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‘In tough times – and we are living in tough 
times – the basics start to play a bigger role. 
Companies are getting focused on 
operating their core business as well as 
possible, and marginal activities are being 
reduced.’ 

Juha Rantanen 
President and CEO, Outokumpu Oyj

The PwC 14th Annual Global CEO 
Survey documents a surprising level of 
confidence in this environment; chief 
executives are nearly as confident of 
growth this coming year as they were 
in the boom years before the crisis. 
The survey also revealed where CEOs 
see growth coming in 2011, and how 
they are going to achieve it. In ‘Growth 
reimagined: Prospects in emerging 
markets’, we show how CEO confidence 
is being driven by targeted investments 
in particular emerging markets – often 
far from home. 

We also identified three strategic 
focal points to achieve that growth: 

innovation, talent and a shared agenda 
with government. These three business 
imperatives have always had their place 
on the CEO agenda. But now, with 
their worst fears about the crisis behind 
them and an emerging recovery ahead, 
CEOs are adopting new attitudes and 
approaches, tailored to dealing with the 
issues of the multi-speed global recovery 
that they hope is underway. 

This is a summary of the findings in 
the metals sector, based on interviews 
with 37 metals CEOs in 23 countries. 
To explore the full results of the 14th 
Annual Global CEO Survey, please visit  
www.pwc.com/ceosurvey

The global economy is still recovering from the worst economic 
crisis in 75 years, as many countries grapple with the aftermath 
of the recession. So we set out to uncover how chief executive 
officers (CEOs) are approaching growth during a time when 
sustainable economic growth is far from certain. We surveyed 
1,201 business leaders in 69 countries around the globe in the last 
quarter of 2010. We also conducted further in-depth interviews 
with 31 CEOs, including metals CEOs from the key emerging 
markets of China, India and Turkey, as well as Finland. 
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Targeting emerging  
markets

Growth in the current recovery also 
means coming to grips with a global 
market marked by one dominant 
feature: only half the world is growing at 
a robust rate. Although the International 
Monetary Fund forecasts global growth 
at 4.2% for 2011, developed economies 
are managing only half that rate.1 In 
contrast, emerging markets are booming 
– and the metals sector is a clear 
example. 

China now dominates the world’s 
steel industry; Brazil is an important 
producer of steel, iron ore and copper; 
Russia is a major powerhouse in 
aluminium; and India boasts a growing 
steel sector. As Sajjan Jindal noted, 
‘When it comes to steel, India is the 
country to be in.’ 

In fact, 73% of metals CEOs agree or 
strongly agree that emerging markets 
are more important to their company’s 
future than developed markets, 
compared to 59% of CEOs in the total 
sample. ‘Developing economies, such as 
China, India and Brazil in particular, will 
enjoy good growth. But for the rest of 
the world, it is quite difficult to say what 
will happen,’ Juha Rantanen, President 
and CEO of Finnish stainless steel maker 
Outokumpu Oyj, remarked. 

What is clear, though, is that with 
metals CEOs – and, indeed, those in 
all industries – turning to emerging 
markets for growth, the competition 
is likely to be fierce. Metals companies 
will need efficient operating models 
and processes. So it’s not surprising 
that many metals CEOs are looking to 
innovation to help drive improvements 
in process efficiency.

They’ll also need to make sure they 
have access to raw materials, and the 
energy to process them reliably and 
at a reasonable cost – no easy feat. 
This probably explains why 65% of 
metals CEOs – almost twice as many 
as the overall average – told us they’re 
concerned that scarcity of natural 
resources could put the brakes on 
growth. And significantly more are 
‘extremely concerned’ about energy 
costs, too (see Figure 1). Access 
to natural resources and energy is 
dependent upon stable political regimes 
and secure supply chains – issues that 
worry many more metals CEOs than 
they do CEOs in other industries.

CEOs are generally confident about 
the prospects for growth again, and 
they are targeting the most promising 
opportunities with a discipline honed by 
the recession. Metals CEOs are slightly 
more cautious about the future than 
executives in other sectors, though. Only 
41% are very confident about generating 
higher revenues over the next three 
years, compared to 51% of their peers 
across all industries. 

