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“If you look at history, 
innovation doesn’t come just 
from giving people incentives; 
it comes from creating 
environments where their 
ideas can connect.”

Steven Johnson
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The world has seen the rise and fall 
of economies. The once powerful 
dollar was severely weakened in the 
aftermath of the global debt crisis. The 
strong Euro was also threatened with 
disintegration after the near collapse of 
some of the union's key economies. 
In the wake of the crisis, economic 
powerhouses such as China and 
Russia are transforming the global 
economic landscape, ending the 
monopoly of the dollar.

With that, the world saw the 
emergence of strong economies in 
Africa, Asia, and other continents, 
bringing to the fire new players in the 
global economy. In such context, 
innovative partnerships are more 
paramount than ever before in forging 
greater collaboration between nations 
and bringing a new era of prosperity 
for the global economy.

Innovative 
Partnerships 
for Economic 
Growth

28-30 
OCTOBER 
2014
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“The 10 years of this 
Forum have borne 
witness to the continuing 
resilience of Muslim 
countries and their 
increasing influence in 
the global economy.”
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Foreword

On behalf of the World Islamic 
Economic Forum (WIEF) Foundation, 
I am delighted to welcome you to the 
10th WIEF in this vibrant and dynamic 
city of Dubai under the patronage of 
His Highness Sheikh Mohammed bin 
Rashid Al Maktoum, Vice President and 
Prime Minster of the UAE and Ruler of 
Dubai. 

Dubai is one of the most cosmopolitan 
cities in the modern world with 
infrastructure and resources that 
support world class international trade, 
finance, logistics and tourism that 
makes it a truly popular destination in 
the region.

I can think of no better host than Dubai 
for this landmark 10th WIEF. Indeed 
the 10 years of this Forum have borne 
witness to the continuing resilience of 
Muslim countries and their increasing 
influence in the global economy. 

In recent years we have witnessed great 
changes in the world economy: the 
once-mighty dollar has been weakened 
by the global debt crisis and the Euro 
remains vulnerable to the near-collapse 
of some of the European Union’s key 
economies. 

In this environment, developing innovative 
partnerships and greater collaboration 
will be the key to the continued 
success of many economies. This 
year, the WIEF will bring together more 
than 2,700 experts, decision makers 
and multi background participants in 
comprehensive discussions about global 
risk and economic resilience, Islamic 
Finance, trade and investment, bio halal 
economy including halal industry, water 
scarcity, education, tourism, green 
business, waqf, healthcare, women 
entrepreneurship, talent retention and 
much more.

These issues are of great interest 
to us all regardless of geographical, 
developmental, or other differences, 
and it is our sincere hope that fresh and 
new ideas generated at this Forum will 
serve as catalysts for the development of 
closer business ties to further enhance 
our common prosperity.

As Chairman of the WIEF Foundation, 
I take this opportunity to record our 
sincere thanks and appreciation to 
the Dubai Government for hosting 
the Forum, the Dubai Chamber of 
Commerce and Industry for the 
invaluable support, cooperation 
and assistance extended to us in 
organising this 10th WIEF as well as to 
our strategic, knowledge and media 
partners, sponsors and participants for 
helping to make this Forum a success.

May the 10th WIEF usher in a new era of 
cooperation and prosperity for us all.

Tun Musa Hitam
Chairman
WIEF Foundation
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While the Government’s 
role is essential towards 
driving Dubai to become 
the Capital of the Islamic 
Economy, private 
sector enthusiasm and 
resources are vital in 
order to articulate a 
strong value proposition 
to achieve this goal. 
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The theme “Innovative Partnerships for 
Economic Growth” perfectly captures the 
challenges and priorities that the Islamic 
Economy is currently facing. Although 
traditionally, Malaysia, and the Arab world 
were known as the main centres for the 
US$2 trillion Islamic Economy, comprising 
food, finance, tourism, and many more, 
demand for these products is growing in 
both size and geographic coverage. 

The challenge is that despite this 
tremendous growth worldwide, the 
industry continues to be fragmented 
among various jurisdictions and, therefore, 
collaboration and successful partnerships 
between governments, the private sector, 
scholars and regulatory bodies are 
essential.  

While the Government’s role is essential 
towards driving Dubai to become the 
Capital of the Islamic Economy, private 
sector enthusiasm and resources are 
vital in order to articulate a strong value 
proposition to achieve this goal. This 
can be achieved by working closely 
with government bodies to bring about 
uniformity in Islamic standards, and to 
explore innovative products and services 
to provide a sustainable platform for 
consumers and businesses. No longer 
seen as a specialism, Islamic Finance is 
fast becoming a global mainstream pillar 
of the Islamic Economy and is set for 

major growth. Currently, valued at over 
US$ 1.2 trillion, it is expected to reach 
US$ 2.7 trillion by 20171. Recent surveys 
show that investors around the world are 
now likely to allocate 50%of their portfolios 
towards investment in Islamic Finance 
instruments. 

In addition, institutions and governments 
around the world are increasingly turning 
to Islamic financing in order to meet their 
funding requirements. Governments of the 
United Kingdom, South Africa, Hong Kong 
and Philippines are notable examples of 
countries announcing sovereign sukuk 
issues, led by the UK which announced 
its maiden sovereign sukuk issue at the 
9th WIEF in London last year.

The Halal food industry and Islamic friendly 
family holidays are growing in popularity 
as well. Spending on Halal products 
is set to be valued at US$2.47 trillion 
in 2018, while Muslim tourists already 
account for more than 12.5% of global 
tourism expenditure. Economists predict 
tremendous growth for the Islamic family 
tourism sector, and major international 
hotels have already recognised the 
growing opportunities of this market and 
now provide specific facilities for Muslims, 
such as places for prayer, private and 
shaded beach resorts for women, and 
more. 

Geographically, Asia and Africa are 
expected to contribute significantly to 
the growth of the Islamic Economy, with 
approximately 95% of the global Muslim 
population being located in these regions 
by 2030.
 
We welcome the 10th WIEF being held in 
Dubai this year, as the Emirate intends to 
position itself as the Capital of the Islamic 
Economy. Looking ahead to a packed 
itinerary, let’s remind ourselves again of 
the theme of “Innovative Partnerships for 
Economic Growth.” and do all we can 
to ensure that this event will serve as a 
platform for nurturing further collaboration, 
stronger partnerships and continued 
successful development and growth of 
this vital industry. 

Hani Ashkar
Senior Partner  
PwC Middle East

Ashruff Jamall
Global Islamic 
Finance Leader
PwC

Foreword

1. 2013 PwC publication “Islamic Finance – Creating value”
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10th WIEF Programme at a Glance

28-30 October 2014 
Madinat Jumeirah Conference Centre, Dubai
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as of 12 October 2014. The 
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best interest of the Forum.
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“The World Islamic Economic Forum 
offers the perfect opportunity for you 
to participate at an international forum 
with high-level exchange of ideas, 
obtain first hand industry knowledge, 
and to discuss with inter-industrial 
colleagues on changing dynamics of the 
global economy today.”

www.10thwief.org
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GLOBAL ECONOMIC 
OUTLOOK: DEVELOPING 
A RESILIENT MODEL 
FOR DEVELOPING 
ECONOMIES
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Shifts in economic power

Global order changes

Challenges facing resources 
users and producers

Lifting people out of poverty

The Islamic Economy

Organisation of Islamic Cooperation  
(OIC) countries and Intra-OIC trade

14

17

21

23

24

25

The global economic order has already been transformed as growth in emerging and developing markets 
outstrips the mature markets of the US, Europe and Japan. But as trading relationships evolve and many 
countries enter a new phase of economic development, the global economy is heading for a fresh watershed. 
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Shifts in 
economic power

Rapid global growth

The global economy is expanding rapidly 
and by 2018, is forecast to be more than 
three times as big as the beginning of the 
century.

Growth shifts south  
and east

The pattern of global growth has changed 
as emerging economies grow faster than 
their advanced counterparts.
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The new leader

Asia-Pacific now leads global output.

Emerging powerhouses

Africa and the Middle East are expected 
to be the fastest growing regions in 2018.
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PwC megatrends:

Shift in global economic power
Did you know?

Nine facts and 
predictions on 
the shift in global 
economic power. 
What do they 
mean for business 
and society today 
and in the future?

The above predictions come 
from the following sources:

1. PwC World in 2050 
Projections (2013)

2. PwC analysis based on 
OECD, UNESCO, the 
Chinese National Bureau 
of Statistics, NASSCOM 
(2010 – 2013)

3. PwC analysis of OECD 
projections (2010)

4. PwC analysis based 
on data from UNCTAD 
(2013)

5. PwC’s 17th Annual CEO 
Survey (2014)

6. ‘2013 Asia Business 
Outlook Survey’, The 
Economist (2013) 

7. PwC analysis based on 
projections from IMF 
World Economic Outlook 
(2013)

We project that China 
will replace the US as the 
world’s largest economy 

by 2020 (in PPP terms) and 
2030 (in market exchange 

rate terms)1

In 2015, the size of the 
middle class in Asia Pacific 

is expected to overtake 
Europe and North America 

combined3

of companies could 
have at least one global 

business unit head based 
in Asia before 20206

The most dynamic 
‘F7’ frontier 
economies are 
expected to be one 
third bigger in five 
years time7

More than

of global 
CEOs are 
concerned 
about rising 
labour costs 
in emerging 
markets5

In 2030, we predict that 
the E7 will overtake the G7 
in their size and purchasing 
power (in market exchange 

rate terms)1

We predict 
that seven of 
the world’s 
12 biggest 
economies 
in 2030 will 
come from 
emerging 
markets, the 
‘E7’1

as many degrees are 
now awarded in the E7 

than the G72

Intra-E7 trade is growing 
5x as fast as intra-G7 

trade4

2020
2030

2030
E7

E7

E7E7E7

E7E7

Three times

50%

E7 G7

E7 G7

G7
E7

2015

70%

2013 2018
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Global order changes

By 2030, China will have overtaken the US as the world’s biggest economy on a PPP basis. By 2050, Indonesia 
will have moved into the top ten, while the UK and Italy will have dropped out.

2011 2030 F 2050 F

PPP Country
GDP at PPP 

(2011 US$bn)
Country 

Projected 
GDP at PPP 

(2011 US$bn)
Country

Projected 
GDP at PPP 

(2011 US$bn)

1 US 15,094 China 30,364 China 53,856

2 China 11,347 US 23,376 US 37,998

3 India 4,531 India 13,716 India 34,704

4 Japan 4,381 Japan 5,842 Brazil 8,825

5 Germany 3,221 Russia 5,308 Japan 8,065

6 Russia 3,031 Brazil 4,685 Russia 8,013

7 Brazil 2,305 Germany 4,118 Mexico 7,409

8 France 2,303 Mexico 3,662 Indonesia 6,346

9 UK 2,287 UK 3,499 Germany 5,822

10 Italy 1,979 France 3,427 France 5,714

Source: World in 2050: The BRICS and beyond: prospects, challenges and opportunities, published by PwC in January 2013
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A global economy in transition

If the impact of the global financial crisis and the emergence of China and India as economic superpowers 
heralded a new economic order, a number of forces are coming together to create a further shift in the 
economic landscape.

Evolving trade patterns: It’s not just the growing size of the emerging markets of South America, Asia, Africa and the 
Middle East that are changing the global economic landscape, but the inter connectivity of the trade and investment 
flows between them. These are growing much faster than the traditional routes from developed-to-emerging and 
developed-to-developed countries1. 

Transformations in Global trade flows

Trade value: US$6.92tr
CAGR 2002-10: 8%

Non-SAAAME

SAAAME

Trade value: US$2.82tr
CAGR 2002-10: 19.4%

Trade value: US$2.16tr
CAGR 2002-10: 12.9%

Trade value: US$2.67tr
CAGR 2002-10: 13.6%

Source: Project Blue: The rise and 
interconnectivity of the emerging markets, 
published by PwC August 2012  

Note: Russia and the Commonwealth of 
Independent States (CIS) have not been 
included in SAAAME definition because 
trade is largely international and/or with 
Europe. Mexico is excluded as it trades 
mainly within the North American free trade 
zone and less with SAAAME. Both areas 
remain very important growth markets and 
should be considered in relation to the 
SAAAME region.

1. Project Blue: The rise and 
interconnectivity of the emerging 
markets, published by PwC 
August 2012 
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In search of workers: Most 
emerging markets benefit 
from the ‘demographic 
dividend’ of young and 
growing populations (China 
is likely to be the notable 
exception by 2050). In 
Africa, the population is 
expected to nearly double 
to 1.9 billion by 20502, 
providing the spur for 
major industrial investment 
and development. In 
Malaysia and Saudi Arabia, 
favourable demographics 
are set to contribute an 
average of more than 1% 
growth in GDP per annum 
up to 20503. By contrast, 
Germany’s working age 
population will decline from 
around 50 million today to 
below 40 million by 20504. 
Even with Germany’s high 
productivity, the country is 
expected to slip down the 
economic league table as 
a result. 

PwC megatrends:

Demographic and social change
Did you know?

Nine facts and 
predictions on 
demographic and 
social change. 
What do they 
mean for business 
and society today 
and in the future?

The above predictions come 
from the following sources:

1. UN Population Division, 
World Population 
Prospects (2012)

2. FT (2014) 
3. Oxfam (2014)  
4. ‘The World’s Women’,  

UN (2010) 
5. PwC Talent Mobility 2020 

and beyond (2012)

expected increase 
in the world’s population 

by 20251

of that 
increase is 
predicted to 
come from 
those aged 65 
or more1

are shut in Japan each 
year due to its ageing2

In 2020, for the first time, 
the majority of births in 
both North America and 

Europe will be to a mother 
aged over 301

We predict that there will 
be a 50% increase in 

global mobility by 20205

of households budgets 
in the G7 are controlled 

by women4

The average person born 
in 2014 will live for 10 

weeks longer than if they 
were born in 20131

The world’s 85 richest 
people own as much wealth 

today as the poorest

1 billion

300 million

50%

2014

+10 
weeks

3.5 billion

400
schools

of the world's 
population 
growth between 
now and 2050 
is expected to 
come from Africa1

70%

+30
years

50%

3
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Trading hot spots 
(growth in value of imports and exports)

Moving up the value chain: The 18th National Congress of the Communist Party of China in 2012 set the seal on the country’s shift from 
export-led to domestic consumer-driven growth and move up the value chain into advanced manufacturing and service output. 

N America Europe CIS
South and 

Central 
America

Africa Asia Middle East

N America 5.4 8.0 13.4 13.7 13.5 9.1 12.9

Europe 4.5 8.6 17.5 11.3 12.6 12.0 11.7

CIS 17.7 18.8 17.2 5.4 16.4 19.3 16.4

South and 
Central America

8.8 13.6 16.0 16.8 17.9 25.6 18.0

Africa 19.2 12.6 21.2 21.6 19.0 24.5 27.8

Asia 8.7 14.7 29.9 24.1 22.5 15.2 18.7

Middle East 10.0 12.8 24.1 15.1 15.7 18.9 20.2

<5 5-10 10-15 15-20 20-25 >25 SAAAME

DESTINATION

O
R

IG
IN

Sources: WTO and PwC analysis

Notes: North America includes Mexico; Asia includes Japan, Australia and New Zealand



INNOVATIVE PARTNERSHIPS FOR ECONOMIC GROWTH                                       21  

Many assumptions about resource 
demands, availability and prices may 
need to be re-thought.

Many of the GDP assessments in 
resource-rich economies have assumed 
continued if not accelerating growth on 
the back of increased demand in China. 
But these projections may need to be 
tempered as China focuses on less 
resource-intensive and higher value-
added sectors such as technology.

Pressure on resources

As the number of city dwellers and the 
global population as a whole continues 
to grow by more than 50 million a year1, 
the resulting demand is intensifying the 
competition for commodities and creating 
a more interdependent global economy. 
The pressures are stretching from energy 
and minerals to water and food. 

Turning off the lights

With over a fifth of the world’s population, 
but only around a twentieth of its fresh 
water, China exemplifies the economic 
vulnerabilities. With the bulk of electricity 
generation clustered in the arid north of 
country, power supplies are at particular 
risk (cooling power plants is one of the 
biggest draws on water in any major 
manufacturing economy).2

Shale oil surge changes
growth forecasts 

Shale oil is projected to make up 12% 
of total global oil supplies by 2035. A 
12% increase in shale oil production 
would reduce oil prices by 25%-40% 
(without OPEC intervention). The resulting 
government revenues could be far lower 
than many oil producing states are using 
as the basis for their economic and 
spending plans.3 

1. United Nations, Department of Economic and Social Affairs, Population Division, 2009 Revision 
2. PwC Gridlines Winter 2013: China’s war on water scarcity
3. Shale oil: The next energy revolution, published by PwC in February 2013

“DROUGHT AND 
WATER SHORTAGES 
ARE SEVERE 
RESTRICTIONS ON 
THE COUNTRY’S 
SOCIAL AND 
ECONOMIC 
DEVELOPMENT.”
Li Keqiang, the then Vice-Premier and 
now Premier of the People’s Republic of 
China, 2014

Challenges facing 
resource users and 
producers
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PwC megatrends:

Climate change and resource scarcity
Did you know?

Nine facts and 
predictions on 
climate change 
and resource 
scarcity. What 
do they mean 
for business and 
society today and 
in the future?

