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GMO RESEARCH TO LAUNCH NEW 
SERVICE BRAND MO LITE

APAC´s research solution platform 
GMO Research, Inc. has rolled out 
it´s new initiative to support compa-
nies in conducting online research 
projects with the fastest and most 
cost-effective turnaround in APAC.

There is increased demand for DIY 
market research tools that allow 
companies to conduct survey re-
search remotely and at low costs. 
But when a company really starts 
to plan a research project, there 
are some common obstacles. Firstly, 
the targeted audience is limited to 
the company’s own service and/or 
product line, so the company cannot 
collect a larger number of respons-
es. Secondly, recruiting people for 
a survey is a time-consuming and 
costly process. And lastly, localising 

questionnaires, ensuring they align 
with local law, and checking that 
the contents address the cultural 
and linguistic background correctly 
takes a great deal of effort.

To address these issues, GMO Re-
search has developed MO Lite, a 
new service that enables companies 
to link their own using DIY market 
research tools to recruit survey re-
spondents directly from one of the 
largest pool of panelists in APAC, 
with a price less than USD 10 cents 
per question, and it comes with full 
support from APAC local experts.

Takashi Ito, Chief Global Officer of 
GMO Research, Inc., comments: 
“With the rising demand for quick 
and cost-efficient choices for con-
ducting surveys, it just came natu-
rally to us that we would connect the 
largest consumer panel network in 

APAC with the most commonly used 
free survey tool, to bring great val-
ue to the market. We are confident 
that MO Lite can serve as one of the 
most viable options for conducting 
surveys in APAC. It is obviously the 
fastest, most cost-effective, and 
most reliable solution.” •

Web: www.gmo-research.com 

TOLUNA TRANSFORMS PURCHASE 
AND USE OF RESEARCH

Consumer insights provider Toluna 
has launched the industry’s first and 
only Enterprise Insights Subscrip-
tion. Developed in response to cli-
ent feedback and market demand, 
brands will now have limitless access 
to the industry-leading Toluna Start 
platform, Toluna research experts, 
and consumer insights powered by 
the Toluna global panel community.  
The new offering transforms the way 

NEWS In Case You Missed It
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brands purchase and use research.

“For the past two decades, Toluna 
has remained squarely at the fore-
front of research innovation. Our 
mission has always been to democ-
ratise market research, making it 
available to more users within the 
enterprise; first, leading the cre-
ation of our online panel commu-
nity, which has become the leading 
global panel;  then, investing ahead 
of the curve to imbed technology 
into the research process with the 
launch of our Toluna Start platform; 
and now, with a transformational 
research model to empower brands 
to keep pace with the evolving con-
sumer landscape,” said Frédéric-

Charles Petit, founder and CEO, Tol-
una. •

Web: tolunacorporate.com

PURESPECTRUM ACQUIRES IN-
STANT INSIGHTS

Fast-growth research technology 
company PureSpectrum has ac-
quired Instant Insights, a business 
line spun out of Upwave. Instant 
Insights is a leader in fast and easy 
consumer insights for data-driven 
businesses everywhere.

The acquisition of Instant Insights 
will expand the PureSpectrum suite 
of solutions. This new addition, now 
known as the PureSpectrum In-
sights platform, will live alongside 
PureSpectrum Marketplace, making 
PureSpectrum a complete end-to-
end market research and insights 
platform.

Michael McCrary, CEO and found-
er, comments: “Our purpose is to 
make researchers’ jobs easier. We 
strongly believe that this acquisi-
tion will help insights professionals 
make decisions more efficiently and 
faster than ever before. The Upwave 
Instant Insights business is a great 
addition to PureSpectrum.”

Focusing on simplicity and usabil-
ity, PureSpectrum will invest heavi-
ly in the platform to make the col-
lection and analysis of high-quality 
answers faster and more accessible 
to all researchers. “The acquisition 
of this insights platform is just the 
beginning for us,” said Mark Menig, 
PureSpectrum Chief Product Officer. 
“We are committed to extending the 
platform and creating a seamless 
research experience from project in-
ception to final reporting.” •

Web: www.purespectrum.com

NEW BRAND FOR CONFIRMIT-
FOCUSVISION MERGER

Forsta is the new brand that has 
emerged from the merger of Confir-
mit and FocusVision, two experience 
and research technology compa-
nies.

Kyle Ferguson, CEO of the business, 
comments: “I am delighted to intro-
duce Forsta as our new brand. To-
day’s announcement takes us a step 
closer to realising our ambition of 
creating a world-class business that 
will reinvent the global insights in-
dustry. Forsta brings us to the cusp 
of a new frontier of customer expe-
rience, where discovery and under-
standing of insights will lead to sto-
ries that quickly fuel action for our 
customers. Together we will grow 
smarter and faster as we bring ex-
perience research to life. 

“It’s easy to say you are a purpose- 
driven organisation. The hardest 
part is delivering on the claim. Fors-
ta’s purpose is simple. We exist to 
help inform and inspire decision 
makers.” 

Both Confirmit and FocusVision will 
become Forsta brands and contin-
ue to operate as usual while the or-
ganisation continues its integration 
plans and brand strategy roll-out.  •

Web: www.forsta.com

BLIS EXPANDS IN ASIA

Technology firm Blis is building mo-
mentum with new reseller partner-
ships to bolster its presence across 
Asia.

Blis has entered the Japanese mar-
ket for the first time with Innova-
tor Japan, a digital transformation 
specialist well versed in navigating 
the local landscape and launching 
market-leading overseas technology 
companies. Coupled with adding a 
Hong Kong franchise, covering both 
Hong Kong and Taiwan, Blis will be 
boosting its profile considerably 
across the region.

Neil Cooke, Global Partnerships Di-
rector, Blis, said: “It has long been a 
belief at Blis that the best way to ef-
fectively support the world’s biggest 
brands globally is to provide high- 
quality local servicing.” •

Web: blis.com
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SURVEY

Of the many changes the world has gone through in 
the past year since the start of the pandemic, con-
sumer behaviour and evolving expectations from 
brands is an important one that is also critical for 
marketers and advertisers.

