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The global business climate survey covers 41 markets, with more than 2,250 
respondents in 2026

BUSINESS CLIMATE SURVEY INTRODUCTION

The Business Climate Survey is a global initiative by Team Sweden that captures insights from Swedish companies with an established local presence - it assesses 
market conditions, opportunities, and challenges across global markets
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The Business Climate Survey is a joint Team Sweden project delivering market 
insights to Swedish companies worldwide

BUSINESS CLIMATE SURVEY INTRODUCTION

Supporting Swedish 
business

Understanding local 
opportunities

A joint effort

Team Sweden

Team Sweden

Team Sweden in Australia consists of the Embassy of Sweden, Business 
Sweden and Swedish Australian Chamber of Commerce

Together, we co-develop the BCS to better support Swedish companies locally 
and provide market insights

>
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Australia’s BCS, gathered 47 responses from Swedish companies, most of which 
were large, experienced companies within industrial or professional services

BUSINESS CLIMATE SURVEY RESULTS

Size of companies1 Main industry Age of Swedish 
subsidiaries2

Note: (1) Company size are based on global employee count: Small (0–249), Medium (250–1000), Large (>1000) (2) Company age reflects the year of first market entry in Australia: Mature (entered in 2004 or earlier), Experienced (2005–2020), Newcomer (2021 
or later)

49%

31%

21%

Industrial

Professional
services

Consumer

58%

23%

19%

Large

Medium

Small

39%

48%

14%

Mature

Experienced

Newcomer

Company breakdown by size, industry and maturity
n = 47

65% of surveyed 
companies have less 

than 250 local employees
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Australia is a growth market and is expected to keep outperforming advanced 
economies 

BUSINESS CLIMATE SURVEY RESULTS – ECONOMIC OUTLOOK

Change in real GDP, selected economies
% percentage change from 2019 to 2026, forecast Comments

• Australia is projected to outperform most advanced 
economy peers from 2019 to 2026

• Real GDP growth of 15 percent is above the ~10 
percent average for advanced economies

• Australia offers a resilient, lower-volatility growth 
profile compared with faster-growing emerging APAC 
markets

Source: IMF World Economic Outlook database, April 2026; Business Sweden analysis.Note: Real GDP at constant prices. Figures show cumulative percentage change from 2019 to 2026. 2025–2026 are IMF forecasts

46%

39%

30%
28%

18%
16% 15%

14% 13% 13% 12% 11% 11% 10% 9%
8% 7% 6% 6%

4% 3%
1%

Advanced economies 
average ~10%

Advanced economies
Emerging & developing economies
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Australia combines stronger spending power than most growth markets with 
stronger growth than many affluent APAC peers

BUSINESS CLIMATE SURVEY RESULTS – ECONOMIC OUTLOOK

APAC markets compared by growth, spending power and economic scale Comments

• Australia combines strong purchasing power with 
continued growth, with GDP per capita of US$75.6k 
and real GDP growth of 15 percent from 2019 to 
2026

• Australia grows faster than affluent APAC peers such 
as Japan and Korea, while remaining far more 
affluent than India, China and Indonesia

• With a nominal GDP of USD 2.1tn, Australia has the 
scale to matter strategically - far larger than 
Singapore

• Australia also has one of the world’s largest premium 
customer bases, ranking 6th globally for high-income 
households
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Cumulative real GDP growth, 2019–2026 (%)
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Sweden

Source: IMF World Economic Outlook database, April 2026; Business Sweden analysis. Note: Bubble size reflects nominal GDP in 2026

Bubble size: nominal GDP, 2026
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Australia is not just a local market, but a regional revenue anchor for many 
Swedish companies

BUSINESS CLIMATE SURVEY RESULTS – ECONOMIC OUTLOOK

Approximately what share of your revenue in the APAC region comes from Australia? Comments

• Australia is Sweden’s sixth-largest export market 
outside Europe, reinforcing its strategic relevance for 
Swedish business 

• 40 percent of companies generate more than half of 
their APAC revenue from Australia 

• For many Swedish companies, Australia functions as 
a regional revenue anchor rather than a standalone 
local market 

• Large market scale, strong customer sophistication 
and relatively low commercial risk support Australia’s 
role as a regional base 

0-10% 11-20% 21-30% 31-50% More than 50%

17%

13%

2%

13%

40%

Epiroc*: largest market globally in 2025, 
accounting for 17 percent of group revenue 

ASSA ABLOY*: second-largest APAC market by 
sales, after China 

Volvo Group*: 50 years of local manufacturing 
presence 

* From external sources, not survey results
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Strong profitability levels sustained among Swedish companies in Australia

BUSINESS CLIMATE SURVEY RESULTS – ECONOMIC OUTLOOK

How would you describe your company’s financial performance in Australia in the past year?

