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PUREPROFILE EXPANDS IN 
SOUTHEAST ASIA WITH NEW 
PARTNERSHIP

Data and insights company Pure-
profile has entered a strategic 
collaboration with theAsianparent, 
Southeast Asia’s largest content 
and community platform for 
parents reaching over 35 million 
active monthly users, to create a 
comprehensive panel of parents 
and parents-to-be.

“Southeast Asia is a complex region 
with a wide mix of languages 
and cultures coming together. At 
theAsianparent, we’ve long held the 
knowledge that the most effective 
way to reach and impact parents 
is to hyperlocalise our approach 
country to country as well as for 
each parenting stage, from preg-
nancy to raising a child. We’re 
excited about our partnership 
with Pureprofile as it will allow us 
to deep-dive and gain invaluable 
information and convert this data 
into actionable strategies that 
immensely benefit all segments 
of our community,” said Akshay 
Trivedi, Chief Commercial Officer at 
theAsianparent.

Pureprofile CEO Martin Filz said the 
partnership will give brands and 
businesses the unique ability to 
understand the thought processes 
and behaviours of millions of fami-
lies.

“We are thrilled to partner with 
theAsianparent to grow our under-
standing of what is currently 
important to this exciting cohort 
that brands want to understand 
better. This partnership will allow 
us to unearth critical insights in the 
ever-evolving discipline of raising 
children. We are also particularly 
pleased about the partnership as 
it cements Pureprofile’s presence in 
Southeast Asia.”•
Web: https://www.pureprofile.com/ 

KINNECT LAUNCHES CX 
PRACTICE IN INDIA

Data and media agency Kinnect 
has launched its customer experi-

ence practice to provide meaningful 
brand interactions throughout 
the consumer journey. It unites 
nearly 100 of Kinnect’s creative, 
media, and technology talent pools 
across locations. The agency also 
announces the appointment of 
Bharatesh Salian as Sr. Vice Presi-
dent - Marketing Science & CX, who 
will be heading this new division.

Kinnect CX will provide Ecom-
merce & Order Management Solu-
tions, CRM, Loyalty & 1st Party 
Data Management Programs, 
Platform Consulting & Implemen-
tation services, ML, AI & Data-led 
Solutions, OmniChannel Consumer 
Experience Journeys, and Web 3.0 
solutions. The offering will help who 
partner with clients towards their 
digital transformation journey and 
fuel their customer-centric ambi-
tion. Deployment of a complete 
state-of-the-art usability testing lab 
is in the works and will be opera-
tional by 2023.

Commenting on the launch, Rohan 
Mehta, CEO, Kinnect, said, “Kinnect 
has strong partnerships with brands 
across experience design, CRM, and 
data delivery, but what we real-
ised is it could be more effective 
together—with the client, at new 
business, in sharing best practices 
and unlocking new doors. According 

to today’s new reality, people 
are accustomed to online experi-
ences and expect them to trans-
late as smoothly and effectively as 
they would in person. Through the 
KinnectCX network, we’ll be able 
to more efficiently and smoothly 
put together a bespoke team for 
each opportunity, with expertise 
in strategy, design, analytics, tech-
nology and content.” •
Web: https://www.kinnectonline.com/ 

NIELSEN PARTNERS THE TRADE 
DESK TO POWER CONSUMER 
IDENTITY DATA

Nielsen has entered a strategic 
partnership with The Trade Desk to 
power identity resolution for open 
internet measurement in key inter-
national markets around the world. 
The Trade Desk will help fuel Niel-
sen’s demographic data, starting 
with France, Italy, and the United 
Kingdom. Japan, Australia, and 
Germany will launch on 1st April, 
with plans to launch in other Asian 
and European markets, in addi-
tion to Canada and Mexico, on a 
regular cadence following the initial 
releases in 2022. 

“This strategic partnership with 
The Trade Desk immediately scales 
Nielsen’s Identity System globally, 
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and showcases our commitment 
to independent measurement and 
marketplace interoperability, facil-
itating an open ecosystem for the 
media industry, with audiences 
de-duplicated across multiple plat-
forms,” said Karthik Rao, Chief 
Operating Officer, Nielsen. “We 
continue to evolve our technol-
ogies and methodologies as we 
move toward Nielsen ONE and this 
is a very important milestone for 
that vision of true cross-platform 
measurement across all screens, 
underpinned by a strong digital 
measurement capability.”

“As the world’s largest indepen-
dent demand-side platform, The 
Trade Desk is in a prime position 
to provide the open internet with 
a standard of measurement that 
improves data-driven decisioning, 
advertising performance and trans-
parency,” said Michelle Hulst, Chief 
Data Officer, The Trade Desk. “We 
have long believed that it takes all 
of us to support the digital media 
ecosystem, especially in the world 
of measurement, and look forward 
to advancing the open internet 
together with Nielsen internation-
ally.” •
Web: https://global.nielsen.com/ 

HOLDEN HEALTHCARE PARTNERS 
SEED PLANNING

Asia-based healthcare research 
agency Holden Healthcare has 
entered a global strategic part-
nership with Japanese healthcare 
research company Seed Planning in 
a joint effort to enhance physician 
panel access throughout hard-to-
reach markets in the Asia-Pacific 
region.

The new Holden–Seed Planning 
partnership leverages the respec-
tive strengths of both firms’ local 
landscape knowledge, while further 
supporting existing capabilities in 
project management and opera-
tions. Together, they will provide a 
convenient, fully integrated, risk-
free solution to clients and stake-
holders globally, who ultimately 
seek to achieve deeper access to 
physician insights in Asia. With dedi-
cated project management teams 
on local grounds, clients will addi-
tionally benefit from having expert 
guidance to help them navigate the 
complex and variegated local regu-
lations and business compliance 
around the region.

Details of the partnership follow on 
the heels of a recent physician data 
expansion deal between Holden 

Healthcare and US-based Arbittier 
Opinion Panel Systems (AOPS), in 
which Arbittier, of AOPS, describes 
China and all Asia as a “vital part of 
the pharmaceutical landscape, yet 
under-measured by the research 
community”; Holden and Seed 
Planning, together, will continue 
to invest in market research capa-
bilities to support the growing 
demands for APAC research needs.•
Web: https://www.holdendata.com/ 

AI-POWERED AD-TESTING 
SOLUTION IS NOW AVAILABLE 
ON KANTAR MARKETPLACE

Kantar has added Link AI, its 
AI-powered ad-testing solution, 
to Kantar Marketplace, its agile 
market research platform. 

