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Executive summary

This is the second in a series of Deloitte studies that take an in-depth look at Latin America’s most successful companies 
and the factors that help them thrive. Our first study, Latin America Rising: How Latin American Companies Become 
Global Leaders,1 focused on companies we call “Global Latinas”: Latin American businesses that have a truly global 
footprint, with customers, revenue and operations that extend far beyond Latin America. This second study focuses on 
“Multilatinas”: Latin American businesses that have grown beyond their own national borders, but whose customers, 
revenue and operations remain largely focused within the region (figure 1).

Figure 1: Ecosystem for Latin American businesses  

Key characteristics of Multilatinas
The primary objective of this study was to identify key 
characteristics that define the successful development 
of Multilatina companies. Our methodology consisted 
of researching six main areas: market development, 
networking, finance, people, operations, and organization. 
This methodology was consistent with our earlier 
study, enabling valuable comparisons between the key 
characteristics of Multilatinas and Global Latinas.

What we found is that Global Latinas and Multilatinas are 
intrinsically different, and that different factors drive their 
success. Strategies and approaches that help companies 
succeed at the global level are not always effective at the 
regional level, and vice versa. 

In addition, we found that becoming a Multilatina appears 
to be its own distinct growth path, not just a stepping-

stone or consolation prize for companies striving to 
become Global Latinas. For a variety of structural reasons, 
some Multilatinas may never become Global Latinas, 
no matter how well they are run. Business leaders and 
national policy makers should recognize this fact and 
make a conscious effort to address the unique needs of 
Multilatinas (helping them develop and compete more 
effectively at the regional level) rather than treating global 
expansion as the only strategic goal worth pursuing.

According to our analysis, Multilatinas have five key 
characteristics. Although some of these characteristics are 
shared by both Multilatinas and Global Latinas, most are 
unique or materially different.

1 Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders,” 2014, http://www2.deloitte.com/global/en/
pages/strategy/articles/latin-america-rising.html

Source: Deloitte Analysis

http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
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• Access to top quality executives for boards of 
directors and operations management. As our prior 
study found for Global Latinas, Multilatina executives 
(both in management positions and on the board) tend 
to have degrees from top worldwide universities.2 This 
suggests that successful Multilatinas need high quality 
leadership and must be able to attract and retain top 
leadership talent, just like their global counterparts.

• Market leadership at home, with varied competitive 
strategies. Multilatinas are typically among the 
top three local players in their industries, and they 
generally employ a variety of domestic business 
strategies—including vertical integration and portfolio 
diversification—not just cost efficiency, which is the 
predominant strategy for Global Latinas.

• Varied approaches to international expansion. 
Multilatinas typically expand into new countries using 
a broad range of approaches, including organic 
growth, inorganic growth (acquisitions), and strategic 
partnerships. By contrast, Global Latinas primarily 
expand inorganically through acquisitions.

• High need for capital, but with limited access to 
capital markets. Multilatinas need capital in order to 
fund their regional expansion efforts; however, our 
study found they primarily achieve this by increasing 
their debt, since they tend to have less access to 
international stock markets than do Global Latinas.

• Lower levels of corporate governance and greater 
family control. Multilatinas tend to have less mature 
levels of corporate governance than Global Latinas, 
since they are usually only listed on their home country 
stock exchange and, as such, are subject to less 
stringent requirements for issues such as accounting, 
financial transparency and disclosure, and governance. 
Also, Multilatinas tend to feature higher levels of 
family control and influence, a factor that could inhibit 
Multilatinas from becoming Global Latinas if it creates 
challenges with best practice corporate governance.

 

Country-specific factors
The secondary objective of the study was to identify how 
country-specific factors in Latin America play a role in 
supporting regional expansion. According to our analysis, 
companies based in Chile are responsible for 50 percent 
of Multilatina revenues, ahead of all other countries in 
the region–even those with much larger economies, 

such as Brazil, Mexico, Argentina, Peru, and Colombia. 
To understand why, we compared Chile to the three 
other Latin American countries that are most similar in 
terms of gross domestic product (GDP): Argentina, Peru, 
and Colombia. Our analysis found that relative to these 
countries, Chile has a distinct advantage in three key areas:

• Economic situation
• Political stability
• Access to capital 

These three factors—what we call the “Chile Effect”—
seem to help Chilean companies expand and succeed 
regionally. Another factor that may contribute to the effect 
is the fact that Chile’s domestic market is relatively small—
especially compared to Brazil and Mexico—increasing 
the need for Chilean companies to explore new markets, 
particularly those in close proximity. 

