
ASIA’S MARKET RESEARCH
AND CONSUMER INSIGHTS
M E D I A

ISSUE 61
Q1, 2020

GAMING A 
CATALYST FOR 
5G IN ASIA

INCREASING ONLINE CONVERSION 
BY REDUCING PSYCHOLOGICAL 
DISTANCE

HOW TO BE MORE 
CUSTOMER-CENTRIC

www.asia-research.net

https://asia-research.net/


Connect with Asia Research Media

ASIA RESEARCH Q1 20202 www.asia-research.net

CONTENT

ASIA 
RESEARCH 
MEDIA
SUPPORTED BY

PUBLISHED BY ASIA RESEARCH PTE LTD
EDITOR Diana Sartika
DEPUTY EDITOR Piers Lee
EDITORIAL TEAM Clare Diston, Valerie Lum,  
 Claudia Siregar

DESIGN & ART DIRECTION Linking Asia 21 Pte. Ltd.

For all enquiries related to advertising, please contact:
editor@asia-research.com
Asia Research welcomes contributions and reserves the right 
to select and edit readers’ contributions. The views expressed in 
contributions to Asia Research are not necessarily those held by 
the publisher.

Send contributions to editor@asia-research.com 
Asia Research has taken all reasonable care to ensure the accura-
cy and objectivity of the information contained in this publication, 
but accepts no responsibility for the content of advertisements 
published, and no liability for mistakes, misprints, omissions, 
typographical errors, loss or damage suffered as a result of relying 
wholly or in part on the content of advertising or editorial published 
herein. 
Images: jamesteohart/shutterstock.com (1), Andranik Hakobyan/Shutter-
stock.com(9), ivandan/Shutterstock.com(11), Corri Seizinger/Shutterstock.
com(12)
Asia Research is published quarterly. Copyright is reserved 
throughout. No part of this publication can be reproduced in whole 
or in part without the express permission of Asia Research Pte Ltd.
LinkedIn:  Asia Research Media

2 CV
Contact: James Redden 
T: +65 9230 0729 
E: james@2cv.com 
W: www.2cv.com

GMO Research
Contact: Atsushi Yamamoto 
T: +81 3 5456 3244 
E: request@gmo-research.jp 
W: www.gmo-research.jp

BDRC Asia
Contact: Piers Lee 
T: +65 6970 9571 
E: piers.lee@bdrc-asia.com 
W: www.bva-bdrc.com

SKIM
Contact: Paul Janssen 
T: +65 6939 8018 ext. 102 
E: p.janssen@skimgroup.com 
W: skimgroup.com

7 Increasing online conversion by  
 reducing psychological distance

9 To be more customer-centric, 
 fight against the pull of 
 ‘company gravity’

11 Is Burger King breaking the ‘mould’?

12 Diversity in international schools

3 News: In Case You Missed It

GAMING A CATALYST 
FOR 5G IN ASIA

5

13 On The Move

4 Online gaming in  Asia

https://www.linkedin.com/company/asia-research/
https://asia-research.net/
https://asia-research.net/
mailto:editor%40asia-research.com?subject=
https://www.linkedin.com/company/asia-research/
mailto:james%402cv.com?subject=
https://www.2cv.com
mailto:request%40gmo-research.jp?subject=
https://gmo-research.com/
mailto:piers.lee%40bdrc-asia.com?subject=
https://www.bva-bdrc.com/
mailto:p.janssen%40skimgroup.com?subject=
https://skimgroup.com/


GMO RESEARCH LAUNCHES MO 
INSIGHTS

GMO Research is expanding its online 
research business and  has entered an 
Asia-exclusive partnership with Cana-
dian online and mobile research soft-
ware provider Interactive Tracking Sys-
tems, Inc. (‘itracks’).

This new service, MO Insights, is now 
part of GMO’s marketing cloud plat-
form, the Market Observer. It offers a 
one-stop solution, combining online 
quantitative and qualitative methods 
with access to GMO’s Asia Cloud Panel, 
which consists of more than 33 million 
online panellists across 15 APAC coun-
tries. MO Insights enables users to com-
plete not only quantitative surveys us-
ing questionnaires, but also qualitative 
surveys involving consumer interviews 
online, rather than face to face.

