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Abstract: This paper overviews a valuable method by which world-wide countries/markets can be 

analyzed and compared for their relative attractiveness in terms of foreign direct investment and 

international trade. The method is grounded in theory developed by Wood and Robertson (2000), and is 

aimed specifically at aiding small to medium sized enterprises (SME) who may find global markets 

daunting. A case study focusing on a U.S. based SME, an alternative energy company investigating Sub-

Saharan African market options is presented. The paper allows readers to understand why knowledge of a 

countries’ political and legal environment, infrastructure, economic trajectory, cultural realities and 

market potential are critical for international business success. In particular, SME managers can glean 

from this work, the importance of viewing multiple dimensions of global business (again, politics, 

economic, infrastructure, culture, legal systems and market potential), in a theoretically sound framework.  

The case of Sub-Saharan markets will demonstrate how such knowledge can be utilized to systematically 

and objectively assess which market(s) are the most promising for any company wishing to market any 

product or service to any country in the world. 
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1. Introduction 

 

When the Berlin Wall fell in 1989 and the Soviet Union came apart in 2001-2002, the old super story of 

our time – communism versus capitalism – was replaced by the era of globalization, and the barriers and 

walls that divided our world for 75 years disappeared (Friedman 1999, 2005). Globalization describes a 

process by which nations, businesses and people are becoming more interconnected (economically, 

socially and culturally) across the globe (Ali 2000). With the old barriers removed, the impact of 

globalization has accelerated with the aid of 1) falling transportation and logistics costs for goods, services 

and people, 2) diminished trade barriers that portend lower tariff and non-tariff impediments to global 

business, 3) increasing communication abilities enabled by technology that allow ideas and information to 

disseminate quickly and inexpensively around the world, and 4) an expanding world of investors now able 

to play in a broader “global” arena in search of promising opportunities (Zakaria 2008).  Globalization 

means millions, if not billions, of formerly “left out” people can now compete in world markets and 

achieve a better life.   

 

To fully understand globalization two things are useful – 1) a sense of the world today from a broad-

perspective and 2) a sense of the monumental changes happening in the emerging markets of the world.  

Consider these realities.  The percent of people living on one dollar a day or less has dropped from 40% in 
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1981 to 18% in 2004 and is estimated to be  12% today (2015). China has lifted 400 million out of poverty 

(and poverty is falling in countries housing 80% of the world population).  Over the last two decades, two 

to three billion people have newly entered the world of business and trade. Goldman Sachs (an investment 

bank) predicts that by 2040 five emerging-market countries – China, India, Brazil, Russia and Mexico – 

will have a larger economic output than the G-7 countries – the 7 Western nations that now dominate 

global affairs including the US, Canada, Great Britain, France, Germany, Italy and Japan (Zakaria 2008, 

2011).  In brief, globalization, over the last 25 years, has allowed for the creation of enormous wealth and 

has given unprecedented opportunities for a better life for millions, if not billions of people around the 

world.  Globalization has become a “super-story” of our time. 

 

It is, however, the continent of Africa that is garnering more and more attention from those that observe 

and follow the path and trajectory of globalization.  And many perceive that it is Africa that holds the 

most promise for growth and prosperity as we move further into the 21
st
 century. Africa is the second 

largest continent on the planet, making up 6% of the earth’s total surface area and 20.4% of the total land 

area.  It is the second most populous continent accounting for 15% of the world’s human population at 

over one billion people.  Africa is the youngest continent in terms of population, with 50% of Africans 

being younger than 19 years (African Economic Outlook 2015).  Today, 40% of the African population 

lives in cities, and by 2016 over 500 million Africans will reside in urban centers.  Likewise, 11 of the 

world’s 20 fastest growing economies are in Africa, and the booming economic growth has created the 

fastest-growing middle class in the world (McKinsey Knowledge 2015). 

