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1. RELATIONSHIP BETWEEN INDIA AND ASIA-PACIFIC NATIONS
The region has been at the forefront in driving global economy over the years. India and its neighbouring
nations China, Singapore, Japan and South Korea, among others, are the main drivers behind the
region’s success. Although various linguistic, cultural and political diversities exist between the
countries, common grounds of religion and historical inheritance bind them together. Also, the mutual
goal of achieving faster economic growth and social development has kept them knitted over the years.
India shares a cordial relationship with most of the countries in the Asia-Pacific region. India’s postliberalisation “Look East” policy was a turning point, providing great impetus to India’s relations with
other nations in Asia-Pacific. The “Look East” policy, focussed on India’s relations with the Association of
South East Asian Nations (ASEAN)1, was initiated in 1992. The alliance was further strengthened with
India becoming dialogue partner of ASEAN and a member of the ASEAN Regional Forum in 1996. This
facilitated focussed interaction between India and ASEAN countries. Apart from the ASEAN economies,
India enjoys strategic and economic ties with countries such as China, South Korea, Australia, Hong
Kong and Japan. Bilateral links between two largest economies in Asia-Pacific – India and China – have
improved significantly since the late 1980s, in parallel with the growth in Asia-Pacific. With Japan, India
has established defence and security co-operation. South Korea is a major investor in India.
Over the years, India has developed partnerships with the countries in Asia-Pacific in a wide range of
fields: trade, investment, science & technology, tourism, human resources and infrastructure
development. Also, considering the common maritime boundaries shared by India and its neighbouring
countries, collaborations promoting regional security and development have also been signed. The last
decade witnessed an increased number of visits by Indian leaders and authorities to Japan, China,
Singapore, Australia, Bhutan and Bangladesh. These were responded by the high-ranking officials from
other countries in Asia-Pacific visiting India. In the past year itself, there have been a number of highlevel diplomatic meetings between India and various Asia-Pacific nations.

1

ASEAN includes Brunei, Cambodia, Indonesia, Laos, Malaysia, Myanmar, the Philippines, Singapore, Thailand, and Vietnam
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Figure 1
Series of high official visits that took place between
India and countries in Asia-Pacific (2012-2013)

Jun 2013

India's Prime Minister and
External Affairs Minister visits
Thailand and China, resp. State
Visit of Chinese Premier to India

May 2013

Mar 2013

India's External Affairs Minister
visits Bangladesh

India's Prime Minister visits
Myanmar
Visit of Foreign Minister of
Singapore to India

Apr 2012

Mar 2012

India's External Affairs Minister
visits China

President of the Sri Lanka visits
India

Jul 2012

May 2012

Visit of Foreign Minister of Japan
to India

India's Prime Minister's visits
Cambodia

Oct 2012

Sep 2012

Visit of Prime Minister of
Singapore to India and visit of
Foreign Minister of Indonesia to
India

India's External Affairs Minister
visits Bhutan and Visit of
Australia's and Srilanka's Foreign
Minister to India

Dec 2013

Nov 2012

Visit of Australian Prime Minister
to India

India's External Affairs Minister
visits Japan and State visit of
India's President to Bangladesh

Feb 2013

Jan 2013

India's External Affairs Minister
visits Myanmar

Visit of New Zealand's Foreign
Minister to India

India's Prime Minister's visits
South Korea and India's External
Affairs Minister visits Singapore

Feb 2012

Jan 2012

India's External Affairs Minister
visits Sri Lanka and State Visit of
Prime Minister of Thailand

Source: Aranca Research

Success of International Corporate Entities: Asia Pacific

7

……………………………………………………………………………………………………………………………………………...........................

1.1

Asia-Pacific has a share of more than 30 per cent in India’s total bilateral trade

In FY13, Asia-Pacific2 accounted for more than 30 per cent of India’s total bilateral trade. China
dominated with 28.1 per cent share, followed by Singapore (8.8 per cent) and Hong Kong (8.4 per cent).
Of the total bilateral trade, exports constitute 37.1 per cent. Singapore is India’s largest export market in
the Asia-Pacific region, accounting for 15.2 per cent of the total exports to the region, followed by China
(15.0 per cent) and Hong Kong (13.7 per cent). Indian exports mainly include iron ore, ash and sand, steel,
plastics, organic chemicals, natural & cultured pearls, oil meal, cotton, fish, fodder, and rice, among
others. On the other hand, India imports electrical goods, transport equipment, machine tools, basic
metals, chemical & chemical products, iron & steel articles and auto & auto-components, among
others.
Bilateral trade between India and Asia-Pacific registered a CAGR of 12.1 per cent over FY09–13 and was
USD241.8 billion in FY13, up from USD153.0 billion in FY09. Although bilateral trade between India and
other countries in Asia-Pacific witnessed an annual slowdown of 6.2 per cent in FY13, Asia-Pacific's
share in India’s total bilateral trade remains significant.
Figure 2
Bilateral trade (USD bn) on a rise
300
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CAGR 12.1%

200
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FY09
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FY11

FY12

FY13

Source: Export Import Data Bank, Department of Commerce

2

Asia-Pacific includes China, Singapore, Hong Kong, Indonesia, Japan, South Korea, Malaysia, Australia, Thailand, Taiwan, Vietnam,
Bangladesh, Sri Lanka, Nepal, Pakistan, Myanmar, Philippines, Brunei, New Zealand, Afghanistan, Bhutan, Korea, Dem. Rep., Lao PDR,
Papua New Guinea, Cambodia, Fiji, Mongoli, Solomon Islands, Vanuatu, Samoa, Timor-Leste, Macau, Tonga, American Samoa,
Marshall Islands, Kiribati, Micronesia, Palau and Tuvalu.
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Figure 3
China leads trade* with A. Pacific (FY13)

China
19.3%

Singapore

28.1%

Hong Kong
Indonesia

5.9%

Japan

6.2%

South Korea

8.8%

7.3%

Malaysia
7.7%

8.3%

8.4%

Australia
Others

Source: Export Import Data Bank, Department of Commerce
* Bilateral trade

1.2 Two-way trade set to reach new highs with committed efforts
Over the years, numerous economic and trade pacts have been signed between India and various AsiaPacific countries. Bilateral trade is expected to significantly improve, driven by these trade agreements
and domestic reforms.
India-China target annual bilateral trade of USD100 billion by FY15
China is India’s largest trading partner globally. In FY13, it accounted for 15.5 per cent of India’s total
bilateral trade world-wide. Bilateral trade between the two countries has climbed remarkably from just
USD340 million two decades ago to nearly USD70 billion in FY13. The two economies have stated the
aim to carry forward this growth momentum. In line with this, three working groups – Services Trade
Promotion Working Group, Economic And Trade Planning Cooperation Group, and Trade Statistical
Analysis Group – have been set up under the Joint Economic Group in 2013. With this strategic step, both
these countries aim to achieve an annual target of USD100 billion in bilateral trade by 2015.
India-Singapore working towards annual bilateral trade target of USD32 billion by 2015
Singapore is India’s second-largest trading partner globally and the trade relations between the two
countries remain strong. Since the formulation of the Comprehensive Economic Cooperation Agreement
(CECA) between India and Singapore in 2005, the two nations have progressively reduced/eliminated
trade tariffs on goods and services traded between them. In 2010, both the countries aimed at doubling
their bilateral trade to USD32 billion by 2015. As of FY13, the figure has reached USD21.4 billion.
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India-Indonesia bilateral annual trade target revised to USD45 billion from USD25 billion
Betting on higher trade potential between India and Indonesia, the 2015 trade target has been revised to
USD45 billion in April 2012 from USD25 billion set earlier in March 2011. In line with this, Joint Working
Groups have been set up across five major domains: manufacturing & skill training, healthcare &
pharmaceuticals, mining, agro & food processing, and R&D and technology. Furthermore, any
developments in India-Indonesia CECA, which is under negotiation since 2011, would prove beneficial for
trade relations between the two nations.
India-Japan annual bilateral trade to hit USD25 billion by 2014
The Comprehensive Economic Partnership Agreement (CEPA) between India and Japan that came into
force in 2011 aims at achieving the annual bilateral trade target of USD25 billion by 2014. One of the main
objectives of CEPA is to further improve trade relations between the two countries by reducing import
duties. CEPA has already started showing dividends—bilateral trade between the two countries has
reached USD18.6 billion in FY13, up from USD13.7 billion in FY11.
Pursuing USD40 billion in bilateral trade between India and South Korea by 2015
As with Japan, India signed a CEPA with South Korea in 2010, which supports reduction/elimination of
trade tariffs on goods traded between the two countries. In line with this, India and South Korea have
together agreed to expand their political and security ties alongside business cooperation to achieve a
bilateral trade target of USD40.0 billion by 2015.

1.3 Singapore and Japan among the top ten investors for India globally
Countries in the Asia-Pacific region have made substantial investments in India. Of the USD290.1 billion
cumulative Foreign Direct Investments (FDI) inflows received by India between April 2000 and March
2013, 20 per cent have been from the countries in Asia-Pacific. Singapore and Japan were among the
top ten investors, with 10.1 per cent and 7.5 per cent share, respectively, in the total cumulative inflows3.
Singapore is being used by India as channel to mobilise funds and make investments in other countries.
Investments from Japan were majorly in sectors like drugs & pharmaceuticals, automobile, and
services. Apart from Singapore (accounted for 50.5 per cent of the cumulative inflows received from the
Asia-Pacific region during April 2000 and March 2013) and Japan (37.7 per cent), other prominent
investors for India are South Korea (3.2 per cent), followed by Hong Kong (2.7 per cent) and Indonesia (1.6
per cent).

3

Pertains to April, 2000 to March, 2013 period
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Figure 4
Singapore & Japan among the top 10 investors,
(April 2000 to March 2013)
Mauritius
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Source: DIPP

Figure 5
Break up of FDI inflows from Asia Pacific
(April 2000 to March 2013)
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Source: DIPP
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2. KEY DRIVERS
Since the initiation of liberal economic reforms in the early 1990s, companies from various countries in
the Asia-Pacific region, such as Japan, South Korea and Singapore, have been focussing their interest
towards India’s fast-growing market. The limited room for growth in their domestic economies and high
labour cost, coupled with rising volatility in the Chinese markets, are some of the factors influencing
their entry into India. Moreover, the complimenting capabilities and competencies that India shares with
China and South Korea remain key growth drivers for trade and collaborations between them. Several
Memorandum of Understandings (MoUs) between the governments of India and the countries from
Asia-Pacific, along with increasing collaborations in the fields of defence and science & technology, have
provided an impetus to companies in Asia-Pacific expanding into India.

2.1 India’s growth model & proximity shared with Asia-Pacific – a key catalyst
India’s demographic advantage, high cost competitiveness, and domestic consumption-led economy are
some of the prime reasons that make it an attractive investment destination. Though India is considered
as the second-most sought destination after China, a stable and transparent legal system, coupled with
sound intellectual property rights, gives India an upper edge. Companies in developed economies, such
as Japan, Australia and Singapore, are trying to diversify their operations to better cater to emerging
economies which served as their export markets earlier. Furthermore, limited room for growth in
consumer-driven sectors such as automobiles, consumer durables and telecom, in their home grounds
has been a key factor driving investments towards India. Also, India’s burgeoning middle-class, with its
rising disposable income and the need for quality infrastructure, has led to increasing investments
across sectors such as real estate, infrastructure, and banking & insurance. The USD1.0 trillion target
for infrastructure investment set forth by the Indian government during the 12th Five-Year Plan offers a
beneficial platform for private participation from the companies based in Asia-Pacific, such as Harbin
Electric, Dongfang Electric, Sany Heavy Industries, and First Engineering Group. Notably, Japan has
made significant contributions towards bridging this urban and industrial infrastructure gap. Around 52
per cent of the total loan requirement of USD7.7 billion for the Delhi-Mumbai Dedicated Freight Corridor
scheduled for completion in 2018 is being met by the Japan International Cooperation Agency. One of the
prime reasons behind these nations having strong trade and investment links with India is the location
proximity enjoyed between them. This is because it helps in reducing transportation and communication
expenses and in turn overall trade cost.

2.2 Complementing capabilities boost trade and investments
India’s trade with South Korea, China and Japan is characterised by contrasting demand structures and
competencies across sectors; these are the key drivers of trade and collaboration. For instance, India
has developed prowess in the area of IT software, but remains a huge importer of IT hardware, where
Japanese, South Korean and Chinese counterparts have an edge. While the demand for IT hardware was
expected to be about USD13.0 billion in FY12, the supply stood at less than half (USD6.0 billion 4). This
offers manufacturers in other countries an opportunity to bridge the gap in India. Likewise, India, with its
expanding economy looking for advanced technology and investments, offers an attractive investment
4

Report of Task Force to suggest measures to stimulate growth of IT-ITeS and Hardware manufacturing industries in India, MIT, Govt.
of India, December 2009
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option for Japan, which has proven its competence in high-end technology and has an investable capital
support. Furthermore, given Japan’s sizeable ageing population, India’s generic drugs offerings can aid
in bringing down the healthcare cost in Japan. On the whole, India (backed by low-cost research and
manufacturing, and technical proficiency in IT/ITeS, pharmaceutical, and education sectors) offers
countries such as Japan, South Korea and China potential for long-term endeavours.

2.3 RTA – an effective mechanism fuelling trade and investments
Recognising the long-term prospects of building stronger linkages to boost trade, investments and
economic ties, India has entered into a variety of Regional Trade Agreements (RTAs) with many countries
in the Asia-Pacific region. Some of the key RTAs in force are:
Table 1
The major Regional Trade Agreements signed by India with
countries in the Asia-Pacific region since 1993
RTA

Signed

Operational

SAARC PTA

Apr-93

Dec-95

Sri Lanka FTA

Dec-98

Mar-00

Nepal PTA

Mar-02

Mar-02

Thailand FTA

Oct-03

Sep-04

South Asian FTA

Jan-04

Jan-06

Singapore CECA

Jun-05

Aug-05

Asia-Pacific PTA

Nov-05

Sep-06

Bhutan Trade Agreement

Jul-06

Jul-06

ASEAN CECA

Aug-09

Jan-10

S. Korea CEPA

Aug-09

Jan-10

Malaysia CECA

Feb-11

Jul-11

Source: Aranca Research
PTA: Preferential Trade Agreement; FTA: Free Trade Agreement

PTA and FTA for strengthening the trade link
The Asia-Pacific Trade Agreement (APTA) was signed in 1975 and renamed from Bangkok Agreement in
2005. It is the oldest regional trade agreement and aimed at enhancing bilateral trade between
developing regions, namely Bangladesh, China, India, Republic of Korea, Sri Lanka, Nepal, and
Philippines. To encourage and maintain mutual trade and economic collaboration, a Preferential Trade
Agreement (PTA) was signed in 1995 between South Asian Association for Regional Cooperation (SAARC)
nations, which include Bangladesh, Bhutan, India, Maldives, Nepal, Pakistan, and Sri Lanka. The PTA
was upgraded to the South Asian Free Trade Area (SAFTA) in 2006. Under the agreement, all member
nations are required to reduce their tariffs to zero by 2016. The ASEAN-India Free Trade Area (AIFTA)
signed in 2009 aims to support trade with Singapore, Malaysia, Thailand, Vietnam, Brunei, Indonesia,
Success of International Corporate Entities: Asia Pacific
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Philippines, Cambodia, and Myanmar. In addition to regional agreements, India signed its first bilateral
agreement with Sri Lanka that came into force in 2000. The agreement led to a phenomenal increase in
exports from India to Sri Lanka. Following this, the PTAs and FTAs signed with Nepal, Afghanistan,
Thailand, Chile, and Bhutan, among others had similar positive impacts on bilateral trade.
CECA/CEPA – A step to enhance investments alongside bilateral trade
The Comprehensive Economic Cooperation Agreement/Comprehensive Economic Partnership
Agreement (CECA/CEPA) signed between nations had a positive impact not only on trade of goods but
also on investments, services, and bilateral co-operation undertaken in fields of common interest.


The first agreement was signed by India with Singapore in 2005. In addition to improving bilateral
trade, it covered measures to boost and safeguard investments and an improved double taxation
avoidance agreement. This supported Singapore, as the country is India’s second-largest source of
FDI inflows and largest trading partner among ASEAN nations—a position it has held since 1991.



A similar agreement was signed with South Korea in August 2009. Under the agreement, tariffs
imposed on 90.0 per cent of Indian exports over 10 years were reduced, while India reduced tariffs on
85.0 per cent of South Korean products during the same period. Moreover, through CEPA, South
Korea enjoys a significant advantage of reducing 4,459 types of tariffs on key export items such as
auto parts, steel, and machineries to India. With the signing of CEPA, bilateral ties between the two
nations got a major boost. After the activation of the Indo-South Korea CEPA, bilateral trade
increased around 70.0 per cent in two years. Furthermore, trade volume, which was below USD1.0
billion in 1991, grew 20.2 per cent y-o-y to USD20.6 billion in 2011. Encouraged by the success of
CEPA, a new joint committee for upgrading CEPA to a higher level has been established.



