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GMO RESEARCH LAUNCHES NEW 
SERVICE BRAND ENGAGEMENT LAB

Online research solution platform 
GMO Research, in partnership with 
research consultancy Easy Key 2 Asia 
(EK2A) and InsightXplorer Limited, has 
launched Engagement Lab, a permis-
sion-based consumer panel that pro-
vides engagement as a service (EaaS), 
aiming to decode the consumer jour-
ney and generate actionable insights. 

Together with GMO’s Asia Cloud Panel, 
which consists of over 36 million online 
consumer panellists across 15 APAC 
markets, Engagement Lab leverages 
this approach to help clients drive suc-
cess, position for COVID-19 recovery, 
and scale across Asia in a very short 
time.

Takashi Ito, Chief Global Officer of 
GMO Research, comments: “APAC is 
certainly a diversified market that is 

impossible to comprehend at a glance, 
and it has become even more so with 
the impact of COVID-19. We hope that 
Engagement Lab can capture people 
‘in the moment’ and help clients en-
gage their targeted audience in APAC 
through our lenses of insight.”

“We are excited to launch Engagement 
Lab, where we proactively study con-
sumer changes for various markets. 
We hope that the service will provide 
decision makers with timely insights in 
this ever-changing environment,” says 
Tatt Chen, CEO of EK2A. •

BORDERLESS ACCESS LAUNCHES BA 
HEALTH

Digital market research agency 
Borderless Access has rolled out BA 
Health, which aims to assist global 
healthcare brands in understanding 
the healthcare space better through 
actionable insights to improve 

people’s lives. This includes a range 
of technology- and analytics-driven 
research capabilities to fulfil today’s 
dynamic and multi-dimensional 
research demands from healthcare, life 
sciences, and diagnostic companies.

Speaking on the launch, Ruchika 
Gupta, CEO, Borderless Access, said: 
“Healthcare, at its core, is about 
caring for people and improving lives. 
Over the last decade, the insights 
and research space within healthcare 
has gradually shifted towards digital 
methodologies. At Borderless Access, 
we strongly believe the future of 
healthcare research will be an 
amalgamation of new age digital 
tools, primary and secondary research 
and data analytics. The launch of BA 
Health unifies our full range of digital 
capabilities to cater to the healthcare 
industry and service our clients more 
efficiently.” 

NEWS In Case You Missed It

NEWS
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Furthermore, the company has made 
24 key new appointments in its health-
care research team as part of its plan 
to bolster its healthcare insights and 
analytics capabilities. In the coming 
six months, it plans to double the size 
of healthcare team in order to further 
strengthen its research and service ca-
pabilities. • 

ABN IMPACT REBRANDS AS INSITES 
CONSULTING ASIA

InSites Consulting has rebranded its 
seven offices in the Asia region, includ-
ing ABN Impact, which it acquired in 
December 2019. 

Founded in Hong Kong 11 years ago, 
ABN Impact has established itself as 

the reference agency across Asia for 
delivering continuous consumer in-
sights through online communities. 
The acquisition by InSites Consulting 
only accelerated ABN Impact’s digi-
tal and online research expertise by 
harnessing its proprietary platforms 
and tools. With the rebranding of ABN 
Impact following closely behind the 
acquisition of Join the Dots in the UK, 
2020 has been another milestone year 
for InSites Consulting. 

“We’re delighted to announce the re-
branding of ABN Impact at the end of 
a particularly challenging year. With a 
combined 30 years’ expertise in digi-
tal insights, we are undoubtedly better 
together. Combined with our office in 
Australia, we now have a unified brand 
across Asia-Pacific, which not only our 
clients but also our employees can 
benefit from. I look forward to the day 
that we can celebrate this occasion 
in person with our colleagues, but for 
now we will continue to shape the fu-
ture better, together, from a safe dis-
tance!” commented Kristof De Wulf, 
CEO at InSites Consulting. •

NEWS
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While the Trafalgar Group incorrectly predicted a Trump 
win, they did forecast the narrowness of the election, 
and identified the underlying reasons for lower polling 
for Trump, which many of the other pollsters were in de-
nial about. 

At the national level, Biden won about 3.5% more votes 
than Trump, while pollsters predicted a 7–10% advan-
tage. The Electoral College determines the outcome, so 
swing states were more in the spotlight. Polls predicted a 
10% win for Biden in Wisconsin (1% actual), 8% in Mich-
igan (3% actual), and 3% in Florida (with Trump instead 
winning the state by 3%).

These errors are far beyond the margins of error for sam-
pling. The Economist estimated a 97% chance of a Biden 
win based on all their modelling, but when less than 1% 
of the vote could have changed the outcome of the elec-
tion, a flip of a coin would have been a better estimator 
of probability. Indeed, the betting markets (where hun-
dreds of millions of dollars were wagered) were at times 
offering around 50:50 odds – this tells us something 
about how voters really felt, rather than what they were 
saying or not saying to pollsters.

The pollsters were also wrong in the 2016 US elections, 
and they blamed this error on a lack of representation of 
certain groups in their polls, e.g. non-college-educated 
voters. They were supposed to have corrected their sam-
pling methods in time for the 2020 elections, but with 
errors of up to 9%, things are still fundamentally wrong 
with their polling. 