Link AI, launched in June 2020, is 
the first fully AI-powered solution 
featured on Kantar Marketplace. 
Already used by clients including 
Coca-Cola, Google, and Unilever, 
Link AI is a state-of-the-art creative 
effectiveness solution that reliably 
predicts a TV ad’s in-market perfor-
mance within 15 minutes. Link AI 
was trained using Link, the world’s 
largest normative advertising data-
base, which consists of over 230,000 
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survey-enabled ad tests, 10 years 
of data, and 35 million real human 
interactions.

The speed and scalability of Link 
AI makes it possible to test ads for 
a wider range of scenarios than 
before; to test competitors’ ads, 
get feedback on early versions in 
the creative development process, 
optimise live campaigns in real 
time, or build an evidence base of 
ad performance across a sector or 
market. In 2021, more than 16,000 
ads were tested in Link AI.

Will Galgey, Executive Managing 
Director, Kantar Marketplace, said: 
“Link AI is a hugely exciting and 
innovative addition to our portfolio 
of agile market research solutions. 
It is a truly market-leading solu-
tion, facilitating ad testing at an 
unprecedented scale. Delivering at 
incredible speed, combined with 
the power of the industry’s deepest 
ad testing database, and available 
either as self-serve or with optional 
servicing from Kantar’s expert 
team, Link AI on Kantar Market-

place should be an indispensable 
part of any marketer’s toolkit. This 
is a huge milestone for Kantar 
Marketplace and for our clients.”
Web: https://www.kantar.com/ 

RACKSPACE TECHNOLOGY 
ACQUIRES JUST ANALYTICS

Tech solutions company Rack-
space Technology will acquire Just 
Analytics, a leading provider of 
cloud-based data, analytics, and 
artificial intelligence (AI) services 
based in the Asia Pacific and Japan 
(APJ) region. Additionally, this acqui-
sition brings strong regional ties 
into the Microsoft Azure ecosystem, 
with Just Analytics recently being 
awarded four regional Microsoft 
Partner of the Year Awards.

Just Analytics was founded in 2011 
and has more than 100 employees 
headquartered in Singapore, with 
additional employee presence in 
Vietnam and India. Just Analytics 
helps clients design and create 
scalable data pipelines using its 

proprietary data platform, Guzzle, 
coupled with new-age cloud-based 
data and analytics services that 
transform data into insights, giving 
customers a unified view of their 
information assets.

“The acquisition of Just Analytics 
ties into our growing profes-
sional services focus and brings 
market-leading Cloud-based data, 
analytics and AI capabilities that 
are in demand from our customers 
and prospects,” said Kevin Jones, 
CEO of Rackspace Technology. “In 
addition, we will benefit from the 
company’s strong APJ regional 
ties, talented employee base, and 
natural evolution up the IT services 
stack. These benefits will provide 
a clear tie between our services 
and important customer business 
metrics.” •
Web: https://www.rackspace.com/ 
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S E L F- 
S E R V E

DISRUPTION
&

THE ANNUAL REVIEW OF THE RESEARCH 
TECHNOLOGY BUSINESS 

The pandemic has accelerated the wider adoption 
of online research globally, but it has also brought 
about new developments in methods and changes 
to the supply side of consumer insight.

Asia Research interviewed the heads of a range 
of research tech and insight firms to establish 
what have been some of the key developments in 
research technology in the last year.

All concur that self-serve online platforms have 
been adopted more in the past year, with more 
solution providers operating in this area.

James Rogers, Managing Director of PureSpec-
trum in Asia Pacific, comments that the market has 
evolved to utilise both ‘self-serve’ and ‘semi-self-
serve’.  The totally self-serve platforms often posi-
tion themselves as SaaS offerings, while the semi-
self-serve can be described as enterprise solution 
providers, whereby there are some service interac-
tions with the agency, and less design and anal-
ysis/reporting.  James says that users of self-serve 
tend to be small to mid-sized and agile agencies 
and brands who are working more nimbly towards 
rapid insight delivery.

Ludo Milet, Managing Director of Toluna in Asia 
Pacific, says that those using self-serve can often 
be end-clients with more straight forward question-
naires, and where speed of turnaround is crucial – 
for example, they might need to implement a study 
last minute, to field the survey over a weekend with 
results available in time for a Monday morning 
meeting.

Ludo says that pack tests are now being delivered 
in end-to-end solutions. Clients are looking to buy 
both speed and economies of scale, for example 

to undertake 20+ concept tests over a week with 
fairly minor differences between each survey.  This 
practice has been common in the West and is now 
catching on in Asia.

James Burge, Managing Director of Asia Pacific for 
Dynata, says that the pandemic has accelerated 
the need for self-serve, and Dynata have responded 
by acquiring specialist firms to increase their capa-
bilities in end-to-end solutions, for example for ad 
pre-testing.  James says that the pandemic has also 
seen steady growth in research on healthcare and 
from public sector clients.

Yukiya Nagata, CRO (Chief Revenue Officer) from 
GMO Research, says that they see two directions 
in demand for survey panels. One is for simple 
online questionnaires that are conducted by DIY 
surveys where they feed their panellists via system 
integrated API.  The other is demand for more 
complicated sampling for non-standard surveys 
such as behavioural studies, which require extra 
permission from panellists in the use of their data. 
Tetsuya states: “With no doubt these are both 
growing demands, and that is why GMO Research 
are driven towards strengthening our panel, both 
in coverage and quality, rather than expanding 
our services. There are also more collaborations in 
data happening through API integrations.”•

CHANGES TO THE MARKETPLACE

Ludo Milet from Toluna highlights that the 
pandemic has disrupted markets such that clients 
are looking more to “hyper-segmentation” – while 
there is still demand for ‘general population repre-
sentative’ surveys, brands see customers changing 
faster than ever before, such that surveys have to 
be far more focused with more niche samples.

By Piers Lee, Deputy Editor, and 
  Claudia Siregar, Co-owner, Asia Research Media
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The pandemic has seen a reduction of in-person 
research, and with it qualitative has moved more 
online.  Piers Lee, Managing Director of BVA BDRC 
Asia, says that the use of online in-depth inter-
views and focus groups has massively increased 
the geographic reach of their research.  Piers 
thinks that Zoom-based interviewing will replace 
most of their qualitative interviewing for the longer 
term.  BVA BDRC Asia in Singapore now extends 
its qualitative research right across the UK and to 
Europe, including those outside of the major metro-
politan areas.  It also uses new online channels for 
recruiting niche audiences to qualitative research 
without the need (and cost) of in-market recruiters. 