India entered into a CEPA agreement with Japan in August 2011—its first with an industrialised
nation. Under the CEPA signed with Japan, tariffs for 90 per cent of trade items, range of services,
investments, and intellectual property rights have been relaxed. Through the India-Japan CEPA,
Japan has offered tariff reduction on 87 per cent of its tariff lines to zero, while India has offered
reduction to zero for just 17.4 per cent of its tariff lines. Within 10 years, India would eliminate tariffs
on 86 per cent of its tariff lines, while Japan would do so on around 97 per cent of its tariff lines.

2.4 Rising economic collaboration between India and China
The 2003 agreement signed between the prime ministers of India and China was a stepping stone to
enhance bilateral co-operation between the two nations. Today, India and China have functional cooperation across various fields such as science and technology, finance and labour, counter-terrorism,
and security. The commercial engagement has been bolstered by the formation of India-China Joint
Economic Group on Economic Relations & Trade and Science & Technology and Joint Study Group (JSG)
for studying complementarities in trade, agriculture and energy. Today, China is the largest trading
partner to India; bilateral trade has increased to over USD65 billion as of FY13. In his May 2013 visit, the
Chinese Prime Minister insisted on increasing trade ties between India and China and supporting India
in reducing the trade imbalance, which is a major concern for India. Trade deficit has increased from
USD19.2 billion in FY10 to USD40.8 billion in FY13. Given the committed efforts by both the nations, the
trade imbalance is expected to come down. In line with this, China would soon remove the ban on Indian
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oil meal and purchase more pharmaceuticals, marine products, and buffalo meat from India. Moreover,
the trade deficit would reduce further if China opens its markets to IT, pharmaceuticals, agro-based
products, and engineering services.

2.5 Nuclear energy – a win-win situation for India and South Korea
India has been investing to enhance its civil nuclear power generation capacity. It has set a target of
achieving 20,000 MW5 of nuclear capacity by 2020 and 60,000 by 2035, up from the current ~5,000 MW.
In a bid to benefit from South Korea’s nuclear technological expertise, India entered into a Nuclear
Energy Agreement with South Korea in 2011. As per the agreement, India would gain technology-based
access to South Korean companies for the construction of new nuclear power plants, and South Korea
would be able to tap into the rising Indian nuclear energy sector. The agreement also allows South
Korean companies access to a legal jurisdiction for investing in atomic power plant projects in India.
There lies immense potential for South Korean companies in India, as India plans to commission 40
nuclear power plants in phases by 2032. The excellent track record of South Korea in installing 20
nuclear plants and generating about 35.0 per cent of the country’s total electricity demand would help
them capitalise on the rising Indian demand. South Korea is the world’s sixth-largest nuclear exporter,
including nuclear technology. The nation has even commissioned nuclear reactors for power generation
for international projects in the Middle East and Japan.

3. SUCCESS STORIES OF ASIA-PACIFIC COMPANIES IN INDIA
3.1 Telecommunications equipment
China-based Huawei and ZTE dominate
Chinese firms Huawei and ZTE have been able to establish a dominant position in India’s telecom sector.
The majority of the network contracts in the country have been awarded to these two companies in the
post-2008 period. They recently won 42 per cent of the 71 circles for 3G network telecom services. The
following are some of the key statistics highlighting their share in various segments of India’s telecom
sector.

5

Department of Atomic Energy of India
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Figure 6
Huawei – leading in India’s wireless
infrastructure segment (2012)

25.8%

28.9%

Huawei
Alcatel Lucent
ZTE

6.7%

Ericsson
8.9%
29.7%

Nokia Siemens

Source: Voice & Data 100 survey 2012

Figure 7
ZTE holds nearly half of the wireless broadband
segment in India (2012)
3.6%

2.9%

12.4%

Huawei

17.9%

Alcatel Lucent
ZTE
14.7%
Ericsson
Nokia Siemens

48.4%

UT Starcom

Source: Voice & Data 100 survey 2012
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Figure 8
Huawei and ZTE – the top two in data cards
segment in India (2012)
1.0% 1.0%
7.0%

Huawei
ZTE
Micromax

36.0%

55.0%

Teracom
Others

Source: Voice & Data 100 survey 2012

Figure 9
Huawei and ZTE – amongst the leading players in
managed services segment (2012)

Huawei

17.4%

Alcatel Lucent

36.4%
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Ericsson
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Nokia Siemens

24.9%

Source: Voice & Data 100 survey 2012
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The following factors have encouraged foreign telecom firms to invest in India:


The Government of India liberalised the IT and telecom industries in the late 1990s. Since then, 100
per cent FDI is permitted under the automatic route in the IT, IT-enabled services, and telecom
equipment manufacturing sectors. The government has also actively supported the service industry
through budgetary and other incentives.



The government's five-year e-government plan, unveiled in 2006, covers the adoption of IT in 31 core
projects, including commercial taxes (online submission platform achieved), passports (Passport
Seva Kendra, or PSKs, established), E-Courts, E-Trade portals, banking, agriculture, pensions, and
land records. Furthermore, in 2013, the government published its roadmap for setting up a private
government cloud, which bodes well for large equipment manufacturers. The government also
plans to roll out 1,100 e-government projects by 2014.



Telecom infrastructure is expected to increase at a CAGR of 20 per cent during 2008–15 to 571,000
towers in 2015.



The manufacturing of telecom products and related equipment touched USD19.8 billion in FY12 and
is anticipated to reach USD52.0 billion by 2020.



In the ICT domain, the government is currently implementing two major initiatives—the 'National
Knowledge Network', which aims to connect over 1,500 Indian institutions of higher learning and
research to a high-speed digital network; and 'Connected India', which is a low-cost connectivity
programme for improving internet penetration rates, primarily in the country’s remote areas.



Several other programmes, including the Unique Identification Card (UID) and systemic upgradation
of the Indian postal department, are providing impetus to the hardware market. Adding to this is the
government's policy of providing tax breaks and subsidies to hardware manufacturers.



Technological adoption in India is lower than in several of its emerging market competitors. Mobile
phone penetration rate is still around 51 per cent, as per Gartner, while PC penetration rate is
estimated to be in single digits. This reflects significant scope for growth in the Indian market.



As per the 2011 Census, 45 per cent of India's population is under the age of 25 (75 per cent of the
web audience is under the age of 35 compared with the global average of 52 per cent). This bodes
well for higher PC and IT usage over the medium term.



India has the world’s second-largest telecom network with a subscriber base of nearly 898 million.



India had the third-highest number of internet users (25.3 million internet subscriptions) in 2012.



As of March 2013, urban teledensity stood at 147 per cent and rural teledensity was 41 per cent, up
from 111 per cent and 21.2 per cent, respectively, in 2009.



With 70 per cent of the population staying in rural areas, the rural market would be a key growth
driver in the coming years. Telecom penetration in the nation’s rural markets is expected to
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increase to 70 percent by 2017 from 41.0 per cent as of March 2013.


India is expected to feature among the top 10 broadband markets by 2013.

3.1.1 Huawei Technologies
Founded in 1987 and headquartered in China, Huawei Technologies (Huawei) is a leading global
information and communications technology (ICT) solutions provider. The company offers end-to-end
solutions through its Telecom Networks, Global Services, and Devices segments. The Telecom
Networks segment develops and fabricates various wireless/fixed and core networks and carrier
software as well as provides site solutions to telecommunications operators. The Global Services
segment offers solutions for integratable ICT products and assurance & learning solutions. The Devices
segment develops and manufactures mobile broadband devices, handsets, smartphones, home devices,
convergence devices, and video solutions for household and industrial customers. The company
operates through more than 140,000 employees, of which more than 45 per cent are engaged in R&D.
Huawei has 20 R&D centres across China, the US, Germany, India, Sweden, Ireland, Russia, and Turkey.
The company has successfully expanded its products and solutions to more than 140 countries. Its
clientele includes 45 of the leading 50 telecom operators globally.
Huawei began its international expansion in 1997. Given the opportunistic landscape of India’s ICT sector,
the company established an R&D centre in Bengaluru in 1998. It is the company’s largest R&D facility
outside of China. In 2001, Huawei established its wholly owned subsidiary Huawei Telecommunications
India Private Limited (Huawei India). The company set up its sales and marketing office in Gurgaon, Delhi,
and initially began working with public sector clients such as BSNL and MTNL. However, Huawei soon
forayed into the private sector and expanded its client base during 2003–04 to include both GSM and
CDMA businesses. By 2008, Huawei India strengthened its relationships with tier-1 GSM operators such
as Bharti Airtel, Vodafone, Reliance, and Aircel. The company has been successful in the 3G network
space and was selected by Airtel to provide its GSM and HSPA solutions for Airtel’s project in Sri Lanka.
Huawei won the largest number of 3G network contracts—around 17 telecom license circles. Its
business portfolio expanded to include enterprise and devices, while simultaneously focusing on 2G, 3G,
and Long-Term Evolution (LTE) network. Currently, the company has 4,000 telecom professionals
working in 11 offices, two manufacturing facilities, and a R&D hub in India.
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Figure 10
Huawei’s journey in India

Huawei established its wholly
owned subsidiary - Huawei
Telecommunications India
Private Limited (Huawei India).
Its initial clients were BSNL and
MTNL.

Established the first overseas
R&D center in Bangalore, India.

1998

2001-02
Progressed in the private sector,
both in the GSM and CDMA
business.

2003-04
It successfully completed 3G
trials for Bharti Airtel and got
selected to deploy its solution
for GSM and HSPA for Airtel’s
prestigious Sri Lanka project.

2005-08
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suppliers list for solutions and
services.

2008-10
It has been awarded largest share
of 3G networks in India. Huawei
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2010-11
Launched the first LTE handset in
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Qualcomm and Bharti Airtel.

2012
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half of 2013.

2013
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manufacturing, R&D and CSR in
India.

Way Ahead

Source: Aranca Research

For Huawei, growth has been in tandem with the rise in the Indian telecom industry
Over the years, Huawei India has been able to strengthen its position as the leading end-to-end ICT
solutions provider for big telecom operators in India. The company’s advanced technology helps the
telecom operators in reducing their transmission costs and enhancing their quality of service. Huawei
India’s broadband solutions have played a major role in bridging the digital divide from four per cent in
1995 to more than 45 per cent in 2012. It has supported connectivity to over 400 million telecom users in
India. Through its solutions, the company has also supported enhancements in network bandwidth
capabilities, thereby leading to almost a 30 per cent reduction in operational expenditures of its clients.
Expanding reach of telecom in India with the help of local resources
Huawei’s long-term goals for its operations in India are evident from its massive localisation drive, which
involves hiring talent, performing R&D, sourcing raw materials, and conducting manufacturing and
service delivery using local resources. In terms of employment, around 85 per cent of the workforce in
Huawei India’s operations is Indian. Moreover, the company’s commitment to its operations in India
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stems from the fact that the company has established its largest overseas R&D centre in India with
USD200 million of investments to date. The company employs more than 3,200 Indian high-tech
professionals at this centre. The facility, which is CMMI Level 5 certified, is used to build products and
solutions not only for the Indian market but also for global markets. The company has also set up a
global service resource centre (GSRC) and a global network operations centre (GNOC) in Bengaluru – its
largest such centres abroad. Moreover, as part of its localisation strategy, Huawei India has set up two
manufacturing plants in Chennai, India, that began production in 2012. The company also has contract
manufacturing with Flextronics Corp India.
Huawei India’s performance in 2012
During FY12, Huawei generated USD1.5 billion in revenues from its Indian operations. Of the total, the
Network Business segment accounted for around USD1.2 billion, while the rest came from the Devices
segment. The Network Business segment benefitted from the deployment of 3G and expansion of
networks by telecom operators. In the coming years, the company plans to profit from the launch of 4G
LTE services in India—it expects to win 50 per cent of the contracts. Huawei India also aims to benefit
from the Indian government’s USD3.6 billion national optical fibre network project.
Long-term commitment to Indian operations; plans investment worth USD2 billion
Huawei India has earmarked USD2 billion of investment for a five-year period from 2011 in order to
expand its Indian operations in manufacturing, R&D, CSR, and capacity building. As part of this
expansion plan, the company has commenced work to set up a new R&D facility in Bengaluru. The
facility is expected to begin in the second half of 2013 with an investment of USD150 million and would
employ over 5,000 professionals. The facility would be used to build technology targeted at the Indian
audience. In order to provide technical support to its clients, the company plans to establish a global
technology centre (GTEC)—its first outside China—in 2013.
Localisation has been a key factor in Huawei’s strategy of expanding its footprint in India. Since its foray
into India with the establishment of an R&D centre, the company has come a long way to become a
leading end-to-end ICT solutions provider. With the establishment of global service and operation
centres and further expansion plans, Huawei confirms India’s importance in its long-term growth plans.
3.1.2

ZTE Corporation

Established in 1985 and based in China, ZTE Corporation (ZTE) is engaged in providing end-to-end
services from designing, development, and production to distribution and installation of
telecommunications products and equipment. Considered as one of the leading providers of
telecommunications products and solutions globally, it offers a range of telecommunication hardware
platforms for wireless communications, wire-line switch and access, optical and data communications
systems, mobile handsets, data card products, and telecommunications software systems. The
company considers technology innovations as a crucial factor for its success. In line with this, it has set
up 18 state-of-the-art R&D centres across China, France, and India and employs more than 30,000
research professionals worldwide. Through its 107 subsidiaries committed towards innovation, the
company has remained the leading inventor of technology-related patents over the past two years, as
per the World Intellectual Property Organisation. ZTE’s clients include most of the leading telecom
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carriers worldwide. The company is also the world’s fourth-largest handset manufacturer.
ZTE entered the Indian market in 1999, offering products across its business segments. In 2003, the
company established a 100 per cent subsidiary in India called ZTE Kangxun Telecom Company India,
which was renamed ZTE Telecom India (ZTE India). Over the years, ZTE India has played a vital role in
providing advanced technology at affordable costs to the Indian telecom sector. ZTE India’s client base
includes three leading CDMA operators, namely Reliance Communications, Tata Teleservices Limited,
and Bharat Sanchar Nigam Limited (BSNL). The company has established 23 offices across the nation.
It has around 1,600 employees in India; of this, 1,000 are direct staffers, while the remaining are indirect
ones outside the company's payrolls6. Currently, India, which accounts for 10 per cent of the company’s
global revenues, is the largest contributor for ZTE globally after its home market China. In 2012, sales in
India totalled USD700 million, up from USD100 million in 2004.
ZTE India operates through its flagship manufacturing facility and R&D centre in India. The centre was
built with an investment of nearly USD1 million and commenced operations in 2005.The company
manufactures handsets as well as equipment across CDMA, GSM, DSL, and NGN domains at its factory
in Haryana, which covers more than 4,000 square meters of area. In 2012, the R&D facility was merged
with ZTE India’s Indian Engineering & Service Centre (IESC)—which provides support services for various
telecom projects—in a bid to cut costs. Showcasing its long-term commitment, the company set up a
National Network Operation Centre (NNOC)—its largest outside China—in 2009 to provide a unified
management platform that would help reduce overall cost for its Indian customers. Furthermore, the
Delhi-based Indian Engineering Centre (IEC) was established in 2010 to cater to the rising demand for
engineering services in the country. In 2011, ZTE made its Indian subsidiary the company’s global experts
resource hub for supporting technical resource requirements of its operations and subsidiaries
worldwide.
ZTE India aims at being perceived as an Indian brand
ZTE India aims to cater to the Indian markets using Indian talent. Around 85 per cent of the 1,500
employees are Indians, and one-third of the management positions are filled by Indians. ZTE India plans
to raise the level of localisation even further in the coming years. This is in line with ZTE’s perception that
local talent and R&D is pivotal in understanding local needs.
Shifting focus to Smartphones; plans to launch five smartphones in India by end-2013
Given the huge opportunity in India’s handset market, ZTE India plans to focus on its Smartphones
segment. Sales from phones account for around 10 per cent of the company’s total sales. ZTE India aims
to raise this share to 30 per cent and become one of the top three smartphone manufacturers in India
over the next few years. In line with this, ZTE India plans to launch a range of smartphones and tablets by
end-2013. These smartphones would be priced between USD105 and USD270. ZTE India has
collaborated with Pune-based Calyx Telecommunications to market these products across five states
initially—Maharashtra, Goa, Gujarat, Madhya Pradesh, and Chhattisgarh. The company also plans to
invest USD85 million7 to establish a robust distribution network. ZTE India aims to offer these devices
in 60 cities and towns through more than 7,000 touch points.
6
7

http://articles.economictimes.indiatimes.com/2012-10-27/news/34765204_1_zte-india-cui-liangjun-zte-corporation
Conversion rate: 1USD = INR 58.67
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ZTE’s India strategy revolves around low-cost handset manufacturing for local telecom operators and
handset manufacturers. Presently, there is a strategic shift in penetration into own-brand smartphones
sales.
Considerable investments in R&D along with localisation have been key strategies adopted by telecom
equipment manufacturers in India. Increased use of low-cost resources in the country to serve global
operations and service requirements has proved productive for the leading players in this segment.