This move comes at a time when there 
is a rapid increase in demand for online 

business solutions as the world practic-
es social distancing in the fight against 
coronavirus. 

GMO Research is headquartered in 
Tokyo and is part of the GMO Internet 
Group, one of the largest internet con-
glomerates in Japan. •

AFFLE ACQUIRES MEDIASMART

Consumer intelligence technology firm 
Affle, a listed company in India, has ac-
quired mobile programmatic and prox-
imity measurement firm mediasmart, 
headquartered in Spain. 

This acquisition carries great strategic 
merit as it strengthens Affle’s CPCU- 
based platform and business model for 
omnichannel advertisers, and also en-
ables Affle to expand into newer devel-
oping markets like Latin America, and in 
mediasmart’s stronghold markets like 
Europe and the US.

Commenting on this development, Anuj 
Khanna Sohum, the Chairman, MD and 
CEO at Affle, said, “We are excited to 
announce our first acquisition in Europe 
and welcome the mediasmart team on-
board at Affle. mediasmart has the per-
fect team, culture, and tech platform for 
Affle to build greater strategic presence 
in Europe, the US and Latin America.” •

SCHLESINGER GROUP TAKES OVER 
MARKET CUBE

International data collection and 
research services company Schlesinger 
Group has acquired Market Cube, a 
technology-led global quantitative 
research and data collection business. 

The addition of Market Cube will 
significantly expand Schlesinger 
Group’s quantitative capabilities in the 
consumer and B2B markets and propel 
its automated technology solutions. •

NEWS In Case You Missed It

NEWS

https://www.bva-bdrc.com/


ONLINE GAMING

Mobile phones have become ubiquitous around the world, 
and Asia is no exception. This has led to the rise of mobile 
games, which are fast dominating the gaming industry, 
as they can be easily customized for local needs, enabling 
quick rollouts in diverse Asia. According to a recent GMO 
Research survey across 6 Asian countries, Android mo-
bile devices are the most popular among gamers, with up 
to 78.6% in the Philippines naming this as their device of 
choice, followed by Thailand (75.2%), Vietnam (67.7%), 
Malaysia (65.4%), China (65.2%), and Taiwan (53.6%). 
When it comes to game consoles, with the exception of 
Taiwan, the PlayStation 4 (PS4) is the console of choice, 
led by Vietnam (66%) and followed by China (64%) and 
Malaysia (63%). In Taiwan, the Nintendo Wii (56%) has 
slightly edged out the PS4 as the most popular game con-
sole.

According to the survey, Action and Strategy games are 
the most popular among gamers, with the exception of 
Vietnam, where Sports games are preferred by nearly a 
third of gamers, and Thailand, where Massively Multiplay-
er Online games are preferred by 36%.

The majority of gamers in the region – over 40% – get 
their gaming scoop from mobile applications on their 
smartphones or tablets. Most gaming enthusiasts in Viet-
nam (52.8%) and China (54.5%) prefer to turn to social 
networking services for news and information on games. 
Another important source is family and friends, led by Ma-
laysia at 41.8%.

Companies are now experiencing record downloads of 
their games due to the coronavirus pandemic. Around 
the world, numerous people are self-isolating or spending 
more time indoors, and they are turning to games for both 

ONLINE GAMING IN ASIA
Asia has dominated the gaming industry for many years, with China leading the region. It was reported that, 

in 2019, China had the highest gaming revenue in the world, at over USD35 billion.
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This will be the first time a mainline 5G flagship smart-
phone series will be introduced to the market, and telecom 
operators in the US are awaiting the new influx of custom-
ers with a mixture of excitement and trepidation.

The reaction among American consumers, however, is 
more muted, with only 15–20% being familiar with the 
technology. Competing standards among telecom oper-
ators, as well as complex terminology, may have added 
to the confusion prevalent among American consumers. 
While this reaction is not new – we saw similarities when 
4G was introduced in 2010 – consumer ambivalence de-
spite the significant advertising spends could be a cause 
for concern for US operators. 

