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HOW TO UNCOVER CHINA-
INDIA STRATEGIES THAT ARE
SUCCEEDING AT WINNING
GLOBAL DOMINANCE?
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o not look at China and
India from the narrow
lens of o -shoring and
cost reduction. Each of
these two giants represents
four compelling realities, all playing out
simultaneously: Mega-markets and mega-
growth platforms for global e ciencies,
platforms for global innovation and
springboards for the rise of a new breed
of highly capable and ambitious global
competitors, says Anil K Gupta, the
Michael Dingman Chair in Strategy and
Entrepreneurship at the Smith School of
Business at the University of Maryland and
renowned scholar on global strategy, who
is a regular speaker at major conferences
and serves as an advisor and director for
corporations in the United
States, Europe and Asia.
Unless yours is a niche
company (such as Porsche
or Louis Vui on),itisa
serious mistake to focus
on the top ve percent of
the market. e bulk of
the market opportunities
today and even the larger
ones tomorrow lie in the
middle income segment,
he says. Because per
capita incomes in China
and India are still a tiny
fraction of those in
the US or Germany,
capturing the middle
market requires the
creation of ultra-low-cost
products and services. Merely de-featuring
or local adaptation of developed country
products and services is unlikely to work.
He continues, Focus on market
development, not just market share
development. For most products and
services, both China and India are still very
young markets. ey require customer
education as well as the development of
an eco-system that would support the
purchase and consumption of the new
products and services. And, think long-
term. By 2025, China is almost certain to
become the world s largest economy. By
then, India is likely to have surpassed Japan
to become the world s third largest economy
[a er Chinaand the US].  us, for most
Fortune 1000 companies, ignoring China
and Indiais not an option. e only option
is to engage with these two economies

on along-term basisand gure out how
to leverage them for global advantage.

Chinaand India are the world s fastest
growing economic giants that many
growth-hungry corporations are turning to
today, especially with the prevailing global
downturn. And Gupta has co-wri ena
book with HaiYan Wang, highlighting that
companiesare still ge ingitwrong by only
regarding both from the perspectives of
0 -shoring and cost reduction, resultingin
many missed opportunities for growth.

For instance, while they focus on the
wealthy urban market, which generally make
up the top ve to 10 percent of the market,
they do not fully tap on the outlying masses
who reside beyond city centres. As well, there
isincreasing competition from fast-emerging
global players from within Chinaand India,
suchas Lenovo, Chery

Infosys, Tata
and Mahindra.
HaiYan Wang,

managing partner
of China India
Institute, a research
and consulting
organisation who

Automobile, Haier,

draws on her experience in China,
Singapore, Europe, and the US, and her
consulting work with companies enlightens
on the types of business which are likely to
succeed and the reasons for their success.
She explains that given their scale
and scope, China and India are not
niche economies.  is means that they
0 er sustained growth opportunities for
companies in virtually every industry. e
businesses that succeed in China and India
will be distinguished not by which industry
they operate in but by whether or not they
develop robust strategies for these two
economies .
Onwho is doing right in conducting

businesses with these giants, she says,

In our view, the list of companies that
understand the new era well and have

gured out how to engage with China and
India comprehensively and for the long term
would include IBM, Cisco, Microso , GE,
Nokia, Accenture, PepsiCo, and P&G.

e 272-page hardcover book released
by Wiley earlier thisyear ~ Ge ing China
and India Right: Strategies for leveraging the
world s fastest-growing economies for global
advantage with riveting accounts of global
companies that are on the right track. On

The authors reiterate the vital

point that given the vastness

and complexity of both countries,

there can be no substitute for gut-
level judgment based on a leader’s

direct observation and deep immersion

within Chinese and Indian societies
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