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Executive Summary

Background

Pyramid Demographics

Economic Pyramid Myths
1.

Conclusions

BigPicture Consulting

No Need 1: The base of the pyramid does not
need the products and services of the modern
corporation.

. Canit Afford 1: The base of the pyramid

cannot afford the products and services of the
modern corporation.

Canfit Afford 2: The modern corporation cannot
afford to develop products and market them to
the base of the economic pyramid.

No Match: The core competencies of the
modern corporation do not match the basic
human needs of the base of the pyramid.

No Success: No modern corporation is
currently successfully (meaning proytably)
marketing to the base of the pyramid.

High Risk: There is no general formula or
protocol for developing products for the base of
the pyramid.

No Need 2: The successful corporation does
not need to develop products for or market to
the base of the global economic pyramid.

Global Links Services

Bibliography

Global Links Presentation
Global Links Work Session
Global Links Opportunity Identiycation
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Global Inc. to Global Links deals with the role of the modern
multinational corporation in the global marketplace and
its coming transformation from a purveyor of goods and
services for the wealthiest 40% of the worldis population
to that of a an engine of economic development for 100%
of humanity.

fiGlobal Inc.0 refers to the 64,000 multinational
corporations that straddle the world in 20031; fiGlobal Linkso
refers to the new corporation that links its products to the
largest markets in the global market, not just the wealthiest.
Global Inc. goes after the low hanging fruit of the global
upper and middle class; Global Links goes after the vast
amount of fruit on the rest of the tree.

The largest markets in the world do not currently show
up on the radar screens of the contemporary corporation.
With 6.3 billion people in the world in 2003, less than 40%
are seen as markets for the vast bulk of consumer goods
and services offered by multinational enterprise. Over 4
billion people reside at the base of the global economic
pyramid. The Global Links approach sees these 4 billion as
a viable market for innumerable billion dollar products.

There are seven myths that act like blinders on
multinational corporate enterprise, keeping them from
seeing and acting on the huge potential represented by
the base of the global economic pyramid. With a proper
understanding of emerging markets, these myths disappear
and new markets appear for the pragmatic entrepreneur.

The BigPicture Consulting Global Links approach
rests on a foundation of sound economics, business
investment strategy and risk management that modiyes
existing products, develops appropriate new products and
services, and markets these in creative ways to the base
of the global economic pyramid. fiCorporate responsibilityo
is not a moral platitude to placate do-gooders; fincreasing
stakeholder valued or optimizing fithe multiple bottom
linesd are no longer appendages or afterthoughts of the
conscientious executive® they are sound business practice
that opens huge new markets for the business and enables
continuing growth and proyts for the pragmatic visionary.

BigPicture Consultingis Global Links is a business
model that increases shareholder value through increased
sales and revenue from heretofore-untapped markets while
simultaneously meeting the needs of the world.
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In the 1990s | developed and delivered a series of global
simulations for Motorola Corporation that were used in a
number of their executive training programs. One of these
simulations placed Motorola executives in charge of the
global economy. Players were in teams that ran different
regions of the world® China, India, Europe, Japan, Russia,
North America, Latin America, Africa, etc. The simulation
was loaded with real world facts and statistics about
regional and global resources, capacities, and problems.
The goal of the simulation for the players was to solve the
problems each region confronted in the real world.

Players learned fairly quickly that they needed to
cooperate in the complexly interlinked global economy. They
learned how to make limited resources go a long way, how
to negotiate, resolve conpicts, set goals and priorities® and
a large amount about global economics. The fact they were
having a bit of fun running the world instead of just one of
the worldis largest multinational corporations didnit hurt. In
debrieyngs it was also pointed out that Motorola itself was
not unlike the world® with its limited resources, competing
needs, and complex interactions of different teams.

The simulation usually had three froundsé where
the various teams would seek to meet their needs and
solve the health, education, environmental, and economic
problems their region of the world was grappling with. After
running a few of the simulations we decided that we should
modify the simulation by adding a fourth round. During the
fourth round players switched roles® instead of running
China, India, or Europe, they ran Motorola in China, India,
or Europe. Instead of being charged with the responsibility
to solve the regionis problems, they were instructed, based
on what they had learned in the previous rounds about the
socio-economic and cultural realities of the region, to come
up with answers to the following: iwhat products should
Motorola be selling in China?; What products should
we be developing/how should we be investing our R &
D resources?; What should we be doing as responsible
corporate citizens in this part of the world?0

One of the constructive limitations placed on the
fiwhat Motorola should be doingg in the various regions was
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