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23+

800+

Hobbies & Passion

Years of experience 

studies executed

– Public speaking
– Travelling
– Health and fitness freak
– Mentoring and coaching –

onboard with LUMS for their 
community mentorship 
program 

– Networking – MAP, LCCI, 
Rotary Club, Connected 
Women, OAKS, 101 incredible 
women

Industry Expertise
Durables | FMCG | Retail | Agri | Paints | Social Sector | Telecom | Apparel | 

Footwear | Pharma | Finance | Real Estate

Founder of shopper research in Pakistan Awarded: Simply Excellent Gold award (10x business growth) Published Reports:5 major published industry reports

Experience with 

International Markets
UK, Canada, Philippines, Vietnam, 

Hong Kong, Thailand, Malaysia, 
Singapore, UAE, KSA, Afghanistan

Local Knowledge with Global Exposure: MAJIDA NAVEED 



enFuture Insights 

− We help businesses make informed
decisions by collecting and analyzing
data about customers, competitors,
and the market itself.

− We help reduce risk, understand
customer needs, and identify market
opportunities through systematic
inquiry and data analysis.



FMCG

Others

Telecom Fashion 
& Retail

Consulting 
& Research

Manufacturing 
& Industrials

HealthAuto-
motive



ARGENTINA 

250,000+

AUSTRALIA

100,000+

BRAZIL 

450,000+

CHILE 

120,000+

COLOMBIA 

150,000+

EGYPT

100,000+

POLAND

80,000+

MALAYSIA 

60,000+

GHANA
25,000+

HONG KONG

25,000+

KENYA

60,000+

KOREA 

55,000+

KUWAIT

20,000+

MEXICO 
375,000+

NIGERIA 

150,000+

NEW ZEALAND 

55,000+

PHILIPPINES 

220,000+

KSA 

225,000

+
SINGAPORE 

55,000+

SOUTH AFRICA

300,000+

TAIWAN

75,000+

THAILAND 

200,000+

UAE 
200,000
+

TURKEY 

275,000+

VIETNAM 

65,000+

QATAR 

20,000

+

USA 

225,000+

UK

150,000+

RUSSIA 1

80,000+

GERMANY 
150,000+

CHINA 
175,000 +

INDIA 
1,500,000 +

INDONESIA
320,000+

B2B, B2C Panel | 8M+

ITALY 

105,000+

FRANCE 
105,000+

PERU 
10,000+

ECUADOR 

10,000+

NETHERLANDS 
20,000+

MOROCCO 

20,000+

SPAIN 
35,000

+
5© 2023 Borderless Access

COUNTRIES IN FOCUS FOR PANEL CONSUMER RESEARCHES

*through collaboration with partner agencies working in these markets



The Industrial Crisis
(the ‘why’)



BREAKING THE 12% CEILING: PAKISTAN’S MANUFACTURING CRISIS

Export growth is no longer operational—it is strategic

The Benchmarking Gap: Pakistan’s manufacturing GDP contribution sits at ~12–13%, less 

than half of China (~28%) and Vietnam (~25%).

The Structural Imbalance: An economy anchored by Services (60%) and Agriculture (22%) 

without a manufacturing core creates a fragile cycle of weak dollar inflows and persistent 

trade deficits.

The Ecosystem Failure:

Internal: Fragmented supply chains, tech-phobia, and a "survival" mindset.

External: A high-friction regulatory environment that inflates the Cost of Doing Business 

(CoDB).

The Verdict: We aren't just failing to export; we are failing to scale.



However, Global Trade Is No 
Longer “Business as Usual”
Global supply chains are being reshaped by:

• tariffs 

• geopolitical tensions 

• rising compliance requirements 

• supplier diversification

Buyers are increasingly asking suppliers for: 

• compliance visibility 

• supplier reliability 

• operational transparency 

• sustainability standards 



Competing Internationally Is 
More Difficult Than 5 Years Ago

•Pakistan’s export-to-GDP ratio declined from 15.4% in 1999 to nearly 10.4% in 2024,

indicating weakening export competitiveness. 

•Regional competitors are moving faster: 

•Bangladesh → value-added textiles 

•Vietnam → electronics & global supply chains 

•India → pharmaceuticals & manufacturing integration 

Pakistan continues to face: 

•high energy costs 

•rising input costs 

•lower productivity growth 

•limited global integration 

Pakistan’s industries still rely heavily on: 

•traditional buyers 

•price competition 

•limited market diversification



Supply Chain Diversification 
Opportunity

•International companies are increasingly adopting “China +1” sourcing strategies. 

•Buyers are exploring: 

•Pakistan 

•Vietnam 

•Bangladesh 

•India 

•Egypt 

Strong Insight:

“The question is no longer whether opportunities exist.

The question is whether manufacturers are positioned correctly to capture them.”



