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The current growth rates in Asian economies are the most rapid in the world, with an increase in 
innovation, vital infrastructure developments and younger populations than Europe and the US; 

Asia is steadily becoming the most attractive region for business opportunities. This report provides a 
snapshot of The Economist Intelligence Unit’s market outlook for some of Asia’s most influential and 
fastest growing economies: India, China, Indonesia and Philippines. Each article analyses the current 
market outlook for each country covering the next four years, forecasting trends that help you to 
influence decision-making and economic outcomes for your business.

Introduction
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Rising incomes will present opportunities in 2015-19
Foreign companies continue to be attracted by the opportunities offered by China’s large and growing 
economy. China has a population of over 1.3bn, and annual GDP is likely to grow to over US$15trn 
(measured at market exchange rates) by 2019; by way of comparison, US GDP in 2019 is forecast at 
US$21.3trn. Although China’s GDP per head will still be relatively low by the end of the forecast period, 
at US$11,228 a year (at market exchange rates) in 2019, this will represent a substantial improvement 
from around US$7,636 in 2014. However, significant regional disparities within the country will persist. 
Moreover, although nationwide distribution networks will be in place by 2019, the Chinese market 
is likely still to be regionally fragmented in terms of wealth and tastes. The provinces of the eastern 
seaboard will enjoy standards of living well above the national average. However, the fastest market 
growth in China in 2015-19 is likely to occur in large inland cities, especially those along the Yangtze 
River delta, which have increasingly large middle-class populations.

Market opportunities are greatest in sectors where domestic enterprises are weak, markets are 
under-developed and market opening is proceeding quickly. Firms that can advance the government’s 
strategic objectives, either within the country or abroad, stand to reap particular benefits. Chinese 
enterprises are also looking for joint-venture partners in resources exploitation and infrastructure. 
The government continues to ban foreign companies from operating in many sectors of the economy, 
but its plans to stimulate competition and productivity by drawing more private firms into sectors 
previously dominated by state-owned enterprises may present openings in 2015-19. The government 
will also offers assets to foreign investors in industrial sectors struggling with overcapacity.

The government increasingly encourages capital-intensive enterprises that can improve the quality 
of the national industrial base, rather than labour-intensive industries. Foreign firms are also welcome 
in the infrastructure construction sector. The government may shy away from imported technology 
where there is deemed to be a local substitute. Markets for consumer goods are more open and 
competitive and do not rely on government procurement.

CHINA
 2014 2015 2016 2017 2018 2019

Population (m) 1,356 1,361 1,366 1,371 1,375 1,379

GDP (US$ bn at market exchange rates) 10,352 11,228 12,272 13,367 14,432 15,481

GDP per head 7,636 8,249 8,983 9,751 10,496 11,228

GDP (US$ bn at PPP) 18,154 19,601 21,202 22,945 24,852 26,740

GDP per head (US$ at PPP) 13,390 14,401 15,521 16,739 18,074 19,395

Personal disposable income (US$ bn) 4,558 4,985 5,497 6,050 6,611 7,178

Median household income (US$) 7,748 8,512 9,153 9,924 10,751 11,580

Household consumption (US$ bn) 3,811.70 4,152.50 4,607.10 5,119.80 5,652.40 6,203.70

Household consumption per head (US$) 2,810 3,050 3,370 3,740 4,110 4,500

Exports of goods & services 5.3 7 7.1 6.8 6.5 5.8

Imports of goods & services 4.7 3.9 7.7 7.4 7.1 6.7

(c) The Economist Intelligence Unit 2015
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The growing middle class offers potential for manufacturers
Rising income levels mean that India’s huge population of around 1.2bn is becoming an increasingly 
important market for consumer goods, and this trend will continue during the forecast period. Private 
consumption expenditure will rise from US$1trn in fiscal year 2013/14 (April-March) to US$2.4trn in 
2018/19. The majority of people will continue to be preoccupied with meeting their basic daily needs 
rather than following the latest consumer trends. However, the presence of a large number of middle-
class households offers considerable potential for manu-facturers and retailers. The rapid growth 
in personal incomes, combined with a more open domestic market, will make India an increasingly 
attractive market for foreign companies.

Nevertheless, India remains a predominantly agricultural society and is home to around 40% of the 
world’s poorest people. Moreover, even the middle classes have limited disposable incomes. Demand 
for large and even medium-sized cars is still limited. Higher-quality products certainly appeal to the 
country’s consumers, but price remains the main determinant of the level of demand. Unreliable 
and limited supplies of water and electricity have forced foreign manufacturers of white goods to 
rethink their approach—for example, by designing smaller and more efficient washing machines and 
refrigerators.