Ruchika Gupta, CEO from Borderless Access, adds 
that there has been an upsurge in digital for qual-
itative research across Asia, ME, and Africa and 
they have been recruiting a lot of candidates for 
qualitative research in the healthcare and B2B 
segments. Clients find the digital methodology very 
effective in terms of costs and the ability to observe 
groups in real time.

James Burge from Dynata says that use of more 
enriched, open-ended questions in quantitative 
surveys via video/audio is blurring the boundaries 
between qualitative and quantitative.

Technology continues to enhance both methods 
and processes – James says that AI can be used 
more for automated probing in surveys (similar 
to chatbots), and automated coding from natural 
language processing.

Many of PureSpectrum’s solutions leverage 
machine learning (ML) – James comments that 
PureSpectrum has been running ML for the last two 
years, and over time this gets stronger. James says, 
“PureScore is one of our data-science-driven assets 
that we call PureSolutions. Alongside PureScore, 
we are in the process of rolling out PureText, which 
is our NLP technology, and after that PurePrice 
which is our pricing recommendation algorithm.  
All of our solutions take millions of data points and 
lines of code into consideration; you just wouldn’t 
realize as we strive to make everything simple at 
the front end.”

Borderless Access is working with clients to develop 
“intelligence platforms”, which allow them access 
to disparate data on one platform. The platform 
can be a competitive intelligence platform or an 
all-market data platform where teams from the 
same/different markets upload their data on one 
common platform for easy access and under-
standing. Some clients are extending the same 
platform to conduct quick dipstick studies.

“Further, we have extensively built our B2B commu-
nities that are driving ‘always-on insights’ for the 
industry-leading global companies in niche B2B 
segments,” says Ruchika. 

NEW COMPETITION FOR TRADITIONAL AGENCIES 

Technology has also put data collection within 
easier reach of management consulting firms.  
Demand for consulting has increased during the 
pandemic as business models and markets have 
been disrupted.

James from PureSpectrum comments that manage-
ment consultants have embraced the opportunity 
and need to undertake more outward and deeper 
market analysis for clients.  Many have even 
undertaken brand and concept consulting work 
that significantly broadens their relationship with 
clients.  

This has resulted in some consultants developing 
specialist insight practices – EY in Australia and 
KPMG in the UK are just two examples of this.  
Notably in SEA the move by Accenture to create 
Accenture Interactive has been a big step forward. 

Ruchika from Borderless Access points out that 
their client portfolio in Asia is changing to include 
many new age companies (start-ups) that do not 
have an internal insights team.  

Companies are also now leveraging international 
networks of advisors almost akin to open-source 
insights. In this sector there are many examples 
like GLG, Guidepoint, and ProSapient who connect 
brands, consulting, and market research firms 
with current and former C-suite leaders, deci-
sion-makers, key opinion leaders, and other subject-
matter experts who can advise on clients’ specific 
industries and unique challenges.  These organisa-
tions, that are often M&A or investment focused, 
can now be seen to be hiring from traditional MR 
companies and operate as hybrid management 
consultancies with market research.  It can almost 
be considered the ‘gig economy’ of the consumer 
industry, showing how far the gig economy will 
extend into professional services in the future. •
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Since its inception in 1967, the Consumer Electronics 
Show (CES) has been the premier global event for 

technology-led brands to showcase their latest prod-
ucts and services. The event is where people go to get a 
sneak peek at the future of consumer technology – the 
first home VCR by Philips, the Nintendo Entertainment 
System (NES), the Microsoft Xbox, and even the DVD 
player all made their public debuts at CES. 

However, the increased scale of CES (from 200 exhibitors 
in 1967 to 4,400 in 2020) and the prevalence of social 
media have resulted in increased hype and coverage by 
technology reviewers and industry experts. While these 
voices are critical, the voice of the average consumer is 
far more important, as some high-profile failures, such 
as the 3D television and the Palm Pre have shown. These 
products, while lauded by industry experts, were not 
accepted by the wider market. 

To give this consumer perspective, 2CV tested 20 prod-
ucts that were introduced at CES 2022, using our Mean-
ingful Disruptive Credible (MDC) concept-testing frame-
work. 

The MDC framework was developed by reviewing 2CV’s 
extensive back catalogue of concept tests, as well as 
successful and unsuccessful real-world product launches. 
The framework determines if consumers consider a new 

product to be sufficiently meaningful, disruptive, and 
credible for a successful launch. For this exercise, we 
surveyed a nationally representative sample of 1,016 
Singaporean consumers during the week after the CES 
event. 

Of the products tested, three stood out as resonating 
strongly among Singaporeans:

CONCEPT TESTING AT CES 2022: 
ASSESSING THE POTENTIAL OF 
NEW PRODUCTS AMONG 
SINGAPOREANS
By 2CV

LAS VEGAS - JAN 09 : The 
Sony booth at the CES 

show held in Las Vegas on 
January 09 2015. Image 

via Kobby Dagan.
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1. SAMSUNG ECO REMOTE

This was the most popular product tested – it provides 
a battery-free experience by using solar energy and 
harvesting radio waves to power the device. 

High purchase intent due to it being seen as:

 Meaningful: It’s not hard for consumers to under-
stand the benefits of switching from a battery-pow-
ered remote control to free power sources – no more 
dead batteries!

 Disruptive: Although not reinventing the remote 
control, the use of alternative power sources in 
this common device was seen as highly innova-
tive 

 Credible: As a leader in home electronics, Samsung is 
seen as a credible brand to deliver this product

2. SONY BRAVIA CAM

Another immensely popular product among Singapor-
eans was the Sony BRAVIA CAM, which is a camera that 
connects to your TV and allows you to control it with 
hand gestures. It also monitors where you sit and alerts 
you if you’re too close and adjusts its brightness and 
audio based on your position.

High purchase intent due to it being seen as:

 Meaningful: Singaporeans responded positively to 
several of the product’s features – for example, the 
alert feature (when too close to the TV) was the most 
popular feature across all tested products 

 Disruptive: While similar products have previously 
been introduced, consumers found the combination 
of safety and tech features new and exciting 

 Credible: While there are some concerns about data 
security, assurances provided by a strong brand like 
Sony seemed to allay many of these fears 

3. INVOXIA SMART DOG COLLAR

Like fitness bands for humans, the Invoxia Smart Dog 
Collar monitors your pet’s vital signs – it uses a series of 
radar sensors and innovative embedded artificial intel-
ligence signals to monitor your dog’s heart and respi-
ratory rate, regardless of how furry your pet is. It also 
doubles up as a GPS and activity tracker to monitor 
their location and fitness levels at all times. 