The metals sector was one of the hardest 
hit during the downtime. As Sajjan 
Jindal, Vice Chairman and Managing 
Director, JSW Steel Limited, explained, 
‘Just before the crisis, steel prices were 
hovering around US$ 1,200. When the 
crisis hit, prices dipped to US$ 500.’ 
He added: ‘In order to deal with the 
situation, we had to take some cost-
cutting measures. Fortunately, those 
measures have been very effective. In 
fact, we are now reviewing our cost-
cutting measures every three months in 
order to see what additional steps we 
might take.’ His company is not alone. 
A staggering 95% of metals CEOs told 
us their companies have implemented a 
cost-reduction initiative in the past 12 
months – and 73% expect to repeat the 
exercise in the coming 12 months. 

Keeping cost cutting high on the agenda 
represents a shift from previous down 
cycles, when cost-reduction efforts were 
typically viewed as temporary measures 
until demand recovered – and the gains 
that had been made were often lost 
again during boom times. Executives 
are wary this time around, with the 
outlook for the global steel industry still 
uncertain, and they’re making sure that 
cost reduction and greater operating 
efficiency stay at the top of their agenda. 

Figure 1: Metals CEOs are very worried about energy costs

Q: How concerned are you about the following potential business threats to your growth prospects 
(energy costs)?

Base: All respondents (Total sample, 1,201; Metals, 37)
Source: PwC 14th Annual Global CEO Survey

1  IMF World Economic Outlook (October 2010). Estimates for shares of the world economy made on a purchasing power parity basis.
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Metals CEOs are changing 
strategies to respond to macro risks

Demand for metals industry products 
generally follows GDP levels and, though 
the global economy has improved, 89% 
of metals CEOs are still worried about 
uncertain or volatile economic growth 
hurting their business – with nearly half 
‘extremely concerned’. Agah Uğur, CEO 
of Borusan Holding A.Ş., a conglomerate 
with a steel trading business, explains 
why: ‘In terms of steel, the low level of 
demand affects prices significantly. You 
lose money when the price goes down 
and make capital gains when prices go 
up.’ 

Metals CEOs are changing their 
corporate strategies in response. Fifty-
nine percent of those we surveyed think 
that the global economy is an important 
factor driving shifts in strategy, and 
many see it as the most important 
factor. But they’re also aware of other 
looming macro-economic threats. One 
of the biggest is exchange rate volatility, 
about which 51% of metals CEOs are 
‘extremely’ concerned (versus just 22% 
of the total sample). Inflation is likewise 

worrying many metals CEOs, as is lack 
of stability in the capital markets. This 
last concern may explain why 59% of 
metals CEOs are planning to change 
their company’s capital structure 
(compared to 49% of CEOs overall).

The metals sector itself is also changing. 
Two-thirds of metals CEOs say that 
industry dynamics are causing them 
to alter course. One key factor for 
steelmakers is the shift in iron ore 
pricing from an annual to quarterly 
or even monthly basis. This makes 
forecasting sales contracts and setting 
prices extremely difficult.

Other factors are having an impact on 
strategy, too. One of the most important 
is customer demand. Metals CEOs 
are responding in a variety of ways, 
including moving operations to markets 
where customers are growing and 
looking to customers to help shape the 
direction of their research agendas. 

 ‘In the steel business there has been a 
change in buying patterns and contract 
patterns from one year or six months down 
to three months. So every quarter there is a 
new contract.’ 

Agah Uğur 
CEO, Borusan Holding A.Ş.
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Putting customers  
at the centre of innovation

Business leaders in every industry 
signalled a significant shift in their 
innovation priorities this year. Since 
2007, they have consistently said that 
improving their penetration of their core 
markets offers the best opportunities 
for growth. Now they’re just as 
likely to be focusing on driving the 
innovations needed for new products 
and services – and metals CEOs are no 
exception. Metals CEOs are confident 
their innovations will succeed: 76% 
expect them to generate significant new 
revenues (see Figure 2). But that will 
mean getting to know the customers of 
key markets very well.

