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About this book

Student Guide 4, along with its companions Student Guides 1, 2 and 3, has been written with one thing in mind: to provide you with the ideal resource for your revision of Edexcel Business A-level.

In your study of the subject you will look at business in a variety of contexts, small and large, national and global, service and manufacturing.

The themes of A-level Business also include Theme 1: Marketing and people, Theme 2: Managing business activities and Theme 3: Business decisions and strategy. It is very important that you have studied all the themes in order to successfully complete the exams, and you should read Theme 1 in particular as it provides the foundations for this guide.

The focus of Student Guide 4 is as follows:


•  Globalisation – how economies across the world are operating as a large market for a business, what the opportunities and risks are for a business operating globally compared with just in the UK, and the indicators and implications of growth for a business, particularly in Asia, Africa and other developing global markets.

•  International trade and business growth – how a business can grow through exports and imports, the link between business specialisation and competitive advantage, and the link between foreign direct investment and the growth of a business.

•  Factors contributing to increased globalisation – factors that affect a business’s ability to trade competitively across different countries, including trade liberalisation, political change, increased investment, migration and structural change in a country.

•  Protectionism and conditions that prompt trade – how trade barriers a country creates can impact on a business’s growth and competitive advantage, including tariffs and import quotas and the push and pull factors that can cause a business to trade globally.

•  Assessing a country as a market, production location, including mergers and joint ventures – how a business assesses a global market as a place to compete and/or locate production and the reasons for mergers and joint ventures, including spreading risk, acquiring international brand names and maintaining global competitiveness.

•  Global competitiveness and global marketing – the impact of movements in exchange rates on competitive advantage, global marketing strategy, including the marketing mix, cultural diversity and global niche markets.

•  Cultural and social factors and ethics – the impact of multinational corporations on the local and national economy and the ethics of global trade, including stakeholder conflicts and environmental considerations and how multinational corporations can be controlled.



Content Guidance

The Content Guidance section offers concise coverage combining an overview of key terms and concepts with identification of opportunities for you to illustrate higher-level skills of analysis and evaluation.

Questions & Answers

The Questions & Answers section provides examples of stimulus materials with the various types of questions that you are likely to be faced with: short answer questions, data response and open response questions. The questions give explanations of command words which can be applied to any question with the same word. The answers are also explained in detail, including the grades obtained.

A common problem for students and teachers is the lack of resources and in particular exam-style questions that cover individual areas of study. The questions in this guide are tailored so you can apply your learning while the topic is still fresh in your mind, either during the course or when you have revised a topic in preparation for the examination. Along with the sample answers this should give you a sound basis for sitting your exams in Business.

Pre-existing knowledge

For A-level Business it is recommended that you have already studied Student Guides 1 and 2 before moving on to this guide. This is because a number of the basic business concepts that are discussed in Guide 4 are based on the foundation knowledge of those in the three previous guides. The most important requirement at this stage is an interest in the current news in terms of businesses you are familiar with, such as Apple or McDonald’s. Business is a subject that requires you to apply key terms to real businesses so an interest in businesses in the news will help you significantly to contextualise the theories – it is the really enjoyable part of the subject and ultimately allows you to score highly in the exam.


Content Guidance

Globalisation

Globalisation is the process by which the world is becoming more and more interconnected as a result of massively increased global trade and cultural exchange. Globalisation has increased the production of goods and services – many businesses no longer trade nationally but now operate internationally as multinational corporations, with different parts of the business (known as subsidiaries) operating in many countries.

Globalisation has led to a significant increase in trade across world markets and resulted in greater competition.

Growing economies

Growth rate of the UK compared with emerging economies

Growth rate is the rate at which a nation’s gross domestic product (GDP) changes/grows from one year to another. GDP is the market value of all the goods and services produced in a country in a particular time period. It can be measured in three ways. Output measure is the value of the goods and services produced by all sectors of the economy: agriculture, manufacturing, energy, construction, the service sector and government. Expenditure measure is the value of the goods and services purchased by households and by government, investment in machinery and buildings. It also includes the value of exports minus imports. Income measure is the value of the income generated mostly in terms of profits and wages.

