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				Growth reimagined: The eight questions every CEO should ask about getting—and staying—ahead

				Highlights

				CEOs across the globe are redefining what growth looks like in a post-crisis world.

				Companies are reshaping their strategies and operating models—focusing on issues like talent, innovation and collaboration—to find new sources of revenue growth and competitive advantage.

				There are eight key questions leaders can ask—about where and how to change—to ready their businesses for the road ahead.

				CEOs are starting to see a bright future after some of the business world’s darkest days. Make no mistake: these are still uncertain times, but companies around the world are turning their attention back to growth.

				According to our 14th Annual Global CEO Survey of 1,201 business leaders in 69 countries, CEOs are nearly as confident of growth in the coming year as they were in the boom years before the crisis.

				But things have changed, and growth doesn’t look quite the same anymore. Emerging economies have shown themselves to be powerhouses of revenue opportunity, talent and innovation. Technology has allowed people to be more mobile and more connected than ever. And the critical links between business and government have come squarely into view.

				As businesses change to meet the challenges of growth reimagined, leaders must ask themselves: How primed is my company to capitalize on new opportunities?

				A new CEO agenda is taking shape

				With a renewed sense of optimism, CEOs are moving a few issues off the backburner to the top of their lists.

				
						Innovation is a hot button issue. Historically, companies saw increased share in existing markets as their prime growth opportunity. But for the first time in five years, just as many CEOs see new product and service development as their main opportunity.1

						Talent is back, in a big way. More than half of CEOs said they expect to grow their workforces in 2011. But the same skills shortages and demographic shifts that faced businesses before the crisis remain intact.2

						Relationships are the key to growth. That the world is full of interdependencies and systemic risk isn’t exactly news anymore. But the relationships businesses are building to address those links—with governments, consumers and even competitors—just might be.

				

			

		

	
		
			
				At a glance

			

			
				
					
						
								
								Growth reimagined, by the numbers

							
						

						
								
								81%

							
								
								of North American CEOs say they’re formally incorporating risk scenarios into strategic planning, compared with 67% globally.

							
						

						
								
								22% 

							
								
								of global CEOs say the US, second only to China, is the country most important to their future sourcing needs.

							
						

						
								
								73%

							
								
								of CEOs in Latin America say that emerging markets are more important to their company’s future than developed markets, compared with 59% globally. 

							
						

						
								
								68%

							
								
								of Western European CEOs believe business will actively support government policies that promote growth that is financially, socially and environmentally sustainable.

							
						

						
								
								47%

							
								
								of CEOs in the UK—compared with 34% globally—say that their company is making strategic changes because of public spending cuts or tax increases faced at home or abroad.

							
						

						
								
								76%

							
								
								of CEOs in China say that developing environmentally friendly products or services is an important part of their company’s  innovation strategy, compared with 64% of global CEOs.

							
						

						
								
								91% 

							
								
								of CEOs in Asia say that innovation will create operational efficiencies that yield competitive advantage, compared with 79% globally.

							
						

						
								
								78% 

							
								
								of CEOs in India expect to increase company headcount in the year ahead, compared with 51% globally; 98% anticipate changes to their talent management strategies as a result.

							
						

					
				

			

			
				Source: PwC, 14th Annual Global CEO Survey, January 2011

			

		

	
		
			
				01 – New strategies for growth top the business agenda

				Changing industry dynamics and demand patterns are altering CEO strategies

				Q: To what degree has your company’s strategy changed over the past two years? Which factor had the biggest impact on your need to change your strategy?

				CEOs changing strategies
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				Base: All respondents (Global = 1,201; US = 108)

				Source: PwC, 14th Annual Global CEO Survey, January 2011

			

			
				Factors behind strategic change
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				Base: All respondents who stated ‘changed in fundamental ways’ or

				 ‘somewhat changed’ at Q2a (Global = 1,009; US = 87)

				Source: PwC, 14th Annual Global CEO Survey, January 2011

			

			
				1) How do we enter new, ever-changing markets with confidence?

				More than 80% of CEOs said they’re doing strategy makeovers driven, in large part, by the changing dynamics between the developed and emerging worlds.

				Emerging economies are forecast to grow at a rate of 6.4% in 2011—faster than both the projected global growth rate of 4.2% and that of developed economies, just 2.2%.3

			  The financial services industry is sensing the economic shift acutely. Of the 69 banking and capital markets leaders we surveyed, 61% said that emerging markets would be more important than developed markets to their organization’s future.4

			  Striking the right balance between the two worlds is now a key challenge.