3.2 Consumer Electronic Goods
Transnational electronic manufacturers are encouraged to invest in India due the following factors:


FDI up to 100 per cent is permitted under the automatic route in the electronics sector, except
aerospace and defence equipment manufacturing.



The National Electronics Hardware Manufacturing Policy is being implemented to promote setting
up of units in special economic zones, and reduce tariffs and duties to encourage FDI.



Setting up of Electronic Hardware Technology Parks is proposed.



India offers low-cost, efficient and technically skilled workforce for the electronics manufacturing
sector.



Demand for consumer electronics and mobile handsets is high due to rising disposable income.

South Korea based LG Electronics and Samsung Electronics
South Korean companies that have made a mark in the Indian electronics sector include LG Electronics
and Samsung Electronics. The two together dominate the electronic white goods segment in the country.
Figure 11
LG rules the Indian refrigerator market (2012)
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Figure 12
Samsung and LG have emerged as leaders
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LG and Samsung’s growth is driven by adoption of customisation strategy
Customisation of products according to local needs and focus on the Indian market are factors fuelling
growth of Samsung and LG. The companies heavily invested in local R&D and altered original designs
(manufactured for South Korean customers) to make them suitable for Indians. For instance, smaller
freezers in LG’s fridges catered to the large proportion of vegetarian Indians. For washing machines, LG
delivered directions in the local language, while Samsung included ‘sari’ wash cycles.
3.2.1

LG Electronics

Founded in 1958, LG Electronics is a South Korea-based multinational company headquartered in Seoul.
The company functions through five business segments: Mobile Communications, Home Entertainment,
Home Appliances, Air Conditioning, and Energy Solutions. LG entered the Indian market in 1997 through
its wholly owned subsidiary LG Electronics India. Over a period, LG has become one of the leading
brands across major market segments such as refrigerators, colour TVs, microwave ovens and washing
machines.
In 1998, LG India had set up a manufacturing plant with a facility of multi-product lines at Noida. In 2001,
LG India began manufacturing green refrigerators and established an assembly line for computer
monitors at its Noida facility. In 2004, the company inaugurated its second facility spread across 50
acres of land at Pune, Maharashtra. Moreover, LG India’s regional distribution strategy has been
instrumental in carving a niche for the company in the Indian market.
LG is currently the market leader in white goods in India. However, Samsung its closest competitor is
benefiting from its image of a high-end goods producer. Samsung is further ahead in terms of mobile
handsets and its best-in-class offerings in this segment have rubbed-off on its success in other
segments such as LCD/LED television sets.
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Customisation and regional distribution are two pillars of LG’s India strategy. LG is now focussing on
expanding its presence in the smartphones segment, which it considers a key growth area.
3.2.2

Samsung Electronics

Founded in 1938, Samsung Group is a South Korea-based multinational company headquartered in
Seoul. Established in 1969, Samsung Electronics is a wholly owned subsidiary of Samsung Group,
headquartered in Suwon, South Korea. Samsung has emerged as one of the world’s largest electronics
manufacturing companies. Products offered by Samsung Electronics include air conditioners,
computers, digital televisions, liquid crystal displays, mobile phones, monitors, printers, refrigerators,
semiconductors and telecoms networking equipments.
Samsung Group entered India in 1995 by setting up Samsung India Electronics (Samsung). The
economic liberalisation in India coincided with greater penetration of international (primarily western)
companies in South Korea. South Korean electronics manufacturers such as Samsung Group, LG and
Daewoo were therefore facing increasing competition at home. Samsung Group’s globalisation strategy
entailed setting up facilities that could serve all its major markets. India offered the advantages of a
large domestic market, cost-effective components, skilled manpower and a strategic location.
Samsung Group has set up manufacturing facilities in India. The first facility was set up at Noida, Uttar
Pradesh in 1995 and the company entered the market with colour television sets. During the following
decade Samsung has consolidated its market position and expanded its product offering. To support the
growing demand from southern part of India, Samsung established the second manufacturing complex
at Sriperumbudur, Tamil Nadu in 2007. Samsung has also set up two R&D Centres – Samsung India
Software Centre (SISC) at Noida, near Delhi and Samsung India Software operations unit (SISO) in
Bengaluru. Currently, it employs around 6,000 people across its R&D Centres.
Over the period, Samsung has made huge investments in its two manufacturing facilities. Between April
2000 and December 2012, Samsung Group has invested nearly USD57 million in India, primarily at its
Noida facilities.
Along with its globalisation approach, Samsung group’s India strategy comprises product customisation
for catering to local markets. Moreover, the company continues to reiterate its commitment towards
Indian markets by constantly investing and expanding its product portfolio.
3.2.3

Haier Corporation

Headquartered in China, Haier Corporation (Haier) is one of the leading consumer electronics and home
appliances companies in the world. Founded in 1984, the company has successfully transformed itself
from the brink of bankruptcy in early 1980s to a renowned brand globally. Haier manufactures air
conditioners, mobile handsets, desktops, kitchen appliances and televisions, among others. In the home
appliances segment, the company produces devices under 96 categories in more than 15,100 different
specifications. With over 80,000 employees worldwide, it operates through 21 industrial complexes, over
30 production facilities, 61 trade companies, 10 design bases and five R&D centres. The Haier brand had
captured the largest global market share of 7.8 per cent in white goods in 2011. Haier has been awarded
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as the leading global home appliance brand for four consecutive years8 and ranked eighth in the Most
Innovative Companies 2012 list9 .
One of the key factors driving Haier’s success is its aggressive globalisation strategy launched in 1990s.
Since its inception, the company has expanded from its home market China to various markets in
Europe, North America and Southeast Asia. Haier India, a wholly owned subsidiary of Haier, commenced
commercial operations in January 2004.
Haier began by importing and went on to own a manufacturing facility in India
In India, Haier initially imported high-end products and sourced low-end items from local manufacturers.
The company had also partnered with Voltas India, Whirlpool India, Fedder Lloyd India and Anchor
Daewoo for contract manufacturing. However, Haier gained a footprint in local manufacturing in India in
2007 by acquiring Daewoo Industries’40-acre plant in Pune, India. The facility is equipped to
manufacture refrigerators, CTVs and washing machines. Manufacturing of other appliances is being
outsourced. The facility was upgraded to include an R&D centre for washing machines. Apart from
serving customers in India, the plant is a sourcing hub to various regions in Africa, the Middle East, and
South and West Asia. Haier’s sales from India grew to USD240.6 million* in 2012 from USD70.9 million
in 2005.

8
9

Euromonitor
Boston Consulting Group

Success of International Corporate Entities: Asia Pacific

26

……………………………………………………………………………………………………………………………………………...........................
Figure 13
Haier’s journey in India
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Key to success in India – adoption of localisation strategy
Haier achieved one of the leading positions in the electronics sector in India by implementing a
localisation strategy, where the company has undertaken R&D, manufacturing and marketing activities
considering local demand. Since its foray in the market in India, the company has invested more than
USD100 million in the country. Haier invested USD22.2 million in 2010 to revamp the capacity of facilities
and expanded it with additional lines to manufacture air conditioners and washing machines. Another
USD9.5 million was invested in 2011 to double the production of refrigerators and triple that of washing
machines by 2013. The present installed production capacity of refrigerators and washing machines is
1.5 million units and 100,000 units, respectively. The company has also developed its current distribution
channel, which has around 4,500 retail outlets across India.
The marketing campaign, You Inspire Us, launched in 2010 which means that all the Haier India
products are inspired by Indians, reiterates its localisation strategy. Haier rolled out products targeting
Indian audience. It was the first company to launch Bottom-Mount Refrigerator (BMR) technology, and
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patented Double-Drive technology for washing machines, a unique offering targeting the electronics
sector in India. Some of the products unique to Indian customers are Dual Tech refrigerators that
combine the technology to convert freezer to refrigerator with French door and BMR, and 3-door
refrigerators with a convertible compartment. The company launched around 79 products across six
segments in 2013, targeting Indian customers.
Focused on brand building and better visibility for capturing a larger market share
After its successful 2010 campaign, Haier India earmarked USD17 million* for advertising campaign in
2013. The annual 30 per cent jump in its advertising allocation is to change the Indian perception of its
brand. The company aims at shifting its image to a mid-priced brand from a low-priced one. However,
Haier India continues with its strategy of selling premium range of products for at least 5 per cent lower
prices compared to high-end products of its counterparts in South Korea. This is in line with its strategy
to be considered as a mid-priced brand, targeting the electronics sector in India. The company also aims
at expanding its dealer network alongside the quality of products. In line with this, Haier India expanded
its network to 6,000 multi-brand outlets. The company plans to increase the number of experience
centres to 275 by 2014 from the current 170 to enhance visibility.
Expects robust growth in 2014 and aims at manufacturing all products locally by 2016
Haier targets a 43 per cent annual rise in turnover from Indian operations to USD340 million* in 2013
from USD240.6 million* in 2012. In 2012, refrigerators and freezers accounted for one-third of total
revenue, while the remaining was contributed by LEDs and liquid crystal displays (LCDs), airconditioners,
dish washers and microwave ovens, among others.
Though Haier India’s existing facility in Pune manufactures some products, the company aims at
manufacturing all products in India by 2016. In line with this, the installed capacity of its unit in Pune
would be doubled by 2014. Furthermore, another unit to manufacture washing machines is being
planned in South India. The plant would be used as an export hub for some of its markets such as the
Middle East and Africa.
Haier’s India strategy revolves around building brand value and expanding its distribution network in the
country. Similar to other competitors, localisation remains at the core of Haier’s success in India. From
partnering as a contract manufacturer to acquiring and expanding manufacturing facility, Haier India
has successfully evolved to become a leading electronics manufacturer and an export hub for other
markets.
3.2.4

TCL Corporation

Headquartered in China, TCL Corporation (TCL) is one of the leading technology innovators in the fields
of consumer electronics, mobile communications and home appliances. The company operates through
four business segments: Multimedia, Communications, Home Appliances and Techne Electronics. TCL
is one of the largest manufacturers of flat panel TVs, DVD players, air conditioners, and GSM, CDMA
mobile phones globally. Moreover, the company has interests in businesses such as real estate and
investment, and logistics and services. With over 50,000 employees across 80 operations worldwide,
TCL has established 20 manufacturing facilities, 18 R&D hubs and more than 40 sales offices. The
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company’s products and solutions are offered to over 100 million consumers globally.
Through its wholly owned subsidiary TCL India Holdings Pvt Ltd (TCL India), TCL entered India in 2004.
TCL India has been an original equipment manufacturer to various consumer electronics and appliances
companies in the country. The company offers products such as televisions, LCDs, washing machines,
air conditioners, DVD players and kitchen appliances in India. Furthermore, TCL India offers servicing
through 146 service franchises. The company expanded to 20 branches with a dealer network of over
5000 in India. In 2010, TCL India announced plans to invest USD30 million to expand its distribution
network due to rising demand for consumer electronics in India. The company entered into an
agreement with Videocon in FY11 to supply air conditioners, LCD and televisions.
Unlike its peers, TCL focusses on marketing and distribution instead of manufacturing.
3.2.5

Panasonic Corporation

Founded in 1918, Japan’s Panasonic Corporation (Panasonic) is one of the largest manufacturers of
electric and electronic products globally. The company produces home appliances, audio and video,
computer peripherals, telecommunications, industrial equipment and electronic parts. Panasonic
comprises over 634 companies, manufacturing and marketing a wide range of products under the
Panasonic brand. The company recorded consolidated net sales of USD77.61 billion for the year ended 31
March 2013.
Panasonic commenced operations in India in 1972. With about 12,650 employees across the country, the
company runs 134 exclusive brand shops, 27 Panasonic Premium Partner Program (P4) outlets and 1184
unique service centres to provide one-stop solutions across India. It also has 28 branch offices.
Panasonic’s revenue has grown 200 per cent in the past three years in India; it registered sales of
USD1,042 million in FY11 and estimates a turnover of USD1,940 million in FY12. Panasonic India aims to
become the largest electronics and durables brand in the country by 2018.
Panasonic’s sister companies in India are:


Panasonic Appliances (PAPIN) – Established in 1988, the company manufactures, imports, markets
and sells kitchen and small domestic appliances. PAPIN is headquartered in Chennai, Tamil Nadu.



Panasonic AVC India (PAVCI) – Founded in 1996, the company manufactures CRT TVs and LCDs.
PAVCI is based in Noida, UP.



Panasonic Energy India Co, Ltd (PECIN) – Established in 1972, the company manufactures and sells
dry cell batteries. PEIN is based in Baroda, Gujarat.



Panasonic Carbon India (PCIN) – Founded in 1982, the company manufactures and sells carbon rods.
PCIN is based in Chennai, Tamil Nadu.



Anchor Electricals – Established in 2007, the company is a wholly owned subsidiary of Panasonic
Electric Works. The subsidiary manufactures over 3000 products under 20 major product groups
including switches and wiring devices, wires and cables, circuit breakers and protection devices,
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fans, lights and luminaries.
Strengthening presence in India by catering to local needs
Panasonic first entered India in August 1972 by launching batteries and audio products. The company
gradually expanded its presence to small appliances such as rice cookers and mixer grinders, and
eventually to televisions in 1994. Panasonic’s presence in India was through two brands: National and
National Panasonic. However, a strong entry by Korea-based firms LG and Samsung that offered lowcost products to win over the value-conscious Indian market weakened Panasonic’s position in the
country.
Panasonic re-entered the electronics sector in India in 2008, when the company's senior global
directors highlighted Korea and India as markets where its share accounted for less than 10 per cent.
The company commissioned an extensive market research and concluded it needed a dedicated
strategy to win in the country. This led to creation of India Project, which worked to strengthen product
line-up with localised products, targeted the entry-level segment with mass products to drive volumes,
and increased the brand appeal as well as retail reach. Consequently, the company's market share
across products rose to about 5–6 per cent in 2011 from 1–2 per cent in 2010.
Shifting focus from niche to mass category
Panasonic India stated it is likely to focus aggressively on Tier III markets in the country by FY14. The
company would shift its focus from niche products to mass segment products and evaluate new channel
partners to increase its reach in smaller towns. The company currently has 8,500 dealers and 134
standalone stores, with plans to take the exclusive store count to 200 by end-2013. Furthermore, it
stated non-Tier-I towns currently account for 15 per cent of the consumer products segment’s revenue
and is expected to reach nearly 30 per cent by 2013. The consumer products division reported a turnover
of USD640 million in FY12.
Planned investments to help double revenue in FY13
Panasonic intends to increase market share to 10 per cent by 2012 and 25 per cent by 2018. It targets
revenue (including exports) of USD2 billion by FY13 and USD5 billion by FY15. The company relies on
India and Brazil businesses to help make its TV business profitable by March 2016.
To support growth, Panasonic aims to double the contribution of the B2B segment to India’s overall
revenue by 2015. Furthermore, the company would be introducing a range of new products such as
energy solutions, security and surveillance systems, solutions products and IT products. The company
recently invested USD300 million for setting up an R&D and manufacturing facility in the country; it has
also invested on various marketing initiatives. Additionally, Panasonic inaugurated its largest
manufacturing unit in Jhajjar (Haryana) in December 2012. At an investment of about USD200 million,
the new unit is well equipped for manufacturing air conditioners, washing machines, and welding and
cutting machines over five years. The company plans to further invest more than USD300 million over
the next three years.
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In April 2013, Panasonic’s Global President Kazuhiro Tsuga met business heads of Tata Group and
Reliance Industries to build business partnerships in India including opportunities for joint
manufacturing and product development.
Panasonic’s India strategy has gradually evolved from small appliances to a wide range of products and
from niche markets to mass segment. The company has been aggressively focussing on non-tier I cities
since its re-entry into the Indian consumer electronics market.
3.2.6 Sony Corporation
Incorporated in May 1946, Japan-based Sony Corporation (Sony) is engaged in the development, design,
manufacture and sale of various kinds of electronic equipment; instruments; and devices for consumer,
professional and industrial markets, as well as game consoles and software. Sony’s primary
manufacturing facilities are located in Japan, Europe and Asia. It also utilises third-party contract
manufacturers for certain products. Sony’s products are marketed globally by sales subsidiaries and
unaffiliated distributors, as well as direct sales through the Internet.
Sony’s Consumer Products Service (CPS) segment offers LCD televisions, cameras, audio and video
equipment, personal computers (PCs), personal navigation systems, game consoles and software. The
Professional Device Solution (PDS) segment provides audio, videos and monitors for broadcast and
commercial use, image sensors and other semiconductors, optical pickups, batteries, data recording
media and systems. The company’s Movie and Music segments mainly offer software and animation
works. Its finance segment provides life and non-life insurance, banking services and credit finance
services, while Sony Mobile offers mobile phones.
Sony established operations in India in November 1994, focusing on the sales and marketing of Sony
products in the country. In less than 20 years, the company became one of the leading consumer
electronics brands in India. It has a footprint across major towns and cities in the country through a
distribution network comprising over 10,400 dealers and distributors, 270 exclusive Sony outlets and 23
direct branch locations. Sony India also has a strong service presence across the country with 255
service outlets.
India has emerged as Sony’s fourth largest market
In December 2012, Sony’s Indian operations emerged as its fourth largest market globally, overtaking
businesses in Brazil and Russia. The top three positions are held by the US, China and Japan. The
improvement in its global ranking was driven by slowing demand in developed nations. Sony India
registered robust revenue of over USD1.2 billion during the nine months between April-December 2013.
The company believes it is on track to treble its turnover from India to USD4 billion by 2015.
Sony India’s improved ranking comes at a time when Sony reported 9.58 per cent decline in global sales
and net loss of USD5.8 billion for the year ended 31 March 2012 due to unfavourable foreign exchange
rates, adverse impact of Tsunami in Japan, and a weak market sentiment in developed nations. On the
other hand, Sony India (estimated to contribute 5–10 per cent to the company’s global revenue) has
emerged as the company’s fastest growing division in the world.
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Introducing affordable products to tap growing demand in smaller cities, towns
To expand its presence in the country, Sony plans to customise products to meet demand of Indian
customers. It would release low-cost small screen Bravia TV sets to tap demand in smaller cities and
towns in FY14. The company forecasts Tier 2 and Tier 3 cities to increase volume, while sales of high-end
products in larger metros are expected to boost revenue margins.
Aiming for the top three position in India’s smartphone market
Sony aims to be among the top three players in the smartphone market in India by boosting market
share to about 15–16 per cent by 2015–16 from the current 9 per cent. The company also aims to triple
mobile phone sales in India to USD700 million in FY14, driven by new phone launches under the Xperia
brand.
Considering launching manufacturing operations in India
While Sony India does not have any immediate plans to start full-fledged manufacturing operations in
the country, it intends to begin manufacturing PlayStation 3 (PS3) games at Sony’s DADC Manufacturing
India plant at Mahape in Navi Mumbai. Established in 1996, Sony DADC is a wholly owned subsidiary of
Sony and manufactures optical discs. The company stated it may also consider manufacturing the PS3
video game console in the future. Currently, it is looking at converting the existing plant into a blue-ray
replication one and adding a number of new lines to manufacture the games locally.
In the absence of manufacturing facility, Sony’s India strategy is focussed on a wide distribution network
and strong service presence. Contrary to other players, Sony‘s portfolio includes high-end standard
products. However, to increase its presence in the country, the company plans to shift towards a lowcost and customised product range.
3.2.7

