
 

Headquartered in Bangalore, India, and No. 20 on the Top 30 list, Infosys provides business 
consulting, information technology and outsourcing services. Navin Budhiraja is a US-based 
senior vice-president and head of architecture and technology at Infosys. 
 
 
PwC:  What are the advantages and disadvantages of starting a software company in an 
emerging market like India? 

 
Budhiraja:  The predominant companies that are more successful are using software to deliver 
services in some sense. They're not just building platforms on which other people can build 
applications. They are delivering the application. 
 
Once you start moving away from an enterprise platform stack toward applications, the local 
aspect becomes more relevant for emerging-market companies. They’re closer to customers and 
have more empathy for them. They can differentiate themselves versus a global competitor, 
because they’re right there. 
 
Companies in emerging markets—and it's true for US companies or those based anywhere else—
need a substantial local market to be successful, to bootstrap.  
 
The other thing we see is the maturity of open-source software. A lot of these software 
companies have been successful selling platform software. The reason the platform software is 
much easier to scale versus applications, is because they are somewhat agnostic. If they can 
develop a database for a bank, they can sell it to an insurance company, to a car company and so 
on.  
 
What is happening now, a lot of this enterprise platform stack—be it a database, an application 
server, a Web server—it's being taken over by a bunch of open-source software. 
 
So at least at that level of the enterprise stack, it's going to be significantly harder to build 
successful software companies. You have to focus on providing value on top of these things. And 
those are the kinds of companies you will see coming from these emerging markets. 
 
 
PwC:  So they're on the ground. They understand the market and the consumers. 
 
Budhiraja:  Yes. And this matters a lot more for applications than for platform software. But in 
both cases you need a mature local market.  
 
Another thing that is true is there have not been too many successful enterprise software 
companies in these emerging markets. They have been much more consumer-focused 
companies. 
 
That limits how big you can get and how quickly you can scale. From a consumer standpoint, the 
biggest source of revenue typically is advertising. And that market is not that well developed in 
emerging countries.  
 
There have not been too many successful enterprise software companies in these emerging 
markets because the market size is still developing.  
 



 

 
PwC:  What disadvantages do emerging-market software vendors face? Are there issues in 
terms of getting acceptance? 
 
Budhiraja:  From an acceptance standpoint, there are two answers—acceptance within the 
local country and acceptance outside.  
 
Infosys is a different example, however, because 95%-plus of our business is outside India. It is 
not a pure software company. It's a software and services company. And the genesis of the 
company was services. By definition, the Infosys business model is to work with global 
companies that want to scale engineering, IT services, and business processes outside their local 
market.  
 
But to come back to pure software companies, I have not seen good examples—and I don’t think 
it is possible—for a company to start in a place like India and make a global market their first 
target. They will have all the challenges of acceptance, particularly if they're making something 
similar to what some global player already offers. 
 
And, you're not leveraging your advantages. The fact that you happen to be in India, you have 
access to the local market, the local customers, all of that. You have the opportunity to scale 
there first, and to develop the right credibility and things like that, and then you go global. 
 
A good example of targeting the local market is Flipkart, India’s version of Amazon. One of the 
first things Flipkart did was deal with credit cards. In the US, we’re used to using our credit card 
on Amazon, but few people in India have credit cards and fewer are comfortable using them 
online. They prefer cash-on-delivery, which meant that Flipkart had to have a system that allows 
its delivery people to collect cash. It was a last-mile issue they had to solve. It would be hard for 
somebody who doesn't understand the local kind of mindset to be able to do that well. 
 
 
PwC:  What do successful companies from emerging markets have in common? 
 
Budhiraja:  For companies like Infosys, the common theme is to help customers leverage 
software development expertise on a global scale. I don't need every developer sitting next to 
me. One of the Infosys founders coined the phrase “the world is flat.” You might have heard it. It 
is the notion that the Internet flattens the world, which creates an opportunity to do a lot of the 
software and services-related work from global locations. Companies like us have this in 
common. 
 
Other kinds of companies are not necessarily leveraging that world-is-flat capability. They are 
actually building software companies. In many cases, the focus is purely the local market. 
 
Flipkart is an example of that. Their focus is not to displace Amazon in the US. Their focus is to 
take over the e-commerce market in India, which has a potential to be very, very big. It's not 
very big currently. This is similar to what Alibaba is doing in China. 
 
What are the benefits that these companies have in that specific area? That's a worthwhile 
discussion to have.  
 
 



 

PwC:  Please continue. 
 
Budhiraja:  We talked about focusing on the local customer, which is one advantage for these 
companies. Another thing we are seeing, which is more recent, is that local regulations may 
allow start-ups to do certain things that aren’t allowed elsewhere. For example, one of the first 
autonomous self-driving taxi experiments is happening in Singapore. And for the simple reason 
that the local regulations allow it. 
 
 
PwC:  One last question: Do you see Indian software startups moving toward the cloud or are 
they still using traditional licensing schemes? 
 
Budhiraja:  The dominant is more toward the cloud. And the reasons are obvious. One is the 
cost to actually get started is a lot lower. And, not just for the buyer; it's actually lower for the 
software developer as well. People don't talk about it much, but as an engineering company, it's 
a lot more cost efficient to build SaaS software versus on-premise software.  
 
Second, a lot of the software people are delivering these days is focused on consumers rather 
than the enterprise. And pretty much the only way to deliver software to end consumers is 
through the cloud.  
 
Last but not the least, if they have global aspirations, which many of them do, it's a lot easier for 
them to actually do it in the cloud. 
 


