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Since the drivers of globalisation are dimin-
ishing the barriers that traditionally seg-
mented the competitive environments of 
small and large firms, the firms of all sizes 
are beginning to share the same competi-
tive space. The change is encouraging sym-
biotic arrangements so that smaller firms 
enter the value chains of larger firms, to the 
benefit of both sides.

Rosabeth Kenter in Harvard Business re-
view has called it “Collaborative advan-
tage” and has mentioned that in research 
of companies from 11 countries including 
less prominent to global giants, situation is 
changing. Business collaboration are living 
systems, evolving programmes across the 
world. International business collaboration 
is a productive partnership of intercompa-
ny relationship that traversed across two or 
more countries and cultures.
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Global competitive environment is changing rapidly due to changing reach of products at international level, reduction 
of barriers and increased appetite of small and medium businesses to grow. As a result the business firms and their 

networks of personal and business relationships, are becoming increasingly important players in the global economy.  In 
addition the fierce competition, social change, technological breakthroughs, scarcity of raw materials; businesses need to re-
invent themselves continuously to cope with this string of challenges. Innovations are increasingly brought to the market by 
networks of firms, selected according to their comparative advantages, and operating in a coordinated manner.

In view of consumer demand for better functionality from the products, it is no longer possible for one firm to master all these 
skills and host them in one place. Secondly, a supply of cheap skilled labour has emerged in developing countries, creating big 
incentives to substitute these resources for higher cost equivalents. Thirdly, different parts of the world have developed unique 
skills and capabilities, which leading firms can use for their advantage.

Dr. Rajeev Gupta, Triple accredited MBA, Chairman International Business Federation

Globalisation of Business and In-
ternational Business Collaboration
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International Business Federation (IBF) can help develop col-
laborative arrangements and internationalise small and me-
dium businesses forming network with larger companies. It is 
expected that the interfirm collaboration of small & medium 
business networks will achieve full potential through global 
market positioning and larger firms will gain cost reduction as 
well greater flexibility through symbiotic relationships.

IBF can help in joint ventures, collaborative propositions, 
value chain partnerships, cross country legalities of business 
and cross cultural collaboration. More importantly it offers 
trusted relationships of the partners. IBF can source partners 
with complementary skills to link their capabilities and cre-
ate value for ultimate users.

We know that the global collaboration is not without chal-
lenges and can creates significant coordination costs. In ad-
dition, incompatible schedules can lead to project delays, 
cross-cultural or linguistic misunderstandings can result 
into non-billable rework, and missed deadlines. Regular time 
zoned meetings rather than ad-hoc business meetings are 
necessary to discuss the potential issues proactively. There 
must be time for open agenda and thinking time to think of 
potential problems and address them subsequently.

The global collaboration however encourage innovation val-
ue chain and opportunity to source pieces from partners that 
possess lower costs, better skills and access to knowledge that 
can provide a source of differentiation.

Quite often outsourcing is used to reduce the costs this is not 
long term solution as there is no strategic partnership and no 
intention to improvise the product or services. The efforts of 
people are misaligned with the business strategy of the other 
company. The research shows that outsourcing mind set may 
lead to critical errors and losing capabilities over long time. 

Business collaboration has benefit of taking full advantage of 
work force, getting new ideas and turn ideas into products 
as well as co-generating energy. In addition, the technical, 
commercial and financial pressures tend to indicate need of 
innovative partnerships. 

It is expected that the future of business needs to be seen 
through the prism of new collaborative partnerships. These 
expanded, creative, atypical partnerships will bring together 
a variety of stakeholders.

Developing business collaboration through IBF is going to 
be a systematic process as it need to be a sustained business 
growth project for both sides. Once the businesses express 
interest to grow and collaborate, IBF will work on it and it 
is going to be a 5 stage process. Stage 1- Federation will look 
through its large data base of potential collaborators and 
outside, and will pre-assess the potential of growth on both 
sides. Stage 2 – Federation will arrange the CEOs and senior 
directors of the companies to meet and find mutual compat-
ibility of senior management on both sides. Stage 3 – Plans 
will be drawn up through subsequent meetings and when 
ready the collaboration deal will be locked.  Stage 4 – The 
newly partnered companies will have collaborative meeting 
in supportive environment to discover how their business 
should operate and coaching sessions will generate new ideas 
for growth. Stage 5 – The partners are encouraged to develop 
their own mechanisms for bridging the differences and get 
along for productive relationship like a married couple.

Collaborative relationships draw energy largely from the 
optimistic ambition of their creators, strategic and finan-
cial analyses contribute a level of confidence. Alikeness and 
bridging of thinking of important members of the companies 
or businesses is thus paramount. 

In the world of smart metering, smart phones and mobile de-
vices, it is possible that businesses can constantly interact with 
collaborators and create a world that has low cost high quality 
products delivered much faster through micro operators.