Canon Inc

Headquartered in Tokyo (Japan), Canon Inc (Canon) is a major player in professional and consumer
imaging equipment and information systems. Its products include copying machines, inkjet and laser
printers, cameras, video equipment, medical equipment and semiconductor manufacturing equipment.
Originally established in 1937 as a camera manufacturer by the name Precision Optical Industry Co Ltd,
Canon has diversified to become a leading player in professional and consumer imaging systems and
solutions. With over 200,000 employees worldwide, the company has manufacturing and marketing
subsidiaries in Japan, the Americas, Europe, Asia and Oceania, and a global R&D network with
companies based in the US, Europe, Asia and Australia. Canon's consolidated net sales totalled USD45.6
billion in FY2011 (ended December 31, 2011).
Canon India Pvt Ltd is a wholly owned subsidiary of Canon Singapore Pvt Ltd Established in 1997, Canon
India markets over 140 comprehensive sophisticated contemporary digital imaging products. It focuses
on various market segments of consumer, SME, B2B, government and commercial, with a product
portfolio extending over copier MFDs, fax-machines, printers, scanners, all-in-ones, digital cameras,
DSLR, cinematic imaging products, camcorders, cable ID printers and card printers. With over 1100
employees, the company currently has offices in 10 cities and warehouses in 13 towns across India.

Success of International Corporate Entities: Asia Pacific

32

……………………………………………………………………………………………………………………………………………...........................
It has about 400 primary channel partners, 14 National Retail Chain partners and over 6,000 secondary
retail points. Canon India has over 93 own retail stores, called Canon Image Square, across 48 cities in
the country. Its service reach extends to over 2800 towns with over 200 service engineers, seven Canonowned service centres and 37 Canon Care Centres. Canon India reported revenue of USD370 million in
2012, up 21 per cent over the previous year.
Canon established a India Software Development Centre (ISDC), one of the six technology centres set up
by Canon globally, in 1999 with an investment of USD2 million. It started a Design Centre, an extended
arm of ISDC, in Bengaluru in 2008 to focus on product design and VLSI engineering. The centre is
capable of handling activities ranging from defining new product features, development and QA to
product releases. The activities encompass low-level device drivers for silicon validation, BSP and
system software for various real-time and embedded operating systems. Additionally, Canon set up a
Centre of Excellence (CoE) in 2004 to offer IT e-solutions to businesses worldwide by undertaking
offshore and onshore project developments in India. Although the initial objective of the CoE was to cater
to the Canon Group of companies worldwide, the company aims to spread its reach beyond Canon.
Aggressive marketing strategy to increase market share in India
Canon India has developed robust plans including an aggressive marketing strategy, new product
launches, attractive pricing and retail expansion to achieve an overall target of 25 per cent market share
in digital compact camera and 45 per cent in Digital single-lens reflex (DSLR) camera in 2013. This is
expected to help the company generate revenue of USD430 million by the end of 2013, up 15 per cent
from USD370 million in 2012. Furthermore, revenue from Canon Image Square is expected to increase
25 per cent year-on-year to USD30 million in 2013. Canon India is investing heavily in retail expansion
and plans to open 50 Canon Image Square stores in 2013 to reach a total of 150 stores in 70 towns.
Currently, Canon holds a market share of 40 per cent in the DSLR category and 20 per cent in the digital
compact camera segment. With the new initiatives, which would cost the company USD20 million in
2013, it expects to increase market share by 5 per cent each in DSLR and digital compact camera
categories.
Focus on enterprise and commercial markets
Canon India plans to focus on enterprise and commercial markets in India in 2013 to de-risk from
slowing sales of consumer cameras. In line with this, the company is planning to expand its presence in
commercial printer, movie cameras and medical imaging segments, with a growth target of more than
27 per cent in 2013.
Canon India estimates the in-studio printer market to be over USD10 million by end-2013. The company
aims to target 50 per cent of market share as it estimates half of ~10,000 professional photographers in
India are Canon users.
Rapid retail store expansion to boost revenue
Canon India plans to expand its retail stores to 300 by 2015 as the company aims to double revenue from
the segment to over USD70 million in the next three years. The company, which currently has 100 Canon
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Image Square stores in around 50 towns across the country, plans to add more stores to display its
entire camera product range.
Working towards being a billion dollar firm by 2015
Canon intends to invest around USD200 million over the next five years to achieve its target of becoming
a billion dollar firm by 2015. Around 80 per cent of the proposed investment would be used for
promotions and other marketing activities, while the remaining 20 per cent for improving marketing
infrastructure such as setting up Wi-Fi zones and exclusive showrooms. Funding for the investments
would be met through internal accruals and contributions from the parent company.
New product launches with continuous innovation and aggressive marketing has marked Canon’s
strategy for Indian operations. Slowing retail sales has led Canon to focus on the commercial and
enterprise segment, though the company has reiterated its commitment to retail segment with plans of
tripling its retail store count by 2015.
3.2.8

Nikon Corporation

Founded in 1917, Nikon Corporation has three reportable segments: Precision Equipment, Imaging
Products and Instruments. The Precision Equipment segment provides products and services of
integrated circuits (IC) steppers and LCD steppers. Imaging Products offers products and services of
imaging products and its peripheral domains such as digital SLR cameras, compact digital cameras and
interchangeable camera lenses. Instruments provides products and services of microscopes, measuring
instruments and inspection equipment. As of March 31, 2012, the company had 86 subsidiaries and 11
associated companies. It recorded net sales of USD9.8 billion over FY2012–13, up 33 per cent from the
previous year. Imaging Products and Precision Equipment contributed 62 per cent and 26 per cent,
respectively, to the company’s net revenue.
Nikon India, a wholly owned subsidiary of Nikon Corporation (Tokyo), was incorporated on May 01, 2007.
The company distributes, markets and services a complete range of Nikon imaging products, the newly
introduced Nikon Sport Optics and Nikon Instruments. Nikon imaging products include Nikon D-SLR as
well as its compact camera, Nikon COOLPIX, Nikon 1 camera system, and a range of NIKKOR lenses and
accessories. The company has offices in Mumbai, Kolkata, Bengaluru, Delhi and Gurgaon. It is also
strengthening its sales and services network across India. The company has established five Nikonowned service centres, 25 authorised service centres (ASCs), 57 Nikon collection centres, and over 3000
dealer base for customers’ complete service and support. Nikon has also set up 111 COOLPIX and D-SLR
zones pan India, which showcases an entire range of D-SLR cameras, COOLPIX cameras, Nikon 1, an
elaborate range of NIKKOR lenses and Nikon Sport Optics.
Vying for a higher market share in digital compact camera and DSLR segments
Nikon currently holds 55 per cent market share in the digital SLR (DSLR) segment and 27 per cent in
compact cameras. The company aims to maintain the share in the DSLR segment, while increase the
share in the digital compact camera segment to 30 per cent. As per Nikon’s estimates, DSLR and digital
compact camera segments in India stand at 240,000 units and 2.7 million units annually, respectively.
DSLR and digital compact camera segments are likely to grow to 300,000 units and around 3 million
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units, respectively, in FY13. To raise its market share in digital compact camera to 30 per cent, Nikon
India would increase its marketing budget to USD30 million over FY2012–13 from USD20 million during
FY2011–12. Additionally, it plans to increase the number of multi-brand outlets that stock products to
3,600 stores by March 2014 from the current 3,000. Considering the growing population and number of
people moving from compact to DSLR, the company expects the DSLR segment to grow 40–50 per cent
annually over the next five years.
Focus on increasing India’s contribution to global revenues
Nikon India is expected to register revenue of USD210 million in FY13, up about 40 per cent from USD150
million in FY12. The company hopes to increase revenue to around USD230 million during FY14 as its
new product range fuels demand. India is likely to contribute 2 per cent to global sales during FY2012–13.
Nikon expects the country’s contribution to global revenue to grow to 5 per cent within the next three
years.
Consider setting up manufacturing facilities in India
Nikon India currently imports products from its parent company's three plants in Japan, Thailand and
China. The company may consider setting up an assembly line in India in future depending on demand
for its products, though there are no immediate plans for the same.
Having revamped its distribution strategy, Nikon India has adopted the shop-in-shop retail concept to
enhance customer interface by creating exclusive camera zones all over the country. Increasing the
number of multi-brand outlets is a priority for the company in the near future.
3.2.9

Mitsubishi Electric Corporation

Headquartered in Tokyo, Japan, Mitsubishi Electric Corporation manufactures and sells electric and
electronic products globally. It operates across five primary sectors: Energy and Electric Systems (power
generation plants, supervisory systems and escalators), Industrial Automation Systems (programmable
controllers, measurement and control systems), Home Appliances (air-conditioning systems, TVs and
Blu-ray disc recorders), Information and Communication Systems (satellites, wireless systems and
network systems), and Electronic Devices (power devices and LCD displays). The company has
operations in about 40 countries, with majority of sales coming from Japan.
Mitsubishi Electric began operations in India in mid-1950s. However, it established Mitsubishi Electric
India Pvt Ltd just in October 2010 to coordinate sales and accelerate its business expansion in India. The
new company plans to initially engage mainly in sales, marketing and after-service of air conditioning
systems, factory automation systems and power device businesses. Mitsubishi Electric aims to
strengthen these operations in India, while supporting its social infrastructure-related businesses such
as power generation and distribution, railway equipment, and elevator and escalator businesses.
Mitsubishi Electric India's turnover currently totalled USD50 million. The company's revenue is expected
to increase to more than USD200 million by the end of March 2014, although just 20 per cent of the
projected revenue would come from selling products manufactured in India.
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Setting up a greenfield plant in India
After limiting its activities to distribution for 17 years in India, Mitsubishi Electric India, in January 2012,
stated it is considering to establish a greenfield plant in Pune.
Mitsubishi Electric acquired Pune-based Messung Group, a manufacturer of programmable logic
controllers (PLCs) and human machine interfaces (HMIs), in January 2012. In addition to a strong sales
and service network, Messung Group has an R&D facility and a factory automation products
manufacturing unit. Mitsubishi plans to leverage Messung Group's expertise in sales and manufacturing
to strengthen solution business and penetrate more deeply in India.
Expanding factory automation business in India
In February 2013, Mitsubishi Electric India announced it would host a factory automation (FA)
development centre in its Pune branch for business expansion in India. The development centre, which
was scheduled for launch on March 1, 2013, would strengthen R&D functions in the FA business to
better meet needs in the growing Indian market. The Indian FA Development Centre would develop
PLCs and HMIs by collaborating with Mitsubishi Electric India's marketing division. In cooperation with
Mitsubishi Electric’s FA development centres, it would develop basic technologies common to diverse FA
products worldwide. The company aims to grow in line with India's rapidly expanding FA market,
especially in the fields of automotives, textiles, pharmaceuticals and food and beverage. Mitsubishi
Electric India targets USD160 million in annual FA sales in India by March 2016.
Commencing sub-assembly of A&D inverters in India
In March 2013, Mitsubishi Electric launched a sub-assembly of A&D inverters in India. With this, the
company plans to increase its market share in India to 15 per cent by FY15 from the current 10 per cent.
Mitsubishi Electric India plans to manufacture 1,50,000 units in the next three years with an investment
of USD3 million.
Forming a joint venture to tap elevator market in India
In March 2013, Mitsubishi Electric formed a joint venture (JV) with Dubai-based ETA Group to set up
Mitsubishi Elevators ETA India Pvt Ltd to manufacture, distribute, install and maintain elevators for
premium residential apartment complexes and industrial buildings in India. Since 1995, Mitsubishi
Electric has been distributing elevators and escalators through a local company ETA Melco Engg. Pvt
Ltd; the new JV has now bought the entire operations of ETA’s ~USD20 million business. The company,
which was thus far focusing on the premium commercial segment, would now focus on the premium
residential division and the middle segment in Tier 2 and Tier 3 cities. India is currently the second
largest elevator market with 44,000 units, behind China.
Mitsubishi’s India strategy is focussed on inorganic expansion through a closer partnership with
domestic players and strengthening collaboration with Japanese clients operating in the country.
The consumer electronics segment in India is largely dominated by Asia-Pacific players due to their
flexibility in product customisation to meet local needs. Huge investments in local R&D to design
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products suitable for Indian requirements have served them quite well. Companies without
manufacturing facilities in the country focus on expanding distribution channels and service presence
across the country.

Automobiles

3.3

Japan’s Toyota, Honda, Suzuki and Yamaha are the prominent players operating in the Indian
automobile sector. Following factors have encouraged foreign automobile manufacturers to invest in
India:


In 1991, foreign direct investment (FDI) was permitted in the automobile sector after Government of
India liberalised its policies. In 1993, FDI was also permitted in the passenger car segment of the
industry. Over the years, norms for foreign investment and import of technology have been
liberalised for the manufacture of vehicles. At present, 100 per cent FDI is permissible under the
automatic route in this sector, including passenger car segment.



Demand for automobiles in India, especially in the passenger car segment, remains untapped and
this is growing with rising aspirations.

3.3.1

Suzuki Motor Corporation

Founded in 1909, Suzuki Motor Corporation (SMC) is engaged in the design, manufacture and marketing
of motorcycles, automobiles, and marine and power products. It provides passenger cars, commercial
vehicles, motorcycles, all-terrain vehicles, outboard motors, electro senior vehicles and houses, as well
as engines for snowmobiles. The company also offers motorised wheelchairs, boats and industrial
equipment. During the year ended March 2013, Suzuki Motor’s sales stood at USD27.4 billion, up 2.6 per
cent from the previous year. Japan accounts for nearly 45 per cent of sales.
Suzuki’s journey in India can be summarised as follows:


In India, Maruti Udyog Limited (MUL) was incorporated in February 1981 through an Act of
Parliament to design, manufacture and assemble small cars for the masses. The Indian government
was seeking an active foreign collaborator; from among seven prospective partners worldwide, it
chose SMC due to its know-how in small car manufacturing.