GDP is commonly used to measure the growth of countries and make comparisons.

According to the Office for National Statistics, the UK economy has grown by an average of 2.2% every year since 1956. However, emerging economies such as China and India are growing at much faster rates. So some UK businesses boost their growth by focusing on these rapidly emerging economies. Figure 1 shows an example of car production from 2000 to 2015 among the BRIC economies, which highlights China’s extraordinary economic growth.
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An emerging economy describes a nation’s economy that is progressing towards becoming more advanced, usually by means of rapid growth and industrialisation. In order to compare the growth rate of the UK with other emerging economies, GDP is often used, which is normally expressed in a common currency such as the US dollar ($). Figure 2 shows current GDP for 20 world economies and the projected GDP by 2030. In 2016 the UK’s GDP was the fifth largest in the world, but this is predicted to change by 2030 so that countries such as India, Brazil and Turkey will be bigger.
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Knowledge check 1


a) Give a reason why economies such as the UK have lost out to countries like China in terms of manufacturing.

b) How have economies like the UK responded to the loss of manufacturing?
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Comparing GDPs of different countries usually means converting other currencies to the US dollar, which can cause problems as a result of exchange rates. Exchange rates vary from month to month for products that are traded between nations (such as cars) but this does not affect products and services that are traded within a country (such as haircuts).

Calculations of GDP based on market exchange rates tend to overestimate the cost of living in poorer developing countries. To try to ensure GDP is measured realistically, a method called purchasing power parity (PPP) can be used.

PPP takes a standard shopping basket of goods and prices them for each country. A simple way to explain this is through The Economist’s Big Mac index, which prices a McDonald’s Big Mac using PPP to show the real cost of living. In July 2016, for example, in the UK a Big Mac’s PPP price was $3.94 compared with Brazil’s price of $4.78.

Growing economic power of countries within Asia, Africa and other parts of the world

Traditionally, western countries such as the UK, Germany and the US have been markets of growth for businesses to target in terms of exports and international trade. However, looking at Figure 2, clearly this is changing rapidly, with developing countries growing much more quickly than western markets due to increased GDP and the corresponding wealth of citizens.

Economies such as China and India have comparatively high levels of investment compared with western countries such as the UK, which brings with it jobs, infrastructure and new markets for businesses to expand into. Other developing countries such as Indonesia and Tanzania have large and growing populations, a good supply of relatively young workers and increased industrialisation of the economy. In July 2016 GDP growth in Indonesia was running at 5.18% compared with 7% in India. Tanzania (in East Africa) has been growing at 7% a year for several years.

Implications of economic growth for individuals and businesses

There are various implications of this economic growth for businesses:


•  New markets mean expansion and potentially increased profits.

•  Products that are mature or even in decline may be given an extension strategy simply by entering a previously untapped market.

•  Mergers/takeovers and partnerships can mean a UK business can take advantage of a new market’s potential relatively quickly.

•  As these may be emerging economies, the workforce tends to have low expectations for pay and conditions, which allows a reduction in unit costs.

•  As emerging economies tend to be rich in natural resources, businesses can buy raw materials cheaply, thus reducing unit costs of products.

•  Foreign countries are willing to offer incentives such as tax breaks in order to entice multinationals to locate manufacturing in the new market, leading to lower costs.

•  Adapting products and services to the local market can increase brand loyalty among new customers and enhance profitability. Glocalisation is where a business in a global market customises a product or service to the locality and/or culture so that it is more likely to sell products.



For example, McDonald’s strategy is to listen more to local consumers and then act on what they say. The company strives to do this around the world. Some of its local favourites include the McItaly burger in Italy, the Maharaja Mac in India, the McLobster in Canada and the Ebi Filet-O in Japan.

