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GWI EXPANDS INTO APAC

Audience insights firm GWI has 
launched its first APAC office in 
Singapore. Currently headquartered 
in London with offices in New York, 
Prague, and Athens, Tom Smith, CEO 
and founder of GWI, explains: “We 
are powering a world where every 
business knows its audience. We 
need to build our presence on the 
ground in the Asia Pacific to take 
advantage of the region’s rapidly 
growing business opportunities. 
APAC currently represents 20% of 
our accounts, worth £1.275 bn, and 
has the largest compound annual 
growth rate (CAGR). Since 2017, 
APAC has experienced the fastest 
growth of any region with CAGR in 
excess of 35%.”

Singapore is well positioned to act as 
a launch pad for high-growth, low-
penetration markets such as China, 
Japan, and Australia. The APAC 
office will initially be staffed by a 
combination of relocated European 
team members and locally sourced 
talent. The expansion into APAC 
will allow GWI to realise continued 
growth in the years to come, 
following its successes in 2020 when 
the company signed over 200 new 
enterprise customers and posted 
more than 40% growth in annual 
recurring revenue. •

Web: www.gwi.com

ESSENCE DATA HEALTH CHECK 
CONSULTING SERVICE LAUNCHED 
IN SINGAPORE

Singapore-based innovation, 
research, and development hub 
Essence Global Ventures has 
developed and launched the Essence 
Data Health Check consulting 
service, designed to help brands 
achieve effective business outcomes 
from their digital marketing activities 
by advancing their audience data 
strategy.

This service provides a meticulous 
review of marketers’ technology 
stack, data collection set-up, 
audience management approach,  
and data deployment practice, along 
with actionable recommendations to 
increase the effectiveness of data-
driven paid and owned marketing 
activities.

Kunal Guha, Executive Vice 
President, Essence, who oversees the 
strategic direction and delivery of 
Essence Global Ventures’ research 
and development efforts, said: “We 
are now at the dawn of a new era 
of marketing – one that is defined 
by consumers’ expectations around 
their data and privacy, and an 
industry looking to bring more 
personalised experiences to their 
consumers. Essence Data Health 
Check will underpin the foundations 
for this privacy-first world, where the 
ethical compass on consumers’ data 
is paramount.” •

Web: essenceglobal.com

MOMENTIVE EXPANDS TARGETING 
CAPABILITIES

Formerly known as Survey Monkey, 
Momentive is tapping the resources 
of Dynata and Schlesinger Group 
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NEWS

ESPORTS IN ASIA

During the COVID-19 outbreak, many sports fans have 
missed live sporting action, and esports has presented 
an attractive alternative to traditional live sports. As 
a result, esports has thrived during the pandemic. The 
global esports and game-streaming industry is expected 
to grow from US$2.1 billion in 2021 to US$3.5 billion by 
2025, representing a growth of 70% in four years, and 
much of this phenomenal growth is expected to take 
place in Asia. 

Asia is expected to account for 50% of more than 1 billion 
esports and game viewers by 2025. It is no wonder, then, 
that esports is fast approaching mainstream adoption 
in the region: in fact, it featured at the 2019 Southeast 
Asian Games as a medal event. In 2022, esports is also 
expected to be included as a medal event at the Asian 
Games in Hangzhou. Meanwhile, esports arenas are 
rapidly popping up across Asia, with capacities in the 
tens of thousands. 

In light of this rapid growth, GMO Research has 
conducted a survey on gaming and esports to take 
the pulse of consumer insights and behavioural trends 
in Asia. The survey was conducted across six markets 
in the region: China, Malaysia, the Philippines, Taiwan, 
Thailand, and Vietnam. This article brings you the 
consumer preferences and spending trends with regards 
to esports in the region. 

Among the markets surveyed, esports proved to be 
most popular in Vietnam, with up to 75% of respondents 
having had experience with esports, meaning they had 
either watched or participated in an esports event, or 
both. This is followed by China, with 64.4% having had 
an experience with esports. Next is Thailand at 60.9%, 
and fourth is the Philippines at 57.8%. Malaysia and 
Taiwan are the only markets where fewer than half of 
the respondents reported having had an experience 
with esports, at 43% and 38.7% respectively. 

ASIA LEADS THE WAY 
IN ESPORTS GROWTH 
BY GMO RESEARCH

Esports, or electronic sports, refers to the competitive world of video gaming, 
which often takes the form of organised tournaments, participated in by 

professional gamers and viewed by a large audience.

to expand the company’s market 
research targeting capabilities 
to meet the growing demand 
from business-to-business (B2B) 
customers.

With the expanded B2B panel, 
Momentive now also empowers 
organisations in multiple sectors, 
including technology, healthcare, 
IT, and financial services to target 
professional audiences with stand-
alone studies and recurring research 
like brand tracking, with specialised 
targeting and data consistency in 
each wave. These research methods 
were typically reserved for consumer 
research, but this expansion 
empowers in-depth research at a 
more frequent pace with business 
decision-makers.

“We know from working with our 
clients that true insights come from 

real people, vetted and verified, that 
fit the purpose of a research project,” 
said Michael Sanfelippo, Senior Vice 
President of Customer Experience 
at Dynata. “Dynata’s rich B2B and 
healthcare panels are built to deliver 
the precise audiences needed for 
meaningful, impactful insights. Those 
panelists – from C-level to operational 
and clinical leaders – are qualified 
in using proprietary automated and 
manual processes to ensure they are 
real, qualified, and responsive, and 
will deliver a depth and breadth that 
will help Momentive’s clients uncover 
the insights they need to power 
optimal decision-making.” •

Web: www.momentive.ai

SURVEY2CONNECT PARTNERS 
FUTURE COMMUNICATIONS

Indian digital research platform 

Survey2Connect has entered a 
strategic partnership with Future 
Communications Company (FCC), 
headquartered in Kuwait, to provide 
market research solutions in the GCC  
region. 

Talking about the partnership, CEO of 
Survey2Connect, Yash Sultania, said: 
“This partnership with FCC allows 
us to leverage their expertise in 
solution delivery to take best-in-class 
experience management solutions to 
businesses in Kuwait.”

Managing Director of Future 
Communications Company, Salah 
Al Awadhi, also believes that this 
strategic partnership will be a huge 
advantage to businesses looking to 
enhance their customer experience. •

Web: survey2connect.com
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With the exception of China, a few 
platforms emerged as popular 
choices across Asia for viewing and/
or participating in esports. These 
platforms include YouTube Gaming, 
Facebook Gaming, Twitch, and 
Garena Live. When gamers were 
asked which platforms they use for 
viewing or participating in esports, 
YouTube Gaming emerged as the 
most popular, coming out top in 
Vietnam (58%), Thailand (56.9%), 
Taiwan (53.3%), and Malaysia 
(52.1%). The next most popular 
is Facebook Gaming: this is the 
number one gaming platform in the 
Philippines, with 63.8% of gamers 
using it for viewing or participating 
in esports. Twitch is another 
platform of choice, coming in second 
in Taiwan at 25.4%, and third in the 
Philippines at 19.6%. Garena Live 
is popular in Thailand and Vietnam 
(the third most popular in both), with 
18.6% and 19.5% of gamers using 
the platform respectively. 

