growth Markets’ expansion journey
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Africa: Managing risk, 
maximising reward

2nd edition 
Africa Tax Survey

September 2013

www.pwc.co.za/tax

PwC and the MIT Forum for 
Supply Chain Innovation
Making the right risk decisions to 
strengthen operations performance

This study analyses the supply chain operations 
and risk management approaches of global 
footprint companies and looks at their operations 
and financial performance in the face of supply 
chain disruptions. It proposes a framework and 
a set of principles to help companies manage 
today’s risk challenges and prepare for future 
opportunities. Using the framework, a company’s 
leaders can increase their awareness of where 
they and their competition stand. 

Growth in new markets: 
It’s all about how

Keith Robinson and David van Oss

www.pwc.com

November 2012

21141_PRTM_2ndDoc_v14_SB271112.indd   1 27/11/2012   12:15

Profitable growth strategies for the Global Emerging Middle: Learning from the “Next 4 Billion” 
markets 
This report offers insights on how successful companies have navigated the “Global Emerging 
Middle” markets by developing new value propositions, creating innovative business models and 
undergoing a shift in mind-set.

Growth in new markets: It’s all about how 
This analysis offers insights on how companies can grow successfully in new markets in Asia, Africa, 
and Latin America, showcasing points of view from several multinationals who have succeeded in 
these markets. It also highlights the risks companies face during globalization and suggests how 
company boards can minimise these risks and maximise their chances of long-term success.

PwC and the MIT Forum for Supply Chain Innovation
The study analyses the supply chain operations and risk management approaches of global 
organisations looking at their operations and financial performance in the face of supply chain 
disruptions. It proposes a framework and a set of principles to help companies manage today’s risk 
challenges and prepare for future opportunities.

Doing Deals in Brazil: Helping you to pursue business success in Brazil
This report focuses on Brazil’s economic environment, its financial and tax regulations, and M&A 
considerations, as well as an overview of Brazilian politics and culture. It also highlights some of the 
critical concerns and risks that a prospective investor may face. 

Africa Tax survey - Africa: Managing risk, maximising reward
The survey highlights the challenges companies face in doing business on the African continent. 
In particular, such areas as obtaining certainty in the application of legislation and discussing and 
negotiating with the local tax authorities. 

How consumer goods companies can manage complexity and costs in China
Business challenges arise when corporations operate simultaneously in large maturing markets 
such as large cities, and smaller fast-emerging markets. These challenges especially affect consumer 
goods companies aiming to expand their national footprint. The study highlights how successfully 
managing complexity across the diverse and evolving channels in China is a key attribute of high-
performing consumer goods companies.

Getting on the right side of the delta: A deal-maker’s guide to growth economies
For many companies doing a deal is the best way of tapping into growth markets. But deals in 
growth markets remain incredibly challenging. For this study, PwC carried out an assessment of 
over 200 deals, and interviewed 20 senior deal makers who have bought businesses in growth 
markets. The study explores how to reduce the chances of pre and post-deal problems.

PwC’s Insights and Research 

Our Advisory practice helps our clients address their most complex business issues. From strategy 
through execution.
Find out more about Advisory: www.pwc.com/advisory 

Profitable growth 
strategies for the Global 
Emerging Middle
Learning from the ‘Next 4 Billion’ markets

Strategy and Research

Getting on the right 
side of the delta:  
A deal-maker’s guide 
to growth economies 

www.pwc.com

January 2012.
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For more information please contact:

Europe

Alastair Rimmer 
+44 (0) 20 7213 2041 (office) 
+44 7802 475 035 (mobile) 
alastair.rimmer@uk.pwc.com 

Matt Alabaster
+44 (0) 20 7804 9642 (office)
+44 7866 727 124 (mobile) 
matt.alabaster@uk.pwc.com

Jheroen Muste
+31 (0) 88 792 5373 (office)
+31 (0) 65 310 0046 (mobile)
 jheroen.muste@nl.pwc.com 

South East Asia and Australia

David Wijeratne 
+65 6236 5278 (office) 
+65 9759 1784 (mobile) 
david.wijeratne@sg.pwc.com 

Paul Cornelius
+65 6236 3718 (office)
+65 9173 0082 (mobile)
paul.cornelius@sg.pwc.com 

Richard Skinner 
+65 6236 4299 (office)
+65 9823 3771 (mobile) 
richard.skinner@sg.pwc.com

Phil O’Prey
+61 (2) 8266 1461 (office) 
+61 04396 23177 (mobile) 
phil.oprey@au.pwc.com 

Middle East, Africa and India

Andrew S. Nevin, PhD
+234 (1) 271 1700 6202 (office)
+234 (0) 806 059  3528 (mobile)
andrew.x.nevin@ng.pwc.com 