Some metals companies are already 
following this strategy. Juha Rantanen 
told us that Outokumpu is putting 
a customer-focused approach at the 
heart of its activities, and tailoring its 
R&D accordingly. After the economic 
downturn, he explained, ‘What has 
remained intact is our overall strategy to 
get closer to the end user and improve 
our entire sales and marketing effort. 
That has meant investing more in our 
skills and capabilities.’ He said that his 
company uses innovation to differentiate 
itself from the competition and increase 
the value-add in its offerings. 

‘I think the game today is very much about 
improving the customer dimension while 
keeping costs down and avoiding any 
excessive spending.’

Juha Rantanen 
President and CEO, Outokumpu Oyj

Figure 2: Metals CEOs are counting on innovation to drive revenues

Q: To what extent do you agree or disagree with the following statements about your expectations regarding your company’s innovation over the next 3 
years?

Base: All respondents (Total sample, 1,201; Metals, 37)
Note: All respondents stating ‘agree’ or ‘agree strongly’
Source: PwC 14th Annual Global CEO Survey
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We expect the majority of our innovations to be co-developed with partners outside
our organisation

We expect government assistance (including financing, tax credits and/or
technology transfer) to boost our innovation output

30

33
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Making innovation local

Companies operating globally will need 
to innovate to ensure they can meet the 
needs of local markets. And it’s not only 
companies headquartered in developed 
markets which are driving innovation. 
Steelmakers in India and China are 
taking the initiative, too. Sajjan Jindal 
explained that Indian steelmakers face 
challenges accessing high-quality raw 
materials. His company didn’t wait for 
competitors from developed markets 
to solve the problem. Instead, he said: 
‘We took it upon ourselves to develop 
a technology by which we could re-
process low-grade iron and use it to 
manufacture high-grade steel. That 
innovation has saved us a lot of money.’ 
But he thinks that commitment to 
investment in research needs to come 
from the top: ‘So, even in my position, I 
spend a lot of time on R&D issues.’ 

Chinese steelmakers are also focusing 
on improving their research capabilities. 
And, like Sajjan Jindal, Dr. Zhang 
Xiaogang, President of Chinese 
steelmaker Anshan Iron and Steel Group 
Corporation, thinks that the focus on 
innovation needs to come straight from 
the top. ‘Innovation is a key element in 
a company’s strategic planning process 
and a core task of senior management’, 
he told us. 

For Dr. Zhang  Xiaogong, building a 
corporate culture to support innovation 
is vital. ‘Innovation has a cultural 
dimension too, so Angang Steel has 
taken steps to nurture a culture in 
which innovation can thrive. This 
includes building relationships with 

external research institutions; engaging 
clients in research and development; 
creating a corporate environment in 
which risk-taking is encouraged and 
mistakes are tolerated, and recognising 
and rewarding individual initiative’, he 
explained. 

Some metals companies from 
developed nations are also moving 
some innovation-related activities to 
emerging markets. Juha Rantanen said, 
‘One of the big issues for us is that our 
European-based customers are moving 
many of their operations off-shore.’ With 
its customers increasingly moving their 
factories to China, Outokumpu therefore 
established a new service centre in 
Shanghai to serve existing customers as 
well as new customers in China.

Responding to customers’ need 
to improve their environmental 
profile

In many industries, companies are 
getting closer to customers by involving 
them directly in product and service 
development, a trend that many CEOs 
see coming. For the metals sector, 
materials substitution is a key issue, 
with steel and aluminium competing 
both with each other and with other 
materials like plastic and composites 
for use in cars, trucks, as construction 
materials, etc. Innovating together with 

supply chain partners – by developing 
lighter steel for specific automotive 
applications, as just one possible 
example – can help give companies a 
competitive edge.