The game-streaming industry in 
China has taken on a life of its 
own and is now significantly bigger 
than that of the US when it comes 
to users, and innovation. With the 
largest gaming population in the 
world, it is no wonder that the rise 
of esports in China has contributed 
to a boom in the video game-
streaming industry. So who are the 
top players when it comes to esports 
platforms in China? According to 
the GMO survey, the most popular 
esports platform in China is Douyu 
TV, with 52.6% of gamers using the 
platform for viewing or participating 
in esports. Coming in a close second 
is Huya at 51.3%, and third is 
NetEase at 26.4%. As the biggest 
players, Douyu and Huya dominate 
the market share with their brand 
presence and large capital base, 
thus ensuring that they have the 
best streamers on board and the 
clout to organise large-scale esports 
events. 

According to the GMO survey, in the 
past two years, consumer spending 
in esports has generally increased 
in terms of both streamer donations 
and channel subscriptions. The 
largest increases can be seen in 
Malaysia (17.1%), the Philippines 
(9.9%), and Vietnam (9.4%).

The COVID-19 pandemic has further 
accelerated the meteoric growth 
of esports in Asia. Bolstered by 
increasing smartphone proliferation, 
more sophisticated IT infrastructure, 
and an expanding middle-class 
population, the industry will continue 
to thrive, especially in emerging 
markets. It is estimated that this 
year, gamers will make up 30% of 
the world’s population, bringing 
games market income to US$189.3 
billion, with China and Southeast 
Asia driving much of the revenue 
growth. •

SURVEY
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QUAL 
GOES TECHIE!
B Y  A S I A  R E S E A R C H

LEAD STORY

The pandemic has ‘forced’ much of today’s qualitative research to go online.  
While web-based groups and depths have been around for many years, clients 

and agencies have generally preferred the in-person approach to qualitative 
research, and ‘purists’ will argue that true qualitative research should be done 
this way.

Asia Research spoke to three of our sponsors, 2CV, BVA 
BDRC, and SKIM, to get their views on how the recent 
transformation to online qualitative is benefitting 
the research business, or otherwise.  Based on their 
feedback, we summarise the five main pros and cons of 
online vs offline qualitative:

BENEFITS:
Some of the more obvious benefits have been in the 
practicalities and associated cost-saving of online 
groups:

1. Efficiencies: There are cost and time savings via 
web-based groups, allowing for more groups within 
the budget and more individuals to be involved. 
Traditional groups have been restricted to those 
who live near recruiters and focus group facilities 
– these limitations no longer apply, and the ‘metro-
biases’ can be reduced.

2. Participation: It is a lot easier for respondents to 
join the group via their PC, rather than have the 
hassle and discomfort of physically going to an 
unfamiliar location.  This can mean more reliability 
in recruitment to turn-out.

But technology brings innovation, and this can enhance 
qualitative research: 

3. Methodology: Specialist applications have allowed 
qualitative methodologies to be enhanced via 
online methods, e.g. tools to capture initial 

response reactions to avoid groupthink and build 
on other people’s ideas.  They have also brought 
opportunities for hybrid methodologies – mixing 
both live group discussions and asynchronous 
discussions that can provide even richer insight.  
Some web-based platforms allow individuals to 
complete tasks in their own time, without time 
pressure or the influence of groupthink, which 
enables them to express themselves more freely.  
Moderators will also get a glimpse into any 
surprising, spontaneous themes beforehand. 

  Shortly after, they can take these thoughts into 
group sessions and be given space to elaborate on 
their ideas; discussions may be all the richer for the 
thought that came beforehand. Clients have used 
these hybrid approaches for internal workshops as 
well as external consumer ones, and while still not 
a perfect solution (it does require discipline from 
the participants), it does take advantage of the 
flexibility of online discussions.

  While there is a tendency to have fewer people 
within web-groups, certain AI platforms, e.g. 
Remesh, can handle a relatively larger number 
of people and hence can become a hybrid qual/
quant approach.   For example, AI applications can 
quickly summarise responses from a large number 
of people to allow, the respondents to react to 
them or the moderator to ask follow-up questions. 

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

Our contributors also highlight more subtle differences 
between web-groups and traditional in-person methods, 
that can benefit both the moderator and the respondent:

4. Share of voice: Traditional focus groups can 
become dominated by vocal respondents. This 
can be less of an issue via web-groups – it is 
easier for the moderator to control and to call on 
individual respondents to speak up in a web-group. 
Perhaps by virtue of the remoteness, the less vocal 
respondents actually, gain a bit more confidence 
to speak via the web, rather than within a physical 
group, where the lack of familiarity might be 
intimidating to them.  Also, the natural setting of 
the home can put respondents at greater ease 
than a focus group studio setting.

5. Multi-tasking: Respondents can only see the 
moderator talking and not their note-taking. This 
can lead to better management of share of voice 
of respondents via checklists among other tasks 
– this might seem a bit ‘too organised’ for some 
quallies, but it ensures more balanced discussions.

DRAWBACKS:
1. Group dynamics: Overall, there is a lack of group 

dynamics and a tendency for discussion to devolve 
into serial interviews.  Via web-groups, it can be 
hard to build engagement and energy in the group, 
and respondents can be easily distracted.

2. Length of groups: Discussions typically need to be 
longer as it takes more time for the forming and 
norming stages of the group – key to building a 
good group dynamic.  With this increased time 
comes a larger strain on respondents’ brains and 
engagement, needing to break up the discussion 
with varied tasks or a literal break. 

3. Stimulus: Lack of physical presence limits the types 
of stimuli that can be shown, needing to switch 

away from physical, tangible stimuli to digital 
demonstrations of how a product might work.  This 
can at times create more work for both researcher 
and client.  Zoom, often the preferred platform 
for web-groups, can have limitations for stimulus-
heavy groups.

4. Confidentiality: For some groups, you can have 
the complicated logistics of sending products 
to respondents beforehand, NDA issues, and not 
knowing who else might be listening in out of sight.

5. Body language: We miss the body language, 
although video recordings show in more detail the 
facial expressions of all respondents. 