It should be noted that while Chile has been 
disproportionately successful at producing Multilatinas 
(even surpassing countries with significantly larger 
economies, such as Brazil and Mexico, which together 
account for only 25 percent of Multilatina revenue) Chile 
is responsible for only 5 percent of Global Latinas.  This 
significantly smaller representation at the global level 
could be due in part to the types of industries Chilean 
Multilatinas operate in. According to our study, 82 
percent of Chilean Multilatina revenue comes from service 
industries—specifically, retail and transportation—which 
may be intrinsically more local or regional in nature and 
thus may have more limited potential for global expansion. 
Other structural factors such as the relatively small size of 
Chile’s economy could also be limiting factors that make it 
hard for Chilean companies to compete effectively at the 
global level, where Brazil and Mexico are dominant. 

2 Executives have degrees obtained in the 500 best colleges according 
to the Academic Ranking of World Universities, 2014 
3 Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders,” 2014, http://www2.deloitte.com/global/en/
pages/strategy/articles/latin-america-rising.html

http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
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About the study
This report takes an in-depth look at the key differences between Multilatinas and Global Latina companies, and how 
those differences affect a company’s strategy, capabilities and performance. It also identifies country-specific factors 
that affect business growth—specifically, economic situation, political stability, and access to capital—while offering 
detailed and actionable insights that senior executives and national policymakers can use to help their companies operate 
effectively within Latin America and succeed as Multilatinas. 

As with our earlier study on Latin American companies, 
this study is unique in that it examines a wide range of 
business factors, including strategies, key management 
practices, and organizational competencies, as well 
country-specific factors that promote or inhibit growth. 
This is fundamentally different from most of the business-
oriented studies of Latin America that other organizations 
have produced, which tend to focus on narrower or 
more specialized topics such as mergers & acquisitions, 
corporate finance, social responsibility, and environmental 
sustainability, among others. Moreover, the small number 
of past reports that have sought to address the broader 
topics of management competencies and international 
expansion have largely been descriptive in nature and did 
not provide senior executives and national policymakers 
with the deep and practical insights necessary to help their 
businesses succeed on a regional and global scale.

Our research for this study focused on companies in four 
priority countries: Brazil, Mexico, Chile and Peru (based on 
GDP and relevance for Multilatinas), and consisted of two 
distinct parts.

Approach to Part 1: Key characteristics of Multilatinas

The approach we used for this study was consistent with 
our earlier study of Global Latinas, enabling valuable 
comparisons between Multilatinas and Global Latinas. As 
before, we carefully selected the companies for in-depth 
analysis using a rigorous screening process, starting with 
the companies in the Latin Trade Top 500,4 and then 
narrowing down the field to a manageable sample that 
accurately represented the larger pool of companies  
(figure 2).

The result was a sample set of 16 companies from 
our four priority countries—Brazil, Mexico, Chile and 
Peru—representing a broad cross section of industries. 
This set was then reviewed to assure it was statistically 
representative of the larger pool.

After defining our sample set of 16 companies, we 
then conducted an in-depth analysis using a four-step 
methodology:

Figure 2: How companies were selected for the study 5

4 Latin Trade Top 500 Companies, 2014: http://latintrade.com/the-latin-500/ 
5 The criteria for country prioritization was the size of economy and relevance in Multilatina’s revenue; 
Argentina, Venezuela and Colombia were not considered due to low relevance in terms of public 
Multilatinas; In the previous 2014 study, 57 public companies and 17 Global Latinas were analyzed in 
comparison to 40 public companies and 16 Multilatina companies from the 2015 study.

Source: Latin Trade Top 500 Companies, 2014: http://latintrade.com/the-latin-500/

http://latintrade.com/the-latin-500/
http://latintrade.com/the-latin-500/
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1. Conduct research on capabilities. For consistency with 
our Global Latinas study, we researched companies 
through the lens of six dimensions: networking, market 
development, operations, finance, organization, and  
people.