The above predictions 
come from the following 
sources:
1. ‘Global Trends 2030: 

Alternative Worlds’, 
National Intelligence 
Council (2012)

2. Pidwirny, M. (2006) ‘The 
Hydrooglic Cycle’

3. BP Statistical Review of 
World Energy (2013) 

4. Intergovernmental Panel 
on Climate Change 
(2007)  

5. PwC Low Carbon 
Economy Index (2013)

6. 6 ‘25 Energy Proficiency 
Policies’, IEA (2011)

7. ‘Unburnable Carbon – 
Are the world’s financial 
markets carrying a 
carbon bubble?’ Carbon 
Tracker (2011)

8. ‘Global Trends 2030: 
Alternative Worlds’, 
National Intelligence 
Council (2012)

9. ‘Life Cycle-Based 
Sustainability Indicators 
for Assessment of the 
U.S. Food System’, 
Hellar and Keoleian 
(2000)

Expected 
increase in 
global food 
demand by 
20301

of all water in the world 
is fresh water, and 
three quarters of this is 
locked in glaciers2

annual reduction in 
carbon intensity is required 

to meet the 2oC target 
(well above historic norms)5

Average 
temperatures 
are predicted to 
increase by over

in the 21st 
century4

of worldwide energy 
consumption could be 
saved through energy 
efficiency measures6

The global populations is 
predicted to demand 50% 

more energy by 20308

It takes 7 units of fossil fuel 
energy to produce one unit 

of food energy9

There is almost 3 times 
as much carbon in the 

known coal, oil and gas 
reserves than in the carbon 
budget to limit temperature 

rises to 2oC by 21007

of supply left in proven 
oil reserve assuming that 
current level of demand 

continue3

2o C

35%
more

3% years
50

20%6%

50%
=
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Lifting people 
out of poverty

In Africa, for example, the rewards 
from commodity-led growth have been 
uneven, with income growth consistently 
failing to keep pace with economic 
expansion.1 Despite high growth in China 
and Malaysia, the average pay in these 
countries is still some way below the 
world average.2

Overall, income inequality in low and 
middle income countries increased by 
11% between 1990 and 2010. The 
largest increases were in the Asia-Pacific 
region. Policy makers interviewed for a 
recent report by the UN Development 
Programme (UNDP) acknowledged that 
inequality is a potential threat to social and 
economic development.3

One of the toughest 
challenges for emerging 
markets is how to ensure 
growth in their economies 
translates into higher 
incomes for the population 
as a whole.

1. DESA Working Paper No. 102: Globalisation and development in Sub-Saharan Africa, February 2011
2. International Labour Organisation Average world wages in PPP US$ 2012
3. Humanity divided: Confronting inequality in developing countries, UNDP, January 2014

Doubling per capita income by 2020 
was one of the pledges announced 
at the 18th National Congress of the 
Communist Party in 2012. But even 
if this increase were to be achieved, 
average pay would remain below the 
world average.

Rising income inequality is sometimes 
seen as inevitable during times of rapid 
economic development. But some 
countries have been able to reduce 
income inequality while sustaining 
growth and integration with the global 
economy. Notable examples include 
Brazil, which has seen reductions 
in inequality as a result of education 
reforms and increased social security. 
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The Islamic 
economy at a 
glance

Source: Statistical, Economic and Social Research and Training Centre for Islamic Countries (SESRIC)

4

1

2

3

Output

The top ten countries 
by GDP generated 73% 
of overall OIC output in 

2012

Unemployment

Unemployment in OIC 
countries was 9.9% in 

2011, compared to 9.4% 
in 2007

GDP

Average GDP per capita in the OIC 
countries was US$5,917 in 2012, 

up from US$5,117 in 2008, though 
this is US$1,418 below the average 

for other developing countries

Output

Output in the 57 Organisation of 
Islamic Cooperation (OIC) countries 

reached $9.4 trillion in 2012, up 
from US$7.5 trillion in 2008 and 
makes up 23% of developing 

country GDP
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Organisation of Islamic 
Cooperation (OIC) countries 

Source SESRIC and IMF World Economic Outlook (current market prices and exchange rates)

Stats at a glance

Percentage growth rates in the OIC

6
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Top ten countries in the OIC by GDP – IMF projections (USD trillion)

Source: IMF projections September 2013 (figures in PPP) Projected global rank in 2018 in brackets

2018 F

2014 F

0 0.5 1.0 1.5 2.0
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Bangladesh (36)

Egypt (29)

Nigeria (28)

Malaysia (27)
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Iran (20)

Saudi Arabia (18)

Turkey (16)
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-

-

-

-

-

-
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-
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-
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Top ten countries in the OIC by GDP per capita – IMF projections (US$)
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Source: IMF World Economic Outlook 2014
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Intra 
OIC trade

Source: Statistical, Economic and Social Research and Training Centre for Islamic Countries (SESRIC)

4

1

2

3

Intra-trade levels

Intra-OIC merchandise 
trade reached US$743 
billion in 2012, a record

Export levels

The top ten intra-OIC 
exporters accounted for 

79% of this trade

Exporters

The biggest intra-OIC exporter in 
2012 was the United Arab Emirates 

with US$65.6 billion (18.5%), 
followed by Turkey with US$55.2 

billion and Saudi Arabia with 
US$46.3 billion 

Of global trade

Although Muslim people make up 
23% of the global population, the 
OIC countries accounted for only 

13% of global trade in 2012 
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MANAGING 
GLOBAL RISKS IN 
BUSINESS
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PwC’s Annual Global 
CEO Survey 2014
Key challenges: 

CONFIDENCE

Twice as many CEOs 
believe the global economy 
will improve in the next 12 
months, compared to those 
polled last year

TRANSFORMATION

CEOs think three fundamental external 
forces will have the most impact on 
their businesses over the next 5 years: 
technological advances, demographic 
changes and global economic shifts

PURPOSE

A noticeable percentage of the  
CEOs think that the level of trust across a 
number of stakeholder groups has improved 
over the past five years

Source: PwC 17th Annual Global CEO Survey
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Confidence

Revenues

Middle East CEOs are “very confident” they can increase revenues in the 
next year

Headcount

77% of Middle East CEOs plan to increase their headcount this year - 
the highest figure in the world and far above the global average of 50%

Globally, twice as many 
CEOs believe the global 
economy will improve 
in the next 12 months, 
compared to those 
polled last year

But it’s a fragile optimism, which has 
only led to a small rise in confidence 
about business growth prospects in 
2014. And many CEOs remain very 
worried about over-regulation and 
the ability of governments to tackle 
debt and deficit levels. Yet – for now 
– serious global risks have been 
averted and CEOs are thinking once 
again about growth.

However, their Middle East 
counterparts are much more 
confident.

66

77 50

39
Middle East

Middle East

Global

Global

Source: PwC Middle East CEO Survey 2014
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State of the 
global economy

44% CEOs ARE FEELING MORE 
OPTIMISTIC AND GRADUALLY 
SWITCHING FROM SURVIVAL MODE 
TO GROWTH MODE

CEOs are more confident the global economy will improve than they are about their own business growth prospects

Q: How confident are you about your company’s prospects for revenue growth over the next 12 months? 
Q: Do you believe the global economy will improve, stay the same, or decline over the next 12 months?

2004

31%

41%

52%
50%

21%
14%

18%

44%

31%

48%

40%

39%

20082006 2010 20132005 2009 20122007 2011 2014

A third of CEOs 
are focusing on 
opportunities for 
growth where 
they already do 
business, and 
14% are planning 
to explore new 
markets 

Base: All respondents (2014=1,344; 2013=1,330; 2012=1,258; 2011=1,201; 2010=1,198; 2009=1,124; 2008=1,150; 2007=1,084; 
2006 (not asked); 2005=1,324; 2004=1,386)

Source: PwC 17th Annual Global CEO Survey

CEOs very confident in own business growth

CEOs confident global economy will improve
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Source: PwC 17th Annual Global CEO Survey

Growth prospects

72% OF CEOs EXPRESS CONCERN 
OVER GOVERNMENT OVERREGULATION 
THAT THREATENS THEIR ORGANISATION’S 
GROWTH PROSPECTS

How confident are CEOs about their company’s prospects for revenue growth over the next 12 months?

040% 20%20% 40% 60% 80% 100%

All CEOs

Africa CEOs

Asia Pacific CEOs

CEE CEOs

Latin America CEOs

Middle East CEOs

North America CEOs

Western Europe CEOs

- - - - - - - -

Not confident at all

Not very confident

Somewhat confident

Very confident
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Transformative 
Mega Trends

Mega trends and the future

What do Middle East CEOs think will 
have the greatest impact on their 
business over the next five years?

TECHNOLOGICAL ADVANCES

SHIFTS IN GLOBAL
ECONOMIC POWER

DEMOGRAPHIC SHIFTS

RESOURCE SCARCITY 
& CLIMATE CHANGE

URBANISATION

85

68

57

51

32

Source: PwC 17th Annual Global CEO Survey

What are the top three global trends which CEOs believe will 
transform their business the most over the next five years?

% of CEOs ranking option 1st, 2nd or 3rd

Source: PwC 17th Annual Global CEO Survey

0 20% 40% 60% 80% 100%

Demographic 
shifts

Shift in global 
economic power

Resource 
scarcity and 

climate change

Technological 
advances

Urbanisation

- - - - - -
Western Europe CEOs

North America CEOs

Middle East CEOs

Latin America CEOs

CEE CEOs

Asia Pacific CEOs

Africa CEOs

All CEOs

Regional CEOs identified four major global trends that look set to transform their business over the 
next five years. Over 80% told us that technological advances such as the online economy, social 
media, mobile devices and big data would have a major impact. 68% identified a shift in global 
economic power, 57% highlighted demographic shifts while 51% also pointed to the effect resource 
scarcity and climate change will have on the region and the world. 
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Base: All respondents (1,344)

Source: PwC 17th Annual Global CEO Survey

Three 
global trends

Technological advances

Digital economy, social media, 
mobile devices and big data

CEOs identified three transformative global trends

Q: Which of the following global trends do you believe will transform your business the most over 
the next five years? (Top three trends CEOs named.)

Demographic shifts 

Caused by slow – or no – population 
growth in some countries, thereby 
causing a massive redistribution of the 
world’s workforce, which has a huge 
bearing on future consumption patterns 

Shift in global economic power

The business economy will be expected 
to engage with economic problems – 
companies that come up with innovative 
solutions to serious issues will earn more 
revenues and more trust

81
Technological 

advances

60
Demographic

shifts

59
Shift in global

economic 
power
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Purpose

A noticeable percentage 
of CEOs think that the 
level of trust across a 
number of stakeholder 
groups has improved 
over the past five years 

However, the fundamental forces that 
CEOs think will impact their business 
the most over the next five years – 
technological advances, demographic 
changes and global economic 
shifts – are reshaping society and 
its expectations of business. There 
will certainly be positive changes, 
but issues such as unemployment 
and resource shortages could be 
significantly heightened. Business is 
increasingly expected to engage with 
such issues, and those that come up 
with innovative solutions to serious 
social issues will earn more trust – 
and more revenues.

Most CEO believe business has a social as well as a commercial role

Q: To what extent do you agree or disagree with the following statements? 
(Four of the statements listed.)

It's important for us to 
measure and reduce our 
environmental footprint

It’s important for us to satify wider 
societal needs and protect the 
interests of future generations

The purpose of business is 
to balance the interests of all 

stakeholders

44%

36%

44%

31%

Measuring and reporting our total 
(non-financial) impacts contributes 

to our long-term success

42%

32%

40%

28%

Base: All respondents (1,344)
Source: PwC 17th Annual Gloval CEO Survey

Agree

Agree Strongly
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Barriers to growth

Middle East CEOs hold a more upbeat 
view of economic growth than the “glass 
is half empty” consensus of their global 
peers, but risks do remain.

The CEOs we talked to identified three 
potential economic and policy threats to 
business growth in 2014. The biggest 
was a lack of stability in capital markets 
according to 72% of the executives 

surveyed. A majority, 70% also 
expressed concern about Governments’ 
response to fiscal deficit and debt 
burden, while 66% cited the threat of a 
slowdown in high-growth markets. 

A general area for concern for Middle 
East CEOs is the sense that global 
companies are turning back to advanced 
economies for growth rather than taking 
a risk on emerging or high-growth 
markets. 

How will Middle East CEOs deliver growth?

30
Products/ 
services

innovation

17
New 

geographic
markets

32
Increased 

share in existing
markets

Source: PwC Middle East CEO Survey 2014
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Barriers to growth

According to Middle East CEOs the key economic and policy threats facing businesses are:

£

According to Middle East CEOs the key business threats facing businesses are:

70
Government 

response
to fiscal deficit and 

debt burden

72
Lack of 

stability in capital 
markets

66
Slowdown in 
high-growth

markets

70
Availability of

key skills

70
Bribery &
corruption

68
Cybercrime

Source: PwC Middle East CEO Survey 2014
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Challenges to overcome

Harness technology to create 
value in totally new ways

Capitalise on demographic 
shifts to develop tomorrow’s 
workforce

Understand how to serve 
increasingly demanding 
consumers across the new 
economic landscape

Chase a moving target, as 
customers evolve in different ways 
in different markets

Address the needs of more 
diverse – and demanding – 
customer segments

Fight off increasingly intense 
competition
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Overcoming
the challenges

A wealthier world

The number of middle-class consumers 
is projected to rise dramatically over the 
next 15 years. This is creating all sorts 
of new opportunities, particularly for 
companies in the sectors in which richer 
consumers typically spend their money, 
such as culture and recreation, services 
and healthcare.

A fragmenting customer base

The customer base is becoming more 
diverse, even with the major income 
inequalities. Urbanisation is exacerbating 
the rural/urban divide. The structure 
of the household is evolving, as the 
nuclear family gives way to a much wider 
variety of family types. And international 
demographic movements are reshaping 
the distribution of wealth.

Incumbents in the line of fire

The shift in the balance of global 
economic power is making it easier for 
emerging-market competitors to fight for 
the same consumers that mature-market 
companies are targeting. Higher domestic 
spending on infrastructure and education, 
together with increased foreign direct 
investment, has brought rapid productivity 
improvements. 

Moving to new markets

CEOs are quickly adapting to the 
geographical drift in the customer base. 
Six out of the ten overseas markets in 
which they expect to generate the most 
growth over the next 12 months are 
emerging countries. But CEOs have been 
slower to address the many ways in which 
consumers’ expectations are evolving. 
Only about a third think the marketing, 
sales and customer service functions 
charged with carrying out these tasks are 
fit for their purpose. 

Serving distinct 
demographic segments

Creating customised products and 
services for clearly defined demographic 
clusters isn’t new, but global trends are 
upping the ante, as the size, location and 
tastes of different consumer segments 
evolve in significant ways. 

Targeting the bottom 
of the pyramid

Savvy CEOs recognise that focusing 
on underserved populations can be 
as profitable as it’s socially desirable. 
The billions of world’s poorest people 
possess immense buying power. The 
governments of many emerging countries 
now take a dim view of multinationals that 
enter their markets without supporting 
the communities in which they work. 
So catering for the needs of these local 
communities can protect a company’s 
‘license to operate’. 

Joining the shared economy

Technology has provided the tools with 
which to measure – and monetise – spare 
capacity accurately and easily, while 
urbanisation has created the critical mass 
to serve many markets most effectively. 
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Digital revolution

Positives

•	 Incomes in the emerging 
economies rise

•	 Coming up with innovative 
solutions to serious social issues 
will earn more revenues and trust

•	 The number of digital natives  
(i.e.: those actively using social 
media and multiple devices 
regularly) is expected to grow at 
a rapid pace. Thus, consumers 
want to communicate and share 
information electronically

Negatives

•	 Unemployment and resource 
shortages could be exacerbated

•	 Changes in organisational designs, 
technology investments and supply 
chains to align with changing 
markets and customer offerings in 
order to grow profitably

The pace of innovation is accelerating dramatically

16th & 17th 
Century

Printing

Factory system Internet

Electricity

Railway

Lean production

Computer

Mass production

Aeroplane

Automobile

Steam engine BiotechnologyInternal 
combustion

engine

Nanotechnology
(process)

Iron steamship

19th
Century

18th
Century

20th
Century

21st
Century

Source: PwC 17th Annual Global CEO Survey
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WHEN CEOs WERE ASKED 
WHAT THEY THOUGHT 
WOULD BE THE NEXT BIG 
THING TO REVOLUTIONISE 
THEIR BUSINESS, 
INDUSTRY OR SOCIETY 
OVER THE NEXT 10 YEARS 
– TECHNOLOGY WAS 
THEIR TOP PICK.

The number of connected devices is increasing dramatically

Connected 
devices 
per person

1 2 3 7

World 
population

6.3bn

12.5bn

25.0bn

50bn 7 times

500m

6.8bn 7.2bn 7.6bn

Connected 
devices

By 2020 there will 
be nearly

more networked 
devices than people 
in the world

Source: PwC 17th Annual Global CEO Survey
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Preparing for the future

Most CEOs want to improve their company’s ability to innovate: 

•	 86% aim to alter their R&D functions 
•	 88% are exploring better ways of using and managing big data
•	 90% are changing their technology investments 

CEOs are focusing more heavily on new products and services this year

Q: Of these potential opportunities for business growth, which one is the main opportunity over the next 12 months?

Base: All respondents (1,344) 

Note: 1% of CEOs responded ‘Don’t know/Refused’

Source: PwC 17th Annual Global CEO Survey

9

11
14 30

35
New joint ventures 

and/or strategic 
alliances

Mergers & 
acquisitions

New 
geographic 
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Increased 
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Product/service 
innovation
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Developing tomorrow’s workforce

Source: Population Division of the Department of Economic and Social Affairs of the United Nations 
Secretariat, ‘World Population Prospect: The 2010 Revision’.

The working-age population is undergoing major geographic shifts. Urbanisation is causing further upheavals, with the 
number of city dwellers projected to rise by 72% over the next four decades.

The concentration of people and resources in a compact area is a powerful combination. Cities currently generate about 
80% of global economic output. But uncontrolled urbanisation can also result in overcrowding, poverty and poor schooling – 
conditions that neither attract nor nurture talent. 