In October 1982, MUL signed a licence and a Joint Venture agreement with SMC, under which it
acquired 26 per cent share of the equity, with an option to raise it to 40 per cent.



MUL commenced production in record 13 months, and Maruti 800 became the first car to be
launched in 1984. With an engine capacity of 796 cc and high fuel efficiency, the car was an extremely
competitive proposition. In fact, during 1986–88, the waiting period for the car exceeded one year.



Suzuki then exercised the option to raise its equity to 40 per cent in 1987 and raised it further to 50
per cent in 1992 following the liberalisation of Indian economy. In 2002, the government decided to
hand over management control of MUL to SMC for a consideration of USD200 million.
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Competition became stiff in the late 1990s after Korea-based Hyundai entered India with Santro and Tata
Motors introduced its passenger car Indica. With increasing competition, the company’s hold on the
market began to weaken and its market share fell from 80 per cent in 1995 to 70 per cent in 2001. In this
backdrop, Maruti introduced Alto, its largest selling car for seven years, beginning from 2005–06 to
2011–12. After the introduction of a newer version in 2010, Maruti’s Alto became the world’s largest
selling small car. It also launched models such as Omni, 1000, Zen, Esteem, WagonR, Gypsy, Alto,
Baleno and Vitara, targeting different customer segments.
Maruti Suzuki India Limited (MSIL) – SMC’s 56.2 per cent -owned Indian subsidiary – is primarily involved
in manufacture, purchase and sale of motor vehicles and spare parts. MSIL is ranked as the 10th largest
car-maker worldwide. It offers 14 models with over 200 variants across industry segments like
passenger cars, utility vehicles and vans. The company is also engaged in facilitation of pre-owned car
sales, fleet management and car financing. MSIL has five plants in Gurgaon and Manesar (Haryana),
allowing the company a production capability of 1.55 million units per annum. The company’s passenger
cars include Alto, Alto-K10, A-star, WagonR, Swift, Ritz and Estilo, off-roader Gypsy, SUV Grand Vitara
along with the sedans SX4, Swift DZire and Kizashi. During the fiscal year ended 31 March 2012, MSIL,
India’s largest car-maker, sold over 1.13 million vehicles, including 127,379 units of exports.
Indian subsidiary’s high contribution to total profits
MSIL contributes more than 30 per cent to SMC's global sales and about 40 per cent to its global
profitability. SMC plans to increase focus on India amid rising demand by emerging countries. In fact,
MSIL manufactured more cars than the 1.1 million vehicles SMC manufactured in Japan in 2012. Of the
total 2.9 million vehicles produced by SMC globally in 2012, the Indian subsidiary produced 1.1 million
vehicles.
New Gujarat plant to raise production
In June 2012, MSIL signed a State Support Agreement (SSA) with Gujarat government for the purchase
of land near Mehsana to set up its new manufacturing facility. The company plans to invest about
USD800 million in the initial phase for procuring 700 acres of land and setting up the new
manufacturing facility. This will also lead to the company’s ancillary suppliers investing a similar amount
to establish a vendor park near the facility. The new unit, expected to be commissioned by 2015–16,
would have the capacity to roll out 250,000 units every year in the beginning. Future expansion plans at
the unit would be chalked out in line with market conditions to meet demand in the domestic industry
and also to meet export commitments.
MSIL plans to continue increasing its production capacity at the Manesar facility, where a third assembly
line is expected to go on stream by 2013–14. Overall, the company would have the capacity to produce
two million units from across its three plants in Gurgaon, Manesar and Mehsana by 2015–16.
Aims to become India’s largest car exporter
MSIL, currently the second-largest car exporter after Hyundai, is preparing a strategy to become India's
largest exporter of passenger cars, by building a base for manufacturing 3 million cars by 2020, which
includes at least 10 new vehicles across segments, including the light commercial segment. For this, the
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company is setting up a high-level management team for monitoring the progress of this new project.
The parent company and MSIL will pool together their resources to generate new platforms and models
for the future. With this move to build new capacities, the company will retain market leadership in India
at competitive prices for overseas markets.
Indian operations are key to Suzuki’s new global strategy of ‘small cars for a big future’ as the company
is focussing more towards fuel-efficient mini cars instead of sedans and SUVs. By reiterating its focus on
emerging economies, Suzuki is targeting rural India to increase its sales.
3.3.2

Honda Motor Company Limited

Incorporated in September 1948, Honda Motor Co Ltd (HMCL), together with its subsidiaries, is engaged
in the development, manufacture and distribution of motorcycles, automobiles and power products
worldwide. The company’s business segments are motorcycle, automobile, financial services, power
product and other businesses. Almost 70 per cent of Honda Motor’s sales come from outside Japan.
In 1984, HMCL entered the two-wheeler market in India through a joint venture with Kinetic Engineering
Limited (KEL). KEL launched Kinetic Honda, a scooter with modern features such as variomatic gearless
transmission, self-start, among others. In the same year, HMCL entered into another joint venture with
the Hero Group to form Hero Honda Motors Ltd (Hero Honda). HMCL bought a 26 per cent equity stake
in the joint venture and increased it to 50.9 per cent by 1993, as growing motorcycle sales strengthened
the relationship between the two companies.
HMSI’s enhanced product portfolio increased the conflict between Hero Honda and HMSI. The Hero
Group’s global expansion plans were also hampered because of its agreement with Honda. Ultimately,
Hero Group and HMCL parted ways in 2011.
Honda’s largest India subsidiary
Honda Cars India Ltd (HCIL) is Honda’s subsidiary for manufacturing, marketing and distribution of
passenger cars in India. The company was formerly known as Honda Siel Cars India Ltd and began
operations in December 1995 as a joint venture between Honda Motor Company and Usha International
of Siddharth Shriram Group. In August 2012, Honda bought out Usha International's 3.16 per cent stake
for USD32.5 million. Subsequently, the company officially changed its name to HCIL and became a 100
per cent subsidiary of Honda. It has production facilities at Greater Noida (Uttar Pradesh) and Bhiwadi
(Rajasthan). In India, the company made a total investment of USD324 million in the Greater Noida plant
and USD156.8 million in the Tapukara plant.
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Table 2
Overview of Honda’s network in India
Holdings

Particulars

Subsidiary

Honda Siel Power Products Ltd

Activities

Manufacture and distribution of power products

Established

May-85

Subsidiary

Honda Cars India Ltd

Activities

Manufacture and distribution of automobiles

Established

December-95

Subsidiary

Honda Motorcycle & Scooter India (Pvt) Ltd

Activities

Manufacture and distribution of motorcycles

Established

August-99

Subsidiary

Honda R&D (India) Pvt Ltd

Activities

Research and development of motorcycles and power products in India

Established

June-03

Subsidiary

Honda Motor India (Pvt) Ltd

Activities

Wholesale of service parts and accessories for Honda products

Established

September-06

Source: Aranca Research

Increasing investments to ramp up activity in India
In April 2013, HCIL announced an investment of USD500 million at its Tapukara plant in Rajasthan, and
the launch of five new models for the Indian market in the next three years. At Tapukara, the company
plans to set up a new assembly line for cars with an installed annual capacity of 120,000 units, a new
diesel engine component production line and a forging plant. The new plant is expected to begin
operation in 2014; with this plant, the total installed production capacity of HCIL will be doubled to
240,000 units per annum by 2014.
Launching new car models to increase market share
Honda intends to gain market share by introducing products in booming segments to increase volumes
and taking on competitors such as Maruti Suzuki and Hyundai. It started selling its Brio model in 2011,
marking the company’s entry into the small car segment that accounts for 70 per cent of the local Indian
market. Recently, it also unveiled Amaze, a sub 4-metre car. The company is now focussing on the
fastest growing utility vehicle segment, which will witness introduction of an MPV and a compact SUV.
Honda targets annual volumes of around 35,000 units with the Brio MPV. The company is also expected
to increase localisation to offer competitive pricing. Additionally, it announced plans to develop diesel
engines with capacity lesser than the 1.5 i-DTEC to power entry-level cars, indicating that it is
aggressively taking on a range of segments in the Indian market.
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New two-wheelers to reinforce foothold in Indian market
Founded in 1999, Honda Motorcycle & Scooter India (HMSI) is Honda’s wholly owned Indian subsidiary.
The plant has been set up with an investment of USD270 million; it has a production capacity of 1.2
million units. HMSI hopes to increase capacity by another 600,000 units in its second phase, reaching an
annual capacity of 1.8 million by end of FY14. With three plants, HMSI will be able to significantly increase
its cumulative annual production by 64 per cent in one fiscal year.
Honda opened its technical centre at Manesar as part of the overall strategy to lead its global innovation
from India. With the new technical centre, the firm deviated from its conventional style of operating its
R&D as a separate entity across all two-wheeler, four-wheeler and power product divisions globally. As
part of its strategy to strengthen its position in India, Honda is developing an entirely new two-wheeler in
the country; a team of 200 engineers from the company's two arms – Honda Motorcycle & Scooter India
(HMSI) and Honda Research & Development India – are working jointly on the project. Honda has
combined design, engineering, purchasing and quality control under one roof at the Manesar centre to
create a system that encourages local development of higher quality product at low cost.
Honda has shifted its strategy from petrol engine models to diesel variants due to its dropping market
share in India. In the two-wheeler segment, since the dissolution of its partnership with Hero Motors,
Honda has been aggressively ramping up production capacities and launching new models in the lowcost and volume-driven segments.
3.3.3

Toyota Motor Corporation

Toyota Motor Corporation, one of the world's largest automotive manufacturers by sales, operates
through three business segments. The Automobile segment is engaged in design, manufacture and sale
of car products, including passenger cars, minivans and trucks, as well as related parts and accessories.
The Finance segment provides financial services related to sale of the company's products, as well as
leasing of vehicles and equipment. The others segment is involved in the design, manufacture and sale
of housings, as well as information and communication business.
Toyota Motor entered India in 1997 through an 89:11 joint venture with Kirloskar Group – Toyota Kirloskar
Motor Private Limited (TKM). TKM manufactures a line of Toyota vehicles, including the models Corolla
Altis, Fortuner and Innova, while it imports the models Camry, Prado, Land Cruiser and Prius. The
company sells its cars through a network of 225 dealers across India. Moreover, Toyota Motor, Toyota
Industries Corporation (TICO) and Kirloskar Systems Limited also operate another joint venture – Toyota
Kirloskar Auto Parts – in the country.
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Table 3
Toyota Kirloskar Motor Private Limited (TKM)
An overview
Company name

Toyota Kirloskar Motor Private Limited (TKM)

Incorporation

October 1997

Equity participation

TMC: 89 per cent , Kirloskar Group: 11 per cent

Number of employees

6,000 +

Land area

Approximately 432 acres (1,700,000 sq m)

Building area

74,000 sq m

Total Installed production capacity

Up to 310,000 units

Overview of TKM’s first plant
Established

October 1997

Start of production

December 1999

Location

Suburb of Bengaluru, Karnataka
Innova, Fortuner manufactured in India.
Prado, Land Cruiser and Prius imported as CBUs
Up to 100,000 units

Products
Installed production capacity

Overview of TKM’s second plant
Start of production

December 2010

Location

Outskirts of Bangalore, Karnataka

Products

Corolla Altis, Etios, Etios Liva, New Camry

Installed production capacity

Up to 210,000 units

Source: Aranca Research

Boosting investments to meet rising demand
India currently occupies the sixth place among Toyota's subsidiaries in the Asia-Pacific region (excluding
China). Toyota aims to bring it up to the third place by 2020. Furthermore, India currently accounts for 10
per cent of Toyota's sales (1.7 million units) in the region; the company plans to expand this to a million
units annually. Toyota's share stood at 6.12 per cent in FY2012, with a higher contribution from its multiutility vehicle Innova, which accounted for 38 per cent of its revenues.
In order to achieve its growth targets in the country, Toyota recently invested USD179.6 million in Bidadi,
Karnataka, to increase production capacity by 50 per cent to 310,000 vehicles a year. The company is
also investing USD100 million in its ancillary, Toyota Kirloskar Auto Parts, at Bidadi, to start
manufacturing transmission and engines for small cars. The new units will manufacture 110,000
engines a year for cars such as Etios and Liva, starting August 2012, and 240,000 transmissions a year
from December 2012.
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Targets a 10 per cent market share in India in five years
Toyota aims to increase market share in India to 10 per cent by 2017, up from the current 8 per cent. Its
recent launch, Etios (in December 2010), was the second-largest selling super-compact sedan after
Maruti DZire. The Etios models (Etios and Etios Liva) are the beginning of Toyota's strategy to make half
of its global sales in emerging markets by 2015, up from the current 40 per cent. With Toyota's Bidadi
auto ancillary facility set to increase production, the Etios and Liva petrol variants will be 90 per cent
localised, up from the current 70 per cent. The company eventually aims to achieve 100 per cent
localisation.
Another greenfield plant at Hosur possible
In September 2012, Toyota Motor announced plans to establish a third greenfield plant at Hosur, Tamil
Nadu, to meet increasing demand in the coming years. Hosur is a few kilometres away from its two
current plants at Bidadi, a suburb of Bangalore. Through its Hosur plant, the company aims to increase
its annual production to 400,000 vehicles by 2015–16; this is expected to increase its market share to
around 10 per cent. The new plant will also allow the company to increase localisation to bring down
costs in view of adverse currency fluctuations and rising import bill for critical auto components
currently shipped from Thailand and Japan.
As per the Economic Times’ sources in the automobile industry, the company’s Hosur plant may launch
operations by 2016. Plans are afoot to make India an export hub for other emerging markets besides
South Africa. This is in line with the strategy of other car makers – Maruti Suzuki, Hyundai and Nissan –
to use their India facilities to build compact cars for European, African and Middle Eastern and South
East Asian countries. Additionally, Toyota stated that it does not rule out the possibility of building a
research and development (R&D) centre in India.
Toyota India’s strategy is driven by increasing localisation in order to reduce import costs of components.
Similar to other players, Toyota has been ramping up the production to make India as an export hub for
emerging markets.
3.3.4

Yamaha Motor Company Limited

Founded in 1955, Yamaha Motor Co Ltd is a Japan-based manufacturing company. The company
operates in five business segments. The two-wheeler vehicle segment manufactures and sells
motorcycles and bicycles. The Marine segment manufactures and sells outboard engines, water
vehicles, sailing boats, fishing boats and Japanese-style boats. The Special Machinery segment provides
four-wheel buggies, side-by-side vehicles, snowmobiles, golf carts, power generators and general
engines. The Industrial Machinery and Robot segment mainly provides surface mounters. The others
segment provides automobile engines. Motorcycles make about 66 per cent of the company’s sales. As
of 31 December 2012, the company had 114 subsidiaries and 26 associated companies.
Yamaha first forayed into India in 1985. In 1996, it entered into a 50:50 joint venture with the Escorts
Group. However, in August 2001, Yamaha acquired its remaining stake to become a 100 per cent
subsidiary of Yamaha Motor Co Ltd Japan (YMC). In 2008, Mitsui & Co, Ltd signed an agreement with
YMC becoming a joint-investor in the motorcycle manufacturing company India Yamaha Motor Private
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Limited (IYM). IYM operates from its state-of-the-art manufacturing units at Surajpur (Uttar Pradesh)
and Faridabad (Haryana); it produces motorcycles for both domestic and export markets. The company
has a workforce of more than 2,000 employees and a countrywide network of over 400 dealers.
The company opened a new plant in Surajpur in July 2009, which has an annual capacity of producing
0.6 million motorcycles, including Fazer, FZ-16, FZ-S, YZF-R15 and other models. The plant capacity can
be augmented up to 1 million units.
Making India a manufacturing hub
IYM plans to develop and manufacture global models in India for sale in emerging markets, European
countries as well as its home market Japan. The company aims to make India a location for developing
and manufacturing "commuter" bikes or those powered by engines in the 100–200cc range. Other
markets for these vehicles would be South America, where it has already started exporting the 150cc
R15 and 150cc FZ series bikes.
The company expects sales in India to rapidly pick up pace from the smaller base currently. IYM sold
490,000 units in 2012 and is currently among the top 10 operations of Yamaha globally, including
140,000 units sold overseas. With the introduction of new models and rapid expansion, India is expected
to become one of the company's top five markets by 2016. The company has stated that it would roll out
2–3 new models and variants every year, and these would be both in the motorcycle and scooter
segments.
R&D centre to develop affordable two-wheelers
Yamaha has commenced the development of its cheapest (lower than USD500) motorcycle and scooter
models in India. In April 2013, it announced the establishment of a new motorcycle R&D set-up at
Surajpur, Yamaha's fifth overseas research centre after Italy, Taiwan, China and Thailand. The company
also plans to export the low-cost products developed and produced in India to China; this would be one
of the few instances where a major made-in-India automobile product would make its way to China.
In addition to the Surajpur facility in Uttar Pradesh, Yamaha is constructing a new plant in Chennai,
which would be operational in 2014, with a peak output of 1.8 million units by 2018.
Yamaha is implementing a strategy shift from high-end models to affordable commuter segment bikes.
Moreover, its entry in the scooter segment is expected to drive sales in India. In the medium term, the
company plans to export high-end bikes from India to Japan and ASEAN countries, while low-cost
models to African countries.
3.3.5

Hyundai Motor Company

Founded in 1967, Hyundai Motor Company (Hyundai) is a South Korea-based multinational auto
manufacturer headquartered in Seoul. Hyundai entered India in 1996 by establishing a wholly-owned
subsidiary, Hyundai Motor India Limited (HMIL). The sector’s liberalisation attracted a number of foreign
players including Hyundai to set up shop in India. HMIL’s two manufacturing plants at Sriperumbudur
near Chennai in South India have a combined annual capacity of 630,000 units. In addition, Hyundai,
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through its wholly owned subsidiary Hyundai Motor India Engineering (HMIE), built a R&D facility in
Hyderabad in 2007. The company has invested more than USD1 billion in India and announced plans in
early 2013 to expand its diesel car capacity by investing an additional USD300m.
Figure 14
Hyundai – Timeline of investments and key achievements in India

1996

First Santro is produced

1998

2000
Hyundai started exporting to
Latin America and started
exporting Santro Xing and SUV
Terracan; Hyundai rolled-out its
400,000th car from Chennai

Hyundai achieves 100,000 unit
exports

2006

2008
Hyundai is reported to be
considering a USD300m
investment to expand its diesel
car capacity

Hyundai rolled-out its 100,000th
car from Chennai

2003

2004
Hyundai rolled-out its 1,000,000th
car and exported its 300,000th
car; HMIL Foundation launched

Hyundai Motor India Limited
established its first plant near
Chennai

Second plant inaugurated at
Chennai

2013

Source: IBEF

HMIL has been a trendsetter since its inception. During the 1990s Maruti Suzuki was the dominant
player in India and a number of foreign car makers had been unsuccessful in posing any serious threat.
Hyundai came out with a unique strategy for India and this proved to be the key to its success in India.
Their strategy included:


Not going for a joint venture partner gave the company freedom to implement its own policies and
strategy.