Sandip Verma, Rt Hon’ble Baroness Sandip Verma  Chairman of European External 
Affairs Committee
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How to Succeed in a Global 
Business

International markets are changing with worldwide market liberalisation and deregulation, combined with the latest ad-
vances in information technology and rapid modes of communication. There has been an unprecedented surge in the 

quantity of multinational corporations around the world and more on its way. In the new business fertile world public and 
private brands can grow outside of their native regions. 

It is interesting to know that McKinsey Global Institute based on its research forecasts that about 400 middle size emerging 
businesses scattered around the world will create nearly 40% of worldwide business over the next decade. These modern mul-
tinationals are different from those huge multinationals of current generation. This goes without saying that the internet has 
transformed the face of global business. Today, a relatively small company can expand beyond its region and gain a customer 
base all over the world. Thanks to innovation and technology for making the world a flat market with open access and equity.



There are a few components to consider 
for successful global business:

 1. Strategise well in advance.

With such an enormous growth potential to grow across the 
globe, there is risk of losing emphasis and track.  Its impor-
tant to start with a clear plan to highlight short-term and 
long-term growth goals. Companies can seize the best op-
portunities when their leaders completely comprehend the 
potential locations for expansion. In a novel area, a new busi-
ness model may be needed to succeed. The team need to stay 
focused and gives plenty of room for comparison between 
existing ventures in the same sphere.

2. Use secure payment methods

An internal strategy and innate knowledge of your business’s 
strengths and weaknesses is crucial and don’t go global if 
your marketing arm is not strong in international knowl-
edge. A worldwide enterprise has to take into consideration 
many factors i.e. customs, language, currency, time-zone and 
regulations of each country in which it does business. This 
requires a sincere effort in consolidating and evaluating huge 
levels of customer and conformity data. The data then need 
to look after these feed into planning the marketing.

7 Global Business Magazine v1 2017



8 Global Business Magazine v1 2017

3. Operations Effectiveness:   

With the increasing pattern of online sales, buying & 
selling across countries can be tricky regarding taxes, 
compliance and other regulatory parameters. Having 
a methodical and robust system in place to look after 
these can be a huge help when going for a global busi-
ness.

4. Services Resource Management: 

With their human capital as well as other resources 
scattered by far from the home base, global companies 
have to have a thorough mechanisms to keep a track 
of needs of the manpower in different countries which 
form important resource and also keep a track laws and 
regulations that dictate it. A careful planning of the re-
sources can help smooth functioning of the organiza-
tion across nations. 



5.Anticipation and risk management:

Globalisation is risky, no matter what. Failure to take the 
right steps early on can cause a much faster collapse in inter-
national markets than what we would usually see in domestic 
markets. 

Engage current team before going global, take their sugges-
tions about future risks. Your team is the most powerful asset, 
and each member has something important to offer during 
an expansion. Everyone needs to be onboard and working 
together for this exciting life event of your company

The demands that global markets place on teams will change, 
so your teams will need to be well-equipped for what’s com-
ing next. Being prepared for every scenario will help your 
company confidently tackle these challenges during interna-
tional expansion.

With the fast changing business world even in the domes-
tic marketplace, businesses are constantly being tested and 
thrown into trials and errors. Going global gives a great op-
portunity to learn and apply the knowledge and thinking 
into the new markets. If you stay entrepreneurial, you can 
improve your chances to succeed in global expansion and 
multiply the revenue in a big way.
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"How commonwealth 
countries can help in 
promoting Global Business"

The 53 commonwealth countries, working as equal part-
ners with UK and the rest of the world have a funda-

mental task of promoting businesses across borders via free 
and un-hindered trade and commerce. Countries that trade 
freely with each other have demonstrated increased export 
incomes and increased jobs created amongst participating 
countries.

For the commonwealth countries, this challenge can be 
met, while actualising the key tenets of the Commonwealth.  
Many companies in the common wealth are born but die be-
fore the end of the first year of their formation. Despite their 

Amb. Julius Peter Moto, High Commissioner of Uganda to UK & Ireland.
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sizes, whether they are small, medium or large, firms should 
be supported to generate new trade and investment opportu-
nities and create jobs for people.their sizes, whether they are 
small, medium or large, firms should be supported to gener-
ate new trade and investment opportunities and create jobs 
for people.

With a combined  population of 2.4 billion, of which more 
than 60 per cent is aged under 30, Governments must sup-
port companies in their quest for making goods and services 
to avail to these consumers at the same time sustaining jobs. 
The advanced members of the commonwealth should help 
the least developed members by aiding trade inn these coun-
tries. Joint ventures are strongly recommended between es-
tablished firms and up-coming firms and the participation of 
women in business encouraged.

Global businesses flourish when poverty level goes down. 
There is a strong connection between poverty and trade lib-
eralization. Where there are specific settings like better liber-
alised financial sector, higher levels of education and stronger 
democratic governance, trade liberalisation leads to greater 

wealth through participation of all. The common wealth 
countries should uphold sound macroeconomic manage-
ments and good governance if they are to reap more benefits 
from global businesses.

