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NEWS In Case You Missed It
GMO RESEARCH LAUNCHES
PROPRIETARY MYANMAR PANEL
Online research solution platform GMO
Research has added Myanmar as the
15th country in their online panel network Asia Cloud Panel, which consists of
more than 30 million consumer panellists
across Asia Pacific.
Recent economic forecasts for Myanmar have been positive: GDP is expected
to grow by 6.7% in 2020/2021, and the
country is seeing an increase in urbanisation, income levels, and the use of digital
technologies. This will provide numerous
opportunities for companies and brand
owners looking to access this market,
and especially the rapidly growing consumer goods and services industries.
Takashi Ito, Chief Global Officer of GMO
Research, Inc., says: “Myanmar is an important new addition to our Asia Cloud
Panel network, and it has given us access
to a new and engaged consumer base.
This will allow us to help our clients position themselves to appeal to consumers
in this quickly expanding market.”
GMO’s Asia Cloud Panel reflects the di-

versity of Asian markets, and so the new
high-class Myanmar panel will add to the
body of research in Asia as a whole and
respond to the need for insights on an individual country level.
“With our proprietary Myanmar panel we
are strengthening our Asia Cloud Panel,”
Takashi Ito further comments. “This puts
us in an even stronger position to be able
to connect with Asian consumers, build
on our local knowledge, and provide
valuable insights to our clients.” •
METRIXLAB UNVEILS 24-HOUR AD
TESTING TOOL
Digital research agency MetrixLab has
launched a new tool which enables
clients to pre-test advertising in just
24 hours. ACT Instant uses machine
and deep learning elements of artificial
intelligence to predict advertising
performance without the need for
surveys or respondents. At launch the
solution is available in the US for mobile
social video and will roll out globally for
other ad formats.
ACT

Instant

utilises

best-in-class

custom algorithms to code ads across
130+ variables. The level of granularity
and data this provides is unparalleled
in copy testing, enabling MetrixLab to
provide more detailed recommendations
to clients than ever before. Machine
learning-based predictive modelling is
used to ensure that overall performance
predictions align with the validated copy
testing approaches that MetrixLab has
historically used to test thousands of ads
each year. •
NPD LAUNCHES E-COMMERCE TOY
TRACKING SERVICE IN CHINA
Retail data agency The NPD Group,
Inc. has rolled out its Toys E-commerce
Tracking Service in China, covering online sales of toy products. The addition of
China marks the 14th country that NPD
tracks for the toy industry.
Available in October 2019, The NPD
Group’s E-commerce Tracking Service in
China is available to subscribing clients
on a monthly basis, giving them more
timely access to emerging trends and
the ability to react faster to those trends
ahead of the competition. •
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INSITES CONSULTING ACQUIRES ABN IMPACT FOR 		
MAJOR EXPANSION IN ASIA

F

ollowing this announcement, Asia Research interviewed
the CEO of InSites Consulting, Kristof De Wulf, and Maz
Amirahmadi, CEO of ABN Impact (now ABN Impact | InSites
Consulting), to learn more about their objectives for Asia
and the potential for insight communities in these markets.
Kristof De Wulf comments: “Asia accounts for nearly twothirds of global economic growth. The region remains the
world’s most dynamic place, being home to almost 60% of
the world population and leading the pace in many aspects
of the digital revolution. Hence, it is no surprise our global
clients are investing heavily in the region to drive their
global growth ambitions.”
To support its expansion into Asia, InSites needed to
acquire a ‘like-minded agency with similar skill sets’, more
specifically in the specialist area of insight communities.
These are proprietary consumer panels set up and managed
for specific clients to provide a range of consumer insights
on product, service, and market development.
ABN Impact leads in insight communities in Asia, and we
asked Maz about the application of insight communities
and how they came to lead in this area.
Maz states that about 60% of ABN Impact’s revenue is now
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Maz Amirahmadi

InSites Consulting

ABN Impact

generated from insight communities, and this is growing.
Insight communities have been very strong in the US and
Europe, but other agencies have struggled to develop
these communities in Asia, partly because of their lack of
knowhow about how best to market these solutions to
clients.
The key to ABN’s success in this area was really focusing
on insight communities in its marketing, acquiring the best
technology, and recruiting the right staff to manage the
panels and service the accounts.
Insight communities have been used for a wide range of
applications, including innovation, branding, and customer
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experience. But one of their key benefits is that members feel
engaged and motivated to do research because they are
working in collaboration with the brand.
Maz comments: “Asia is becoming a hotbed of global
innovation and we’ve witnessed more and more brands
investing significantly in setting up global innovation centres
in the region. In addition, Asian corporations are increasingly
looking at global markets for growth, and this requires
consumer insight outside of their home markets.”
While much of the research industry is under pressure,
particularly from clients insourcing their research, insight
communities are a fast-growing business for specialist
agencies. Maz comments that while some clients like to
insource the management of communities, a do-it-together
model is typically more successful. Building and sustaining