The Opportunity Gap 
(the what)







Opportunity Mapping



GCC Markets Continue to Offer 
Strong Potential

Key Facts & Figures:

•GCC countries import over US$100+ billion worth of manufactured consumer and industrial goods annually. 

•The UAE alone imported approximately US$425 billion in goods in 2024. 

•Saudi Arabia’s industrial and construction expansion continues to drive demand for: 

• electrical products 

• appliances 

• HVAC-related products 

• building materials 

Why This Matters for Pakistani Manufacturers:

•Geographic proximity 

•Lower freight time 

•Existing Pakistani business networks 

•Rising construction & infrastructure activity



Africa: Underrated but 
Growing

Africa: High-Growth Markets Often Ignored by Competitors

Key Facts & Figures:

•Africa’s population is expected to reach 2.5 billion by 2050 (United Nations). 

•Consumer spending in Africa is projected to exceed US$2 trillion in coming years. 

•Urbanization and electrification are increasing demand for: 

• home appliances 

• fans 

• affordable consumer durables 

• electrical goods

African markets are often:

•less saturated 

•less compliance-heavy initially 

•more relationship-driven



Mid-Sized Emerging Markets
Many exporters chase:

•USA 

•UK 

•Germany 

But often ignore:

•Central Asia 

•East Africa 

•Secondary GCC markets 

•Southeast Asian niches

Examples:

Potential mid-sized opportunity markets:

•Kenya 

•Tanzania 

•Uzbekistan 

•Kazakhstan 

•Oman 

•Qatar

“Smaller markets sometimes offer:

•lower competition 

•easier distributor access 

•better pricing flexibility”



E-Commerce & Global Sourcing 
Trends

Key Facts & Figures:

•Global B2B e-commerce market projected to exceed US$30 trillion this decade. 

•Buyers increasingly search suppliers through: 

•Alibaba 

•Global Sources 

•LinkedIn 

•sourcing platforms 

Major Shift:

Earlier:

Relationships drove sourcing

Now:

Visibility + responsiveness + trust matter equally







The Research 
Playbook (the ‘How’)



THE REAL COST OF "GUESS-BASED" DECISIONS

A Failed Export Attempt Costs:

− 12–24 months lost 

− Dead inventory 

− Distributor conflicts 

− Brand damage in the market 

Critical Question:

− Why invest millions in production 

without validating demand first?



REGIONAL DEMAND INTELLIGENCE

One Size Does Not Fit All – Research-Driven Market Alignment

Region Primary Demand Market Nuance (The "Why") Strategy

Africa
Bracket & Louver 

Fans

Structural Constraint: Low roof heights make 

traditional ceiling fans impractical. Focus on 

durability/repairability.

Volume Play: Durable, high-air-

throw wall units.

Middle East
Exhaust & Ceiling 

Fans

Utility Need: High popularity for ventilation 

(Exhaust) alongside premium aesthetics for 

interiors.

Premium Play: Silent, sleek designs 

for the "Premium Homemaker".

Global
Energy Efficient / 

DC

Macro Trend: Demand for energy-efficient 

fans is growing at 8% annually.

Innovation Play: Inverter fans for the 

"Utility Optimizer".



MARKET SELECTION – STRATEGIC DECISION MATRIX

To minimize export failure, members must answer four "Critical Filters" before entering 

a new territory:

Strategic Question Research Output

1. Is there a "Structural Gap"?

Analysis of local production vs. import reliance (e.g., KSA 

imports 80% of food needs). Is demand growing or 

replacing old technology?

2. What is our "Landed Cost" reality?

Comparison of Pakistani FOB (Free on-board) + Logistics 

+ Duties against local price leaders to ensure we aren't 

"priced out". 

Can you compete after landed cost?

3. Does the "Cultural Fit" exist?
Assessment of local aesthetics (Minimalist vs. Traditional) 

and technical specs (Voltage/Plug types). 

4. Can we clear the "Regulatory Wall"?
e.g. market specific certifications’ timelines and 

complexity. 



UNDERSTANDING THE BUYER 

Export Failure = Misunderstanding the Buyer

Different markets = different expectations

GCC Buyers Want:

− Silent fans 

− Aesthetic design 

− Energy efficiency 

Africa Buyers Want:

− Strong air throw 

− Durability 

− Repairability



BUYER PERSONAS (MENA/GCC REGION)

Research-driven profiles to guide product development:

. Survival Buyer 

(Africa)

− Focus: heat + 

reliability

Needs: High-speed, 

durable fans

Persona 

1

Premium 

Homemaker (GCC)

− Buys for interior 

aesthetics 

− Rejects noisy, 

bulky fans

Needs: Silent, sleek, 

modern design

Utility Optimizer (Expat 

segment)

− Focus: electricity 

savings

Needs: Inverter/BLDC 

fans

Message: “Lower your 

monthly bill”

