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FOREWORD
It’s always exciting when a new year dawns. Often it means new promises and higher
expectations than the previous year. The big question in everyone’s mind is that is this finally the
year when the India economy will fly?
In my view, it is unlikely. There is speculation that the Indian economy will take a dramatic jump
and create big opportunities for most companies across many verticals with an anticipated
growth of 20% growth over the next few years, resulting in big profits. Unfortunately, I don’t
think it will happen just like that. India will continue to deliver good growth step by step for sure,
but it will not be as dramatic as many hope and believe. However, some markets that I
personally think will be interesting in 2018 are Defense, Healthcare, E-Commerce and
Automotive.

For 2018, I hope that many companies will benefit from these opportunities in a sustainable way
by getting their India strategy and execution model right.
In October last year, there was a “Make-In-India” event in Stockholm. This was an initiative by
the Indian government with the aim of exploring synergies and avenues of partnership between
Indian and Swedish industries. There was good participation in this event, especially at the
ministerial level from the India side, and at the top business level from the Swedish side.
My key conclusions from the discussion at this event based on comments from senior leaders
are:
• You will never stop learning how to make business in India. It is important that you have
an agile business model that you can adjust from time to time to fit this dynamic and
ever-changing market. At the event a Senior Vice Executive president from Volvo said:
“We have been in India for 20 years and we’re still learning”
• There are differing views in both the degree of glocalisation, and the degree of
adaptation in the corporate culture
• Glocalisation: Some debated that India is like any other global market for the
company, while others felt the need to Indianize operating models to suit local needs
• Culture: Some thought you need to adapt the employee values to Indian culture, and
some believed in no localised adaptions should be made to the global corporate
culture.
• I believe, for both these aspects (glocalisaion and culture) the truth lies somewhere
in between these polarized viewpoints.
• The Indian Government has been driving changes to make business easier and has
succeeded in some ways, but there is still a lot to do, and it’s important to keep this work
sustainable over a long time.
• Overall, there was a very optimistic view of the India business climate. My view on this,
as mentioned above, is to be a little bit more realistic.
I believe that key areas for India to address in 2018 are:
• Environment and Sustainability: We must see significant improvement in cities with less
pollution, less traffic and water access to give citizens better life quality and
consequently, companies better ongoing productivity.
• Corruption: The Indian government must continue the good work of improving polices to
make business easier, with far less corruption so that companies seeking to do business in
India, can hit the ground running.
• Education System: Improvements in this key area must have a long-term focus keeping in
mind that population number are growing all the time. This means that the education
reforms being put in place now must encompass the capacity needed to provide gainful
employment for future workers tomorrow.
• Realisation: Businesses must take the next step in realisation, so everyone can see that it
is happening. And for those who have had or are still having a setback because of GST
and demonetisation getting back in track is critical – Businesses must walk the talk.
Wish you a great start of the new year!
Best, Johan Andersson
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“We have been in India
for 20 years and still
learning” (Sr EVP Volvo)

THE BUSINESS MARKET IN INDIA
INDIA BUSINESS KEY PARAMETER’S: GDP Growth comparison key markets, Industry Growth
for Health care, Automotive and Retail

▪

▪

▪

As known, India has one of the most interesting growth stories
in the world, and the last economic dip will most likely be
turned around after the GST reforms are fully in place
However, the market is, in general, quite apart from the more
mature markets in the West or China. India’s GDP / Capita was
less than 1900 USD 2016. Compared with Sweden’s 56 000
USD, or China’s 6 900, this explains partly the challenges with
the opportunity in the premium market in India compared to
more mature markets around the globe
The total GDP for India was 2264 BUSD (2016), to be
compared with Sweden’s 511 BUSD, and China’s 11199 BUSD

▪
▪
▪

Included in healthcare are hospitals, pharmaceuticals, diagnostics,
medical equipment and supplies, medical insurance and telemedicine
Healthcare had 2016 a turnover of 110 BUSD, and is expected to hit
372 BUSD by 2022.
Automotive and Consumer spending is expected to grow ahead of
GDP at around 10% coming few years

UPDATES FOREIGN COMPANIES
▪

▪

▪

Glocalisation H&M. Swedish fashion retailer Hennes & Mauritz's sales in India more than doubled in the nine months to August from a year
ago, thanks to its strategy of selling merchandise at lower prices than rival Zara. "The customers' response to H&M's global fashion, quality
and prices, as well as our expansion strategy of opening stores in metros and tier-2 cities, continues to drive strong growth," said Janne Einola,
country manager, H&M India.
Glocalisation IKEA – the IKEA India way. IKEA has identified a few critical areas that Ikea must get right: right policy framework, land
acquisition for its large-format stores, low cost pricing with strong local sourcing, and in having 50% women workers across all levels in Ikea
India. The former India MD Maeztu was happy to report that Ikea India is on track on all these factors. "We could have started selling earlier.
But we wanted to create the right preconditions," he says.
Key enablers for the healthcare sectors. Carl Bennet, Chairman Getinge Group, wants to see following two improvement areas to make
the Indian healthcare even more attractive:
1. education and innovation relating to R&D
2. international quality and measurements at Indian universities