 

However, Africa is not homogeneous, and significant variance and opportunity exist from country to 

country. The need to systematically examine and array alternatives by any organization wishing to enter 

the African continent is most apparent. This paper provides a case study demonstrating one systematic and 

objective method to do just this. It is aimed at small to medium sized enterprises (SMEs), who may find 

global markets (particularly, emerging markets such as Africa, daunting). We begin by looking at a 

specific company, World Solar Power (WSP), a fictitious company based on profiles of real companies in 

the solar power industry.  The analysis demonstrated here is guided by the works of Harrell and Kiefer 

(1981) and Wood and Robertson (2000). These previous works, offer a most important theoretical 

framework by which managers with limited global business experience (managers of SMEs in particular) 

can come to understand the importance of bringing multiple dimensions of  international markets (politics, 

legal systems, infrastructure, culture, economics and market potential), into their thinking and analysis.  

The demonstration of this theoretical framework  for SMEs is not readily apparent in the literature and has 

never been applied to emerging African markets. 

 

World Solar Power (WSP) – Analyzing the African Opportunity:  World Solar Power, is an SME 

founded in 2005, develops, manufactures and markets solar power products using its proprietary, low-cost 

wafer technology. The company's manufacturing technology uses significantly less polysilicon than 

conventional processes.  WSP’s products provide reliable and environmentally clean electric power for 

residential and commercial applications globally.  With its state-of-the-art technology, the company has 

quickly become a global technology leader and innovator in the solar industry. Bringing technology to 

practical, commercial scale solutions is what drives business at WSP.  Although it has been in business for 

only 10 years, the company is well established and rapidly becoming an expert in the alternative energy 

industry. 
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The WPS Advantage:  World Solar Power’s panels have the smallest carbon footprint and fastest energy 

payback of any silicon-based solar panel. These panels retain 200% more electric power than its 

competitors’ products. 

 

Financial Results:  Despite challenging market conditions, the future looks brighter for WSP, revenues 

for 2015 were $112.0 million, compared to $69.9 million for 2008. The increase was due to added volume 

from its manufacturing facility, which began production during the third quarter of 2011. Its gross margin 

for 2008 was 16.9% compared to 24.4% for 2015. While there is uncertainty in today’s economic 

environment, and some skepticism remains towards alternative energy sources, the company remains very 

optimistic that its longer-term market prospects are promising. 

 

Industry Overview:  With approximately $1.5 trillion in annual global revenues during 2014, the 

electric power industry is one of the world’s largest industries. Furthermore, electric power accounts for 

a growing share of overall energy use. A majority of the world’s current electricity supply is generated 

from fossil fuels such as coal, oil and natural gas.  These traditional energy sources face a number of 

challenges including fluctuating (non-stable) prices; security concerns; over dependence, in some 

markets on imports from a limited number of countries that have significant fossil fuel supplies; and 

growing environmental concerns over the climate change risks associated with using fossil fuels.  

Because of these and other challenges facing traditional energy sources, governments, businesses and 

consumers are increasingly supporting the development of alternative energy sources, including solar 

energy (EDF – Environmental Defense Fund 2015, Solar Energy Industries Association 2015). Indeed, 

the solar power market has grown significantly in the past decade.  However, despite rapid growth, today 

solar energy constitutes only a small fraction of the world’s energy output and therefore may have 

significant untapped potential.   

 

Competition:  The solar power market is intensely competitive and rapidly evolving. According to 

Solarbuzz (2015), there are over 350 companies that are today engaged in solar energy product 

manufacturing.  Significant competitors include Evergreen Solar, BP Solar International Inc., First Solar, 

Inc., Kyocera Corporation, Mitsubishi, Sanyo Corporation, Sharp Corporation, Solar World AG, 

SunPower Corporation, SunTech Power Holdings Co., Ltd, Trina Solar, and Yingli.  It is also anticipated 

that future competition will include new entrants to the solar power market offering new technological 

solutions.   

 

Product:  WSP’s solar panels are made from the highest quality mono-crystalline and multi-crystalline 

materials.  Using these top quality materials allows WPS’s solar panels to be mounted on any roof type, 

ranging from flat to highly sloped, and to be mounted on any roofing material from slate tiles to mud roofs.  