For the case of Uganda, a member country of the common-
wealth, after economic collapse of the 1970s, as a result of ex-
pulsion of Ugandan Asians, wars and bad governance, and by 
1986, almost every house hold consumer goods were smug-
gled into or formally imported from neighbouring countries. 
Fast forward, by close of business in the year 2016, Uganda is 
self-reliant on the said items due to total peace in the coun-
try, good governance, a solid macroeconomic management 
and a fully liberalised economy with growth rate averaging 
6% p.a during the last 10 years. Many more new businesses 
that leverage ICT have emerged. The combined effects have 
been increased jobs, increased tax base and reduced levels of 
poverty.

To conclude, the commonwealth businesses can benefit from 
supportive Governments.
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Yuri Rui Ou, Founder of Linkup China
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What is WeChat

Back in January 2011, TenCent, one of China’s social media 
giants, launched a breakaway mobile-only messaging app - 
WeChat. Fast-forward six years and WeChat has more than 
800 million active users.

WeChat is the most effective way to communicate with Chi-

nese audience nowadays. It is a combination of Whatsapp, 
Twitter, Facebook, Paypal, Shazam, Viber and Uber, all com-
bined into one mobile app. Scan below QR code or click into 
below link to watch a video created by the New York Times, 
which explains it really well: How China is Changing Your 
Internet.

How the Rise of WeChat and 
‘WeMedia’ Impacts the Media 
Industry in China
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How important is WeChat?

Compared to all other communication ways to the Chinese 
audience, WeChat provides a more in-depth engagement be-
tween brands and consumer. WeChat has over 768 million 
monthly active users (by Q3 2017), with over 10 million+ of-
ficial accounts created by brands.

 ■ 86.2% of the users are between 18 and 36;

 ■ 80% of Chinese high-net-worth consumers are also 
using WeChat;

 ■ 80% of WeChat users are following official accounts 
created by brands;

 ■ Each user spends 90 minutes per day on WeChat on 
average;

 ■ There are 70 million WeChat users living outside the 
mainland China;

 ■ There are 10 million official accounts created by 
brands on WeChat in 2016.

WeChat takes China by storm

WeChat has taken China by storm, having been transformed 
from what was once a simple instant messaging application 
into a platform of multiple services. By registering bank card 
details through WeChat, users are able to transfer money to 
friends, pay for items in supported stores, pay bills, book cin-
ema tickets, hail a taxi or even schedule a doctor’s appoint-
ment. As a result around half of WeChat users have decided 
to link their card details to the app and more merchants are 
allowing this method of payment. WeChat Pay is support-
ed almost everywhere and has become part of daily life. In 
March 2016 Tencent looked to start monetising its money 
transfer service by introducing a minimal charge of 0.1% on 
withdrawals above 1,000 yuan (roughly £117) from the app’s 
built-in digital wallet to users’ personal bank accounts.

How can WeChat apply to the commercial 
world?

WeChat has endless possibilities in the field of interactive 
marketing and business promotion. There are two types of 
official accounts created by brands on WeChat - service ac-
count and subscription account – they have different func-
tionality and brands can choose the type that suits them best. 

How to sell your products or service via 
WeChat?

Many major brands don’t sell directly on WeChat, but use 
it to smoothly guide people onto their own online shopping 
platform, as Amazon and H&M do. Others lead users to 
their shop on e-commerce platform like JD.com. Meanwhile, 
some brands or e-tailers have shops integrated into WeChat, 
a solution often tapped by foreign brands testing the Chi-
nese market and by local start-ups. Compared with Alibaba’s 
eBay-like platform Taobao, the entry costs are lower, and it’s 
easier to grow by online word of mouth.
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As investors, business owners or entrepreneurs, it's important to understand the shifting sands of the top industries for 
growth in today's economy. 

Global economy is the system of industry and trade around the world that has developed as the result of the economy of the 
nations operating together as one system.

We know that the world-wide economic activity between various countries is considered intertwined and thus can affect other 
countries negatively or positively, and in 2008, the global economy went into a tailspin as stock markets around the world 
faltered. The question is – whether we can do something to safeguard the global economy. There can be a serious question 
- if the advanced economies are going to weaken, it will have great impact and will open up more politically hypersensitive 
marketplaces. It is however unclear to what extent will the restrictive market segments be affected and how will the business 
growth be affected in developing countries.

Global Economy and 
Business



Details create the
big picture.
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We know that the global economic ac-
tivity has been around for over 2,000 
years. The speed at which economic 
activity happens is certainly faster, but 
this increased speed is of different direct 
consequence to the small and medium-
sized business than the large business-
es. The large international companies 
ask for the claims of nationality, their 
headquarters have to be somewhere, 
but their operations, offices and facto-
ries span the globe. It is reasonably well 
established that their national claims 
often appear to be nothing more than 
marketing in their countries of origin. 

You and I know that they like free trade 
agreements because these allow them to 
lay off more expensive workers in their 
country of origin and replace them with 
less expensive workforce in another 
country. This surge their profits with-
out demonstrable impact in their home 
country or to their employees.