2CV comments that clients have been forced to be more 
open to web-groups as a methodology, and in some 
cases this will remain valid.  However, as things have 
started to open up across the globe, 2CV says it has 
already seen the preference (or even demand) to return 
to face-to-face.  Clients value the additional behavioural 
cues that can be distorted or hidden via a webcam.

SKIM states, that, overall, web-groups are going to 
be a larger percentage of the market than before the 
pandemic – clients will question the value of face-to-
face as a default option and whether the extra risks and 
costs outweigh the benefits. However, the future is still 
likely to be a hybrid mix of face-to-face and web-groups 
based on their relative strengths and weaknesses, the 
need for group dynamics, and the research objectives 
of the study.

BVA BDRC says, that, on balance, the benefits of web-
groups usually outweigh the drawbacks, and they will 
continue to recommend them as a methodology even as 
things return to normal.  BVA BDRC says that with much 
of their work being in service sector research, online 
research will also emulate the remote service channels 
consumers will use more of in the future. •

Q U A L I T A T I V E 
O N L I N E  V S  O F F L I N E

A G E N C Y  V I E W

https://asia-research.net/
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Companies are struggling to bring together various 
data sources, information, insights, and stakeholders to 
make holistic and agile decisions. Business wargaming 
is a process that integrates both data and people to 
achieve holistic and agile decisions. In this insights 
activation workshop, the corporate team ‘stress-tests’ 
various approaches to solving a specific business 
issue by playing ‘what-if’ scenarios in a competitive 
environment of actions and reactions. This interactive 
process enhances participants’ understanding 
of market dynamics, as they walk in the shoes of 
competitors, leading to better strategy planning and 
execution. After the live or virtual session, the team 
walks away with answers to critical questions and 
alignment on activation strategies.

And let’s not overlook another big benefit: your team 
enjoys the process.

WHEN TO USE THE WARGAMING PROCESS
Wargaming has been most effective for companies 
tackling the following types of decisions:

 • Responding to changes in market conditions

 • Portfolio planning and pricing decisions

 • Testing a new positioning strategy

 • Entering a new market

HOW THE WARGAMING PROCESS WORKS
 1. Set the business objective

  What question(s) need to be answered? It’s 
important to be as specific as possible to achieve 
actionable results.

 2.  Assemble cross-stakeholder teams 

  Who is involved in the wargaming session depends 
on the question at hand. Include cross-functional 
stakeholders who have relevant expertise and are 
impacted by the decision. Participants are divided 
into teams, one representing the company and 
the others each representing key competitors. 

 3. Gather data and information sources

  In preparation for the wargaming workshop, 
gather data and information sources, along with 
existing insights. SKIM recommends using a mix 
of real-world data (e.g. company data, third-party 
data, etc) and experimental data (e.g. research). 
We find combining these two worlds produces the 
most reliable predictions.

The SKIM team prepares and distributes briefs prior 
to the workshop to help participants understand 
competitors, their offerings, their focus, and their 
position in the market. Participants must review the 
brief and come prepared to respond to a series of 
questions.

 4. Conduct the wargaming workshop

  The wargaming workshop typically takes place 
over a period of two days. It can be done as an 
in-person meeting, but also works well as a virtual 
event with two 4–6 hour sessions.

Here’s what the workshop looks like:

 • Review the business objective and make sure 
everyone understands what needs to be achieved.

 • Equip the teams with data and information briefs 
developed from real-world and experimental data 
sources.

FEATURED

BUSINESS WARGAMING

A NEW 
APPROACH 
TO AGILE 
DECISION 
MAKING

A fun and holistic process that uncovers the 
right decisions FAST

BY ARNE MAAS, BUSINESS CONSULTANT, AND STEFAN AMERLAAN, RESEARCH CONSULTANT, SKIM

https://www.linkedin.com/company/asia-research/
https://asia-research.net/
https://asia-research.net/
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 • Each team meets separately to discuss a question 
or scenario, where they assume the role of a 
competitor and answer the question as the 
competitor would. This is where the fun comes 
in… and the learning. Taking on the role of a 
competitor results in creative thinking, and truly 
understanding the market and the consequences 
of actions. We’ve seen participants take the 
‘game’ very seriously (e.g. outfitting the rooms in 
the competition’s branding, etc) because it can 
really produce completely new insights! 

 • Teams gather to deliver their answers, react to, 
and assess the market dynamics. As the facilitator, 
SKIM employs different techniques to assess the 
quality of the decisions made by the teams, e.g. by 
using a predictive simulator.

 • Teams continue to meet in multiple rounds 
to examine new conditions and deliver 
recommendations, followed by analysis and 
assessment of the results.

BUSINESS OUTCOMES OF WARGAMING
At the end of the two-day wargaming workshop, 
organisations leave with shared alignment: consensus 

on a chosen strategy or specific actions with a 
data-driven approach that builds confidence in the 
decision and readiness or immediate activation. And 
organisation teams will have a great time doing it!

Here’s an example: a global consumer goods company 
wanted to showcase their commitment to sustainability 
through one of their portfolio brands. They were having 
trouble deciding which brand was most appropriate. 
Through the wargaming workshop, they identified 
a brand that was a perfect fit, but that nobody had 
considered previously because it was recently acquired. 
The participants left with alignment on the decision 
and were able to quickly implement their plan. 

Wargaming is especially relevant in Asia. Local Asian 
companies like Asian Paints, Jollibee Foods, Shanghai 
Jahwa, and Xiaomi leverage local knowledge agility 
and aggressiveness in the market to fight and win 
over multinational companies. They also leverage the 
fact that multinational company decisions are much 
more visible due to their more transparent nature and 
presence in other markets. Multinational companies 
cannot assume symmetric considered responses to 
their pricing and promotion decisions. They need to get 
in their local competitors’ shoes to understand what 
the competitor response is likely to be, and hence the 
long-term consequences of business decisions. •

FEATURED

https://asia-research.net/
https://asia-research.net/
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FEATURED

THE EVOLUTION OF BRAND 
HUMANISATION 
BY BEV TIGAR-BASSET – AVP, BUSINES DEVELOPMENT FOR BORDERLESS ACCESS, SUB-SAHARAN AFRICA AND   
STACEY GRANT – INSIGHTS DIRECTOR – COUNTRY & CUSTOMER DEVELOPMENT FOR AFRICA, UNILEVER, SOUTH AFRICA

How bot-enabled research can help businesses and brands develop a deeper 
understanding of personal/household hygiene habits in order to meet the 

needs of African consumers, and increase their business impact.

Many years ago, in the days of one-way 
communication, brands dictated their 
terms to consumers, and consumers had 
no option but to accept them if they 
wanted to purchase the brand in question.