				“It isn’t about one or two countries really pulling us up or out. We’re all in this together,” said Richard K. Davis, Chairman, President and CEO of U.S. Bancorp. “If we let the developing develop too fast, that’ll be bad, and if the developed nations don’t celebrate the growth in the developing nations, that will be bad.”5

			  2) How do we remake our organization into a continually innovating one?

				Today, business leaders expect innovation to capture efficiencies and drive revenues. That’s a tall order.

				To fill it, some companies are taking a soup-to-nuts approach to continuous innovation, developing processes supported by technology, through which they can more reliably discover and assess innovations—and more quickly turn them into profits.

				Indeed, in an increasingly mobile, connected world, technology is a growth proposition. More than half of the CEOs we surveyed are investing in growth initiatives such as emerging technologies in mobile devices, social media and data analytics.6

				When it comes to IT innovation, the health industries face a strategic challenge. With just a fraction of consumers able to access their health information electronically, companies are under pressure  to design the IT structures that will support the rapid exchange of information, drive cost out of  the system and enable new care delivery models.7

			

		

	
		
			
				02 – Reinvention takes creativity and discipline—don’t go it alone

				CEOs are rethinking how their businesses operate

				Q: Which, if any, of the following restructuring activities do you plan to initiate in the coming 12 months?
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				Base: All respondents (Global = 1,201; US = 108)

				Source: PwC, 14th Annual Global CEO Survey, January 2011

			

			
				3) How do we identify, engage and empower the talent that will distinguish our business from the competition?

				As companies enter fast-growing markets, they’re increasingly looking to underused sources of talent and innovation—women, older workers and outside contractors, for instance—to feed the pipeline of skills and ideas that will meet local demands.

				In fact, almost 40% of CEOs said that they expect the majority of their innovations over the next three years to be co-developed with partners outside of their organizations.8

				Empowering people to share and collaborate through mobile technologies, wherever and whenever ideas may strike, has become a priority for many leading companies.

				“A lot of the return in the long run is going to be about employee efficiency and effectiveness—how they can be more proactive, have better and faster access to information, and hold these unlimited possibilities in the palm of their hands, wherever they happen to be in the world,” said Todd Schofield, head of enterprise mobility at UK-based bank, Standard Chartered.9

			  4) How do we reinvent our operations to take change in stride while remaining disciplined about costs?

				Businesses honed in on reducing costs during the downturn, but that focus is shifting. Eighty-four percent of CEOs said they implemented a cost-reduction initiative last year; just 64% expect to do so this year.10

			  Maintaining discipline around costs remains a priority, but companies are making fundamental changes to their operations for growth and agility. They’re recognizing that, to stay competitive in this economic environment, they just can’t go it alone.

				In the coming year, 50% of CEOs said their companies plan to enter a strategic alliance or joint venture, and roughly a third said their companies plan to complete a cross-border merger or acquisition, or outsource a business process or function.11

				With almost half of CEOs concerned about permanent shifts in customer spending behaviors, they’re adapting operations to keep pace. For example, retailers are developing mobile tools that allow consumers to comparison shop on the fly. And health insurers are looking to increase revenues by changing the way they steer patients to services and generic drugs.

			

		

	
		
			
				03 – Get resilient to stay on top of risk and ahead of regulation

				Companies are taking steps to become more resilient to risks

				Q: What additional steps, if any, are you taking to improve the management of risks that accompany your change in strategy?
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				Base: All respondents who stated ‘changed in fundamental ways’ or 

				‘somewhat changed’ at Q2a (Global = 1,009; US = 87)

				Source: PwC, 14th Annual Global CEO Survey, January 2011

			

			
				5) How do we become more resilient to new or unpredictable risks?

				As companies increasingly target opportunities far from home, their operations reach across diverse cultures with different tax regimes, regulatory frameworks and management styles.

				This is having a profound impact on how they manage risk. Almost 80% of global CEOs anticipate changing their approach to risk management in the year ahead, with a majority aiming to more formally incorporate risk into strategic planning.12

			  But some CEOs are going even further and making a fundamental shift.

				They’re moving from risk management to risk resilience, acknowledging that businesses need to withstand even the most unpredictable threats—like political instability, currency volatility, trade imbalances and demographic shifts—without blocking growth opportunities.

