Deloitte’s Globalization Survey

Preparing for the Next Wave of Globalization

Explore the findings of Deloitte’s Globalization survey, which asked 423 executives from
around the world to share their perspectives on the opportunities and challenges associated
with operating in developed and emerging markets — and their strategies for navigating the
complex issues they experience today and those they expect to encounter within the next
three years.

How are companies dealing
with the complexities of the
next wave of globalization?
Deloitte’s Globalization survey was conducted in conjunction
with Business Trends 2014, an annual report and analysis
of the top strategy and operational issues impacting
organizations today and into the future. Business Trends 2014
focuses on the next wave of globalization that is creating a
very different business environment, with new consumers,
new forms of collaboration, and new demands on leadership.
Our survey responses reinforce that these changes are indeed
top-of-mind for global executives. The responses also reveal
that globalization remains a profoundly complex process —
even though the business world is global, many challenges,
policies, and solutions will remain intensely local.
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Top 10 highlights

Executives in
emerging market
companies are
more confident in
their company’s
outlook than
those in developed
market companies

Emerging market
companies — and
their leaders — are
major disruptors of
the global business
landscape and are
expected to play a
significant role in
the next wave of
globalization

Operating in
emerging markets
poses greater
challenges, with
protectionist
policies/red tape
and IP protection
being the greatest
concerns

Emerging and
developed market
companies are
developing strategies
to engage with
local communities
by recruiting local
talent, conducting
market research
locally, and
employing local
vendors

Emerging market
companies are
more likely than
developed market
companies to
expect sales to
businesses and
consumers will
become more
important in
developed and
emerging markets

Emerging market
companies
are more likely
than their
developed market
counterparts to
collaborate with
other companies in
the future

External
partnerships
are increasingly
important to
driving innovation
in developed and
emerging markets

Social impact issues
are particularly
front-of-mind for
emerging market
companies — and
are expected to
grow in importance

Emerging market
companies are
more likely to rely
extensively on
social business
tools in areas such
as collaboration
with customers
and obtaining
real-time business
information

When operating in
developed markets,
supply chain
challenges are
much greater for
emerging market
companies than
developed market
companies
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Globalization:
Complex challenges ahead
The next wave of globalization brings with it many challenges as businesses will find new ways to
engage with local communities and operate in emerging markets. Nearly 52% of respondents think that
protectionist policies made operating in emerging markets extremely or very challenging (39% thought the
same of developed markets). Intellectual property issues, supply chain capabilities, infrastructure problems,
and securing an adequate supply of skilled labor are also seen as major challenges for businesses operating
in emerging markets. Interestingly, executives from emerging market companies are much more likely to see
these as challenging issues than developed market executives.

Emerging market leaders more confident despite greater challenges
Overall, respondents from companies headquartered in emerging markets are significantly more
confident in the outlook for their companies — especially within their own markets — than their
counterparts in developed market companies.
Executives rated their confidence in the success of their companies over the next three years when
operating in developed and in emerging markets. Of those leaders at emerging market companies:

76%
of respondents were
extremely or very confident
about the outlook in
developed markets
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86%
of respondents were
extremely or very confident
about the outlook in
emerging markets

In each case, the
comparable figure for
executives at developed
market companies was

63%

Addressing global issues with local solutions
Executives responding to the survey confirmed that “globalization” does not mean every market is going to
become more and more alike. In fact, it’s clear that many company strategies will diversify their approaches
to meet the needs of local communities. In developed and emerging markets, over half of respondents
reported that they used local strategies extensively — including recruiting talent, market research, and
contracting with vendors.
Percentages that use these local strategies extensively when operating in emerging markets
Transfer
managers from
headquarters

Conduct market
research locally

Employ local
vendors

Design products/
services for local
customers

Recruit
local talent

53%

52%

50%

47%

47%

54%

55%

64%

54%

56%

Develop customized
strategies for
specific cities

Form joint
ventures with
local companies

Partner with
government
authorities

Conduct
R&D locally

Partner with
NGOs and local
organizations

46%

41%

40%

38%

30%

61%

57%

54%

57%

45%

Developed-market companies

Emerging-market companies
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Three areas of focus for the next
wave of globalization: consumer
demand, collaboration, and
the nature of leadership
New consumers: Rebalancing of power and influence
The next wave of globalization will bring exciting developments in the growth of a new consuming class.
In less than a decade around a billion new consumers will rise to join the global middle class.1 And another
wave of new consumers will likely come through later. Serving this group directly is a key to continued
growth, and can also drive increased demand for the business sector.
Over half of survey respondents work in organizations that serve businesses and consumers:
Today

In three years

67%

57%

65%

58%

of these respondents say the
business market was extremely
or very important in developed
markets, and 60% said the
same about emerging markets

of these respondents say
sales to consumers were
extremely or very important
in developed markets and
55% in emerging markets

of these respondents say sales to
businesses would become more
important for their company in
developed markets over the
next three years, and 65% said
the same about these sales in
emerging markets

of these respondents say sales
to consumers in developed
markets would become more
important over the next three
years and 65% said the same
about sales to consumers in
emerging markets

1 Homi Kharas and Geoffrey Gertz, “The new global middle class: A cross-over from West to East” (draft version of chapter 2 in China’s emerging middle class: Beyond economic
transformation, ed. Cheng Li [Washington, DC: Brookings Institution Press, 2010]), http://www.brookings.edu/~/media/research/files/papers/2010/3/china%20middle%20class%20
kharas/03_china_middle_class_kharas.pdf, accessed January 5, 2014.
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Business and social impact
Environmental, community, and local infrastructure issues are moving up the agenda and becoming
increasingly important for businesses. In emerging markets especially, companies recognize that they often
need to address social issues as they meet consumer demand. Addressing social issues will continue to play
an increasingly important role for businesses as they compete in the new global landscape.
Emerging market companies were far more concerned with a series of social issues than their developed
counterparts:
Minimizing negative
environmental
impacts