To understand how marketers have reacted to the 
effects of the pandemic and the resulting changes 
in consumer behaviour, over the last year, Border-
less Access conducted an online study in the United 
States, India, and Singapore and in several countries 
in Africa, Europe, and the Middle East. The study 
gathered responses from approximately 1000 re-
spondents consisting of marketing and advertising 
professionals from different industries.

The study explores marketing activities and budgets, 
preferred marketing channels, perceptions, experi-
ences, and implementation of traditional and digital 
marketing and advertising methods. In this article, we 
talk about the findings from the two Asian markets 
and how they compare to the rest of the markets in 
our study.

CHANGES IN MARKETING ACTIVITIES SINCE THE 
PANDEMIC

Since the start of the pandemic, 43% of marketers 
from our study said they had reduced marketing ac-
tivities and would resume full-fledged activities once 
things were back to normal. 43% of Singaporean and 
45% of Indian marketers gave the same statement. 
Also, 18% of Singaporeans and 15% of Indians said 
they are focusing on digital marketing more since the 
pandemic.

In terms of marketing budget, 54% of the Indian mar-
keting professionals said they had reduced it significant-
ly, which is higher than the overall percentage of 49%, 
which is also on par with Singapore. At the same time, 
29% of Indian marketers said they had increased their 
marketing budget (vs 18% in Singapore). 33% of Singa-
porean marketers said their marketing budget had re-
mained more or less the same.

MARKETING CHANNEL PREFERENCES IN THE NEW DE-
CADE

In India, various digital marketing channels are widely 
used by marketers: 62% to 65% of marketers picked mo-
bile apps, social media, websites, and digital and online 
publications as their most preferred media. Television 
was also chosen by 50% of the marketers in India.

On the other hand, in Singapore, social media was cho-

HAS THE PANDEMIC CHANGED THE FACE OF   
MARKETING IN INDIA AND SINGAPORE?
By Borderless Access
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sen by 42% of marketers as their 
most preferred channel of market-
ing. This was followed by websites 
and digital publications, which were 
chosen by 38% and 33% of the re-
spondents respectively. Only 18% of 
the respondents in Singapore went 
with television as their preferred 
channel of marketing.

Looking at the best returns on in-
vestment, we observed that in India, 
social media marketing, as well as 
marketing through websites and dig-
ital publications were said to be the 
most effective by 67%, 64%, and 61% 
of marketers respectively.

Meanwhile, in Singapore, marketing 
on websites yields the best ROI ac-
cording to 35% of the marketing pro-
fessionals, followed closely by social 
media, at 33%. However, it is to be 
noted that, when compared to India, 
fewer marketers agreed that digital 
marketing channels provide the best 
ROI.

PERCEPTIONS ABOUT DIGITAL AND 
TRADITIONAL MEDIA

Across all the markets in the study, 
25% of the respondents believed 
traditional marketing methods and 
platforms are still relevant, and 22% 
said digital, while it is growing, is as 
of yet most relevant amongst young-
er audiences. Singaporean and Indi-
an marketers have similar opinions.

32% and 30% of Singaporean mar-
keters said traditional media contin-
ues to be relevant and believe that 
digital media is more popular among 
younger audiences. 20% and 24% of 
Indians shared the same sentiments 
respectively.

As far as the growth of digital me-
dia is concerned, the majority of In-
dian (65%) and Singaporean (45%) 
marketers agreed that digital mar-
keting has grown substantially since 
the pandemic. Only a small percent-
age of marketers in Singapore (18%) 
and India (16%) believed that the 
increase in reliance on digital mar-
keting will even out once things are 
back to normal.

When comparing social media and 
programmatic ads, Singaporean 
marketers don’t universally agree on 
which is better. While 22% said pro-
grammatic ads are more effective 
than social media ads, 24% of Sin-
gaporeans said advertising on social 
media is more effective compared to 

programmatic and other methods. 

In India, 29% of Indians vs 11% said 
that social media advertising is more 
effective than programmatic and 
other platforms of marketing. 

21% of Singaporean and 25% of Indi-
an marketers said that social media 
and digital media are often taken to 
be the same, while 23% of Singapor-
eans vs 17% of Indians believed that 
social media is often misunderstood 
and misused.

THE FUTURE OF MARKETING AND 
ADVERTISING

The majority of marketers around the 
world believe maintaining a strong 
social media presence is the most im-
portant aspect of digital marketing. 
66% of Indian marketers find this to 
be the most critical element of dig-
ital marketing, vs 53% of Singapor-
eans. Email marketing and content 
marketing are other areas of digital 
marketing and advertising that mar-
keters in both countries consider to 
be important.

A significant majority of marketers in 
both countries consider digital mar-
keting, to be the future of marketing 
and advertising (72% in Singapore 
and 74% in India). This is followed 
by social media marketing. OTT plat-
forms are also high on the minds of 
Indian marketers, more so than their 
Singaporean counterparts (66% vs 
30%). 49% of Indian marketers, vs 
only 16% of marketers in Singapore, 
consider broadcast television to be 
an important aspect of marketing in 
the future.

As far as next-gen technologies are 
concerned, 24% of the respondents 

in both countries consider AR and VR 
to be, while 32% of Indians vs 21% of 
Singaporeans consider it to be a crit-
ical aspect of digital marketing. In 
terms of automation, 30% of Singa-
poreans are for it, compared to 22% 
Indian marketers.

DIGITAL DOMINATION IN MARKET-
ING AND ADVERTISING

In both Singapore and India, market-
ers lean significantly towards digital 
marketing channels and practices. 
Social media in particular is expect-
ed to play the most significant role in 
the coming years in terms of market-
ing and advertising. One area where 
the two countries differ noticeably is 
television-based marketing, which in-
cludes OTT as well as broadcast TV. 
Marketing in this space is expected 
to grow significantly more in India 
compared to Singapore, where tele-
vision is considered a far less im-
portant medium. Marketing through 
print media is also expected to be 
more important in India compared 
to Singapore, albeit to a much lesser 
degree than other marketing chan-
nels.