Shashank Tripathi
+91 22 6669 1002 (office) 
+91 98196 78900 (mobile) 
shashank.tripathi@in.pwc.com

Sachin Mehta
+55 11 3674 2373 (office)
+55 11 9901 4433 (mobile)
sachin.mehta@br.pwc.com

South & Latin America

David Jansen
+1 (646) 471 8329 (office)
+1 (917) 562 1553 (mobile)
david.jansen@us.pwc.com 

Suchi Lee
+1 (646) 471 5315 (office)
+1 (917) 238 2164 (mobile)
suchi.lee@us.pwc.com

North America

Contact us:
growth.markets.centre.sg@sg.pwc.com

China and Japan

Siu Fung, Chan  
+86 (21) 2323 2277 (office)
+86 136 3650 6250 (mobile)
siufung.chan@cn.pwc.com

John Jullens 
+86 (21) 2327 9800 (office)
+86 138 1637 6578 (mobile)
john.jullens@strategyand.pwc.com 

Toshiya Banno 
+81 3 3546 8480 (office)
+81 80 9658 2388 (mobile)
toshiya.banno@jp.pwc.com 
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North America

Alastair Rimmer 
+1 (646) 471 0131 (office) 
+1 (347) 714 4772 (mobile) 
alastair.rimmer@us.pwc.com

Suchi Lee 
+1 (646) 471 5315 (office) 
+1 (917) 238 2164 (mobile) 
suchi.lee@us.pwc.com

John Jullens  
+1 313 394 3622 (office) 
+1 313 520 7006 (mobile) 
john.jullens@strategyand.us.pwc.com

South and Latin America

Sachin Mehta 
+55 11 3674 2373 (office) 
+55 11 9901 4433 (mobile) 
sachin.mehta@br.pwc.com

Humberto Salicetti 
+51 1211 6500 (office) 
+51 9892 35115 (mobile) 
humberto.salicetti@pe.pwc.com

Europe and United Kingdom

John Potter 
+44 790 016 3736 (office) 
+44 20 7393 3736 (mobile) 
john.potter@strategyand.pwc.com

Felix Sutter 
+41 58 792 2820 (office) 
+41 79 405 2785 (mobile) 
felix.sutter@ch.pwc.com

Malcolm Lloyd 
+34 915 685 038 (office) 
+34 629 118 308 (78315) (mobile) 
malcolm.lloyd@es.pwc.com

Africa and Middle East

Andrew S. Nevin, PhD 
+234 (1) 271 1700 6202 (office) 
+234 (0) 806 059 3528 (mobile) 
andrew.x.nevin@ng.pwc.com

Hentus Honiball 
+27 (11) 797 4458 (office) 
+27 (83) 440 8118 (mobile) 
hentus.honiball@za.pwc.com

Philip Shepherd 
+971 4304 3501 (office) 
+971 (0) 56 676 1857 (mobile) 
philip.shepherd@ae.pwc.com

India

Shashank Tripathi 
+91 22 6669 1002 (office) 
+91 98 1967 8900 (mobile) 
shashank.tripathi@in.pwc.com

South East Asia and Australia

David Wijeratne 
+65 6236 5278 (office) 
+65 9759 1784 (mobile) 
david.wijeratne@sg.pwc.com 

Richard Skinner 
+65 6236 4299 (office) 
+65 9823 3771 (mobile) 
richard.skinner@sg.pwc.com

Japan

Toshiya Banno 
+81 3 3546 8480 (office) 
+81 80 9658 2388 (mobile) 
toshiya.banno@jp.pwc.com

China

Siu Fung, Chan 
+86 (21) 2323 2277 (office) 
+86 136 3650 6250 (mobile) 
siufung.chan@cn.pwc.com

Australia

Phil O’Prey 
+61 (2) 8266 1461 (office) 
+61 04 3962 3177 (mobile) 
phil.oprey@au.pwc.com

Contact us:
growth.markets.centre.sg@sg.pwc.com
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This publication has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should not act upon the information contained in this 
publication, and, to the extent permitted by law, PricewaterhouseCoopoers LLP, its members, employees and agents do not accept or assume any liability, responsibility or duty of care for any 
consequences of your or anyone else acting, or refraining to act, in reliance on the informaition contained in this publication or for any decision based on it.

© 2014 PricewaterhouseCoopers. LLP All rights reserved. “PricewaterhouseCoopers” or “PwC” refer to the network of member firms of PricewaterhouseCoopers International Limited (PwCIL), 
or, as the context requires, individual member firms of the PwC network. Each member firm is a separate legal entity and does not act as agent of PwCIL or any other member firm.

www.pwc.com/gmc
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