2. Prepare company profiles. We compiled detailed 
company profiles for each of the 16 companies, carefully 
systematizing the data to provide a consistent basis for 
comparison and analysis.

3. Identify key characteristics of Multilatinas. We identified 
the key characteristics of Multilatinas and then grouped 
them into five categories: profile of executives, market 
position and business model, international expansion 
strategy, access to capital, and corporate governance.

4. Compare Multilatinas to Global Latinas. Finally, we 
directly compared the characteristics of Multilatinas 
to those of Global Latinas in order to highlight key 
similarities and differences.

Approach to Part 2: Country-specific factors

According to our analysis, companies based in Chile 
account for a disproportionately large percentage of 
Multilatina revenues (50 percent), ahead of all other 
countries in the region–even those with much larger 
economies. To understand why, we compared Chile 
country data to the three Latin American countries that 
are most similar in terms of GDP: Argentina, Peru, and 
Colombia. Data was compiled on three quantifiable 
dimensions that vary widely from one country to the next.

• Economic situation: measures the state of the 
economy in the selected countries, assessing factors 
such as economic growth and foreign investment.

• Political stability: measures the political environment 
in the selected countries, considering factors such as 
freedom to do business, government aspects, and 
regulatory environment.

• Access to capital: measures financial sector 
development in the selected countries, including factors 
such as the level of access a company has to credit and 
its domestic stock exchange.

 
For each of these categories, we gathered data on a wide 
range of specific indicators6 (figure 3).

The resulting data was then analyzed and ranked, revealing 
a number of key areas where Chile provides an especially 
supportive environment for companies to expand into 
other Latin American markets. A follow-up analysis looked 
for leading indicators that might indicate if a country 
other than Chile could be poised to successfully produce 
Multilatinas in the years ahead.

6 This data is a summary of figures 15, 16 and 17. Refer to those figures 
for detailed notes and sources.

Figure 3: How companies were selected for the study 5

Source: The World Bank; Monitor Deloitte Analysis 
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7 Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders,” 2014, http://www2.deloitte.com/global/en/
pages/strategy/articles/latin-america-rising.html

Figure 4: Ecosystem for Latin American businesses 

Sidebar A: Key findings from the Global  
Latinas study
Our earlier study, Latin America Rising: How Latin American 
Companies Become Global Leaders,7 placed Latin American 
companies into five categories based on the geographic 
distribution of their assets and customer base (figure 4). 

Local Latinas are businesses whose operations are 
contained within a single Latin American country. Those 
that do little or no exporting are designated Local Latinas. 
Those that do significant exporting (within or beyond Latin 
America) are Latina Exporters.

Multilatinas are businesses that operate in multiple Latin 
American countries, but do not have significant operations 
outside the region. Those that do not export much beyond 
Latin America are designated Regional Multilatinas. Those 
that do are Multilatina Exporters.

Global Latinas are companies that operate in multiple 
countries—within and beyond Latin America—and 
generate significant revenue outside of the region. 

Through an in-depth analysis, the methodology of the 
study was structured around five key factors that help 
companies compete internationally and become Global 
Latinas. These factors fall into two distinct categories: 
competencies and structural advantages.

Competencies 
Three of the factors that drive global competitiveness are 
competencies that companies have the power to improve 
through their own actions: 

• Establishing a position of market leadership in their 
local markets

• Developing strategies and capabilities that focus on 
acquisitions and joint ventures as the primary means  
for international growth

Source: Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders,” 2014, http://www2.deloitte.com/global/en/
pages/strategy/articles/latin-america-rising.html

• Adopting world-class governance practices
 
Global Latinas tend to be strong in all three of these areas, 
and any Latin American company that aspires to reach a 
similar level of global success will likely want to follow  
their lead.

Structural advantages 
The two remaining factors are more structural in nature, 
meaning they are largely determined by a company’s 
domestic business environment:

• Availability and retention of top executives qualified to 
lead international expansion

• Access to capital markets and financing
 
Brazil and Mexico stand out in these areas relative to 
other countries in the region. However, Brazil is the top 
performer in both categories and consequently is home 
to a disproportionately high number of Global Latinas, 
providing a clear policy model for other Latin American 
governments to emulate.  