5G LANDSCAPE IN ASIA TODAY

This scepticism, however, is less prevalent in many parts 
of Asia, with some markets eager to make a head start 
in national 5G implementation at scale. South Korea was 
the first Asian market to introduce 5G nationwide in mid-
2019; this was possible because South Korea decided to 
convert all their 4G towers to 5G instead of building new 
ones. 

In the ensuing eight months, close to 5 million consum-
ers have subscribed to 5G services. This has eclipsed the 
initial rate of 4G adoption in the country. Over in Singa-
pore, the three incumbent network operators – Singtel, 
Star Hub, and M1 – have all started 5G trials with industry 
partners, including a large 5G pilot network by Singtel and 
Ericsson. Saudi Arabia and the UAE have also launched 
clinical trials and are expected to launch 5G services in the 
next 12 months. 

Not only are telecom operators excited about 5G, con-
sumers are too. Surveys with Singaporeans show that 5G 
awareness is high and that a majority are willing to pay a 
premium for 5G services. The enthusiasm for 5G is similar-
ly strong among Saudi Arabian and UAE consumers, with 
55% of them intending to switch to a 5G network at the 
earliest opportunity.

One of the key drivers of 5G adoption in Asia will be the 
general increase in mobile internet penetration in Asia – 
it is estimated that this will grow to 62% by 2025. A lot 
of this growth will come from developing Asian markets 
like India, where internet growth is primarily coming from 
mobile.

GAMING A CATALYST 
FOR 5G IN ASIA
By James Redden, MD Asia Pacific, and Satpal Daryanani, Research Manager of 2CV Asia

The introduction of Samsung’s flagship Galaxy smartphone line in February has far-reaching implications beyond the 
telecom giant’s balance sheet. 

ONLINE GAMING

entertainment and social interaction. Consequently, gaming 
companies are finding it easier to monetize their products.

Prior to the coronavirus outbreak, the GMO Research sur-
vey showed that a staggering 92% of people in Vietnam 
had spent money on gaming. The next highest was China, 
with 68% indicating that they had made some expenditure 
on gaming, and Thailand was third with 54%.

Despite high smartphone penetration rates, mobile games 
are not all smooth sailing in this high-risk, high-return mar-
ket. The lifetime of games is getting shorter, thereby in-
creasing the pressure to generate profits in a short window 
of time. Developers need adequate funding and investment 
in order to pull through the initial stage where they may not 
see any profits. All in all, the gaming industry in Asia is in-
credibly attractive to many and there is no shortage of new 
entrants vying for a piece of the pie – before, during and 
after the coronavirus pandemic. •

www.asia-research.net
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Another key driver of 5G adoption will be relief from urban 
network congestion in megacities, which causes mobile 
speeds to slow – e.g. 50% of South Korean smartphone 
consumers believe that their mobile internet speeds are 
not fast enough (despite Korea having one of the fast-
est 4G internet speeds in the world). Consumers there-
fore hope that the introduction of 5G will result in higher 
speeds.

All this positive momentum is set to propel 5G adoption 
to 675 million connections in Asia Pacific by 2025.  With 
this growth, a key question for operators and end-users 
will be what specific applications or use cases will drive 
5G adoption.

THE CASE FOR GAMING

We expect video gaming and gamers to be some of the 
biggest beneficiaries and triggers of widespread 5G adop-
tion in Asia. Gaming has been a key activity for consumers 
in Asia – it represents the largest gaming population in the 
world, with over 1 billion gamers. With increased smart-
phone penetration in massive markets such as India, this 
number is set to grow even further.  Furthermore, gam-
ing is expected to play a driving role in 5G traffic – online 

gaming is expected to account for 25–50% of 5G traffic 
by 2022.

Given its significance, telecom operators have increased 
their focus on enhancing the gaming experience for their 
consumers. For example, based on the early positive feed-
back from consumers, KT in South Korea has announced 
plans to work with cloud gaming specialist Ubitus to bring 
its gaming service to its 5G customers in South Korea. 
Even in Singapore, where 5G isn’t available yet, Singtel is 
testing its network for cloud gaming readiness, highlight-
ing its importance among local consumers.