In analysing the new errors in 2020, let us first look at 
the evidence. All the polling errors were again in one di-
rection, i.e. underestimating the number of people who 
would vote for Trump. We still need to use research as a 
means for uncovering why this is the case. A survey con-
ducted by the Cato Institute in 2020 showed that 62% of 
Americans say the political climate prevents them from 
saying things that others find offensive. While this atti-
tude spans partisan lines, those with conservative opin-
ions are far more likely to hide their opinions (77%) than 
liberals (42%). 

In the run-up to the election, people were far more in-
clined to wear a Biden/Harris face mask than a Trump/
Pence one (and this was not just down to the keenness 
for masks in the Biden camp). Showing support for the 
Republican Party could make you a social pariah, make 
you lose your job, get you assaulted, or worse; hence, 
keeping quiet about one’s voting intention can simply be 
the easiest (and safest) approach to take.

While pollsters are unlikely to assault you for taking part 
in a survey (quite hard to do over the phone, too), social 
acceptability bias means that a closet Trump voter could 
say to the pollster that they will not vote, claim they are 
undecided, or lie about their voting intentions. Even with 
online polling, bias creeps in. Online polls rely on people 
taking the initiative to take the survey. After the appall-
ing first debate, support for Trump in the polls dropped, 
but analysts feel that this was a reflection of people sim-
ply not wanting to take part in the polls when their can-
didate was doing badly (‘sulking in silence’). 

Exit polls are also very useful, as these are based on 
actual voters. While you may still get shy Trump voters 
at the polling stations, the 2020 exit polls reveal some 
startling insights – Trump actually increased his share of 
votes among Blacks and Latinos (both men and women) 
and increased his vote with Muslims and LGBT groups. 
Paradoxically, the only major group in which Trump lost 
a share of the vote was with white men, implying that 
the Republican Party needs to reach out to them more in 
the next election!

And finally, we need to use intuition. Many people feel 
cowed, talked down to, and bullied by activists, big tech, 
and media about their political beliefs. One way of safely 
hitting back against this authoritarianism is via the priva-
cy of the voting booth. This is thought to have been one 
of the key factors in swinging the narrowly won Brexit 
vote in the UK in favour of leaving the European Union, 
when people were being vilified by the establishment for 
wanting to leave the EU, with accusations of bigotry and 
stupidity. Insults, such as the infamous “basket of de-
plorables” comment from Hillary Clinton about Trump 
voters in 2016, are not a great way to win their vote!

US ELECTION BRINGS POLLING 
ACCURACY INTO QUESTION AGAIN
By Piers Lee, Deputy Editor of Asia Research Media

Most of the opinion pollsters in the US can claim that they were right in predicting 
a Biden win in the recent US elections. But perhaps only one pollster emerged 

from the election with any credibility. 

FEATURED

https://asia-research.net/
https://asia-research.net/
https://www.linkedin.com/company/asia-research/


Connect with Asia Research Media

ASIA RESEARCH Q4 20206 www.asia-research.net

FEATURED

How can we improve polling accuracy going forward?

The so-called ‘culture wars’ between conservatism and 
the new forms of liberalism have intensified, particularly 
since 2016, which saw the Brexit vote and the election 
of Trump. This has accelerated recently with cancel cul-
ture (e.g. the de-platforming of conservative speakers), 
Extinction Rebellion, BLM, and the politicisation of race. 
The implications are that people will become even more 
reluctant to express their political beliefs and voting in-
tentions.

Some of the approaches to address this have asked peo-
ple not only about their voting intentions, but also who 
they think their neighbours will vote for, and who they 
think will win the election overall. The ‘blame a neigh-
bour’ approach is sometimes used as a proxy for a per-
son’s own voting intentions – that is, people who are sim-
ilar to them (by socioeconomic grouping and location). 
Asking people to predict the winner is similar to asking 
people to bet, which, as stated earlier, is actually a more 
accurate ‘poll’ – something undertaken by hundreds of 
thousands of people, rather than the tens of thousands 
in the polls.

However, as the public wise up to these oblique ques-
tioning methods, they might still feel inhibited about 
telling the truth. Hence, we might come to rely more on 
correlations, examining the main concerns voters have 

alongside what the parties generally stand for. The exit 
polls in the US, for example, show that the key issues 
concerning those who voted for Trump were the econo-
my and law and order. Some of the key issues concerning 
those voting for Biden were racism and climate change.

The list of voters’ concerns is long and complex, but this 
in itself can help us build predictive models for likely vot-
ing intentions, especially for binary choice elections like 
in the US. We might not even have to ask people how 
they would vote or even if they would vote at all. •

https://www.linkedin.com/company/asia-research/
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The year 2020 has been an anom-
aly in all senses. This also applies 

to people’s interactions with various 
media platforms, both digital and tra-
ditional. The fact that a large section 
of the global population is spending 
a lot more time indoors compared to 
before the pandemic has most likely 
had an impact on how we are con-
suming advertisements and other 
product and brand messaging.

To explore this further, Borderless 
Access recently conducted an online 
study using its proprietary digital 
panels among audiences aged 24 
to 60 in several key global econo-
mies. The study aimed to shed light 
on, among other things, which me-
dia platforms consumers have been 
more exposed to during the pan-
demic, which platforms garner the 
most trust, and the effectiveness of 
channels of brand communication. 
The study also explores how tradi-
tional and digital media perform 
against each other in this time of the 
pandemic.