CENTIGO COMMENTS
▪

▪
▪

The four markets that we want to highlight in the year 2018 are Healthcare, E-commerce, Automotive and Defense given the growth and
change momentum they are at the threshold of in this economy. The healthcare sector is one of the most interesting sectors when it comes
to growth. But despite the growth, the competition is massive, and the sector, especially hospitals, are struggling with their professional
reputations across India.
H&M is having a decent degree of localization, especially when it comes to pricing and cost structure which seems promising, especially since
they are targeting the large medium segment market.
IKEA has said many times that they are not only targeting the medium market, but the whole market (including the low market). That is a
challenging ambition, and to realise this ambition they are going very strong on the localization front
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HOW TO REALISE THE POTENTIAL IN INDIA?
Business Insight: All traffic lights are green but we are not reaching targets
When I visit clients to discuss how to improve business or create strategic change, I often ask the question “how are the
traffic lights?”. 9 out of 10 cases I get the initial response “most of them are green”. And after this I either hear the client
saying that they should probably not be green (in a frustrated way), or they are more puzzled over the fact of that they are
not hitting the expected business results.
When I ask if all traffic lights are green and get the answer “Yes” - My conclusion is, that there is a major issue.

?

Do you have green traffic lights across in your organization?

So why are the traffic lights green? Mostly the reasons are one of the following (or combination of them):
1. I report green, because we have done the activities as planned so it must be green
2. I report green, because I think so, but I must check with the team first
3. I report green, because it’s sort of ready. It’s not exactly what is expected but I think it’s good enough
4. I report green, because I don’t want to confess to any mistakes right now
5. I report green, because it is actually green.
So how come we get these responses, despite the reality that it might not be green? What are the reasons behind this and what is our
course of action going forward?
1. I report green, because we have done the activities as planned so it must be green.
The first thing is basically to ensure that right activities that have been accomplished, are the ones that will
lead to the expected results. The activities must be questioned so we understand that these are the right
ones. Often the persons close to the ground have the most knowledge about the details, but have less
influence, so ensure that people at this grass root level are also included in the discussions.
2. I report green, because I think so, but I must check with the team first
It is very common that the expectations are not clear enough. Is there the one common understood
definition about what green, yellow and red traffic lights means? Often not, and for a MNC working across
different countries and culture this is very crucial

=X&Y

3. I report green, because it’s sort of ready. It’s not exactly what is expected but I think it’s good enough.
To all structure and processes there is always a softer element, the human element. In this case there is a
culture context – how do we see things? And how do we perceive things? There is a Hindi expression called
“Chalta Hai”. This means good enough. When I report, my “good enough”, it might differ from others’ in a
significant manner. For me maybe it is 80% of the perfect result, and for someone else it might be 95%.
4. I report green, because I don’t want to confess any mistakes right now
The other human factor that influences the ability of accurate reporting is the core leadership attribute –
accountability
5. I report green, because it is actually green.
This is success, and you will see that it leads to bottom line improvement.
The advice is also to not generalise at any area, India is such a variety of all kinds, including the colours of the
traffic lights, so don’t take it for granted that you can apply the same thought process for all of them!

Okay, but if it is red or yellow and not
green, how come we are so much
behind? Why is it yellow, or even red?
This next step is what we will
elaborate more on it in another
newsletter later this year!
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Another way of looking at status and progress
Often when we talk about progress and targets it means a change. For a change project
or strategic move, it is obvious that there will be change. But even for operational
targets, it is also often about change. E.g. if the targets are stretched, this means that
you cannot just do the same thing more, you also must do things different. So, you
need a change. Therefore, instead of measuring progress, why not start by measuring
just the change movement. For example, with the following questions: 1) Have we
started doing new things? 2) Have we stopped doing old things?

THE LAST WORD(S)
THE INDIAN WORD OF THE QUARTER

CHALTA HAI
(Pronounced: ‘CHAALTA HAE’, Language: Hindi, Region: India)
Meaning: ‘Good Enough’
Context: What’s good enough in the work we do differs significantly from individual to individual but also
from culture to culture. The Indian Chalta Hai gives normally a great degree of freedom to perceive things
as good enough, and is one aspect that explains why we look at the colour of the status traffic lights in
different ways.

THE FRONT PAGE PHOTO
From the Make-In-India-Event in Stockholm 12-13 Oct 2017

WHY THIS NEWSLETTER
Centigo wants to share their views and create a dialogue not only
regarding the business market in India but also to deliver key
hands-on business insights of challenges that Western organisations
are facing in trying to realise their potential in India

ABOUT CENTIGO IN INDIA
Centigo in India has been helping western
companies to succeed in India since 2011.
Our broad range of services are covering
following:
•
•
•
•
•

Strategy & Business Development
Execution Support
Leadership and Team Development
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Business Service & Administration

In the next issue we will share the
Business Insight: “Succeed with
Sales in India?”
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