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1. Why did McKinney Rogers commission this survey?

McKinney Rogers works closely with large, global organizations helping them to define and deliver strategy throughout their
operations. This starts at the top with the business leaders and Mission Leadership®. This is a key component of the McKinney
Rogers service offering, focusing on leadership behaviors i how we think, how we act, and how we relate to others.

There is currently great interest in investing in emerging markets, and this report seeks to establish the views of senior business
leaders. It looks at which regions they have invested in over the past 12 months, which they plan to invest in during the coming year
and the elements they see as key to the success of doing business in emerging markets.



2. Overview

1 Three quarters (76%) of respondents agreed that emerging markets offer increasing growth of purchasing power compared
to the slowing growth of more mature markets with 66% agreeing that they offer greater opportunities for market leadership

1 But not all respondents (only 30%) thought emerging markets would be less affected by an economic slowdown than more
established markets

1 Interms of elements essential to success in emerging markets, an overwhelming majority of business leaders questioned
(93%) agreed that hiring local management expertise and developing operational plans to overcome challenges such as
poor transportation and infrastructure and dealing with red tape were vital

1 Respondents also agreed that it was key to invest in emerging markets where there is economic and political stability as well
as a highly educated workforce

1 Of those questioned eight in ten said they had invested in emerging markets in the last 12 months and 87% intended to do
So in the next year. Perhaps unsurprisingly, the BRIC (Brazil, Russia, India, China) markets top the list of investment
destinations and it is these that are seen to have the most stable economic and political environments, as well as strong
infrastructures and workforce

1 While India was the most popular choice amongst respondents, with 47% of those questioned planning to invest there in the
next 12 months, followed by China (43%) then Russia and Brazil (37% each), Africa came in just behind, with 33% of
respondents seeing the continent as an investment opportunity

1 This is despite the fact that Africa is perceived to be weaker than the BRIC regions in terms of political and economic stability
and the short comings of its transport and communications infrastructure

1 Notably, the very things Africa was seen to need to build on, were those that respondents cited as the most important
elements that an emerging market needs to attract inbound investment



3. Key findings

3.1 Relative importance of key factors in making a country a key player in the global economy
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3.2 Percentage of respondents who agree/strongly agree with the below

M Agree 1 Strongly agree
1 | | | | | | |

Emerging markets offer increasing growth of purchasi

0 0
power compared to slowing growth of mature market 30% |

Emerging markets offer greater opportunities fom | —_— |
establishing market leadership 0

Emerging markets offer most potential for maximising retu
on investment (ROI) and profit growth
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Consumers in emerging markets are likely to have high Ie‘“/
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3.3 Importance to being competitive and successful in emerging markets

M Quite important 1 Very important
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3.4 Regions where organisations have invested over the past 12 months
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3.5 Regions where organisations plan to invest over the next 12 months
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3.6 Comparison of recent past versus future investment by region

M Invested last 12 months
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38Strength of regionsd economic stability
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310St rength of regions6 communications infrastructure
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311Favourability of regionsdé taxation
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