High purchase intent due to it being seen as:

 Meaningful: Providing peace of mind when it comes 
to man’s best friend, pet owners could easily see the 
appeal

 Disruptive: While not a purely new technology, the 
application to monitoring pet health drives percep-
tions of newness 

 Credible: With familiar technology already used in 
smartwatches and fitness trackers, Singaporeans 
feel that this is a credible stretch for this technology

While analysing the results across 20 products for this 
exercise, a few common elements stood out among the 
more compelling products: 

1. Products that resonated strongly were meaningfully 
disruptive concepts, that spoke from a position of cred-
ibility
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Having a unique selling point is not enough for 
consumers; before buying, consumers want to make 
sure that the product can deliver on the promises made 
and can make a meaningful impact on their lives. Intent 
to purchase drops when one of these three factors is not 
perceived in a product. 

Below are examples of two products that did not reso-
nate strongly with Singaporeans, as they lacked in some 
key criteria: 

 EVE MOTIONBLINDS: Eve has created motion blinds 
that work with a smart home to allow you to easily 
lower and raise your blinds. The problem is that this 
is not differentiated enough, as multiple brands 
are now making their home products smart. While 
consumers saw the product as relevant, they didn’t 
rate it as disruptive enough to create high purchase 
intent.

 BEV BY BLACK+DECKER: Bev the robot bartender 
fails to excite. While pod-based drinks have credi-
bility through coffee variations, and Black+Decker is 

a well-known brand, consumers didn’t see its purpose 
in their own lives, as they didn’t see sufficient benefit 
from the machine mixing a cocktail vs doing it them-
selves.

2. There is a sweet spot for concepts, which balances 
newness with consumer understanding 

When this balance is achieved, consumers can connect 
their current experiences with the disruptive opportunity 
of the product, and as such, they are more likely to buy. 
The new Eco Remote by Samsung is the perfect example, 
where consumers can connect with the product because 
of their general understanding of remote controls, while 
appreciating the new eco-friendly features. 

These results reinforce the need for any company devel-
oping innovations to consider whether it ticks off the 
three key criteria for success: its meaningfulness to the 
target audience, its credibility to offer the innovation, 
and the extent to which the innovation is disruptive 
enough to create interest among consumers. •
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Here is what experts with first-hand NPD experience 
have to say:

BRING TO LIFE CONSUMER NEEDS

From the perspective of Bayer’s innovation expert, 
Angeliki Maragkou, the challenge is to distil the true and 
unmet consumer needs. She is convinced it is important 
to constantly thrive for cross-functional collaboration 
throughout the process and bring to life the unmet 
needs of the consumer’s journey–think about the experi-
ence early on in the process and understand the job that 
needs to be done.

At Bayer, Angeliki explained, in the late stages of inno-
vation, combining methods with multiple approaches 
minimises the risk – and every element of the innova-
tion is thought out separately and then together. The 
approach of testing with a mix of methods enables 
the simulation of different scenarios to better under-
stand the whole cycle of development, especially in the 
pre-launch stages.

MAKE IT OR BREAK IT INNOVATION

Even with vast experience as an innovation consultant, 
Managing Director at AfCE, Stijn Smet, agrees that inno-
vation is by default a risky business – some ideas will 
always end up in a dead-end street. But, for him, the 
real challenge is that many organisations either move 
forward with ideas against all the evidence due to the 
lack of alternatives, or too many potentially good ideas 
don’t end up being pursued at all.

He then focused on how successful companies do it right 
– they know how to experiment more than others and 
do so in a lean and cost-effective way. Organisations 
need to consider how to deal with more simultaneous 
ideas and come up with internally scalable innovation 
programmes that will enable intrapreneurs to derisk 
their idea slightly along the journey. 

WITH NPD, GO BIG OR GO HOME

When it comes to challenges in developing and testing 
NDPs, the Head of Insights at EyeSee, Mirna Đurić, 
noticed that one of the most challenging things for 
brands is trying to make a significant impact with incre-
mental change. 

She noted that many companies want to launch the next 
big product just by playing it safe – developing mostly 
new line extensions, spreading to new geographies with 
existing SKUs, or targeting specific SKUs from compet-
itors with similar products. Additionally, she believes 
that innovations have not changed enough, especially 
in the domain of sustainability – whether it implies inno-
vation in packaging, ingredients, or waste management.

MAXIMISE THE LEAP TO MINIMISE THE RISK

Drawing from years of research, Product Director at 
EyeSee, Marija Đorđević, reflected on how researchers 
traditionally rely on large sets of data when testing 
NPDs – collected from in-home usage tests combined 
with surveys and household panels. But, as she further 
explained, this model has several drawbacks – it is a 
very costly and lengthy process, sometimes not user-
friendly for the end customers. 

WIN THE BATTLE FOR MARKET 
SHARE: LAUNCHING RISK-FREE 
NPDS
By EyeSee

Many new products are introduced every year, but only 20% of them succeed. Every brand knows 
that planning and successfully launching New Product Developments (NPDs) is a challenge – and 

experts Stijn Smet (Managing Director, AfCE), Angeliki Maragkou (Global Strategic Insights & Analyt-
ics Director, Head of CoE, Bayer), Marija Đorđević (Product Director, EyeSee), Mirna Đurić (Head of 
Insights, EyeSee) and Milica Kovač (Product Manager, EyeSee), deep-dived into tackling challenges, 
minimising the risk in the innovation process, and why testing in the pre-launch stage improves the 
chances of success once the product hits the shelves.
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From her perspective, researchers can take a few steps to effectively 
test NPDs. First, start the process with a highly realistic online repre-
sentation of brick-and-mortar environments to provide an immer-
sive shopping experience and yield better predictions of real-life 
consumer decisions. Then, ensure to analyse the data with statistical 
rigour to understand the performance beyond SKU levels – such as 
category, brand portfolio, switching power, and cannibalisation. 

IT’S NOT A QUESTION OF IF BUT HOW TO TEST

With previous experience in insights, the Product Manager at EyeSee, 
Milica Kovač, believes that in-context testing before the launch 
significantly increases the chances of success. In her opinion, the 
logic of pre-launch testing is spreading far beyond the boundaries 
of FMCG – and the new normal even in IT product management is to 
pre-screen and test before launch. 