Setting up a sophisticated plant right at the outset demonstrated commitment to the market. It also
helped the company tap local skilled talent.



Hyundai came out with a completely new model for India in the small-car segment after studying the
market for over a year.
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Hyundai buys nearly 90 per cent of its components locally. This gives the company access to costeffective quality components.

HMIL’s strategy has paid off and its investments in India have enabled the company to maintain an edge
in the global market. Hyundai uses its Indian facilities not only to cater to the large domestic market but
also as an export hub. India’s skilled manpower has encouraged the company to establish a R&D centre
in Hyderabad. The 200,000 square foot centre is among the four such centres established by the parent
company; the other three are located in the US, Germany and Japan.
HMIL’s domestic and export sales grew significantly. It registered a CAGR of 14.4 per cent over CY07–12.
While exports rose at a CAGR of 14.6 per cent, domestic sales surged 14.3 per cent. On annual basis,
domestic sales (up 4.7 per cent) outpaced exports (3.1 per cent).
Figure 15
Hyundai’s sales in India rose at 14.4 per cent
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Figure 16
Hyundai is India’s largest auto exporter (FY12)
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Over years, HMIL has leveraged Indian skills and expertise along with Korean design and technology,
resulting in cars suited for the global market. Currently, with the help of its Indian manufacturing facility,
HMIL exports to more than 120 countries across the EU, Africa, the Middle East, Latin America, Asia and
Australia. HMIL continues to capitalise upon rising demand from developing economies like India amid
rising population, increasing disposable income, low car penetration and changing lifestyles. HMIL has
built a network of 336 dealers and 721 service points to cater to the demand in India. Currently, HMIL is
the second largest car manufacturer by sales and the largest exporter of automobiles in India. With new
upcoming models and strategies, HMIL is likely to grow strong in India.
India’s dedicated, unique strategy of setting up a plant on its own and sourcing 90 per cent of the
components from local markets have successfully led Hyundai to challenge Maruti Suzuki’s dominance
in the passenger vehicle segment. By combining Korean technology with Indian skills, the company
manufactures standard cars for international markets and is, today, the largest auto exporter in the
country.
Barring Hyundai, most automobile manufacturers in the Asia-Pacific entered Indian markets through
collaboration with local manufacturers and then starting operations on their own. Low-cost
manufacturing, availability of skilled labour and growing demand are the key factors driving these
companies to set up manufacturing plants in the country. However, with increasing price competition on
the local front, automakers are strategizing India as the manufacturing base for exports to foreign
markets.
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3.4 Auto Components
Foreign automobile manufacturers are encouraged to invest in India due to the following factors:


In 1991, FDI was permitted in the automobile sector after the Government of India liberalised its
policies. Moreover, FDI was permitted in the passenger car segment of the industry in 1993. The
norms for foreign investment and import of technology have been liberalised over the years for the
manufacture of vehicles. FDI up to 100 per cent is currently permissible under the automatic route in
the automobile sector, including the passenger car segment.



Demand for automobiles in India, especially in the passenger car segment, remains untapped and is
growing with rising aspirations.

3.4.1

Yapp Automotive Parts Company Limited

Established in 1988 in Yangzhou, China, Yapp Automotive Parts Co, Ltd (YAPP) is a joint investment
company started by State Development & Investment Corporation (SDIC) and Shanghai Automotive
Industry Co, Ltd (SAIC). The company is engaged in the design, manufacture and marketing of auto
plastic fuel tanks for the automotive industry. Apart from its 13 manufacturing facilities and a R&D base
in China, YAPP has five overseas plants in India, Russia, Australia and Czech. The company’s clients
include likes of Ford, Volkswagen, GM and Audi.
In 2007, YAPP entered India through a 51:49 JV with India-based Zoom Developers Pvt Ltd (Zoom). The
JV was the first plastic oil tank supplier in the automotive industry in India. As part of the JV, a
manufacturing plant for plastic fuel tanks had been set up in Chennai with an initial investment of USD11
million that began operations in 2010. The facility, with an annual production capacity of 250,000 units, is
equipped to manufacture mono- and multi-layered plastic fuel tanks. The company had plans to start
the second production line driven by local growth potential.

3.5 Engineering and Construction
Foreign engineering companies are encouraged to invest in India due to the following factors:


The Government of India allows FDI of up to 100 per cent in the engineering and capital goods sector.



The sector does not require an industrial licence.



No upper limit to payments for transfer of technology, design and drawing, royalty, etc., to foreign
collaborator imports and exports is allowed freely.

3.5.1

Sany Heavy Industries

Established in 1994, Sany Heavy Industries Company Ltd (SANY) is a wholly owned subsidiary of Chinabased Sany Group. The company is engaged in the manufacture of construction machinery of more than
120 types under 25 different categories. Key products include cranes, pumps, batching plants, rollers,
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pavers and motor grader. SANY caters to more than 150 countries through its 30 subsidiaries abroad
and exports products to over 110 countries. Apart from China, the company has set up R&D and
manufacturing bases in India, the US, Germany, Brazil and Indonesia. SANY is the leading player in
truck-mounted concrete pumps, concrete pumps and full hydraulic rollers segments in China. Globally,
it has the largest production capacity for pump trucks. Also, the company successfully manufactures
concrete pumps with the longest boom and highest displacement volume in the world.
SANY ventured into India in 2002-end by establishing a wholly owned subsidiary, SANY Heavy Industry
India Pvt Ltd (SANY India). SANY India’s product range includes trucks, pumps, excavators, motor
graders, cranes, pile driving machinery, port machinery and pavers. To better serve clients in India,
coupled with the availability of skilled manpower, SANY set up its largest greenfield manufacturing
facility outside China in Pune, India, in 2010. The plant, which includes a manufacturing base, design
centre, sales and renting office, storage and logistics and state-of-the-art R&D centre, was built with an
investment of USD70 million. This was SANY’s first overseas investment. The facility manufactures
trailer- and truck-mounted concrete pumps, concrete mixer truck and batching plant, and motor grader
and cranes. Over the years, the company has successfully served large-scale infrastructure projects,
including the Delhi Metro, Mumbai International Airport, Imperial Twin Towers, Adani Power Plant and
Indira Gandhi International Airport, in the country. Trailer-mounted concrete pumps manufactured by
SANY India established a new record with a single pump carrying concrete vertically to a height of 290m
in India. The company has built a strong network with 20 dealers and six regional offices across the
country. SANY India has a work force of 700 people involved in fields such as marketing, R&D,
manufacturing, distribution and servicing.
Expand presence in India to tap growing needs from infrastructure projects
In 2012, to benefit from rising demand for crawler cranes in India, SANY extended its facility in Pune to
begin production. This helped in replacing imports of such cranes from China. Moreover, in line with this
localisation strategy, the company aims at sourcing 50 per cent of its product range in terms of revenue
from local suppliers in 2013.In order to achieve this target, SANY is using engines from Cummins India.
With an aim to better serve customers, SANY India has set a goal of introducing five more dealers
(totalling 25 dealers) in 2013.It also plans to increase the number of employees at its manufacturing
base in Pune to 450 by 2014 from about 250 currently. In line with this, SANY has earmarked around
USD60 million to expand its presence in India by 2016. Through these committed efforts, the company
aims at exporting products manufactured from its facility in India to South Asia, South East Asia and the
Middle East by 2016. It also plans to provide machine training to unqualified poor people in nearby
regions and certify them as SANY technicians.
SANY has come a long way in India, from having only sales operations to establishing its own
manufacturing plant to setting a target of sourcing nearly 50 per cent of its products from local
suppliers. The company remains committed to continue its growth story, which is evident from its recent
expansion plans in the country.
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3.5.2

Hitachi Construction Machinery Limited

Hitachi Construction Machinery (HCM)'s main product line is hydraulic excavators. The Japan-based
company manufactures various models, from medium-sized and mini excavators up to 780-tonne ultralarge excavators. HCM is the leader in construction machinery, with manufacturing facilities in Europe,
the US and Asia. HCM also markets wheel loaders, off-road dump trucks and other products made by
HCM Group companies or in partnership with major manufacturers.
In India, HCM holds a 60 per cent stake in Tata Hitachi Construction Machinery (THCM), a joint venture
between Tata Motors and HCM. It supplies a wide range of construction equipment, including hydraulic
excavators, mining shovels, dumpers, backhoe loaders, wheel loaders, vibratory compactors, motor
graders, crawler cranes, asphalt plants and multi-utility loaders. Apart from supplying to the Indian
market, THCM exports construction equipment to African, Asian and Middle Eastern countries.
Based in Bengaluru, the company has manufacturing plants in Jamshedpur and Dharwad, with a third
one coming up in Kharagpur. The three plants, which manufacture excavators, cranes and back-loaders,
have a total capacity of 15,000 units per annum. THCM has a sales and service customer network of over
100 offices across India. It holds a market share of 38 per cent in the excavator market in India.
West Bengal to become THCM’s global sourcing hub
THCM plans to make the Kharagpur plant in West Bengal, built at a cost of USD110million, a global
source for small and medium-sized excavators. The plant is expected to service markets in Africa,
Middle-East and South East Asia. The Kharagpur plant was inaugurated in December 2012 and
manufactures a range of small and medium-sized earth moving equipment for multifarious construction
activity.
Encouraging investment in the region through a vendor park
THCM plans to build a vendor park near its Kharagpur plant in West Bengal. As of May 2013, about six
vendors were looking to set up their units, with the construction work expected to start from September.
THCM stated that another four or five vendors could be expected in the next 2–3 years. For the vendors,
the company has allocated 90 acres at Kharagpur, adjacent to its manufacturing facility at the
Vidyasagar Industrial Park. The vendors will manufacture fabrication components and construction
machinery equipment, as the company plans to make the Kharagpur unit a global source for small and
medium-sized excavators. Notably, the company aims to increase local production to 65 per cent in its
construction equipments by FY14.
HCM’s partnership with Tata dates back to 1984. The company has established itself as a leading player
in India’s construction industry, driven by its technological expertise. Its Indian facilities cater to domestic
as well as international markets. The company is set to expand its footprint in India, in view of Hitachi
group’s India strategy of tripling its revenue from the country within four years, ie, by FY15.
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3.5.3

JFE Steel Corporation

Formerly known as Kawasaki Steel Corporation, the company was renamed JFE Steel Corporation in
April 2003. The original company was founded in 1950 and is headquartered in Tokyo, Japan. JFE Steel
Corporation produces, processes and distributes steel products, including sheets, plates, shapes, spiral
pipes, stainless steel, bars and iron powder. JFE Steel also provides construction, engineering and
urban development services.
Formed strategic alliance with JSW Steel in India
In November 2009, India’s JSW Steel and Japan's JFE Steel Corporation entered into a strategic
collaboration to build and operate an integrated steel plant in West Bengal. The two companies work
jointly in the area of automotive steel, including production technologies and supply of substrate
materials for hot-rolled, cold-rolled and galvanised products. The scope also covers joint service
activities including application engineering and product development for automotive customers. In
October 2010, JFE Steel reached an agreement of equity participation and technology licensing with JSW
Steel. JFE Steel took up allocation of JSW Steel’s new shares to a third party and acquired 15.0 per cent
shares at approximately JPY100 billion.
Providing production technology to JSW Steel
In December 2012, JFE Steel Corporation signed an agreement with JSW Steel Limited to provide
technology for production of non-oriented electrical steel sheets at the Vijayanagar Works in India. JFE
Steel provides JSW Steel with manufacturing technology for automotive steel sheets under a separate
agreement. Through this new strategic collaboration, JFE Steel expects to increase its involvement in
Indian markets for high value-added products.
The strategic partnership with JSW Steel led the entry of JFE Steel Corporation in India. Over the years,
JFE Steel Corporation has evolved from being just a collaborating partner to an equity holder in JSW
Steel. With its technological expertise, the company has been able to establish its position in India.
3.5.4

Toyo Engineering Corporation

Established in 1961, Toyo Engineering Corporation (Toyo) is a Japan-based company. It is one of the
leading engineering services company globally. The company operates through three segments –
Engineering, Procurement and Construction (EPC), Information Technology (IT) and Real Estate Leasing
and Management. The EPC segment provides end-to-end services, from designing to testing plants
such as chemical fertiliser, petroleum chemistry, petroleum refining and other energy-related plants.
The segment also caters to temporary staffing and insurance agency-related businesses. The IT
segment offers solutions such as enterprise resource planning (ERP) packages. The third segment –
Real Estate Leasing and Management – manages real estate-related businesses of the company. The
company has executed projects in over 50 countries.
Toyo’s entry in the Indian market dates back to 1963 when it first won an overseas contract for a fertiliser
plant with the India-based Fertilizer Corp. Thereafter, in 1976, the company established a 100 per cent
subsidiary – Toyo Engineering India Limited (Toyo India). With over four decades of experience, Toyo India
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has successfully implemented some of the premium projects in India and abroad. India is one of the key
markets for business for Toyo. Toyo India has successfully carried out projects in the oil & gas, fertilisers,
petrochemicals, cryogenics, power, water and industrial sectors. Following are the projects carried out
by Toyo India:
Oil & Gas processing, refineries




3 MMTPA Greenfield Crude Oil Refinery - Mangalore Refinery & Petrochemical Ltd
Phase II Refinery Expansion from 3 MMTPA to 9 MMTPA - Mangalore Refinery and Petrochemical
Ltd
Residue Upgradation and MS/HSD Quality Improvement - Indian Oil Corporation Ltd

Petrochemicals




Naphtha Cracker Unit - Indian Oil Corporation Ltd
Naphtha Cracker Unit - Haldia Petrochemicals Ltd
Aromatic Complex - ONGC Mangalore Petrochemical Ltd

Fertilisers





Ammonia Urea Plant - Chambal Fertilisers and Chemicals Ltd
Urea Plant - Methanol Holding Trinidad Ltd
Ammonia Urea Plant - Indorama Eleme Fertilizers and Chemicals Ltd
Energy Optimisation Project - Al Bayroni Jubail Fertilizers Company

Cryogenics






LNG Regasification Terminal - Petronet LNG Ltd
Ammonia Storage Facility - Indian Farmers Fertiliser Cooperative Ltd
Ammonia Storage Facility - Coromandel International Ltd
Ammonia Storage Facility - Godavari Fertilisers & Chemicals Ltd
Ammonia Storage Facility - Sanjana Cryogenic Storages Ltd