In this report, we are focussing on 
the findings from Singapore and In-
dia and comparing them against the 
global outcomes of the study.

Media platforms with the greatest 
exposure during the pandemic

In India, digital media (80%) (online 
news, entertainment channels, etc.) 

and mobile apps (80%) (in-app ads, 
mobile notification banners, etc.), 
followed by social media (79%) and 
television (78%), have been the most 
common channels through which 
consumers are exposed to ads and 
brand messages.

In Singapore, the scenario is differ-
ent: consumers are exposed to ads 
and brand messages most commonly 
through social media (67%), followed 
by digital media (58%) and television 
(56%).

Indian audience preferences, in terms 
of channels of media, are more con-
sistent with the global audience, 
with strong leanings towards digital 
and social, as well as television. The 
Singaporean audience, on the other 
hand, leans more towards social me-
dia, along with digital media. Nota-
bly, a significant percentage of the 
audience in India also choose word-
of-mouth, print media, and radio as 
common channels through which 
they are exposed to brand messag-
ing.

Platforms most trusted by consumers

While certain media platforms get 
more eyeballs compared to others, 
ultimately, audience trust in these 
platforms determines the chances of 
favourable outcomes. Our study re-
vealed that television as a platform 
is most trusted by Indian audiences. 

73% of Indian consumers choose 
television, followed closely by digital 
media, physical newspapers/mag-
azines, and mobile apps. In Singa-
pore, too, the highest percentage of 
the audiences claimed they trusted 
brand messaging shown on television 
the most. Interestingly, Singaporean 
consumers trust ads on the radio 
more than those they are exposed to 
on digital and social media and mo-
bile apps.

Media platforms as sources of news

Globally, television comes across as 
the most trusted medium for con-
suming news. The same is true in both 
Singapore and India, where 65% and 
80% of the audience picked television 
as their most trusted source of news.

In India, this was followed by digital 
media, as well as news apps. Print 
and social media were picked as re-
liable sources of news by an equal 
percentage of people.

In Singapore, print media came in 
after television, followed by radio 
(picked by 60% and 56% respective-
ly). Interestingly, only 28% of people 
picked social media as a trustworthy 
source of news, ranking it even lower 
than word-of-mouth.

Ad/brand messaging effectiveness 
based on media platforms

To find out if the media platforms 
have had an impact on the effective-
ness of ads, we asked our audience 
if they had made purchase decisions 
after being exposed to a brand com-
munication on specific media plat-
forms.

Globally, social media ads and brand 
messaging lead in terms of conver-
sion, but only marginally at 59%, 
followed closely by television ads at 
54%. In Singapore, television ads per-
form slightly better than other forms 
of media. This is followed by social 
and digital media at 40% and print 
media at 39%. Similarly, in India, 
television was picked by 80% of the 
audience, followed closely by social, 
digital media, and mobile apps.

CONSUMER MEDIA PLATFORM PREFERENCES IN 2020: 
INDIAN AND SINGAPOREAN CONSUMERS
By Borderless Access

SURVEY
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Print vs digital media: consumer per-
ception

In an ideal world, traditional and dig-
ital media would go hand in hand, 
complementing each other to deliver 
maximum marketing impact. Glob-
ally, the majority of audiences feel 
the same way, with 37% saying they 
would like to be able to rely on both 
forms of media. The same sentiment 
was shared by 45% of Singaporeans, 
a majority. On the contrary, 40% of 
Indians said they trust digital media 
more than print media.

Ironically, print media has been losing 
ground in both countries, and in India, 
the pandemic has accelerated the 
process. 89% of Singaporeans state 
that they had stopped using print me-
dia even before the pandemic, where-
as 60% of Indians have stopped using 
it since the pandemic.

The takeaway

There is no denying that traditional 
media has been losing ground to dig-

ital media and this has been exacer-
bated since the start of the pandemic. 
However, we see from the study that 
traditional media, including print and 
television, are still effective in con-
necting with consumers, in influenc-
ing purchase decisions, for instance, 

and most importantly, in winning 
against digital/social media in terms 
of the trust factor.

Television, in particular, is still highly 
relevant in both countries as a plat-
form for brand promotion, where it 
receives extensive audience expo-
sure and acts as a credible source of 
information as well as news. In fact, 
the study reveals that ads and brand 
messaging on television perform 
slightly better than on social and dig-
ital media. Even print media, which 
has seen a sharp decline in consump-
tion in recent years and more so since 
the beginning of this year, cannot be 
completely ignored by marketers as 
it continues to be a trusted source of 
information and news, particularly in 
India.

Even as digital and social media con-
tinue to dominate our lives, tradition-
al media is still holding ground for 
now, but the tides are shifting. •

www.asia-research.net
www.asia-research.com
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INTERNATIONAL 
SCHOOLING IN A 
POST COVID-19 
WORLD
By Piers Lee, Managing Director, BVA BDRC Asia

As Pfizer and Moderna announce COVID-19 vaccines with 90% efficacy, we might at last be able to 
think about a real ‘Post Covid-19’ world.  World economies have been battered, and we will be dealing 

with the effects for many years to come.  

The international school market has been hit in several 
ways.  Schools in Singapore in particular are highly de-
pendent on the expat market, and tens of thousands of 
expats lost their jobs in 2020 as corporations cut back.  
Schools will be partly dependent on making up the short-
fall from inbound expats taking up new jobs in Singapore, 
but international travel remains severely restricted and 
we would not expect to see a recovery in the inbound 
market until 2022.