The global economy can have a big ef-
fect on how your business does because 
if there isn't much excess cash around 
it’s hard to get your hands on it.

When considering the global economy 
we need to pay emphasis on analys-

ing and understanding the impact of 
national and international organisa-
tions, economic policies, politics, and 
culture on business practices, societal 
concerns, and stakeholder relationships 
across countries.

Our work is the 
presentation of 
our capabilities. 

- Edward Gibbon
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Be Who You Are
  Think OutSide Box
    Do Unique Thing

Thinking simplistically, the “global economy” is near complete 
dependence of governments on the global banks and international 
corporations.
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In global economy is thus not about providing for the eco-
nomic needs of the community, the region, or even the state. 
It is not about the creating wealth for the people of a coun-
try. It is mainly about finance, which is only one part of eco-
nomics, and maintaining the consolidated state of wealth on 
which governments depend so that they can redistribute that 
wealth through social programs. This may explain why the 
efforts to solve the economic crisis are ineffective and inad-
equate for the average family and business. Interest rates are 
not kept artificially low so that people can get out of debt, but 
so that they can remain in debt to the banks.

If you think of what is going to happen to the global economy 
by 2015 and what should be done, global synchronicity is the 
best option.

By 2025, the global economy will have grown to $90 trillion 
dollars, from $62 trillion in 2015. As global growth gathers 
momentum, fluid from unconventional monetary proce-
dures is little by little absorbed or withdrawn in the United 
States, eurozone, and Nippon.

Proliferating trade agreements lead to the lowering of barri-
ers in critical service industries and revivals of cross-border 
activity and technology transfer.

The expressed or implied message of many contemporary 
analyses of globalisation is that the balance of power in the 
economy is tipped in favour of transnational corporations at 
the expense of nations and regions, as more and more firms 
and regional production systems are incorporated in global 
commodity chains.

As firms are tied into evolving international organisation 
structures, the continual reorganisation of global firms has 
the capacity to dramatically reshape the fortunes of regional 
economies.

Financial-sector reforms in growing economies foster more 
market-driven and robust capital marketplaces. Global inter-
est levels go back to the “old normal” amount pre-crisis years. 
Energy and asset prices are buoyed as productivity-induced 
supply gains are not able to keep pace with emerging market 

demand. As might be expected in such an environment, em-
ployment growth springs back and most countries see unem-
ployment rates fall and participation rise. India, China, and 
commodity driven economies are the cause of 80 percent of 
career growth.

The United States, the eurozone, and Japan are able to be as-
sociated with transition to more environmentally friendly 
growth when exiting using their monetary stimuli with min-
imal disruption. Similarly, coverage makers in China apply 
incremental changes and guide monetary growth smoothly 
and little by little down ward to a sustainable level. India 
comes out as the fastest growing economic climate over this 
era as it rides an influx of reform, investment, and robust de-
mographics.

The world Bank's economists also expect the slowdown in 
two large emerging economies, Brazil and Russia, to come 
to an end.

It is useful to know that the "world economy" is simply an ag-
gregate of the separate countries' measurements and is differ-
ent than the global economy which is international exchange 
of goods and services that is expressed in monetary units.

This is an interesting time and we need to work together 
across the globe to improve the business collaboration and 
protect against the risk of future global economic downturn.
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Tips to Go Global in 
Business

My model for business is The Beatles: They were four guys that 
kept each others’ negative tendencies in check; they balanced each 

other. And the total was greater than the sum of the parts. 
- Steve Jobs



Most global entrepreneurs think that –they can’t go into business and be content with  small empire. If you rest on your laurels, 
you’ll soon find that your revenues will remain the same, however if you have a desire to grow your company global, these 
steps can help you.
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Doing business around the world can seem a long way from doing business in your hometown. But each year countless 
small businesses make the transition.

It can be quite difficult to imagine how your humble enterprise can gain global success, however like most long journeys, 
going global can be boiled down to a series of steps.Before starting you need to evaluate how serious is your desire to grow 
global, what your business can scale and where you want to be in 24 months.

1. Find the Right Market- Find the Right Markets & Pick one. Before choosing your international market, make 
sure that you do enough research to know what countries are viable. After studying your potential competitors, ask yourself 2 
questions – is the market is oversaturated? Does the market show enough potential for growth? 

2. Can Start Your Compaign- Start your campaign to grow by international expansion by preparing an interna-
tional business plan to evaluate your needs and set your goals. It’s essential to assess your readiness and commitment to grow 
internationally before you get started. You should also consider that your business is still small and can only take on so much, 
too soon. It’s much better and safer if you select one group of people or country and focus all your energy into that particular 
area.

3. Conduct Foreign Market- Conduct foreign market research and identify international markets. Ensure that the 
countries where you think you can sell and scale your service tick enough boxes before you take any affirmative action.The 
Department of Commerce is an excellent source of information on foreign markets.