Companies based in countries without these two structural 
advantages can still succeed globally, they just have a 
tougher path to follow and need to make a conscious 
effort to define alternative strategies. Also, they might need 
to lobby their governments to implement new programs 
or redefine national policies to strengthen these areas, 
specifically: (1) education programs that cultivate global 
leadership talent, and (2) business development or financing 
programs that help fund international business growth. 

Having all five of these key factors in place can give 
a company a distinct advantage in the global arena.  
However, it does not guarantee a successful outcome. Our 
analysis shows there is not a single “magic formula” for 
expanding internationally and becoming a Global Latina. 
Different companies face different opportunities and 
obstacles and follow different paths to growth and success.

http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
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Part 1: Key characteristics 
of Multilatinas

The 16 companies in our study were carefully selected to 
be a statistically significant and representative sample of 
the larger pool of 40 Multilatina companies that are based 
in our priority countries (figure 5). Criteria for selecting the 
sample included revenue, industry type, and country of 
origin.

Our analysis identified five key characteristics typically 
associated with companies that successfully become 
Multilatinas (figure 6). One characteristic (profile of 
executives) is very similar between Multilatinas and Global 
Latinas. However, the four other characteristics are 
significantly different.  

 

 

Figure 5: Multilatinas sample

Figure 6: Key characteristics of Multilatinas

Source: Deloitte Analysis

Source: Latin Trade Top 500 Companies, 2014: http://latintrade.com/the-latin-500/

Multilatinas Sample per sector 
(Total sample: 16 Multilatinas companies) 

Multilatinas Sample per country
(Total sample: 16 Multilatinas companies) 
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8 Executives with degrees obtained in the 500 best colleges according 
to the Academic Ranking of World Universities, 2014. 

9 "The Best-Performing CEOs in the World," Harvard Business Review, 
January 2013. 
10 Academic Ranking of World Universities, 2014.

Profile of executives 
Successful businesses require top leadership talent.  
This is true whether a company is a Multilatina or 
Global Latina. As with Global Latinas, a large number of 
Multilatina leaders have degrees from the world’s top 
universities. For example, according to our research, 66 
percent of Multilatina board members and 50 percent of 
Multilatina executives studied at top universities located in 
Latin America or elsewhere.8

The findings from the Global Latinas study underscore 
the importance of top-notch leadership. As noted in 
that report, Harvard Business Review’s List of 100 Top 
Performing CEOs in the world evaluated a sample of  
3,143 CEOs globally9 (figure 7). Among the Top 100 CEOs, 
nine are Brazilian, three are Mexican, and one is Chilean. 
Brazilian CEOs comprise only 4.5 percent of the total 
sample, but 9 percent of the top 100. Also, on average, 
Mexican CEOs ranked 108 places higher than CEOs from 
the US. These numbers help explain why 80 percent of all 
Global Latinas come from Brazil or Mexico.

Of course, obtaining the kind of highly educated leaders 
that help drive global expansion is much easier in countries 
that have their own local universities that rank among 
the world’s best. Brazil, Mexico, and Chile account for 

more than two-thirds of Multilatinas (68.5 percent), and 
the local environment is conducive to this concentration 
thanks in part to the fact that they account for 90 percent 
of Latin American universities that are ranked among the 
top 500 universities globally: Brazil (60 percent), Chile (20 
percent), and Mexico (10 percent)10 (figure 8).

Market position and domestic growth strategies 
Multilatinas and Global Latinas both tend to be among 
the top players in their home markets and deliver an 
annual growth rate that is 6-8 percent higher than 
average. However, a key difference is that Global Latinas 
are generally the market leader in a sector, whereas 
Multilatinas tend to be among the top three. 

Another key difference is that Global Latinas typically 
compete based on cost efficiency through economies of 
scale, whereas Multilatinas exhibit a more diverse set of 
domestic growth strategies. Although some Multilatinas 
compete primarily on cost, others create competitive 
advantage by expanding their scope and/or diversifying 
their portfolios.