She argued that the real challenge is choosing an efficient and fast 
methodology to get the right answer and not the wrong assessment 
– the NPD test should be an assessment of both market potential 
and risk.•
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This has resulted in a multifaceted 
dilemma for manufacturers. Firstly, 
margin pressures on individual SKUs 
increase as raw material prices 
increase. At the same time, short-
ages and supply chain issues mean 
that manufacturers must decide 
which parts of their product assort-
mentshould have priority in distribu-
tion. Many manufacturers have been 
forced to trim their product port-
folio due to production and supply 
chain issues or to reduce pack sizes 
or counts. Therefore, marketers 
are under huge pressure to make 
complex decisions to shift pricing 
and product assortment decisions 
all at once.

The default response – namely, to let 
a combination of old consumer data 
and logistics make the decision – is 
fraught with risk. The pandemic has 
shifted consumer behaviour, with 
economic uncertainty impacting 
consumer wallets and a shift to 
digital channels from offline chan-
nels. Money can be left on the table 
with hasty pricing and portfolio 
decisions, while also giving old (and 
new) competitors an opening to take 
long-term shares. Reducing pack 
sizes and counts can also be risky, 
sometimes permanently reducing 
volume for the brand and category 
moving forward as substitutes come 
into the market.

In this complex environment, what is 
the role of research and the insights 
industry? The best way to make stra-
tegic (pricing) decisions is to take all 
relevant data sources into account. 
A holistic view is crucial, as all data 
sources have their strengths. In an 
inflationary situation, relying on past 
time series or marketing mix models 
becomes less useful, as extrapo-
lating from past price steps when 

price changes were quite small is no longer theoretically sound. The past 
few decades of stable prices or even deflation around the world cannot 
accurately inform the new normal of inflation.

Consumer-based methodologies like conjoint modelling and virtual simula-
tions – which can consider higher price variances, new pack sizes, promo-
tional mechanics, and above all, current consumer mindsets – become more 
powerful and accurate compared to other methods.  

FIGURE 1 SUMMARISES THE KEY STRENGTHS OF CONJOINT AND TIME 
SERIES DATA

Figure 1: Conjoint and time series data comparison

One of the core strengths of conjoint and virtual stores is to look forward, 
predicting the future with prices that are not on the market yet. Dealing 
with price steps of 20% or more is therefore not an issue.

Sales data is often used to look over time (including informing on season-
ality) and is therefore used to predict trends at an SKU or category level. 
Sales data can also predict share moves by extrapolating historic price 
movements, but they’re not designed to do this.

CONTEXT IS KEY TO EFFECTIVE PRICING AND PORTFOLIO DECISIONS 
DURING PERIODS OF HIGH INFLATION

Competitive context is one area that typically gets neglected in very basic 
pricing research solutions, but decades of pricing strategy experience have 
shown us that context is key. Especially since the onset of the pandemic, 
manufacturers have needed to take into account channel shifts and new 
competitors:  the marketplace isn’t a vacuum. Modern conjoint and virtual 
stores e-stores can recreate the consumer context very accurately and 
hence provide a realistic model of consumer behaviour.

As optimism grows globally that the end of 
the COVID pandemic may be in sight, manu-

facturers are increasingly grappling with a new 
challenge: inflationary pressures. Demand has 
surged after the decline caused by the pandem-
ic. Unlike some past episodes of inflation, which 
were more driven by monetary factors, current 
inflation is also being driven by supply chain is-
sues and raw material shortages. 

INSIGHTS IN AN 
INFLATIONARY  
ENVIRONMENT 

By SKIM
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UNDERSTANDING ALL THE KEY INTERACTIONS 
ENABLES SMARTER DECISIONS  

One of the core strengths of conjoint is that it enables 
users to see which brands and SKUs are interacting with 
each other. This way the manufacturer can optimise 
a full portfolio, instead of one brand or SKU only. For 
instance, if you find out Brand A users go to Brand B and 
Brand B users go to Competitor C, it would be smarter 
to increase Brand A prices, since you have a safety net 
in Brand B. This could even be the case when Brand A 
is more price elastic than Brand B, something which 
cannot be understood from a time series analysis.

UNDERSTANDING PROMOTIONAL MECHANICS 
FROM SCRATCH

Inflation can ‘push’ consumers even further towards 
promo buying, as consumers who were traditionally 
brand loyal can start to drift towards more cost-ef-
fective options. Instead of running promotions from 
previous years on ‘autopilot’, manufacturers thus need 
to take a blank-slate approach and understand which 
promotion mecanics work and which don’t work, and 
which consumers are attracted towards promotions in 
the new normal. 

CONSIDER DATA FUSION ANALYTICS AND 
CALIBRATED PREDICTIVE MODELS TO INCREASE 
SHELF LIFE OF INSIGHTS 

Inflation impacts macro-economic trends and 
consumers’ spending power.  In general, these effects 
can be measured better using longitudinal data or fore-
casting methodologies, but these can then be included 
in conjoint studies in the form of a calibration of existing 
market models.

INVEST IN COMPREHENSIVE INSIGHTS 

Pricing and portfolio decisions in the current environ-
ment are more crucial than ever before. Manufac-
turers should get a fresh and comprehensive view of 
their market pricing, assortment, and promotional 
mechanics to make these decisions. Given the present 
speed of change in the consumer’s and marketer’s envi-
ronment, such investments will give a high ROI in the 
near future. •

“ “

It was a great pleasure to work with you 
on all the Light price conjoint studies. It 
created lots of traction across markets, 
and you are our preferred supplier for 

these pricing studies in APAC. The speed, 
flexibility, and simple, easy-to-digest 
report marked SKIM above any other 
agency I have worked with to date.

 
-Head of Revenue Growth Management, leading 

consumer goods company, APAC-
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Q. TELL US MORE ABOUT PURESPECTRUM THE 
COMPANY

PureSpectrum by nature is here to make researchers’ 
jobs easier. Formed in 2015 by industry veteran Michael 
McCrary, the original goal of our platform was to 
address the accessibility of global audiences and provide 
efficiencies compounded by a clear quality offering. 
Today those goals remain the same but for end-to-end 
data collection and visualisation. We embraced client 
demand and evolved to become more than a sample 
marketplace; we are now a complete end-to-end market 
research and insights platform.

Q. HOW LONG HAS PURESPECTRUM OPERATED IN 
SINGAPORE, AND WHAT WAS YOUR REASON FOR 
SETTING UP IN SINGAPORE IN THE FIRST PLACE?

PureSpectrum opened its doors in Singapore (and APAC) 
on 1st  April, 2021. While we had been conducting busi-
ness in the region via our EMEA offices, the decision 
to open up fundamentally came down to two things: 
product–market fit and finding the right talent.