In 2020, BDRC undertook two surveys of parents at inter-
national schooling in Singapore to assess how the inter-
national school market has been impacted.  The results 
show that international schools will be under greater 
pressure than ever, as expat numbers fall and parents in 
Singapore seek better value from schooling.

We estimate that about 15% of families have withdrawn 
children from international schools as a result of job loss 
or income reduction, and another 15% remain at school 
with reduced income.

Among parents still in Singapore, Western parents have 
been impacted more, with 18% losing income due to the 
crisis, compared to only 8% of Asian expats.  Among the 
niche group of Singaporeans who can send children to 
international schools in Singapore, 30% report a loss of 
income.

How will COVID-19 and the economic impact affect fu-
ture choices in international schooling?

Even prior to COVID-19, parents were becoming more dis-
cerning about their school choices, shopping around for 
the optimal school – 34% of parents have switched inter-
national schools at some point while in Singapore.  The 
optimal school includes not only the best education for 
the child, but also making trade-offs on practical issues: 
location and value for money.  Parents do their research 
and are generally aware of the range of choices in inter-
national schooling.  There has historically been a lack of 

awareness of budget school options in Singapore (typi-
cally schools with fewer facilities, smaller campuses and 
fewer Western teachers), but in the last year recognition 
of these schools has risen to 72%.

Generally, parents are more inclined to consider budget 
schools for primary years; younger children tend to use 
fewer facilities at the full-service schools.  Specifically, 
20% of parents with children at Primary schools will con-
sider budget schools versus 4% at Secondary schools.  
Also, parents might not seek such high academic stan-
dards from primary schools, with more emphasis on just 
having ‘happy kids’.

Parents now feel that the market is turning in their favour.  
In BDRC’s 2019 survey, 42% of parents stated had not 
enquired at some schools where they felt they could not 
get their child in because of waiting lists or other entrance 
requirements.  That figure has fallen to just 20% in 2020.  
Looking to the future, a significant 45% expect to switch 
to another international school in Singapore.

Even as life picks up again, there will be an extended 
COVID economic hangover.  Price will remain an issue for 
many parents.  This pandemic has also changed percep-
tions of schooling - almost all children experienced online 
schooling as a result of the lockdown.  Lack of access to 
facilities during the lockdown made parents think differ-
ently about schooling and 20% are now open to the idea 
of using dedicated online schooling for the future, with 
18% considering budget schools.

However, Premium schools dominate interest in ‘the next 
school’: UWC, Tanglin Trust, Dulwich College and Singa-
pore American School.  Most future switching will be for 
secondary years, and despite financial pressures parents 
always want the best for their children, hence the most 
interest in schools known for academic excellence where 
strong brand recognition can assist their child in the ulti-
mate goal of a top university. •

SURVEY
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HEALTH AND WELLNESS APPS IN ASIA
By GMO Research

Health and wellness apps are 
not new in Asia. However, 

these apps have grown tremen-
dously in popularity, especial-
ly in the last few months when 
COVID-19 has gotten many of us 
to be more conscious about health 
and wellness than ever before. 

SURVEY

High smartphone penetration, coupled with an upsurge 
in government initiatives in the mobile health (mHealth) 
technology sector, has led to the rapid growth of the 
Asia Pacific (APAC) mHealth market. It is estimated 
that by 2026, the APAC mHealth market will surpass a 
valuation of US $99.4 billion. The COVID-19 outbreak 
has further accelerated this growth, as consumers seek 
out alternative methods for health monitoring and con-
sultation in an attempt to avoid visits to hospitals and 
clinics. This has resulted in an increase in the usage of 
health and wellness apps across the region.

In light of this trend, GMO Research conducted a survey 
on the adoption and usage of health and wellness apps 
in five different countries across Asia: Japan, Korea, In-
donesia, Malaysia, and Thailand. The survey also cast a 
spotlight on COVID-19 apps, providing an in-depth per-
spective on differing consumer attitudes towards these 
apps across the different markets in Asia. This article 
highlights key trends and behavioural patterns in differ-
ent parts of Asia to give you an insight into consumer 
preferences in this diverse region. 
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SURVEY

According to the survey, 100% of 
respondents in Malaysia say they 
are using some kind of health and 
wellness app, the highest propor-
tion out of the countries surveyed. 
This is followed by Korea, at 68.3%, 
and Thailand, at 66.8%. The lowest 
usage rate is reported in Japan, 
where only 30.2% say they are us-
ing one or more health and well-
ness apps.

So what are some of the most pop-
ular health and wellness apps in 
the region?

Asia is a diverse region and so it is no 
surprise that consumer trends differ 
widely when it comes to the usage 
of health and wellness apps. Sport 
and fitness activity tracking apps 
have proven to be widely popular 
across the region, coming out on 
top in Thailand (55.4%) and Korea 
(53%). In Malaysia, COVID-19-re-
lated apps are immensely popular, 
with close to 8 in 10 respondents 
saying that this is their most used 
category. COVID-19 apps are also 
hot favourites among the Japanese 
(35.5%), outperforming all other 
categories. For consumers in Indo-
nesia, diet and nutrition apps have 
emerged on top, with 36.5% report-
ing that this is their most frequently 
used category.  