Persona 

2

Persona 

3Persona 

1
Persona 

2

Persona 

3



PRODUCT ADAPTATION FRAMEWORK

Exporters Must Adapt in 4 Areas:

1. Technical

− Voltage / frequency 

− Energy standards 

2. Performance

− Silent vs high-speed 

3. Design

− GCC → minimalist 

− Africa → functional 

4. Packaging

− Language 

− Compliance labels



CHANNEL & GO-TO-MARKET

Where You Win Matters as Much as What You Sell

GCC:

− Modern retail (Carrefour, Danube) 

− E-commerce (Noon, Amazon) 

Africa:

− Distributor-led markets 

− Wholesale dominance 

Key Decision:

Direct retail vs distributor strategy



PRICING STRATEGY (NO GUESSWORK)

How to Set the Right Price

Input 1: Cost Reality

− Free on Board (FOB) + logistics + margins 

Input 2: Market Benchmark

− China = low anchor 

− Europe = premium anchor 

Input 3: Customer Willingness

− What will buyers actually pay?



POSITIONING & BRAND STRATEGY 

− Premiumization through Tech: Pakistani fan brands should lead with 

AC/DC Solar/Inverter technology as their primary export hook. 

− The "Reliability" Anchor: Export branding must emphasize "High-Speed 

Performance" and "Durable Metal Blades" to compete against plastic-

heavy, low-quality competitors in the GCC and Africa. 

− Emotional vs. Functional: Move from selling a "cooling machine" to an 

"Energy-Saving Lifestyle Solution". This shift may justify a 15-20% price 

premium over unbranded commodities. 

Learning from Pakistan’s domestic giants to win internationally:



THE PEFMA INTELLIGENCE HUB: ENFUTURE SERVICE BREAKDOWN 1/4

− Market Intelligence Support Analyses global

market size, growth trends, and segment

dynamics to pinpoint high-potential export

destinations for PEFMA members. It

identifies "low-hanging fruit" opportunities

by mapping emerging regional demand

spikes against local production.

− Competitive Intelligence Support delivers

deep-dive competitor profiling and market

share assessments to benchmark Pakistani

products against global leaders. Provides

drilled-down revenue estimations and

strategic insights to help members

outperform international rivals.



ENFUTURE EXPORT GROWTH FRAMEWORK

1

2

3

4



Case Studies



Client Objective What We Did Business Impact

To assess market attractiveness, 

growth potential, and competitive 

landscape of the Pakistan Tubular 

Battery market

Conducted comprehensive market 

sizing, forecasting, competitive 

mapping, demand analysis, and 

risk assessment through primary 

and secondary research

Enabled the client to enter the 

market with a well-informed 

strategic approach, minimizing 

investment risk and avoiding 

potential business losses through 

early visibility of market dynamics, 

growth areas, and competitive 

threats. 

Feasibility Study – Industrial Product

“This research helped us navigate in these challenging times and we averted risk of 

500-600 million” (Chief Innovation Officer) 



Client Objective What We Did Business Impact

To evaluate in-store visibility 

effectiveness and shopper 

conversion drivers

Conducted retailer trade visibility 

and asset impact assessment 

across 353 outlets

Helped Client optimize retail 

visibility strategy to improve 

shopper engagement and 

conversion

To benchmark Client against key 

competitors

Assessed brand visibility, retailer 

preference, and conversion 

strength across leading brands

Identified Client’s strong 

conversion and trust equity while 

highlighting opportunities to 

strengthen early-stage visibility

To identify high-impact trade 

assets for future investment

Evaluated effectiveness and ROI of 

trade assets across cities and 

outlet types

Enabled Client to prioritize high-

performing display walls, 

improving retail execution and 

marketing investment efficiency

Trade Visibility - Durables





Case Study  

● Business issue: Ramadan is a special occasion in the Muslim world. People
share and care for those in need. Brand X sought to establish relevance with its
audience.

● To guide the content strategy, Brand X has experimented with digital characters
for the first time and wanted to engage with kids, also developing a softer image
of the brand.

● The hypothesis is that the ad isn't focusing much on the product and will not be
able to hook the audience.



40

1.
Click the 

link

2.
Adjust the 
Webcam

3.
Watch the 

ad

4.
Take a 

post-test 
survey

https://survey.escan.com/j

Tap the Link

*through international collaboration

Methodology Ad Test through E-Scan 



Example – Ad Test 
(how emotion and eye tracking is done)



Sadness appears to be the most prevailing emotion

Client optimized the ad while removing scenes causing sadness 
and add fillers to strengthen the brand image in the ad.



Practical Framework





Growth is not only 
International





Summing Up…







LET’S WORK 
TOGETHER

Contact: Majida Naveed 

Founder & MD, enFuture Insights 

Majida@enfuture.net

www.enfuture.net

mailto:info@enfuture.net
http://www.enfuture.net/