INDIA
 2013 2014 2015 2016 2017 2018

Population (m) 1,237.90 1,255.80 1,274.10 1,288.90 1,303.30 1,317.60

GDP (US$ bn at market exchange rates) 1,926 2,138 2,533 3,033 3,639 4,282

GDP per head (US$ at market 1,556 1,703 1,988 2,353 2,792 3,250

GDP (US$ bn at PPP) 6,763 7,287 7,894 8,573 9,328 10,196

GDP per head (US$ at PPP) 5,463 5,803 6,196 6,652 7,157 7,738

Personal disposable income (US$ bn) 1,325 1,444 1,667 1,936 2,291 2,686

Median household income (US$) 3,694 3,735 4,017 4,576 5,251 6,074

Household consumption (US$ bn) 1,101 1,217 1,439 1,718 2,054 2,407

Household consumption per head (US$) 890 970 1,130 1,330 1,580 1,830

Exports of goods & services (% change) 8.3 10.5 13.1 15.2 14.2 14.3

Imports of goods & services -2.5 8 13.3 13.9 13.2 13.3

* Fiscal years ending March

(c) Economist Intelligence Unit 2014
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Indonesians will become wealthier faster than their peers
Indonesia remains an attractive market in a variety of sectors, particularly given the country’s fairly 
consistent economic performance since 2008, despite a tumul-tuous time for the global economy. The 
Economist Intelligence Unit estimates Indonesia’s population at 253.3m in 2014, which is the largest 
in South-east Asia and as such it is unsurprising that the country’s consumer market is also one of the 
biggest and fastest-growing in in the region. Despite the favourable demographics, the vast majority 
of Indonesians are far from wealthy, with GDP per head in US dollar terms standing at an estimated 
US$3,508 at market exchange rates in 2014 (one of the lowest in the region). We expect that healthy 
economic growth will ensure that this number rises strongly in 2015-19, to reach US$5,515 by 2019.

The large proportion of poor people in the population means that low-cost consumer goods will 
experience the greatest demand in the forecast period, although a rising number of households are 
crossing the US$3,000 threshold of annual disposable income, at which demand for more big-ticket 
items, such as cars, tends to increase markedly. However, high underemployment and the continuing 
importance in the economy of informal (and often poorly paid) activities will squeeze households’ 
discretionary income, limiting growth opportunities for companies selling consumer goods and 
services. Low disposable incomes and the large size of the informal sector have fuelled smuggling 
and circulation of counterfeit goods, despite government efforts to crack down on illegal imports. 
Furthermore, even as incomes rise, the relatively high luxury-goods sales taxes and taxes on imported 
non-food consumer goods will mean that wealthy Indonesians will continue to do much of their high-
end shopping abroad.

As Indonesians become richer, however, the popularity of modern retail outlets, which currently 
account for only 30% of total retail sales, will grow at the expense of informal channels, especially in 
urban areas. The rising middle classes will also be increasingly drawn to the conveniences and choice 
offered by hypermarkets and superstores. However, traditional retailers are expected to continue to 
dominate the sector in smaller cities and semi-urban areas.

INDONESIA
 2014 2015 2016 2017 2018 2019

Population (m) 253.3 255.8 258.2 260.6 262.9 265.3

GDP (US$ bn at market exchange rates) 888.5 904.5 975.9 1,116.40 1,284.60 1,462.80

GDP per head (US$ at market exchange rates) 3,508 3,537 3,780 4,284 4,886 5,515

GDP (US$ bn at PPP) 2,669.20 2,830.30 3,024 3,249 3,503 3,759

GDP per head (US$ at PPP) 10,538 11,066 11,711 12,467 13,322 14,170

Personal disposable income (US$ bn) 595.1 596.4 642.6 729 835.3 943.2

Household consumption (US$ bn) 508.6 514.2 554 628.4 720.1 813.1

Household consumption per head (US$) 2,010 2,010 2,150 2,410 2,740 3,070

Exports of goods & services (% change) 1.1 1.5 2.9 4.6 4.8 5.2

Imports of goods & services 2.1 -1.3 2 3.7 3.1 4.5

(c) The Economist Intelligence Unit 2015
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With relatively high and rapidly growing broadband penetration and the popularity of smartphones 
and social media, Indonesia also offers huge potential for e-commerce. The capital, Jakarta, is one 
of the top five cities in the world in terms of the number of Facebook and Twitter users. Over half of 
Internet users in Indonesia access the web via mobile devices, and one-quarter of all adults have 
smartphones. According to a research firm, eMarketer, there were 5.9m online shoppers in Indonesia 
in 2014, and this number is expected to grow to 8.7m in 2016. The relative weakness of payment and 
delivery systems will mean that such services will remain highly concentrated in the larger metropolis 
areas of Jakarta, Surabaya and Medan over the forecast period.
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Despite its medium-sized population of just over 100m, the Philippines is a small market, with GDP per 
head estimated at only US$2,843 at market exchange rates and US$6,914 at purchasing power parity 
rates in 2014. GDP per head will continue to rise in 2015-19, reaching US$4,549 at market exchange 
rates by the end of the forecast period. However, the Philippines will remain one of South-east Asia’s 
poorest economies, with a lower level of GDP per head than the majority of the region’s other major 
economies. The Philippine economy will also remain marked by wide inequalities of income, and the 
disparity between the richest and poorest households will stay particularly acute. Consequently, large 
numbers of Filipinos will continue to live in poverty.

