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Commitments to doing more business globally are accelerating in 2012 
despite economic, regulatory and other uncertainties. CEOs see the 
fundamentals for future growth still squarely in place. 

To understand how businesses are preparing for growth in their priority 
markets, we surveyed 1,258 CEOs based in 60 different countries and 
talked to a further 38 CEOs face-to-face for our 15th Annual Global  
CEO Survey. Delivering results: Growth and value in a volatile world 
explores CEOs’ confidence in prospects, and how they are building  
local capabilities and creating new networks for new markets. 

CEOs are adapting how they go to market, reconfiguring processes and  
at times entire operating models. They are also addressing risks that 
greater integration can amplify and are focused on making talent more 
strategic to pursue market opportunities.

This report looks at the key findings in the communications industry, 
based on interviews with 42 communications CEOs in 23 countries.  
To explore the full results of the 15th Annual Global CEO Survey,  
please visit www.pwc.com/ceosurvey.

Strategic change— 
a constant factor
Companies in every sector have entered 
2012 amid deep uncertainty about the 
global economic outlook, and especially 
about the potential impact of Europe’s 
sovereign debt crisis. Expectations are 
receding that output in fast-growing 
markets such as China and India can take 
up all the slack, with just 15% of the 
1,258 CEOs we surveyed believing the 
global economy will improve in 2012. 

This pessimism is—if anything—even 
more marked among communications 
CEOs: 55% believe the global economy 
will decline over the next 12 months, 
compared to the overall average of 48%. 
But though communications CEOs are 
gloomier about the general economic  
prognosis, they are more positive about  
the likely fortunes of their own companies 
than their fellow CEOs in other sectors. 
Fifty percent are very confident they can 
generate higher revenues in the next 12 
months, whereas the average in the total 
sample is only 40% (see Figure 1). 
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That said, the percentage of communica-
tions CEOs who are not at all confident  
of being able to deliver growth is also 
noticeably higher (14% versus 3%).  
This polarisation of views continues a 
theme that emerged in last year’s survey: 
namely, the contrasting fortunes of differ-
ent companies in a sector that is experi-
encing extremes of success and failure. 

Figure 1: Confidence over 12-month revenue growth 

Q: How confident are you about your company’s prospects for revenue growth over the next  
12 months? Are you ...?
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Base: All respondents (Total sample, 1,258; Communications, 42)
Source: PwC’s 15th Annual Global CEO Survey  
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Specific concerns about  
the global economy
Communications CEOs are more worried 
not only about the global economic out-
look, but also about several related risks. 
As Figure 2 shows, 45% are extremely 
concerned about the risk of economic 
volatility (versus 32% of the total sample).  
Similarly, 40% are extremely concerned 
about the measures highly indebted 
governments are taking to cut their fiscal 
deficits (versus 27%). Conversely, they’re 
more relaxed about the prospect of infla-
tion. Only 19% of communications CEOs 
are somewhat concerned on this score 
(versus 31%).  

Figure 2: Concern over volitle or uncertain economic growth

Q: How concerned you are, if at all, about ... Uncertain or volatile economic growth?
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“The potential for growth can neither be taken for granted nor does  
it come at zero cost. It takes effort and hard work, radical shift of mindset, 
collective vision and long-term planning. Above all, strict, consistent 
implementation of plans and measures according to schedule.” 

Michael Tsamaz 
Chairman and Chief Executive Officer 
OTE Group

Base: All respondents (Total sample, 1,258; Communications, 42)
Source: PwC’s 15th Annual Global CEO Survey  
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Figure 3: Expection of strategic change

Q: To what extent do you anticipate your company’s strategy will change over the next 12 months?
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Strategy: all change!
Disruptive change is a constant feature  
of the communications industry and the 
results from this year’s survey indicate 
that CEOs see little sign of the pace and 
scale of change diminishing in the future. 
The rapid emergence and adoption of new 
technologies, devices and channels —
from smartphones to tablets and Twitter 
to Groupon—can create overnight stars 
and catch the unprepared off guard.  
So it’s hardly surprising that 36% of 
communications CEOs are planning  
to make fundamental strategic changes 
in the next 12 months, compared to  
13% across the rest of the survey 
population (see Figure 3). 

This disruption takes a number of forms 
and has generated understandable 
nervousness. Communications CEOs are 
more worried about new market entrants 
than their peers (48% versus 38%) and 
more than twice as likely to be ‘extremely 
concerned’ about shifts in consumer 
spending patterns. They’re also more 
anxious about the security of their supply 
chains, and a significant proportion (19%) 
believe the lack of basic infrastructure  
in some markets is likely to be a serious 
problem for their business in the next  
12 months.

The pessimism communications  
CEOs feel about the state of the global  
economy has triggered concerns about  
the availability of funding, too. The 
percentage who are apprehensive about 
being able to finance their companies’ 
growth in 2012 is more than double  
the average in the survey population  
as a whole.

Base: All respondents (Total sample, 1,258; Communications, 42)
Source: PwC’s 15th Annual Global CEO Survey  
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Figure 4: Expectations of changes to risk management

Q: To what extent do you anticipate changes at your company in...Approach to managing risk...over 
the next 12 months?
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component of the major organisational 
changes that two-fifths of communica-
tions CEOs expect to make in 2012. 

Many communications CEOs are 
reconsidering how best to manage 
innovation, too. That’s not surprising, 
since new technologies play such a key 
role in the sector. Communications CEOs 
are repositioning their portfolios to focus 
on developing new products and services, 
and fine-tuning existing products and 
services. But 60% also intend to adopt 
new business models in response to a 
fast-changing environment.

