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Dear Private Equity Client,

In 2020, we are launching a set of ideas tailored to private equity clients – ideas on interesting 
sectors, investment themes, and value-creation opportunities. This ╬rst issue looks at ╬ve themes 
suggested by our partners: social listening techniques, the rise of populist banking, taking retail 
brands into China, telecom infrastructure, and the diversi╬cation of ╬nancial services companies.

The COVID-19 outbreak and its economic consequences mean that near-term investor focus is 
on preserving the value of portfolio companies ɀ protecting their revenue and cash-▀ow, while 
identifying ways to make them more resilient.

However, the crisis will create opportunities for investors to partner with quality businesses and 
support the economic recovery. We hope that these ideas are interesting, that they provide you 
with food for thought, and that they prove helpful.

All the best,

Ben Clemens Balzer 
Partner, Head of Corporate Finance & Advisory in Asia-Paci╬c
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SOCIAL LISTENING
The revolution in understanding what your customers really want

Companies have traditionally relied upon consumer surveys, focus groups, and research reports 
to ╬gure out what people think of their products or services. But these approaches have several 
shortfalls. Sample sizes are limited and subject to bias. The studies take time to organize, and 
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advanced techniques to analyze social media accounts and their contents automatically and 
e╩ectively. Soon however, these techniques will be common in consumer-facing industries, 
and those companies that neglect them will ╬nd it hard to catch up. By contrast, product 
manufacturers that learn how to understand consumers in actionable ways — and to test 
consumers’ reactions in real time — will have a huge advantage.



© Oliver Wyman 5

Five ideas for private equity in Asia

POPULIST BANKING
New technology to facilitate ╬nancial inclusion
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NEUTRAL HOST INFRASTRUCTURE
Getting ahead of the wave of 5G opportunity

1 Source: Ericsson Mobility Report November 2019

2 Source: DBS Research

Global mobile-data tra╪c is expected to quadruple over the next ╬ve years,1 as high-speed 5G 
connectivity fuels relentless demand for data. Serving this will require signi╬cant infrastructure 
buildup, including small cells, ╬ber, towers, and data centers. The economics of the infrastructure 
rollout could be made more attractive by neutral host infrastructure players. These provide 
shared small cells – either shared antennae or just colocation; wholesale ╬ber ɀ from dark ╬ber 
to bitstream; shared macro-towers — for both passive and active equipment; and large-scale 
data centers ɀ to support cloudi╬cation and the use of large quantities of data.

It is not new for private equity ╬rms to invest in neutral host-infrastructure providers. However, 
globally, and in some key Asian and Paci╬c markets, a trifecta is emerging that should open 
doors for private equity investment:

1. Telecom operators are facing capital challenges. Price wars in multiple markets have eroded 
operatorsɄ EBITDA by up to 25 percent in the last 12 months, degrading their cash balances.

2. �$���V�L�J�Q�L�‰�F�D�Q�W���Z�D�Y�H���R�I���]�H�U�R���5�2�,���F�D�S�L�W�D�O���H�[�S�H�Q�G�L�W�X�U�H���Z�L�O�O���E�H���U�H�T�X�L�U�H�G���V�R�R�Q�� It will cost two or 
three times as much to cover an area with a 5G network as with a 4G network,2 and the return 
on investment (ROI) will often be unclear.

3. �1�H�X�W�U�D�O���K�R�V�W���L�Q�I�U�D�V�W�U�X�F�W�X�U�H���S�U�R�Y�L�G�H�U�V���D�U�H���Y�D�O�X�H�G���K�L�J�K�H�U���W�K�D�Q���W�H�O�H�F�R�P���R�S�H�U�D�W�R�U�V�� Valuation 
multiples of infrastructure providers have historically been higher than those of telcos 
— in the range of 1.8 to 1.9 times. This is primarily because infrastructure providers have 
fundamentally di╩erent business economics, including more-stable cash ▀ow and longer-
term contracts with tenants.

In response, telecom operators are spinning o╩ or selling infrastructure assets to unlock 
funds for their core telecom businesses. This also leads to shared infrastructure deployment 
and operations, which is more cost-e╩ective in the context of the upcoming expansion of 5G 
networks. As a result, some incumbent telecom operators are starting to end their closed-door 

https://www.dbs.com/aics/templatedata/article/generic/data/en/GR/052019/190508_insights_singapore_telecom.xml
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PRODUCT DIVERSIFICATION
How traditional ╬nancial services players can evolve and thrive

“Super apps” such as Grab and Go-Jek have risen in Southeast Asia, and we can expect some of 
these to dominate their markets over the next couple of years. The apps use a ▀ywheel approach, 
starting with a core business proposition and expanding into ancillary and complementary 
services, both ╬nancial and non-╬nancial.

Players in traditional ╬nancial services ɀ or any other industry for that matter ɀ can learn from 
this ▀ywheel approach, by expanding products and services to meet customer needs, deepen 
their customer relationships, and generate additional value.

One stark contrast to the unicorn apps is the traditional players’ relatively small safety net and 
limited resources. Without hundreds of millions of dollars to test and experiment with, they 
need to pick carefully which complementary products or services to o╩er. ItɄs not as simple as 
just plugging in other products and hoping customers will adopt them. Instead, critical success 
factors include clearly understanding what customers need, what needs are not being met today, 
and how customers like to be interacted with. Getting these right leads to a clear strategy for 
products, engagement and partnerships.

Consumer ╬nance, for example, can bene╬t greatly from product expansion and cross-selling, 
as growth in its core business — lending — is often capped to prevent the growing lower middle 
class becoming over-burdened by debt. A typical synergistic product is insurance, but standard 
insurance products were never designed for mass-market or lower-income customers. Premiums 
are often high and non-▀exible; the claims systems are complicated; and much of the coverage 
o╩ered is not relevant. So they just donɄt appeal to typical consumer-╬nance customers.

The ╬rst, critical step is to truly understand what protection products these customers might 
want. A consumer-╬nance ╬rm can then work with insurance partners and regulators to come 
up with products that might meet customers’ needs. They can then design a suitable customer 
journey to deliver the products at the point of need.

Consumer ╬nance ╬rms can also consider new ways to bundle insurance products with loans 
at points of sale. They have a treasure trove of data on customers that can help predict both 
their insurance needs and their propensity to purchase. In the short term, they can score easy 
wins by bundling, say, insurance for a motorbike along with a loan to buy one; or mobile device 
protection with a loan for consumer durables. For future growth, they should use propensity 
models or more-advanced analytics to predict demand for products and the best form 
of inted analytit both 
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