insight communities requires both specialised software and
specialised research professionals, and so it’s often a question
of blending the right level of insourced and outsourced
research through these communities. ABN Impact has set
up communities across various categories, but has had
particular success in finance, telecommunications, and fastmoving consumer goods.
With the acquisition of ABN Impact, InSites Consulting will
have a revenue of over €65 million, and 600 staff across 17
locations. This acquisition nicely coincides with ABN Impact
celebrating its 10th year in business.
In the new organisation, Maz will stay as CEO of ABN Impact
| InSites Consulting, while Scott Lee, former Chief Client
Officer at ABN Impact, will become Senior Client Partner. •

THE ASIA RESEARCH BREAKFAST SEMINAR

THE THREE As OF
MARKET
RESEARCH

I

n September, Asia Research held its 16th breakfast
seminar in Singapore at the Goodwood Park Hotel. ‘The
Three As of Market Research’ brought together papers on
some of the hottest topics in research this year: artificial
intelligence (AI), analytics, and (in search of another ‘A’)
activation, an umbrella term to describe how research
needs to deliver more sales for clients.
Four papers were presented from a range of agencies
and consultants, and we feature articles from each of the
speakers in this edition of Asia Research.

REELING THEM IN – THE PATH TO CUSTOMER
ACTIVATION THROUGH SOCIAL MEDIA

B

DRC presented a paper that addressed the tricky issue
of how brands today should acquire new customers
when so many channels to customer activation have been
closed.
For example, telesales has traditionally been used by financial services companies to find new wealth management
customers, but this is becoming less effective as a means
of ‘opening doors’ to new customers. BDRC commented
that legislation itself sometimes prevents companies from
contacting consumers (e.g. ‘do not call’ registries), and the
overall cost of lead generation is increasing. In the case of
private banking – the example given in the paper – the cost
of acquiring a high-net-worth customer can be in the tens
of thousands of dollars.
Many organisations are seeking to streamline and scale
their client acquisition through social media. Chatbots are
now being used to engage in ‘intelligent conversations’
with potential customers. But BDRC argued that using so-
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cial media to engage with customers is only effective if the
client has a proper understanding of the consumer, and this
is only achieved through research.
BDRC actually has a clever way of researching more
wealthy audiences via their partnership with one of the
global distribution service providers, the technology firms
that issue travel itineraries to the hundreds of thousands
of people who book air travel through online travel agents
each week.
By inserting an advert for a travel-related survey, BDRC is
able to access air travellers, and by natural incidence picks
up more frequent travellers, but also more wealthy individuals who would be the target for wealth management companies.
While the participation rate in these surveys is very small,
by virtue of the sheer number of travel itineraries issued,
BDRC has been able to generate large samples of wealthy
consumers globally.
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In their presentation BDRC showcased a ‘global persona’ survey that categorises people into segments using
well-known personality segmentations – for example, the
Five-Factor Personality Model (OCEAN).
By understanding personas, as well as their lifestyle, attitudes, and interests, brands are better equipped to implement social media campaigns to engage with consumers
and ultimately convert them into customers. An example
was given of how a life insurance company in South Africa
used chatbots and a type of ‘gamification’ to engage customers according to their risk appetite.
The conclusion was that social media would actually break
down the traditional barriers to sales, allowing brands to
become more global, while at the same time reducing the
cost of customer acquisition. •

SOLVING REAL BUSINESS PROBLEMS AND
DELIVERING REAL RESULTS
D

uxton Consulting presented a paper with a communications focus and went on to win Best Paper in our post-event
survey.

6

Laurenz Koehler, a partner at Duxton Consulting, argued
that there has been a fundamental change in their corporate culture with respect to marketing communications.

This change of mindset, with its focus on evaluating real
market impact, has resulted in a greater focus on data analytics at the expense of market research.

Chief Marketing Officers (CMOs) are now accountable for
both sales and return on investment (ROI), stated Laurenz.
Thinking has become short term, such that the corporate
mindset is shifting from taking the time to get things right,
to acting now and seeing if it works, and evaluating real
market impact, not theorising and planning.

Companies can now analyse their own first-party data: it’s
free, it’s real time, it delivers factual behavioural information, it keeps growing, and it’s predictive. And most importantly it is hard data, as opposed to information from market research, which is soft data.
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Laurenz stated that the main problem with first-party ‘hard
data’ is that you are fishing in the same pond, constantly retargeting the same pool of people. But this is where market
research can combine with data analytics to deliver revenue
growth from new prospects.
Duxton Consulting is combining market research and big
data analysis to make marketing expenditures more effective, accurate, and cost efficient. They call this ‘3D profiling’,
and it combines real-life choice modelling with classic market research and data analytics.