The panels require little maintenance and allow for any electricity that is not currently consumed to be 

stored in the complimentary banks of batteries for later use.  While cloud cover may lower a solar panel’s 

productivity, cloud cover will not fully eliminate productivity. The company’s solar panels require no 

distribution system to connect a location to an electrical grid, and therefore the solar panel systems are 

completely self-sufficient and well-adapted to both locations in the city or those that may be isolated by 

either great distance or difficult terrain. 
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WSP: A SWOT Analysis:  A quick summary of WSP’s strengths, weaknesses, opportunities and threats, 

as shown below, provides insights into how it might fare in new markets (e.g., overseas markets including 

African markets).  This SWOT analysis provides the base from which the companies’ “competitive 

strengths” are derived in the various African markets examined later in this paper. 

 

Strengths 

•     Integrated Manufacturing Capacity; end-  

to-end product development 

•     Unique Patented Technology 

•     Strong Research and Development 

•     Established Supplier Relationships 

•     Low cost products 

Weakness 

•     Dependence on Limited Number of Suppliers 

•     Limited working Capital  

•     New to international markets (where Green 

Power intends to sell most of their products) 

 

Opportunities 

•     Environmental Friendly Energy 

•     Growing Solar Power Market both domestic 

and global (especially Sub-Saharan) 

•     Expansion 

Threats 

•     Intense Competition 

•     Reduction or Elimination of Government 

Support 

•     Uncertainties and fluctuations in global 

markets and economies 
 

The African Market:  WSP has been interested in expanding to international markets for some time. The 

significant potential of the African continent (including the brief overview presented at the beginning of 

this paper) has caught the interest of the company. For a variety of reasons (growth potential, market 

demand, government backing), WSP decided to consider either the countries representing Sub-Saharan 

Africa or those representing the North African “Arabic” markets. Given this focus on Africa, a number of 

metrics were utilized by WSP to arrive at the most promising countries/markets for it to enter.  

 

First, WSP examined two basic criteria to narrow it focus, including: 1) which of the two regions (Sub-

Saharan Africa or Northern Africa) had the biggest population and 2) which of the two regions had the 

higher percentage of residents without access to electricity. WSP considers these criteria to be most 

important as it is selling a product that is a substitute to electrical power supplied by utilities.  Below is a 

breakdown of these criteria as they relate to both regions:  

 

Total population (millions)  

Region                                                               Population 

Middle East and North Africa                           345.4  

Sub-Saharan Africa                                           936 .1   

Electrification Rates in Africa  

Region Total Urban Rural Pop without electricity (millions) 

North Africa 99% 100% 99% 1 

Sub-Saharan Africa 32% 59% 16% 621 
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Following this, WSP established the criteria that the region 

selected for further analysis (again, North Africa versus 

Sub-Saharan Africa) would be currently able to generate 

electric power but may not have developed its transmission 

infrastructure.  As the above electrification rates allude to, 

three quarters of the electricity produced in Africa comes 

from Egypt, Libya, Morocco, Algeria and South Africa, 

with South Africa being the only country on the 

subcontinent.  This is a clear indicator that the transmission 

system in Sub-Saharan Africa is less than comprehensive.  

Thus, the higher population, the higher percentage of 

people without access to electricity and the 

underdeveloped infrastructure suggest that Sub-Saharan 

Africa has the potential to create greater product demand for WSP’s offering.  The map below 

(representing a composite series of satellite photos taken at night to provide a visualization of where the 

light generated from electricity exists) further illuminates this reality (source – World View at Night 

2015). 

 

Sub-Saharan Africa – Countries Selected for Further Analysis – Method and Measures 

 

Of the total array of possible Sub-Saharan countries that WPS could examine (34 countries in total), the  

company further narrowed its focus based on four additional criteria, including – 1) having a higher than 

average Gross Net Income per capita (i.e., an indicator of “ability to purchase WSP’s projects and service), 

2) having a large percentage of citizens that do not have access to electricity (i.e., and indicator of market 

need), 3) their geographical location (i.e., an indicator of exposure to sunlight), and 4) their number of 

shipping and receiving ports (i.e., an indicator of WPS’s ability to reach the market with its products).  