Figure 7: Top 100 Performing performing CEOs globally  
(% by nationality of company in 2013)
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Figure 8: Top 500 universities globally  
(% of universities per location in 2013)

Africa
 1%

 

Asia / Oceania
23%  

36% 

Europe 

40% 

Brazil  

Chile  

Mexico  

Argentina  

60%  

20%  

10%  

10%

USA 

Canada 

82% 

13%

5%  

Americas 
Latin America

Source: Academic Ranking of World Universities 2014  Source: Academic Ranking of World Universities, 2014

Market position and domestic  
growth strategies

Degree of similarity

Between Multilatinas and Global Latinas
Similarities
• Top players in home country
• Revenue premium vs. industry
• Cost efficiency driven is important
Differences
• Top 3 player rather than market leader
• Higher portfolio diversification
• Economies of scope instead of   
 economies of scale

Legend
Low                     High



Becoming a Multilatina: Key factors to regionalizing in Latin America    9

• Organic growth is typically chosen by companies 
with stronger brands that want to replicate their 
business model in the new market, or that are primarily 
searching for additional resources.  

• Inorganic growth is typically chosen when targeting 
local established chains, companies in new business 
areas, and local leaders in their primary business, or 
when there is a need to understand the new market’s 
local environment and customer needs.

• Strategic alliances with local and regional 
stakeholders, such as providers, competitors, and 
local government, are typically established to quickly 
enhance competitive advantages in regional markets.

 
When entering new geographic markets, our analysis 
shows that Multilatinas use acquisitions about 38 percent 
less often than Global Latinas, and they use joint ventures 
about 77 percent less often. This could be due to the 
fact that Global Latinas often enter new markets they 
are not at all familiar with, making it beneficial to buy or 
partner with an existing business that already has a local 
presence and understands the market. On the other hand, 
Multilatinas tend to focus their expansion efforts on other 
Latin American countries that are relatively similar to their 
own, so they can use their own knowledge, expertise, 
and brand name to expand organically with their own 
greenfield operations.

Case in point: Over the past 20 years, the Chilean retail 
chains in our study have all transitioned from being 
specialized retailers to full retailers with a broad range 
of offerings that includes everything from department 
stores and home improvement stores to supermarkets 
and financial services (figure 9). In addition, three of the 
Multilatina retailers in our study used vertical integration 
to expand their scope into shopping malls through 
acquisitions and/or joint ventures. This strategy enables 
retailers to better evaluate and better position themselves 
against the entrance of competitors, while at the same time 
lowering the risk of investing in new shopping mall projects. 

International expansion strategy 
Global Latinas tend to expand internationally through 
inorganic growth, entering new markets primarily through 
acquisitions. In contrast, Multilatinas tend to employ a 
much broader range of international growth strategies to 
enter new markets–including both organic and inorganic 
growth, as well as strategic partnerships–depending on 
the situation (figure 10).

Figure 9: Domestic growth through  
portfolio diversification

Source: Deloitte Analysis
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Access to capital

Degree of similarity

Between Multilatinas and Global Latinas
Similarities
• Need for capital to fund expansion
• Access to home country stock market

Differences
• Higher debt structure

• Higher interest rates

• Lower access to international stock markets

Access to capital
Like Global Latinas, Multilatinas need access to capital 
in order to fund their international expansion efforts. 
However, they tend to achieve this primarily by increasing 
their debt since they have more limited access to 
international stock markets.  

According to our analysis, Multilatinas typically have 
access to less than 40 percent as many stock markets 
as Global Latinas. As a result, Multilatinas have debt-to-
equity ratios that average 40 percent higher than those 
of Global Latinas, which are able to implement a more 
optimal or efficient debt structure. Multilatinas also tend 
to have higher debt-to-equity ratios than their industry 
averages. Moreover, interest rates for Multilatinas average 
50 percent higher than for Global Latinas11 (figure 11). This 
combination of higher leverage and higher interest rates 
creates a larger financial burden and greater debt risk.

11 Note: 1) Source: One Stop Report (OneSource), companies’ websites; 
2) Global Latinas company selection is according to Deloitte study 
2014. Data was updated.