With the rise of smartphones, social media, 
and the internet of absolutely everything, 
the communication channels began to 
sway, shifting the locus of communication 
control. Two-way communication between 
brand and consumer was born, with brands 
starting to listen to their consumers and 
hear what they had to say. Taking this a 
step further, brands are now starting to 
take on human characteristics, from look-
and-feel to tone and personalisation, to 
establish deeper connections with their 
consumers.

RESEARCH EVOLVES TO CAPTURE DEEP 
HUMAN COMPLEXITIES
Consumer communication preferences have evolved at 
a rapid rate due to digital communication. Consumers 
are accessible via new and different means: mobile and 
digital research methodologies enable the industry 
to understand consumers’ thoughts and behaviour 
without intrusion, gathering this data in real time 
and enabling a rich, deep picture of the consumer 
to be created naturally, by merging quantitative and 
qualitative spheres.

As consumer preferences change, brand capacity 
evolves. The research industry has to stay ahead of 
both of these shifts, in order to capture consumer 
behaviour and changes in real time. This enables them 
to deliver a deeper level of human-centric insights and 
meta-learnings to clients, with a depth that enables 
them to truly understand the complex minds of their 
consumers.

BOT-ENABLED RESEARCH CONDUCTED VIA 
CHAT APPS
Since the inception of the internet, chat apps have 
made an enormous impact in Africa, often being 
primarily responsible for bringing internet access to the 
mass market.

Borderless Access has leveraged this extremely far-

reaching app to run bot-enabled research as a way 
of collecting rich and insightful data in Africa. We 
collaborated with Unilever to run a study in South Africa, 
Kenya, and Nigeria to explore hygiene challenges at a 
ground level. The purpose was to identify ways in which 
Unilever can address these challenges with relevant 
and useful product offerings by gaining cross-market 
learnings and insights on the following themes:

 • Affordability and shopping habits

 • Product quality 

 • Purpose of consumable goods

 • Human truths and behaviour

 • Communication and claims around product 
offerings

UNILEVER WANTS TO MAKE SUSTAINABLE 
LIVING COMMONPLACE
Unilever has been operating in Africa for 100 years. 
One of the company’s primary objectives is to serve its 
people, improving lives and doing good for societies. 
The company’s founder, William Lever, was a social 
entrepreneur who started making Sunlight soap at a 
time when Britain was beset with cholera and dysentery. 
He strived to make cleanliness commonplace – and 
now over 100 years later, the world has had to address 
and prioritise hygiene once again, as sanitisation takes 
centre stage amidst a global pandemic.

https://www.linkedin.com/company/asia-research/
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MASS MARKET OPEN TO CHATBOT 
METHODOLOGY
As we have seen in previous research conducted with 
both Unilever and Coca-Cola Africa,  bot-enabled 
research effectively reaches the mass market, 
producing rich insights that comprise both qualitative 
and quantitative feedback, in the form of voice notes, 
videos, images, and text.

The first notable finding of this latest piece of research 
was how different the hygiene challenges were from 
country to country. South Africa, as we know, has 
relatively advanced access to hygiene items, whereas 
in Nigeria, water without soap is commonplace as 
a cleaning methodology. Poignant verbatims were 
shared by Kenyans commenting on how water itself is 
a luxury that not everyone can afford.

While the South African lifestyle scores higher on 
Maslow’s Hierarchy of Needs, these citizens also face 
challenges when it comes to hygiene. Water shortages 
are increasingly prevalent in the country and the 
economic impact of COVID-19 has been devastating. 
In terms of hygiene, one of South Africa’s greatest 
challenges is the cleaning of tough dirt, particularly in 
kitchens.

DEVELOPING QUALITY PRODUCTS AT 
AFFORDABLE PRICES
While there are notable differences between the 

countries, there are also a lot of similarities, these being 
some of the challenges that people face with regards 
to accessing better hygiene. All three countries struggle 
with the high cost of products, low-quality products,  
and lack of government support in this regard.

What is needed, therefore, is the availability of quality 
products at affordable prices, in order to truly meet the 
needs of consumers in Africa. “The insights generated 
by Borderless Access made me strongly reconsider what 
true purpose/sustainability means for our mainstream 
citizens,” says Stacey Grant, CMI Director, Unilever 
Africa, South Africa. 

“Experimenting with pack sizes and providing 
packaging-free variants are two options that 
businesses can consider to make hygiene affordable 
for, and accessible to, African consumers. At Unilever, 
our highly experienced brand and product research and 
development teams are constantly innovating to find 
new ways to better serve our consumers and solve their 
pain points,” continues Grant. “There is no shortage of 
opportunities – only resources to go after them – and 
research like this plays a key role in guiding choices 
behind where to invest the resources we have, ensuring 
we prioritise spaces that our consumers really care 
about, and supporting them where they need us most. 
And when the research is fast, which digital methods 
like this enable, it means we can meet needs sooner.” •
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APAC E-COMMERCE

THE NEXT ONLINE SHOPPING 
STANDARD

But even before the health crisis, the Asian digital 
market was already leading the way with its innovative 
approaches to online shopping. E-commerce 
experts Anatole Rousseau (Director Foodservice 
and E-commerce, Barilla) Delphine Dierckx (Head 
of Commercial APAC, Foodpanda), Omnath Killekar 
(Product and Consumer Insights, Swiggy), and Tom 
Vande Moortel (Business Development Director, 
EyeSee) shared their thoughts on a successful digital-
first approach and the APAC e-commerce tactics and 
strategies that are pushing the envelope. 

Here is what the APAC e-commerce experts have to say:

FORGET ABOUT A ONE-SIZE-FITS-ALL SOLUTION
What’s certain, both in the APAC region and beyond, 
is that most businesses operate differently in different 

markets – brands’ landscapes and business models vary 
and new ones are always emerging. Finding one unique 
solution for the varying and changing landscapes would 
be a challenge. So, what’s the move? Barilla’s Anatole 
Rousseau is a strong advocate for gathering a deep 
understanding of various environments and markets, 
learning different behavioural patterns of consumers 
to build a strong strategy going onward. 

This strategy also depends on the level of development 
of the brand in a specific country. For example, if the 
brand still needs to grow in penetration, it is key to focus 
on increasing awareness and convincing consumers 
to buy. A good e-commerce strategy can make a big 
difference for the latter, as well as opportunities for 
consumers to bond with the product and to become a 
product advocates (e.g. via reviews).

The pandemic was one of the catalysts of the ‘e-comm boom’ and it caused a 
huge number of new online shoppers and businesses to join the game.