In two generations, China will have lost 150 million workers while India will have gained 317 million

Population aged 15–64 years, millions Population aged 15–64 years, millions
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Working-age population in 
the advanced economies is 
contracting, and sources of 
talent have been shrinking, 

with the industrialisation of the 
emerging economies.

1.

   Reverse brain drain, 
as highly educated 
foreigners go back 

home 

Drive up wages in the 
manufacturing sector

Reverse 
migration and 
rising wages

3. Finding the 
right people

5. Addressing 
social issues

2. Time’s 
running out

4. Redefining the 
workplace 

6. Working with 
the policy 
makers 
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The need for hybrid leadership

CEOs KNOW THAT 
TECHNOLOGICAL 
ADVANCES, DEMOGRAPHIC 
CHANGES AND ECONOMIC 
SHIFTS ARE RESHAPING 
THE WORLD. 

RECOGNISE THE NEED 
FOR CHANGE, HAVE PLANS 
FOR CHANGE OR HAVE 
ALREADY STARTED MAKING 
CHANGES.

75% What about the CEOs who have not 
embarked on these changes?

Improving the strategy-setting process by 
adopting multiple planning horizons.

Improving the decision-making process by 
measuring an organisation’s total impact across 
multiple criteria to identify the best trade-offs.



INNOVATIVE PARTNERSHIPS FOR ECONOMIC GROWTH                                       47  

Adopting a multifocal perspective

CEOs recognise that they need to plan for 
the short, medium and long term. Many 
are dissatisfied with their current planning 
horizons. There are those who want to 
look further out: of the 12% of CEOs 
with a one-year planning time frame, 

70% would like to plan for three, five or more 
than five years. And of the 51% of CEOs who 
currently plan three years out, 38% would like 
to plan for five or more years. Yet of the 24% of 
CEOs who do plan further out – on a five-year 
basis – 19% would like to plan over one or 
three years.

Many CEOs want to change their planning time horizons

Q: What is your current planning time horizon?
Q: Ideally, what would you like your planning time horizon to be?

Base: All respondents (1,344)

Source: PwC 17th Annual Global CEO Survey
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Looking at the whole footprint

The planning horizons a firm uses aren’t 
all that matters, of course. So does the 
total impact of its activities across social, 
environmental, fiscal and economic 
dimensions. Most CEOs already 
recognise that business has social as well 

as financial responsibilities. They believe 
it’s important to balance the interests 
of different stakeholders, rather than 
focusing solely on investors, employees 
and customers. And they understand that 
this entails measuring the full impact of 
their company’s activities.

Most CEOs believe business has a social as well as a commercial role

Q: To what extent do you agree or disagree with the following statements? (Three of the statements listed.)

Base: All respondents (1,344)

Source: PwC 17th Annual Global CEO Survey
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Satisfying societal needs beyond those of investors, customers and employees,
 and protecting the interests of future generations is important to my business

Measuring and reporting our total (non-financial) impacts contributes
 to our long-term success

The purpose of business is to balance the interests of all stakeholders

%
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Conclusion

There’s no handbook to the 
future, though – and what 
makes the global trends we’re 
currently facing particularly 
hard to handle - is the fact that 
they require a hybrid set of 
leadership skills.

CEOs must now be able to 
run the business of today 
while creating the business of 
tomorrow. They must foster 
creativity and yet make sure 
that it’s systematic; manage a 
multigenerational, multicultural 
global workforce; and satisfy 

Source: PwC 17th Annual Global CEO Survey

the needs of consumers who 
are more disparate than ever 
before. They must pursue all 
these opportunities for growth 
while bearing the interests of 
society in mind, and without 
compromising on traditional 
values like quality or integrity.

To put it another way, today’s 
CEOs must be hybrid leaders 
capable of looking into the near 
and far distance, combining 
the best of the old with the new 
and piloting their organisations 
through enormous changes to 
make them fit for the future.
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Guest Article

Managing Global Risk 
in Business

By Iqbal Ahmed OBE
Chairman and Chief Executive, 
Seamark Group, United Kingdom

All forms of business involve risk and 
in general the greater the risk, the 
greater the return. The successful 
entrepreneur identifies market 
opportunities and brings together the 
resources to exploit the opportunity. 
In doing so he acknowledges the 
inherent risks, but balances this 
against the return and makes a 
reasoned judgement.

Increased globalisation of trade and 
commerce offers the entrepreneur 
inviting new opportunities in emerging 
markets, but this brings with it 
new risks and challenges to be 
addressed. Political instability is an 
ever present risk, although its nature 
changes as new areas of conflict and 
unrest emerge. 

Geophysical events such as tsunamis 
and nuclear accident can have 
devastating effects on markets 
and operations, and financial and 
economic instability and uncertainty 
have been major issues for 
international businesses globally.
Alongside these established business 
risks, increased globalisation 
has fostered the development of 
wholly new risks and threats. The 
unprecedented pace of technological 
change has brought many benefits 
to business, but has exposed 
businesses to the threat of cyber 
terrorism. Invasion of confidential data 
through sophisticated hacking carries 
the risk of the loss of commercially 
sensitive material and serious damage 
to corporate reputation. Identity theft 
and phishing represent very real risks 
of financial and brand damage.
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The threats posed by terrorism 
have been present for many years, 
but these have become more 
widespread, and with the emergence 
of piracy and direct action there are 
very real threats to product, property 
and personnel for any business 
engaged in international trade.

Fuel and energy has become a major 
source of risk to all businesses, 
in particular to emerging markets, 
as the sources of energy are so 
often in areas of instability and have 
themselves become an instrument of 
political policy.

Risk can never be eliminated from 
business operations, however, many 
of these risks can be managed 
by well-established tools such as 
insurance, credit insurance, computer 
security software and using the 
services of specialist risk consultants. 
What else can a business do to 
manage its global risks?

Know your market

First and foremost, a business must 
have thorough knowledge of its 
markets. This means understanding 
the culture within its market and how 
things are done and achieved. One 
of the biggest obstacles to trade is 
an excessive bureaucracy which 
imposes procedural obligations on 
both customer and supplier, which 
not only slow down and impede 
order execution, but can introduce 
the risk of all kinds of corruption. Poor 
governance by decision makers is 
always a barrier for target projects. 
Excessive red tape not only delays 
execution of orders, but carries the 
risk of lost business opportunities. 
High standards of corporate 
governance ensure that dealings 
with businesses are carried out in 
professional and contractually sound 
manner.

A poorly developed banking system 
carries the risk of non payment or 
excessive charges and the legal and 
commercial infrastructure must be 
well established and effective.

So how is this knowledge obtained?  
Government agencies such as the 
Foreign and Commonwealth Office, 
UKTI (UK Trade and Investments), 
local chambers of commerce and 
Board of Investment can be a 
valuable source of information and 
introduction. Involvement in official 
trade missions can also be useful. 
Specialist trade services departments 
of major banks can advise on the 
customs and financial standards 
within a market and can arrange for 
reputable correspondent banks to act 
for the business. Good information 
can be obtained from businesses 
which already trade in the market. 
The major accounting firms have 
widespread international presence 
and can provide first class information 
on local issues and conditions.

Ultimately, a business needs to 
experience a market for itself and 
develop its own network through 
direct contact or representation 
through reputable agencies.
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Corporate Social Responsibility

Charitable work undertaken both at 
home and in important markets has 
obvious benefits arising directly from 
the activities undertaken, and can 
also reduce the risk of a business 
development receiving negative 
reception and opposition from the 
community it is situated in.  

Know your Customer
and Supplier

It is one thing to know and 
understand the market in which you 
are operating, but it is as important 
to know your customer or supplier. 
There is no substitute for developing 
a close and open relationship with 
these key parties to the business. 
Not only will they know what is 
happening within their country and be 
an invaluable source of intelligence, 
but mutual respect built on a strong 
relationship will endure through 
difficult trading conditions.

This kind of relationship must be 
founded on integrity, service and trust 
and can only be developed over time. 
Regular visits are a necessity and 

should be supported by reciprocal 
visits which enable the customer or 
supplier to get to know the business. 
Dealing with a customer or supplier 
in his own language demonstrates 
commitment and respect.

Fuel and energy

As a truly global product, 
dependence on energy represents 
a major risk. Price is always a factor 
because of currency volatility and 
ecological focus, but allied to the 
susceptibility of energy to political 
issues of instability and policy, it is 
an increasing threat. Very recent 
history has demonstrated all too 
clearly how the threat of economic 
sanctions could affect supplies of oil 
and gas within Europe. Businesses, 
therefore, have to be proactive in 
managing their energy dependence. 
Market knowledge and awareness 
can be helpful in this respect in 
enabling renewal contracts to be 
negotiated rigorously, but ultimately 
the optimisation of energy usage is 
key. Investment in energy saving; 
production and process efficiency 
and awareness of the need for energy 
conservation are the most effective 
ways of mitigating this risk.

Risk awareness culture

The management of risk cannot be 
the responsibility of one person, 
but across the organisation with the 
need for compliance to the highest 
standards of governance adhered 
throughout. All employees must 
be aware of the risks within their 
area and must be attuned to notice 
the abnormal. Alongside this, the 
business needs to have procedures 
in place to enable perceived risks 
to be reported, investigated and 
assessed so that a reasoned 
judgement can be made, which 
balances the risk with the return. 

Risk is at the heart of all business 
enterprise and business can never 
be risk-free. Increased globalisation 
brings benefits to both the emerging 
markets and the mature markets 
supplying them, but with it goes 
increasing and changing risk 
which needs to be managed by 
a combination of traditional tools, 
effective relationships and proactive 
direction.
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Iqbal Ahmed runs an international business supplying 
frozen seafood worldwide. His clear vision for the 
business has led to a string of prestigious awards 
for Seamark. In 1998, he received from the UK, the 
Queen’s Award for Export Achievement because of his 
excellence in the field.

In 2000, he made a significant investment in 
Bangladesh when he established Seamark BD, 
inaugurated by HRH the Princess Royal. The company 
has received a number of Gold Trophy Awards from 
the Government of Bangladesh for achieving the 
highest exports of seafood. 

Establishing a financial institution in Bangladesh – NRB 
Bank Limited, is one of Iqbal’s biggest achievements. 
He dreamt of unlocking a new horizon to the 
Bangladesh economy by facilitating NRB inward and 
outward investments and increasing the inflow of 
foreign investments/remittances. 

Iqbal makes time for charity works despite his 
busy schedule. He is involved in many charitable 
organisations including the development of a 
secondary school and college for 1400 pupils in 
Sylhet, Bangladesh.

He was awarded an OBE for services to International 
Trade in 2001 and has been a recipient of many 
awards and recognition from private and government 
organisations.

Over the years Iqbal has played an active role in a 
number of government committees, ministries and 
advisory bodies in the UK. 

Iqbal Ahmed OBE
Chairman and Chief Executive,  
Seamark Group, United Kingdom

The successful 
entrepreneur identifies 
market opportunities 
and brings together the 
resources to exploit the 
opportunity.
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ISLAMIC FINANCE
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Raja Teh Maimunah
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While Islamic Finance is growing rapidly, it is still a long way from reaching its potential. Stronger governance, 
increased economies of scale and a step up in innovation, customer-centricity and service quality will all be 
crucial in optimising performance and growth.
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A Global perspective 

Market developments in Islamic Finance*

N. America
Canada
•	 Toronto Stock Exchange (TSX) Shariah 

index launched in 2009.

USA
•	 The Dow Jones Islamic Market Indexes 

launched - 1999.
•	 Office of the Comptroller of the Currency 

(OCC) issues an interpretive letter/
guidance regarding United Bank of 
Kuwait’s Murabaha mortgage products as 
permissible Islamic products to offer by 
banks - 1999.

•	 The entry of mortgage finance companies, 
Freddie Mac and Fannie Mae, into the 
Islamic home finance market provided a 
huge source of liquidity into the market for 
Islamic home finance products - 2001.

Europe
United Kingdom
•	 UK Islamic Finance Secretariat sets objectives to 

entrench London as a global gateway for Islamic Finance 
to lead to the issuance of the first UK sovereign Sukuk - 
2010.

•	 Abolished double stamp duty for Islamic mortgages - 
2003.

•	 5 FSA – approved Islamic banks.
•	 David Cameron, Prime Minister of the United Kingdom  

announces the UK’s plans to establish a global Islamic 
Finance hub.

•	 The UK issues its maiden £200 million sovereign Sukuk 
in June 2014.

France
•	 Central bank to issue Islamic banking licenses - 2009.
•	 Government made fiscal and legal adjustments for Islamic 

Finance transactions: i.e. taxation guidelines on Sukuk 
and Murabaha, Ijarah and Istisna - 2009.

•	 Government introduces guidelines for sukuk offerings - 
2010.

Germany
•	 Saxony-Anhalt state issued government sukuk.
•	 First Islamic banking operation - 2010.

*This list is not intended to be exhaustive. 
A selection of important developments has been included here.

Source: Developments: PwC, Islamic Finance, Creating Value, pp. 7-9
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Africa
Senegal
•	 Plans to tap the growing Islamic 

Finance market by issuing its first 
sovereign Islamic Bond in 2011.

South Africa
•	 Finance Minister introduces 

legislation permitting a 
government savings instrument 
that satisfies Islamic principles - 
2011. 

•	 Maiden US$500 million sovereign 
Sukuk issued in September 
2014.

Ethiopia
•	 ZamZam Bank (under formation) - 

the first Islamic bank - 2011.

Uganda
•	 Governor of the Bank of 

Uganda announces proposed 
amendments to the Financial 
Institutions Act, 2004, to permit 
the licensing of, and transacting 
by financial institutions in Islamic 
banking in Uganda - 2012.

North Africa
•	 Full-fledged Islamic Banks are 

already established in Egypt, 
Algeria and Tunisia and Islamic 
windows in Egypt, Morocco and 
Algeria.

Asia
South Korea 
•	 Parliament expected to pass the law related to 

offering of tax waiver on foreign investors interest 
income from sukuk issued - 2011.

Hong Kong
•	 Launch of Hang Seng Islamic China Index fund 

- 2007.
•	 Hong Kong government releases consultation 

conclusions on sukuk taxation with a view to 
provide a taxation framework for Islamic bonds on 
par with that for conventional bonds - 2012.

•	 Maiden US$ 1 billion sovereign Sukuk issued in 
September 2014.

Singapore
•	 First Islamic bank established, Islamic Bank of 

Asia - 2007.
•	 Singapore waives double stamp duties on Islamic 

transactions - 2005.
•	 Launched Islamic Exchange Traded Fund (ETF) 

- 2008.

Australia
•	 Launch of first Islamic Finance firm, the Muslim 

Community Cooperative Australia Limited - 1989.
•	 Australia Board of Taxation to review tax laws on 

Islamic Finance – 2010.

Malaysia
•	 Malaysia is set to introduce a comprehensive 

legal framework for the Islamic Finance industry- 
“Islamic Finance Services Act 2012” which is 
expected to be gazetted in 2013.

•	 Host to International Islamic Liquidity Management 
Corporation which was established in October 
2010 to enhance cross-border liquidity of 
Shariah-compliant financial instruments.

•	 Adopted a two-tier quantitative approach in 
screening methodology determining Shariah-
compliant status of listed companies in June 
2012.

Japan 
•	 Law passed allowing banks to conduct Islamic 

Finance - 2009.
•	 Financial Service Agency of Japan (JFSA) has 

proposed tax reforms on various Islamic Finance 
related issues in its proposal on tax reform for 
2011.

Middle East
Qatar
•	 Qatar Central Bank orders 

separation of conventional and 
Shariah-compliant operations 
to ensure more Shariah 
compliance - 2011.

Oman
•	 Oman reverses its prohibition 

on Islamic Finance to develop 
the Islamic Finance industry 
- 2011 and opens up its 
banking sector to Islamic 
financial institutions.

United Arab Emirates
•	 Establishment of state-owned 

regional banks, such as Dubai 
Islamic Bank (1975), Abu 
Dhabi Islamic Bank (1997), Al 
Hilal Bank (2008).

•	 Dubai Bank merges with 
Emirates Islamic Bank - 2012.

•	 Initiative launched to establish 
Dubai as the global capital of 
Islamic Economy - 2013.

•	 US$13.28 billion is the total 
value of the Sukuk listed on 
Dubai’s stock exchange.
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Sukuk
Global demand for  

sukuk is expected to grow 
from US$240 billion in 2012 
to US$420 billion in 20163

Crowdfunding
Latest innovations include 
the development of Islamic 

crowdfunding, which 
is helping to fund small 

businesses 

Government debt
South Africa has joined the UK 

and Hong Kong as the third 
non-Muslim country to sell 

government debt that adheres to 
Islamic law4

Takaful
There are a total of 216 takaful 
operators. The largest numbers 

are in Saudi Arabia (33), 
Indonesia (22) and Malaysia (21)3

The Islamic 
Finance market

A growth market

Shariah compliant Islamic 
Finance is now a US$2 trillion 
industry.1

Economic growth within OIC 
countries is creating more 
need for bank services, 
creating more wealth to 
protect through takaful 
insurance services and more 
need to fund investment 
in infrastructure and other 
developments through sukuk 
(Islamic bonds).