Loss Break even Profitable

6%
9%

17%

11%

74% 72%

11%
15%

65%

Australia 2025
Australia 2026

Regional average 2026

Comments

• 72 percent of Swedish companies in Australia 
reported profitable operations in 2026 

• Australia ranks above the APAC regional average of 
65 percent, indicating comparatively strong 
commercial performance 

• Australia is the strongest-performing APAC market in 
the survey, ahead of Singapore (70%) and Japan 
(69%) 

Note: Regional average includes Australia, China, Hong Kong, India, Indonesia, Japan, Malaysia, Philippines, Singapore, South Korea, Taiwan, Thailand and Vietnam
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Swedish companies show increased confidence through stronger investment 
plans

BUSINESS CLIMATE SURVEY RESULTS – ECONOMIC OUTLOOK

What are your company's investment plans for the coming 12 months in Australia, compared to the past 12 
months?

Leave/reduce Unchanged Increased

15%
13%

40%

34%

40%

53%

2025
2026

Comments

• 53 percent of respondents plan to increase 
investments in Australia, up from 40% in 2025 

• The share planning to keep investment levels 
unchanged declined from 40 to 34 percent, indicating 
a shift from maintenance towards expansion 

• Similar optimism is reflected in turnover and market 
share expectations, with 74 percent expecting 
industry turnover to increase and 50 percent seeing 
high potential to grow market share 

The business climate is currently more cautious 
than in prior years… Many buyers are delaying or 
downsizing CAPEX decisions… prioritising cash 
preservation unless the payback case is 
exceptionally clear.



#%$#%$##%$#%$#

BUSINESS SWEDEN 11

Overall business climate perceptions have shifted towards a more neutral stance, 
shaped by volatility and increased caution

BUSINESS CLIMATE SURVEY RESULTS – THE MARKET

How do you perceive the current business climate in Australia? 

Very poor/poor Neutral Very good/good

20%

11%

40%

57%

38%

30%

17%

39%
42%

Australia 2025
Australia 2026

Regional average 2026

Comments

• Overall perceptions have improved modestly, with 
fewer companies reporting poor conditions and a rise 
in neutral sentiment

• This reflects a more cautious operating environment, 
driven by global uncertainty and rising domestic cost 
pressures

• Inflation, high operating costs, tight labor markets, 
and delayed capital investment has negatively 
impacted sentiment

• Respondents highlight strong demand, but also note 
pressures to meet stricter sustainability and reliability 
standards and requirements

Note: Regional average includes Australia, China, Hong Kong, India, Indonesia, Japan, Malaysia, Philippines, Singapore, South Korea, Taiwan, Thailand and Vietnam

Like most businesses, consumer sentiment has 
been negative around cost of living. Our industry is 
facing significant pressure from competition, 
particularly Chinese and Korean, who can bring 
product to market more cheaply generally than we 
are able to. When cost of living is a factor, these 
discounted products command attention from 
consumers.
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Respondents are positive towards local conditions, corporate taxation and labour 
market regulation are less satisfactory and negatively impact business

BUSINESS CLIMATE SURVEY RESULTS – THE MARKET

How well do the following conditions meet the needs of your company in Australia? (1 = not at all, 5 = neutral, 9 = fully)

LOCAL CONDITIONS WITH HIGH SATISFACTION

LOCAL CONDITIONS WITH LEAST SATISFACTION

Personal safety
7.9

Financial system
7.3

Supplier reliability
7.1

Corporate taxation
5.8

Labour market regulation
5.9

Licenses, permits 
and approvals

6.0

Personal safety

Financial system

Supplier reliability

Equal treatment & transparency

Service providers

Distributors

Market access

Physical infrsatructure

Work culture

Level of digitalisation

Customs

Specialists & key personnel

Licenses, permits & approvals

Labour market regulation

Corporate taxation
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Regulations remains the key trade barriers cited by Swedish companies, formed 
by complex compliance rules and differences across the market

BUSINESS CLIMATE SURVEY RESULTS – THE MARKET

Has your company in the past year encountered trade barriers in Australia with a noticeably negative impact 
on operations, in any of the following areas?