Duxton Consulting WINNER OF THE BEST PAPER
Duxton Consulting presented a case study on how they developed a choice modelling tool ‘conjoint analysis’ that allowed them to quickly and inexpensively generate a detailed
profile of which people want which products/services, which
specific product features most appeal to them, and at what
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price. This ultimately delivers a clear prospect profile for a
specific brand, and an understanding of what features, promotional offers, and pricing attract them.
In addition, and with their agreement, Duxton can tag respondents and track their online activity.
This final online tracking element enables Duxton to deliver a
‘3D customer profile’, including 1D socio-demographics and
psychographics, 2D product and feature preferences, and 3D
online behaviour.
3D profiling has three very tangible marketing benefits: 1) a
product can be optimised to deliver the attributes that attract
a specific consumer profile; 2) the messaging can be tailored
to the known preferences of the prospect profile; and most
importantly 3) it can create a ‘lookalike’ profile to precisely
target those people who are most likely to buy that product
and have that website behaviour.
Laurenz claimed that the CMO is now more satisfied because marketing expenditure is a lot more targeted and cost
efficient, and the response rates are a lot better for an improved ROI. •
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BIG CONSUMER DATA: THE GOOD, THE BAD,
AND THE UGLY
B

ig data, customer relationship management, customer
analytics, and other similar terms are hot topics right
now, with companies investing substantial time and funds
to try and use their customer data to improve their performance. Yet most companies report poor returns from these
efforts and struggle to make them work. In his talk, Mike
leveraged his experience using customer analytics to address this opportunity and discuss common pitfalls, good
practice, and other tips for getting the most from your customer data.
Mike began by sharing a few good examples (Tesco in the
UK, location data testing in Australia), counterbalanced by
some too-often bad examples (airline and hotel retargeting,
LinkedIn suggesting an MBA information session to a Harvard MBA) and some really awful examples (Facebook selling him bras!). He reminded the audience that the objective
of leveraging customer knowledge to achieve higher customer satisfaction and profitability is not new; rather the
challenge is to scale from individual actions (Peg’s Diner) to
thousands or millions of customers.
He then shared three thoughts on how to deliver better results.
First, he quoted Ted Levitt and Jerry McGuire to highlight
the need to focus on output, not tools, and financial impact
(“Show me the money!”), not activity. He then shared his
concept of BS (business significance), which assesses cli-
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ent uncertainty and value at risk as a helpful way to identify opportunities.
His second point was that understanding how analytical
techniques work is critical. That includes:
• correct usage of basics like averages, which are often
misused to create meaningless numbers;
• remembering that correlation is not causality; and
• challenging whether the metrics being used are
aligned with the business purpose of the analysis.
Finally, he suggested that creativity was a missing element
in many big data efforts. This is especially true when creating sufficiently tailored offers for analysts to target, as it
is futile to target undifferentiated offers or communications.
He also posited that qualitative research has a major role
to play to go beyond behavioural data and understand why
consumers act as they do. He ended with a plea for clearer,
more concise communications, suggesting that often the
insight was obscured by dense charting and verboseness.
Mike recently published his first (and last) book, 52 Things
We Wish Someone Had Told Us About Customer Analytics,
co-authored with his son Alex. The book captures real-life
lessons they learned over their careers, with a focus on
practical applications of analytics that connect methodologies and processes to create impactful outcomes. •
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CAN BEHAVIOURAL INSIGHTS IMPROVE
SURVEY RESPONSE RATES?
A

t the Asia Research Seminar, 2CV presented a paper
looking at how their knowledge of consumer behaviour
relating to areas such as consumer decision-making can be
applied to encourage better response rates to surveys.
2CV pointed out that an increasing challenge in market research is participation, and achieving good representation
in samples is crucial to delivering useful insights. As more
clients look to tap into customer databases for participants,
the challenges are shifting. Samples sourced from these
databases have inherent biases that need to be mitigated
as much as possible. 2CV argued that the key bias is brand
enthusiasm: those who associate with the brand the most
– usually the most frequent users – are far more likely to
respond to a survey.
To counter this, the research industry usually looks to incentives to give participants a reason to respond – but these
don’t guarantee success, and at worst can increase costs
with minimal impact.
2CV wanted to look beyond incentives to see what else
might help, so they decided to experiment with a little nudging. What if we used behavioural science to make participation feel more inviting and to increase survey completion
rates? What if a simple shift, like changing the content of
our script for email survey invites, helped to increase clients’
return on investment for survey work?
The 2CV test
2CV used six variants of a key line within their standard
email invite text: one control line and five test lines, each
inspired by a different behavioural insight. Six randomly selected cells of 22,000 contacts were used to complete the
test. The six variants were:
1. Control
We’re always trying to improve our products and services
for our customers. That’s why we’d really appreciate it if you
filled in our short survey about your experience of [BRAND].
2. Endowment
We’re always looking for
ways to improve the products and services you own.
Your views and opinions are
a vital part of this process
– that’s why we’d really appreciate it if you filled in our
short survey about your experience with [BRAND].
3. Loss aversion
We’re always trying to improve our products and
services for our customers. Don’t miss out on great
[BRAND] experiences. Make