The following five countries Angola, Botswana, Gabon, Namibia and South Africa ranked high on 

each of these criteria and were thus selected for more specific analysis and examination.   

 

Finally, based on the works of Harrell and Kiefer (1981) and Wood and Robertson (1999), two primary 

dimensions of analysis – Country Attractiveness (of each the five markets selected) and Competitive 

Strength (of WSP in each the five markets) were examined and compared for each of the five selected 

Sub-Saharan African markets and an ultimate decision was made as to which specific country(s) offered 

the most promise for WSP and its solar product. 

   

This final analysis is the most rigorous thus far, and requires the selection and examination of specific 

“drivers” of potential success with respect to the five specific markets now place in the evoked “set” of 

markets begin considered by WPS. Again, following the method and framework illuminated by Harrel and 

Kieffer 1981 and Wood and Roberson (1999), Country Attractiveness “drivers” for WSP include – 1) 

Market Potential (as measured by “demand, potential market size, and market share”), 2) Political 

Environment and Stability (as measured by “type of government”), 3) Economic Strength (as measured by 

“GPD per capital, reserves of foreign exchange and gold, and unemployment), and 4) Infrastructure (as 

measured by “power production and power consumptions, and percentage of populations without power). 

In a similar manner, Competitive Strength “drivers” for WSP include – 1) Market Share (as measured by 
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“WSP’s position in the market”), 2) Product Fit (as measured by “annual hours of sunlight per country,”), 

3) Contribution Margin (as measured by “profit per unit sold”) and 4) Market Support (as measured by 

“market representation/ ease of doing business and market support”).  

 

The following highlights the results of this examination and comparison of the five Sub-Saharan countries 

on these dimensions and drivers for the case at hand. 

 

Country Attractiveness:  

Market Potential 

    Demand 

o Gross Net Income Per Capita  

This variable demonstrates the average number of US Dollars earned per 

person per year; a larger GNI per capita is beneficial. 

    Angola - $5,170   

    Botswana - $7,770   

    Gabon - $10,650   

    Namibia - $5,870   

    South Africa - $7,190    

o Potential Market Size  

This variable demonstrates the number of individuals who are above the 

poverty line. WPS felt that those above the poverty line will have the financial 

means to purchase the product. 

    Angola – 11,357,423     

    Botswana - 1,502,581    

    Gabon - 1,125,658    

    Namibia - 1,567,463    

    South Africa - 33,234,068   

  Market Share 

o  This variable represents WPS’s  estimated potential market share in units per year 

WPS estimated a market penetration of 2% of the potential market size to arrive at 

its estimate of market potential for each of the five countries. 

    Angola - 11,357,423 x 2% = 227,148 solar panels 

    Botswana - 1,502,581 x 2% = 30,052 solar panels 

    Gabon - 1,125,658 x 2% = 22,513 solar panels 

    Namibia - 1,567,463 x 2% = 31,349 solar panels 

    South Africa - 33,234,068 x 2% = 664,681 solar panels 

Political Environment and Stability  

    Type of Government  

o How Long Since Transformation to a democracy with free elections? 

WPS believes that governments existing over a lengthy period of time are the 

more stable.  Newer governments may still have unresolved issues and therefore 

may be less stable. 

    Angola - 8/25/1992 
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    Botswana - 9/30/1966 

    Gabon - 3/21/1990 

    Namibia - 2/9/1990 

    South Africa - 2/4/1997 

Economic Strength 

 Indicators – The final score of this variable is an average of the rankings of the factors listed 

below: 

o Gross Domestic Product (GDP) Per Capita  

WPS used this metric as an indicator of how healthy the overall economy is on a 

per-person basis (it allows WPS to judge economic health of a given country 

without population size skewing the data). 

    Angola - $6,300 

    Botswana - $16,400 

    Gabon - $19,200 

    Namibia - $8,200 

    South Africa - $11,500 

o Reserves of Foreign Exchange and Gold  

WPS used this metric as a second indicator of economic strength within the 

prospective countries. 