4. Evaluate and Select Methods- Evaluate and select methods of distributing your product abroad. You can 
choose from a variety of means for distributing your product, from opening company-owned foreign subsidiaries to working



7. Get Assitance from Agencies & Or-gan-
isations like IBF- There are various agencies and or-
ganisations like International Business federation (IBF) who 
have considerable resources, connection and experience to 
help business owners. They help you to understand and ex-
ercise the art of exporting. Also, seeking other paid services 
can help you connect with overseas distributors and agents in 
your specific industry.

8. Tap Government Resources- Tap government 
and private sources of financing-and figure out ways to make 
sure you are getting paid. Financing is always an issue, but 
government interest in boosting exporting and centuries of 
financial innovation have made getting funding and getting 
paid easier than ever

9.Transport Your Goods Carefully- Move 
your goods to their international market, making sure you 
package and label them in accordance with regulations in the 
market you are selling to. The globalization of transportation 
systems helps here, but regulations are still different every
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with agents, representatives and distributors and setting up 
joint ventures.

5. Learn How to Set Price- Learn how to set pric-
es, negotiate deals and navigate the legal morass of exporting. 
Cultural, social, legal and economic differences make export-
ing a challenge for business owners who have only operated 
in the United States.

6. Network Whenever You Can- Networking 
may have given you the first step to starting out your small 
business. Recall the times you spent at industry events trying 
to make contacts. Now, you need to take the same approach 
when trying to take your business to new heights.Go to trade 
shows to learn about international markets and meet with 
people who have the relevant experience and contacts. Then, 
once your business grows, you can consider becoming an ex-
hibitor at one of these events. You can then get to know key 
industry people such as agents and importers who can assist 
you in exporting products to your desired markets.



12. Keep Scaling

 You need to keep an eye on how the business is growing. If you have a steady 
stream of customers and purchases, it generally means that your brand has re-
ceived a good response from your new, international customers. Your business 
is now ready to become a global hit. Now is the time to scale up. 

But don’t stop there. You now have experience of running a successful company 
in an international marketplace and it’s crucial that you take advantage of this 
situation by exploring new countries in which you can launch your product or 
service. Whether they’re congruent countries or untapped territory in which 
you think there might be a potential, don’t procrastinate on the adrenaline. Go 
full throttle.

These tips will help you establishing and growing in an ever competing global 
market. If  you possess the strength, resilience, you can scale your business to 
new heights.

Business is a 
sprint until 
you find an op-
portunity, then 
it's the patience 
of a marathon 
runner.
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tual meetings (using any communica-
tion channel) or correspond via email 
when you can. Technology was created 
to be used to your advantage, keep in 
touch with your connections using 
communication apps that not only 
could save you money, it can also save 
you a lot of time.

where you go.

10. Use Technology- Travelling 
will be a lot more than you normally 
expect, however frequently travelling 
back and forth can stretch your budget 
and become draining—with lots of jet 
lags here and there. Try to arrange vir-

11. Learn Customers’ Cul-
tural Nuances- You know that 
business in new country would need 
adjustments. You should read up on the 
country’s customs and culture to make 
your holiday safe and worthwhile. The 
same thing applies when you take your 
business to foreign shores.

Some cultural nuances may impact the 
way consumers buy. For example, you 
may be taking your business to a coun-
try that tends to not purchase products 
or goods during a holy month. Or, you 
might be having a sale or offer during 
a commonly difficult period in the cal-
endar year for certain customers.Once 
you learn and are familiar with your 
new customers’ cultures and practices, 
you can work your way around their 
lifestyle to give your product and ser-
vice the best exposure possible.
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Not all entrepreneurs are generated from the 
same blueprint. They come from different 

backgrounds, upbringings, income brackets and so-
cial classes, as well as education levels. While there 
isn’t a foolproof map to entrepreneurial greatness, 
one thing is consistent -- successful entrepreneurs all 
possess certain traits that help them becoming suc-
cessful.

Drive from within 

It's commonly thought that successful entrepreneurs 
are driven by money. But most entrepreneurs will tell 
that they are fueled by a passion for their product or 
service, by the opportunity to solve a problem and 
make life easier, better, cheaper. They have a drive, 
passion and a reason for what they do. They've found 
the "why" that makes them soldier on through the 
ups and downs of being an entrepreneur.

"Successful entrepreneurs realise they can't do it all, 
they know that  "Rome wasn't built in a day; neither 
are great companies. The goal is to consistently solve 
problems each day, and over time those wins add up."

Vision

One of the most important defining traits of entre-
preneurship is the ability to spot an opportunity and 
imagine 

What Traits Do the Most 
Successful Entrepreneurs 
Have in Common?



Tenacity

Starting a business is an ultramarathon. As entrepreneur, you 
have to be able to live with uncertainty and push through 
a crucible of obstacles for years on end. Entrepreneurs who 
can avoid saying uncle have a better chance of finding their 
market and outlasting their inevitable mistakes. This trait is 
known by many names-perseverance, persistence, determi-
nation, commitment, resilience etc

Leadership

Entrepreneurs must be able to lead an organisation. This re-
quires creating an inspiring vision that unites employees and 
external stakeholders. They must also have clear and consist-
ent values that are lived every day at the company.