BY TOM VANDE MOORTEL, BUSINESS DEVELOPMENT DIRECTOR APAC AT EYESEE
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BE QUICK TO VENTURE OUT INTO NEW TRENDS
Foodpanda has become one of the leading e-commerce 
companies that specialises in grocery delivery in under 
20 minutes – across 20 countries in the region. Delphine 
Dierckx, Head of Commercial APAC, recognises that 
trends such as quick commerce or q-commerce have 
started to take the digital stage a lot faster in APAC 
countries than in the rest of the world. Instead of 
consumers waiting 3–5 business days for a product,  
they can get it in just 20 minutes. In India alone, it’s 
expected that this niche market will reach $5 billion by 
2025.

As far as brick-and-mortar and online integration goes, 
Foodpanda’s expert states that, for most stores, the 
online and offline cannot be seen separately – in the 
future the one will continue to need to support the 
other. One of the clear advantages of physical stores 
is that they easily draw in new customers, whereas to 
win in the online arena, shoppers need to be on their 
phones or computers. A great example of a brand 
creatively bridging the different channels is Alibaba – it 
developed a new retail concept that brings its online 
brands offline, to reel in new customers from the stores 
to its digital platform.

COMBINE DIFFERENT DATASETS BEYOND JUST 
RESEARCH
Unlike other countries, India’s e-commerce growth 
stems from its smaller towns, although Swiggy’s 
Omnath Killekar believes they are still in the early 
stages of online development. People residing in the top 
eight metro cities have already been shopping online 
regularly, but now their basket sizes are increasing – 
and the types of goods that they are purchasing are 
expanding. The increased frequency of e-shopping 
indicates that India’s baseline for e-commerce’s role in 
the daily life of a shopper is shifting – and consumer 
research is following the lead. 

Traditionally, research is based on asking questions – 
when in doubt, ask the shopper about their opinion. 
However, a plethora of sources that can offer insights 
are becoming more accessible than ever. Nowadays, 

there are two types of data to work with – the 
‘outside data’ collected from primary research, and 
the ‘inside data’, that any business can gather from 
its e-commerce platform (funnel conversions, website 
visits, etc). Understanding not only how to extract 
the two datasets but also how to marry them to yield 
actionable insights is really the name of the game. The 
cross-section of the two shows the real picture of the 
areas of opportunity and improvement. 

TEST ONLINE BEHAVIOUR FOR AN OPTIMAL 
E-COMMERCE PRESENCE
In fast-changing landscapes, it is crucial to base 
decisions on solid facts and figures. Behavioural 
research has established itself well in the brick-and-
mortar domain – but how can this approach go from 
bricks to clicks? There are three levels to approaching 
testing the impact of e-commerce – with the help of an 
award-winning behavioural framework.

EyeSee’s Tom Vande Moortel explains that, depending 
on the level of a study, there are two ways to approach 
it: top-down (strategy to tactical) or bottom-up (making 
sure ads, product images, and promos are designed 
for optimal visibility and clicks). While a top-down 
strategy might seem intuitive, the perks of a bottom-up 
approach are immediate wins with actionable results 
and a tangible sales impact. The knowledge from these 
studies is often transferable to other products and 
platforms. While passive data offers a large pool of 
insights, going a step further and putting a shopper in 
a realistic virtual environment and measuring how they 
behave in it offers a much clearer and richer picture of 
the steps they take while shopping.

On top of this, navigating the digital shopping 
experience, the online path to purchase, is a great way 
to keep track of friction points to ensure a smooth 
consumer journey. By uncovering the common paths 
users take on a website’s homepage, the actual 
visibility of products and element pages of PLPs and 
PDPs, and the easiness of shopping, you get insight 
into real shopping behaviour, purchase triggers, and 
conversion drivers on the platform. •

FEATURED
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Q. Tell us more about 2CV the company

Ultimately, 2CV’s aim is to help our clients ‘make their 
mark’ – in terms of helping to drive the success of their 
brands and products, as well as the success of their 
own careers.

We describe ourselves as a ‘global boutique’ – which 
in practice means we are a boutique agency that has 
grown globally and can effectively execute research 

anywhere in the world.  So, while our original HQ is in 
London, we have offices in the US and Asia, so we can 
easily cover markets across all time zones. 

But we remain a boutique at heart, which means we 
continue to provide our clients with world-class senior 
researchers and tailored research solutions – we do 
not sell ‘products’, but instead design the best research 
considering the client’s needs. 

WHAT MAKES A 
RESEARCH ENTERPRISE 
IN ASIA?
Over the next few editions of Asia Research, we 

will interview the heads of some of our sponsor 
research agencies to understand what is needed to 
‘make’ a research enterprise in Asia.  We look at the 
success factors, the challenges, and the opportunities 
for other enterprises.

James Redden
Managing Director

2CV Asia Pacific
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Q. How long has 2CV operated in Singapore, and what 
was your reason for setting up in Singapore in the first 
place?

2021 is our 10-year anniversary in Singapore. We had 
already expanded to the US at that stage, and we 
already did quite a lot of work in Asia (serviced mostly 
out of London), so it made sense to have a presence in 
Asia, so we could more effectively execute work in Asia, 
as well as to target local clients to grow the agency 
further.

Q. What were some of your key challenges in entering 
the Singapore market?  Was anything unexpected?

Initially the key challenge was convincing local clients 
to ‘take a chance’ with an agency they were not familiar 
with, which is a natural response from their perspective. 

The most surprising element was that experience with 
multinational brands in other markets did not always 
help in Singapore. The local offices of clients for whom 
we already worked in the UK and US were priority 
targets, but it was often apparent that the experience 
and knowledge we had in Europe and North America 
was not particularly valued here, and it did not always 
help us to win these clients – it was more about ‘tell us 
what you know about Asia’ rather than ‘tell us what 
you already know about us from your European and 
North American work’.

Q. How would you describe your success factors in 
Singapore? How did you develop your business in what 
is one of the most competitive research markets?

Our success has come down to a few factors – one is 
not hiring too far ahead of demand. I have seen many 
smaller agencies quickly ramp up in terms of senior 
hires in Singapore, only to see that the work does not 
necessarily follow.  So, we were always very cautious 
with hires – e.g. in the early days the senior team 
members did pretty much everything, and we took our 

time before building layers into the team, when our 
pipeline looked more secure.

Another success factor – related to the first one – was 
having (and continuing to have) senior researchers 
involved in all studies. This gave clients peace of mind – 
sure, they could go to a bigger agency, but they would 
likely get more junior researchers on their study.

And a final key plank of our success was initially focusing 
on our key areas of expertise – particularly technology 
and entertainment.  While the team has grown and now 
has much more varied category expertise (e.g. finance, 
retail, FMCG), initially it was easy to sell a more focused 
story – that we are experts in a specific area. 