These strategic priorities are reflected in 
the ‘wish list’ of activities on which 
communications CEOs most want to 
spend more time. Whereas CEOs in many 
sectors put developing the leadership  
and talent pipeline first, communications 
CEOs are more interested in meeting 
customers. Three-quarters of them think 
talking to the consumers who buy their 
products and services would be the best 
use of their time, if only there were more 
hours in the day.

So how do communications CEOs propose 
to deal with these challenges? They’re 
planning various strategic changes 
covering a wide range of financial and 
organisational areas over the next 12 
months. Capital investment decisions  
and capital structuring activities feature 
prominently in their plans, for example: 
31% intend to make major alterations to 
the former and 29% to the latter (versus 
19% and 14%, respectively, of the total 
sample). And 29% expect to make major 
alterations in the way they manage risk, 
whereas the overall average is just 17% 
(see Figure 4).

As well as changing their approach to 
investment and risk, communications 
CEOs say they’re likely to continue cutting 
costs. A full 90% have already implement-
ed cost-reduction initiatives in the past  
12 months, which is significantly more 
than the 75% who’ve done so in our  
entire survey sample. And 48% expect to 
outsource a business process or function 
in the next 12 months (compared to the 
overall average of 33%). Of course, 
outsourcing may be motivated by the  
need to reduce costs, but it’s also a 

Base: All respondents (Total sample, 1,258; Communications, 42)
Source: PwC’s 15th Annual Global CEO Survey  
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Operating in a global future: 
new world, new priorities
Communications CEOs are more positive 
about the changing dynamics of the world 
economy than their counterparts in other 
sectors, as befits the global nature of the 
their industry itself. Some 69% of the 
communications CEOs we surveyed think 
cross-border flows of capital will become 
increasingly easy, with fewer restrictions 
in place—a view only 56% of all CEOs 
share. Similarly, 55% (as opposed to  
45% of the total sample) anticipate that 
globalisation will continue to erode the 
barriers to free trade, making it easier  
to move goods, services and capital  
across borders.

Predictably, perhaps, many communica-
tions CEOs are pinning their hopes for 
future growth on the emerging markets 
rather than the developed markets—as, 
indeed, are their peers in other sectors 
(see Figure 5). And while most CEOs with 
plans to expand abroad are focusing on 
China, communications CEOs prefer 
Brazil: 26% believe it will be a key 
growth market in the next 12 months 
(versus 15%). 

Figure 5: Importance of emerging versus developed markets

Q: How strongly do you agree that ...Emerging markets are more important to  
my company’s future than developed markets
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Base: All respondents (Total sample, 1,258; Communications, 42)
Source: PwC’s 15th Annual Global CEO Survey  
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Managing talent: a mixed 
picture—and challenges  
around information 
When it comes to managing talent, 
communications CEOs present a mixed 
picture. On the one hand, they foresee 
less difficulty finding the talent they’ll 
need than CEOs in other sectors: 40%  
are very confident of being able to hire 
the people they require to execute their 
corporate strategies over the next three 
years, compared to just 30% of the total 
sample. On the other hand, they’re more 
likely to have cancelled or delayed a 
strategic initiative in the last 12 months 
as a direct result of skills shortages  
(see Figure 6). 

Communications CEOs also tend to 
transfer employees from one country to 
another as the need arises, rather than 
recruiting local people: 31% prefer to 
relocate existing employees, whereas  
the overall average is only 19%. And the 
senior management team is more likely  
to be based in the country where the 
company has its headquarters (43% 
versus 29%).

Figure 6: Delay strategic initiative due to shortage of talent

Q: Have talent constraints impacted your company’s growth and profitability over the  
past 12 months where...you cancelled or delayed a key strategic initiative?
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Base: All respondents (Total sample, 1,258; Communications, 42)
Source: PwC’s 15th Annual Global CEO Survey  

That said, communications CEOs  
expect to get more information about 
their employees than CEOs in other 
sectors— and they’re often more satisfied 
with the quality of information they 
receive. Fifty percent think information 
about return on investment in human 
capital is very important, for example, 
compared to only 29% of the total 
sample. Communications CEOs also place 
much greater weight on measures like 
staff productivity (62% versus 50%)  
and labour costs (57% versus 41%). 

One possible explanation for this empha-
sis on hard data is the fact that many 
communications companies have been 
cutting back on the number of people 
they employ. Nearly three times as many 
communications CEOs have reduced their 
company’s headcount substantially—i.e., 
by more than 8%—in the last 12 months. 
So communications CEOs want to make 
sure they’re armed with all the facts when 
they face difficult decisions about who to 
keep and who to let go.
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What’s next?
Deciding which processes and capabilities need to be global, regional and local isn’t just about taking 
advantage of growth opportunities; it’s also about developing the flexibility to survive disruptions, wherever 
they may surface. That’s not an easy balance to strike. We’ve distilled eight key questions from the feedback 
CEOs have given us in this year’s CEO Survey:

1.  How local is your global  
growth strategy?

2.  How are you balancing  
global capabilities with  
local opportunities?

3.  Is your talent strategy fit  
for growth?

4.  Are your innovations creating 
value for your customers— 
or just novelty?

5.  Do your strategic plans  
account for the macro  
impact of micro risks?

6.  Are you responding to the  
needs and constraints of  
the communities in which  
you operate?

7. Where are the biggest 
opportunities for business  
and government to 
coordinate better?

8. Does your governance model 
account for the ways in which 
organisations’ and people’s 
expectations are changing? 