Since the onset of COVID-19, the 
pandemic has claimed lives and 
countries have scrambled to cope; 
many have adopted technologies 
in their frantic efforts to flatten the 
curve. One of the most common 
tools implemented has been the 
COVID-19 mobile app. 

Singapore was one of the first 
countries to launch such an app. 
Called TraceTogether, the mHealth 
app aims to minimise the spread of 
COVID-19 through community-driv-
en contact tracing. In April 2020, 
Malaysia developed and launched 
the MySejahtera app, aimed at 
helping the government to contain 
the COVID-19 outbreak, and at the 
same time enabling users to moni-
tor their health during the pandem-
ic. By August 2020, the app had 
been downloaded by 13.3 million 
users. Soon after, many countries 
– including Korea and Indonesia – 
followed suit. Each country has its 
own unique app with a different 
focus functionality. Key objectives 
of these apps include contact trac-
ing, symptom monitoring, quaran-

tine enforcement, and information 
sharing.

Among the respondents who did 
not download a COVID-19 app, the 
top reason given for not doing so 
was the possible misuse of personal 
information. This is consistent with 
ongoing debates all over the world 
regarding personal data privacy 
concerns associated with the use 
of COVID-19 apps. During a virus 
outbreak, many people are hungry 
for information on case numbers 
and hot zones, but few are willing 
to share their own health data.

According to the survey, as many 
as 51% of respondents in Indone-
sia who had not downloaded any 
COVID-19 apps said they were con-
cerned about the misuse of person-
al information, signalling a certain 
level of distrust in the government. 
As a matter of fact, contact trac-
ers in Indonesia often encounter 
threats and assaults in the course 
of their work. This has greatly 
dampened efforts to contain the 
pandemic. 

As shown by the survey, COVID-19 
has indeed boosted the usage of 
health and wellness apps among 
consumers in Asia. When respon-
dents were asked which apps they 
had been using more since the on-
set of the pandemic, COVID-19-re-
lated apps were reported to be the 
category that has seen the largest 
increase in usage in Japan, Indo-
nesia, and Malaysia. In Korea and 
Thailand, however, sport and fit-

ness activity tracking apps have 
seen the largest increase in usage. 

As sports and COVID-19 apps gain 
popularity across the region and 
continue to grow in terms of user 
base, let’s not forget that there are 
other categories that perhaps have 
yet to be discovered, and as such, 
hold much potential. Take for ex-
ample medical advice and patient 
community apps. With the excep-
tion of Thailand, this category has 
consistently ranked in the bottom 
three across the countries sur-
veyed. This might be an opportuni-
ty for medical practitioners to look 
into digital alternatives for their 
services, if they have not already 
done so. 

Also worth mentioning are the men-
strual cycle tracking apps which 
are widely used among female con-
sumers in Asia. In fact, according to 
the GMO survey, menstrual track-
ing apps are used by more than 
half of the female respondents in 
Korea.

2020 is drawing to a close, and as 
we welcome the ‘new normal’ in 
2021, health and wellness will con-
tinue to remain at the top of our 
minds. Without a doubt, the bur-
geoning mHealth market in Asia 
will continue to flourish as consum-
ers become more health conscious 
and continue to seek alternative, 
non-contact methods for maintain-
ing health and wellness. •

https://asia-research.net/
https://asia-research.net/
https://www.linkedin.com/company/asia-research/


Connect with Asia Research Media

ASIA RESEARCH Q4 202012 www.asia-research.net

As we gradually return to ‘normalcy’, many companies 
are wondering: Which services will consumers continue 
to subscribe to, and which will be abandoned? Will these 
new habits stick?

Knowing how consumers value your service today and 
how that perception may have shifted will be key to en-
suring retention. Here we explore strategies online ser-
vice providers can adopt to build customer loyalty and 
decrease churn.

Redefining ‘essential’ online services and the challenge 
of customer retention

While low introductory rates and free trials during the 
stay-at-home period were enough to attract new cus-
tomers, the new online behaviour might not have be-
come a habit.  

The context of the original decision to sign up has 
changed - for example, when more entertainment op-
tions are available outside the home or when the full 
price charge comes into effect. Consumers are making 
more deliberate choices in this space and are asking: Do 
I still consider this service valuable?  

As an individual’s immediate needs change (e.g. needs 
for entertainment and connection), so too does the value 
perception for online services.

Whether your company offers media, technology, sub-
scription boxes, or food services, you will need to plan 
your next steps considering these questions:

•  How will the post-COVID recovery phase affect con-
sumer perception in your industry? 

•  How likely is your brand to be affected by a next 
wave of disruption (e.g. a recession?) Which custom-
er segments will cut costs by dropping services they 
no longer consider essential?

•  What is the impact of changes in value perception 
on my product assortment, features, pricing, and/or 
communications strategies? 

Five research approaches to identify changes in value 
perception 

With pressure mounting to differentiate yourself online, 
you need to learn what is relevant to consumers or seg-
ments in your specific category today – and how that has 
shifted. As more consumers are facing economic hard-
ship, this is especially important. 

Here are five approaches that can help uncover changes 
in the value perception of your service:

1. Explore low-cost research options: Basic options 
include assessing the data that your company has 
gathered, investigating feedback received by custom-
er service reps, and looking at your reviews to find out 
more about how and where consumer sentiment has 
changed.