We can say with confidence that 
the pandemic has had an impact 
on marketing activities. While digi-
tal marketing was prominent prior 
to the pandemic, over the last year, 
adoption of digital marketing chan-
nels, methods, and strategies has 
increased. This digital turn of events 
also translates to increased depen-
dence on digital market research 
methodologies, which are more ef-
fective and efficient in helping mar-
keters connect with their consumers. 
•

SURVEY

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


2/2021 ASIA RESEARCH   7

www.asia-research.net

Connect with Asia Research Media

This phenomenon is plain to see when considering 
Interbrand’s Top 100 Brands list (shown at the right, 
comparing the Americas, Europe, and Asia over time), 
where Asia has consistently produced only around 
10%–12% of the list over the last decade. Furthermore, 
the Asian representation has been dominated by Japan 
(6–8 brands each year over the 10-year period) and 
South Korea (2–3 brands).

While it is widely believed that this century will ulti-
mately be dominated by Asia from a commercial 
perspective, this growth has not translated to Asian 
brands globally. Instead, the status quo has remained 
intact, with North American and European brands 
continuing to dominate the landscape. 

WHERE TO NEXT FOR ASIAN BRANDS?
By James Redden, Managing Director, Asia Pacific and Satpal Daryanani, Research Manager at 2CV

While the last decade has seen tremendous growth in Asian economies, Asian 
brands continue to struggle to establish themselves on the world stage, relative 

to North American and European brands in particular. 

FEATURED
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REASONS FOR THE LACK OF GLOBAL ASIAN BRANDS

Apart from macro factors (e.g. many Asian markets are 
still classed as developing, and hence are naturally less 
likely to have produced strong brands compared to ma-
ture markets), some of the key reasons for a lack of glob-
al Asian brands are:

Transition from trading to brand building: Asia used 
to be the back-end workhorse for the world, manufac-
turing products for others at an extremely low cost. 
While many companies have moved away from this 
model and have independently entered the global mar-
ket, there is still an innate struggle to transition from 
a volume-based commodity mindset to one of brand-
ing and brand building. This is evident in some of the 
larger Asian brands that are coming through (e.g. dis-
count-driven brands like Miniso).

Current business structures and attitudes: A lot of the 
largest companies in Asia are diversified family-owned 
conglomerates which span multiple business catego-
ries. There are often limited overlaps and synergies, 
which is a major obstacle in creating a brand strategy 
that is well defined, differentiated, and relevant across 
the different businesses. This is further hampered by a 
management mindset which favours short-term busi-
ness wins (market share) over long-term brand building.

Country of origin stigma: A by-product from the pre-
vious generation, products/services originating from 
some Asian countries continue to carry negative per-
ceptions among global consumers. This perception 

also transfers to brands emerging from these markets. 
While Japanese and South Korean brands seem to es-
cape this stigma, it is more pronounced with some oth-
er countries like China. The global political climate has 
also played a role in retaining this stigma among sec-
tions of society.

The net effect of these challenges is a lack of sufficient brand 
investment despite an expanded footprint. This ultimate-
ly results in lower salience and a lack of consumer prefer-
ence. Without significant brand equity, Asian companies 
are forced to compete on other factors such as price, which 
acts to reinforce the short-term mentality noted above.

ASIAN BRAND EXCEPTIONS

Of course, there are exceptions whereby Asian brands 
have established themselves as strong global players – 
most notably in the consumer electronics & computing 
(e.g. Samsung, Sony, Nintendo) and automotive (e.g. Toy-
ota, Hyundai) sectors. These companies have been able 
to create powerful brands that have challenged ‘the best 
of the West’, although arguably in some cases they still 
fall behind their North American and European peers in 
terms of pure emotional appeal (e.g. Toyota has a more 
functional brand personality than BMW, while Samsung 
devices are not as obsessed over as Apple’s).

Furthermore, at a country level Japan acts as an ex-
ception in itself – as a nation it has shown an ability to 
produce great brands, both in the categories mentioned 
above and also in categories where other Asian nations 
have often struggled (e.g. Uniqlo for fast fashion, Asics 
for shoes, and Yamazaki for whisky). 

It is also worth noting that there are many companies 
in Asia that are massive in their own right (e.g. Tencent, 
Reliance). However, their limited exposure to the inter-
national markets means that they cannot be considered 
truly global brands like Samsung and Coca-Cola.

WHAT NEXT FOR ASPIRING GLOBAL BRANDS IN ASIA?

What are the lessons here for Asian companies with as-
pirations to become powerful global brands?  A need to 
understand the fundamentals of branding is a given; be-
yond that, we believe Asian companies need to identify 
how they can leverage what is truly unique about them 
– which in many cases will be driven by the fact that they 
are Asian, and not Western – and bring that to the glob-
al market in a compelling, differentiated way. The ‘glass 
half full’ view is that as there is a lack of compelling glob-
al brands with positionings that reflect Asia’s rich culture 
and heritage, there is an opportunity to ‘own’ that space 
in any number of categories.

Some examples of brands that have effectively leveraged 
their Asian heritage include Japanese fashion retailer 
Uniqlo, which has embraced its Japanese origins in a dis-
tinctly modern way, and Shanghai Tang, a luxury brand 
that draws inspiration from 1930s Shanghai to create its 
contemporary designs.  

So, we think embracing Asian heritage – and not trying 
to be like existing powerful Western brands – is a key for 
Asian brands looking to succeed globally. •
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BRAND HEALTH AND YOUR BUSINESS: 
IS YOUR BRAND FIT FOR THE FUTURE?
By Richie Heron, VP Product Methodology, Toluna

The days of doing things the way they’ve always been done and expect-
ing similar results are over. Global changes have turned everything on 

its head, from what consumers demand from brands to how companies 
handle ever-changing demands.