Islamic finance is both a 
key driver and significant 
beneficiary of the rapid growth 
and increased intra-regional 
trade across South America, 
Asia, Africa and the Middle 
East (SAAAME). By 2030, 
more than 95% of the world’s 
Muslim population will be 
located in either Asia or 
Africa.2

1. Financial Times, 27 August 2014
2. PwC analysis
3. Thomson Reuters
4. Financial Times, 17 September 2014
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Islamic Finance is 
both a key driver and 
significant beneficiary 
of the rapid growth and 
increased intra-regional 
trade across South 
America, Asia, Africa 
and the Middle East 
(SAAAME).
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Islamic funding 
by sector

Islamic sectors as a 
proportion of assets

Source: Economist, 13 September 2014
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The Middle East has traditionally been the largest Islamic Finance market

Country-level decomposition of Shariah 
compliant assets - 2012

Source: PwC analysis, UKIFS, Deutsche Bank, Maybank, The Banker, GIFF report 2010, 
and The Banker Top 500 Islamic Financial Institutions Survey.
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Key drivers impacting growth

Demand
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The demand for Islamic finance 
is expected to grow rapidly as 
a consequence of the growth of 
Islamic populations in SAAAME 
Countries*

•	 The world’s Islamic population 
is projected to grow by 35% by 
2030, thus significantly boosting 
the demand for Islamic Finance. 

•	 The demand for Islamic Finance 
is expected to particularly 
grow in Africa and Asia, which 
currently hold over 95% of the 
world’s Islamic population.

•	 There exists an attractive market 
around the emerging ‘middle 
classes’ for Islamic deposits, 
lending, protection and payment 
products.

•	 Growth in the retirement market 
is creating demand for Islamic 
pension and asset management 
products.

•	 There remains a large unbanked 
market in many SAAAME 
countries, which can be 
harnessed through Islamic 
banking models.

20%

80%

24%

77%

26%

74%

Muslim

Non-Muslim

World Islamic population 1990, 2010 and 2030

Growth
Islamic:
Non-Islamic:

1990-2010
54.1%
24.0%

2010-2030
35.3%
16.2%

Forecast

Source: PwC analysis, United Nations Population Division; Pew Research Center, Bankscope.

Note: *SAAAME refers to South America, Africa, Asia, and Middle East
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Living up to 
the potential

Despite strong expansion 
in recent years, Islamic 
Finance has much further to 
grow before it reaches its full 
potential. Only 12% of Muslim 
people use Islamic Finance.1

Islamic Finance can not only 
increase as a proportion of 
the overall financial services 
in OIC countries, but also 
help to bring new customers 
into the financial system. Only 
28% of the population of 
the OIC states have a bank 
account compared to 47% in 
developing countries overall. 

There are only 10 bank 
branches per 100,000 people 
compared to 36 in other 
developing countries.2

Greater economies of scale 
would help to reduce costs and 
enhance returns.

Stronger governance and  
regulation would help to 
improve consumer confidence.

Greater innovation and 
customer-centricity would help 
to enhance quality of service 
and allow institutions to provide 
more product choice.

1. UKIFS, Islamic Finance, March 2012
2. OIC Economic Outlook 2013, , Statistical, Economic and Social Research and Training Centre for Islamic Countries (SESRIC)
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Guest Article

“The Digital Frontier in Islamic Finance: 
Is Everyone Ready & Willing?”

By Raja Teh Maimunah
MD/CEO, Hong Leong Islamic 
Bank; COO, Digital Innovation 
& Transactional Banking, Hong 
Leong Bank Group, Malaysia; 
Advisor on Islamic Banking and 
Finance, WIEF Foundation

It goes without saying that, from a 
macro, global perspective, Islamic 
Finance is on the rise. In the last 4 years, 
it grew on average annually at 17.6%. In 
2013, Islamic banking assets reached 
US$1.7 trillion, with Malaysia and the 
rest of QISMUT representing 78% of 
those assets. These are staggering 
numbers unimagined by many as early 
as 10 years ago. 

The physical availability of Islamic 
financing around the world also mirrors 
this trend, with institutions now present 
in over 105 countries, serving 38 million 
customers. 

That’s quite a number of people. And 
with such rapid growth, attending to 
the customer base contributes to the 
high operational costs Islamic financing 
institutions already shoulder from having 
complex products and the need for 
additional process steps, resulting in 
lower overall profitability compared to 
their conventional peers. 

Also, despite having equal amounts of 
customer information, Islamic banks are 
slower in cross-selling, with an average 
of 2.1 product holdings per customer, 
less than half of those achieved by 
class-leading conventional banks.

Having said that, there is one resounding, 
proven method that can bridge three 
goals altogether – achieve operational 
cost efficiency, react to customer trends, 
and learn real-time from the customers’ 
transactional behaviours for cross-selling 
opportunities. That method is none other 
than the adoption of technology. Or in 
particular – online and mobile banking. 

A recent survey conducted by a leading 
software and technology services 
company summarised that there are 
several key business improvements 
Islamic banks have to practice in order 
to establish a place in the global banking 
market. They include implementing 
a more effective risk management 
framework, working closely with regulators 
to achieve greater standardisation in the 
Islamic finance industry, and introduce 
competitive product offerings and 
customer services to attract more retail 
banking customers. Digital banking can 
not only serve as a foundation to support 
these initiatives, but also be the driving 
façade in customer appeal when it’s 
marketed effectively. After all, customers 
in matured and emerging Islamic markets 
are already armed with personal tools 
and gadgetry to adopt and embrace its 
offerings. 
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Malaysia, a member of OIC and a 
prominent catalyst in global Islamic 
financial growth, has a 140% mobile 
penetration rate, while banking 
penetration is only slightly over half of 
that at 78%. Many emerging markets, 
including OIC countries, share the same 
scenario where mobile penetration is 
greater than that of banking. 

We don’t need data to suggest that at 
this day and age, people are more likely 
to rescue their smartphones than their 
bank books if their house catch fire. 
Such is one’s dependency on the tiny 
device that contains so much valuable 
personal information. It’s their means 
to connect, communicate, even to 
commute and commerce. 

In Malaysia, 14.3 million individuals 
and 300,000 corporate subscribers 
are already on internet and mobile 
banking platforms. Even those without 
bank accounts are able to “do finance” 
via mobile products and e-wallets by 
network providers and their partnerships 
with local merchants.

Banks that are providing such services 
are seeing a gradual (some accelerated) 
growth in digital adoption amongst its 
customers, translating to a reduction in 
branch visits particularly for transaction 

and payment purposes. Investments are 
shifting from human capital to system and 
tech infrastructure building. The latter, 
although capital-intensive at first, will 
reduce operational costs in the long-
run with the deployment of self-service 
terminals and soon enough, fully-
automated or human-assisted account 
openings.

So why aren’t all banks, Islamic financial 
institutions included, hopping on the tech 
bandwagon already, if the advantages are 
all there for the taking? Let’s take a step 
back and view the whole notion from an 
overall banking industry perspective first, 
conventional and Islamic alike. 

Benjamin Franklin once said “There are 
three sorts of people in the world: those 
who are immovable, those who are 
moveable, and those who move”.

To put those words in the context of 
financial institutions and their initiatives 
(or lack of) in providing online and mobile 
banking services, those who are resisting 
or immovable are those that position 
‘unfamiliar with the technology’, ‘legacy 
systems’, and the ‘sometimes vulnerable 
and penetrable security of the digital 
world’ as reasons not to come on board. 
Their hold-back is further justified by the 
quarters or halves of customers who don’t 
see the immediate need to switch.

Banks that are ‘moveable’ are those who 
readily admit that while they recognise 
the advantages in providing online 
banking services, they do not have the 
knowledge, the ability to plan, and the 
technical prowess to set out on their 
own. These are banks that, for a start, 
form strategic partnerships with other 
complementary service providers first, 
often offering white-label solutions for 
platforms fronted by their partners. Such 
exercises are explored not with revenue 
generation in mind, but for the banks to 
familiarise themselves with both platform 
and process, before gaining sufficient 
knowledge and know-how to venture out 
on their own.

And of course, ‘those who move’ are 
established financial institutions that are 
not only providing own-branded online 
and mobile banking services today, 
but are already innovating the products 
on those platforms, working with local 
regulators to further stretch conventional 
barriers, of which, while they’re essential 
for governance and security, are also 
limiting customers from achieving greater 
levels of convenience and time-efficiency 
from their financial brands. 



66                           10TH  WORLD ISLAMIC ECONOMIC FORUM | DELEGATE’S BRIEF AND DISCUSSION AGENDA                                         

To what extent can e-commerce grow 
into? The possibilities are limitless. 

One doesn’t have to search far and wide 
for case studies, and look at successful 
e-commerce business models like 
China’s Alibaba phenomenon. 15 years 
ago, Founder Jack Ma and his 17 friends 
realised that the challenges Small Medium 
Enterprises face - financial risks, marketing 
barriers, market information, product 
modifications, export licences and 
documentations – are those that are easily 
managed by multinationals and large 
corporations. Using an internet domain as 
a bridge to connect the world’s business 
supply-demand chain, it resulted in the 
ability to reach new and global markets at 
reduced costs while achieving efficiency 
through telecommuting and electronic 
payments for all parties. The once small 
Soho operation out of Hangzhou, China 
is now mediating buyers and sellers on a 
global scale through its hosting and digital 
payment facilities, with 24,000 employees 
worldwide, at an estimated market value 
of US$200 billion.

So how do digital payments facilitate 
trade in the Islamic economies?

As a start, let’s take a look at the 
demographic base of the Muslim 
population. Countries with Muslim majority 
populations contribute around 8% to the 
world’s GDP, with the top 10 countries 
having a historic growth of 13%, way 
higher than the 7% global growth rate. 
This is already enough to gain interest 
amongst some of the world’s prominent 
investors. Adding to the fact that the 
population in developed Muslim countries 
are also relatively younger (32% of their 
population comprising of <15-year olds) 
than non-Muslim-majority and less-
developed ones, it is without doubt that 
digital-driven lifestyles are set in place for 
years to come.

These growth rates naturally fuel an 
increase in consumption and spending 
power. Indonesia, for example, saw 
an estimate of 50 million of its people 
entering the World Bank-defined middle 
income bracket between 2003 and 2010.

The demand for products that comply 
with Islam’s guidelines and consistency 
with Shariah laws in these countries 
are therefore increasing rapidly, with 
food and finance, amongst others, 
being at the forefront of this demand. 
And as the Muslim population become 
more affluent in nascent lifestyle-related 
industries like Halal tourism, cosmetics, 
pharmaceutical, fashion and media, the 

need to accommodate and facilitate their 
purchases through innovative payment 
channels become inevitable. Can a new 
alternative platform providence change the 
economic landscape for these industries 
significantly? In silo, maybe marginal. But 
with Muslim tourists already spending 
in excess of US$13.7 billion over the 
past year alone, one can only imagine 
the increase in spending when platforms 
tailored for greater convenience is made 
available to them.

The nature of Islamic Finance being 
truthful, honest and above all – 
transparent – is already an attractive 
proposition for investors, consumers, 
Muslims and non-Muslims alike. Data 
and statistics are already suggesting 
a dynamic shift in favour of digital 
prioritisation, from consumer behaviour 
and consumption trends to business 
operations and frameworks. For digital 
banking and e-commerce to be the 
fundamental catalyst for growth in Islamic 
finance is no longer a question of ‘will it?’, 
but a question of ‘how soon’.

And after dwelling on these numbers and 
market trends, one should then lean back, 
look to the horizon, and retain sight of the 
larger picture. The core of Islamic Finance 
is to fund the real economy. Hence, by 
empowering trade and commerce through 
electronic and digital means, we are still 
clearly aligned to the greater cause of 
enriching the economic well-being of all 
Muslims worldwide. 
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Raja Teh Maimunah has over 20 years’ experience in 
banking and finance focusing on areas of Islamic and 
investment banking. She is at present the Managing 
Director and Chief Executive Officer of Hong Leong 
Islamic Bank Berhad, and also holds the position 
of Chief Operating Officer for Digital Innovation & 
Transactional Banking of Hong Leong Bank Berhad 
where she spearheads digital initiatives for the banking 
group.

Prior to her current appointment, she was the Global 
Head of Islamic Markets at Bursa Malaysia. Prior to 
that, she was the Chief Corporate Officer and Head 
of International Business at Kuwait Finance House 
Malaysia, CEO of Bank AlKhair Malaysia (previously 
Unicorn Investment Bank) and Head of Investment 
Banking at RHB Sakura Merchant Bank (now RHB 
Investment Bank). 

She had also served in Pengurusan Danaharta 
Nasional Berhad (Malaysia’s national asset 
management and debt recovery agency) during the 
Asian financial crisis in 1998 and was with CIMB 
Investment Bank over a period of almost 10 years 
covering debt and equity origination and equity sales. 
She spent her early days at KPMG Peat Marwick 
Consultants.

Raja Teh is the Advisor on Islamic Banking and 
Finance to the World Islamic Economic Forum 
Foundation. She also sits on the Board of Hong Leong 
MSIG Takaful.

She was awarded an Honorary Doctorate of Laws 
from the University of East London, United Kingdom 
and also holds an LLB (Hons) from the same university.

Raja Teh Maimunah
Managing Director & Chief Executive Officer, 
Hong Leong Islamic Bank Berhad; Chief 
Operating Officer, Digital Innovation and 
Transactional Banking, Hong Leong Bank Berhad, 
Malaysia; Advisor on Islamic Banking and 
Finance, WIEF Foundation

The physical 
availability of Islamic 
financing around the 
world also mirrors this 
trend, with institutions 
now present in over 
105 countries, serving 
38 million customers. 

References & Credits:
Ernst & Young’s - World Islamic Banking Competitiveness Report 2013 
| ‘Islamic Finance – Law & Practice’ by Ibrahim Warde | Datuk Ahmad 
Maslan, Deputy Finance Minister, MOF | www.thestar.com.my 5th April 
2014 – Cost Hike for Islamic Banks | www.zawya.com 23rd September 
2014 | Bloomberg, 2014 | Bain & Company – The Evolving Global 
Economic Landscape and the Impact of the Islamic Economy
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Guest Article

Islamic Finance’s Pivotal 
Role in Enabling Trade -
Key Challenges & Prospects.

By Dr Adnan Chilwan 
Chief Executive Officer, 
Dubai Islamic Bank, 
United Arab Emirates

Global Trade

World trade has transformed the global 
economic environment over the past 
several decades. There has been wider 
and disperse geographical participation 
from the West to continental Europe and 
now to the rising Asia. In addition, we now 
see greater diversity in the composition 
of trade which has grown strongly from 
agricultural to industrial goods and now to 
clothing, retail and technological goods. 
Fundamental forces that have shaped 
the growth of international trade include 
demographics, globalisation and more 
efficient transportation services and 
infrastructures. 

MENA Trade

Though there has been a slowdown in 
global trade during the financial crisis few 
years back, trade is expected to make 
a strong return as the global markets 
recover. This growth is driven by the 
increasing flows between developing 
nations and the MENA region which is 
expected to witness 130% trade growth 
over the next decade or so. Trade is 
also increasing between GCC and Africa 
wherein GCC exports to Africa over the 
last 10 years saw an average growth 
of 14% while imports averaged 27%. In 

addition, there has been a growing shift 
towards Shariah compliant financing 
which was encouraged by the higher 
levels of liquidity that Islamic Finance 
institutions have had following the 
economic downturn. 

The OIC countries (Organisation of 
Islamic Cooperation), an association of 
56 Islamic states, have strongly evolved 
their economies with renewed focus on 
trade. The combined OIC countries GDP 
has increased from US$7.5 trillion in 2008 
to US$9.4 trillion in 2012. Intra OIC trade 
also accelerated in 2010 and 2011 with a 
growth rate of 17% and 26% respectively. 

Whilst OIC trade with the world has grown 
over the years, penetration rates are 
still low which indicates that untapped 
opportunities continue to exist. Some 
of the key growth sectors of OIC which 
could form part of the additional trade 
flows are clothing, pharmaceuticals, 
media & recreation as well as personal 
care/cosmetics. 

With the growing trade amongst OIC 
countries as well as the wider Muslim 
markets in MENA and the Far East, 
Islamic trade finance is set to play a 
pivotal role. Despite its small part within 
the global banking industry, Islamic trade 
finance is gradually attracting interest from 
banks and financial institutions because 
of the rapid growth of global trade and the 
potential the sector represents. 
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Dubai, being an important global trading 
hub and with its ambitions to become 
the capital of the global Islamic economy, 
will be well positioned to support the 
growth of Islamic trade finance globally. 
Dubai’s developed economic & business 
infrastructure and established Islamic 
financial institutions, such as Dubai Islamic 
Bank with unrivalled expertise in Islamic 
Finance, will strongly help to enable and 
enhance trade in the domestic market and 
the wider economic region. 

Multilateral institutions such as the OIC 
and the IDB (Islamic Development Bank) 
through ITFC (International Islamic Trade 
Finance Corporation) have promoted 
the importance of Islamic trade finance 
in the wider economic and business 
environment. The OIC has promoted trade 
exchanges within its member nations and 
has set a target of attaining 20% intra-OIC 
trade by 2015 whilst also establishing 
a framework agreement on Trade 
Preferential Systems which identifies trade 
finance as a tool for promotion of trade 
amongst its member countries. 

Products

Though traditional trade finance products 
are preferred, there are new instruments 
that are emerging. Commercial letters 
of credit is the most preferred product 
followed by bank guarantees and 
documentary collection according to 
recent market/industry surveys. Supply 
chain finance and structured trade 
finance are the new emerging trade 
finance products which many international 
banks as well as large domestic financial 
institutions have started to use. 

Continuous product innovation will 
be crucial. In early 2014, we saw the 
State Bank of Pakistan finalising the 
draft guidelines for warehouse receipt 
financing, which increases the efficiency 
of their agricultural sector to develop 
a market for physical commodity 
trades and also enables farmers, 
traders and exporters to get access to 
formal financing. These types of new 
development are important to the growth 
of trade finance industry globally. 