Personal disposable income will continue to rise
After declining in US dollar terms in 2009, personal disposable income has recovered in recent years, 
and this trend is set to continue gradually in 2015-19. Amid sustained strong GDP growth from 
2012, the rural poor will benefit only to the extent that the government directs its spending towards 
improving the quality of essential services, such as education, healthcare and transport. Government 
transfers, notably in the form of the conditional cash-transfers programme, which requires parents 
to send their children to school and have regular health checks in exchange for cash handouts, have 
facilitated growth in the private consumption of lower-income brackets in recent years. Some 52% of 
household spending went towards basic necessities such as food in 2013.

Among the more affluent middle class, a number of trends may influence domestic demand and 
cause it to strengthen. The liberalisation of sectors such as retail and telecommunications should 
lower prices, improve quality and widen choice. Strong inflows of remit-tances from Filipinos working 
abroad, relatively low interest rates and stronger job growth have buoyed consumer expenditure. 
Furthermore, banks are moving away from their traditional areas of activity towards an increasing 
emphasis on retail financial products, such as loans for housing and cars, and debit and credit cards; 
this trend will extend consumer opportunities. Growth in credit-card use, in particular, has accelerated 
strongly in recent years. Although poverty will remain a problem, continuing healthy rates of economic 
expansion in 2015-19 will also benefit the poorer segments of the population.

PHILIPPINES 
 2014 2015 2016 2017 2018 2019

Population (m) 100.1 101.8 103.5 105.2 106.9 108.4

GDP (US$ bn at market exchange rates) 284.6 317.8 369.5 408 448.4 493.2

GDP per head 2,843 3,122 3,569 3,878 4,193 4,549

GDP (US$ bn at PPP) 692 745.2 804.6 867 941.1 1,017.70

GDP per head (US$ at PPP) 6,914 7,320 7,773 8,240 8,801 9,387

Personal disposable income (US$ bn) 222.4 242.9 277.5 302.8 331.6 363.6

Median household income (US$) 7,070 7,173 7,680 8,603 9,208 9,893

Household consumption (US$ bn) 206.3 225.5 258.4 283.5 311.7 342.8

Household consumption per head (US$) 2,060 2,220 2,500 2,690 2,910 3,160

Exports of goods & services (% change) 12.1 6.2 6.8 6 5.5 6.2

Imports of goods & services 5.8 6.3 6.7 6.3 6 6.3

(c) The Economist Intelligence Unit 2015
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These articles provide an analytical insight into how a variety of political and economic factors can 
affect business in individual countries and across Asia. At the moment Asia is the only economic 

region recording fast rates of growth. With China standing as the second largest economy in the world 
and the establishment of the Asian Infrastructure Investment Bank (AIIB), business opportunities 
across the whole region are steadily rising. Now more than ever, it is important for organisations to be 
to filter out the noise and stay on top of the most important developments. Every day presents a new 
issue or event somewhere in the world, and The Economist Intelligence Unit’s country analysis services 
can help you to put these into context, enabling you to pinpoint the potential opportunities and 
challenges facing your organisation in an ever-changing business environment.

Conclusion
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This information is a snapshot of the services available through The Economist Intelligence Unit’s 
Country Report and Country Forecast products. Our flagship products provide political and 

economic analysis and forecasts for 197 countries. 
Each Country Report subscription contains in-depth and ongoing analysis and forecasts of political, 

policy and economic conditions to help you understand what is happening now and to gain a picture of 
how a country will look in the future. Based on our comprehensive and timely analysis, Country Reports 
are designed to help you make confident, informed business decisions for your organisation. 

Country Forecasts focus on how economic and political developments will shape the business 
environment in 82 of the world’s largest economies over the next five years. The reports provide 
access to a comprehensive set of political, economic, and business environment forecasts that are 
continuously updated and written from the point of view of foreign investors. Country Forecasts also 
include 20-year forecasts for a range of key indicators, as well as analysis of the long-term trends that 
influence economic outcomes and business decision making.

Businesses use Country Reports and Country Forecasts in a variety of ways:

l To analyse international entry strategies 

l To develop an international business strategy

l To identify opportunities and risks.

l To keep abreast of international developments for current operations or negotiations

l To compare reports from local staff

l As a planning tool for anticipating future opportunities and risks

l As a country comparison tools

l As a reliable source for identifying the best places to do business

l As a tool for developing long-term strategies

l As a means of developing an international business strategy

The EIU Country Report + Country Forecast 
Services
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