Losing touch with your target audience isn’t an option. 
Keeping in touch is a constant work in progress. But 
what about building and maintaining brand health mov-
ing forward? 

BRAND VALUES AND CONSUMER EXPECTATIONS

When it comes to connecting with your target audience, 
there’s no substitute for truly knowing them. The more 
meaningful data you have, the more successful your out-
comes.

Let’s look at an example of data from one of our recent 
Brand Health Measurement studies:

• 25% of consumers engage with brands that align 
with their values

• 38% stopped supporting brands that don’t align 
with their values

• 57% are more likely to buy from a brand that aligns 
with their values

When it comes to listing some of the most important 
values consumers are prioritising, 51% say sustainability 
and environmentally friendly; 48% say consumer support 
and customer service; 47% say value; 34% say humani-
tarian; 27% say support for racial equality; 26% say sup-
port for gender equality; and 26% say a sense of commu-
nity or community support.

You can strengthen your consumer relationships by 
standing for something that aligns with their priorities. 
Brands must increasingly stand for something and par-
ticipate in culture, society, or politics to stay relevant.

Beyond values, data shows about 40% of consumers 
have a specific brand in mind, 40% decide based on pub-
lic reviews, and 20% purchase based on price. This em-
phasises the importance of consumer reviews for today’s 
brands.

As we move further into 2021, consumers expect brands 
to clearly communicate their values and are motivated 
by different factors going into purchase. The only way to 
determine what’s important to your specific target audi-
ence is to ask them directly.

MOVING BEYOND LINEAR BRAND MANAGEMENT

Maintaining a strong brand is crucial to staying competi-
tive. Brand health management includes measuring how 

you’re performing, while ensuring the data accurately re-
flect how people interact with you and what they expect 
from you.

But how should brands be measured, and are yesterday’s 
metrics still applicable in today’s world? These questions 
inspired our work with Aston Business School at Aston 
University in the UK, resulting in the development of our 
hi brands model, which holistically measures and moni-
tors brand health.

Traditional brand models are based on measuring past 
or current success. They don’t explore future consum-
er expectations, look at brand momentum, or consider 
whether they’re perceived as relevant moving forward.

The long-standing measures of awareness, familiarity, 
consideration, and usage assume a linear framework. 
This worked perfectly when messages were pushed 
through mass media with one-way communication.

But today? The brands most likely to thrive engage in 
interactive conversations and understand consumers’ 
evolving needs. There’s a need for an enhanced model 
that accounts for how rational and emotional consumer 
experiences and needs deepen brand knowledge and in-
fluence preference and purchase.

Connect with Asia Research Media
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IMPORTANT MEASURES FOR FUTURE-FIT BRAND 
HEALTH

Brands must closely monitor future relevance, develop 
innovations that fit future needs, and show how integral 
they are to our lives. To best track brand health against 
today’s priorities, the key measures need to go beyond 
traditional equity and knowledge, to include vitality 
(which covers excitement and a sense of community or 
belonging), and future relevance.

These qualifiers allow brands to grow with consumers, 
and we include all of them in our model. The hi brands 
matrix plots the relative position of competing brands 
according to these key pillars and illustrates overall 
brand health, ranking them among:

• Strong brands with high scores for brand equity 
and knowledge, but relatively low levels of future rel-
evance. They need to adapt to ensure they can meet 
future needs.

• Compelling brands, or mass-market brands with 
higher future relevance. They perform well in terms of 
vitality, and are in a strong position overall, typically 
addressing all key measures well.

• Challenging brands, challenging the status quo, are 

usually new or niche. They have good equity but lower 
brand knowledge, high levels of vitality, and are more 
relevant to the target audience in terms of future 
needs.

• Building brands with relatively low equity, future rel-
evance, and vitality; they perhaps need to re-build.

To survive today, brands need to be more than just 
strong. They must be healthy, sustainable, and compel-
ling. This means they must build and measure their fu-
ture relevance alongside equity and knowledge by:

• Understanding consumers to define their needs and 
how to meet them

• Using data to shape and fine-tune strategy, and de-
termine what they can do that competitors can’t

• Standing for something and clearly communicating 
values

• Establishing connections to build stronger, more 
meaningful relationships

• Embracing agility to keep pace with changing con-
sumer needs and the market landscape, to stay rele-
vant and ahead of the competition.

Remember, the more you can understand consumers, 
the better you can define their needs. •

FEATURED

The world’s first end-to-end 
consumer insights platform.

Experience

Start knowing
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‘Brand Purpose’ – the reason for a brand to exist beyond 
making money – has become a hot topic.

Many brands now include topics such as race, gender, 
sexuality, and the environment in their communications, 
subjects that they might have avoided only a few years 
ago.

However, relatively little research has been done into 
whether consumers actually support this type of mes-
saging in advertising.  The BVA BDRC Group undertook a 
survey of consumers to examine this issue in more detail.  
We took a nationally representative sample in the UK, a 
market that has seen a lot of activism on social issues.  
We set out to assess how much consumers welcome or 
oppose the inclusion of messaging on race, gender, sexu-
ality, and the environment in brand advertising and com-
munications.

Though there is support for the inclusion of messaging 
on race, gender, and sexuality, in no case is there a ma-
jority in support.

Some interesting themes emerged when we asked peo-
ple for the reasons behind their answers:

1) Even among those who welcome this kind of mes-
saging, a number felt that brands were jumping on a 
bandwagon.

2) A proportion of the large number with ‘no opinion’ on 
the subject seem to be more negative when asked why 
they have no opinion.  It is likely they are hiding a less 
‘socially acceptable’ response by not stating that they 
oppose the messaging but preferring to stay neutral.

3) Those who welcomed the messaging on average 
wrote a total of 11 words each when asked why. Those 
opposing averaged twice as many (22) words, which is 
indicative of more strongly felt opinions among those 
opposed. There were quite a number who said they felt 
this kind of content was divisive, and the level of oppo-
sition could result in far more brand detractors than 
plaudits.