Often, such innovations are influenced 
by pressure on companies to increase 
the sustainability of their products. 
Metals CEOs are particularly likely to 
see developing environmentally-friendly 
products or services as an ‘important 
part’ of their companies’ innovation 
strategies (see Figure 2). Emerging 
green industries like renewable energy 
represent major revenue opportunities; 
metals companies can provide 
lightweight steel or aluminium for wind 
turbine blades, for example.

‘On the upside, greater efforts toward CO2 
reduction could open up important 
business opportunities for our company 
because investment in low emissions power 
generation would increase demand for 
stainless steel.’ 

Juha Rantanen
President and CEO, Outokumpu Oyj
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competitors are out to snatch their best 
people, and nearly as many say they’re 
facing difficulties attracting younger 
employees into traditional career paths. 

Finding talent in the emerging 
markets and moving experienced 
people to where they’re most 
needed are key challenges

The emerging markets are becoming a 
core part of many metals companies’ 
growth strategies, and talent shortages 
are just as acute there as in other parts 
of the world. However, metals CEOs 
haven’t completely got a handle on the 
issue yet; they are more likely than CEOs 
in other industries to see understanding 
and forecasting the availability of talent 
in emerging markets as a hurdle.

They are also more likely to have trouble 
moving talented people from one 
geographic area to another, particularly 

Bridging global  
skills gaps 

The ‘war on talent’ was declared more 
than ten years ago, but few CEOs are 
prepared to declare victory. They know 
talent isn’t just a numbers game. It 
means finding, retaining and motivating 
employees whose skills really fit the 
company’s strategy. Given that 87% of 
metals CEOs have changed corporate 
strategies in the past two years, and that 
there is fierce competition both within 
the sector and within many markets, 
their talent needs are changing too. 

So talent is one of the top items on the 
CEO agenda for 2011. Nearly half of 
all metals CEOs plan to expand their 
workforces in the next 12 months, but 
almost three-fifths believe the supply 
of skilled candidates is limited. Almost 
half are also concerned that their 

when the culture and way of life are 
radically different. Nevertheless, 
they are responding to the challenge. 
Seventy percent of metals CEOs (versus 
59% of the total sample) are making 
some or significant changes to their 
people strategy to deploy more staff on 
international assignments (see Figure 
3). Global deployments are a first step to 
address shortages as company footprints 
change, but many CEOs know they need 
to nurture local talent in the long run.2

2 ‘PwC View: Aligning your talent strategy to China business strategy’, PwC (2010).

Figure 3: Deploying experienced staff globally is a challenge for many metals CEOs, 
and people strategies are changing in response

Q: Considering the talent required for the success of your business over the next 3 years, what are 
the key challenges you expect to face? / To what extent do you plan to change your people 
strategy in the following ways over the next 12 months?

Base: All respondents (Total sample, 1,201; Metals, 37)
Source: PwC 14th Annual Global CEO Survey

CEOs who report difficulty deploying experienced people globally

CEOs who are changing strategies 'significantly' to deploy more staff on
international assignments

CEOs who are changing strategies 'somewhat' to deploy more staff on
international assignments
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40 19
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59 11
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New types of rewards help improve 
retention 

As the economy improves, history 
tells us voluntary turnover rates will 
rise. Juha Rantanen sees it happening 
already. He told us: ‘As the markets 
start to pick up, there is much more 
competition for talent and many 
people in Outokumpu’s workforce have 
specialised skills that are highly valued 
by other companies. So, retention 
is becoming an issue.’ He added: ‘In 
times of slow growth, keeping people 
motivated is really critical and there 
are no easy answers to how best to 
accomplish that. Recruitment in new 
markets is also a challenge, especially in 
China. There, retention is an even bigger 
issue than in Europe. In China it’s not 
uncommon to recruit people who you 
then train over 2 to 3 years, providing 
them with really valuable skills, only to 
lose them shortly thereafter. From that 
perspective, China is a tough operating 
market.’

The problem isn’t unique to the metals 
industry in hot talent markets. Turnover 
in China can reach 20-40% in some 
sectors, compared to turnover rates that 
are typically less than 10% in the US or 
UK. 