2. Rerun previous research: If additional budget is 
available, repeating either a whole or partial study (de-
pending on your needs) can be cost-effective. You can 
compare pre- and post-COVID findings to adjust your 
marketing strategies accordingly.

3. Employ data fusion techniques for a more compre-
hensive view: Combining data sources can help get 
richer insights than the individual sources alone can 
provide. For online service providers, consider combin-
ing survey data and database data for a more compre-
hensive view of what consumers may be willing to pay 
for your service.

4. Move qualitative research online: Traditional qual-
itative research approaches, such as focus groups 
and in-depth interviews, still have a place in a socially 
distanced world, with the added benefit that you can 
reach a much wider geographical area and ‘hard to 

FEATURED

Online service providers have enjoyed a boom in sales this year. Consumers have  
either increased their consumption or been forced to try services ranging from  

media streaming and online subscriptions to food delivery apps. 

CUSTOMER RETENTION STRATEGIES FOR 
ONLINE SERVICE PROVIDERS: UNDERSTANDING 
HOW VALUE PERCEPTIONS HAVE CHANGED
By Michael Hetherington, APAC Director at SKIM Singapore
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reach’ consumer groups online. Other techniques, like 
online bulletin boards allow for virtual conversations, 
and smart qual solutions can be used to analyse con-
sumer feedback videos and to unlock consumer emo-
tions in voice messages.

5. Dial up social listening efforts: The increase in social 
media usage during the COVID-19 pandemic adds even 
more value to social listening as a research tool. What 
consumers are saying about your service can affect 
perceived value: Positive reviews can boost purchase 
intent as well as the willingness to pay. So, it is vital to 
understand how your product, brand, and the purchas-
ing context are being discussed online.

Adapting to the new normal: Optimising online services 
to build brand loyalty

Once you know if and how the value perception of your 
services has changed, how can you adapt your offering 
to ensure brand loyalty and decrease churn? Consider 
these three interconnected strategies:

1. Optimise online features for today’s emerging con-
sumer needs

It is crucial to understand what is changing for consum-
ers, and to adapt specific features to those needs. Fea-
tures that are more valuable in the post-COVID context 
can drive preference, affect how much consumers are 

willing to pay, and ensure repeat purchases or subscrip-
tions. These features will also create differentiation, 
which is vital in today’s fiercely competitive online mar-
ketplace. Here are two examples of how you can adapt 
to emerging needs:

•  Food delivery apps: Consider how health and 
safety precautions are perceived by consumers 
who order from restaurants now. Are ‘leave at the 
door’ delivery options ‘must have’ or ‘nice to have’ 
features? What additional offers will maximise the 
guest check? 

•  Media and entertainment services: Determine how 
you can differentiate to ensure loyalty and prevent 
churn. This could be through content (Spotify, for 
example, are investing heavily in podcasts) or by 
adding features such as ‘shared’ viewing. 

2. Adapt online pricing and promotion strategy for sus-
tainable growth

You may have experienced a surge in sales, but hav-
ing the right pricing and promotions structure is key to 
driving customer retention. For example, do you know 
which techniques are proven to drive users to upgrade 
to more premium subscription plans? Or which promo-
tion format or fee structures are best suited for food 
delivery apps? 
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Depending on your customer segments, you need to 
consider carefully whether you have too much promo-
tion and/or how deep promotions need to go. We’ve 
seen from past crises that frequent reductions can 
damage long-term value, price perception, and revenue 
potential.

3. Leverage ‘push’ notifications and optimise messag-
ing to drive loyalty 

Shifting your messaging is one way to address chang-
ing value perceptions without changing product fea-
tures. Think about optimising in-app communications. 
These communications can be effective, but it can also 
be a tricky balance to get them right. 

There are countless apps to contend with, and consum-
ers can simply silence these alerts (which is why live A/B 
testing is not a reliable approach for this). To ensure 
consumers remain in the habitual decision loop, you 
need to know which messages encourage loyalty and 
which could have the opposite effect. 

Working out how, and to what extent, consumer per-
ceptions have altered this year will guide your market-
ing strategies in the coming recession. How you uncover 
these insights will depend on your specific needs, bud-
get, and timeline. As trusted partner to several leading 
online service providers around the globe, we can work 
with you to define the best research approach for your 
business question and help your brand to thrive.  •

2021 PREDICTIONS: TECH-LED MARKET 
RESEARCH BECOMES CORE TO BUSINESSES
By Frédéric-Charles Petit, CEO, Toluna

2020 will be remembered as one of the most unparalleled and 
unpredictable years the global economy has ever witnessed. 

While the COVID-19 pandemic continues to create dis-
ruption across the board, businesses in every sector have 
been forced to adapt to ever-changing and growing 
challenges.

As businesses continue to navigate these turbulent times 
and plan for the future, market research powered by 
new advancements in technology focused on agility and 
real-time data collection has emerged as a must-have 
tool for every organisation, large and small. 2020 clearly 
showed us how critical it is for businesses to have re-
al-time insight into consumer sentiment and behaviours. 
They must understand how to leverage that intelligence 
to help predict what consumers will want and need in 
the moment and into the future, recognise how this will 
affect their business operations, and most importantly, 
help guide them in how to communicate with their most 
important stakeholders: the customers. 

During one of the worst global health crises and corre-
sponding economic downturns we’ve experienced, busi-
nesses have turned to technology-led market research 
tools to quickly understand changing consumer be-
haviour by tapping into real-time consumer insights. 