The implications of economic growth for individuals include:


•  lower unemployment – with higher output and positive economic growth firms tend to employ more workers, creating more employment

•  higher average incomes – more employment means consumers have greater income, enabling them to enjoy more goods and services and better standards of living

•  improved public services – with increased tax revenues from businesses the government can spend more on public services, such as healthcare and education

•  investment, especially foreign direct investment (FDI) – economic growth encourages investment and therefore a virtuous cycle of further growth. Foreign businesses can act as the catalyst for growth, which not only benefits individuals through increased standards of living but can also help improve roads and local services.
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Exam tip

The examiner often includes charts and graphs about such issues as GDP, so it is particularly important that you are able to interpret the figures and look for trends. You also need to look at the wider measures of the economy discussed in the question in order to be able to evaluate the bigger global market picture.
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Indicators of growth

To assess the economic development of a growing economy the following indicators can be used:


•  Gross domestic product is the economic activity of a country and shows its ups and downs if measured over time, known as the business cycle.

•  GDP per capita is a measure of the total output of a country that takes GDP and divides it by the number of people in the country. The per capita GDP is especially useful when comparing one country’s standard of living with another, because it shows the countries’ relative performance.



Looking at GDP per capita particularly over a period of time and in comparison with that of another economy can be a good indicator of growth. To ensure the comparison is realistic, the PPP figure takes into account that it is cheaper to live in some countries than in others. Table 1 shows both the raw GDP per capita and the adjusted PPP figure for the UK and India. Clearly the UK figures are much greater than India’s, which means individuals in the UK have a greater ability to purchase necessities and luxuries from businesses.

The raw figures suggest that UK incomes are 25 times those of Indian incomes; when adjusted for differences in the cost of living (PPP), the difference shrinks to 6.75 times.
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Knowledge check 2

Give an example of a situation where a UK manufacturer has altered a product for the global market and comment on how successful this has been.
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Literacy refers to the percentage of adults who can read and write. According to the OECD’s 2016 International Adult Literacy Survey, the differences in average skill levels among OECD countries explain 55% of the differences in economic growth. This implies that investments in raising the average level of skills could yield large economic returns. According to a report in 2015 by UNESCO, data literacy in 15–24 year olds was 99% in the UK and 89% in India, up from 76% in 2001. Steady increases in the level of literacy may be as important an indicator of economic growth as trends in GDP.

Health is another key factor part-cause and part-effect of economic growth. Key measures include average life expectancy, mortality rates among babies and access to healthcare, all of which are linked to economic growth in an emerging economy. Table 2 gives an example of life expectancy and infant mortality rates.
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The Human Development Index (HDI) is a weighted mix of indices that shows life expectancy, knowledge (adult literacy and education) and standard of living (GDP per capita). It was launched by the United Nations in 1990 and is measured between 0 and 1. Table 3 shows an example of HDI rankings for different countries – the nearer to 1, the better.
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Knowledge check 3

Give one reason why education is such an important factor in the growth of emerging economies.
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Table 3 HDI ranking and scores, selected countries, 2015



	 
	Rank (out of 180 countries)
	HDI score (out of 1.00)



	Ghana
	140
	0.579



	Bulgaria
	  59
	0.782



	Brazil
	  75
	0.755



	UK
	  14
	0.909




Source: World Bank

The problems with using indices as economic growth measurements include the fact that they all consider the average of the population without taking into account that there may be large imbalances in the country and that in certain countries the actual data are not always reliable.
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Exam tip

Remember that a lot of the indicators discussed are general. You need to look at the specific evidence you are presented with and your wider knowledge of global business to identify positive and negative impacts on international businesses. Evaluation marks are particularly linked to this assessment of the bigger global market.
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International trade and business growth

International trade is the exchange of capital, goods and services across international borders or territories. Reasons businesses undertake international trade include accessing new markets for growth and profit, increased efficiency of production, reductions in cost and increases in quality. Businesses will be looking to use any advantage they have over their rivals in the supply of goods or services.

Business growth can be achieved through international trade and measured in a number of ways, including assets, sales revenue, operating profit and market share. Growth may provide a multinational business with advantages such as greater sales volume, higher market share, economies of scale and larger profits.

Exports and imports

Imports are goods bought from another country. These can either be ready-made goods such as iPads or raw materials to manufacture products in the UK. For example, 36% of UK imports in 2016 were machinery and transport equipment, compared with India where the main import was oil at 34%.