    Angola - $37.94 billion  

    Botswana - $7.933 billion  

    Gabon - $2.47 billion  

    Namibia - $2.267 billion  

    South Africa - $48.46 billion 

o Unemployment  

WPS used each country’s unemployment rate as an indicator to further 

understand the percentage of the population with purchasing power. 

    Angola - 26%   

    Botswana - 20%   

    Gabon - 16%   

    Namibia - 27.4%  

    South Africa - 24.3%  

Infrastructure 

 Power Production minus Power Consumption = Excess or (Deficit) power needs (units: 

billion kWh) 

WPS used this metric as a tool to measure the possible need for its product.  

Countries with excess power may receive fewer benefits for its solar panels. 

 Angola - 5.118-4.592 = 0.526 B kWh   

 Botswana - 0.4296-3.118 = (2.688) B kWh   

 Gabon - 1.777-1.442 = 0.335 B kWh  

 Namibia - 1.331-4.238 = (2.907) B kWh  

 South Africa - 257.9-234.2 = 23.7 B kWh  

 Percentage of Population Without Power 
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WPS used this measure as a means to measure how widespread the power supply 

is, or is not, within the selected countries. 

    Angola - 70% 

    Botswana - 34% 

    Gabon - 40% 

    Namibia - 70% 

    South Africa - 15% 

Competitive Strength: 

Market Share 

WPS’s position in the market (now and in the future) 

World Solar Power evenly distributed a neutral ranking for countries selected, 

because it currently does not enjoy any market share in any of the countries being 

examined; however, it projects the need to achieve, in the near future, a market 

share of 15% (of the solar panel market) in each of the five countries under 

consideration to achieve targeted profitability.  This variable will influence future 

market considerations dramatically. 

Product Fit  

  Annual Hours of Sunlight per Country 

As noted previously, a country with a greater average of annual hours of 

sunlight indicates a stronger product fit for WSP’s solar panels. 

    Angola - 2,340 hours 

    Botswana - 3,267 hours 

    Gabon - 1,696 hours 

    Namibia - 3,605 hours 

    South Africa - 2,993 hours 

Contribution Margin  

 Profit Per Unit 

The main “variable cos” of WSP’s product will be the expense of importing 

the solar panels into the target markets.  The higher the shipping cost, the 

lower the profit margin.  

Base price $150 for all countries 

Cost to import from Norfolk, Virginia (US$ per container), the U.S. base of WPS. 

 Luanda, Angola - $7,331 

 Gaborone, Botswana - $7,877 

 Libreville, Gabon - $7,717 

 Walvis Bay, Namibia - $8,165 

 Durban, South Africa - $5,249 

Market Support 

    Market Representation Possible – Ease of Doing Business 

o World Bank Ease of Doing Business Index Ranking 2014 (1= most business-

friendly regulations)   
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 WSP believes each country’s entrepreneurial environment is significant 

when identifying the best markets for global expansion. 

 Angola - 181 

 Botswana - 74 

 Gabon - 144 

 Namibia – 88  

 South Africa – 43  

 Market Support  

 WPS believes the following factors will be significant indicators of the degree of 

market support in each country.  More specifically, sound communication technology 

and logistics infrastructure are important for the delivery of solar panels. The average 

of these three factors provides the Market Support score for each country.  

o Mobile Cellular Subscriptions (per 100 people)  

 Angola - 62 

 Botswana - 161 

 Gabon - 215 

 Namibia - 118 

 South Africa - 146 

o Internet Users (per 100 people)  

 Angola – 19.1 

 Botswana – 15 

 Gabon – 9.2 

 Namibia – 13.9 

 South Africa – 48.9 

o Logistics Performance  

 Angola – 2.54 

 Botswana – 2.49 

 Gabon – 2.20 

 Namibia – 2.66 

 South Africa – 3.43 

 

The final step in this method of analysis requires WSP to utilize all the comparative data on the five Sub-

Sahara markets being analyses in a “summary matrix” which requires the illumination of a “grading 

scale” and “linear scale” scale for both Country Attractiveness and Competitive Strength. Both the 

summary matrix and grading scale require experience judgment and the assigning of ranks and weights 

to the “drivers” under examination. Appendix A depicts the result of this analysis and the final “Key 

Country Matrix” which graphically positions the five countries being examined (the specific details for 

each of the five countries is also depicted following the Key Country Matrix. 