Shariah compliant trade finance funds are 
also becoming an attractive investment 
opportunity. Over the past few years we 
have seen trade finance funds being 
launched by investment intuitions both 
located in the Middle East and in Asia 
demonstrating its wider geographical 
appeal. 
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Challenges

Despite all that has been done so far 
in the Islamic trade finance space, 
there continues to be a need for further 
innovation and development. The global 
economic crisis has rekindled fears 
of protectionism, whereby countries 
mostly prefer to adopt policies protecting 
their economies thereby limiting trade 
opportunities with other nations. The 
evolution of Islamic trade finance is crucial 
at this stage where offerings such as 
factoring, channel & supplier finance as 
well as new and improved working capital 
and liquidity management products still 
pose a major gap. Tighter standards on 
Basel III could also restrict growth of trade 
finance as it requires higher capital reserve 
against trade finance deals. However, 
Islamic Finance institutions which generally 
maintain a higher level of capital could find 
themselves in a better position to grow 
the Islamic trade finance sector under 
the new regulations as long as innovation 
continues to be a focus area. 

Closing/Conclusions

Islamic trade finance remains fundamental 
to economic growth. It is important that 
financial institutions continue to evolve 
the current trade finance services being 
offered in the emerging and developing 
nations. It is also critical that financial 
institutions continue to innovate their 
products and services to come up 
with more efficient ways to enable the 
growth of trade finance and provide new 
funding opportunities to help with the 
development of trade finance which is a 
key component for securing a solid future 
and remaining prosperous. 

Asia and the Middle East, particularly OIC 
countries, will continue to be key markets 
for Islamic trade finance as trade flows 
within this region grow. In turn, financial 
institutions, particularly Islamic banks will 
have to align themselves to the needs 
and requirements in the coming years and 
evolve to support the growing trade flows 
across the globe.
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Dr Adnan Chilwan currently serves as the Chief 
Executive Officer of Dubai Islamic Bank, the largest 
Islamic Bank in UAE with group assets of nearly 
US$30 bn, a market capitalisation of US$8.50 bn, 
workforce of more than 7000 employees within the 
group and a strong presence across all of Emirates, 
with growing international operations in Asia, Middle 
East and Africa. 

Dr Chilwan has an extensive career spanning nearly 
two decades with reputed conventional and Islamic 
banks in the region including names like Dubai 
Islamic Bank, Dubai Bank, Commercial Bank of 
Qatar, Mashreq Bank, Abu Dhabi Islamic Bank and 
HSBC. Dr Chilwan represents DIB in boards of various 
strategic investments, subsidiaries and associates. He 
is currently a Board Member at Tamweel, DIB Capital; 
Deyaar, Liquidity Management Centre Bahrain and Dar 
Al Shari’a Consultancy. 

Recognised by many to be a key influencer and driver 
of Islamic Finance in the Middle East, Dr Chilwan was 
recently awarded the “Banking CEO of the Year” at 
the prestigious Indian CEO Awards 2014 ceremony 
in Dubai. He has also been the recipient of the 
Official Scarf Golden Medallion of “Wise Leadership” 
during Tatweej-Arab Business & Finance Leaders 
and Leading Islamic Banks Grand Finale Ceremony 
and has further been acknowledged by The Banker, 
Financial Times London, as one of the “Movers and 
Shakers in the Middle East Banking Industry” in 2013. 
In 2014, he was recognised by Forbes in their coveted 
list of top Indian leaders in the Arab world. 

A PhD with an MBA in Marketing, Dr Chilwan is a 
Certified Islamic Banker (CeIB), a Post Graduate in 
Islamic Banking & Insurance and an Associate Fellow 
Member in the Islamic Finance Professionals Board. 

Dr Adnan Chilwan
Chief Executive Officer, Dubai Islamic Bank 
United Arab Emirates

Islamic trade 
finance remains 
fundamental to 
economic growth. 
It is important 
that financial 
institutions 
continue to evolve 
the current trade 
finance services 
being offered in 
the emerging and 
developing nations.
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THE HALAL 
SUPPLY CHAIN
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Halal food has always been at the heart of Muslim 
life. More recently, we’ve seen the emergence of 
Shariah compliant financial services. Now, people 

around the world want to bring halal into other 
areas of their lives ranging from what they wear 
to how they enjoy their holidays. This growing 

demand is generating ever increasing choices and 
innovation. Muslim and non-Muslim businesses 

now recognise halal as a key growth opportunity. 
Yet a number of challenges need to be overcome 
before the halal markets realise their full potential, 
ranging from credible certification to the integrity of 

the supply chain.
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The Halal 
market

Food Clothing Travel* Cosmetic

Bringing together ‘permissible’ food, fashion, travel, cosmetics and other growth sectors, 
the Halal market is now estimated to be worth as much as US$ 2 trillion1

Halal market estimations vary according to the interpretation of ‘permissible’ under Shariah Law, 
so our figures focus on the more definable Islamic market (goods bought by Muslim populations 
around the world).

1 Halal Industry Development Corporation, Presentation to IDB Conference, May 2012
2 State of the Global Islamic Economy 2013, Thomson Reuters and Dinar Standard
* All references to ‘Islamic travel market’ exclude Hajj/Umrah

Global consumption in 2012 (US$ billion)2
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Source for market statistics: State of the Global Islamic Economy 2013, Thomson Reuters and Dinar Standard

4

1

2

3

Clothing and fashion

The Islamic clothing 
and fashion market is 
projected to be worth 

US$322 billion

Travel

The Islamic travel market 
is projected to be worth 

US$181 billion

Food

The Islamic food and non-alcoholic 
beverage market is projected to be 

worth US$1,626 billion

Cosmetics and
personal care 

The Islamic cosmetics and 
personal care market is 
projected to be worth 

US$39 billion

The Halal market 
at a glance
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“We see opportunities to 
enhance the halal food 
industry. The research finding 
on halal food sector is of 
considerable importance for 
the UAE food and beverage 
business, especially since halal 
food is a key pillar in the Dubai 
Capital of Islamic Economy 
initiative launched in 2013.”

H.E. Abdul Rahman Saif Al Ghurair 
Chairman, Dubai Chamber of 
Commerce and Industry
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Source for market statistics: State of the Global Islamic Economy 2013, Thomson 
Reuters and Dinar Standard

The Islamic food and non-alcoholic beverage market is more 
valuable than China’s total food market

Regional spending on Islamic food and non-alcoholic beverages

Food

“IT’S A GREAT 
TIME FOR 
MARKETERS 
TO BE PAYING 
ATTENTION 
TO THEIR 
RELATIONSHIPS 
WITH MUSLIM 
CONSUMERS.”  
Mennah Ibrahim, Head of Brand 
Intelligence at advertising agency, 
JWT MENA
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Source for market statistics: State of the Global Islamic Economy 2013, Thomson Reuters and Dinar Standard

Source: DinarStandards’ DS100 — Top 100 Businesses of the Muslim World list

Biggest spenders in the Islamic food and non-alcoholic beverage market 

Top five OIC-based agri/retail conglomerates

Indonesia PakistanTurkey Egypt Iran
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2012 (US$ billion)

Company
2011 revenue
(US$ billion) 

Country

Savola Group US$6.72 Saudi Arabia

Yildiz Holding/Ulker US$6.26 Turkey

Felda Holdings Bhd US$5.98 Malaysia

Golden Agri-Resources  US$5.95 Indonesia

IOI Group US$5.922 Malaysia
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Clothing and fashion

The Islamic clothing and fashion market is second only to the US in value.

Leading OIC clothing import and export regions (US$ billion 2012 estimate) 

Source for market statistics: State of the Global Islamic Economy 2013, Thomson Reuters and Dinar Standard
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Travel

The Islamic travel market is more valuable than the US*, with people from the GCC accounting for more than 
30% of the market. Particular demands while travelling include access to halal food, ease with which to carry out 
religious observance and sensitivity over privacy and gender interactions during recreational activities.

Top five Muslim tourism expenditure

Source for market statistics: State of the Global Islamic Economy 2013, Thomson Reuters and Dinar Standard

*where travellers come from
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Cosmetics and 
personal care

The Islamic cosmetics market is less developed than other halal markets, but growing fast. 
Examples of product developments include shampoo specifically designed for people wearing head covers.

Top five Muslim personal care/cosmetics expenditure

Turkey UAE RussiaFrance Egypt
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Source for market statistics: State of the Global Islamic Economy 2013, Thomson Reuters and Dinar Standard

*where travellers come from
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The growth opportunity

1. Pew Research Center’s Forum on Religion and Public Life projection 2011
2. Speech by Miles Young, CEO of Ogilvy and Mather, at the Inaugural Oxford Global Islamic Branding and Marketing Forum, 26 July 2010

Expanding market

Global Muslim population is 
relatively young (average age 
is 23 compared to 28 globally) 
and growing fast (set to reach 
26% of global population 
by 2030, compared to 23% 
today).1

Increasing disposable 
income

Clustered in some of the 
wealthiest countries (e.g. GCC) 
and fastest growing economies 
(e.g. Indonesia)

Increasingly sophisticated

Advertising agency, Ogilvy 
and Mather, has identified an 
emerging market segment of 
young and ambitious Islamic 
‘futurists’, who “seek to 
integrate a more globalised 
lifestyle with their own culture, 
but do so without fundamental 
compromise. They value 
creativity, and they’re global.”2

Focus of innovation
New products are being 
developed to keep pace with 
growing demand. Examples 
include permeable nail varnish, 
which lets water reach nails 
and hence allows full ablution 
of the hands before prayer.

Search for purity

The desire for purity and 
wholesomeness, which is 
at the heart of halal, could 
prove increasingly attractive to 
both Muslim and non-Muslim 
consumers seeking healthier, 
more sustainable or family-
friendly options. Examples of 
new businesses looking to 
make the most of this cross-
over potential include the halal 
and organic Whole Earth Meats 
in the US.
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Challenges:
Supply chain 
integrity

Supply chain development 
is critical in meeting growing 
demand and creating and 
maintaining consumer 
confidence in the integrity of 
halal products. This continues 
to prove challenging:

Lack of a unified 
standard of certification

Difficulty with enforcement

Extended supply chain

Attempts to create a single agreed 
standard continue to come up 
against varying definitions of halal

Mislabelling and contamination 
scandals highlight the need for 
improved oversight, tracking and 
traceability

All ten of the biggest livestock 
importing countries are predominantly 
Islamic and more than 90% of meat 
and live animal imports to Organisation 
of Islamic Cooperation (OIC) countries 
are from non-OIC countries1. Non-OIC 
imports and extended supply chains 
exacerbate the difficulties of ‘farm to 
fork’ monitoring

Source: State of the Global Islamic Economy 
2013, Thomson Reuters and Dinar Standard
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Developments 
needed to address 
these challenges 
are coming on 
stream:

New hubs: Bringing together 
manufacturing and logistics companies 
in dedicated facilities such as the 
newly opened cluster in Dubai allows 
for closer and more efficient supply 
chain integration, oversight and 
integrity.

State of the art tracking and tracing 
systems allow for more effective farm 
to fork monitoring.

Halal supply chain integrity is both 
a driver and beneficiary of growing 
intra-OIC trade.
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TALENT AND 
DIVERSITY
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Making the most of the talents of women 
and young people would strengthen the 
economic and social development of 
Islamic societies. Yet their participation 
in the economies of many Organisation 
of Islamic Cooperation (OIC) states is 
relatively low, especially within the Middle 
East and North Africa (MENA). How can 
the untapped potential be released?

Women in
the Workforce
Finding ways to increase women’s participation in business and 
commerce could provide a significant boost to economic development.

Worldwide, the percentage 
of women of working age in 
employment is 47%, compared 
to 72% for men.1

It is estimated that raising the 
level of female participation in 
the workforce to that of men 
could increase GDP in the US 
by 5%, in the UAE by 12% and 
in Egypt by 34%.2

Of an estimated 865 million 
women who have the potential 
to contribute more fully to their 
national economies, 812 million 
live in emerging and developing 
nations.2

1. International Labour Organisation Global Employment Trends 2014 
2. International Monetary Fund: Women, work and the economy, September 201
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Source: International Labour Organisation Global Employment Trends 2014

Women’s participation in the labour force in regions with high Muslim populations

Women’s employment by sector in regions with high Muslim populations
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Countries in the OIC with 
the highest female labour 
force participation

Of the five countries with the highest female participation in the workforce, four are in Africa  

87% 83% 80%
77% 74%
Mozambique 

Uganda 

Togo

Kazakhstan 

Burkina Faso

Source: World Bank

Female unemployment in regions with high Muslim populations

Source: International Labour Organisation Global Employment Trends 2014
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What holds women back?

Lack of access to
skills and finance 

Studies indicate that lower 
access to finance and skills 
are the main reasons why 
companies owned by women 
perform lower on average 
than those run by men.1

Disparities in education

While gender gaps in 
education have been closing 
worldwide, literacy rates for 
women still significantly lag 
men in South Asia, East Asia 
and North Africa.1 Literacy 
rates for women in the OIC as 
a whole are 65%, compared 
to 80% for men.2 

Disparities in pay

The gap is closing 
worldwide, but estimates 
suggest that at current rates 
of convergence it would 
take another 75 years for 
equality to be realised.3

Limited access to child 
care and other essential 
services 

The World Bank World 
Development Report 2012 
identified limited access to 
child care and time taken 
to collect water as holding 
back the amount of time 
women can spend in 
education, training and paid 
work.

Closing the opportunity divide

OIC COUNTRIES WITH 
THE LOWEST RATES OF 
WOMEN IN TERTIARY 
EDUCATION COMPARED 
TO MEN

OIC COUNTRIES WITH 
THE HIGHEST RATES OF 
WOMEN IN TERTIARY 
EDUCATION COMPARED 
TO MEN

Bangladesh
Turkey
Indonesia
Nigeria 
Egypt

Algeria
Malaysia
Kazakhstan
Tunisia
Saudi Arabia 

1. International Monetary Fund: Women, work and the economy, September 2013
2. The state of gender in OIC countries, Statistical, Economic and Social Research 

and Training Centre for Islamic Countries (SESRIC), March 2013
3. 4 ILO (2011): A new era of social justice, Report of the Director-General, Report I(A), 

International Labour Conference, 100th Session, Geneva, 2011

Source: The state of gender in OIC countries, 
SESRIC, March 2013
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What would help to release 
women’s talents

Summarised from World Bank World Development Report 2012 Gender Equality and Development

Greater access to finance and 
financial services

Greater availability
of child care

Greater access
to education

Developments in infrastructure 
including transport and access to 

clean water

Tackling discrimination in pay 
and access to work
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What young people want from 
work is changing. How will 
organisations need to change to 
accommodate the expectations 
and aspirations of a new generation 
coming into the workforce and 
moving into management? A ground-
breaking study carried out by PwC in 
partnership with the London Business 
School and University of Southern 
California provides fascinating insights 
into what young people (born between 
1980 and 1995) want from their work 
and careers.1

The New 
Millennials

When you were born 
definitely makes a difference

Non-Millennial (Before 1980)
Transactional needs are more dominant

•	Control over work
•	Development opportunities
•	Pay satisfaction

Millennial (1980-1995)
Social needs are more dominant

•	Team cohesion
•	Supervisor support & appreciation
•	Flexibility

1. 144,000 PwC staff from 18 countries were polled for NextGen:  
A global generational study 2013 with the London Business School
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Greater flexibility in 
how they work 

of millennials would like 
to occasionally work from 
home and 66% would like 
to shift work hours, such 
as starting at different 
times or putting in time at 
night.

More frequent reward 
and recognition 

of millennials prefer to be 
recognised and rewarded 
for their work at least 
monthly.

While millennials are highly 
connected through social 
media, they also value 
community and cohesion in 
their workplace, while 

prefer to talk face-to-face 
with management.

Recognition 
is key to 
retention. 
Millennials place greater 
emphasis on regular support 
and appreciation compared 
to their older colleagues, who 
place greater emphasis on 
pay and development .

Expectations of a secure and 
lasting job for life are lower 
than previous generations, 
but many still want the 
community and development 
opportunities of stable 
employment 

of millennials do not 
expect to work at more 
than one place for more 
than nine years.

What does the new generation want?1

1. 144,000 PwC staff from 18 countries were polled for NextGen:  
A global generational study 2013 with the London Business School

34%
64% 41% 96%
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Make 
maximum use 
of technology 
to facilitate 
flexible working 
and closer 
collaboration.

Community is 
still crucial - 
emphasise team work 
and provide guidance and 
encouragement.

What millennial aspirations 
mean for businesses

1. The future of work: A journey to 2022, PwC, May 2014

Create a flexible 
work culture  

in the PwC study  
(all ages) would give  
up some pay and 
openings for promotion in 
return for working fewer 
hours.

Accelerate mobility 

of millennials view the 
opportunity to work 
abroad as part of their 
desired career.

15%

37%21%
of men and 

of women

Make maximum use of the 
contingent workforce to better 
control variable costs and 
provide access to the skills 
needed to meet changing 
business needs. A further 
PwC study found that many 

young people 
want the 
flexibility and 
opportunity of 
moving from 
assignment to 
assignment.1
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G20 country 
average of tertiary 
degree awarded

to women

54%

Developing the female millennial

A new era The female millennial 
and ambition

Role model gap

Diversity - front of mind

OECD country 
average of tertiary 
degree awarded

to women

EU21 country 
average of tertiary 
degree awarded

to women

57%

40%
4.6%

59%

51%

82% 55%

Female millennials matter because they are more highly 
educated and entering the workforce in large numbers than 
any of their previous generations. Globally, women account 
for majority of students in 93 of 139 countries and receive 
more tertiary degree qualifications.

This generation of women 
are more confident than any 
previous generation with 
51% of female millennials 
confident they can rise to the 
most senior levels with their 
current employer. They also 
consider opportunities for 
career progression the most 
attractive employer trait.

Currently 40% of the global workforce is female and a further 
one billion women are anticipated to enter the workforce 
over the next decade. Despite this only 4.6% of Fortune 500 
CEOs are currently female.