Pride in themselves and their work

An entrepreneur's business often consumes much of their 
life, and therefore becomes part their personal identity. Suc-
cessful entrepreneurs often have a healthy – but not all-con-
suming – sense of pride in themselves and their business.

Entrepreneurs have great pride in the success of the business, 
but not so much personal individual identification that it 
blinds them to what is best for the company. The great en-
trepreneurs are able to get the greatest satisfaction with the 
success of the company rather than their individual relative 
power

Most entrepreneurs will say - What 
you get out of your business in 
the form of personal satisfaction, 
financial gain, stability and enjoy-
ment will be the sum of what you 
put into your business.

something where others haven't spotted so far. Entrepre-
neurs have a curiosity that identifies overlooked niches and 
puts them at the forefront of innovation. They imagine an-
other world and have the ability to communicate that vision 
effectively to investors, customers and employees.

Self-belief and confidence

Self-confidence is a crucial entrepreneurial trait. You have 
to be crazy-sure your product is something the world needs 
and that you can deliver it to overcome the cynics, who will 
always deride what the majority has yet to validate. Research-
ers define this trait as task-specific confidence. It's a belief 
that turns the risk proposition around, entrepreneurs have 
conducted enough exploration and research to have confi-
dence to ameliorate the risk. They have very clear goals along 
the way to grow their business , They know that increasing 
sales and hiring new employees require several micro-goals 
within them to be executed successfully.

The ability to execute

Those who have success in entrepreneurship are willing to be 
different, very quick, and very efficient in what they do, ac-
cording to managing director at the Martin Trust Center for 
MIT Entrepreneurship, Bill Aulet. "Once they choose what 
they are going to do, they execute with the skills of a Navy 
Seal, says Aulet. "The spirit aspect of this helps you to get the 
business going and continually innovate it, but it is the execu-
tion skills that make for sustained success."

Tolerance of ambiguity

This is one of the  classic trait of entrepreneurs -the ability 
to withstand the fear of uncertainty and potential failure. 
People call it risk-taking.  "It all boils down to being able to 
successfully manage fear," says Michael Sherrod, well known 
entrepreneur in Texas. He sees the ability to control fear as 
the most important trait of all. "Fear of humiliation, fear of 
missing payroll, running out of cash, bankruptcy, the list may 
goes on.
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Capitalism is an economic and political system in which 
a country's trade and industry are controlled by private 

owners for profit, rather than by the state. Capitalism is thus 
an economic system where private entities own the factors 
of production. The four factors are entrepreneurship, capital 
goods, natural resources, and labor. 

Cautious Capitalism describes a global and open business 
landscape challenged by a distinct shift in the digital behav-
iour of consumers. They take back control of their data and 
turn to privacy-friendly companies. 

This triggers new competitive dynamics, challenging digital 
players and restrained opportunities key from cross-industry 

digital platforms. To keep up new revenue streams compa-
nies need to collaborate and create secure ecosystems that 
their customers can trust.

Since capitalism requires a free market economy to succeed, 
the market sets the prices of the components of supply. It 
also distributes them according to the laws of supply and de-
mand. The owners of supply compete against each other for 
the highest profit. They sell their goods at the highest possible 
price while keeping their costs as low as possible.  

Here's how the forces of competitive pressure work to keep 
prices moderate and production efficient. 

Global environment

Many socialistic countries own the companies in oil, gas and 
other energy-related resources. It’s strategic for the govern-
ment to control these profitable industries. The government 
collects the profit instead of corporate taxes. It also distrib-
utes these profits in government spending programs. These 
state-owned companies still compete with private ones in the 
global economy.  Global geopolitical stability, openness and 
international cooperation thus make difference. 

We also know that  harmonisation of trade and engagement 
rules on many topics: data flows, cyber security, Internet reg-
ulation.

Business landscape

Digital disruptors are challenged by consumers’ lack of trust 
in online services. Small and large companies team together 
into consortiums to offer digitally secured services through 

Cautious 
Capitalism
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platforms. There is intense competition across consortiums.

Communism evolves beyond both socialism and capitalism, 
according to theorists. The government provides everyone a 
minimum standard of living. That's guaranteed, regardless of 
their economic contribution. 

Most societies in the modern world have elements of com-
munism, socialism and capitalism. It depends on the busi-
ness landscape what is system is used more. This blend of 
systems is called a mixed economy and is quite useful for 
large businesses. 

Market regulation

Capitalism gives owners free rein to produce goods and ser-
vices demanded by consumers. Fascism requires business 
owners to put national interests first. Business friendly regu-
lation favouring industry convergence focus on finance, tel-
ecom,  e-commerce, energy & automotive.

Innovation trends

Innovation is needed to change the economic outcome. Asia 
currently has high emphasis  innovation and becomes the 

largest R&D investor. There is digitisation, Cloud, IoE, Big 
Data slow-down due to consumer/company disengage-
ment.