Recognising this trend, metals CEOs 
are changing their people strategy to 
improve employee engagement and 
retention. Most (68%) say they plan 
to use ‘non-financial’ rewards. These 
approaches can take many forms, but 
often involve training and mentoring 
programs, with a closer focus on career 
trajectories. 

‘That is something we try to emphasise 
more and more: leaders take care of their 
people, so that our staff find their jobs 
fulfilling, and want to continue to work for 
us longer than they otherwise might.’

Juha Rantanen
President and CEO, Outokumpu Oyj
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Helping workers improve skills and 
stay healthy are shared priorities

Government and businesses are already 
working together to improve workforce 
skills and health. Many metals CEOs 
see a need for collaboration on the 
former issue. Technological advances 
are increasing the complexity of metals 
production and processing, so sufficient 
talent in engineering and other areas is 
becoming even more vital. Metals CEOs 
believe their companies need to play 
a role in ensuring that the workforce 
is prepared: 65% plan to work more 
closely with governments and education 
systems to improve skills in the talent 
pool (versus 54% of the total sample).

Some metals CEOs are focusing on 
keeping workforces healthy, too – which 
is particularly important in markets 
where the workforce is ageing. Juha 
Rantanen said, ‘This is an area where 
companies can make a big difference 
because an ageing workforce requires 
that we keep our people healthy. So 
first of all that means doing all we can 
to avoid workplace injuries. But then 
we must go beyond that and try to get 
people to focus on keeping up their own 
health.’

Achieving shared priorities  
with government

While CEOs need to focus on their own 
growth plans, many also see a common 
purpose with governments with regard 
to social well-being at home and abroad. 
Contributing to the community is one 
aspect. ‘Large, profitable companies 
must do their bit, too. For example, JSW 
provides meals to schools in the Bellary 
district that are attended primarily by 
children from low-income families’, 
Sajjan Jindal noted.

But the need for cooperation reaches 
more broadly than pure philanthropy. 
Nearly three-quarters of all metals CEOs 
(and a similar number of CEOs in other 
sectors) plan to actively support new 
government policies that promote ‘good 
growth’ that is economically, socially 
and environmentally sustainable. It will 
take political will. And private-sector 
commitment will be vital, too, as many 
CEOs told us. This means that corporate 
and government leaders have a shared 
agenda. True collaboration will take 
sustained engagement that extends 
beyond lobbying to define ongoing 
risk sharing, effective governance and 
accountability, and a focus on outcomes. 

This model of cooperation could become 
a reality in two of the top priorities on 
the shared agenda: infrastructure and 
workforce improvements. Infrastructure 
improvements could have a wide range 
of benefits for metals companies, as 
they would both increase demand for 
construction-grade metals and improve 
the efficiency of the metals supply chain, 
particularly in emerging markets. 

Sajjan Jindal sees public-private 
partnerships as a promising route to 
achieving joint goals, especially in India: 
‘I believe that the best model to use is 
the public-private partnership. India’s 
administrative capabilities are not like 
China’s. Therefore, PPPs in healthcare, 
roads, education, ports, airports, or 
railways can be a good alternative to 
the government going it alone,’ he 
explained.

‘If you think about it, many of the things 
one learns through formal schooling, 
either at the vocational or university level, 
often become superseded by new knowledge 
and new technology within a matter of a 
few years. That’s why companies like ours 
have to provide their people with 
continuous training and education.’

Juha Rantanen
Prasident and CEO, Outokumpu Oyj
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Globalisation  
reimagined

CEOs’ shift towards a targeted strategy 
signals the advance of globalisation – 
but it may diverge from how it’s looked 
in the past. Companies are not only 
affected by globalisation; the actions 
they take will shape it. That 73% of 
metals CEOs support ‘good growth’ 
is recognition that they would like 
to see globalisation evolve in a way 
that links economic growth and social 
development. Good growth is a long-
term path towards value creation that 
creates lasting prosperity for both 
shareholders and society. 