Custom 
procedures

Custom duties

16%
14%

11%

Financial 
access

Regulations

36%

Local 
requirments

State/aid 
subsidies

7%

4%
2%

Other

Comments

• The survey shows that regulatory requirements are 
the most commonly cited barrier, reported by more 
than one-third of respondents, followed by customs 
procedures and duties

• Responses indicate that these barriers are rarely 
about market access per se, but rather about 
complexity, fragmentation, and interpretation

• Several companies highlight differences in rules, 
standards, and approval processes across states 
and territories, creating duplication of effort and 
uncertainty when scaling operations nationally

• Respondents highlight the need for an EU-Australia 
FTA and how this could reduce technical barriers, 
custom duties and improve regulatory cooperation 
and conformity to standards

• Improving access to overseas specialist personnel 
and recognition of qualifications for overseas trained 
personnel will assist significantly

Import duty on products from Sweden is 5%. It 
is far better to source product from China if we 
can, so I'd like to see an EU-Australia FTA.

Note: The survey was conducted before the EU-Australia Free Trade Agreement was announced
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Relationships and brand drive competitiveness, with the Swedish brand being a 
great asset in Australia

BUSINESS CLIMATE SURVEY RESULTS – HOW SWEDISH COMPANIES SUCCEED IN AUSTRALIA

To what extent would you estimate that the “Swedish brand” contributes to your business in Australia?

Not at all/little Partially/much Very much

14%

64%

23%

13%

60%

25%

Comments

• The Swedish brand continues to play a supportive 
role, particularly when combined with strong local 
execution

• Most respondents report that the Swedish brand has 
a positive impact on their business operations in 
Australia 

• The Swedish brand is most effective when it’s 
reinforcing values such as quality, sustainability, 
safety and innovation, values that are associated 
with Sweden

• Significantly, none of the participants selected “Not at 
all” regarding the extent of the Swedish brand’s 
contribution to business in Australia

Which of the following areas have been important 
in maintaining competitiveness in Australia?

• Partnerships and relationships
• Brand awareness 
• Collaboration and feedback from clients

Regional average
Australia



#%$#%$##%$#%$#

BUSINESS SWEDEN 15

Customers consider environmental aspects in purchasing decisions, it is seen as 
a requirement in some sectors but not a deciding factor across the market

BUSINESS CLIMATE SURVEY RESULTS – ACTING SUSTAINABLY

To what extent do customers in your industry in Australia consider environmental aspects of a product or 
service in their purchasing decision?

Not at all/little Partially/much Very much

25%
21%

61%
64%

14% 13%

2025
2026

Comments

• Sustainability is increasingly becoming a 
procurement requirement in some sectors, making it 
critical to be able to showcase when responding to 
tenders

• Other respondents instead highlight that they are 
promoting their products as sustainable, but don’t 
view it as a stand-alone selling point for their 
customers

• Sustainability matters materially, and it’s growing 
fast, but it’s not yet the single dominant purchase 
driver across the whole market

• Factors like safety, performance and cost are 
generally cited as more important than sustainability

• Respondents also report a lack of government 
incentives to support more sustainable investments

We see the need for stronger government 
regulation when it comes to environmental 
standards. We try to work with forward leaning 
customers to show how environmental choices 
can lead to a win-win.
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Australia remains a profitable and strategically important market, despite a more 
cautious operating environment

BUSINESS CLIMATE SURVEY RESULTS – SUMMARY

02

Australia is seen 
as a stable, long-

term strategic 
market

03

Respondents are 
increasingly 
neutral to the 

business climate 
in Australia 

04

Operating costs 
and regulatory 

complexity remain 
key challenges

05

Relationships and 
local presence are 
critical for success

06

Sustainability is 
becoming an 

expectation, not 
just a differentiator

Key findings from Swedish companies operating in Australia

01

Swedish 
companies remain 
highly confident in 

the Australian 
market
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THANK YOU! TACK SÅ MYCKET!

BUSINESS CLIMATE SURVEY AUSTRALIA 2026
LAUNCH EVENT