Exports are goods produced in one country which are sold in another country. For example, according to a report by the Daily Telegraph, cars contributed 11.2% of exports from the UK to China in 2015.

There are various differences between imports and exports:


•  Exports earn money for both the country and the business.

•  Imports cost the country and businesses money.

•  A depreciation in the currency used by an exporter makes the goods more competitive in the global market. This is particularly the case where the exporter is able to source its raw materials within the country in which it is manufacturing. The opposite would apply if the currency appreciated.

•  An appreciation in the currency weakens the position of exporters but helps importers. Foreign goods become cheaper to purchase and more competitive in the local market. This helps the many retailers that buy from abroad, such as Dixons Carphone, the mobile phone retailer. This retailer sources most of its mobile phones from Asia so with an appreciation of the pound will be able to buy more phones for the same amount of sterling.
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Exam tip

Expect to be tested regularly on calculating how to convert one currency to another and the meaning of ‘appreciation’ and ‘depreciation’ of a currency.
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The link between business specialisation and competitive advantage

Competitive advantage is a sustainable way to keep ahead of your competitors in the long term. Specialisation is when a business concentrates on a product or task and in many cases means producing only a small number of products. Specialisation is particularly important when competing in international markets as it can create a competitive advantage for the business and act as a barrier to stop others from entering the market.
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Knowledge check 4

After Britain voted in 2016 to leave the European Union, the pound fell by 12–20% against other currencies. How might that have affected Nissan UK, which exports more than 80% of the cars made in its Sunderland factory?
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Exam tip

The area of competitive advantage can be used in many different questions so you must be familiar with concepts that link to this, such as economies of scale. Examiners love asking questions on competitive advantage.
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The links between specialisation and competitive advantage include:


•  higher output means total production of goods and services is raised and quality can be improved

•  by a business or country using its unique skills and talents in its workforce the output can become more efficient and of far higher quality than elsewhere. Buying pizza in Naples is proof of the value of specialisation (and history)

•  a bigger market through specialisation and global trade increase the size of the market, offering opportunities for economies of scale

•  competition means lower prices – increased competition acts as an incentive to minimise costs, keep prices down and create a competitive advantage.



Foreign direct investment and the link to business growth

FDI can be used by businesses to achieve the aim of growth. Countries try to attract FDI using strategies such as lower levels of corporation tax, subsidies for the building of factories, and investment in infrastructure such as roads, ports and airports.

Inward FDI involves a foreign business investing in the local economy. In the UK, an example of inward FDI was the French energy company EDF’s proposal in 2016 to build a nuclear power station at Hinkley Point in Somerset




•  through merger, takeover or partnership with a foreign business, in order to quickly enter a market that is not saturated

•  relocating production to another country with lower labour and/or raw material costs in order to achieve a competitive advantage.
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Factors contributing to increased globalisation
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Protectionism



Tariffs




Import quotas



Other trade barriers
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Trading blocs



Expansion of trading blocs
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Impact on business of trading blocs
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	Advantages to businesses of trading blocs
	Drawbacks to businesses of trading blocs



	Free movement of goods between members gives the potential to create a large ‘single market’
	Competition increases due to freer trade, so those with monopoly power may find it competed away



	External tariff walls insulate the business from competition from another part of the world
	To create a single market, new rules and regulations may be agreed, including minimum wage rates



	As trade grows between neighbours, it becomes economic (and necessary) for governments to provide infrastructure support
	The availability of easily accessed neighbouring markets may reduce enterprise in relation to distant but dynamic ones such as China



	The advantages become much greater if there is free movement of labour as well as free movement of goods
	Within a geographically proximate bloc, there may be common factors that together become common problems, e.g. low commodity prices
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•  describe globalisation and its relationship to growth rate and growing economies

•  discuss the implications of economic growth for businesses and individuals

•  identify, explain and discuss the indicators of growth in an economy

•  explain the differences between exports and imports and the effects an appreciation or depreciation of a currency has on businesses that export or import