Demographics are a strong predictor of attitude to 
Brand Purpose.

For all three of these themes, support is higher among 
the young (especially under-35s).

AB social grades and higher income groups are more 
likely to welcome the inclusion of messaging on race, 
though there is less difference for gender and sexuality.  

Q. In recent years have you seen an increase or decrease in brands, 
advertising including messaging on issues such as race, gender, sex-
uality, or the environment? N=1000

Minority ethnic groups are a little more likely than the 
total population to welcome the inclusion of race, but a 
little less likely to support gender and sexuality.

This also means that (especially) older age groups, are 
more likely to oppose this kind of messaging. It is also 
worth noting that those in the C2 social grade (skilled 
manual workers) are especially likely to be in opposition.

There is far more support for messaging on the environ-
ment – it is seen as a far less divisive issue compared to 
that on race, gender, and sexuality, and one that affects 
everybody.  Support for the inclusion of environmental 
messaging is remarkably consistent across varied demo-
graphics – in fact, the over-55s are even more supportive 
than younger age groups, if only by a small margin.

What does this mean for brands?

1. DO YOUR RESEARCH ON YOUR AUDIENCE

In June 2020, Mediatel ran an article on a research study 
called The Aspiration Window, produced by the publisher 

39%

40%

43%

38%

42%

33%

23%

18%

24%

Sexuality (e.g. LGBT rainbow flag)

Gender (e.g. Me Too)

Race (e.g. Black Lives Matter)

Proportion welcoming/ opposing the inclusion of messaging in 
advertising on:

Welcome No opinion Oppose

63% 28% 9%

Proportion welcoming/ opposing the inclusion of messaging in 
advertising on the environment (e.g. climate change):

Welcome No opinion Oppose

FEATURED

BRAND PURPOSE – 
THE SLIPPERY SLOPE 
FOR WOKE BRANDS
By BVA BDRC Group
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Reach Solutions.

The study highlighted how advertising professionals are 
very different from the general population, and how this 
can result in a lack of understanding of mainstream au-
diences. 

Our research shows that the demographic groups that 
are dominant among advertising professionals are 
broadly more supportive of Brand Purpose messaging 
than the population as a whole.  

If those making decisions on brands’ advertising strate-
gies are drawn from a demographically (and attitudinal-
ly) relatively narrow group, it increases the risk of deci-
sions being influenced by ‘groupthink’, whereby a desire 
for conformity within a group results in an over-inflated 
sense of certainty that the correct decision has been 
made.  

Given the differences in demographics and mindset be-
tween advertising professionals and the wider popula-
tion, research is important to gauge both the popularity 
of the proposed ‘purpose’ AND whether consumers feel 
it is appropriate for it to be co-opted by your brand. 

If this research is not conducted, then there is a danger 
that ‘Brand Purpose’ messaging will not properly consid-
er large groups such as older age groups and the work-
ing class.

2. CONSIDER THE OPPORTUNITY COST

The opportunity cost of incorporating Brand Purpose 
messaging into brand advertising and communications 
must also be considered.

Recent brand thinking has highlighted the importance of 
growing brands by appealing to a broad audience of all 
potential category buyers. Budget spent on Brand Pur-
pose could have gone into other messaging (e.g. product 
features, humour).

A danger for brands is that they are spending a lot of 
time on messaging that does not play a significant role 
in purchasing decisions. 

While corporate virtue signalling can build loyalty and 
win over new customers, some are sceptical about the 
sincerity of these brands about these causes.  Worse still, 
consumers might see corporations aligning with dubious 
organisations and spread far more negative word-of- 
mouth about these brands.  The ‘silent majority’, who 
claim to have no opinion, are more likely to hold negative 
thoughts about these brands privately and consequently 
might choose to shop elsewhere. The best approach is 
for a brand to instead focus on their core brand purpose, 
communicating value for money, reliability, and product/
service quality. •

FEATURED
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UNCOVERING MORE ACCURATE AND ACTION-
ABLE CONSUMER DECISION JOURNEYS
Nearly all consumer decision journeys have shifted since 
the COVID-19 crisis – new journeys have emerged, while 
others have been reshaped. As malls emptied in Asia, 
e-commerce and other digital trends were accelerated, 
while small neighbourhood stores also did well.

With so many paradoxical changes, an abundance of 
online and offline triggers, touchpoints, transitions, and 
interactions, how can brands gain clarity here and take 
action to influence their decisions?

SKIM, an international insights agency specialising in de-
cision behaviour, has developed a new Customer Journey 
Mapping insights approach to tackle this challenge – to 
offer brands clarity on the What, Where, Why, When, and 
How of today’s multifaceted (and messy) consumer de-
cision journeys. The resulting insights have been instru-
mental in helping brands align marketing investments to 
the most impactful touchpoints.

Based on our experience, here are six steps we recom-
mend that help identify and prioritise the most import-
ant decision journeys for your brand.

1. Examine what you can impact: Select potential jour-
ney touchpoints to optimise

15 is a good target number of touchpoints when start-
ing to map your consumer decision journey. More touch-
points can add complexity to the connections, which 
may overwhelm the implementation and execution of 
the strategy, while fewer may risk missing important ar-

eas and pathways. Include decision touchpoints across 
offline, online, mobile, and omnichannel activities.

They should be discernible from other touchpoints, likely 
to be impactful, and actionable. We often recommend 
using qualitative research or data reduction to develop 
this list.

2. Capture stated and behavioural consumer data to 
map the journey: Uncover the frequency, sequence, and 
importance of touchpoints

Once you have chosen the touchpoints to assess, the 
next step is to quantify the impact and importance of 
each touchpoint on the consumer’s overall decision jour-
ney. Calculate how much of a role each touchpoint plays 
in the final decision using sequence analysis and robust 
predictive modelling.

A rigorous modelling approach is critical to accurately 
assess the impact of digital behaviour here. Much has 
been written about the ‘messy’ shopper journey, so it is 
important that the model can handle multiple journey 
possibilities.