 

Conclusion:  By undertaking this multi-criteria and multi-step analysis (grounded in theory developed by 

Harrel and Kiefer 1981, and Wood and Robertson 2000), WSP (a SME with limited global business 

experience) has been able to objectively and systematically narrow down the African countries and 

ultimately compare and contrast five African markets that represent their most significant opportunity.  
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The first step in the analysis led to the selection of Sub-Saharan Africa countries over those of the North 

African “Arab” countries.  The second step led to the identification of five specific Sub-Saharan countries 

(out of total of thirty-four). The final “deep dive” led to a detail analysis and comparison of the five 

countries within the domains of Country Attractiveness and Competitive Strength. The conclusion of this 

process is depicted in Appendix A – “Key Country Matrix.” It would appear that South Africa holds the 

top ranking with respect to Competitive Strength, while Botswana was ranked first with respect to 

Country Attractiveness.  The specific country(s) the WSP ultimately select(s) for entry, like most if not all 

business decisions will be highly informed by this process and method.  However, for WSP, based on this 

analysis, it is fairly clear that there are two countries which offer the most potential for global expansion. 

Specifically, supported by the results of the “method” used in this analysis (having high scores in both 

country attractiveness and competitive strength), it is recommended that WSP pursue investment and 

growth strategies in Botswana and South Africa. 

 

This paper has presented a way of thinking about international business expansion that allows SME 

decision makers to consider a great deal of information within the structure of a parsimonious method, and 

to do so for multiple countries or regions of the world simultaneously. This method can be applied to any 

area of the world, for any organization or company (be they manufactures, services or other forms of 

commerce). It is presented as both “food for thought” and as a way to deal with the complexities, 

opportunities and challenges of our globalized world. 

 

 

Appendix A 

Summary Matrix 

Grading Scale 

For each category, all five countries were ranked in order from best to worst. Best would score a 10, 

second would score an 8, third would score a 6, fourth would score a 4, and last would score a 2. If 

there was a tie, the two scores would be averaged and the countries would receive the same score.  

For example, if there were two first place countries, the countries would each receive a score of 9 

(10, for first, + 8, for second, divided by 2). 

 

Linear Scale for Country Attractiveness: 

 

Country Attractiveness = (.35 x Market Potential) + (.35 x Political Environment/Stability) + 

(.25 x Economic Strength) + (.05 x Infrastructure) 

 

Market Potential = (.50 x Demand) + (.50 x Market Share) 

Political Environment/Stability = 1.00 x Stability Rank 

Economic Strength = 1.00 x Indicators Rank 

Infrastructure = (.75 x Power Production) + (.25 x % of Population without Power) 

 

Linear Scale for Competitive Strength: 

 

Competitive Strength = Market Share + Product Fit + Contribution Margin + Market Support 
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Market Share = (.50 x Percentage of Market) + (.50 x Market Position)) x 2 

Product Fit = 1.00 x Annual Hours of Sunlight per Country 

Contribution Margin = 1.00 x Profit per Unit 

Market Support = (.50 x Market Representation) + (.50 x Market Support) 

 

 
 

Angola 

 

COUNTRY ATTRACTIVENESS SCORE 5.10 COMPETITIVE STRENGTH SCORE 5.67

Market Potential 6.5 Market Share 7

Demand 5 Percentage of Market 5

Gross Net Income per Capita 2

Potential Market Size 8 Position 2

Market Share 8

Potential Market Share in Units 8 Product Fit 4

Annual Hours of Sunlight per Country 4

Political Environment & Stability 4

Type of Government 4 Contribution Margin 8

How long since transformation 4

Profit per Unit 8

Economic Strength 4.67

Market Support 3.67

Indicators 4.67

GDP 2 Market Representation 2

Foreign Exchange/Gold Reserves 8 Ease of Doing Business Index 2

Unemployment 4

Market Support 5.33

Mobile Cellular Subscriptions (per 100 people) 2

Infrastructure 5.25 Internet Users (per 100 people) 8

Logistics Performance 6

Power Production less Consumption 4

Percentage of Population without Power 9
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Botswana 