Figure 11: Access to capital markets

Note: 1) Source: One Stop Report (OneSource), company's website.  
2) Global Latinas company selection is according to that of the Deloitte 2014. Data was updated.
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Figure 12: Corporate governance key metrics

Governance of Multilatinas tends to be characterized by 
a higher level of family control and influence, a factor 
that may inhibit Multilatinas from becoming Global 
Latinas because of potential difficulties in sharing control, 
improving financial transparency, and establishing more 
formalized corporate governance processes. According to 
our study, 94 percent of Multilatinas have family members 
on the board of directors, and 56 percent of Multilatinas 
have family members involved in operations management13 

(figure 13). 

Figure 13: Family involvement in Multilatina governance

12 Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders”, 2014, http://www2.deloitte.com/global/
en/pages/strategy/articles/latin-america-rising.html (Data updated for 
2015)  
13 ibid

Source: Deloitte Latin America research12, 2014

Source: Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders”, 2014, http://www2.deloitte.com/global/en/
pages/strategy/articles/latin-america-rising.html
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Corporate governance
In contrast to Global Latinas, which require a high degree 
of best practice corporate governance to comply with 
international standards and gain access to capital through 
international stock markets, Multilatinas tend to have 
corporate governance that is significantly less mature 
since they typically only have access to their home country 
stock exchange, which subjects them to less stringent 
requirements in areas such as accounting, financial 
transparency and disclosure, and governance12 (figure 12).

• Multilatinas have, on average, only 25 percent of 
independent directors, whereas Global Latinas have 
56 percent.

• 47 percent of Multilatinas have only voting right stocks, 
compared to 79 percent of Global Latinas.

• For Multilatinas, these two ratios decreased from the 
prior study publication (from 35 percent and 
61 percent, respectively).
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http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
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Part 2:  Country-specific factors that affect 
regional growth (the “Chile Effect”)
 

Companies based in Chile are responsible for 50 percent 
of Multilatina revenues, far more than all of the other 
countries in the region–even those with much larger 
economies: Brazil (14 percent), Mexico (11 percent), 
Colombia (10 percent), Peru (8 percent), and Argentina (4 
percent )14 (figure 14).

To understand Chile’s disproportionately high 
representation in the pool of Multilatinas, we compared 
it to the three Latin American countries that are most 
similar in terms of GDP: Argentina, Peru, and Colombia. 
Relative to these countries, our analysis found that Chile 
demonstrates a strongly differentiated position in the 
region due to its favorable economic, political and financial 
situation, featuring a stable, open and competitive 
economy and a positive regulatory environment that 
give Chilean companies a competitive advantage when 
expanding regionally.

14 20% of local revenues are from Venezuelan PDVSA, state owned petroleum company. Source: Latam Trade 
500, 2014; Monitor Deloitte Analysis, 2015. 
15 Source: The World Bank; Monitor Deloitte Analysis.

Source: Latam Trade 500, 2014; Monitor Deloitte Analysis, 2015
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Figure 14: Distribution of companies by type and country (Total revenue in USD Bn, %)

Economic situation
According to World Bank data, and as shown in figure 15, 
Chile is the richest country in the group and invests five 
times more in foreign countries than the group average. 
Although Chile only ranks second in terms of economic 
growth, Chile has the highest GDP per capita–2.3 times 
higher than Peru, which was the second best performer 
overall. Also, Chile received the most investment from 
other countries, attracting 1.6 times more foreign 
investment than Peru. In addition, Chile made more 
investments in other countries, investing 1.9 times more in 
foreign countries than Colombia, which was second in this 
particular category.15  

Source: Latam Trade 500, 2014, Monitor Deloitte Analysis, 2015
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Figure 15: Economic situation rankings

Figure 16: Political stability rankings

Figure 17: "Access to capital" rankings

Source:The World Bank; Monitor Deloitte Analysis

Source:The World Bank; Monitor Deloitte Analysis

Source:The World Bank; Monitor Deloitte Analysis

Political stability
Chile’s political environment—including its economic 
freedom, government effectiveness, regulatory quality, 
and control of corruption—are all among the best 
in the world, whereas Colombia, Argentina and Peru 
have lower standings in these areas16 (figure 16). This 
combination of favorable political factors in Chile 
creates a much better environment for growth and 
development, increasing a local company’s chances of 
expansion and success abroad.