A consumer’s decision journey is non-linear in nature and 
context-driven (mobile, location, occasion, social media, 
etc). For the most accurate insights, journey model de-
velopment should include passive metering and digital 
tracking behaviour analysis to fill in the ‘real-world’ be-
havioural gaps and find granular insights for implemen-
tation.

The data you uncover in this step will provide input for 
developing journey clusters.

6 STEPS FOR MORE ACCURATE 
AND ACTIONABLE CONSUMER 
DECISION JOURNEY INSIGHTS
By Michael Hetherington & Vinay Rao at SKIM Singapore

FEATURED
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3. Uncover unique and actionable decision journey 
clusters: Identify like-minded consumers
We recommend using clustering techniques to capture 
like-minded consumers. Clusters differentiate journey 
types and the experiences your customers engage in as 
they move through paths-to-purchase. Many consumer 
journey clusters involve a defining online component, ei-
ther for information, or searching or recommendations. 
We expect this to be a permanent change in many jour-
ney models.

Clustering helps identify the What, Where, Why, When, 
and How of shopper journeys.

4. Visualise the decision journeys landscape: Size 
the clusters within your total market
Once you have journey clusters, it helps to type, visualise, 
and size the various journeys and their channel member-
ship. Sizing the meaningfully different journeys helps you 
understand how many targetable journeys exist, how 
prevalent they are, and what channels are most import-
ant for each journey.

5. Prioritise which journeys to target for your brand: 
- Analyse which clusters will deliver the most eco-
nomic potential and capturability
The next step will be to identify your brand’s potential to 
capture market share. To maximise the ‘actionability’ of 

this consumer decision journey exercise, you will need to 
capture the relationship among key metrics in the jour-
ney model, including:

• Economic potential: Each journey’s potential value to 
your brand

• Brand capturability: Your brand’s potential ability to 
acquire each journey

This is essential for both strategic and tactical execution. 
Using quad maps can help visualise this prioritisation.
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TRANSFORMING THE 
RETAIL INDUSTRY THROUGH 
HEALTHCARE IN ASIA
By GMO Research

The COVID-19 pandemic has affect-
ed the retail industry in Asia. In an 

attempt to mitigate the losses that 
many businesses within the industry 
have suffered during the pandemic, 
retail stores are trying to capitalise on 
the healthcare industry. 

For example, in the United States, the retail supermarket 
giant Walmart has incorporated the healthcare industry 
into its business model. Having launched its first Walmart 
Health Center in Dallas, Georgia, a few months before 
the pandemic swept the world, Walmart accelerated its 
Walmart Health Centers and facilities plans during the 
pandemic, and this has received a positive response. 
The ubiquitous supermarket is also involved in America’s 
COVID-19 vaccination drive, as it has opened its doors for 
Americans to walk in and be vaccinated. Moving forward, 
Walmart has announced that it aims to capitalise on the 
healthcare industry by positioning itself as an affordable 
healthcare provider within America’s health industry. 

FEATURED

6. Activate and unlock decision journey insights:  
Conduct interactive cross-functional workshops
After uncovering today’s decision journeys, the last step 
will be to ensure they work for your team. Socialisation 
and activation are critical for successful marketing to 
new journey segments. This step is even more import-
ant than in the past because the new, or reshaped, jour-
neys will be more complex and may be unfamiliar to your 
team.

Consider interactive workshops to improve stakeholder 
alignment on strategic and tactical plans. In addition, in-

teractive dashboards can help bring the insights to life 
and ensure marketing and brand teams can explore new 
scenarios for reaching your target consumers.

ASIAN CONSUMER JOURNEYS AND ECOSYSTEMS
In Asia, online and offline touchpoints work simultane-
ously as ecosystems more and more – for example in 
China, where Alibaba and Tencent cover everything from 
digital and social media, to entertainment, e-commerce, 
and even physical retail. We expect this trend to spread 
across Asia with players like Reliance/Jio in India or 
Grab in Indonesia. Each of these ecosystems have their 
strengths and limitations.

Asian consumers are changing their habits and be-
haviours very rapidly. They are choosing – or being forced 
to choose – different ways of exploring, discovering, and 
buying products. Brands should untangle these journeys 
and create strategic partnerships with the most relevant 
media and retail partners and ecosystems to come out 
as winners.

SKIM’s Decision Journey Mapping offers a sophisticated 
approach to understanding the implications of specific 
touchpoints and sequences of actions along the path to 
purchase. Leading brands around the world have shifted 
to this journey modelling approach for a more accurate 
view of today’s consumer decision journey. •

https://skimgroup.com/services/decision-customer-jour-
ney-mapping/
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Understanding the healthcare industry’s potential for 
retail businesses, Asia has followed suit by incorporat-
ing healthcare-oriented services into its own retail plat-
forms. For example, Japan’s retail giant Aeon has re-
ported that it is planning to focus more on healthcare 
products, especially those designed to boost immunity, 
after announcing its worst net loss since the 2009 global 
financial crisis, amounting to US$647 million. In February 
this year, Aeon announced that it has designated 290 of 
its shopping malls to be used as COVID-19 vaccination 
centres across Japan. 

Aside from enhancing the healthcare services that re-
tail brands offer, some retail services are going one step 
further by bringing the healthcare industry right to their 
customers’ doorsteps. In January 2021, AS Watson, a 
Hong Kong-based healthcare retailer, announced that 
it was expanding its services by partnering with a last-
mile delivery provider, Grab, so customers can purchase 
its products via the delivery platform. This collaboration 
spans six different countries – Singapore, Malaysia, Indo-
nesia, the Philippines, Vietnam, and Thailand – making 
more than 2,000 stores across Southeast Asia available 
to its customer base with a few clicks on the app.

The importance and viability of healthcare brought 
about by COVID-19 have not gone unnoticed by other 
sectors of the retail industry. For example, within the 
cosmetics retail industry in Asia, businesses are looking 
for natural beauty products that feature a protective 

element against viruses and bacteria, as research and 
trend studies conducted within the sector show demand 
for such products, especially in Asia. 

