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USA New 
Zealand

Brazil China India

Population (million) 317 4.4 201 1,343 1,220

Pop. Growth Rate .90% .85% .86% .48% 1.31%

Current GDP 
(US$billion)

$15,650 $170 $2,425 $8,260 $1,947

Real GDP (US$billion) $15,650 $134 $2,362 $12,380 $4,784

GDP per capita (PPP) $49,800 $30,200 $12,000 $9,100 $3,900

Total R&D Expenditure
(US$billion)

419 7 25 123 14

R&D Expenditure 
as % of GDP

2.68% 1.21% 1.02% 1.49% 0.71%

GDP real growth rate 2.2% 2.5% 1.3% 7.8% 6.5%

Current account 
balance (US$billion)

- $488 -$7 -$65 $214 -$80

Sources: Compiled from U.S. Central Intelligence Agency, The World Factbook 2013, 
https://www.cia.gov/library/publications/the-world-factbook/; and Statistical Abstracts of the United States, 2013.

BRIC Profiles (2012)BRIC Profiles (2012)

Increasingly Recognizable Corporate 
Names from China and India

Increasingly Recognizable Corporate 
Names from China and India

Invisible or Under-Visible Corporate 
Names owned by Overseas Chinese

Invisible or Under-Visible Corporate 
Names owned by Overseas Chinese

A Case in Point in History:

China and Overseas Chinese
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Building Blocks of  
EMC Competitive Advantage 

Building Blocks of  
EMC Competitive Advantage 

1. Building Competitive Advantage
at Home (“Tough Institutional Environment”)

2. Cash-Rich Position
2. Niche Marketing 

in Developed Markets

3. Acquisition or Partnership 
Strategy in DC Markets

Technology Distribution
Channel

 Cost Leadership for Industrialized Country 
Markets (e.g., the U.S.)

 Differentiation for Emerging Markets

 Become Long-Term Suppliers for 
Established Multinationals as 2/3 of 
International Trade is Already Either Intra-
Firm or on a Long-Term Contract

Three “Generic” Strategies for EMCsThree “Generic” Strategies for EMCs

Sources: Aulakh, Preet S., Masaaki Kotabe, and Hildy Teegen, “Export Strategies and Performance of 
Firms from Emerging Economies:  Evidence from Latin America,” Academy of Management Journal, 43 (3), 
2000, 342-361; and Kotabe, Masaaki and Carlos Arruda de Oliveira, “Supplying Multinational Organizations:  
Opportunities and Recommendations for Developing Country Enterprises,” Executive Forum on National 
Export Strategies, UNCTAD, International Trade Center, 1999.

 “Innovations” (a.k.a., “good ideas”) from tough 
emerging market environments have a “niche” 
market in developed countries.

 Money can buy me love (The Beatles was 
wrong on that).

 Consciously trading up on the value chain

 Important role of invisible / under-visible 
overseas Chinese tycoons for business across 
Southeast Asia

Lessons Learned from EMCsLessons Learned from EMCs

Thank you.

Any Questions?