Access to capital  
Access to capital is easier and cheaper in Chile than in 
Colombia, Argentina and Peru. Chile on average has 
lower interest rates, and more resources are provided 
to the private sector by banks. Chile also has more 
domestically incorporated companies, and the market 
capitalization of these companies is significantly higher 
than in neighboring countries17 (figure 17). Since access 
to capital was found to be a key factor for Multilatinas, 
this dimension is critical to the success of Chilean 
companies pursuing regional expansion.

16 Note: 1) Scale from 0 to 100, where 100 means free and 0 
means repressed; 2) Measures perceptions of the likelihood of 
political instability and/or politically motivated violence; 3) Captures 
perceptions of the quality of public services and of the civil service 
and the degree of its independence from political pressures; 4) 
Captures perceptions of the ability of the government to formulate 
and implement sound policies and regulations that permit and 
promote private sector development; 5) Captures perceptions of 
the extent to which public power is exercised for private gain; 6) 
Percentile rank indicates the percentage of countries worldwide that 
rate below the analyzed country.  
17 Note: 1) Domestically incorporated companies listed on the 
country’s stock exchanges at the end of the year; 2) Share price 
times the number of shares outstanding of listed domestic 
companies (not including investment companies, mutual funds or 
other collective investment vehicles) listed in the country’s stock 
exchanges at the end of the year; 3) Total value of shares traded 
during the period; 4) Bank rate that usually meets the short and 
medium term financing needs of the private sector; this rate is 
normally differentiated according to creditworthiness of borrowers 
and objectives of financing; 5) Financial resources provided to the 
private sectors by other depository corporations (deposit taking 
corporations except central banks).
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Contributing factors
Other country-specific factors that may drive Chilean 
companies to expand regionally are (1) the relatively 
small size of Chile’s local market, which increases the 
need to pursue growth in new markets, and (2) Chile’s 
geographical and cultural proximity with neighboring 
countries, which may help Chilean companies better 
understand customer needs and behaviors in these new 
markets, thus increasing their chances of success.

Looking ahead, our analysis suggests that Colombia has 
significant potential to improve its position in the region 
and could be the next hotbed for producing Multilatinas 
and driving regional expansion in Latin America.

Chile outperforms on producing Multilatinas, but not 
Global Latinas
Although Chile has had tremendous success producing 
Multilatinas, it is responsible for only 5 percent of Global 
Latinas. This significantly smaller representation at the 
global level may be largely due to the types of industries 
that Chilean Multilatinas operate in. Specifically, 81.6 
percent of Chile’s Multilatina revenues come from service 
industries (especially retail and transportation), which may 
be intrinsically more local or regional and may have more 
limited potential for global expansion18 (figure 18). Although 
companies in these sectors might have significant regional 
success, this is typically the end state of their international 
expansion since their businesses may be more difficult to 
globalize. 

In addition to the industry factor, findings from our Global 
Latinas study hint at other more structural factors that 
might inhibit Chilean companies from succeeding globally 
compared to those based in Brazil and Mexico. According 
to the previously mentioned study,19 Brazil and Mexico 
have more executives with international recognition, as 
demonstrated by the fact that they are the Latin American 
countries with the most CEOs in the INSEAD’s 2012 list of 
top-performing CEOs. There are also financing factors. For 
example, Brazil has BNDES (Brazil National Development 
Bank), which plays an important role in financing Brazilian 
companies and helps them fund their global growth 
strategies. 18 Source: Latin Trade 500; Monitor Deloitte Analysis 

19 Deloitte, “Latin America Rising: How Latin American Companies 
Become Global Leaders”, 2014, http://www2.deloitte.com/global/en/
pages/strategy/articles/latin-america-rising.html

Figure 18: Chilean Multilatinas sectors 
(% of Chilean Multilatinas revenues)

Source: Latin Trade 500; Monitor Deloitte Analysis

http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
http://www2.deloitte.com/global/en/pages/strategy/articles/latin-america-rising.html
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Sidebar B: Broad market factors that promote international expansion
As noted elsewhere in this report, a company’s ability and motivation to expand 
internationally—whether regionally or globally—often hinges on factors that are specific 
to the country in which it is based. However, an additional analysis of "horizontal" and 
"vertical" movements by Latin 500 companies revealed a number of broader factors that 
may lead companies to distribute their assets and expand their customer base beyond 
their own borders. Our Global Latina report hinted at some potential factors, but these 
have been clarified in our current report.