•  understand the link between business specialisation and competitive advantage

•  explain foreign direct investment and its link to business growth and the factors that lead to increased globalisation

•  discuss the benefits and drawbacks of protectionism, including tariffs and quotas

•  explain what trade blocs are and discuss the impact on business of the expansion of trading blocs
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Global markets and business expansion

Conditions that prompt trade


Push factors




Pull factors




Possibility of offshoring and outsourcing
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Extending the product life cycle by selling in multiple markets
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Assessment of a country as a market



Levels and growth of disposable income
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	Current account balance (as % of GDP)
	Government net debt (as a % of GDP)



	Czech Republic
	+1.6
	43.5



	Hungary
	+4.8
	78.2



	Poland
	−1.8
	45.6



	UK
	−4.8
	79.1







[image: ]



Infrastructure


Political stability



[image: ]







[image: ]



[image: ]



[image: ]




[image: ]




[image: ]



Assessment of a country as a production location







	Country
	Indexed manufacturing costs 2004 (US = 100)
	Indexed manufacturing costs 2014 (US = 100)



	Czech Republic
	  96.6
	106.7



	Canada
	104    
	115.4



	Taiwan
	  92.3
	  97.2



	UK
	107.4
	108.7



	South Korea
	  98.7
	102.4



	India
	112.7
	111.5



	Brazil
	  96.8
	123.6
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Reasons for global mergers or joint ventures

















	Mergers
	Joint ventures



	Advantages

•  A reduction in unit costs through economies of scale which can translate into greater profit margins.

•  The spreading of risks where products are different, meaning profits can be maintained even if some products are not performing as well as others.

•  A reduction in competition if a rival is taken over, giving the business more market power and the potential to increase product prices without losing demand.

•  The addition of new skills and competences which can translate into innovation and ultimately more profit.




	Advantages

•  Entering related businesses that previously presented high barriers to entry.

•  Gaining access to expertise without the need to hire more staff.

•  Using existing technologies and patents developed by other companies.

•  Sharing the risk of high gearing but uncertain ventures.

•  Establishing a presence in new, untapped markets, including international opportunities.







	Disadvantages

•  The cost of buying up another business can be measured in billions of pounds. Often such takeovers are financed by debt, leading to risky levels of gearing.

•  Diseconomies of scale can lead to higher unit costs.

•  Clashes of cultures between different businesses can occur, reducing the integration’s effectiveness and potentially affecting quality and productivity and ultimately profits.

•  Redundancy of workers, particularly managers, may affect the overall motivation of the new business, ultimately driving down profits.




	Disadvantages

•  Setting unrealistic objectives that may not be completely clear in advance and not aligned to a common goal.

•  Coping with differing cultures, management styles and working relationships in each business.

•  Managing communication with senior managers and employees in both companies so that there is consistent understanding of the joint venture’s objectives.

•  Making poor tactical decisions caused by a misunderstanding of each company’s roles.
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Global competitiveness



The impact of movements in exchange rates







Competitive advantage
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Skills shortages and the impact on international competitiveness
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•  describe push and pull factors that prompt global business expansion

•  discuss the benefits of outsourcing and offshoring

•  identify, explain and discuss the indicators of growth in an economy

•  explain and assess the attractiveness of a country as a market for a business

•  explain and assess a country as a production location for a business

•  explain the reasons for global mergers and joint ventures, including the comparative advantages and disadvantages

•  explain the impact of movements in exchange rates and skills shortages on global competitiveness and competitive advantages
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Global marketing


Marketing


Global marketing strategy and global localisation





	Business strategy
	Example global marketing strategy



	Grow sales
	Launch new products in different markets
Start selling current products into overseas markets



	Increase profits
	Increase selling prices in overseas markets
Reduce the amount spent on global advertising



	Build customer awareness
	Invest more in global advertising











	Strength of global brands
	Strength of localising brands



	Huge sales provide mass production and large economies of scale
	Tailoring to local tastes and habits boosts market share



	Many promotional tools are global and can be cost effective only if brands are sold globally
	Local buyers associate more with the product as they believe it is locally produced