Gaming has always been at the forefront of technological 
evolution. It was one of the earliest adopters of 4G tech-
nology and drove innovation not only in gaming but also in 
complementary industries like artificial intelligence, hard-
ware, and entertainment. We believe that, despite the 
early teething troubles (differing standards, ecosystem), 
5G will have a similar impact to 4G and fundamentally al-
ter the way we work, play, connect, and live. If telecom 
operators in Asia deliver on the 5G experience as success-
fully as they have hyped it up, we can expect the region to 
play a central role in global technological innovation in the 
coming decade. •
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INCREASING ONLINE CONVERSION BY   
REDUCING PSYCHOLOGICAL DISTANCE
By Paul Janssen, VP Brand Communication of SKIM 

In today’s crowded online marketplace, we all face the 
same challenge: how do we attract and convert shop-

pers? While increased media spend is an almost guar-
anteed way to attract more people to an online platform, 
getting them to actually buy is a whole different ball 
game. Many online retail giants aren’t forthcoming with 
behavioural data, so knowing how visitors think and be-
have from the time they land on the platform until they 
check out is a blind spot for many of us.

Tapping into consumer psychology can be one way to 
tackle this challenge. SKIM’s psychological distance the-
ory, developed in collaboration with bright minds at the 
psychology department of New York University, can help 
us find ways to drive online conversion.

We believe that by applying this theory to product imag-
es, you can lower the psychological distance between the 
consumer and the brand, and drive conversion as a result.

We recently put our theory to the test by teaming up with 
Qoo10, a leading e-commerce site in Asia, and Singa-
pore’s number one online shopping destination. Here we 
share the results of the experiment and how you can apply 
our theory to optimise your e-commerce strategy.

SKIM’s psychological distance theory explained

Different levels of psychological distance alter people’s 
perception of reality. Lower psychological distance allows 
people to focus on your product or service concretely in-
stead of abstractly, giving them a clear and tangible idea 
of what they are going to get. This impression, ultimately, 
allows the consumer to ‘experience’ rather than see the 
product.

This tends to generate more desirable product judgements 
and helps create a match between what the consumer is 
looking for and what your brand offers.

However, once shoppers view the product online, there 
are still serious barriers that must be overcome to convert 
that view into a sale.

Barrier #1: An infinite number of options makes your 
product harder to find

Unilever took the lead in solving this challenge. Working 
closely with Cambridge University and with SKIM at a 
later stage, they developed the Cambridge Standard for 
Mobile Ready Hero Images. By making brand, format, 
variant, and size much easier to recognise, hero images 
proved to be an effective tool for tackling this findability 
issue. Conversion rates went up, and Unilever hero image 
guidelines were adopted by the broader FMCG industry.

The existing hero image guidelines help consumers under-
stand what physical product they are going to get. This 
successfully reduces the psychological distance between 
the product and the consumer, but we believe we can do 
even better than this.

To fully close the gap, we recommend doing more than 
just communicating a product’s physical characteristics. 
There also needs to be a ‘match’ in terms of the desired 
and promised product experience.

Think of the clear picture you have in your mind of how 
you want your hair to look after using shampoo, or the de-
licious taste explosion you imagine when choosing which 
ice cream to buy. Convincing consumers your product will 
deliver on the desired product experience is difficult in 
general, but particularly difficult online. 

Barrier #2: People cannot touch, smell, or taste your 
product

In a physical store you can pick up a product, perhaps 
even try samples. Online, all senses, expect for vision and 
hearing, are muted. This environment makes it difficult for 
consumers to get a clear idea of the product experience 
they are going to get, which creates uncertainty and low-
ers the probability of a sale.

While the digital nature of e-commerce is the very source 
of this problem, it provides the solution at the same time. 
The flexibility of digital content allows us to include writ-
ten or visual sensorial cues that subconsciously trigger 
memories, emotions, and automatic reactions stored in 
memory.

Triggering these prior experiences through the use of sen-
sorial cues leads to the generation of mental imagery, 
which allows you to imagine how a product and its relat-
ed benefits look, feel, taste, sounds, or smell. Or in other 
words, it lets people experience rather than merely see the 
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product, and lower psychological distance as a result.

Putting SKIM psychological distance theory into action

As an early innovator in the e-commerce space, Cho had 
been optimising Qoo10’s product images for a few years, 
with promising results. He recognised the importance that 
visuals could have in generating more return from media 
spend.