The female millennial seeks out employers with a strong 
record on diversity; 82% said an employer’s policy on diversity, 
equality and workforce inclusion was important when deciding 
whether or not to work for an employer. But their expectations 
are not always met: 55% feel that while organisations talk 
about diversity, opportunities are not really equal for all.

Importance 
of diversify

Not truely 
equal for all

% of Female Fortune 500 CEOs
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Work life strategies critical Global careers - high on the agenda

A feedback culture

97% 93%

20%

Work life balance is important to nearly all female millennials 
and they value flexible working hours over financial benefits. 
Female millennials are not alone in valuing work life balance 
and flexibility, the same can be said for their male peers.

Millennials view international experience as a vital element to a 
successful career and female demand for mobility has never 
been higher with 69% of female millennials identifying they 
want to work outside their home country during their career. 
Given only 20% current international assignees are female, this 
represents unprecedented demand from the female millennial 
for international experience.

The female 
millennial welcomes 
and expects regular 
feedback on their 
job performance. 
Despite this 
generation being 
highly tech-savvy, 
when it comes to 
important career 
conversations they 
value face-to-face 
conversations.

96%

93%

82%

want face-to-
face feedback 

on performance 
evaluations

want face-to-face 
feedback on career 
plans and progress

want face-to-face 
feedback on compensation

69%
want to work outside 
their home country

Source: Next Generation Diversity: Developing tomorrow’s 
female leaders, PwC 2014 (www.pwc.com/IWD)
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What makes an employer 
attractive to millennials?

0                  10                  20                  30                  40                   50                  60 

%

Opportunities for career 
progression

Good benefits including 
health care

A good reputation for 
ethical practices

Competitive pay

Flexible working

Corporate values that 
match your own

Excellent training and 
development

Opportunities for 
international experience

Reputation for employing 
the brightest and best

% of responses

Source: Millennials at work: Reshaping the workplace, PwC 

Percentage of responses
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“Gender diversity is not just socially 
desirable, it also makes good 
economic and business sense because 
variety in the workforce ensures 
greater corporate governance and 
transparency and helps corporations 
make better business decisions.”

Mari Elka Pangestu 
Minister of Tourism and 
Creative Economy of Indonesia
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The future of work

2006 2007 2008 2009 2010 2011  2012 2013

Launch of 
Twitter

Apple launches 
the iPhone

Lehman 
Brothers 
files for 
bankruptcy

Urban dwellers 
become a 
majority of 
the global 
population 
for the first time1

China 
overtakes the 
US as world’s 
largest 
manufacturer2

Impact of resource 
scarcity comes 
into sharp focus 
as prolonged 
droughts threaten 
blackouts in Texas 
(power plants are 
the largest users 
of water in the 
US)4

Global 
population 
passes 7 billion3

Number of 
mobile devices 
and connections
surpasses the 
number of 
people on 
the planet5

1. Urban population growth, World Health Organisation (http://www.who.int/gho/
urban_health/situation_trends/urban_population_growth_text/en/)

2. Economist, 10.03.12
3. Guardian, 31.10.11
4. Reuters, 30 April 2013
5. Cisco Visual Networking Index: Global Mobile Data Traffic Forecast Update, 

2013–2018, Cisco, 05.02.14
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20182015 2019 20222017 20212016 2020

Worker in 
Germany 
says the 
“best is yet to 
come” after 
celebrating 75 
years’ service 
with the 
same firm

$10 tablet 
computer 
comes on 
to the market

Assembly 
workers 
in factory in 
Hanoi start 
wearing  
sensors to 
gauge 
concentration, 
work rate and 
mood 

Analysts attend 
presentation 
by Fortune 
500 Chief 
Performance 
Officer, who 
heads a 
combined 
Finance and HR 
function

Doctor in 
China carries 
out ‘remote’ 
surgery on 
patient in 
Ghana

Rioting 
sweeps across 
university 
campuses as 
students lose 
patience with 
lack of job 
opportunities

Licences 
granted for 
driverless cars

World’s 
first fully 
automated and 
robot-served 
hotel opens
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Youth unemployment in 
regions with high Muslim 
populations

Source: International Labour Organisation Global Employment Trends 2014

35
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East Asia
SE Asia
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MENA
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Bridging the 
opportunity gap

“YOUNG PEOPLE IN 
ISLAMIC SOCIETIES FACE AN 
OPPORTUNITY DEFICIT.”
The Hon. Dato’ Sri Mohd Najib Tun Abdul Razak, 
Prime Minister of Malaysia1

People under 30 make up some 60% of 
the Muslim population.2 The challenge 
is how to open up sufficient education 
and career opportunities for these young 
people.

MENA has the highest rate of youth 
unemployment of any region in the 
world. Raising the employment rate for 
young workers to the global average 
would increase employment by more 
than 58 million in the MENA region and 
could add more than 20% on average to 
per capita income levels.2

Investment in education is clearly crucial in 
providing young people with opportunities 
for work and career progression. But 
degree and diploma rates in MENA 
are already relatively high by global 
standards. There may therefore need to 
be a redirection in curricula and types 
of training to reflect changing economic 
needs.

Investment in technology and incentives to 
take on young workers are clearly crucial. 
Studies also suggest that promoting 
self-employment can provide an effective 
way to reduce youth unemployment, 
highlighting the need to encourage 
entrepreneurship though investment, 
education and regulation.3

1. New York Times, 14 December 2012
2. International Labour Organisation Global Employment Trends 2014
3. Youth Unemployment in the Arab World: What Do We know? What is the Way Forward?, 

Imed Drine, United Nations University
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Guest Article

By Alison Vaughn
CEO, Jackets for Jobs Inc.
United States of America

Around the world, women-led businesses 
are a growing force for innovation, growth 
and prosperity.

Research from the World Bank, the United 
Nations, the Global Entrepreneurship 
Monitor and others demonstrate that the 
real drivers of the economy are women—
as business leaders, employees, 
consumers and entrepreneurs
While aggregated data is often challenging 
to find, the recent Global Entrepreneurship 
Monitor (GEM) found the following:

•	 126 million women around the world 
were starting or running brand new 
businesses.

•	 An additional 98 million female business 
owners ran companies that were at 
least three years old.

•	 That’s 224 million women impacting the 
global economy.

and this survey accounts for only 67 of 
the 188 countries recognised by the 
World Bank.

Businesses owned by women account 
for approximately 37 percent of all 
businesses worldwide, according to a 
2011 report by the World Bank Group’s 
International Finance Corporation. These 
companies range from the smallest sole 
proprietorships to the most dynamic, 
high-growth, well-managed enterprises. 
Whether large scale or micro, every 
woman-owned business contributes to 
the local, regional and global economy.

The GEM Women’s Report also found 
significant room for improvement among 
female business owners. Although 12 
million women-owned were expected 
to add jobs through 2017, male 
entrepreneurs continued to greatly 
outnumber females globally, and the 
report concluded that female business 
owners showed reluctance to grow large 
or to enter new or untested markets.    

The importance of seizing every 
opportunity to leverage resources – 
through business partnerships or other 
strategic alliances, was emphasised 
in the Goldman Sachs 10,000 Small 
Businesses programme, from which I 
recently graduated in Detroit, Michigan.

Goldman Sachs is a thriving investment 
bank which made US$11.6 billion in 
profits last year. As other women business 
owners continue to launch and expand 
new companies, the potential for profiting 
from a network of my peers will continue 
to increase. 
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It is very important to develop a peer 
network. While a mentor is generally a 
more seasoned employee who acts as a 
coach or advisor and can offer advice on 
career choices and personal development 
based on his/her years of work and life 
experience, a peer network is a group of 
colleagues who meet and talk as equals 
to offer support. They brainstorm career 
ideas, answer everyday questions, share 
job advice, or simply listen and console 
on a reciprocal basis. The whole idea 
behind a peer network is colleagues 
helping each other help themselves. 
    

Jackets for Jobs ringing the closing bell on NASDAQ.

The truth is, I have always had an intense 
determination to share the vision and 
mission of the company I lead: a nonprofit 
organisation that I view as a business in 
every respect, except for the fact that my 
growth is measured not by profits, but by 
the number of people served and lives 
changed. I recognise that my good works 
cannot continue unless I consistently 
attract new clients and produce results 
that persuade others to invest resources 
in what I do. So I constantly seek new 
partners.

My organisation, Jackets for Jobs’ helps 
men and women overcome poverty and 
achieve self-sufficiency.  I understand 
that business partnerships can push our 
agenda forward, and produce results 
that far exceed the expectations of either 
organisation.  

For example, Jackets for Jobs has been 
very fortunate to have established and 
developed an outstanding partnership 
since 2007 with the US$27.4 billion U.S. 
retail chain T.J. Maxx, which is known 
for selling name-brand and fashion 
merchandise at a deeply discounted 
price. T.J. Maxx provides financial support 
that amounts to approximately 10 percent 
of our annual budget. The company also 
provides our organisation with in-kind 
donations, in the form of new business 
wear for women and men.

Approximately 90 percent of our financial 
support comes from the U.S. Department 
of Labor, which funnels the money to 
the City of Detroit’s, Detroit Employment 
Solutions Corporation, which is a 
quasi-governmental agency. This is a 
tremendously important partnership for 
my organisation. The most vital factor is 
the understanding of our mission and 
the empathy for my clients – 75 percent 
of whom are women – demonstrated 
by the Detroit Employment Solutions 
CEO, who is also a woman. We have 
a very productive relationship, and she 
recognises the critical need for our 
services in a city where most heads of 
households are women.
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The urgent need to invest in female 
entrepreneurs is evident to many visionary 
proponents of grass-roots economic 
growth. Goldman Sachs, which joined 
forces with Babson College and billionaire 
investor Warren Buffet to sponsor the 
10,000 Small Businesses initiative in 
Detroit, Michigan, launched a similar 
campaign in 2008 for women. The 
10,000 Women programme gave female 
entrepreneurs from 43 nations a business 
management education and connected 
them to mentors and networks of peers. 
New research Goldman Sachs released 
this year reported that 18 months after 
completing the programme:

On average, programme graduates had 
doubled their workforces and increased 
their revenues fivefold. The research 
demonstrates that increasing the access 
women have to business capital can 
significantly raise the standards of living, 
especially in “developing and emerging” 
markets. The New York Times reported 
in 2012 that female entrepreneurship is 
higher in Africa than anywhere else on 
earth, according to the World Bank. All of 
us should be encouraged and motivated 
by women who will let nothing prevent 
them from doing better. 

The positive results of 10,000 Women 
motivated Goldman Sachs to reinvest 
in female entrepreneurs with a new 
initiative. The company announced 
in March that the 10,000 Women 
programme will partner with IFC, a 
member of the World Bank Group, 
to raise US$600 million in capital for 
100,000 underserved women business 
owners.  

I certainly plan to use what I’ve learned 
as a Goldman Sachs Scholar to 
craft new partnerships and mentor 
other women who are just getting 
started. May the partnerships all of 
us form lead to increased economic 
growth - everywhere women operating 
businesses of their own.

69%
HAD 
INCREASED 
THEIR 
REVENUE

58%
HAD 
HIRED NEW 
WORKERS

90%
HAD 
GIVEN BACK 
by mentoring 
other women 
business owners
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Alison Vaughn is an award-winning entrepreneur and 
co-author of the book, Inspired Style. This sought-
after speaker is the Founder & CEO of Jackets for 
Jobs, Inc., which is a non-profit organisation that 
provides employment etiquette, career skills training 
and professional clothes to low-income individuals. 
Since opening its doors in 2000, the organisation has 
assisted over 15,000 individuals with employment.

This high profile organisation has been supported 
and applauded by ABC’s “The View”, NBC’s “Today 
Show”, and Oprah’s O Magazine. A highlight of her 
career was the distinct honour of ringing the closing 
bell on NASDAQ. 

Alison received a Bachelor of Science degree from 
Michigan State University and graduated from The 
Women’s Campaign School at Yale University, 
sponsored by Yale Law School. Vaughn is a Goldman 
Sachs Scholar and the recipient of many awards 
such as Martha Stewart’s “Dreamers into Doers”, 
in which Martha Stewart celebrates the passion of 
Women who turn their dreams into reality. She was 
named “Entrepreneur of the Year” by Alabama A 
& M University; “Businesswoman of the Year” by 
National Association of Negro & Professional Business 
Women, honored as a Women of Excellence by the 
Michigan Chronicle, Recipient of “Leaders, Legends & 
Luminaries” award from Lakeshore Engineering, and 
Who’s Who among Female Executives just to name 
a few. 

Alison Vaughn
Author, Entrepreneur & Philanthropist 
CEO, Jacket for Jobs Inc. 
United States of America

The urgent need 
to invest in female 
entrepreneurs 
is evident to 
many visionary 
proponents 
of grass-roots 
economic growth. 
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SMART CITIES
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Accelerating urbanisation

Cities of Opportunity - 
a snapshot

Cities: Innovation and 
Intellectual Capital

What makes a Smart City?

Guest Article
Rob Adams
Director of City Design, City of Melbourne 
Commomwealth of Australia 
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PwC megatrends:

Rapid Urbanisation
Did you know?

Nine facts and 
predictions on 
rapid urbanisation. 
What do they 
mean for business 
and society today 
and in the future?

The above predictions 
come from the following 
sources:
1. PwC Cities of 

Opportunity (2012)
2. ‘Mapping Sun’s Potential 

to Power New York’, 
New York Times (2011)

3. Brookings Institution 
(2012)

4. The Future Build (2012) 
5. UN Habitat, State of the 

world’s cities (2012/2013)
6. 6 PwC analysis of data 

from the Brookings 
Institution (2014)

7. United Nations, 
Department of Economic 
and Social Affairs, 
Population Division 
(2012) 

8. UN Department of 
Economic and Social 
Affairs (2012)

Income inequality in the 
50 biggest cities in the 
US is 20% higher than 
the US average6

is the amount we predict 
will need to be spent on 
infrastructure in New York, 
Beijing, Shanghai, London 
over the next 10 years1

is the expected cost to 
develop the desert city of 
Masdar in the UAE4

By 2025, there could be 
nearly 40 cities with a 

population of over 10 million8

The number of people 
living in urban slums 

since 1990 has 
increased by

people are added to the global 
urban population every week7

of global GDP is 
generated by the 300 
largest metropolitan 
areas3

people added to the 
Chinese and Indian urban 

population every day1

of New York City’s 
rooftops are 
suitable for solar 
panels, which could 
generate half of the 
city’s peak demand 
for electricity2

60,000
66%

50%

US$16bn

1.5 
million

US$8 
trillion 33%5

$

$

20%

1 week

10m40

Accelerating 
Urbanisation
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With a clear vision for 
prioritising investment, 
cities can better address 
the challenges of the 
most important barrier to 
strategy implementation: 
financing.
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Cities of 
opportunity 2014
How the cities rank

30

22

14

26

18

10

4

28

20

12

6

24

16

8

2

29

21

13

25

17

9

3

27

19

11

5

23

15

7

1

200

181

195

172

75

106

68

148

162

192

121

96

72

55

30

186

174

204

161

117

94

61

190

182

158

98

117

73

35

30

172

119

109

151

131

97

111

153

113

96

148

156

94

51

58

137

93

143

125

93

88

76

98

105

151

141

137

68

57

34

112

80

89

104

103

101

70

139

107

111

112

90

43

83

79

95

91

114

115

91

98

87

118

74

99

105

94

115

87

31

107

71

96

84

62

52

28

91

74

105

60

44

33

32

98

86

75

107

58

28

23

73

93

100

57

40

44

35

19

14

112

130

113

105

53

32

35

112

128

132

98

42

51

33

25

110

112

108

79

103

52

37

130
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86
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30

15

Intellectual capital 
and innovation

Technology readliness City gateway Transportation and
infrastructure

Health, safety
and security

Sustainability and the 
natural environment

Demographics and 
livability

Economic clout Ease of doing business Cost Score

London 1,290

New York 1,235

Singapore 1,230

Toronto 1,215

San Francisco 1,211

Paris 1,196

Stockholm 1,191

Hong Kong 1,156

Sdyney 1,153

Chicago 1,133

Berlin 1,128

Los Angeles 1,118

Tokyo 1,806

Seoul 1,043

Madrid 1,015

Dubai 913

Kuala Lumpur 885

Milan 880

Beijing 813

Shanghai 808

Moscow 781

Mexico City 747

Johannesburg 698

Buenos Aires 664

Istanbul 645

Sao Paulo 598

Rio de Janeiro 547

Mumbai 523

Jakarta 496

Nairobi 439
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141

142

136

96

80

77

59

133

135

126

101

70

79

65

35

119

119

128

67

91

63

59

123

98

133

108

85

65

25

64

79

121

112

69

55

96

61

71

116

121

91

63

57

70

42

89

96

116

61

84

71

64

106

96

63

37

46

82

57

74

Each city’s score 
(here 1,290 to 
439) is the sum 
of its rankings 
across variables. 
The city order 
from 30 to 1 is 
based on these 
scores. 

Source: Cities 
of Opportunity 
2014, PwC
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High
Medium
Low

Highest rank in 
each indicator

Intellectual capital 
and innovation

Technology readliness City gateway Transportation and
infrastructure

Health, safety
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Economic clout Ease of doing business Cost Score

London 1,290

New York 1,235
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Toronto 1,215

San Francisco 1,211
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Rio de Janeiro 547
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Jakarta 496
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Cities: Intellectual 
capital and innovation

Libraries with public access Math/Science 
skills attainment*

Literacy and enrollment*1 Percent of population 
with higher education

World university rankings Innovation Cities Index Intellectual 
property protection*

Entrepreneurial
environment*

Score

Paris 204

London 200

San Francisco 195

Stockholm 192

Toronto 190

New York 186

Los Angeles 182

Sydney 181

Chicago 174

Tokyo 172

Berlin 162

Seoul 161

Hong Kong 158

Singapore 148

Madrid 121

Shanghai 117

Milan 116

Moscow 106

Dubai 98

Beijing 96

Mexico City 94

Kuala Lumpur 75

Buenos Aires 73

Johannesburg 72

Istanbul 68

Sao Paulo 61

Rio de Janeiro 55

Mumbai 35

Jakarta 30

Nairobi 30
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Each city’s score (here 
204 to 30) is the sum 
of its rankings across 
variables. The city order 
from 30 to 1 is based 
on these scores. 