	Global scale means stronger negotiating power with retailers
	Localised brands can mean local production, with cost savings and a more environmentally friendly image for the business




Different marketing approaches
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Application and adaptation of the marketing mix






Applying Ansoff’s Matrix to global markets
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Niche markets



Cultural diversity




Features of global niche markets


Application and adaptation of the marketing mix to suit global niches



Cultural/social factors






•  Cultural differences are how society and customers act in their everyday lives. For example, in India a handshake for a business meeting is considered critical, though Indian women are not supposed to shake hands with men. Any drink such as tea must be accepted as a sign of a willingness to do business.

•  Different tastes mean that a business must ensure its product or service reflects local preferences. Primary and secondary market research can help to ensure products meet the needs of the local population. In India, many of the population do not eat meat, so McDonald’s has created a unique menu including the Maharaja Mac, a vegetarian burger.

•  Although the common business language worldwide is English, there could still be language issues. The business must market its product effectively in the local language and needs access to professional translators and marketing agencies in order to do this successfully. In China, variants of the language are spoken across the country, so different translators are needed to ensure marketing materials are accurate and convey the correct meaning. Unintended meanings need to be avoided at all costs as this will risk damaging the product and brand in the new market.

•  Inappropriate/inaccurate translations include the wrong words being used, brand names sounding like something else in the local language, and a brand name being associated with local slang. Even multinational corporations have made mistakes. For example, when Coca-Cola entered the Chinese market, it named its product something that when pronounced sounded like ‘Coca-Cola’. The only problem was that the characters used meant ‘bite the wax tadpole’. When the company learnt of its blunder, it changed to a set of characters that mean ‘happiness in the mouth’. All these issues need careful consideration and appropriate changes should be made.

•  Inappropriate branding and promotion create the same issues as inaccurate translations. For example, Colgate, the dental product manufacturer, introduced a toothpaste in France called ‘Cue’, the name of a notorious pornography magazine.
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•  understand the meaning of global marketing strategy and global localisation and their advantages

•  identify and explain the different global marketing approaches

•  discuss the application and adaptation of the marketing mix

•  identify, explain and apply Ansoff’s Matrix to global markets

•  identify, explain and apply the marketing mix to a global niche market, including the role of cultures, social factors and subcultures
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Global industries and companies (multinational corporations)







	Country/Company
	2015 GDP/sales ($bn)



	UK
	2,848  



	Bulgaria
	489



	  1 Walmart
	482



	Nigeria
	481



	  2 Sinopec-China
	283



	  3 Petro China
	274



	  4 Shell
	264



	  5 VW
	246



	Sri Lanka
	  82



	Uruguay
	  53






The impact of multinational corporations

Impact on the local economy









	 
	Positive impact of MNCs
	Negative impact of MNCs



	Local workforce
	MNC training methods may improve productivity and employability and lead to skills transfer
	May attract over-qualified workforce, denying local businesses of the talents of skilled staff



	Wages
	Usually pay higher wages than local rates and local businesses, thus improving living standards
	Workers without a better job are resentful and local businesses may find a shortage of locally skilled staff to ensure viability



	Working conditions
	MNCs tend to ensure conditions meet the expectations of western customers so are above the average of the country
	Above average may still be regarded as very poor and have a negative impact on the MNC’s brand and ultimately sales



	Job creation
	MNCs have a significant impact on a local economy, which ultimately benefits the country through more taxes being paid and more public services being funded
	As MNCs tend to have very efficient cost structures, local businesses may no longer be competitive and jobs could be lost. The issue is whether there has been a net increase in jobs
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Impact on the national economy
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Ethics



Stakeholder conflicts






•  retailers and suppliers, where price negotiations should avoid bullying smaller suppliers into accepting an unsustainable price

•  directors and staff, where there may be huge differences between directors’ pay and the minimum wages paid to staff

•  management and shareholders, who should beware of the impact of bonuses paid to staff to improve profits based on unethically high-pressure sales techniques