Many CEOs understand that such 
efforts help attract and retain a strong 
workforce. And employees who believe 
their efforts are helping society as well 
as their company are likely to be more 
committed to the research efforts that 
drive innovation. 

Metals CEOs are optimistic about 
the future, and more likely to think 
business-government partnerships 
will be more effective at mitigating 
key global risks like climate change, 
terrorism and financial crises than the 
survey population as a whole. And the 
industry is already taking sustainability 
seriously, as our recent report, ‘Different 
Shades of Green: Metals Sector Climate 
Change Responses’, shows.3

As China’s place on the world 
metals stage continues to increase in 
importance, its industry’s sustainability 
profile could impact the entire global 
industry. Local steelmakers are taking 
action to improve their sustainability 
profile. Dr. Zhang  Xiaogong puts it 
this way: ‘In recent years, the Chinese 
steel industry has undergone rapid 
development. But the economic crisis 
has exacerbated the complications 
that come with rapid development. 
The fundamental way to address these 
problems is to focus the industry’s 
efforts on increasing energy saving and 
decreasing emissions; and ensuring 
that future patterns of growth are 
sustainable, both in economic and 
environmental terms.’ 

3 ‘Different Shades of Green: Metals Sector Climate Change Responses’, PwC (2010) available for download at www.pwc.com/metals
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We spoke with executives  
around the world

The 37 metals CEOs included in our 
survey sample come from every corner 
of the globe, as this map shows. 
Quotes included in this document 
are drawn from in-depth interviews 
with sector leaders in key emerging 

territories China, Dr. Zhang Xiaogang, 
President, Anshan Iron and Steel 
Group Corporation and India, Sajjan 
Jindal, Vice Chairman and Managing 
Director, JSW Steel, as well as Turkey, 
Agah Uğur, CEO, Borusan Holding A.Ş. 
and representing the developed world, 
Finland, Juha Rantanen, President and 
CEO, Outokumpu Oyj.



Jim Forbes 
Global Metals Leader 
jim.forbes@ca.pwc.com 
Tel: +1 (905) 972 4105

Usha Bahl-Schneider 
Global Metals Knowledge & Marketing 
Manager 
usha.bahl-schneider@de.pwc.com 
Tel: +49 30 2636 5425

Special thanks to Elizabeth Montgomery for writing this paper.

Contacts

www.pwc.com/ceosurvey 
PwC firms provide industry-focused assurance, tax and advisory services to enhance value for their clients. More than 163,000 people in 151 countries in firms across 
the PwC network share their thinking, experience and solutions to develop fresh perspectives and practical advice. See www.pwc.com for more information.

This publication has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should not act upon the 
information contained in this publication without obtaining specific professional advice. No representation or warranty (express or implied) is given as to the accuracy or 
completeness of the information contained in this publication, and, to the extent permitted by law, PricewaterhouseCoopers does not accept or assume any liability, 
responsibility or duty of care for any consequences of you or anyone else acting, or refraining to act, in reliance on the information contained in this publication or for any 
decision based on it.

© 2011 PwC. All rights reserved. Not for further distribution without the permission of PwC. “PwC” refers to the network of member firms of PricewaterhouseCoopers 
International Limited (PwCIL), or, as the context requires, individual member firms of the PwC network. Each member firm is a separate legal entity and does not act as 
agent of PwCIL or any other member firm. PwCIL does not provide any services to clients. PwCIL is not responsible or liable for the acts or omissions of any of its 
member firms nor can it control the exercise of their professional judgment or bind them in any way. No member firm is responsible or liable for the acts or omissions of 
any other member firm nor can it control the exercise of another member firm’s professional judgment or bind another member firm or PwCIL in any way.

Our CEO Survey coverage includes a 
full report, in-depth interviews, and a 
visual story of the data. Explore the 
entire story in the full report. Simply 
download at www.pwc.com/ceosurvey. 
To view other publications and learn 
about our Metals industry practice, visit 
www.pwc.com/metals.