In 2020, beauty-related businesses and personal care 
brands, such as Colgate-Palmolive, Unilever, and the like, 
focused on producing hygiene-related products, such as 
sanitisers and soaps, among others, which were designed 
to combat viruses. These were considered must-have 
items to keep the virus at bay and were in higher de-
mand by consumers compared to beauty products such 
as make-up and perfumes, as many were working from 
home and lockdowns meant that there was no need to 
dress up to go out. As a result, these retail businesses 
saw their growth during this challenging period emerge 
from the healthcare industry. 

Moving forward, it is pretty evident that the healthcare 
industry could become significantly important for retail 
businesses, as consumers have become more conscious 
about keeping themselves safe and healthy. The avail-
ability of healthcare services within retail spaces has 
also made them more accessible for consumers, who can 
access them at their convenience, rather than waiting 
for hours in hospitals and clinics for an appointment. In 
the near future, it remains to be seen how sizeably the 
healthcare industry will contribute to the retail industry, 
but for now, with the trajectory it is on, it appears that 
growth is inevitable. •

FEATURED
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OXFAM: WOMEN GLOBALLY 
LOST OVER US$800 BILLION 
IN INCOME WITHIN ONE YEAR

The COVID-19 crisis cost women around the world at 
least $800 billion in lost income in 2020, equivalent to 
more than the combined GDP of 98 countries, according 
to NGO Oxfam.  

“Economic fallout from the COVID-19 pandemic is having 
a harsher impact on women, who are disproportionately 
represented in sectors offering low wages, few benefits, 
and the least secure jobs. Instead of righting that wrong, 
governments treated women’s jobs as dispensable – and 
that has come at a cost of at least $800 billion in lost 
wages for those in formal employment,” said Gabriela 
Bucher, Executive Director of Oxfam International. 

“This conservative estimate doesn’t even include wag-
es lost by the millions of women working in the infor-
mal economy – domestic workers, market vendors, and 
garment workers – who have been sent home or whose 
hours and wages have been drastically cut. COVID-19 
has dealt a striking blow to recent gains for women in 
the workforce.”

While women were losing out, companies like Amazon 
were thriving. Amazon gained $700 billion in market 
capitalisation in 2020. The $800 billion in income lost by 
women worldwide also just tops the $721.5 billion that 
the US government spent in 2020 on the world’s largest 
defense budget. 

Globally, women are overrepresented in low-paid, pre-
carious sectors, such as retail, tourism, and food services, 
that have been hardest hit by the pandemic. Across 
South Asia, Sub-Saharan Africa, and Latin America, the 
majority of women work in informal employment. Wom-
en also make up roughly 70% of the world’s health and 
social care workforce – essential but often poorly paid 
jobs that put them at greater risk from COVID-19.   

Across the globe, women have been more likely than 
men to drop out of the workforce or reduce their hours 
during the pandemic, largely due to care responsibilities. 
Even before the virus struck, women and girls put in 12.5 
billion hours of unpaid care work each and every day – a 
contribution to the global economy of at least $10.8 tril-
lion a year, more than three times the size of the global 

tech industry.

“For women in every country on every continent, along 
with losing income, unpaid care work has exploded. As 
care needs have spiked during the pandemic, women – 
the shock absorbers of our societies – have stepped in 
to fill the gap, an expectation so often imposed by sexist 
social norms,” said Bucher.

The effects of these dramatic changes will be unevenly 
felt for years to come. An additional 47 million women 
worldwide are expected to fall into extreme poverty, liv-
ing on less than $1.90 a day in 2021. In the US, 1 in 6 
women of colour are facing food insecurity because of 
the pandemic. According to the World Economic Forum, 
the time it will take to close the global gender gap has 
increased by a generation from 99.5 years to 135.6 years 
due to negative outcomes for women in 2020.

Although some governments have taken positive mea-
sures to address women’s economic and social security, 
including the infusion of $39 billion by the Biden admin-
istration into the childcare sector and new legislation in 
Argentina that offers flexible work schedules to those 
caring for children or the disabled, the response remains 
grossly insufficient. Only 11 countries have introduced 
shorter or flexible work arrangements for workers with 
care responsibilities, while 36 have strengthened family 
and paid sick leave for parents and caregivers.

“As we move from emergency measures to long-term re-
covery, governments around the world must seize this 
opportunity to build more equal, more inclusive econ-
omies for all. They must invest in a gender, racial, and 
climate-just economic recovery that prioritises public 
services, social protection, fair taxation, and ensures ev-
eryone everywhere has access to a free vaccine,” added 
Bucher.“A fair and sustainable economic recovery is one 
that supports women’s employment and unpaid care 
work through strong social safety nets and vibrant care 
infrastructures. Recovery from COVID-19 is impossible 
without women recovering.” •

Globally, women lost more than 64 million jobs last year — 
a 5% loss, compared to 3.9% loss for men. 

GENDER GAP

OXFAM: WOMEN GLOBALLY 
LOST OVER US$800 BILLION 
IN INCOME WITHIN ONE YEAR
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ON THE MOVE

JAMES ROGERS TO LEAD APAC PURESPEC-
TRUM

PureSpectrum is expanding into the Asia Pa-
cific region and has appointed James Rog-
ers, who is based in Singapore, as Managing 
Director to lead the regional activities. Mi-
chael McCrary, founder and CEO, says: “Our 
growth into APAC marks a milestone mo-
ment for PureSpectrum. We are committed 
to becoming a strong local player in Asia’s 
sophisticated economies. We’re especially 
excited about the opportunity to learn and 
grow in this new continent.”

James Rogers stated: “Supercharged by re-
gional adoption of automation and trans-
formative change, now is the perfect time 
for PureSpectrum to enter Asia Pacific. I am 
excited to join the existing veteran team 
and lead the brand on its growth in the re-
gion.” Chief Client Officer, David Butler, 
commented: “James is an innovator, opera-
tor, and professional trusted by colleagues, 
partners, and clients. PureSpectrum has 
long wanted a presence in Asia and our tim-
ing has always been predicated on finding 
the right person to lead the effort.”