As with any product, making sure the target market 
is mature enough and the offering is in its right stage 
of development is imperative. Asia (and ANZ markets) 
have been some of the fastest to adapt and grow tech-
based platforms globally. We felt the timing was perfect, 
not just for adoption, but also for us as a company to 
expand on our global successes. Singapore was the 
logical choice given its centricity to the overall region, 
as well as its incredible talent pool and resources avail-
able for groundbreaking tech.

PureSpectrum has always attributed much of its 
success to the organisation’s talent density. And talent, 

of course, played a major role in all of our hires both 
in Singapore and also in Sydney, Australia. When oper-
ating from afar (HQ is in California), international 
employees need to have demonstrated experience and 
leadership, which is true of all six of our hires to date.

Q. WHAT WERE SOME OF YOUR KEY CHALLENGES 
IN ENTERING THE SINGAPORE MARKET?  WAS 
ANYTHING UNEXPECTED?

Probably the hardest challenge we faced as an organi-
sation entering Singapore when we did was the impact 
locally and regionally of the COVID-19 pandemic. We 
had to navigate a series of mandatory lockdowns 
restricting movement in Singapore and regionally. It 
also had a significant impact on hiring talent, espe-
cially when we needed to hire to serve the wider Asian 
markets vs local Singapore. When all’s said and done, 
however, those restrictions and challenges forced us to 
prioritise what was most important, and most scalable, 
and ultimately became the blueprint to our success.

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?

The advantage of providing a web-based Sample 
Marketplace/Insights Platform is that location, for 
the most part, is secondary to the offering itself. Yes, 
Singapore and Asia, in general, are very competitive. 
However, the efficiencies PureSpectrum provides have 
proved to be a game-changer for our clients. In just shy 
of 11 months we have onboarded well over 150 regional 
clients in 10 markets who have utilised our platform for 
over a million consumer interviews to date. Our tech-

WHAT MAKES A  
RESEARCH ENTERPRISE  
IN ASIA? 

Asia Research interviews 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 Rogers

Managing Director APAC, 
PureSpectrum

Singapore central financial district skyline at blue hour from Marina 
bay Singapore cityscape. Image via Patrick Foto.
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nology allows the customer to be in control of their 
budgets and timing. This coupled with PureScore™, 
our industry-leading respondent-level scoring system, 
makes for a very appealing offer.

Q. HOW HAVE YOU BEEN IMPACTED BY COVID-19?  
WHAT ARE YOUR PLANS FOR THE RECOVERY 
MARKET OR LONGER TERM?

If anything, COVID-19 accelerated PureSpectrum busi-
ness in the region (and elsewhere), given the accessi-
bility of our offering despite restrictions. Southeast Asia 
especially has led the way in adopting technology in 
traditional industries such as banking, telco, insurance, 
and CPG, so it’s no surprise that the pandemic expe-
dited those ‘waiting and seeing’.

We are focused less on ‘recovery’ per se and more on 
how we can help our customers, who range from tradi-
tional MRAs to media agencies and brands, to do more, 
do it faster, and ultimately make the best-informed 
decisions.

Q. WHAT ADVICE WOULD YOU GIVE A START-UP 
RESEARCH/CONSUMER INSIGHT FIRM IN SINGAPORE 
TODAY?

Ultimately the best advice I could give would be to 
stay present. For me, it’s about being aware of what is 

happening in the market now, especially when it comes 
to client demands, technologies being used, and the 
habits of the consumer you ultimately serve. You have 
to constantly question whether your approach, while 
proven in the past, is right for today. At PureSpectrum 
we always ask ourselves if we are serving the demand, 
what more we can do to improve, and what comes next.  

My final advice would be to hire well. Do not try and 
‘save’ on talent.

Q. WHAT MAKES A GOOD ENTREPRENEUR IN YOUR 
VIEW?

Over the years I think my picture of a ‘good’ entrepre-
neur has changed somewhat. Having been present at 
various stages of multiple start-ups, I have seen many, 
but I believe that there are singular traits that hold 
regardless. If we take the money factor off the table 
(which is a necessity), then adaptability, curiosity, and 
professional and personal motivations are key.  

Good/successful entrepreneurs, in my opinion, are 
pioneers with their thinking, humble with their successes, 
transparent with their failures, and celebratory of the 
achievements of those that stand with them. •
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But imagine if market research could do more than 
simply test potential new products or monitor current 
consumer sentiment. Imagine if there was a way to 
pull all the current consumer data available, filter it, 
and analyse it in a way that allowed brands to predict 
future sentiment. This kind of predictive insight would 
completely transform business strategy and product 
development. 

The fact is, this idea might not be as futuristic as it sounds. 
Emerging technologies such as artificial intelligence (AI) 
and machine learning have already transformed the 
way we collect and analyse data. It’s not such a stretch 
to imagine that as these technologies evolve, they will 
be able to sort current and past consumer insights in a 
way that allows us to predict future trends. 

DATA IN REAL-TIME

Traditional market research that takes weeks or even 
months to complete is a thing of the past. In today’s 
digital world with round-the-clock social media 
consumption and a 24/7 news cycle, consumer insights 
can change in the blink of an eye, rendering long-term 
research obsolete before it’s even completed. 

In today’s market, businesses need access to real-time 
insights that keep track of the ever-changing land-
scape, alerting them to shifting consumer sentiment 

as it happens. In response, research technologies have 
advanced so dramatically that research can now be 
turned around in a matter of days, with brands now able 
to see their survey responses filtering through in real 
time to get a sense of the findings before the research 
is even complete. 

Real-time data has transformed the way businesses 
access consumer insights. But looking ahead, we need 
to ask ourselves if this is enough to remain competitive. 
How can businesses up the ante, and move from having 
their finger on the pulse to looking three steps ahead? 
The answer will, almost certainly, be found with AI. 

INTELLIGENT INSIGHTS

When it comes to research, businesses often think the 
more data they can collect, the better. But it is possible 
to have too much of a good thing – and having too 
much data can make it impossible to analyse. The sheer 
volumes of data that can be collected – from millions 
of consumers with millions of data sources each – is 
phenomenal. But such vast quantities of data are about 
as useful as zero data if you’re unable to make sense of 
it all. And that’s where AI comes into play. 

AI has completely turned data analysis on its head. It 
effortlessly breaks down big data into easily digestible 
information, analysing it in a way that delivers rich, 

HOW AI AND PREDICTIVE INSIGHTS 
MAY PROVIDE A WINDOW INTO 
THE FUTURE 

Businesses are always trying to stay one step ahead of their customers, trying to 
develop products and services that will best suit their needs. Market research has 

always been one of the tools in the kit to help businesses plan for the future, testing 
reactions to new products or ideas before they’re widely released to the public. 