Q. How have you been impacted by COVID-19?  What 
are your plans for the recovery market or longer term?

We were affected in 2020, although it varied – some 
of our teams who work in categories that were highly 
affected (e.g. retail, transport) did suffer, while other 
parts of our business were quite resilient, as their clients 
were not affected – e.g. video gaming, video streaming, 
and computing. 

2021 has been strong so far, so we feel like the recovery 
has already happened for us to a large extent.  But the 
pandemic has taught us valuable lessons for the future 
– in particular how to adapt in the face of a crisis.

Q.  What advice would you give a start-up research/ 
consumer insight firm in Singapore today?

The advice would be to learn from our success factors – 
control overheads by not getting too far ahead of your 
revenue in terms of hiring, and stay focused in what 
(and to whom) you are selling.

Also, if you are an agency from outside of Asia, offering 
local expertise is a must – hire great local researchers 
with regional expertise to complement your company’s 
global experience. •
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NEEDS IDENTIFICATION
AND IDEA SCREENING
BY DEBBIE SENIOR, VP, PRODUCT AUTOMATION AT TOLUNA

FEATURED

We all know that too many newly launched products fail. However, with cost-
effective, quick-turnaround online testing now available earlier in the product 

life cycle, brands can increase product potential by better understanding market/
consumer needs from the outset. 

By identifying the most important needs and possible 
market gaps and turning these into stronger ideas, 
brands can use this insight to develop product and 
service concepts that have a better fit and chance of 
success. 

Here are our top tips for conducting online surveys of 
this type:

 • Usually, there will be a mix of qualitative and 
quantitative approaches. Qualitative exploration 
will uncover the most important needs and market/
product gaps and enable co-creation on ideas that 
meet those needs, before testing quantitatively to 
see which have the biggest potential. Both can be 
done online, saving time and cost.

 • The needs and ideas generated in the qualitative 
phase and tested quantitatively should be 
enhanced by an internal perspective, i.e. adding 
items created by your internal product and 
innovation teams.

 • At such an early stage in the product life cycle, 
we suggest targeting a broad survey audience 
to get the widest view of potential needs or 
ideas. Consider including both category and 
non-category users (although you probably want 
to exclude outright category rejectors). If you 
capture subpopulation context, you can always 
validate what your core audience thinks vs the 
wider market.

 • In quantitative testing, the number of different 
needs or ideas is larger than for concept or pack 
testing. Think of it as a large funnel where you are 
taking a wide range of items at the outset and 
narrowing it down to those most likely to succeed 
and weeding out the rest. Between 15 and 25 is a 
typical number, but it can be much higher.

•  For practical and cost-efficiency reasons, a 
sequential monadic survey approach is the most 
appropriate, i.e. one where a respondent sees and 
rates several needs/ideas per survey. However, 
to avoid fatigue and ensure quality, we suggest 
a maximum of five per respondent. The order 
they are shown should be randomised across 
the sample. In the Toluna Start platform, this is 
done automatically for you through our Random 
Assignment feature. We recommend a minimum 
of 100 completed interviews per need/idea. 

 • When testing needs, these are most likely to be 
text statements. A simple example of an unmet 
need is: “I would like to eat cereal on the go, but 
cereal bars aren’t healthy and have too much 
sugar.’ Ideas could be text statements and/or 
images.” A simple example related to the need 
statement could be: “A new cereal bar without 
added sugar but sweetened by natural honey or 
coconut blossom sugar.”

 • Any text statements should be short, i.e. a couple 
of sentences maximum, and written in consumer 
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language (the qualitative phase can help with 
this). Images should be of high-resolution quality. 
To avoid biased and incomparable results, the use 
of stimulus type should be consistent per survey, 
given that visual images will typically rate higher 
than text.

 • At this stage in the life cycle, you don’t need to 
include many key metrics within your survey 
as you’re looking for a go/no-go result rather 
than a lot of nuances. In our view, key success 
factors for any need or idea will be if they are 
relevant, if they fit with your brand, and if they 
are different. Relevance indicates the important 
level and therefore acts as a proxy for potential 
future interest and purchase intention. If a need/
idea isn’t felt to be associated with your brand, 
then it indicates the credibility isn’t there or 
the positioning isn’t right. Brands and products 
operate in highly competitive markets with lots of 
consumer choice, so having a need or idea that is 
unique from the competition is the absolute ideal, 
but this doesn’t happen every day. 

  So at least standing out in some way from the 
rest and/or tapping into a trend is critical. The 
strongest ideas are also the most liked and 
believable.

 • Some need/idea testing surveys use a max-diff 
approach. While this is a technique we apply 
in other situations, we feel it isn’t appropriate 
here given that it only allows for one metric to 
be applied, otherwise it becomes an impossible 
respondent task. We feel that a short, combined 
set of metrics delivers stronger and clearer insight 
for this survey type. 

 • It is highly likely that your survey results will 
highlight the strongest needs/ideas that are 
ready to develop further. If it isn’t clear, then 
online qualitative forums are a useful route to find 
out why and fine-tune options further. This might 
apply to items you/your team thought would do 
better than they did, or those that are innovative 
but need reworking to reach their full potential. 

 • Early-days needs/idea testing enables you to bring 
your internal stakeholders into closer contact with 
consumers to impact stronger decision-making. 
During online qualitative forums and chat groups, 
they can observe, prompt, and act on consumer 
feedback in real time. Quantitative insights, also 
in real time/speedily delivered, should provide a 
clear ranking, and be easily sharable. •

FEATURED

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

Experience

Start knowing

tolunacorporate.com
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CREATING EPIC EXPERIENCES 
FOR PARENTS
BY PIERS LEE, MANAGING DIRECTOR OF BVA BDRC ASIA

The BVA BDRC approach to customer experience (CX) 
research has been applied to the international school 
market in Singapore using our EPIC model. This model 
comprises four drivers which, singularly or jointly, 
make it possible to activate positive peaks throughout 
the customer experience journey. These drivers are 
Elevation, Pride, Insight, and Connection.

In the international school market, there is a strong 
correlation between the propensity of a parent to 
recommend a school and how much parents agree 
that the school creates positive and unexpected 
experiences. Subsequently, these experiences make 
parents proud, deliver inspirational learning, and give 
the parent and child a sense of belonging.

FEATURED

Recommendations from other parents are one of the key reasons for international 
schools getting into the consideration set of parents.  Parent surveys, such as 

those run by BVA BDRC, can inform a school in what areas they are satisfying 
parents, but what really drives recommendations is the more memorable 
experiences parents have with schools.
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The difference between Promoters (those giving a score 
of 9 or 10 out of 10 on likelihood to recommend the 
school) and Detractors (scoring 1–6) is most notable 
within schooling. Among Detractors, 48% of parents 
state that their school delivers none or only one of four 
EPIC experiences, and only 12% state they deliver all 
four.  In contrast, 71% of Promoters of schools state 
the school delivers all four EPIC experiences, with 100% 
stating that it delivers at least one.