				This means going beyond the traditional checks and balances that help them mitigate known risks to find new approaches for managing the unpredictable ones, such as attracting diverse talent with fewer blind spots in unfamiliar markets, and increasing collaboration with governments to improve long-term national competitiveness.

				6) How do we see beyond constraints to spot the opportunities in new regulation?

				Dodd-Frank. Health reform. Basel III. Wherever you sit in the world, an intricate patchwork of emerging regulations affects the way you’ll do business tomorrow.

				While the specters of overregulation and increasing tax burdens loom large for executives around the world, one thing is clear: Companies seeking growth aren’t sitting still, waiting for regulatory uncertainties to be resolved.

				In the US, regulation—from granular changes, like the new way companies must account for all their leases, to the structural overhauls of the health and financial systems—is forcing companies to rethink their strategies and operating models. Forty-seven percent of US CEOs are changing their strategies in response to regulation, compared with 34% globally.13

				In response to health reform, will companies rethink their benefits strategies in ways that enhance care and reduce costs? In response to financial reform and a tight lending environment, will they seek out new sources of capital? What opportunities lie in the regulation pipeline for your business?

			

		

	
		
			
				04 – Markets are conversations—listen closely and tell a more compelling story about your business

				CEOs see a world where ‘good growth’ and enhanced transparency are key to business

				Q: How strongly do you agree or disagree with the following statements regarding the changing dynamics of the world economy? (Respondents who stated ‘agree’ or ‘agree strongly.’)
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				Base: All respondents who stated ‘changed in fundamental ways’ or 

				‘somewhat changed’ at Q2a (Global = 1,009; US = 87)

				Source: PwC, 14th Annual Global CEO Survey, January 2011

			

			
				7) How do we tap into growing customer and employee sentiment about sustainability?

				CEOs are sending the message, loud and clear, that social development is key to economic growth and competitiveness.

				Businesses now see a shared agenda with government, on issues including fostering a skilled workforce, addressing the risks of climate change and securing the natural resources critical to business.

				In fact, 72% of the executives we surveyed said that they welcome governmental incentives designed to promote ‘good growth’ that is financially, socially and environmentally sustainable.14

			  Some of this growth may be attributable to policy changes, but it’s also being driven by consumer demand. Half of the CEOs we surveyed said that they’re changing strategies because they see a long-term shift in how customers factor environmental and corporate responsibility practices into their purchasing decisions.15

			  In emerging markets in particular, where younger, socially aware buyers drive consumption patterns and dominate talent pools, the need for products and services better matched to local needs is pressing.16

			  8) How do we tell our company’s story in a way that helps stakeholders see the changes we’re making in a new light?

				The world is changing rapidly, and businesses are too. But popular perceptions of companies don’t always keep pace.

				Today, company reputations can depend on how clearly businesses share their stories about the change they’re undertaking to pursue growth.

				To be sure, part of building trust and changing the way the market views your business lies in disclosure. Sixty-four percent of CEOs agreed that companies are becoming more transparent in reporting their financial results and tax obligations.17

			  But it goes beyond transparency.

				Are you offering stakeholders the information they really need, in a way that will truly reshape their view of your business? Are you sharing with them the most meaningful changes your company is undertaking, or the risks that are having the biggest impact on your growth strategy?
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				How PwC can help 

				To have a deeper discussion about how your company is reimagining growth, please contact:

				Robert Moritz

				US Chairman and Senior Partner

				PwC

				Phone: 646 471 7293

				Email: robert.moritz@us.pwc.com

				

				Tom Craren

				US Brand and Thought Leadership Leader

				PwC

				Phone: 646 471 6465

				Email: tom.craren@us.pwc.com

				

				Tell us how you like 10Minutes and what topics you would like to hear more about. Just send an email to: 10Minutes@us.pwc.com.

				

				© 2011 PricewaterhouseCoopers LLP. All rights reserved. In this document, “PwC” refers to PricewaterhouseCoopers LLP, a Delaware limited liability partnership, which is a member firm of PricewaterhouseCoopers International Limited, each member firm of which is a separate legal entity. This document is for general information purposes only, and should not be used as a substitute for consultation with professional advisors. 10Minutes ® is a trademark of PricewaterhouseCoopers LLP US.  NY-11-0601
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