Figure 19: Vertical drivers for Latin American businesses

Figure 20: Horizontal drivers for Latin American businesses

Vertical drivers (figure 19) 

• Companies seek vertical movements (i.e., geographic or 
asset expansion) to explore new markets that are not 
accessible through exports, primarily due to industry-
specific drivers.

• Leveraging scale and replicating successful business 
models are factors behind companies going global.

• The quest for resources and competitive advantages—
such as reduced costs—drives companies to establish 
operations abroad.

 
Horizontal drivers (figure 20)

• Markets with low product differentiation and similar 
customer needs across geographies are attractive for 
exporters, leading to horizontal expansion  
(i.e., customer expansion).

• Companies willing to expand sales to new markets 
where there is no access to resources see horizontal 
movements as a market entry strategy.

• Global demand and a negative trade balance in 
developed economies motivate companies to move 
horizontally.

 
For Latin American companies that are struggling to grow 
along either dimension and find themselves unable to 
progress beyond the “local” end state, one or more of the 
following common factors may be the root cause: 

• Regulatory issues, taxation and government 
intervention are often major factors that keep Latin 500 
companies from moving both vertically and horizontally

• Varying stakeholders and customer behaviors driven by 
cultural differences may create barriers for expansion of 
service industries

• Industry-specific factors such as operational complexity 
and business model incompatibility may also restrain 
company movements

Source: Deloitte, “Latin America Rising: How Latin American 
Companies Become Global Leaders,” 2014, http://www2.deloitte.com/
global/en/pages/strategy/articles/latin-america-rising.html
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Conclusion:  
Embracing Multilatinas

At first glance it may be easy to assume that becoming 
a Global Latina is the natural evolutionary development 
or maturity path for every successful company in Latin 
America—with Multilatinas being just a stepping-stone 
toward that higher goal. However, our analysis found 
fundamental differences between Multilatinas and Global 
Latinas that in most cases put them on different tracks to 
international growth:

• Scale versus scope. Strategically, Global Latinas tend 
to succeed internationally by focusing on cost efficiency 
and economies of scale. In contrast, many Multilatinas 
compete with scope-based strategies—using their 
breadth to “own” the market. Although cost efficiency 
is important, it isn’t their primary basis for competition 
and differentiation.

• Different industries. Many Multilatinas operate in 
services sectors (such as retail and transportation), 
which tend to be more local or regional in nature, 
making them difficult to globalize. 

• Local knowledge fuels organic growth. Many 
Global Latinas use acquisitions as their primary tool 
for international expansion because they are often 
unfamiliar with the markets they are entering and 
need to buy their way in through acquisitions or joint 
ventures. Many Multilatinas tend to favor organic 
growth because the new countries they are entering 
more closely resemble their home market, enabling 
them to capitalize on their existing knowledge and 
brand recognition.

Many successful Latin American companies likely will thrive 
in the region as Multilatinas but may never become global 
companies. Others will jump directly from the local to 
global level without ever becoming dominant players at the 
regional level. 

Country-specific factors can have a big impact on which 
growth path local companies pursue. Brazil and Mexico are 
dominant in producing Global Latinas because they feature 
structural advantages that drive and support companies 
in the global direction, rather than toward becoming 
Multilatinas. In Chile, the exact opposite is true. There, 
the conditions are right for developing strong regional 
businesses, but the structural factors are not ideal for 
supporting full globalization. 

The bottom line is that there is more than one effective 
path for Latin American companies to grow internationally 
and achieve success. Becoming a Multilatina is a distinct 
growth path and end goal in and of itself—not just a 
stepping-stone or consolation prize for companies not 
quite good enough to become Global Latinas. Business 
leaders and national policy makers should recognize this 
fact and consider taking deliberate action to address the 
individual factors that can help Multilatinas–and aspiring 
Multilatinas—compete more effectively at the regional 
level, instead of viewing global expansion as the only goal 
worth pursuing.
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