In Singapore, there is a wide range of international 
schools catering for different budgets.  ‘Premium’ 
schools, which are priced at over S$40,000 in fees per 
annum, include leading names such as UWC, Tanglin 
Trust, Dulwich, Australian International, Singapore 
American, and Stamford American – which all have 
large student bodies.  However, there is a growing 
segment of ‘budget’ schools offering international 
curricula and servicing parents on tighter budgets, with 
annual fees that are less than S$25,000.  There is also 
a large cohort of ‘mid-price’ schools operating within 
these price ranges.

Our analysis finds that premium-priced schools have 
a slightly higher Net Promoter Score, although not 
significantly so, and there is almost no difference 
between budget and mid-price schools.

There is little difference between the number of EPIC 
experiences budget and premium schools deliver to 
parents. 73% of parents attending budget schools 
state the school delivers at least three or four EPIC 
experiences, vs 72% for mid-priced and 78% for 
premium schools.

The premium-priced schools can deliver more intense 
EPIC experiences, with a higher proportion of parents 

‘strongly agreeing’ in several areas.  This is most 
noticeable for making the parent feel proud, valued, 
or special – this can perhaps be the effect of sending 
children to some of the most exclusive schools, which 
is reflected in the price premiums that the parents are 
paying.

The budget schools close the gap in terms of making 
the parent feel they are part of a community.  
Sometimes the budget schools cater for parents in 
similar situations, e.g. under budget pressure, and in 
some respects can get more involved in these schools 
in making them a success if they do not have as many 
resources as the premium schools to call upon.

By analysing more emotive factors and going beyond 
the more basic measures within parent satisfaction 
surveys, BVA BDRC provides schools with real insights 
and guidance into what drives advocacy for schools. •
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The ultimate client entrusts an agency or boutique, who 
then almost always entrusts the data collection to a 
supplier resource, and so forth.

Quality arguably should be the responsibility of 
everyone in the chain; everyone should do their part 
to ensure quality outcomes that can be controlled. 
After four months and over 100 customer and supplier 
meetings across Asia and Australia & New Zealand, 
three distinct problem segments emerged. Among 
these meetings were representatives from traditional 
global MRAs, branding and media agencies, large-scale 
independents, and progressive, technology-enabled 
consultancies and end clients.

Not surprisingly, while the same data collection 
challenges appeared in both regions, the proportion 
of specific challenges was very much in line with 
the maturity of the online research offering in those 
markets. Fraud and survey bots, for example, were more 
prevalent in markets that have embraced online/mobile 
data collection for some 10+ years, whereas the lack 
of red herrings and gamification, and the presence of 
leading questions, were more apparent in less adoptive 
markets. This is by no means a suggestion of fact, 
but more an implication of the sample set. Emerging 
markets are adopting technology and techniques faster 
than any of those that came before, despite the impact 
of COVID-19, so for the sake of an overview, no regional 
distinction is given.

When we developed our core offering, it was with quality 
and automation in mind. Along with the objective of 
making the jobs of market researchers easier, it was 
important to have a simplistic approach to quality 
control for the continued democratisation of insight 
buying. But operating at the forefront of research 
technology, providers, platforms, and clients are now 
faced with a multitude of challenges. These challenges 
have been segmented as follows.

PRE-SURVEY QUALITY 
In the design and creation stage, steps should be taken 
to prevent panellist fatigue, fraud, and ghost activity. 
There should also be some responsibility for combatting 
survey bots and, the industry’s favourite, professional 
respondents. How can this be achieved?

Survey design should consider the attention span of the 
audience.

 • Is the survey too long? Limiting survey length is the 
source of much debate, but everybody is aware 
that data quality deteriorates after 20 minutes.

 • Is it utilising proven gamification solutions to break 
up the monotony?

 • Are proper termination logics in place? 

 • Are you leading the respondent with your screeners 
upfront? 

 • Are you using well-placed traps (red herrings) and 
attention questions?

If these considerations are not being addressed, then 
the problem is simply being passed further along the 
chain to those delivering the fieldwork.

IN-SURVEY QUALITY
Given the number of providers in APAC markets – 40+ 
in Australia alone – multi-panel membership is an 
accepted situation. Having the ability to identify unique 
respondents regardless of their provider affiliation is key. 
While mostly arising in discussion with our Australia-
based clients, bots are once again causing a multitude 
of problems in the wider region and it is important that 
steps are taken to stem this surge.

 • Device fingerprinting for deduplication

 • Fraud prevention for the presence of VPNs, proxy 
networks, and GeoIP location

IN APAC, QUALITY MATTERS
BY JAMES ROGERS, MANAGING DIRECTOR, APAC AT PURESPECTRUM

Quality is once again growing as a central issue in data collection/sample 
fulfilment. It is often overlooked, or the responsibility is assumed to be on 

another layer of the market research supply chain.
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 • Link hashing to ensure that only respondents with 
a valid signature in the redirect will count towards 
a survey’s completes

These are very effective measures, but they need 
to be constantly refreshed and updated with new 
technologies. Asking and knowing what prevention 
measures are in place is imperative to avoid any doubt 
when collecting data internally or via a third party. 

At PureSpectrum we had the desire to go further 
than the accepted standards, and to build on 
industry predecessors like TrueSample, we developed 
PureScore™.

PureScore™ is a machine learning model that finds 
patterns in the profiles and behaviours of respondents. 
Its predictive quality rating system is built on respondent 
behaviour, and it uses over 18 billion data points a year 
to improve quality and maximise feasibility. The model 
works by finding patterns among behaviour, including 
screening consistency, completion rate, and group 
behaviour based on demography. In short, this means 
that we do not designate good and bad providers, but 
the respondents themselves.

Moving forward, the use of honey-pot questions and 
open-ended algorithms (NLP) will strengthen the ‘in-
survey’ tools at our disposal, but there will always be 
room for improvement.

POST-SURVEY QUALITY
The post-survey analysis reveals the work done in the 
earlier stages of the cycle. At this stage the work has 
been delivered, and in the raw data there may be cases 
of poor/incoherent OEs. This is why there is a need 
to oversample, agencies have the ability to reconcile 
unwanted respondents, and providers need to work 
closely with supply sources.

Double opt-in panels/sources, as well as deeply profiled 
audiences, are the ‘norm’; however, this too perhaps 
requires review given the cumbersome nature of what 
is now a 20+-year standard.

Every time a standard is accepted, it becomes a target 
for finding weaknesses. Now that our industry is 
technology-based, this should be no surprise, and it is 
why dedication to solving the problem is so important 
at all stages of the chain.