Change is constant, and we are now in a period of pro-
longed change that is in the spotlight daily. That means 
it’s more crucial than ever that businesses can regularly 
gauge consumer perceptions, sentiment, and actions to 
drive true data-driven decision-making and to best posi-
tion themselves for success in 2021. 

Armed with 2020’s lessons learned on the pivotal role 
market research plays across all industries, businesses 
must learn from their experiences, educate themselves 
fully on the benefits consumer insights can offer to their 
organisation and in what ways, and have a plan to use 
it effectively. It’s important that every leader takes on 
board the following advice not only to navigate through 
the COVID-19 storm but to position themselves to thrive 
following the pandemic.

Agility is key 

Whether a business is fighting for survival or experienc-
ing growth, agility is the fundamental quality that can 
both offer organisations a lifeline and bolster already 
stable companies, propelling them to even greater suc-
cess.

FEATURED
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In 2021, business leaders must be able to respond quick-
ly and appropriately to a fast-changing environment as 
they continue to question the dogma of yesterday to tac-
tically adapt to today’s decision-making process. No CEO 
will have the luxury of taking months to make a decision; 
they will need to act in days, if not hours. This ability will 
be fed by regular access to valuable in-the-moment and 
longitudinal insights. 

Technology and automation

Technology and automation are the critical drivers in 
market research, and this will become ever more appar-
ent in 2021. The pandemic closed a 60-year chapter in 
market research; those that had the foresight immedi-
ately shifted to lead the industry through technology. 

The major players in market research will need to step 
up their game and demonstrate why market research 
is as vital to a business as any other growth or profit-
ability tool. The pandemic reinforced why brands must 
keep their finger on the pulse and constantly stay in 
touch with consumers. 2020 accelerated this shift, and 
in 2021 we’ll see the market research industry become 
truly automated and technology led. So many industries 
have benefitted from automation, technology, and more 
broadly AI. Research is no different. 

Emphasis on innovation and quality 

The past year dramatically accelerated technological ad-
vancements and pushed many projects that had been 
in the pipeline to completion; 2021 will see a continued 

prioritisation and execution of innovation developments. 
Businesses will make greater investments of time, trust, 
and budget into cutting-edge market research tools that 
will take on the lift of conducting research and ensure 
quality results.

Market disruption in 2020 highlighted technology’s role 
in empowering quick pivots – and that brands need to 
leverage market research technology that has quality 
at the core; it will be the key to streamlining workflows, 
instilling, trust and differentiating from the competition. 
Technology has the power to execute what a traditional 
research team can do, faster and with fewer resources 
– and clever organisations recognise that creating and 
leaning on sophisticated technology is the best way to 
adapt to a changing market. Projects previously planned 
and tested for months and years are coming to market 
ahead of schedule to help organisations evolve to meet 
their customers’ needs. 

The need for innovation and technological transforma-
tion in market research shows no sign of stagnation 
in 2021. Automated market research with quality and 
methodology baked in will reap great rewards for busi-
nesses and push the industry towards a technology-driv-
en, innovative future. 

Heightened duality of research 

Automation ensures anyone can use tools that have sim-
plicity and quality at the core, and highly customised re-
search solutions can often leave questions around quality 
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and standardisation. At the same time, many companies 
still prefer to use their own unique methodologies. 

The lasting pace of 2020 market disruption will see busi-
nesses require the ease, quality, and scalability of au-
tomated market research templates that will also allow 
them to bake in their own methodologies to stay differ-
entiated in 2021 and beyond. 

Integration 

Integration will be a huge theme next year as businesses 
will need to seamlessly harmonise their strongest part-
ners. They won’t want to give up any of their tools, but 
they will want their tools to speak to each other and to 
the technology they’ve built in-house. 

As the pandemic accelerates time-to-market for new 
products, businesses will look to solutions that remove 

the guesswork of integration, and the call for end-to-end 
consumer insight solutions will be loud and clear. This is 
the time where market research will raise the game and 
choosing the right research partner will prove crucial.

As businesses across the globe tear up their five-year 
growth plans, agility, responsiveness, and the need to 
quickly adapt will push market research to the forefront 
of their focus. Knowing exactly what customers want and 
when they want it in real time – as opposed to waiting 
weeks or months – will enable organisations to remain 
relevant to their consumers.  

The decisions and actions businesses make in 2021 will 
be informed and backed up by data.  It’s this real-time 
data and insight that will be the golden ticket that will 
help businesses to create opportunity, drive growth, and 
ensure prosperity in challenging and difficult times. •

During a meetup with a former colleague, she shared that 
the craziness of 2020 had forced her into a constant cycle 
of reflecting and adapting. The downtime that she had 
during lockdowns gave her space and time to think deep-
ly about her identity and the direction she would like to 
take in her life and career. When business resumed, it was 
back-to-back video calls and the constant cycle of chang-
es that dominated her life.

The questions customarily asked at the end of a typical 
year have been discussed collectively and publicly for 
months this year. By June, it became clear that many 
changes triggered by the pandemic were here to stay, 
and it would permanently alter the way we live and work. 
Labelled the ‘new normal’, many lives, careers, and busi-
nesses came under serious threat, while others managed 
to adapt and thrive.