By Christine Tan, Senior Director SEA, Toluna
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detailed, and useful insights. AI won’t balk at millions of 
data points – it can sift through in mere seconds masses 
of data that humans would never be able to do manu-
ally. And when it comes to sentiment analysis and open-
ended questions – some of the most time-consuming 
aspects of manual data analysis – AI can be particularly 
beneficial. 

AI is such a useful tool that it’s quickly becoming 
industry standard for researchers. But AI’s real potential 
lies in how it might one day evolve to predict the future. 
When combined with machine-learning technology, AI 
gets more intelligent every day, learning as it goes. As it 
analyses millions of data points from millions of people 
across the globe, it starts to notice patterns. And it’s 
within those patterns that we’ll find the key to poten-
tially unlocking future insights. 

AI-POWERED DECISIONS 

We already have the ability to predict future brand 
health. Drawing on existing brand equity and knowl-
edge, Toluna has developed a uniquely holistic and 
agile approach to measuring brand health, which can 
predict future relevance and brand vitality. Based on the 
consumer attitudes and beliefs we measure today, we 
can predict a brand’s ability to have future relevance, 
and what brands need to do to fight competitive threats. 

However, running a consumer survey which tells us 
what consumer attitudes might be one, two, or even five 
years from now isn’t yet possible. But never say never. AI 
and machine-learning technologies are advancing at an 
incredible rate. They’ve already revolutionised market 
research in such a way that what used to take weeks or 
months can now be done in a matter of days. The future 
of AI-driven insights is going to be very exciting indeed. 
And if AI can give businesses a crystal ball to help them 
predict future consumer trends, it will completely revo-
lutionise business planning forever. •
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C R I T I C A L  ( O F ) 
R AC E  T H E O RY

Critical Race Theory (CRT) is being taught increasingly 
within schools and corporations.  There are various defi-
nitions of CRT, but it is sometimes referred to as ‘the 
effects of race on one’s social standing in societies, and 
the role of racism in creating inequality’.

CRT has been introduced mostly in the United States 
and primarily Anglo-Saxon nations, where some feel 
that ‘legacy issues’ have created an imbalance in races; 
something that needs to be addressed via raising aware-
ness of subconscious bias against ethnic minorities and 
through positive action, particularly in the areas of 
employment.

This teaching has been extended to some international 
schools globally, so within the BVA BDRC annual inter-
national school survey in Singapore, we asked parents 
if they would support the teaching of this theory in their 
schools.

The question was framed as: 1) the theory being officially 
endorsed by the school, 2) the theory being debated and 
challenged openly, and 3) not teaching it at all.

Schools that teach CRT tend to ‘officially endorse the 
theory’, and even to challenge it is deemed by some to 
be a sign of racism itself.  This argument can be used 
as a means to impose the teaching of the theory, as 

The majority of parents do not want schools to 
endorse Critical Race Theory, but actually to 

challenge it openly.

promoted by Robin DiAngelo (author of White Fragility). 

However, within the BVA BDRC survey, the majority 
of parents state that they would not want this theory 
‘officially endorsed’ by the school, with most opposing 
the teaching of the theory, or wanting to have it openly 
debated and challenged.

Those supporting the ‘official endorsement’ of the 
theory state that their knowledge of the topic, and in 
some cases how it has affected them personally, should 
bring the teaching of CRT to the forefront.

But the largest group are those who want CRT to be 
debated and challenged openly. Their reasons for this 
fall into two broad arguments:

ANY ‘THEORY’ SHOULD BE CHALLENGED

Unlike, for example, the laws of gravity (that are 
universal and have remained unchallenged since the 
mid-17th century), a theory is not a law.  Hence it should, 
by definition, be challenged, and children should see 
and understand opposing arguments before drawing a 
conclusion.

By Piers Lee, Director, BVA BDRC
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TO AVOID THE PUSHING OF AGENDAS:

Those teaching CRT are viewed as having specific 
agendas they want to push, or as wanting to twist the 
teaching to promote other so-called ‘woke’ ideological 
beliefs.  One parent commented that CRT should face 
the same scrutiny as anyone teaching a religious or 
political belief – it should always be open to challenge.

Parents who outright oppose the teaching of CRT think 
that the subject matter is too divisive and is count-
er-productive.  It can encourage ‘victim status’ thinking 
among children, and can generate negative feelings 
towards different races in an international school envi-
ronment that is supposed to promote ‘colour-blindness’ 
rather than ‘colour-obsession’.  Imposing such a theory 
is considered by some to be a form of ‘woke totalitar-
ianism’, whereby any environment that does not allow 
for democratic debate is a highly toxic one.  

Other parents point out that CRT is usually taught in 
terms of ‘white privilege’, which today does not apply in 
countries such as China, Korea, or Japan – these nation-
alities make up much of the international school student 
body in Singapore.  

In China, there is even a new word for wokeness – baizuo 
– referring specifically to woke white people.  It is used 
partly to laugh at America, but it has also become useful 
in directing attention on social justice issues away from 
places like Xinjiang Province onto places like Minnesota.

Some schools could attract like-minded parents by 
being very active on political and social justice issues 
– our survey shows that 13% of parents want this in 
their school.  A school could claim to have ‘higher knowl-
edge’ such that it can officially endorse CRT, but from 
our research we find that such attitudes can fuel quite 
prolific and visceral negative word of mouth about 
schools.  •
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NFTS AND THEIR 
ROLE IN THE 
METAVERSE

NFTS AND THEIR ROLE IN THE METAVERSE IN ASIA

Of late, the terms ‘NFT’ and ‘Metaverse’ have been much 
talked about worldwide. The novelty of these concepts 
has inspired debate as many are trying to understand 
them. Governments have also been part of the discussion 
as they grapple with the likely need to regulate them. 

An NFT (which stands for ‘non-fungible token’) is 
anything digital – such as an artwork, piece of music, 
avatar, image, etc – that is uniquely identifiable and can 
be sold or traded. NFT data are stored on a blockchain, 
a form of digital ledger, thus giving the owner of the NFT 
sole ownership of it and differentiating it from any digital 
replicas. 

Due to their nature, NFTs are gaining significance in 
the Metaverse, which is essentially a network of virtual 
3D worlds created for social connection purposes. The 
Metaverse serves as a platform for owners of NFTs 
to showcase their collections and build communities 
around them. Within the Metaverse, NFT avatars will 
also become important as they will be used as an indi-
vidual’s digital identity in the fast-evolving virtual world. 

