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Emerging Economies
	The availability of markets is a key characterizes that contributes to the quick growth of the emerging economies. They produce goods at affordable prices, which is a critical factor that contributes to the emergence of their savings. It facilitates to operate under large economies of scale within the worldwide spectrum (Grębosz & Otto, 2013). It leads to the creation of revenue that is turn directed into other vital sectors of the countries such as infrastructure. The opportunities in terms of industry expansion are a critical issue that leads to the economic development of the country. Significant sectors of the country that involves the production process are quite low (Khanna, Palepu & Bullock, 2015). The issue contributes to the creation of more supply that can sustain the demand in the country in a positive way. Therefore, the growing economies enjoy economies of scale that makes them more competitive in the global market.
	The availability of raw material such as minerals is key factors that contribute to the fast-growing economies. The raw materials lead to the creation of strong industries in which the countries could rely on to survive. Ideally, the factor is also contributed by the availability of cheap labor (Miller, 2014). The cost involved in the hiring of labor is reasonable in such countries. The issue adds to the positive development of such nations to the benefit of various industries.On the other hand, factors such as political stability and ready markets in the country attract foreign investors. Multinational companies invest in the country through foreign direct investments that positively plays out to the befit of the country (Deutschmann, 2014). In conclusion, the expansion of the economies of the developing nations is contributed by factors such as market, labor, and raw materials availability.
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