 
 

Gabon 

 

COUNTRY ATTRACTIVENESS SCORE 7.43 COMPETITIVE STRENGTH SCORE 6.5

Market Potential 5 Market Share 7

Demand 6 Percentage of Market 5

Gross Net Income per Capita 8

Potential Market Size 4 Position 2

Market Share 4

Potential Market Share in Units 4 Product Fit 8

Annual Hours of Sunlight per Country 8

Political Environment & Stability 10

Type of Government 10 Contribution Margin 4

How long since transformation 10

Profit per Unit 4

Economic Strength 7.33

Market Support 7

Indicators 7.33

GDP 8 Market Representation 8

Foreign Exchange/Gold Reserves 6 Ease of Doing Business Index 8

Unemployment 8

Market Support 6

Mobile Cellular Subscriptions (per 100 people) 8

Infrastructure 7 Internet Users (per 100 people) 6

Logistics Performance 4

Power Production less Consumption 8

Percentage of Population without Power 4

COUNTRY ATTRACTIVENESS SCORE 5.80 COMPETITIVE STRENGTH SCORE 4.83

Market Potential 4 Market Share 7

Demand 6 Percentage of Market 5

Gross Net Income per Capita 10

Potential Market Size 2 Position 2

Market Share 2

Potential Market Share in Units 2 Product Fit 2

Annual Hours of Sunlight per Country 2

Political Environment & Stability 6

Type of Government 6 Contribution Margin 6

How long since transformation 6

Profit per Unit 6

Economic Strength 8

Market Support 4.33

Indicators 8

GDP 10 Market Representation 4

Foreign Exchange/Gold Reserves 4 Ease of Doing Business Index 4

Unemployment 10

Market Support 4.67

Mobile Cellular Subscriptions (per 100 people) 10

Infrastructure 6 Internet Users (per 100 people) 2

Logistics Performance 2

Power Production less Consumption 6

Percentage of Population without Power 6
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Namibia 

 
 

South Africa 

 

COUNTRY ATTRACTIVENESS SCORE 5.88 COMPETITIVE STRENGTH SCORE 6.17

Market Potential 5.5 Market Share 7

Demand 5 Percentage of Market 5

Gross Net Income per Capita 4

Potential Market Size 6 Position 2

Market Share 6

Potential Market Share in Units 6 Product Fit 10

Annual Hours of Sunlight per Country 10

Political Environment & Stability 8

Type of Government 8 Contribution Margin 2

How long since transformation 8

Profit per Unit 2

Economic Strength 2.67

Market Support 5.67

Indicators 2.67

GDP 4 Market Representation 6

Foreign Exchange/Gold Reserves 2 Ease of Doing Business Index 6

Unemployment 2

Market Support 5.33

Mobile Cellular Subscriptions (per 100 people) 4

Infrastructure 9.75 Internet Users (per 100 people) 4

Logistics Performance 8

Power Production less Consumption 10

Percentage of Population without Power 9

COUNTRY ATTRACTIVENESS SCORE 5.78 COMPETITIVE STRENGTH SCORE 8.08

Market Potential 9 Market Share 7

Demand 8 Percentage of Market 5

Gross Net Income per Capita 6

Potential Market Size 10 Position 2

Market Share 10

Potential Market Share in Units 10 Product Fit 6

Annual Hours of Sunlight per Country 6

Political Environment & Stability 2

Type of Government 2 Contribution Margin 10

How long since transformation 2

Profit per Unit 10

Economic Strength 7.33

Market Support 9.33

Indicators 7.33

GDP 6 Market Representation 10

Foreign Exchange/Gold Reserves 10 Ease of Doing Business Index 10

Unemployment 6

Market Support 8.67

Mobile Cellular Subscriptions (per 100 people) 6

Infrastructure 2 Internet Users (per 100 people) 10

Logistics Performance 10

Power Production less Consumption 2

Percentage of Population without Power 2
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