The COVID situation has led us to forget that change and 
disruption were already a reality even before the pandem-
ic. There have been no substantial changes to the funda-
mental strategies for staying relevant and thriving since 
then. The pandemic has acted as a catalyst by creating 
a burning platform, even for those businesses and indi-
viduals who previously believed they could navigate the 
Volatile, Uncertain, Complex, Ambiguous (VUCA) world 
without much adaptation for the foreseeable future. 

However, in February this year, business as usual was no 
longer an option for individuals, managers, and organisa-
tions. The rules of the game have changed dramatically 
and permanently. There was no bouncing back; leaping 
forward has become the only option, and if we want to 
stay in the game and not be substituted, we have to learn 
to play by the new rules quickly.

Therefore I recommend you consider the following points 
and questions when reflecting and planning your next 
steps to help you thrive in the new year.

Employ the right mindset:

“How can I commit, and assume total responsibility for 
my situation and future?” 

THRIVING IN 

BY BEING  
RELEVANT

A challenging and strange year has come to 
a close, and I am curious. Did you use this 

time to slow down, reflect, and start develop-
ing plans and resolutions for the new year?

By Gunnar Jaschik, talent-, leadership-,  
and organisational development specialist
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While you cannot control the virus or the VUCA envi-
ronment, you can manage your attitude and reaction 
towards the situation. Be ready to change, learn, and 
adapt proactively.

Create an outside-in perspective:

“What are my managers’ or clients’ most burning 
needs and substantial aspirations right now?”

If your primary goal is to survive and stay relevant in 
times of crisis and disruption, it is paramount first to 
understand what the market values most right now 
and in the foreseeable future.

Develop a clear value proposition:

“How can I address the most burning challenges and 
aspirations? What does it take to prepare for them?”

To stay relevant, you have to deliver work and solu-
tions that are highly valued. Think about the latest 
innovations that are being discussed in your compa-
ny right now, then ask yourself, how can you join the 
conversation? What would you need to learn? Can you 
volunteer for pilot projects? How else can you get in-
volved?

New or emerging topics are often an opportunity for ear-
ly adopters to own them and become a go-to person in 
the organisation. The extra bit of knowledge that you 
have will give you an edge over others, making you a 
highly valued ‘relative expert’.

It is beneficial for you to consider initiating innovation 
in your area of responsibility proactively. Think out of 
the box and ask the tough questions, for example, how 
would the company manage your current tasks if your 
role or function was no longer around? The answer might 
serve as a glimpse into the future, and with this insight, 
you can proactively kick-start and lead the conversation.

Reflection and planning are essential. In times like these, 
we might have to come back, review, and recalibrate fre-
quently, even more so than usual. But without a plan, 
we might easily get lost in this challenging terrain. The 
reality is that those with the most robust ability to un-
derstand the changing priorities around us, who adapt 
and continue to create value, will be the ones to prevail.

I wish you success and all the best for a prosperous and 
healthy 2021. •

FORMER NIELSEN MD JOINS TOLU-
NA AS BOARD CHAIRMAN

Toluna has appointed industry veter-
an Bruce Haymes as Non-executive 
Chairman of the board of directors. 
Haymes’ appointment is the latest in 
a string of milestones that herald 
Toluna’s unceasing momentum, on-
going global growth, and significant 
investment in revolutionising the 
market research industry through 
technological innovation.

Haymes previously served as Man-
aging Director at research firm Niel-
sen, where he led global investments 
and was responsible for Nielsen In-
novate, the company’s start-up in-
vestment fund and innovation plat-
form.

“This appointment marks another 
triumph in a year of accomplish-
ments for Toluna as we continue to 
lead with technology, drive innova-
tion, and deliver exceptional custom-
er service,” said Petit. “Bruce’s ex-
pertise and proven record helping to 

grow businesses through invest-
ments, partnerships and product de-
velopment, combined with our un-
matched 20-year industry legacy, 
will propel us into the future as we 
transform the market research in-
dustry to help our global enterprise 
clientele understand tomorrow to-
day.” •

POTENTIATE ONBOARDS WALLIS 
TO DRIVE QUAL INNOVATION

Global human experience agency 
Potentiate has appointed Jem Wallis 
as Head of Agile Qual. Jem Wallis 
will be responsible for driving inno-
vative qualitative solutions for Po-
tentiate’s diverse and extensive cli-
ent base.

Wallis has worked in the research in-
dustry in Australia, Europe, and 
South America for over 30 years. He 
has run his own qualitative research, 
trends, and insight businesses, as 
well as recently leading Voxpopme, 
across Asia Pacific.

Jo O’Connor, Managing Director for 
Potentiate Australia, says, “Continu-
ing to innovate in digital qual and 
providing smart, agile solutions for 
our clients is a core focus for us, and 
Wallis is the perfect person to 
strengthen our capabilities in this 
exciting space right now.” •

DENTSU INTERNATIONAL HIRES 
NEW COO

Marcoms network dentsu interna-
tional has appointed Keith Lippiatt 
as Global Chief Operating Officer for 
its customer experience manage-
ment (CXM) line of business (LoB). 

Lippiatt is a 27-year veteran of Ac-
centure, most recently serving as Se-
nior Managing Director   leading the 
Global Intelligent Cloud and Infra-
structure Services. Having lived and 
worked in the Asia Pacific and Euro-
pean regions, his knowledge and ex-
perience in international markets 
will be essential drivers of the global 
marketing services group’s contin-
ued growth and expansion.•
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