After several passionate discussions about visuals and 
e-commerce during our shared time at INSEAD, we decid-
ed to put our theory to the test: can we increase conver-
sion by using images to minimise the psychological dis-
tance between the desired (consumer) and offered (brand) 
product experience?

SKIM replicated Qoo10’s mobile shopping environment 
and conducted shopping simulations with 1,779 mobile 
shoppers. Experiments were conducted for shampoo and 
chocolate snacks. In both experiments, we changed the 
images of five separate brands to represent different lev-
els of psychological distance.

The results were remarkable.

In both categories, the new images strongly outperformed 
traditional pack shots and the existing hero image stan-
dard in terms of click-through and add-to-basket rates. 
For shampoo, using both words and visuals to bring the 

E-COMMERCE
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The company’s force of attraction

Company gravity (or internal gravitational pull) is the set 
of contextual factors and behavioural biases that system-
atically bring employees – voluntarily or involuntarily – 
back to a company-centric perspective. This comes at the 
expense of customer-centricity: whether it concerns their 
brand, their role, or their career, employee inclinations 
tend towards selecting company interests over those of 
the customer. 

Renowned behavioural economist Dan Ariely likens this 
phenomenon to a rocket launch. A successful ‘custom-
er-centricity rocket’ must be designed to minimise friction 
with the surrounding atmosphere. But, very often, after 
a few kilometres of an expensive climb, we see the rock-

et fall back, victim of the ‘company gravity’. For launch, 
the rocket must be provided with enough fuel and design 
features that minimise air resistance, but in the long run, 
it must also continuously fight company gravity to main-
tain orbit. In this framework, CX plans and technological 
innovations such as bots, AI, and VR constitute the fuel. 
But it’s a daily endeavour to address the invisible biases 
in organisations that constitute company gravity. For this 
you need to change culture from within, and that’s where 
behavioural science comes into play.

The CX rocket features are key, but monitoring the envi-
ronmental conditions it will face is certainly as important. 
At BVA Nudge-Unit we believe that it is often a mix of 
organisational solutions, behavioural communication, 
and nudges, inspired by behavioural science, that can aid 

TO BE MORE CUSTOMER-CENTRIC, 
FIGHT AGAINST THE PULL OF 
‘COMPANY GRAVITY’
By Richard Bordenave, CEO APAC of BVA Nudge-Unit

Customer-centricity’ has become the (new) alpha and omega of business transformations. 
However, despite their claimed determination, corporate initiatives often struggle to bring 

about real cultural changes. Though companies are constantly testing new solutions to get closer 
to their customers (design thinking, agile methods...), they often forget to address the force that 
pulls them apart in everyday life, namely: company gravity.  

‘
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desired product experience to life had the biggest positive 
impact. For chocolate snacks, image performance jumped 
when the product was taken out of the packaging.

These results make a lot of sense when you consider the 
context. The packaging is just a means to an end, and 
what people are actually buying is the product inside, 
which they will consume and hope to indulge in. 

What better way to tap into this desired product expe-
rience than to actually show the product in an attractive 
way and subconsciously trigger relevant sensorial cues?

After these encouraging results, we turned our attention 

to the actual Qoo10 platform to test our theory in a live 
e-commerce setting. Qoo10 replaced the images for three 
shampoo brands to determine how accurate the experi-
mental results were compared to actual online sales.

The in-market results were in line with our simulated 
shopping experiments and even resulted in 64% more 
page views and 40% more sales for the bestperforming 
image. It should be noted here that the visuals that were 
replaced already contained several desired elements, and 
even greater gains could be expected vs traditional pack 
shots. •
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companies to effectively overcome company gravity, be-
yond implementing technical solutions.

The paradoxical injunction: When companies simultane-
ously require two contradictory behaviours 

Employees are often asked to balance the interests and 
perspectives of both the customer and the company si-
multaneously. Most readers have probably already expe-
rienced this: it is difficult to adopt the point of view of the 
person you are arguing with unless you first listen. Similar-
ly, it is tough to correct a text you have yourself just writ-
ten. It is therefore not at the same time, but rather sequen-
tially, that effective customer service responses should be 
organised. 