Consumer engagement

Owners are free to produce, sell and purchase goods and 
services in a competitive market. They only have two con-
straints. First, is the price at which they are willing to buy or 
sell. Second is the amount of capital they have. Consumer 
engagement and market share thus decides the profitability. 
Internet based consumerism is high on demand and Ama-
zon is capturing the world. Consumers are however getting 
disillusioned by internet: costs of being online are higher 
than benefits. Consumers/companies value privacy and se-
curity first: when and how to connect. They want control 
and ownership of their data. Trust in a vendor is the key 
value in the purchasing process.

Economist Milton Friedman suggested that democracy can 
only exist in a capitalistic society, we however need to be 
careful and cautious to do it right way. Many countries have 
socialist economic components and a democratically-elect-
ed government. Others are communist, but have thriving 
economies e.g. China and Vietnam.
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MNCs and Global 
Business 

An enterprise operating in several countries but managed 
from one (home) country. Generally, any company or 

group that derives a quarter of is revenue from operations out-
side of its home country is considered a multinational corpora-
tion (MNC).          

                                                                                                              With worldwide market liberalisation and deregulation, com-
bined with the latest advances in information technology, there 
has recently been an unprecedented surge in the quantity of 
multinational corporations around the world. Research from 
McKinsey Global Institute forecasts that about 400 middle size 
emerging-market cities scattered around the world will create 
nearly 40% of worldwide business over the next decade and a 50 
percent. These modern multinationals are different from those 
huge MNCs of yesteryears. This goes without saying that the In-
ternet has improved the face of recent global business. Today, a 
relatively small company can expand beyond its region and gain 
a customer base all over the world, thanks to innovation and 
technology.

There are three basic components to running a successful global 
business:

Revenue & Marketing Expertise: 

A worldwide enterprise has to take into consideration the cus-
toms, language, currency, time-zone and regulations of each 
country in which it does business. This requires a massive ef-
fort of consolidating and evaluating huge levels of customer and 
conformity data.

Great things in Business 
are never done by one 

person. They’re done by a 
team of people. 

- Steve Jobs
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Information technology and business are be-
coming inextricably interwoven. I don’t think 

anybody can talk meaningfully about one 
without the talking about the other.

- Bill Gates

eCommerce Operations Effectiveness: 
Buying & selling across countries can 
be mindboggling regarding taxes, com-
pliance and other regulatory param-
eters. Having a methodical and radical 
system in location to take of these can 
be a huge advantage in a global com-
petitive level.

Services Resource Management: With 
their human capital as well as other re-
sources scattered by far from the home 
base, MNCs have to have in place, thor-
ough mechanisms to control all of them 
for smooth, unintermitting[obs3]; un-
remitting, unrelenting functioning of 
the organization.

Aiding such companies gain and retain 
a strong footing in the rapidly changing 
global business scenario is an extensive 
suite of business management solu-
tions.



Networking is all about connecting with people. But 
then again, isn’t that what life is about? The more time 
you can find to get out of the office and build true 
friendships, the farther your startup will go. Entrepre-
neurs need to remember to spend as much time work-
ing on their business as they do in their business.
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1. Careful Planning

Careful planning and preparation of an entry strategy – just like any business ven-
ture, success isn’t going to happen overnight. It will take multiple meetings, and 
probably multiple trips to finalize deals and details. 

Many cultures center business transactions on relationships and these relation-
ships must be cultivated over time. Deal sourcing and closing is still “guanxi-
based” – “only with people I know personally” or “through my network.” It takes 
time to find and build trusted networks and local partners.

2. Understand Laws

Clearly understand the laws and government policies associated with foreign 
business activities. This is a lesson that many small business owners and entrepre-
neurs learn the hard way because of the assumptions that laws and regulations are 
similar to their home state or country. Be sure to get contracts and agreements in 
place early and make sure all details are very clear.

Starting Global 
Business 
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3. Launch Trial Project

Think about starting with limited exposure by launching 
a trial project. This will provide a “taste” of doing business 
abroad without the time and financial commitment. Seeing 
positive results by starting small will provide momentum and 
capital to move ahead with another product or service or ex-
pand the exposure of the current project.

 4. Select Location

Research and understand how a particular industry works 
globally before deciding which country to do business in. 
Country Trade Commissions are an excellent resource for 
business information and can provide details that will help 
an entrepreneur make a decision about doing business there.

 Select Location

Successful business leaders begin to build their networks 
through social media and professional organizations prior to 
opening new markets. The strength of a network is key to the 
sustainability of an international business.
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Innovation is 
the key to Global  
Business success

Innovation means creating value from ideas. Business innovation is an 
organisation's process for introducing new ideas, workflows, method-

ologies, services or products.

