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1 African markets
Western economies have seen slow growth for more than 10 years. 
There’s growth in Asia, but Africa has amazing prospects. It’s hard to 
make profits today, but those that think ahead should do well.

Example: in 2020 Africa’s population was less than twice as big as 
Europe’s. By 2050 it will be four times the size, and with a bigger 
middle class.

Advantage: current peak markets such as China and India are 
already saturated for Western companies. Africa has endless 
possibilities.

Disadvantage: the size of the territories and low income levels make 
Africa a tough place to make money. That was true in China 20 years 
ago — today it’s the most profitable market in the world for BMW, 
Mercedes, Burberry and many others.

2 TQM
A total quality management (TQM) approach can make a business 
obsess about all its dealings with stakeholders. This boost to 
reputation provides opportunities for extra growth.

Example: a recent report among UK car dealerships showed 
that Jaguar was among the six worst suppliers to deal with. 
Manufacturers with consistently strong dealer relationships included 
Mini and Mercedes. Toyota and Lexus (a Toyota brand) were top.

Advantage: new luxury car dealerships will choose to sell Lexus 
rather than Jaguar cars.

Disadvantage: excellence can be expensive — Toyota needs to be 
careful that it’s not adding too much to its costs.

3 Political power
In 2020 a clever use of business funds and thinking seems to 
have been to stay close to the political party in government to 
win contracts.

Example: in April 2020 the government gave a £108 million contract 
for personal protective equipment (PPE) to Crisp Websites Ltd (trading 
as Pestfix), a business with no PPE experience, £61,000 of tangible 
assets and which had made a loss in its most recent financial year. 
Pestfix faced no competition to get the contract.

Advantage: get rich quick.

Disadvantage: bad for the taxpayer and those that value 
competition and transparency (the Good Law Project took the 
government to court to try and get more details published about the 
Pestfix contract).

4 What you know
For young entrepreneurs, the best chance of success is to focus on a 
niche you know better than any big company.

Examples: urban fashion, live music or niche (perhaps local) apps.

Advantage: even if larger firms can obtain relevant knowledge, the 
business context will be too small (for now) for them to compete 
profitably. Big firms need scale.

Disadvantage: in the short term, this approach limits your horizons 
— but not for long.
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5 Selling experiences
A clear trend pre- and post-COVID is for experiences rather than 
products. Adults want less ‘stuff’ cluttering their lives, hence the 
demand for experiences.

Examples: climbing Mount Everest, yoga, bodyboarding.

Advantage: experiences tend not to involve buildings or other 
physical assets. The main asset is probably a website, providing ideas 
or bringing together trainers and trainees.

Disadvantage: ‘virtual’ businesses such as this can disappear quickly 
when a shock such as the COVID-19 lockdown occurs.

6 Follow the growth
It’s hard to break into static markets, as you can only succeed at the 
expense of others. So look to fast-growing regions.

Examples: eastern Europe (rather than western), China and members 
of the two most dynamic trading blocs: ASEAN and the EAC (East 
African Community).

Advantage: as markets grow, new profitable niches emerge.

Disadvantage: it may take several years of milking your cash cows 
to find a profitable rising star.

7 Look behind trends
A brilliant business observation from the US gold rush in the 
nineteenth century was that it wasn’t the miners who got rich, it was 
the suppliers of the kit (e.g. tools).

Example: don’t think electric cars, think about the minerals (such as 
nickel) needed to make the batteries that power the cars.

Advantage: the obvious excitement over a product such as Tesla 
quickly becomes a frothy bubble. People don’t look for what’s behind 
the trend.

Disadvantage: if the bubble bursts, suppliers might suffer.

9 Think counter-intuitively
When the crowd is looking south, think north. Perhaps that’s the 
new south.

Example: in 2019 and 2020 every new ready meal and every other 
new café seemed to be vegan. This niche market was soon saturated.

Advantage: being a little bit ahead of fashion can yield huge 
benefits in being seen to be different. If everyone is going vegan, 
perhaps the future lies in steak?

Disadvantage: it’s possible to be too far ahead of fashion.

8 Demographics
Not many things are guaranteed over the next 20 years, but an 
ageing population is certain. In the developing world, ageing may 
mean from an average of 16 to 18. The developed world already has 
a much older population — and it’s only going to get older.

Example: there should be far more product innovations focused on 
older people, and also more experiences. Do older people only want 
coach tours around Yorkshire? Or are there more interesting and 
profitable niche ideas?

Advantage: many older people have a lot of money saved and pretty 
good pensions — they can afford treats.

Disadvantage: sales may be one-offs, whereas younger consumers 
can become loyal for many years.

10 The new tigers
Vietnam has grown by 6–7% for the period 2010–19, and has 
done well throughout the COVID-19 crisis. Other new Asian ‘tiger 
economies’ include Indonesia and Cambodia. 

Example: Vingroup is Vietnam’s leading company, having enjoyed 
tenfold growth in annual revenues and profits in the 10 years up 
to 2018.

Advantage: Vietnam still has a huge amount of catching up to do in 
relation to consumer goods like fridges and washing machines. The 
potential is massive in this land of 100 million people. Indonesia is 
the world’s fourth-most populous country, with 275 million.

Disadvantage: Western companies have to learn local tastes and 
habits, which takes time and money.
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