In a company, this difficulty is exacerbated when a depart-
ment is allocated missions that lead its employees to be 
both judge and jury. Can one be simultaneously concerned 
with designing a quality service and measuring customer 
satisfaction? Perhaps at the level of general management, 
but when an employee experiences a conflict of interest 
that cannot be resolved at their level, they naturally favour 
their own party. 

Detecting these paradoxical areas in the organisation – in 
order to adjust roles, KPIs, and governance – allows the 
interests of individuals to be reconciled with the objectives 
of customer-centricity. Working on the temporal sequence 
of actions allows the organisation to get out of this para-
dox.

• Salience: Only what is visible is present in the mind. 
However, the client is often invisible to employees and 
remains an abstraction for many people in the com-
pany. The work environment may remind the employ-
ee only of the company’s internal operations, leaving 
customers out of sight and out of mind. However, be-
havioural science can insert the customer’s presence 
into the workplace, whether real or virtual. Between 
customer verbatims, forums, ‘personas’, the nudges 
used must, above all, be adapted to the profile of the 
target audience. 

• Framing: Implicit reference points guide behaviours. 
Jargon often locks in a system that puts the customer 
at a distance. What about a customer called a ‘market-
ing target’? When an insurance company talks about 
a ‘claims file’, doesn’t it forget about the insured? Con-
versely, talking about ‘guest’ rather than ‘customer’ is 
not an innocent choice in the hospitality business. The 
choice of words in internal communication implies the 
place of the customer and their relationship contract 
with the employees: do you talk about the ‘buying ex-
perience’ or ‘selling ceremony’ to your salespeople?  
Words always betray a default orientation. Internal 
communication, by changing the framework of repre-
sentations, has the power to change usage. 

• Familiarity bias: Repeated exposure creates the illu-
sion of knowledge. ‘We know our customers well, as 
we are with them every day’, salespeople may say.   
However, such knowledge is often partial at best, and 
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IS BURGER KING BREAKING THE ‘MOULD’?

Is Burger King’s latest advertising campaign, “brave” and 
“disruptive” as claimed by some in the advertising indus-

try, or just a rotten idea? Burger King claims that the ad is 
part of a long-term strategy, but is it effective? It is worth 
considering the campaign in terms of how we process in-
formation and whether the ad is likely to provoke the right 
response. 

The advert promotes the fact that the product no longer 
contains artificial preservatives. All our knowledge about 
experience comes into the brain through the senses. On 
that point, the ad is arguably very effective, powerfully 
evoking the experience of a newly made burger, and then 
equally powerfully evoking the experience of a mouldy, 
34-day-old burger.

At the most basic level, our brains are wired to react 
strongly and negatively to any sensation that might signal 
a threat to our well-being. For example, even newly born 
babies reject bitter tastes, reacting with an early form of 
disgust. This is a basic survival instinct that happens with-
in 0.2 seconds of seeing, tasting, or experiencing some-
thing that may pose a potential threat. 

This all happens in our instinctive (System 1) brain before 
we are even conscious of what we are experiencing. Put 
simply, most people’s reaction to the mouldy burger will 
be “yuck” and a feeling of disgust which may be milder in 
some and more intense in others, depending on their pre-
vious experiences with similar food.

The poster version of the ad will get attention because of 
its novelty and threat potential, but 0.2 seconds may be all 
the attention it gets. For most ads, including Burger King’s, 
that is all the attention it will get. 

Our conscious reflecting brain is unlikely to get the chance 
or the time to read the tagline which tells the real message 
of ‘healthier’ burgers, because most of the time nobody 
reads the copy on an image like this. Arguably, the TV 
version might keep people’s attention until the message 
about having no preservatives, but will this change their 
minds?

I don’t think so. Firstly, the implicit reaction to the ad is 
more visceral and emotional and will stay with people. 
Secondly, it is open for debate whether any association 
between burgers and healthiness is likely to change the 
way we think about the product.

Burgers are associated with sensory pleasure and enjoy-
ment. Most people will not associate burgers with natural 
food or healthy lifestyles. Moreover, the need for no pre-
servatives or additives is probably not an important driver 
of this category. Or maybe it is an important unmet need?