Data quality should be front and centre in every 
leadership, product, data, and IT meeting. It should 
present itself in every discussion with clients, every 
internal roadmap, every release meeting, and be a living 
conversation in order to improve. Quality is a constantly 
moving goal and we should all strive for it. •
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PURESPECTRUM FURTHER EXPANDS IN 
APAC WITH NEW HIRES

PureSpectrum has made new appointments 
to its talent team, following the opening of its 
APAC HQ in Singapore. This continued 
investment demonstrates the organisation’s 
commitment to industry-leading quality and 
making researchers’ jobs easier worldwide.

The PureSpectrum Sydney office will be 
headed by Anthony O’Brien, who assumes 
the role of Vice President, ANZ. A former 
Sales Director for Cint Australia, O’Brien 
brings over 15 years of domain and customer 
experience that will be vital in cementing the 
company’s Pacific offerings.

In tandem, Daniel Soh joins PureSpectrum 
Asia in Singapore as Senior Account Director. 
Soh, who has over 10 years of experience 
working with clients across SEA for Kantar, 
GfK, and Acorn, will be a strong addition to 
the core regional team, working closely with 
PureSpectrum’s international and domestic 
lead accounts in Asia. • 

BORDERLESS ACCESS APPOINTS NEW VP 
FOR PANEL SOLUTIONS

Digital market research product and solutions 
company Borderless Access has named 
Vittesh Kalambi as Vice President – Panel 
Solutions. Vittesh Kalambi joins Borderless 
Access with over 18 years of experience in 
research and analytics and will now lead the 
Panel Solutions business across geographies 
with a strong focus on maintaining double-
digit growth and momentum. He will also 
help enhance existing solutions and introduce 
new tech-enabled research products and 
capabilities.

In his previous roles, he has contributed 
greatly towards the development and 
execution of complex cross-functional 
projects in global category management, 
business transformation, and team 
management. At Genpact India, he co-led the 
MR Services for the Analytics CoE. He also led 
the Marketing Analytics practice at 
Absolutdata and was the Head of Analytics 
at GSK Consumer Healthcare, India.

“The appointment of Vittesh 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 research and analytics 
capabilities,” said Ruchika Gupta, CEO, 

Borderless Access. “We are thrilled to have 
him join Borderless Access. His business 
acumen and wealth of experience will be an 
asset to the company while expediting our 
journey towards our vision.’’ •

BEHAVIORALLY HIRES SENIOR DIRECTOR, 
MARKET DEVELOPMENT

Behavioural insights consultancy Behaviorally 
has appointed Stephen Dexter as Senior 
Director, Market Development. Based in 
Singapore, Stephen brings with him over 15 
years of experience in the research industry 
and will be focused on the expansion of 
services to help facilitate client growth in the 
broader Asia region.

Prior to joining Behaviorally, Stephen held 
director roles at Ipsos and ENGAGE as well as 
research roles at PwC Research, ORC 
International, and Thomson Reuters. He most 
recently served as a director at Branding 
Science Group.

Behaviorally’s Managing Director of Asia, 
Nichole Gu, said about the appointment: “We 
are pleased to welcome Stephen to the 
growing global Behaviorally team. His 
expertise and consultative experience 
understanding the unique challenges brands 
face in the rapidly evolving retail and 
commerce environment in Asia positions him 
perfectly to join our team and support our 
client base here in Asia. We look forward to 
his contributions to Behaviorally in our 
region.” •

NEW AMEA DIRECTOR FOR QUALITATIVE 
RESEARCH AT METRIXLAB

MetrixLab has appointed Jayanth Narasimha 
as Regional Director of Qualitative Research 
for AMEA. 

Narasimha joins with 15 years’ qual research 
experience and a particular focus on shopper 
and design research. Most recently he worked 
at marketing insights specialist Brandscapes. 
Earlier he worked for TNS (Kantar) as an 
Associate Director in Singapore, and for 
Nielsen as Senior Manager, Client Solutions, 
having begun his career at IMRB.

MD of MetrixLab AMEA, Rob Valsler, 
comments on the appointment: “We’re 
excited to bolster the value we bring to clients 
by incorporating powerful qualitative 
solutions, and ultimately help brands become 
more useful to their consumers with deeper 
insights. Jayanth’s stellar reputation precedes 
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ON THE MOVE

him and there is no better leader to 
drive the expansion of our unique 
approach to qualitative research 
across the region.” •

NEW CFO FOR KANTAR APAC 
INSIGHTS DIVISION

Kantar has appointed Annie Ho as 
Chief Financial Officer, Insights 
Division, Asia-Pacific. Ho will replace 
Stephen Gardner, who is retiring after 
almost 25 years with Kantar and the 
WPP Group. 

She joins Kantar’s regional senior 
leadership team from her tenure as 
CFO and Vice President, Finance and 
Business Control, Asia-Pacific at the 
Volvo Group in Singapore. Before that, 
she worked as Dentsu Aegis Network’s 
Finance Director, Asia Pacific, and as 
Head of Finance for PepsiCo in 
Shanghai City, China.

APAC Divisional CEO Wayne Levings 
comments on the appointment: 
“Annie’s global outlook and 
commitment to drive best-in-class 
financial management and 
operational intelligence while 
supporting strong commercial growth 

through business partnering will be a 
strong asset to our region and 
business operations. I’d also like to 
thank Steve for his outstanding 
commitment to Kantar and the very 
strong support he has provided our 
business over more than two decades. 
We wish him the best.” •

NEW EXECUTIVE VP FOR US AND 
EMEA AT GMO RESEARCH

Audience Engagement Platform 
provider GMO Research has appointed 
Pratik Sharma as new Executive Vice 
President of US and EMEA. Having 
worked with customers from high- 
growth, fast-scale businesses for over 
20 years in consultancy and 
commercial roles within the data and 
insights industry, Pratik has helped 
scale up many companies and 
organisations from single-digit-million 
turnovers to 80-plus million.

He has been a part of some of the 
most respected industry leaders in an 
executive position – Toluna, Critical 
Mix, and Dynata, to name a few. As a 
consultative and operational executive 
leader, Pratik has a passion for helping 

clients grow and optimise their 
businesses through more innovative 
and effective delivery opportunities. 
He has been focused on driving growth 
through strategic partnerships to 
build long-standing scalable 
relationships.

Takashi Ito, Chief Global Officer at 
GMO Research, comments: “We highly 
value the fact that Pratik has earned a 
great reputation for team-building 
and the best customer support 
experience during his 18+ years of 
experience in the industry. We believe 
that his expertise will be a driver of 
further growth in GMO Research’s 
global business.” •
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