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Agenda

• Significance of Asian Economy to the 
World

• Smiling Curve and Implications to 
Globalization

• Some Comparisons: Asian vs Western 
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Top Ten GDP & PPP Ranking (Based on 2004 Results)

GDP

Ranking Country Value (in US$ billion)

1 USA 11,750

2 Japan 4,624

3 Germany 2,673

4 UK 2,128

5 France 1,987

6 Italy 1,649

7 China 1,601

8 Canada 970

9 Spain 964

10 Korea 667

PPP

Ranking Country Value (in US$ billion)

1 USA 11,175

2 China 6,913

3 Japan 3,612

4 India 3,096

5 Germany 2,318

6 France 1,671

7 UK 1,665

8 Italy 1,582

9 Brazil 1,449

10 Russia 1,371

Source：IMF, World Economic Outlook Database 2004/9/29
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Actual IMF Economists
2004 2005 2004 2005

Projected GDP Growth Rate(%) for BRIC
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Source: IMF (2004) World Economic Outlook.  Global Demographic Transition.

September 2004; Economist (2004s) The economist poll of forecasters,

Aug 12th 2004. From The Economist print edition。
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Key Economic Indicators* For China vs. other Leading Countries

Key Indicator

GDP Growth Rate (%)

GDP (US$ billion)

PPP (US$ billion)

GDP Per Capita (US$)

PPP Per Capita (US$)

Current Account Balance/GDP (%)

Fiscal Balance/GDP (%)

Inbound (US$ billion)

Outbound (US$ billion)

China USA Japan Germany

9.5 4.3 2.6 2.0

2,6734,62111,7501,601

6,913 11,175 3,612 2,318

32,40436,18439,9911,227

5,299 38,031 28,278 28,104

4.43.4-5.42.4

-2.2 -4.9 -6.9 -3.9

12.96.329.853.5

1.8 151.9 28.8 2.6

* Based on 2004 data except FDI

*** FDI based on 2003 data

Source：IMF, World Economic Outlook Database
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Forging Ahead

Projected GDPs for China, Japan and the U.S. in trillions of U.S. dollars
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Source：Goldman  Sachs

Projected GDP
Growth Rate

China 8.5% p.a.
USA 2.5% p.a.

Assumptions

1. Fixed Exchange
Rate

2. Sustainable
Economic Growth
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PC Industry Value Added Curve

Speed
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Figure 3.2.(a) Original Smiling Curve
*Note: Original “Smiling Curve” proposed by Stan Shih, 1992
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• Technology
• Market Share
• Support Capability

Figure 3.2.(b) Computer Software Industry
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based on application
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*Stan’s Concept 1992
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*Note: Original “Smiling Curve” proposed by Stan Shih, 1992
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Figure 3.2.(c) Semiconductor Foundry Industry
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*Note: Original “Smiling Curve” proposed by Stan Shih, 1992
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Figure 3.2.(d) Bio-tech Industry

V
alue C

reation

Supply Chain

Outsourcing

Production

Technology

Brand Name

*Note: Original “Smiling Curve” proposed by Stan Shih, 1992
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Summary of Case Studies (Based on 2003 Data)

Industry Segment

White Goods

Airline

Automotive

Banking

Electronics-Motile
Phone

Chemicals

Semiconductor

Computer-Hardware

Food

Computer-Software

Pharmaceutical

GE

British Airways Singapore Airlines

Sales
Revenue

WMN VS. ASIA

Players

Haier

VW Toyota

Citigroup HSBC

Motorola Samsung

Dow Formosa

TI TSMC

Dell Foxconn

Nestle Wahaha

Microsoft Wipro

Johnson & 
Johnson Cipla

WMN

WMN

ASIA

WMN

ASIA

WMN

WMN

WMN

WMN

WMN

WMN

Profitability

Total

WMN

ASIA

ASIA

WMN

ASIA

ASIA

ASIA

WMN

WMN

WMN

WMN

As % of Sales

ASIA

ASIA

ASIA

ASIA

ASIA

ASIA

WMN

ASIA

WMN

WMN

Profitability

Total As % of Sales

WMN

WNM

ASIA

WMN

ASIA

ASIA

ASIA

WMN

WMN

WMN

WMN

ASIA

ASIA

ASIA

ASIA

ASIA

ASIA

WMN

WMN

WMN

Scoreboard：
WMN:9
ASIA:2

WMN:6
ASIA:5

WMN:3
ASIA:7

WMN:7
ASIA:4

WMN:3
ASIA:6
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Thank You