Pay and working conditions







	Working conditions that could be seen to be ethically acceptable
	Working conditions that are unconditionally unacceptable



	Cramped and hot where profit margins are too low to allow more space and better ventilation
	Dangerous conditions with machinery that is unsafe and the use of chemicals that are known to have serious health hazards



	Long working hours of 12 or more hours per day
	Forcing people to work long hours by threats or incarceration (which has happened at Apple outsourced factories in China)




Environmental considerations




Supply chain considerations




Marketing considerations
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Controlling multinational corporations



Political influence


Legal control




Pressure groups




Social media
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•  explain the effects of globalisation on multinational corporations and the effects multinational corporations have on the global economy

•  explain and discuss the impact multinational corporations have on local economies

•  explain and discuss the impact multinational corporations have on national economies

•  explain the meaning of business ethics

•  identify, explain and discuss the different stakeholder conflicts a multinational corporation may have to manage

•  discuss the impact of the conflicts of pay and working conditions, and environmental, supply chain and marketing considerations a multinational corporation will need to manage in global markets

•  explain the political influence a multinational corporation may have on the national economy and the influence social media and pressure groups can have on multinational corporations
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Figure 9 Corporation tax in selected countries, 2016
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OEBPS/images/21-1.gif
Per hour (£)

12
10
8
6
4 I I
2
0 . . —_—
Czech  latia  Ghana South  Germany
Republic Korea

Figure 5 National minimum wages in selected countries, 2016

Source: wage indicator.org
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Table 8 tase of doing business In three Eastern European countries

Hungary Poland  Czech Republic
Days to start a business 5 30 15
Days for construction permit 179 156 247
Total tax rate (% of profit] 483 403 504

Source: World Bank 2016
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Table 7 Problematic factors for doing business In three Eastern European countries

Policy instability 9.1% 15.1% 3.3%
Tax regulations 8.0% 11.0% 23.2%
Labour regulations 9.0% 1.0% 15.5%
Government bureaucracy 18.6% 10.3% 14.6%
Corruption 16.3% 13.0% 3.4%

Source: World Economic Forum 2015
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Figure 6 GDP per capita in three Eastern European countries in 2003 and 2014
Source: Furostat 2015
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Figure 10 The global rise of social media usage (forecast from 2015]

Source: www statista com
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Table 1Incomes In India and the UK: raw data and adjusted to show PPP

GDP per capita (2015) $1,627 $40,933 |25 times
GDP per capita at PPP (2015) $5,730 $38,657 | 6.75 times.





OEBPS/images/11-1.gif
Table 2 Health statistics: lite expectancy and infant mortality rates

Ghana 91
Bulgaria 43
Brazil 129
UK 23

Source: World Bank
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Figure 8 Ansoff's Matrix in a global market
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Figure 3 The growth of China’s exports 19852015 to become the world’s number one
exporter

Source: World Bank
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Table 4 txpansion of trading blocs

Startingdate  Main members Total GDP
2015 (million)

European Union (EU) 1958 Germany, France, $16,200bn 505

UK (28 in ‘total)

Association of Southeast 1967 Indonesia, Thailand, $2,431bn 608

Asian Nations [ASEAN] Vietnam (10 in total)

MERCOSUR (Spanish for 1991 Brazil, Argentina, Uruguay |  $3,184bn 303

South American common (6in totall

market]

North American Free 199 US, Canada, Mexico $20,600bn 484

Trade Agreement (3 in total)

(NAFTA]

East African Community 2000 Kenya, Tanzania (5 in total) $147bn 145

(EAC)

Source: World Bank
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Table 5 Growth in GDP per capita at purchasing power parity to $US

1990 2000 2015 %
Indonesia* $2,892 $4,601 $11,035
Vietnam* $6,755 $12,798 $26,891
India $1,148 $2,020 $5,730
China $980 $2,195 $13,400 1,267%
UK $17,985 $27,340 $38,657 115%

*Italic = member of ASEAN

Source: World Bank 2015
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Figure 4 The world's biggest economies [total GDP at purchasing power parity in $bn)
Source: CIA World Factbook 2015