Industrial






Tyre Manufacturing Plant - Bridgestone ACC India Ltd
Automobile Plant - Nissan Motor India Pvt Ltd
Float Glass Plant - Float Glass India Ltd
Second Generation Antibiotics Plant - Wockhardt Limited
Laundry Detergents - Procter & Gamble Hygiene and Health Care Ltd

Water



Waste water Treatment Plant - Toyotsu Rare Earth India Pvt Ltd
Raw water Treatment Plant - Toyotsu Rare Earth India Pvt Ltd
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Water Treatment Plant - Oil and Natural Gas Corporation Ltd

Power




Gas-based Combined Cycle Power Plant - Sai Regency Power Corp Ltd
Gas-based Co-generation Plant – HPCL
Gas-based Co-generation Plant – IOCL

3.5.5 Pohang Iron and Steel Company (POSCO)
South Korea’s POSCO is the world’s fourth largest steel producer. POSCO’s interest in India arises from
the country’s large iron ore reserves. In 2005, POSCO signed a memorandum of understanding with the
Odisha government for a proposed plant having an annual capacity of 12 million tonnes.. Meanwhile,
POSCO has invested in steel mills in Maharashtra through POSCO Maharashtra Steels (POSCO
Maharashtra). Between April 2000 and December 2012, POSCO Maharashtra has invested more than
USD260 million in steel production capacity at its facility in Raigad, Maharashtra. The 0.45 million tonnes
per annum steel mill is POSCO’s first Indian facility and produces zinc-galvanised steel sheets. The
automobile and electronic goods manufacturers based within the state are its primary customers. The
facility is also close to the Digha port, which helps the company export products. News reports suggest
the company has plans to invest a total of USD1.5 billion in Maharashtra to expand its capacity.
3.5.6

Doosan Heavy Industries & Construction

Established in 1896, Doosan Group is the oldest company based in South Korea. The company has a
diversified business offering ranging from construction to consumer goods. Doosan Heavy Industries &
Construction, a wholly owned subsidiary of Doosan Group established in 1962 is involved in the
development of equipments for nuclear and thermal power plants, desalination plants, and construction
field. In 2011, it entered the Indian market through the acquisition of AE&E Chennai Works – a boiler
manufacturer of India and subsequently renamed it Doosan Chennai Works. In 2012, Doosan Chennai
Works was awarded USD1.3 billion order by India's state-run energy service company – National
Thermal Power Corporation. Under this contract, Doosan Chennai Works is expected to supply five
boilers for two separate power plants in India. In the past, Doosan has undertaken projects for India –
Lalitpur Thermal Power Plant (2010), Mundra Thermal Power Plant (2008) and Sipat Thermal Power
Plant (2004). Doosan Chennai Works has invested close to USD40 million in its facilities that
manufacture boilers and steam generation plants, parts and accessories for prime movers, boilers and
nuclear facilities.

3.6 Engineering (Power)
Over the years, China-based firms have had a significant presence in providing EPC services and
equipment in the power sector. Many China-based enterprises (such as Harbin Electric, Dongfang
Electric, Shanghai Electric and Shenyang Electric) have received large number of contracts from private
power manufacturing companies in India. Nearly 48,000MW capacity of power equipment for largescale power projects has been sourced from China-based firms in the last two–three years. Some of
these projects are Reliance Power, Adani Group and Lanco Infratech. However, given huge growth
prospects from upcoming power projects to meet the nation’s requirements, companies in China are
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keen in establishing local manufacturing in India.
3.6.1

Dongfang Electric Corporation Limited

Established in 1984, Dongfang Electric Corporation Limited (DEC) is one of the leading companies in
China engaged in the manufacture and distribution of energy generating equipment. The company is
primarily focused on providing manufacturing, contracting and servicing for large-scale power projects.
DEC operates through its key manufacturing subsidiaries such as Dongfang Electric Machinery Co, Ltd,
Dongfang Turbine Co, Ltd, Dongfang Boiler Group Co, Ltd and Dongfang (Guangzhou) Heavy Machinery
Co, Ltd. Total installed annual production capacity is over 30,000MW. The product range includes
thermal in capacities ranging from 300MWto 1,000MW; hydro ranging from 400MWto 770MW unit;
nuclear from 1,000MW to 1,750MW and wind from 1.5MW to 2.5 MW unit capacity. It also manufactures
large gas turbines, and provides selective catalytic reduction and flue gas desulfurisation technology.
The company has been operating in more than 20 international markets, such as the US, Canada, Brazil,
Peru, Philippines, Malaysia, Indonesia, Vietnam, Bangladesh and India, and has successfully executed
over 100 projects worldwide. It is among the top contractor companies in China, and the top 225 firms as
per Engineering News Records 2012.
Low-price project bids supported DEC’s strong foundation in India
DEC entered India in 2004 by winning two contracts worth USD520 million (Assam Sagardighi 2×300MW
Power Plant Project and Durgapur 1×300MW Power Plant Project) in the country. It was the first 300MW
coal fired power plant contract awarded to a China-based company in India. The company was
successful in winning contracts in India driven by its low-pricing strategy. It has also won projects such
as Nagarjuna Power Plant (2x600MW BTG supply) in Karnataka, Amarkantak Plant (2x300MW BTG
supply) in Chhattisgarh, Mettur Plant (2x600MW BTG supply) in Tamil Nadu and Anpara Plant (2x600MW
BTG supply) in Uttar Pradesh.
Establishment of a wholly owned subsidiary in India for ease of business
To better serve clients, DEC established a wholly owned subsidiary, Dongfang Electric India Ltd (DEC
India) in Kolkata (India) in 2008. The affiliate was established to supply equipment and after-sales
services for power projects. For India, DEC’s strategy was focused on being an equipment supplier
rather than an EPC contractor, given rising competition in the country’s EPC landscape and the
underlying visa issues. A series of projects continued; in 2010, DEC India had an order book of
28,000MW, totalling more than USD2 billion scheduled for completion by 2015. These orders are
awarded by companies such as JSW Energy, Lanco Infratech, East Coast Energy and few other
government-managed organisations.
In 2004, DEC entered India with its cost-competitive pricing strategy. Since then the company has
bagged an array of projects. DEC aims at expanding its presence in the construction equipment segment.
3.6.2

TBEA Shenyang Transformer Group Company Limited

Founded in 2003, TBEA Shenyang Transformer Group Co Ltd (Shenyang TBEA) is a wholly owned
subsidiary of Tebian Electric Apparatus Stock Co Ltd (TBEA). The company is one of the leading
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manufacturers of transformers in China and exports products to South East Asia, the Gulf, Africa,
Western America and Oceania. Its products include DC power transmission and converters, reactors
and high voltage level transformers. Annual installed production capacity is about 30 million kilovoltampere (KVA).
TBEA entered India by establishing a wholly owned subsidiary, TBEA India Pvt Ltd, in 2009. In the
beginning of 2010, Shenyang TBEA won contracts worth over USD100 million from India’s largest
transmission company Power Grid Corporation of India Limited for its eight partially completed 765kV
works sub-stations. The contract includes exporting 73 shunt reactors of 765kV in addition to primary
equipment such as neutral reactors, arresters and transformers. Furthermore, the contract required
Shenyang TBEA to provide installation, testing and allied activities of civil construction for these
equipment. This was the first contract, wherein India imported 765kV UHV power equipment from a
China-based company. It was also the first time China supplied 765kV UHV products overseas. Shenyang
TBEA accounted for 27 per cent of total orders for 765 kV in FY12. The company’s strategy, primarily
driven by low-cost manufacturing, has led companies to lose market shares; Siemens and ABB shares
reduced to 3 per cent and 4 per cent in FY12 from 12 per cent and 7 per cent earlier, respectively.
Moreover, prices of transformers plunged about 25–30 per cent since 2011, driven by the entry of Chinabased manufacturers.
To improve its presence in India, the Indian affiliate of TBEA signed a MoU with Gujarat government to
set up a manufacturing facility in the state. It is currently setting up TBEA Green Energy Park, a
greenfield facility for power transformers with an investment of USD500 million* in Vadodara. Total FDI
inflow from TBEA has been USD16.8 million during April 2000 to February 2013. The facility would cater
to demand from India, Africa and the Middle East. Shenyang TBEA’s foothold in India would strengthen
once the facility becomes operational.
3.6.3

Harbin Electric International Company

Founded in 1983, Harbin Electric International Company (HEI) is a member of China-based Harbin
Electric Group. The company supplies industrial machinery and equipment, and undertakes various EPC
contracts. In addition, HEI has engineering expertise for various power projects and provides
professional after-sales services for the same. Over the years, the company with its advanced
technology, management experience and impressive after-sales services, has supported various power
projects in over 25 countries across the world. In 2010, HEI has launched an international strategy;2
years after launching the strategy, overseas revenue accounted for more than one-third of the total in
2012. The company currently exports products to over 50 countries worldwide. Some of its key markets
are Africa, South America and South East Asia.
HEI entered India through a co-operative project with India-based Essar Group Salaya 2×600MW Power
Generation Project. It involved exporting 600MW units to India. The unit was synchronised in November
2011. The successful execution of the unit with transmission grid has led to its smooth journey in the
country. The Salaya Project was followed by Mahan 2×600MW TPP Project and Jharkhand 2×600MW
Project from Essar Group in 2008. The first unit of 2×600MW Indian Mahan 600MW Coal-fired TPP has
productively achieved 600MW generating capacity in 2013. The company’s wholly owned subsidiary
Harbin Power Engineering (HPE) signed 2×600MW Sub-Critical Thermal Power Project supply and
service contract for super critical BTG package with India-based Coastal Energen Private Limited in
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2009. Following this, HPE signed another contract for BTG Package with Nagarjuna Construction
Company for the 2×660MW Super Critical Thermal Power Project. This was HEI’s first international
package supply contract in the super critical equipment segment.
3.6.4

Baoding Tianwei Baodian Electric Company

Established in 1999, Baoding Tianwei Baobian Electric Co, Ltd (TWBB), a wholly owned subsidiary of
state-owned Baoding Tianwei Group Co, Ltd, is one of the leading manufacturers and distributors of
transformers in China, with application in thermal, hydro and nuclear power industries. The company
offers various types of transformers such as those for generators, electric power transmission and
supply, reactors and traction. Apart from this, TWBB is engaged in energy business that includes
manufacturing of wind power equipment sets and turbines, multi-crystalline silicon products and thin
film solar batteries. The company caters to domestic as well as overseas clients in over 30 countries.
Though TWBB catered to the power sector in India through exports, it entered India in 2012 by setting up
a 51:49 JV with Gujarat-based Atlanta Electricals Private Limited – BTW Atlanta Transformers India Pvt
Ltd. Through this JV, a high-voltage power transformers and reactors plant is being set-up near
Vadodara with an investment of USD80 million* from each side. The plant would initially manufacture
power transformers ranging 220–765kV and plans to roll out transformers of 1,200kV capacity.
A key factor driving companies towards the Indian engineering and construction space is the huge
investment opportunity offered by the country. While companies in the Asia-Pacific region focus
primarily on catering to demands from large-scale infrastructure projects in India, companies from
advanced nations focus on innovation in high-technology products across healthcare, energy, power and
oil & gas sectors. Chinese companies, in particular, with their cost-competitive project bids have been
able to establish a strong presence in the sector.

3.7 Banking and Financial Services
Following factors have motivated companies to invest in India:


Government of India allows FDI of up to 74 per cent in the private banking sector. FDI of up to 49 per
cent is allowed through automatic route, and FDI beyond 49 per cent but up to 74 per cent is allowed
through government approval route.



Foreign banks are permitted to have either branches or subsidiaries. Foreign banks regulated by
banking supervisory authority in the home country and meeting Reserve Bank‘s licensing criteria are
allowed to hold 100 per cent of paid up capital to enable them to set up a wholly owned subsidiary in
India.



In public banking sector of India, FDI up to 20 per cent (FDI and Portfolio Investment) is allowed
through government approval route.



RBI is considering giving more licenses to private sector players to increase banking penetration.



Low banking penetration indicates huge latent demand – number of branches per 100,000
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adults in India is 747 compared to 1,065 for Brazil and 2,063 for Malaysia.


Banking sector is expected to finance part of the USD1-trillion infrastructure investments in the 12th
Five-Year Plan, opening a huge opportunity for the sector.

3.7.1

DBS Bank Limited

Founded in 1968, DBS Bank Ltd (DBS) was earlier called as Development Bank of Singapore (DBS); it is
Asia’s leading financial services group. Over the years, DBS has evolved from a bank with plain vanilla
offerings to a wide-ranging financial services institution. DBS, a market leader in Singapore serving
more than four million local customers, has expanded its presence across China, Southeast Asia and
South Asia. The bank has established operations in 15 markets, and has a regional network of over 200
branches and 1,100 ATMs in around 50 cities. It operates with the help of 18,000 employees belonging to
30 nationalities. Its creditworthiness with ratings AA- and Aa1 is among the best in the Asia-Pacific
region. This coupled with a strong fundamental position has helped DBS being accredited as the “Safest
Bank in Asia” by Global Finance for five consecutive years from 2009 to 2013. DBS boasts of being the
biggest bank in Singapore, a leading bank in Hong Kong and the foremost and the largest Asian bank in
India.
DBS has come a long way, since opening its first branch in Mumbai, India, in 1995; it has expanded its
network to 12 branches and 40 ATMs across prime cities such as Bengaluru, New Delhi and Kolkata,
among others. DBS is Asia’s largest bank and first in India to have set up complete, integrated banking
operations across various domains. It is the fourth largest foreign bank in terms of assets in India. Since
its inception in India, DBS’s performance has been robust, driven by introduction of innovative products
and services in new domains such as wealth management and small and medium enterprises (SME)
banking besides conventional corporate and institutional offerings. Currently, the bank employs more
than 750 people in India. The branch network for DBS in India is as follows:
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Figure 17
DBS branch network in India, as of June 2013
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Demonstrating robust performance over the years
DBS India has registered a CAGR of 50.5 per cent in its income over FY08–12. This is supported by
growth across all its offerings. As on FY12, DBS India is well capitalised with 14.4 per cent capital
adequacy ratio and boasts of a balance sheet worth USD7.0 billion. The bank’s net profit jumped by a
whopping 164 per cent and surpassed the USD60-million mark for the first time in FY12, driven by
increased business and customer inflow. Despite sluggish economic conditions, DBS India infused
USD100 million to enhance its India growth strategy. In line with this, the bank added new offerings to its

Success of International Corporate Entities: Asia Pacific

58

……………………………………………………………………………………………………………………………………………...........................
portfolio catering both to corporate and consumer clients. Some of these include debt capital markets,
SMEs’ parameterised lending programme, 24x7 consumer banking services and a robust internet
banking platform. The bank also expanded its ATM coverage from 28 to 39. Furthermore, DBS India has
applied for four more branches, and the application is currently awaiting authorisation.
Winning accolades in India
DBS Bank has demonstrated robust performance in India, which is evident from the following significant
achievements:


India’s Best Foreign Bank: Financial Express – Ernst & Young survey 2010



India’s Best Small Bank: Business Today – KPMG survey (2010, 2009 & 2007)



India’s Fastest Growing Small Bank: Business Today – KPMG survey (2010 & 2009)



India’s Fastest Growing Small Bank: Businessworld – PwC survey (2010)



Rising Star Cash Management Bank in India: The Asset Triple A Transaction Banking Awards (2011,
2010 and 2009)



Best Foreign Bank in terms of Asset Quality: Dun & Bradstreet for FY11



Best Trade Finance Solution in India: The Asset, 2011

Introduction of innovative products and services along with expansion of its offerings into new domains
mainly drive DBS’s India strategy. The company has achieved remarkable growth and won accolades for
its operations in India. DBS remains committed to its India operations, which is evident from the fact that
the company invested USD100 million in FY12 to enhance growth in the country.
3.7.2

Nippon Life Insurance Company

Founded in 1889, Nippon Life Insurance (Nissay), together with its subsidiaries, provides various life and
non-life insurance products and services. The company has about 10 million policyholders and follows
door-to-door sales system to sell its traditional insurance products, including individual and group life
and annuity policies, to Japanese consumers. In addition to life insurance products, the company offers
pension plans and medical coverage plans and also provides asset management services. Moreover, it
sells auto and other property/casualty insurance in Japan; it has some international life insurance
operations, as well as select real estate and financial service assets. The company has operations in
North America, Europe, Oceania, Asia and Central and South America. Nippon Life has an asset base of
USD650 billion.
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Entered India through large FDIs in non-life insurance sector
Nippon made two of the largest FDIs in the Indian financial services sector –