Providing
‘living wage’

Promoting
worker rights

Improving the
local community

Enhancing the
local infrastructure

49%

49%

45%

44%

45%

72%

68%

68%

64%

65%

Developed market executives

Emerging market executives

65%

56%

of all respondents expect the social impact
of their companies’ activities in emerging
markets will become more important in their
decision-making over the next three years

of all respondents feel the
same about activities in
developed markets

Strategies to target urban centers
With mass migration to urban areas, the world is now effectively a “City Planet.” To remain competitive,
businesses will continue to find new ways to engage with people from disparate backgrounds and cultures.
While survey results reveal that approximately half of respondents report that their organizations already
make extensive use of customized strategies for cities, this will remain a critical differentiator for businesses
to succeed.
Designing customized strategies for specific cities

51%
of respondents
when operating in
emerging markets

47%
of respondents
when operating in
developed markets
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New collaboration: Rewriting the rules of competition
The fast-paced change of today’s business world puts a premium on innovation — and therefore, as
many companies have discovered, on collaboration capabilities. In an increasingly interconnected and
networked economy, this will encourage many businesses to be more collaborative and open to sharing
knowledge with partners.
Emerging market companies are more
likely than their developed market
counterparts to expect increased
collaboration in the next three years.

65%

of emerging market respondents
expect more collaboration with
developed market companies

72%

of emerging market respondents
expect more collaboration with
emerging markets companies

Innovation from everywhere
Traditionally, innovation has been developed secretively, trying to beat competitors to the market.
However, the nature of innovation is shifting — from a controlled setting to an open forum, from
protecting knowledge stocks to encouraging collaborative knowledge flows. Surveyed executives are
deploying the power of looking beyond their own organizations and their familiar markets for ways to
inspire and drive innovation.
Roughly

65%

of our respondents say that external partners are extremely
or very important as sources of innovation consistent in
developed and emerging markets

69%
of U.S./Canadian
respondents

57%
&

57% of European
respondents...

...see external partnerships as critical
for developed market innovation
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Social business, global business
Social business tools are quickly becoming critical for leadership teams and executives, and can play a critical
role in collaboration. However, the survey findings show that emerging market executives are more readily
adopting social media than those in developed markets.
Roughly

Today

70%

55%

of respondents from emerging
market companies say that
their company uses social media
extensively in developed and
emerging markets

61%

In three years

of respondents from
developed market companies
say they use social media
extensively in developed
markets, and 40% say the
same for emerging markets

of respondents expect their organization
to use social media more than they do today —
in developed and emerging markets

The anticipatory supply chain
Executives responding to our survey are impacted by the increasing complexity of supply chains. Data,
strategy, and effective collaboration will play a key role in success.

44%

30%

of respondents rate
accessing the right supply
chain capabilities as
extremely or very challenging
in developed markets

of respondents consider accessing
the right supply chain capabilities
extremely or very challenging in
emerging markets

When operating in developed markets,

twice as many
(47%)

emerging market executives
rate
supply capabilities overall as extremely or very
challenging, challenging, compared with
24% for their developed market counterparts
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New leadership: Giants, old and new
Companies from emerging markets are expected to play a much more influential role in global business.
As a result, shifts in leadership and influence will likely be driven by new corporate players who are
willing and able to reinvent traditional job descriptions and functions to adapt to today’s more fluid and
agile marketplace.
Today

42%
of all respondents said that emerging market
companies currently pose major or significant
competition in developed markets

In three years

67%
of all respondents expect competition from
emerging market companies will increase
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About the survey:
Deloitte Consulting LLP conducted a survey to assess the views
of business executives around the world on issues related to the
globalization of business. The online survey was completed by 423
executives November 10–28, 2013. The companies participating
in the survey represented a broad range of industries and revenue
sizes. The companies were headquartered in U.S./Canada (129),
Europe (122), Asia (119), Latin America (41), and other regions (13).
For the purposes of this survey, developed markets were defined as
the United States, Canada, Western Europe, Japan, South Korea,
Australia, and New Zealand. Emerging Markets were defined as
China, India, Other Asian countries (with the exception of Japan and
South Korea), Eastern Europe/Russia, CIS (states of the former Soviet
Union), Brazil, Mexico, other Central American and South American
countries, Africa, and the Middle East.
For more information, please contact:
Eamonn Kelly
Director, Monitor Deloitte
CMO, Strategy & Operations
Deloitte Consulting LLP
eakelly@deloitte.com
Visit www.deloitte.com/us/bustrends2014 to read the full
Business Trends 2014: Navigating the Next of Globalization report.
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As used in this document, “Deloitte” means Deloitte Consulting LLP, a subsidiary of Deloitte LLP. Please see
www.deloitte.com/us/about for a detailed description of the legal structure of Deloitte LLP and its subsidiaries.
Certain services may not be available to attest clients under the rules and regulations of public accounting.
This publication contains general information only and Deloitte is not, by means of this publication, rendering
accounting, business, financial, investment, legal, tax, or other professional advice or services. This publication
is not a substitute for such professional advice or services, nor should it be used as a basis for any decision or
action that may affect your business. Before making any decision or taking any action that may affect your
business, you should consult a qualified professional advisor.
Deloitte shall not be responsible for any loss sustained by any person who relies on this publication.
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