James Rogers’ appointment is a decisive 
sign of PureSpectrum’s rapid global reach. 
With over 17 years dedicated to data & in-
sights automation, Rogers’ brings further 
industry and region-specific knowledge and 
will aid in the organisation’s ability to deliv-
er technology-first solutions to one of the 
world’s largest markets.•

VINAY RAO JOINS SKIM AS APAC CLIENT 
BUSINESS PARTNER

International insights agency SKIM has ap-
pointed Vinay Rao as APAC Client Business 
Partner. With this senior hire SKIM reinforc-
es its commitment to client partnerships 
and innovation. These focus areas are espe-
cially critical as the company is dedicated to 
helping marketers grasp the opportunities 
associated with today’s disrupted digital 
economy.

Vinay Rao was named APAC Regional Client 
Business Partner and is based in Singapore. 
He is responsible for accelerating the APAC 
team’s growth and deepening the success-
ful client partnerships built to date with 
companies across industries. Vinay brings 
over 15 years’ of insights experience in mul-
tiple roles across Asia. He has partnered on 

innovation, product development, and 
e-commerce insights initiatives for leading 
companies such as P&G, Visa, 3M, and Leno-
vo.

“With continued growth for SKIM in Asia Pa-
cific, we are pleased to have Vinay Rao join 
our team. Vinay’s research expertise, exten-
sive network, and ability to act as a great 
client partner will build on our momentum in 
this exciting market,” commented Michael 
Hetherington, Managing Director APAC at 
SKIM. “Having just joined, he is already 
building stronger client relationships and le-
veraging SKIM’s innovative methods to 
tackle business challenges in different in-
dustries across the region.” •

TOLUNA APPOINTS DESMOND LOH AS 
BUSINESS DIRECTOR

Consumer intelligence platform Toluna has 
hired Desmond Loh for the role of Business 
Director, South East Asia. Desmond will be 
responsible for continuing to drive Toluna’s 
rapid growth across South East Asia. 

Desmond has spent a major part of this ca-
reer on the service side of business. Before 
joining Toluna, Desmond was Client Director 
at Landor & Fitch Singapore. He has over 15 
years of business and marketing experience 
spanning a wide range of industries in the 
region. Equipped with a strong understand-
ing of the challenges faced by brand own-
ers, Desmond is able to take advantage of 
his knowledge and extensive client-side ex-
pertise to help them achieve optimal results 
through strategic branding and marketing.

Toluna’s SEA Senior Business Director, Chris-
tine Tan, said, “We’re very excited to wel-
come Desmond to the team. His business 
background and extensive experience work-
ing with many high-profile brands will create 
an immediate positive impact on our clients 
in the region.” •

BORDERLESS ACCESS EXPANDS LEADER-
SHIP TEAM

Digital market research firm Borderless Ac-
cess has made three new leadership ap-
pointments: Nick Love as Principal Consul-
tant – BA Health for Europe; Niraj Morey as 
AVP – Client Development for Middle East 
Region; and Donna-lee Ginsberg as Senior 
Account Manager for the US. 

This expansion is part of the company’s on-

James Rogers 
PureSpectrum

Vinay Rao
SKIM

Desmond Loh 
Toluna

Donna-lee Ginsberg
Borderless Access
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ON THE MOVE

going efforts to strengthen its solu-
tions and delivery capability for its 
healthcare research and analytics 
brand, BA Health, and its innovative 
consumer insights brand, BA Insightz. 
Both these brands are witnessing con-
tinuous growth in demand as more 
brands and businesses transition to 
digital market research.

“The appointments of Nick Love, Niraj 
Morey, and Donna-lee is an extension 
of our pursuit to constantly grow our 
capacity and capability in key industry 
verticals, expand our regional reach, 
as well as further empower our in-
sights and analytics capabilities,” said 
Ruchika Gupta, CEO, Borderless Ac-
cess. “We are thrilled to have such 
outstanding team members join Bor-
derless Access. Their business acumen 
and wealth of experience will be an 
asset to the company while expediting 
our journey towards our vision.” •

BEHAVIORALLY EXPANDS IN ASIA

Global behavioural insights consultan-
cy Behaviorally (formerly PRS) has ex-
panded in Asia, servicing clients in the 
region from their hub in Singapore 

and Shanghai. Nichole Gu joins as 
Managing Director, Asia, heading the 
group. Melvin Ng joins as Vice Presi-
dent, Market Development. Both bring 
extensive local experience across the 
region, expertise in shopper market-
ing and behavioural research, as well 
as regional business and cultural 
knowledge.

The newly re-branded company, Be-
haviorally, applies a digital-first ap-
proach to research, a unique be-
havioural framework, and decades of 
category expertise to define and diag-
nose the factors that influence con-
sumer behaviour and drive shopper 
growth.

Nichole previously held numerous se-
nior positions at prestigious insights 
firms in the region including Kantar, 
TNS, Research International, and PRS 
IN VIVO.Melvin held several positions 
previously in Singapore and China in-
cluding Kantar Consulting, Millward 
Brown, Synovate, Nielsen, Asia In-
sights, PRS IN VIVO, and others.

Behaviorally’s Chief Commercial Offi-
cer, Scott Brill, said about the expan-

sion: “Having considered several tal-
ented leaders to spearhead 
Behaviorally’s rapid expansion across 
Asia, I can say unequivocally that in 
Nichole and Melvin, we are thrilled to 
have two uniquely qualified regional 
experts join us to serve the shopper 
marketing needs of Behaviorally’s cli-
ents in Asia. Their extensive knowl-
edge gained through experience at 
many of the world’s most well-known 
research agencies, along with their ex-
pertise of regional digital shopper 
trends, brings deep understanding of 
the rapidly changing retail environ-
ment and consumer behaviours that 
are shaping it.” •

Nick Love
Borderless Access

Niraj Morey
Borderless Access
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