USD600 million in Reliance Life Insurance in March 2011



USD300 million in Reliance Capital Asset Management Company in January 2012

Reliance Life is India’s largest private life insurance company in terms of number of policies – over nine
million – for two consecutive years as on 31 March 2012. However, Reliance Life was the country’s
seventh largest private life insurer in terms of total new business premium and sixth in terms of
individual new business premium. It commands a private sector market share of over 5 per cent. Nippon
states that India’s overall population, the demographic percentage of young people, and the steadily
rising per capital GDP make India a very attractive investment destination.
Nippon made a strategic move of acquiring the biggest private insurance company – Reliance Life
Insurance Company – to gain access to the attractive Indian market. With its 124 years of experience and
world-class practices, the company is set to achieve strong growth from its India operations in the years
to come.
3.7.3

Nomura Holdings, Inc

Nomura Holdings, Inc is engaged in the investment and financial services business. The company's
business operations include financing, asset management, securities trading and brokerage,
underwriting and sale of securities, private placement of securities, own funds investment activities and
other securities and finance-related activities. As of 31 March 2012, Nomura owned 763 consolidated
subsidiaries and 18 equity method affiliates in over 30 countries. Based in Tokyo and with regional
headquarters in Hong Kong, London and New York, Nomura employs about 27,000 employees
worldwide.
Widening its product reach in Indian markets
In India, Nomura offers fixed-income, local equities, investment banking and asset management
capabilities. In October 2008, Nomura acquired the majority of the distressed Lehman Brothers'
employees in India, including the Equities Sales and Trading, Equity Research, Fixed Income Liquid
Markets Sales and Trading, and Investment Banking teams. By integrating the former Lehman Brothers
India franchise and obtaining its Merchant Banking license and stock exchange memberships, Nomura
India significantly expanded its capabilities in the country. In the process, Nomura expanded its
workforce by about 3,000 employees.
In September 2009, Nomura Fixed Income Securities Private Ltd (NFIS) was granted a Primary Dealer
(PD) license by the Reserve Bank of India. The PD license allowed its fixed income team to leverage their
expertise for the benefit of its Indian clients. NFIS permitted Nomura to access and trade Indian interest
rate risk via underwriting and distributing government bonds as well as trading in local currency interest
rate swaps; this complemented Nomura's expertise and lead role in trading these sets of products in
other Asian markets, including Japan and Korea.
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In April 2010, Nomura received its registration as a Non-banking Finance Company from the Reserve
Bank of India. This registration permits the company to undertake fund-based activities, primarily
lending and borrowing. It assists corporate clients in raising funds through issuance of debentures,
bonds and/or commercial paper, and may also act as an arranger for some of such issuances. It also
invests and trades in rated debt securities such as corporate bonds, debentures, Certificate of Deposits
and Commercial Paper.
Over the years, Nomura has expanded its offerings in India. Currently, the company has established a
strong portfolio of offerings spanning the entire range of financial services, which includes fixed-income,
local equities, investment banking and asset management capabilities.
3.7.4

Mitsui Global Investment

Mitsui Global Investment (MGI) invests in opportunities that have potential for growth, ranging from
helping start-ups establish themselves as legal entities to enabling growth of existing companies. In
addition to providing capital, it provides support for growth and development of the business. The
company is also capable of establishing new companies based on spin-out products and/or technology
from universities or large companies as well as funding risk capital for internal/external start-ups in
existing companies. Headquartered in Tokyo, MGI has offices in Silicon Valley, New York, Shanghai,
Beijing and Mumbai.
In addition to its own offices, MGI benefits from its parent company's 144 offices spanning 66 countries.
With the help of these affiliates, MGI supports portfolio companies with cross-border expansion in their
relevant country or market. MGI’s investments mainly fall in the areas of Medical Healthcare
(pharmaceuticals, medical devices and medical-related services), Cleantech (green technology and new
energies), IT (internet technology/services, software and electronics) and Consumer Services (food
service and retail). Its investments range from seed stage to formation capital, late-stage venture to
growth capital to other private equity deals.
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Figure 18
MGI – Global timeline
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Focussing on the India market
MGI established its India operation in Mumbai in 2012. It holds a 95 per cent stake in the arm MGI Group
India; the remainder is owned by MGI’s parent Mitsui & Co. The new arm plans to hire local staff and is
building networks to provide an investment foothold for MGI in India. Tetsuya Koide is the India
representative for MGI.
MGI India’s recent investments
In recent years, MGI has increased focus on India. In 2012, it invested USD12 million in the third round of
funding for Mumbai-based Suvidhaa Infoserve, which specialises in electronic payment solutions. MGI
also supported Sulekha.com, an online classifieds player.
Driven by investment opportunities in India, Mitsui's global financial and new business unit established
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MGI Group India. The recently incorporated company has started making private equity investments in
India.
3.7.5

Mitsui Sumitomo Insurance Company Limited

Founded in 1918, Mitsui Sumitomo Insurance (MSI) is one of Japan's largest non-life insurance
companies. The firm sells property/casualty, shipping, accident and auto lines and also offers asset
management and investment services such as mutual funds, risk management and financial consulting.
MSI sells its policies in Japan through a network of 570 branches and 40,000 independent
representatives; it operates internationally in more than 40 countries.
Tapping the India market through joint ventures
MSI has entered a joint venture – Cholamandalam MS General Insurance Company (Chola MS) – with
the USD3.03-billion Murugappa Group in 2003. Murugappa Group is a pioneer and market leader in
various fields, with strong presence in the areas of fertilisers, sugar, abrasives, cycles and consumer
finance.
In April 2012, MSI purchased 26 per cent stake worth USD546.2 million in Max New York Life Insurance
Company Ltd, after New York Life Insurance completely exited from the joint venture. Through the deal,
Mitsui Sumitomo will gain representation on the board of Max New York Life Insurance Co and run the
unit with Max India Ltd group, which holds a 70 per cent stake in the venture.
After the non-life insurance segment, MSI entered the life insurance segment of India due to immense
growth opportunities offered by the country. The company aims at leveraging the sales network of its
non-life insurance operations for its new business venture with Max India Ltd.
Financial and insurance companies worldwide have established their presence in India due to the
immense investment potential in the country. Interestingly, to achieve long-term growth in India, the
Asia-Pacific players have made major strides in fixed-income, local equities, investment banking and
asset management capabilities along with the insurance market. Most of them have adopted the
inorganic approach to establish their presence in India.

3.8 Transportation and Logistics
3.8.1

YCH Group

Established in 1955, YCH Group offers end-to-end supply chain management and logistics services to
various renowned companies worldwide. Some of its clients include Dell, Motorola, Samsung, LG,
ExxonMobil, Unilever, LVMH and Royal FrieslandCampina. The group’s prize-winning pioneering
solutions such as Intribution, Intrabution and Retrogistics are developed using advanced web
technologies suited for clients across sectors such as electronics, chemical and healthcare. Apart from
its operations in Singapore, YCH group has expanded its presence in over 50 cities across the AsiaPacific region, including Malaysia, Thailand, Indonesia, Philippines, Hong Kong, Australia, China, India,
Vietnam and Korea.
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YCH group entered India in 2006-end through its wholly owned subsidiary YCH Logistics India Private Ltd
(YCH). Headquartered in Chennai, the company provides end-to-end solutions such as supply chain
consulting & designing and offers customised logistics solutions. YCH also provides third-party logistics
services such as warehousing, cargo forwarding and transportation services to its clients. Banking on
India’s economic growth prospects, the company established its own warehouse – a 525,000-square
feet facility called YCH DistriPark located in Sriperumbudur, Chennai’s Hi-tech SIPCOT Special
Economic Zone (SEZ). Inaugurated in 2010, this was the first green warehouse facility established in
India. This Chennai facility having a capacity of 50,000 pallets was built with an investment of USD20
million; it caters to customers such as Dell, ACER, Murugappa Group, General Mills and Motorola,
among others. In 2010, the company had announced further expansion in India by setting up 12
additional green warehouse facilities through an investment of USD240 million.
Key highlights of YCH group in India


YCH DistriPark, the first warehouse facility in India, was awarded the Gold Status for Leadership in
Energy.



YCH DistriPark was the first green warehouse in India.



YCH DistriPark was accredited Environmental Design (LEED) certification by Indian Green Building
Council (IGBC).



YCH India was the first Supply Chain Management Company to establish tailor-made Vendor
Managed Inventory solutions for the Indian electronics industry.



YCH India has been awarded TAPA ‘A-class’ and ISO 28000-compliance certificate for its security
systems.

YCH entered India with a view to benefit from lack of warehousing infrastructure in India. The company
through its end-to-end logistics and SCM services has built a comprehensive network catering to MNC
customers across the country. YCH has pioneered many of its activities in India.
3.8.2

Ascendas

Based in Singapore, Ascendas is the leading provider of space solutions across businesses in Asia.
Established in 1981, the company is engaged in designing, developing, managing and marketing of
business parks in domains such as IT, science and hi-tech industries, in addition to office and retail
space. Ascendas is the first company to come up with the work-live-play-learn set up offering integrated
solutions that incorporates solutions for business, lifestyle, retail and hotel under one roof. Some of its
key projects include the Singapore Science Park (Singapore), International Tech Park (Bangalore, India),
Dalian-Ascendas IT Park (China) and Carmelray Industrial Park II (Philippines). With over 30 years of
experience, Ascendas has established a global client base of more than 2,400 customers spread in 33
cities across 10 countries, including Singapore, China, India, South Korea and Australia.
Ascendas India Private Limited – the Indian arm of Ascendas – is engaged in developing IT Parks, SEZs
and custom-made and ready-built facilities. Ascendas entered India by acquiring stakes in the
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International Tech Park, Bengaluru (ITPB), from the Tata Group. ITPB was the company’s first project in
India. This was followed by Gurgaon Tech Park in Haryana, CyberPearl and The V in Hyderabad, and
International Tech Park Chennai (ITPC) and CyberVale in Chennai. In all, the company has eight projects
spread across six cities of India. India is considered as one of the prime markets for Ascendas, and the
company plans to expand its existing facilities while establishing new ones.
In 2007, Ascendas established the Ascendas India Development Trust (AIDT) – a private real estate fund
managing income-generating business property development projects. The fund portfolio owns and
operates IT business parks such as the International Tech Park (Bangalore); International Tech Park
(Chennai); and CyberPearl, The V and aVance Business Hub (Hyderabad).
Recognitions in India


Won the prestigious FIABCI Prix d'Excellence Award in Industrial Category for ITPB.



The Voyager building, located at the SEZ within ITPB, received LEED Silver certification for “Core and
Shell” by the Indian Green Building Council.



LEED Silver status conferred to the Pinnacle building at ITPC from the US Green Building Council in
the areas of sustainability, green development and operations.



ITPB is accredited as India's first work-live-play business environment.



ITPB is the first park in India to receive ISO 9002 certification for park management and operations.

Since its inception in India, Ascendas has expanded its network with offices across Mumbai, Chennai,
Hyderabad and Delhi. With its global expertise, the company has been a frontrunner in creating new
business environment models in India. In line with this, Ascendas has also received status awards for
many of its parks and facilities in India.
3.8.3

Gateway DistriParks Limited

Established in 1994, Gateway DistriParks Limited (GDL) is an Indo-Singapore joint venture started by
Newsprint Trading & Sales Corporation (NTSC), Windmill International Pvt Ltd and Parameswara
Holdings Ltd. Singapore-based Thackeral Group, Windmill Corporation and Parameswara Holdings hold
70 per cent stake, while the India-based NTSC holds the remaining. Initially, the joint venture was
established to offer warehousing, handling and clearance of seaborne cargo in the containerised form at
Navi Mumbai Port in India. However, over the period, the company started offering other services in the
logistics industry as well. GDL is the only company in India to offer integrated services across three
domains – container freight stations (CFS), inland container depots (ICD) with rail movement of
containers to major maritime ports, and cold chain storage and logistics.
Through its CFS vertical, the company offers transportation and storage, general and bonded
warehousing, empty handling and other value-added services for cargo. The company has four CFS
stations – two in Navi Mumbai and one each in Chennai and Visakhapatnam, with a total capacity of over
600,000 twenty-foot equivalent units (TEUs). GDL aims at enhancing capacity through expansion of its
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old stations and setting up of new ones. The company through its 60 per cent subsidiary – Gateway
Distriparks (Kerala) Ltd – has set up a new CFS at Vallarpadam, Kochi, spread across 10,000 square feet
with an annual capacity of 48,000 TEUs. The facility commenced operations at full capacity in FY13.
The company’s second vertical dealing with rail operations is managed by its subsidiary Gateway Rail
Freight Limited (GRFL). GRFL offers inter-modal logistics services and runs its own ICDs. In addition, the
subsidiary handles rail-linked facilities across India, one each in Haryana, Punjab and Navi Mumbai. A
new facility has been set up at Faridabad Haryana, which began operating at full capacity in FY13. The
affiliate provides these services with the support of its own fleet of 21 trains and more than 235 road
trailers based at its rail-linked terminals. It provides container train service for export/import and
domestic transport from these ICDs to maritime ports.
GDL offers cold chain logistics services through its partly owned affiliate Snowman Logistics Limited
(Snowman). The subsidiary is India’s leading and first cold supply chain company boasting a pan-India
network of over 100 cities and 4,400 outlets. Snowman provides wide-ranging warehousing,
transportation and distribution services. The subsidiary has established 23 warehouses and possesses
over 100 owned and leased refrigerated cargo ships.
Robust performance in FY12
GDL demonstrated outstanding growth in FY12 in all its three domains – CFS business, rail operations
and cold chain logistics – progressing at a remarkable pace. In FY12, the group’s income grew y-o-y by
37 per cent to INR8.36 billion and profits rose 36 per cent to INR1.32 billion. The growth was driven by
better throughput from existing and new CFS and GRFL facilities.
Banking on India’s EXIM container traffic business
GDL aims at expanding its presence and CFS business to capitalise on the rising container traffic at
Indian ports. The Indian ports witnessed a 10 per cent rise in container traffic in the past decade to 7.77
million TEUs as on FY12. Also, the Indian government has set an ambitious export target of USD500
billion by 2014. Furthermore, the company would benefit from the Shipping Ministry’s determined
maritime plan to triple India’s port capacity by 2020.
GDL is the only company in India to offer integrated services across three domains – container freight
stations (CFS), inland container depots (ICD), and cold chain storage and logistics. The company has
been able to register robust growth over the years. Strategically positioned, the company is set to benefit
from the rising demand for logistics services in India.
India, with inadequate logistics and transportation network, offers a strong growth potential to foreign
players having experience in the domain. Companies from the Asia-Pacific, especially Singapore, have
forayed in the Indian markets. With their innovative offerings, they have won various projects, which have
received recognition in the country.
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4. CONCLUSION
India’s “Look East” policy launched in the ‘90s has provided impetus to its relations with countries in the
Asia-Pacific region. A number of strategic agreements enhanced trade and investments between India
and the region; bilateral trade between India and Asia-Pacific registered a CAGR of 12.1 per cent over
FY09–13. The momentum is expected to be sustained as India has set ambitious targets for trade under
various agreements with countries in the region.
Companies from the Asia-Pacific region have found success in a number of sectors in India. Particularly,
they have made a mark in consumer durables, and automobiles. Much of this success is attributable to
the companies’ efforts to bring unique products catering to the Indian consumer. Consumer goods
companies such as Samsung, LG Electronics, Sony, and Panasonic have emerged as leaders in most
segments. The innovative cultures of their domestic economies have enabled these companies to garner
a higher share compared to compatriots from India, and the Western economies. Similarly, the advent of
automakers from Japan and South Korea transformed the Indian market. Maruti Suzuki, for example,
was a pioneer in the Indian automobile sector and has maintained its leadership to this day. South
Korea’s Hyundai too has been highly successful as the company invested a considerable amount of time
developing its first car Santro that was specifically designed to meet the Indian consumers’ needs. It is
this culture of innovation that is likely to help companies from the region extend their success in India.
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DISCLAIMER
India Brand Equity Foundation (IBEF) engaged Aranca to prepare this report and the same has been
prepared by Aranca in consultation with IBEF.
All rights reserved. All copyright in this report and related works is solely and exclusively owned by IBEF.
The same may not be reproduced, wholly or in part in any material form (including photocopying or
storing it in any medium by electronic means and whether or not transiently or incidentally to some
other use of this report), modified or in any manner communicated to any third party except with the
written approval of IBEF.
This report is for information purposes only. While due care has been taken during the compilation of
this report to ensure that the information is accurate to the best of Aranca and IBEF’s knowledge and
belief, the content is not to be construed in any manner whatsoever as a substitute for professional
advice.
Aranca and IBEF neither recommend nor endorse any specific products or services that may have been
mentioned in this report and nor do they assume any liability or responsibility for the outcome of
decisions taken as a result of any reliance placed on this report.
Neither Aranca nor IBEF shall be liable for any direct or indirect damages that may arise due to any act
or omission on the part of the user due to any reliance placed or guidance taken from any portion of this
report.

Success of International Corporate Entities: Asia Pacific

68

