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Middle Class Today
Today, the 
U.S. and E.U. 
comprise 
about 45% of 
the world’s 
middle-class 
purchasing 
power.

Growth of  
Emerging Markets
By 2022, 
there will be 
massive middle-
class growth 
in emerging 
markets, 
including  
sub-Saharan 
Africa.

Older Consumers
An aging population 
around the world 
will affect financial 
services and especially 
the equity markets.

China and India Take Over
By 2030, only 20% of the world’s 
middle-class consumer spending 
will come from the U.S. and E.U., 
with 40% in China and India. 

Population Shifts
Fewer births and more people 60 and 
older—not just in wealthy nations, 
but everywhere—will lead to changes 
in health care and other industries. 

Power of the  
Rich and Female
There are some 
15 million 
individuals 
with at least 
$1 million in 
assets, up 
from 9 million 
in 2008. 
More women 
millionaires 
means changes 
in spending 
patterns.

At the  
Whiteboard With  
Mauro Guillén
What’s in store for global consumer 
markets? While geography will always 
matter, consumer segments tell a more 
insightful story.

we typically think about global consumer 
markets in terms of geography—of emerging mar-
kets in nations such as China, India and Turkey. But 
according to international management professor 
Mauro Guillén, the Anthony L. Davis Director of 
the Lauder Institute at Penn, “From today’s stand-
point, the nature of global consumer markets will 
change so much that by the year 2030, you won’t be 
able to recognize them.” The markets will continue 
to grow, he says, but not necessarily by geography. 

Several trends will drive this shift. Guillén 
outlined a few in a condensed lecture from his 
International Political Economy of Business 
Environments course. For one thing, the number 
of births per woman is declining in both emerging 
markets and wealthy nations. Also, we’re living 
longer: On average, according to Guillén, “Most 
of us will live seven or eight years longer than our 
parents and 12 or 13 years longer than our grandpar-
ents.” Those factors—fewer babies and more elderly 
people—will change industries such as health care, 
financial services, pharma, leisure entertainment, 
and anything offering mobility to the world’s grow-
ing population of those aged 60 and up.

Another key driver of change in consumer 
markets around the globe: the massive movement 
toward cities. Every seven days, Guillén says, the 
number of people living in cities grows by some 
1.5 million. Today, worldwide, there are 25 cities 
with more than 10 million residents. By 2030 there 
will be 51, according to Guillén, and 20 with more 
than 20 million people. This will affect a range of 
businesses, from transportation and real estate 
to leisure and entertainment. Rapid urbanization 
around the world will also change the way consum-
ers get their food and water. 

“If you’re thinking about the future, you can 
think about geographies,” Guillén said. “China 
and India will be important, but that’s just one 
part of the story. It’s more interesting to look at 
it from the point of view of different consumer  
segments. That’s what will reshape the global con-
sumer markets.” —Louis Greenstein

Game-Changing Impact
The largest markets get to write the 
rules of the game; until 10 years 
ago, that was the U.S. By 2030, 
electronic devices will meet Indian 
and Chinese regulations, too. 