Global businesses calls for using technology in new ways to create a more 
efficient organisation. The business innovation should enable the achieve-
ment of goals across the entire organisation, with sights set on accom-
plishing core business aims and initiatives. Innovation often begins with 
idea generation, wherein ideas are narrowed down during brainstorming 
sessions after which leaders consider the business viability, feasibility and 
desirability of each idea. 

Larger the scale, bigger is the need for innovation, however it needs care-
ful consideration. If you think it is a good business idea, you have to con-
vince a lot of people – such as investors, suppliers and, most importantly, 
customers and end users – that it’s a good idea and, ultimately, that they 
will be happy with it.

Technology is unlocking the innate compas-
sion we have for our fellow human beings.

- Bill Gates
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Today, students are contributing to a lot of businesses innovations, breaking con-
vention and obtaining ground breaking pathways. Incubation and acceleration 
help these enhancements become tangible and commercially practical business-
es. This, subsequently, allows students to spouse and hook up with businesses 
across the world. These ideas can be used for global businesses for bigger success 
and hence student resources need to be tapped more for global business success. 

Failure doesn't mean you 
are a failure, it just means 
you haven't succeeded yet.
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5 Things you can do to 
reduce International 
Business Risk
1. Take time to become familiar with the other party

Before trusting international clients or commercial companions, take time to really become familiar with them. Many dis-
putes will be the result of bad beliefs dealings by the other get together. International Business Federation can help as we have 
trusted relationships with many companies and also have other means to check. 

2. Start slow

Test the waters before buying big international orders. Focus on small trades to see if everything goes easily and the other get 
together is dependable.



3. Research your options

Perhaps you have done all the essential checks to make 
sure your client is stable and solvent? We firmly sug-
gests visiting the company.

4. Use secure repayment methods

Unless you really know the foreign partner, you need 
to protect yourself. IBF can put you in touch of banks 
that can help you select the most likely and secure way 
for your situation. You may request advance repay-
ment or get a validated notice of credit.

5. Establish a stable long term relation-
ship

A good and trusting relationship helps commercial 
exchange for long term. Make an effort to know each 
other’s business ethos and philosophy. Common inter-
ests help so meet more often and know what can work 
better for both sides.
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A dream doesn't become reality 
through magic; it takes sweat, de-

termination and hard work.
- Colin Powell



www.ibf.uk.com

34 Global Business Magazine v1 2017

Showcase your business

Network with Business People and Individuals that matter 
to you and your business. Communication increase learning 
and business growth. Th rough International Business Fed-
eration you can showcase your products or business services 
to relevant people in the rest of the world both online and off  
line.

Business coaching and mentoring

Most business people good idea what they want to do but 
they aren't able to get there. Business coaching makes it hap-
pen through converting ideas into actions. Qualifi ed profes-
sional coaches enhance your abilities and plug your weak-
nesses and vulnerabilities, demonise procrastination and 
bring good results.

Business Innovation

You have cross fertilisation of ideas for business innova-
tion and growth through International Business Federation. 
Th ere are a large number of businessman and women across 
the world discussing business ideas and looking for support 
from seniors, investors and venture capitalists.

Incredible Advantages of the Membership 
of IBF

International Business Federation off ers tons of advantages, 
you need to seize the opportunity and run with it. It off ers 
opportunity for more creative thinking, smarter logistics, 
technology and increased international collaboration. In ad-
dition it off ers business mentoring for success and connec-
tions to your desired collaborators.



www.ibf.uk.com/ibf-membership-registration-form
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International 
 Business
    Federation

Join IBF Membership 



36 Global Business Magazine v1 2017



37 Global Business Magazine v1 2017



Organised by
People of Indian Origin

Chamber Of Commerce & Industry

Training
Skill

Train for a better you...
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Super Health Direct is a company owned by medically quali-
fi ed professionals with 25 years experience who are keen to 
help wider population for better health using natural prod-
ucts rather than chemicals Super Health products are pro-
duced in United Kingdom in highly regulated environment 
to keep extremely high quality , precise formulation and su-
per eff ectivity

Video marketing Direct is formed of a tight knit team of ex-
perienced video production specialists. Between us we have 
a ton of experience, expertise and qualifi cations that make 
us highly capable and adept in the fi eld of video editing and 
creation.

People of Indian Origin Chamber of Commerce and Indus-
try (PIOCCI) is a national society formed under Indian laws, 
headquartered in Delhi which chapters the world across dif-
ferent countries and also in the states in India.

eTraining Skill provides predesigned courses which are com-
plete in their own right. We can also design bespoke courses 
to your company’s training needs. You can learn about and 
master a wide range of subjects to develop and enhance 
your skills. In this economic climate it is useful to know that 
SKILLS pay the BILLS.

eTraining Skill

Video marketing Direct PIOCCI

Super Health Direct



Diploma in Healthcare

Management
International

Business
Financial

Management
Leadership 

Management

Online course providing institution facilitating 
curriculum study and award of degree from home.

www.etrainingacademy.co.uk

Variety of courses

Lower total costs

Comfortable learning 
environment 

Improve technical 
skills

Convenience and 
�exibility

Career advancement
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