The purpose of advertising is to build mental associations 
with brands and activate buying behaviour. If this ad cre-
ates any mental associations with Burger King, they are 
likely to be ‘mouldy’, ‘disgusting’, or perhaps nothing (as 
the advertising completely contradicts all other advertis-
ing in the category).

The ad is certainly distinctive, arguably disruptive, and 
may get a great deal of initial attention, but it is unlikely to 
do anything for Burger King’s long-term business. Mouldy 
food is not associated with positive experiences and vi-
olates basic taste norms and survival strategies evolved 
over tens of thousands of years. 

The ad has already created a response from other brands, 
and not a good one for Burger King. In Singapore and Ma-
laysia, Nando’s have already created a poster that uses 
a mouldy burger image next to an empty plate and pro-
claims, “Some burgers, after 34 days; our Peri-Peri Chick-
en Burger after 3–4 minutes”.

Perhaps Burger King needs to think ‘afresh’? •

You can view the 45-second ad here:     
https://www.youtube.com/watch?v=oSDC4C3_16Y

is based on what the customers say, not what they 
don’t say (willingly or not). It is possible to make teams 
achieve ‘what they don’t know they don’t know’ through 
playful challenges involving real customers, as long as 
the customer does not remain the ‘property’ or respon-
sibility of a single department. In order to act on the col-
lective’s customer culture, it is the employee’s desire to 
know more about the person who keeps the company 
alive that must be played on.

Beyond these examples, we have mapped many other 
components of company gravity. Their influence varies ac-
cording to the company’s culture or departments audited: 

ego bias, overconfidence, social norms, emotional bias, re-
lationship traps... Knowing which ones are at play in your 
own organisation is often a first step towards transforma-
tion. Indeed, in order to put oneself in the client’s shoes, 
one must first learn to leave one’s own. 

The second step is to set the organisation in motion, start-
ing with behaviours, because words are not enough. By 
establishing simple rituals, a favourable working environ-
ment, and customer-oriented default processes with em-
ployees, it is possible to have a lasting effect on company 
gravity. •

By Neil Gains, Tapestry Works 
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DIVERSITY IN INTERNATIONAL SCHOOLS
By Piers Lee, Managing Director, BVA BDRC Asia

A collection of nationalities
International schools often promote their diversity cre-
dentials. They publicise the number of nationalities on roll. 
And some even have quotas to make sure they have a 
wide representation.

42% of parents in our recent International Schools Survey 
in Singapore said they would be more likely to consider 
a school which had nationality quotas. 17% rejected the 
idea and the remainder felt this would not make a differ-
ence to their choice.

Diversity is more diverse than it first seems
The attraction of diversity in schooling goes well beyond 
the number of nationalities enrolled.

While single-gender schools are still found among pri-
vate /independent schools in the West (particularly in the 
UK and the US), very few parents would consider a sin-
gle-gender international school (11%), and more than half 
(53%) rejected them (the remainder felt it would make no 
difference).

Likewise, most parents reject the idea of religious inter-
national schools. 47% said they would be less likely to 
consider a faith school, and only 14% felt more likely to 
consider one.  Apart from some parents being atheist/ag-
nostic, the desire for diversity and the fact that Singapore 
is so multi-ethnic and multi-religious would counter the 
idea of a school aligning itself to a specific religion.

Divided opinions
Indeed, to continue with the theme of accepting diversi-
ty of views, many parents welcome the idea of interna-
tional schools teaching more controversial subjects. For 
them, transgender issues, politics, and even atheism are 
acceptable topics to discuss in the classroom, in order to 
reflect the ‘real world’.  These parents are looking for their 
children to better understand topics that they are likely to 
encounter in the future.

But an equal number of parents reject the teaching of 
controversial subjects. These parents fear propaganda or 
political correctness could be at work.  Besides, some feel 
that teaching controversial subjects is a diversion from the 
main purpose of the school. Instead, they feel it is a par-
ent’s job to educate their child according to their family 
values and what they think their child will be comfortable 

hearing about, according to their emotional maturity.

