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The views expressed are those of the speaker and should not be considered as advice or a 

recommendation to buy, sell or hold a particular investment. They reflect personal opinion and should 

not be taken as statements of fact nor should any reliance be placed on them when making investment 

decisions. 

An investment in the fund involves risk, including possible loss of money. The most significant 

risks of an investment in The Baillie Gifford Long Term Global Growth Fund are Investment 

Style Risk, Growth Stock Risk, Long-Term Investment Strategy Risk, Non-Diversification Risk, 

Asia Risk, China Risk, Conflicts of Interest Risk, Currency and Currency Hedging Risk, 

Emerging Markets Risk, Equity Securities Risk, Focused Investment Risk, Information 

Technology Risk, IPO Risk, Japan Risk, Large Capitalization Securities Risk, Liquidity Risk, 

Market Disruption and Geopolitical Risk, Market Risk, Non-U.S. Investment Risk, Service 

Provider Risk, Settlement Risk, Small-and Medium Capitalization Securities Risk. For more 

information about these and other risks of an investment in the Fund, see “Principal Investment 

Risks” and “Additional Investment Strategies” in the prospectus. 

Past performance is not a guide to future returns. 

Unlisted investments may be more difficult to buy or sell, so changes in their prices may be greater. 

The fund is distributed by Baillie Gifford Funds Services, LLC. Investors should carefully consider the 

objectives, risks, charges and expenses of the Fund before investing. This information and other 

information about the Fund can be found in the prospectus and the summary prospectus. For a 

prospectus and summary prospectus, please visit our website at 

www.bailliegifford.com/usmutualfund/ltggequityfund. Please carefully read the fund’s prospectus and 

related documents before investing. 

Mark Urquhart: I would love for there to be companies in the portfolio today, 2016, that are still there 

in 2050 and are still growing. 

I’m Mark Urquhart, one of the Portfolio Managers on the Global Equity Team at Baillie Gifford and I’ve 

been involved with that team since its inception in 2003. 

I wrote a paper about longevity because I was interested in it from a perspective as a long-term investor. 

I think there are two different definitions of longevity, there’s the literal one where obviously if 

something is long-lasting it has longevity. For us what’s much more interesting are what creates  
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longevity and I think there is a lot of interesting cultural attributes surrounding that; how companies 

think about themselves, how they reward themselves, how they allocate their capital, the decisions they 

take today that lead to outcomes in ten or 20 years’ time. 

 

Sometimes we refer to seeing companies go through the teenage years, in the sense that they’ve had the 

initial idea, they’ve prospered with that. The real success stories are those that come through those 

teenage years, and not everyone gets through it successfully – some will fall by the wayside – that’s fine, 

it’s our job to spot those which can turn into the growing and maturing adults. 

 

It’s not just enough for businesses to endure, you want businesses that can also adapt. I think it’s really 

important when we think about businesses. How can they react to different circumstances? Are they 

brave enough to disrupt themselves? 

 

I think economic theory really struggles to cope with the concept of longevity. It’s all about rational 

agency, it’s about efficient frontiers, it’s about returns being bid down by new capital coming in. And 

that doesn’t capture what to me is often the essence of longevity, which is creativity, which is brand, 

which is craftsmanship. 

 

There’s a lot of subjectivity involved in valuing any intangible asset, it’s not straightforward. But to 

me it’s actually one of the single most important parts of a company – that’s the heartbeat, that’s the 

DNA of a corporate entity, and that’s what keeps it alive for so many years. So it’s vital that we try to 

think about it and it perhaps lets us have a difference from other people in the market. 
 

Longevity involves having the right products; it involves society; it involves what your competitors are 

doing; it involves making sure that your products don’t become defunct, so you can be a long-term 

company but not ensure longevity. An example would be Kodak, which had existed for many many years, 

wasn’t adaptable, invented the digital camera, shelved it because it wanted to protect its initial business in 

film, and then went bust. 

It was a long-term business, had long-term outlooks, but it didn’t have longevity. So, it’s not about 

companies lasting for a long time per se. For us it’s all about having these long-lasting businesses which 

are also growing, because that’s a really powerful combination when you put a business that can last for 

many years and it’s growing at a significant rate – that’s very exciting for us. 

We think that management is absolutely crucial. You want people that are absolutely passionate, they’re 

not there for three or four or five years just renting the corner office, they’re there because they love the 

business, they’re there because they want it to endure, they’re there because they want to build 

something that lasts 30 or 40 or 50 years, and in many cases they spend their entire working life at those 

companies. 

Every company we look at we put through a 10 question stock framework. And as part of this process of 

looking at longevity, I’ve been interested in whether we should look at question four particularly which 

focuses on business culture, think about its differentiation, think about its adaptability, what the 

preconditions are for longevity of business culture. Question nine for us is about is the business 

attractively valued, and it’s got me thinking about how attractive is the valuation over five years, over 

ten years, over 15 years. I feel more and more strongly that the search for longevity is something that 

Baillie Gifford can really differentiate itself with against the myopia of the short-term market. For me, 

longevity is a key engine of growth. If you think about what we’re trying to do, we’re looking for 

companies that are growing in ten years and beyond, and longevity opens the door to that. It allows these 

companies not just to grow for the first couple of years but to actually have long-lasting growth. That’s 

really powerful when the market is so focused on the short term. 