NFT avatars, which are uniquely created avatars, are 
in high demand and collectors are quick to purchase 
them, especially those deemed rare and valuable. The 
authenticity and ownership of these avatars can be veri-
fied through the blockchain, and communities have been 
built around these NFT collections, with special privileges 

being awarded in the virtual world to those who own 
specific avatars. For some purchasers, these NFT avatars 
are considered digital assets that they can later sell at 
a profit.

NFT adoption is rapidly increasing in Asia, with several 
countries topping the list for the highest NFT adoption 
rates. A recent piece of research revealed that the Philip-
pines has the highest proportion of people who own NFTs, 
at 32% of those polled, followed by Thailand, Malaysia, 
and, in fifth place, Vietnam. These statistics indicate the 
rising trends surrounding NFTs and the Metaverse in the 
region.

With the Metaverse gaining popularity across Asia, people are turn-
ing to the virtual world for events such as marriages and concerts 

through the use of NFTs. 

By GMO Research
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Last month, a couple from Tamil Nadu in India decided 
to hold their Harry Potter-themed wedding virtually in 
the Metaverse, making it Asia’s first Metaverse wedding. 
GuardianLink.io, an NFT ecosystem technology frame-
work, launched the first ever Metaverse wedding NFT 
collection, which featured artwork with backgrounds 
and outfits from Harry Potter and cyberpunk, and also 
featuring classic wedding attire. Included in this collec-
tion of NFTs were avatars of the bride and groom and 
the bride’s late father. The NFT collection was sold and 
traded within fractions of a second of the platform 
launching them. An NFT of an invitation was traded for 
$4,500, almost 400 times its initial price. 

In Indonesia, famous singer and influencer Syahrini, who 
has a social media following of 38.3 million, announced a 
Metaverse tour sold in the form of NFTs, and within hours 
they were sold out. The 18,000 NFTs launched were sold 
in three pricing and exclusivity tiers, similar to how artists 
sell concert tickets. These NFTs will give owners access 
to Syahrini’s Metaverse concert – a new experience for 
many. 

The NFT uptake rate in Asia is growing positively and has 
been met with much enthusiasm. The intricate relation-
ship between NFTs and the Metaverse will allow more 
Asians to adopt NFTs. Beyond serving as a personal 
collection, they will enable many to gain access to an 
additional source of income. This unique synergy is set 
to see significant growth across Asia and beyond as the 
world shifts to embrace a virtual world. •
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KANTAR BOOSTS LEADERSHIP IN 
SINGAPORE

As the company continues to expand in the 
region, Katie McClintock has been promoted 
to Managing Director, South East Asia, while 
Emma Eichbaum moves from Kantar Thai-
land to take up the position of Head of Client 
Growth.

McClintock was most recently CEO of the 
Insights division in Singapore, before which 
she spent a decade at Kantar’s brand strategy 
specialist Added Value, latterly serving as 
CEO in Singapore, having previously been the 
business’s CEO in Greater China. Earlier, she 
was responsible for Mastercard’s marketing 
planning, insight, and strategy development 
for the Asia-Pacific region, and she worked for 
PepsiCo.

Eichbaum is moving from Kantar in Bangkok 
City, where she served as Chief Strategic 
Officer, before which she spent more than 
12 years in the city in various roles, latterly 
working as Head of Client Service - Growth 
Solutions. During her time with the group, 
she also served as Head of Kantar TNS Thai-
land, and Executive Director Kantar TNS New 
Zealand. •

IPSOS INDIA STRENGTHENS CLIENT 
SERVICING WITH SENIOR HIRES

Ipsos India has appointed Garima Mall and 
Pooja Doshi as Executive Directors with imme-
diate effect. Garima’s remit includes servicing 
Market Strategy & Understanding and Brand 
Health Tracking clients in Mumbai and Benga-
luru, while Pooja will be focusing on servicing 
key CPG accounts as well as driving business 
development.

Garima Mall is moving from Kantar and has 
previously worked with Nielsen and GFK 
Mode. Her work experience of 16 years has 
primarily covered different categories in the 
consumer and shopper domain. She likes 
unearthing human stories in data, taking 
consumer stories to boardrooms and making 
social and commercial impact.

Pooja Doshi is moving from BASES Niel-
senIQ, where she served as Director-Commer-
cial Lead. Pooja has largely led innovation 
research, leveraging consumer insights and 
analytics, helping clients build their brand 
portfolios. She is credited with establishing 
best practices. An alumnus of the Sydenham 

Institute of Management Studies, Research & 
Entrepreneurship Education, she also holds a 
BE degree from Dwarkadas J Sanghi College 
of Engineering. •

FORMER STATISTA PRESIDENT JOINS 
ONCLUSIVE AS CEO

Newly formed global media monitoring 
and measurement business Onclusive has 
appointed Manuel Moerbach as Chief Exec-
utive Officer. The company was launched in 
January 2022 following the acquisition and 
merger of Kantar’s Reputation Intelligence 
business, US-based analytics experts Onclu-
sive, and media relations platform PRgloo by 
tech investor Symphony Technology Group 
(STG). Adopting the name Onclusive, the 
combined company is a new global media 
monitoring, measurement, and workflow 
management partner for PR and communica-
tions.

Manuel Moerbach started his career in 
publishing in Germany, before joining market 
and consumer data specialist Statista over a 
decade ago when it was a five-person start-up.  
During his tenure at Statista, Moerbach was 
responsible for its hypergrowth, with the 
company growing to over 1,200 employees, 
expanding from a handful of clients to over 
25,000 customers, and becoming a market-
leading global business measured by revenue. 
Along the way, Moerbach drove a significant 
global expansion from the European base, 
starting up businesses in the United States 
and Southeast Asia to create one of the 
world’s leading business information plat-
forms.   

Manuel Moerbach comments: “I am excited to 
bring my wealth of experience around inter-
national growth and expansion and apply 
these learnings to Onclusive. I look forward to 
working closely with the team to build upon 
the strong foundations of a company created 
in response to the evolving needs of our PR 
and communications clients.”

J.T. Treadwell, Managing Director at STG, 
comments: “We are thrilled to have Manuel 
join our team. His excellent, highly successful 
experience leading the global growth expan-
sion of Statista is a terrific analog for the 
ambitions we have with the new Onclusive, 
and we look forward to building this platform 
together with him and the rest of the Onclu-
sive leadership team.”•
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Many species of butterfly can reflect and absorb ultraviolet light through spots on their wings. This light is invisible to the hu-
man eye, but butterflies can use ultraviolet light to communicate by flapping their wings.
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