*Country-level data

Source: Cities of 
Opportunity 2014, PwC

1. The Knowledge 
Economic Index by 
the World Bank (KEI) 
measures country’s 
abliity to generate, 
adopt and diffuse 
knowledge. This is an 
indication of overall 
potential of kowledge 
development in 
a given country. 
The KEI is derived 
by averaging a 
country’s normalised 
performance scores 
on variables in three 
categories - education 
and human resources, 
the innovation system, 
and information and 
communications 
technology. The 
variables that 
compose education 
and human resources 
are adult literacy rate, 
secondary education 
enrollment and tertiary 
education enrollment.
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Intellectual capital
and innovation

Socioeconomic advance 
is clearly based on 
intellectual advancement

The importance of this indicator for a 
21st-century economy is obvious and 
can't be overstated. 

There are several notable findings in 
this year's report, some in line with 
previous reports, some not. The first 
major difference is that Paris now ranks 
at the very top in this indicator, overtaking 
Stockholm, which had maintained the 
#1 ranking through our two prior reports. 
Indeed, Sweden's capital currently falls 
to fourth place, behind #2 London and 
#3 San Francisco. Moreover, while Paris 
does not finish first in any of the eight 
variables, it ranks consistently highly in 
most of them, finishing second in one, 
third in four, and just falling out of the top 
10 (#11) in only two.

London's rise to #2 in this report from 
#6 in our last one is also impressive—
especially because only a few points 
separate it from #1. London's top spot 
in world university rankings is key in 
that regard, and directly reflects its 
connections to some of the most storied 
educational institutions in the world.

San Francisco’s rise in this indicator to #3 
(from #4 in 2012) is also striking. Three 
results stand out in particular: The city 
ranks at the very top in entrepreneurial 
environment and #2 in both percentage of 
its population with higher education and 
the Innovation Cities Index.

Two more points: New York finished 
tied for #3—with San Francisco—in this 
indicator in Cities of Opportunity 4, #5 in 
our previous report, and #6 in the current 
one. Any result in the top 10 is of course 
a very good one, but still, the city might at 
least look to stabilising its overall ranking 
in this extremely important indicator. To be 
fair, however, its worst results come in the 
two variables that use national data (math/
science skills and intellectual property 
protection) in this indicator.

Finally, again in this report, as in our 
last two, Tokyo is the only Asian city in 
the top 10. As dynamic as so many 
of Asia’s cities are, this is one area in 
which they can greatly enhance their 
competitiveness. The same holds 
true for the emerging cities of Latin 
America and Africa. What distinguishes 
intellectual capital and innovation is that 
it is not merely a gauge of technical 
(or technological) progress, or social 
development, or economic growth, or 
cultural advance, or major improvement 
in quality of life. It is all of these things, 
together and simultaneously. Investment 
in intellectual capital leads to an almost 
universal enhancement of urban 
society—indeed, of society generally.
That is why it is hardly coincidental that 
the cities that do best in this indicator are 
also the richest cities, as well as those 
that so many people throughout the 
world consider to be the most desirable 
places in which to live.

source: Source: Cities of Opportunity 2014, PwC
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What makes a 
Smart City?

Why creating tomorrow’s Smart City is about much more than just technology

Accelerated urbanisation is 
reshaping MENA and the world 

In the year 2007, humanity reached a 
remarkable milestone: for the first time in 
history, half of the planet’s population was 
living in cities. We are now seeing the rate 
of growth in our urban centres accelerate, 
a global ‘mega trend’ that shows no signs 
of abating. In some parts of the world 
over 80% of the population now live, work 
and play in urban centres and as growth 
continues, our cities expand and new 
cities are born.

The vast majority of this urban growth 
is happening in developing countries, 
giving increased importance to planning 
and finding the right solutions and 
institutional arrangements that maximise 
the benefits of urbanism while tackling 
the challenges that take new shapes and 
forms. As early as 1990, MENA reached 
similar urbanisation levels to European 
economies. It is projected that by 2050, 
more than 80% of the MENA region’s 
population will be living in urban areas.

So, laying down the foundations now is 
vital for the future generations that will 
also live, work and play in our world’s 
cities. It’s interesting that while this is an 
issue that will impact millions of lives, 
there is no formally agreed on universal 
definition of what constitutes a ‘smart city’ 
or community. Given the ‘Smart’ tagline, 
many people suggest that it’s about 
technology, and to some degree that’s 
true – technology is an important enabler, 
and has an important role to play. But, we 
think it’s much wider than that - we believe 
its about creating a holistic ecosystem 
of people who are interconnected and 
contributing towards a common 
vision, creation of knowledge and 
exchange of ideas. It’s these things that 
are needed alongside all of the tangible 
infrastructure that we normally associate 
with urban planning.

Smart cities are not just places where 
new smart technologies are adopted; they 
are places where basic safety, security, 
and environmental needs are met, the 
economy is productive, educational 
attainment and knowledge production 
thrive, and the city is able to maximise its 
performance across all its capitals and 
building blocks. Only then can cities reach 
a level where they can set new standards 
for quality of life and prosperity.

Cities worldwide, new or old, face the 
challenge of growing economically while 
balancing social and environmental 
factors to remain sustainable in the future. 
To succeed, they need urban projects 
that have a clear vision and goals, are well 
managed, and involve a broad range of 
parties working together actively.
The MENA region is at an exciting time of 
its development, with a huge amount of 
opportunity in its grasp. In our view, there 
are three reasons why: 

•	 First, local urban development is 
well-suited to attract and foster Islamic 
Financing, which is equity-driven and 
socially-conscious. 

•	 Second, the global mega events being 
hosted by the region can be positively 
transformative for the region’s economy 
and society. 

•	 Third, a growing number of new 
greenfield cities are being planned 
around the MENA region.

All of these together means that we 
are set to see MENA at the forefront of 
accelerating urbanisation.

Source: PwC, Getting smarter about cities 2014
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Planning for sustainable growth 

Cities are engines of economic growth, attracting talent, creating jobs 
and generating innovations. But with more people also comes more 
problems: providing the essential needs of humans can become more 
complicated in dense environments; the anonymity of cities can create 
a fertile ground for crime; transport gridlock wastes precious productive 
hours and negates the face-to-face benefits of cities; and perhaps most 
pressingly, diseases can thrive and spread faster in dense environments 
if sanitation and public health isn’t properly anticipated and planned.

Smart cities are not just 
places where new smart 
technologies are adopted; 
they are places where 
basic safety, security, and 
environmental needs are met.

Source: PwC, Getting smarter about cities 2014
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Smart cities are not only about technology

As we’ve sad before, technology is a really important enabler, but 
shouldn’t define what a ‘Smart City’ is. Here’s what we believe are really 
important principles to creating a truly smart city

integrate 
technology 
to enhance 
livability and 

create a unique 
user experience

encourage 
building designs 
that create better 
neighbourhoods 

and use 
green building 
technologies

promote private sector 
investment and support 

for achieving smart growth 
solutions

allow greater 
access to its 

authorities 
and citizen 
for a more 

complete view 
of their urban 
environment

provide safety 
and security in 
a manner that 
corresponds 

to the 
advancement in 

technology

empower their 
citizens to make 
more informed 

decisions 
about their city 
through access 
to data about 

the city, its 
resources and 

its planning 
processes

serve everyone 
- the elderly on 

foot, children on 
bicycles, people 
commuting by 
public transit to 
work - not just 
motor vehicles 

users

offer the 
best in class 
educational, 

health and social 
facilities and 
environments

are resilient as 
they are designed 

to account 
for climate, 

environment and 
local conditions

In 2011 we published a report, 
” Making Things Happen”1. 
We first outlined an approach 
that is now being adopted 
by visionary cities and local 
governments across the 
world as a framework to think 
through the challenges they 
face. In summary, we said 
that major stakeholders in a 
city must begin by identifying 
and developing a vision 
which captures the strategic 
ambition of the city. With 
that vision in place, enjoying 
the support of all major 
stakeholders, they can invest 
in priorities and strategically 
manage the building blocks or 
‘capitals’ needed for long-term 
prosperity, and these are: 
social, environmental, cultural, 
intellectual, infrastructural, 
information and communication 
technology (ICT), and political 
participation. 

1. ’Making it happen: A road map for 
cities and local public services to 
achieve outcomes’, PwC,2011

Source: PwC, Getting smarter about cities 2014
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In the context of a smart community, each one of the aforementioned ‘capitals’ can be further divided into a 
set of sub-components, where a smart city needs to provide a set of integrated services that would address 
the needs of its citizens, businesses, and visitors. These services have to support the city’s vision and their 
quality/ impact should be measured by a clear set of metrics.

Smart City

Culture &
Leisure

Infrastruc-
ture

Political
Participation

Intellectual &
Innovation

ICT

Social

Environmental

•	 Tourism
•	 Leisure venues 

management
•	 Cultural venues 

management

•	 Urban planning
•	 Conventional & 

renewable energy
•	 Smart grids
•	 Transportation
•	 Water
•	 Building/housing
•	 Lighting

•	 Citizen 
consultation & 
participation

•	 Government 
outreach

•	 Education
•	 Small & medium 

enterprises
•	 Human 

development

•	 eGovernment
•	 Data centres
•	 Broadband
•	 Wireless
•	 E Payments
•	 Digital economy

•	 Health
•	 Safety & security
•	 Social integration 

& cohesion

•	 Solid waste 
management

•	 Water waste 
management

•	 Air quality 
management

•	 Green areas

Source: PwC, Getting smarter about cities 2014
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Enablers and Barriers for execution of city strategy

In this same report we surveyed 64 cities, with a population of over 120 million people from around the world, and set out key enabler 
and barrier factors vital for the execution of a city’s strategy and realisation of its vision. We found that the second most important barrier to 
strategy implementation is prioritisation.

As budget constraints become more pressing both for 
city governments and individuals, it is vital that cities 
identify clearly how to prioritise action programmes, 
and PwC suggests using a ‘Maslow’s Hierarchy’ for 
cities’ priorities. A city must first address its very basic 
needs: security, health, and basic infrastructure such 
as clean water and sanitation, this level of the pyramid 
is the most pressing for underdeveloped and least 
developed cities as they seek to become industrially 
productive. In cities where these basic needs are met, 
focus shifts to safety and security needs, roads and 
transport infrastructure and educational access, as the 
city moves from basic industrial production to becoming 
an informational society. Beyond these two levels is 
the belonging level, which applies to more developed 
cities which can focus on environmental needs, social 
integration, culture and leisure as well as ICT as an 
enabler for a knowledge-based society. At the next level 
are the smart cities, which defined as a world leader 
able to maximise its performance across all capitals. 
Beyond that comes the level of self-actualisation, when 
cities explore new paradigms and set new standards 
for the quality of life, and are willing to share their 
experiences to help other cities advance. 

With a clear vision for prioritising investment, cities can 
better address the challenges of the most important 
barrier to strategy implementation: financing.
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Source: PwC, Getting smarter about cities 2014
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The funding challenge

PwC’s research on “Investor Ready 
Cities” shows that cities are now 
more reliant than ever on private 
sector support to scope, finance, 
and deliver projects. Cities need to 
demonstrate how infrastructure will 
deliver value to both citizens and 
investors. Authorities need to provide 
certainty in policy and legal regulation 
to attract investment in an era of 
highly selective and mobile capital. 
In the MENA region, Islamic Finance 
appears to be a naturally synergetic 
fit to urban development investment. 
Islamic Finance is equity-driven, and 
equity investors prefer to have a real 
hands-on feel for their investments. 
Islamic Finance also values socially-
conscious investing, and lenders can 
see up-close how their investments 
are faring, and the peace of mind 
of knowing their investment are 
going towards making their own 
communities better. Large amounts of 
capital seek to be invested in Islamic 
Finance compliant instruments, and 
city governments are in need of large 
investments. Highlighting the natural 
synergy between these two demands 
is a priority which PwC seeks to 
highlight across MENA and the 
Islamic world.

Mega events, greenfield cities - catalysts for development?

Our experience shows that mega events, which are properly planned and executed, 
can serve as important transformational projects. As Qatar prepares itself for 
hosting the FIFA World Cup, and Dubai prepares to host the EXPO 2020, and 
while Mecca continues to host the world's largest recurring mega event, the annual 
Hajj, PwC sees the importance of these events not just in staging a good show for 
the participants and the global audience, but more importantly, in leaving behind a 
powerful legacy that impacts the population and transforms the economy and society 
and their way of doing business. The finality of these events’ deadlines instills a 
seriousness and professionalism in the organisers which can serve as a catalyst for 
change, development and continuous improvement.

Source: PwC, Getting smarter about cities 2014

A “Maslow’s Hierarchy” for cities
Dreams & 
experience

Knowledge & Intelligence
“Smart Cities” Status
Maximising all capitals

Information
Developed Cities Belonging

(Environmental, Infrastructure, Social
Integration, Cultural , ICT)

Industrial
Developing Cities

Safety and Security Needs
(Safety, Security, Infrastructure, Education)

Underdeveloped Cities
Basic Needs

 (Security, Health, Basic Infrastructure)

Self Actualisation
The ultimate aim

Type of society
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In 1975, the Saudi government identified a 
small eastern fishing village as the site for a new 
industrial city. Today, Jubail is the largest civil 
engineering project in the world, and thrives 
as a modern state of the art industrial and 
residential area. This encouraging example 
provides inspiration as the region embarks on 
exciting futuristic greenfield cities: Saudi Arabia 
is building the King Abdullah Economic City on 
the west coast, while the United Arab Emirates is 
building Masdar City as a pioneer city in the use 
of renewable energy, and Qatar is building Lusail 
with a view of providing a state-of-the-art host 
city for the 2022 World Cup. As more greenfield 
cities emerge in the region, they present their 
own challenges to attract talent, provide efficient 
infrastructure and integrate with the existing 
communities in the regions surrounding them. 
Greenfield cities offer exciting possibilities for 
trying state of the art ideas and concepts in 
city planning, but their needs will obviously be 
different from those of existing cities. A road map 
for a smart city must take into account these 
vital differences in infrastructure economics, 
tipping points, service portfolio design approach 
(push vs. pull)1, and funding. Greenfield cities 
can serve as leading lights and pioneers in 
experimentation, but retort efforts for existing 
cities must be aware of their differing needs.

1. Successful smart cities also need to achieve a balance 
between a “pull” based approach, where they offer services 
based on the demand of their stakeholders and “push” 
services driven by innovation.

An opportunity to create
a lasting legacy

All in all, this is a challenging but exciting 
time for our region, whose cities have every 
opportunity to thrive if they adopt a holistic 
approach to sustainable development and 
anticipate and address challenges. 

Being a Smart City is about so much more 
than technology. Planning alongside execution 
is the key to unlocking the potential of smart 
cities: a road map must be developed before 
embarking on the smart city journey so cities 
can prioritise and strategically manage their 
investments. Silos between the different 
entities delivering the portfolio of smart services 
have to be broken to ensure a seamless 
delivery of services. Data governance and 
ownership, especially across multiple tiers of 
government, have to be clearly defined and 
implemented. National programmes for smart 
cities in the region will need to be put in place 
to encourage sharing and participation in the 
on-going global drive towards creating smart 
cities/ infrastructure standards. All of this could 
transform cities in our region, and transform 
the lives of our citizens in the process.

Being a Smart 
City is about so 
much more than 
technology. 

Source: PwC, Getting smarter about cities 2014
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Guest Article

Sustainable Urban Design - Creating 
Smart Infrastructure and Holistic 
Communities - Melbourne a case study.

By Rob Adams
Director of City Design, 
City of Melbourne 
Commonwealth of Australia

Melbourne has over the past 30 
years pulled itself back from the edge of 
oblivion as a world city to now be rated on 
four consecutive occasions as the World’s 
Most Liveable City. This transformation 
has not been through massive 
expenditure but through a considered 
Strategy of getting more out of less.

With the rapid urbanisation of the planet 
seeing urban populations increasing from 
3.6 billion in 2010 to 6.5 billion by 2050 
the reality of doubling our urban capacity 
in four decades can only be contemplated 
if we achieve greater utilisation of our 
existing infrastructure. A business as usual 
approach will be impossible. In the case 
of Melbourne, a strategy of containment 
as the City moves from 4 to 8 million 
would save US$440 billion over the 50 
year timeframe and produce improved 
social cohesion and sustainability at the 
same time.

