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Exhibit 1

Companies in emerging markets grew faster than those based
in developed economies—and size explained only a fraction
of the differential.
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Exhibit 1 Leading companies in the developed world earn just 17% of total
revenues from emerging markets, even though these markets
represent 36% of global GDP.
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Exhibit 3

A clustering approach can help companies target consumers
more effectively in Chinese cities, some of which are economically
larger than entire European countries.
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Exhibit 5

Across the board, emerging-market companies grow faster than
those from developed economies.
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Exhibit 2

Low dividend payouts and high fixed-asset growth suggest
emerging-market companies were reinvesting more aggressively.
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Exhibit 1 Over the next five years, nearly 700 million more Asians
will start using the Internet.
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Exhibit 2

The change in income distribution will vary across
cities and may suggest new markets.
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Exhibit 3

Discretionary spending is expected to grow
considerably by 2020.
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Exhibit 2 By 2025, the consuming class will swell to 4.2 billion people.
Consumption in emerging markets will account for $30 trillion—

nearly half of the global total.

‘World population, billiors: World consumption, $ trilion

}
—
& markets

.
.
N R
sofl+< B - 2
=

*Consuing lss: el dispssbl ncome s 810; Bl consuing class <810 comes st forpurchasig: pover paky:

Pkt
Estimate hasd on 2010 pevat-consumption shareof GDP por counry and GDP esimtes o 2010 4 2025;asunes prate

consumption's share of GOP il el onstant.
‘Souree:Angus Mo, fonder o Groniagen Growth s Developme: Cetre, Uriversity of Groningen;Homi Kharas, seor el st
‘Wallensohin Cente fo Devlopment  Erokings Isiuion; MeKisey lobe rstituteansyss





OEBPS/Images/20650.jpg
Exhibit 4 In China, consumption of household products takes off at
middle-income levels, following an S-curve.
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