Another area of divided opinion is whether academically 
selective schools are more or less likely to be considered 
by parents than inclusive schools (taking children from a 
range of abilities).  28% of parents are more likely to con-
sider a selective school, and the same number (28%) are 
less likely to. The remainder said it would make no differ-
ence or would depend on the individual child.

Those wanting selective schools would like to see their 
child among others with similar academic capabilities so 
that they can excel. But those rejecting selective schools 
voiced a much wider range of views and tended to have 
stronger opinions on this matter, particularly coming from 
Western expats.

This again related to how some parents view the meaning 
of diversity in international schools, not only through na-
tionalities, but through the range of a child’s abilities. One 
parent quoted in our survey commented, “International 
schools should be about being inclusive… if they segregate 
according to academic abilities or religion and culture, it 
defeats the purpose.”

When diversity isn’t the be-all and end-all
Almost all parents seek a level of diversity in international 
schooling. But some seek less diversity when they want 
a cultural connection with their home country. This can 
be particularly important for ‘roving expats’, who move to 
many different countries and whose children might never 
have lived in their home country.  Being around pupils and 
teachers of their own nationality helps children develop a 
bond to their home country, preparing them for an even-
tual return home.

Conversely, other parents want a greater connection with 
Singapore itself.  Asian expats can be more conservative 
and have concerns about Western cultural influences that 
might conflict with their values. The age that children start 
dating and the consumption of alcohol are hot topics. For 
this reason, some of the ‘international local schools’, char-
acterised by having a large contingent of Singaporeans, 
having more discipline, and some being faith schools, can 
be popular with particular expats. •

Further articles on the international schools market from BVA 
BDRC can be found at:      
https://www.bva-bdrc.com/opinions/?expert_id=3741
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Diversity is one of the greatest attractions of international schools across the world. These schools expose 
children to different nationalities, cultures, religions, and languages.  They appeal to parents who want to 

make their children ‘more worldly’: international in their outlook, ‘colour-blind’, socially adaptable, and cosmo-
politan.
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NEW LEAD AT QUANTCAST  
SOUTHEAST ASIA

Sonal Patel, former Dentsu Aegis Net-
work exec, has joined Quantcast as 
Managing Director of Southeast Asia 
(SEA). Patel will lead the Southeast Asia 
business from its Singapore office, re-
porting to APAC Managing Director An-
drew Double, who is based in the Sydney 
office.

Patel has spent almost 20 years in the 
digital advertising industry, most recent-
ly as President of Programmatic Services 
and Product at Dentsu Aegis Network 
APAC. Prior to this, she held a number of 
senior positions at AppNexus, Carousell, 
Google, Twitter, Salesforce, Adgile, and 
Yahoo!. •

CHANGES IN LEADERSHIP AT IPSOS 
INDIA

Ipsos India has reshuffled roles in its Op-
erations Leadership Team. Deepak 
Garkhel, Operations Head of Ipsos in In-
dia, has been appointed as Operations 

Director, Ipsos Asia Pacific Excluding 
China (APEC) Region; Pratim Thakurta, 
National Field Head, is promoted to Op-
erations Head of Ipsos in India; and Ke-
dar Padgaonkar, responsible for script-
ing, will now spearhead data processing 
for Ipsos in India.

Amit Adarkar, CEO of Ipsos in India, who 
held the additional charge of APEC Op-
erations Director, has happily handed 
the APEC Operations portfolio to Garkhel. 
“It was extremely important to synchro-
nise operations in the region and to tie up 
the loose ends, at the same time leverag-
ing opportunities, which I did for the 
most part in 2019, and now that things 
are on a smooth grid, Garkhel will be ad-
ept at taking it forward. I have my hands 
full with my India role,” said Adarkar. • 

NEW CTO AT CINT

Insights agency Cint has hired Helene 
Stafferöd Westerlund as Chief Technolo-
gy Officer, overseeing the company’s 
global engineering teams and working 

on platform integration with sample 
technology company, P2Sample. As part 
of the executive team, she will help to set 
strategies for the company and create 
the infrastructure needed for continued 
growth and innovation.  

Tom Buehlmann, CEO of Cint, said: “He-
lene has an impressive track record 
working in the technology space and she 
is a passionate leader who loves building 
successful companies, inspiring people 
and creating ground-breaking technolo-
gy products.” •
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