Melbourne has made significant progress 
since 1983 when the city was depicted 
by The Age Newspaper as having a 
dead lifeless centre, a phenomenon 
experienced by many cities as the 
dominance of the motor vehicle had 
helped empty the energy of the downtown 

into the suburbs. The centre was losing 
retail to suburban shopping centres and 
had no real residential population to speak 
of. The City decided on a plan to reverse 
this situation and put in place a Strategy 
that would over the following decades turn 
Melbourne into ‘A 24 hour City that looked 
and felt like Melbourne’. This strategy 
which looked to provide economic vitality, 
social cohesion and sustainability was 
built on a platform of five key components 
as follows;

Local Character

As cities move to greater self-expression 
in marketing themselves in a global 
marketplace, the need to build on 
their unique identity or local character 
is increasingly important. To this end, 
Melbourne put in place actions to 
preserve what was special about its 
downtown. Its lanes, arcades and little 
streets were transitioned towards greater 
pedestrian activity. Footpaths were 
widened, street trading encouraged, 
street furniture and trees provided. Over 
30 years, 45 hectares of asphalt was 
converted to footpaths and open space. 
Footpaths were paved with quality 
Bluestone paving reflecting the local 
materials and reducing maintenance.
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Density

Compact cities that optimise the use of their public infrastructure are the new 
modernity. Melbourne put in place a highly successful programme ‘Postcode 3000.’ to 
return residential to the down town. This saw the residential population downtown grow 
from 650 residential units in 1985 to 26,000 by 2013. This dramatically changed the 
vitality, safety and economy of the city. The rates dropped from 13 cents in the dollar 
in 1996 to 4.5 cents by 2013. The inner city population continues to grow at 5.8% per 
annum and is projected to increase from 116,447 in June 2013 to 133,000 by 2016.
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Connectivity

Good connectivity provides improved 
access and therefore greater choices. 
It is now commonly accepted that by 
redressing the imbalance between the 
private car and other forms of transport, 
cities become more successful and safer 
places. In Melbourne City, users walking, 
cycling and public transport increased 
from 58% in 2007, to 62% in 2009, but 
are forecast to account for 80% of trips 
in 2030. The city discourages excessive 
parking and has actively promoted its 
tram system to protect both choice and 
identity. 

High Quality Public Realm

Where many cities have pursued 
spectacular architecture, Melbourne 
has championed quality streets in the 
realisation that the spaces between 
buildings are more important than the 
buildings themselves. Active streets are 
the glue that holds our cities together. 
‘Design a good street and you design a 
good city.’ Why? Because streets make 
up 80% of a city’s public realm. Since the 
1980’s the City has actively campaigned 
to preserve the quality of its streets by 
promoting active frontages, strong street 
alignments, limiting advertising and 
promoting mixed use. The importance of 
the street is apparent when 66% of the 
trips in the downtown are made on foot.

Mixed Use

The vibrancy of mixed cities is emerging 
as a key component in their overall 
success when gauged against economic 
vitality, social cohesion and sustainability. 
Easy access on foot to all your needs 
is a key attribute of successful cities. 
Melbourne is a prime example of how 
mixed use has helped reprime the 
downtown. Business and employment 
grew 6.5% and 8.4% respectively, 
between 2008 and 2012. There was 
a 13% increase in retail over the same 
period and international visitors grew 
7% per annum to 1.24 million. At the 
same time the centre of the city has 
become younger with a median age of 28 
reflecting the City’s position as a University 
City.

Design a good street 
and you design a good city.
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Unlike many cities such as Rio, Cape Town or Sydney, 
Melbourne is not blessed by a spectacular setting. It 
has had to work at creating a quality city. The Strategy 
adopted by Melbourne over its history, has been one 
of the consistent incremental improvements building on 
its unique character and inherent strengths. The last 30 
years have seen a return to this approach. An approach 
that has required a careful balance between the public 
good and the need for development while maximising 
the benefit from its existing infrastructure. To this end, it 
has been able to accommodate rapid population and 
business increases while lowering taxes and creating a 
more sustainable city as is evident by its many local and 
international awards and rankings.

The challenge for Melbourne, as with other rapidly 
expanding cities, is the need to become more compact 
and better at getting more out of its existing infrastructure. 
If it can achieve this, it may well be able to hold on to its 
reputation as one of the World’s most liveable cities.

Rob is currently the Director of City Design at the 
City of Melbourne and a member of the Urbanisation 
Council of the World Economic Forum. 

With over 40 years experience as an Architect and 
Urban Designer and 30 years at the City of Melbourne, 
Rob has made a significant contribution to the 
rejuvenation of central Melbourne. 

He and his team have been the recipients of over 
120 Local, National and International Awards including 
on 4 occasions receiving the Australian Award for 
Urban Design. 

Rob has also been awarded the Prime Minister’s 
Environmentalist of the Year Award in 2008 and the 
Order of Australia in 2007 for his contribution to 
Architecture and Urban Design. 

Some key projects include Postcode 3000, Urban 
Forest Strategy, CH2 Australia’s first 6 Star Green 
Commercial Office Building, Birrarung Marr, Swanston 
Street, City Square, Sandridge Bridge, Docklands 
Library, numerous community buildings including 
Flagstaff Gardens Bowls Club, Docklands, Boyd, East 
Melbourne and Kathleen Syme Libraries, and the City 
of Melbourne Street furniture range to name but a few.

His current focus is on how cities could be used to 
accommodate and mitigate rapid population growth 
and the onset of climate change. He has published 
and presented extensively on the subject 
of ‘Transforming Cities for a Sustainable Future’.

Rob Adams
Director of City Design, City of Melbourne 
Commonwealth of Australia
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Guest article  

Carlos Souza 
Chief Executive Officer and 
Founder, Veduca, Federative 
Republic of Brazil
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Guest Article

“Socialising education and 
the role of universities.”

By Carlos Souza,
Chief Executive Officer and 
Founder, Veduca, Federative 
Republic of Brazil

In “The Idea of a University”, published in 
1858, John Henry Newman described 
the post-Enlightenment university as 
“a place for the communication and 
circulation of thought, by means of 
personal intercourse, through a wide 
extent of country”. More than 150 years 
later, fulfilling this mission seems more 
likely than ever. On the Internet era, the 
possibilities of personal intercourse, 
communication and circulation of thought 
are virtually endless. Nowadays, the role 
of the university – as a neutral territory that 
gathers talented and bright minds around 
the building of knowledge applied to 
innovation, problem-solving and societal 
and economic wellbeing – can be greatly 
enhanced. But Newman had a warning: 
without the personal touch, higher 
education could become “an icebound, 
petrified, cast-iron university”. This is what 
the new wave of high-tech online courses 
should not become. How to avoid that? 
And how the flourishing era of virtual 
education can help universities fulfill their 
destinies?

Online courses started a revolution in 
education, and we have the privilege to 
lead it in Latin America with Veduca. Our 
company, a Brazilian EdTech company, 
has the objective of democratising access 
to high-quality education through courses 
from some of the top higher education 
institutions in the world.

Launched in March 2012, Veduca offers 
online courses aimed at Portuguese 
speakers. Since we started, more than 7 
million students have taken online classes, 
from basics Mathematics to Astronomy, 
from Project Management to Leadership, 
taught by professors from top universities 
and content providers in the world. We 
have seen our platform improve peoples’ 
lives in several ways: from a 13 year-old 
boy who was able to find out his dream 
career – to become an astronomer, to 
professionals who got promotions and 
salary raises, to entrepreneurs who were 
able to build their businesses after they 
learned how to do it with courses offered 
in our website.

In the beginning, Veduca organised 
content openly offered by universities 
such as the Massachusetts Institute of 
Technology (MIT), Harvard, Stanford, 
Berkeley, and others, via a movement that 
become known as OpenCourseWare. 
Despite OCW’s popularity in the US, most 
Brazilian students completely shy away 
from that, as only 2% of the population in 
Brazil speaks fluent English. We broke that 
barrier by adding Portuguese subtitles to 
the classes so that most students would 
finally be able to take such aspirational 
courses and improve their academic and 
professional lives.
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As we saw an exponential demand 
growth for content, we realised that it 
was only the beginning of a much greater 
mission. Brazil is the 6th largest economy 
in the world; however, our country is 
almost at the bottom of any education 
international rank. We have 7 million 
Brazilians enrolled in higher education 
institutions; however, this represents only 
17% of 18-24 yrs population. 18 million 
Brazilians have a college degree; however, 
this is less than 10% of our population 
(US has over 40% of their population with 
college degrees; Russia has over 50%).

Nevertheless, our people value and 
pursue education: deep in all Brazilians 
there is a strong belief that having 
education is the only sustainable way 
to improve their socioeconomic level. 
And we are a country connected to the 
Internet: over 100 million people have 
access to the Internet, and 66% of them 
claim going online to learn something 
every month. The opportunity presents 
itself: can Brazil use these facts and 
the revolution in education, enabled by 
technology, to significantly improve its 
status in education?

That depends. Technology itself does not 
change anything. However, in any area 
or industry it comes in, technology shifts 
the power to the individual – to the end 
consumer, the end user – in the case 
of education, the student. Technology 
remarkably shifted the power to the end 
consumer in the music and entertainment 
industry, and is now starting to penetrate 
into the education industry.

In June 2013, Veduca launched the first 
massive open online courses (MOOCs) 
in Latin America, in partnership USP 
(University of São Paulo) and UnB 
(University of Brasília), some of the best 
universities in Brazil. Most important, they 
represented a step change versus OCW 
courses as they were designed to be 
interactive. The new technology platform 
allowed: i) better interaction between 
student and content, via quizzes, support 
materials; and ii) better interaction among 
students, via forums and chats. This 
significantly changed the online learning 
experience, helping to build a collective 
knowledge and repository of references 
around specific topics. And good news 
for the students: everything free.

As we continued developing MOOCs, 
we started to face another challenge: 
engagement. If technology by itself 
does not do anything, putting content 
online and letting students struggle by 
themselves, alone, is not the solution 
either. Just absorbing content does not 
make you more educated – it makes you 
more informed. And trying to learn in a 
completely unassisted way proved to be 
extremely hard, as this requires strong 
self-discipline. The model, as it was, 
generated low engagement, which led to 
poor completion rates (about 5%). 

In order to change that and improve 
engagement, we assessed that there 
were two important missing pieces. 
Creating a system capable of providing 
online tutoring to help students along 
the way was the first missing piece. 
And also, most important, using current 
universities’ accreditation systems to 
assess if the student learned effectively, to 
finally provide a meaningful certification to 
potential employers, was the second one.
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In October 2013 Veduca launched the 
first open online MBA in the world, the 
MBA in Engineering and Innovation. 
The course is MOOC based and offers 
content for free to anyone with Internet 
connection and interest in the subject. 
And most important, it provides a 
paid programme for candidates for a 
certification, valid and recognised by the 
Brazilian Ministry of Education.

The lineup of professors brought 
together by Veduca features professors 
from some of Brazil’s best engineering 
schools. They are: Marly Monteiro de 
Carvalho, Erik Rego and Mario Salerno 
(Escola Politécnica da Universidade de 
São Paulo), Daniel Capaldo Amaral, 
João Fernando Gomes de Oliveira 
and Henrique Rozenfeld (Escola 
de Engenharia de São Carlos da 
Universidade de São Paulo) and Paulo 
Augusto Cauchick Miguel (Universidade 
Federal de Santa Catarina). The 
programme was idealised and is 
coordinated by Ronaldo Mota, former 
National Secretary for Higher Education, 
and National Secretary for Distance 
Education at the Ministry of Education.

The certification programme is run by 
UniSEB University Center, part of the 
SEB group, known as one of the best 
service providers in distance learning 
in Brazil. Through this institution, 
Veduca can offer tutoring and individual 
orientation in each subject, and support 
for students working on their final thesis. 
Each subject has a professor in charge, 
an instructor at UniSEB, with a master’s 
degree or doctorate, as well as tutors 
who can assist students whenever 
necessary through online forums and 
chat. The support is key to ensure 
capable students can succeed as the 
course demands minimum 12 months 
of dedication. UniSEB also provides the 
infrastructure needed for the certification 
process, with over 250 hubs all over 
Brazil for on-site tests.

In July 2014 we launched our second 
MBA, in Sustainability Management, and 
results so far have been very exciting: 
considering both our MBAs, we have 
over 30,000 students enrolled. 

As an EdTech company, our vision is 
to provide a technology platform that 
offers the best online learning experience 
possible. Our role, therefore, is to build 
a platform that empowers the students. 
We call this a student-centric technology, 
which is composed by five main pillars:

Asynchronous content
All content must be accessible at all 
times, and students must be able to 
follow their rhythm;

Performance follow-up
Students must be able to constantly see 
how they are evolving, having frequent 
feedback through tests, quizzes, and 
case studies. Also, they should be able to 
compare themselves with others who are 
taking the same course;

Mentoring on demand
Online tutoring from specialists must be 
given to students enrolled in certification 
programmes; also, peer-to-peer 
assessment must be fostered to improve 
engagement;

Project Based Learning and 
Customised Study Groups
A platform must evolve to enable learn-
by-doing; in this modality, students must 
be able to organise themselves in small 
groups and work in projects throughout 
the course;

Customised Learning Plan
Finally, the platform must evolve to 
adapt learning plans to students, taking 
into consideration students’ previous 
experiences and backgrounds as well as 
their personal goals.
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Carlos Souza is CEO and Founder of Veduca, a 
company that has the purpose of democratising top 
quality education in Brazil and emerging markets via 
free courses from world-class universities, in the native 
language with personalisation and certification. 

His company, the 1st MOOC in Latin America, 
already has +5,700 video-lectures from 21 of the best 
universities in the world, curated and organised in 
Portuguese. Veduca was able to achieve +6 million 
visitors without any investment in advertising and 
is being profiled by main media vehicles in Brazil. 
In November 2013, Veduca launched the first open 
online MBA in the world - MBA in Engineering and 
Innovation. The model is very innovative, as the 
content is open and free, and is from top universities; 
in addition to that, paying customers have online 
tutoring and on-site testing and valid certification by 
the Ministry of Education.

In 2013, Veduca received the TiE50 award in Silicon 
Valley as one of top 50 most innovative start-ups in the 
world. In 2012, Carlos was elected Sustainable Citizen 
of São Paulo.

Carlos has 9 years of marketing experience at P&G; 
being responsible for Pampers, Gillette, Ariel/Ace, in 
Brazil and Latin America. Prior to joining P&G, Carlos 
worked at CSFB Garantia. He holds a degree in 
Aeronautical Engineering from Instituto Tecnologico de 
Aeronáutica (ITA).

Carlos Souza 
Chief Executive Officer and Founder, 
Veduca, Federative Republic of Brazil

We recently surpassed 500,000 active students, what makes 
Veduca the largest EdTech portal for higher education in the 
world for Portuguese speakers. However, there is much more to 
do in order to effectively fulfill our purpose to provide top quality 
education to the masses. But more important than all the activities 
needed to accomplish the mission, is the fact that we (or any 
other EdTech company) will not be able to do it alone. Universities 
are more important than ever to achieve the desired results. 
We, as an EdTech company, are just enablers. The full support 
of universities, providing not only content, but also the personal 
touch described by Newman, will be key to ensure students are 
supported through their learning paths and maximise their learning 
experiences. And most important, the full support of universities, 
combined with technology, will be paramount in creating 
certification programme that are scalable to the masses, relevant 
and meaningful to employers, enabling students to progress in 
their careers.

Nowadays, the role of the 
university - as a neutral 
territory that gathers talented 
and bright minds around 
the building of knowledge 
applied to innovation, 
problem-solving and societal 
and economic wellbeing - can 
be greatly enhanced.
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Abbreviations

Abbreviation Full term

BYOD Bring your own device

CAGR Compound Annual Growth Rate

CAF Charities Aid Foundation

CEO Chief Executive Officer

CexpO Chief Experience Officer

CFO Chief Financial Officer

CIO Chief Information Officer

CIS

Commonwealth of Independent States
(Armenia, Azerbaijan, Belarus, 
Kazakhstan, Kyrgyzstan, Moldova, 
Russia, Tajikistan, Uzbekistan)

CMO Chief Marketing Officer

COO Chief Operating Officer

DTH Direct to home

E-commerce Electronic commerce

EECA Eastern Europe & Central Asia

E7 Emerging seven (Brazil, China, India,
Indonesia, Mexico, Russia, Turkey)

FDI Foreign direct investment

Abbreviation Full term

FS Financial Service

G7
Group of Seven (Canada, France, 
Germany, Italy, Japan, United Kingdom, 
and United States of America)

GCC  Gulf Cooperation Council Countries

GDP Gross Domestic Product

IASB
International Accounting Standards 
Board

ICT
Information and communications 
technology

IFRS
International Financial Reporting 
Standards

ILO International Labour Organisation

ITU International Telecommunications Union

KFH Kuwait Finance House

LTE

Long term evolution - A mobile network
technology that is being deployed 
by mobile operators on both the 
GSM (Global System for Mobile 
Communications) and the CDMA (Code
division multiple access) technology 
paths

M&A Merger and Acquisition

M-commerce Mobile commerce

MENA Middle East and North Africa



INNOVATIVE PARTNERSHIPS FOR ECONOMIC GROWTH                                       139  

Abbreviation Full term

mHealth Mobile health

NCD Non communicable disease

NFC Near field communication

OIC Organisation of Islamic Cooperation

OTT Over-the-top

OSS Operating systems

PwC PricewaterhouseCoopers

R&D Research and development

SAAAME
South America, Africa, Asia and the 
Middle East

SWF Sovereign Wealth Fund

TNE Transnational Education

UAE United Arab Emirates

UK United Kingdom

UN United Nations

USA United States of America

WHO World Health Organisation

WTO World Trade Organisation
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Key contacts

UAE 

PricewaterhouseCoopers
Emaar Square
Building 4, Level 8
PO Box 11987
Dubai
UAE

T: +97 14 304 3100
W: www.pwc.com/me

Global Financial Services

Nigel Vooght (UK)
nigel.j.vooght@uk.pwc.com

Global Islamic 
Finance Team (GIFT)

Ashruff Jamall (UAE)
ashruff.jamall@ae.pwc.com

Mohammad Faiz Azmi (Malaysia)
mohammad.faiz.azmi@my.pwc.com

Mohammad S Khan (UK)
mohammad.s.khan@uk.pwc.com

Madhukar Shenoy (Bahrain)
madhukar.shenoy@bh.pwc.com

Zuhdi Abrahams (South Africa)
zuhdi.abrahams@za.pwc.com

Global Cities and Local
Government Network

Hazem Galal (Qatar)
hazem.galal@qa.pwc.com
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