Connect with Asia Research Media

the most of our products and services in the future by filling
in our short survey.
4. Personalisation
You have been chosen to take part in our survey. Help us
improve our products and services in the future by sharing
your thoughts about [BRAND].
5. Social proof
We’re always trying to improve our products and services
for our customers. The feedback we receive every day from
customers like you helps us do this. Join the many customers who have let us know what they think about their experience with [BRAND] by filling in our short survey.
6. Endowment + social proof
We’re always looking for ways to improve the products and
services you use. Your views and opinions are a vital part
of this process. Join the many customers who have let us
know what they think about their experience with [BRAND]
by filling in this short survey.
The results
2CV found that personalisation provided a significant uplift
in completion rate above both the control and the other test
variants.
With this inexpensive intervention, 2CV discovered that
language emphasising personalisation is most effective
in this case. The uplift of +1.6pts in survey completion
amounts to +25% on the control cell, which can be used
to increase the breadth of the sample, reduce bias, or reduce the number of contacts required by 20% to achieve
the same sample. Either outcome is a huge gain, making
clients’ money go further.
There is one caveat that 2CV pointed out: these findings
may not apply to other categories and situations, so it pays
to test your own variations to see where improvements can
be achieved! •

Response rates
8.1%
6.5%

6.5%

6.6%

Endowment

Loss aversion

Endowment + social
proof

Personalisation

Negative

Nil

+1.5%

+25%

6.0%

6.1%

Control

Social proof

% increase over
control message

Negative
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EVENT REVIEW

RESEARCH & RESULTS 2019
R

esearch & Results 2019 ended on a high note this year with an enormous turnout.
With almost 3,400 participants and more than 185 exhibitors from 24 countries,
the highly successful event was held at the MOC Munich congress centre this October.
Event organiser Martin Sippel sums up the event: “Research
& Results remains a ‘must attend’ for industry players from
all over the world.” The world’s largest market research
show continues to outperform year after year and shows
no signs of slowing down.
Despite being in its 13th year, the show has continued to
attract new participants, with close to 50 new exhibitors
this round, from full-service agencies and start-ups to
online companies and specialist providers, alongside major
agencies like GfK, Ipsos, Kantar, and Nielsen.
Registered visitors enjoyed free admission and were treated
to an enriching mix of exhibitions and an extensive seminar
programme. 84% of the visitors were (very) satisfied,
according to the visitor survey conducted by cluetec and
Psyma. Hot topics this year included artificial intelligence,
digitalisation, and social networks.
In addition to 104 free workshops, the new Innovation Area
was back again this year, to the delight of the participants.
This open forum of 30 concise, rapid-fire presentations
was highly popular, discussing topics on cutting-edge
issues in the industry. This round, dominant topics included
automation, artificial intelligence, and social networks.
The first session kicked off with a blast at 10 am on the
first day, with the subject ‘Discover the Unconscious: with
Machine Learning from EEG-Data into Insights in Only 24
Hours’, and ended on the second day with finding and
interviewing suitable respondents in social networks. •
Research & Results will be back again next year on the 28th
and 29th October 2020 at the same venue. Admission is free,
as usual, for registered visitors. For more information, visit
www.research-results.com
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FOUR WAYS TO INCREASE MARKETING
RESEARCH EFFECTIVENESS
A

fter attending a WARC seminar on marketing effectiveness this morning, I left with a strong impression that
many recent findings in marketing science are struggling
to find acceptance in marketing and in my own profession
of market research. A recent book, Eat Your Greens, published by APG, dives deeper into many of these marketing
insights, so perhaps it’s time to grasp their implications for
how we conduct market research.
The fallacy of heavy and light brand users
In many research studies, we studiously separate heavier
and lighter users of specific brands to understand why they
are different. However, the marketing science data shows
that, on average, they are not. When studied over longer
time periods, all brands follow a predictable distribution of
sales and the vast majority of consumers are ‘light users’.
Heavier usage may reflect heavier involvement in the category, associated with habitual behaviour rather than
‘brand love’, but heavier users often become lighter users
at a later point in time (regression to the mean). In general,
sales growth comes from growing the number of buyers of
a brand and not the frequency of buying.
Lesson #1 for market research: focus more on the underlying category drivers rather than specific brand users and
‘heavy’ buyers.
The importance of understanding mental associations vs
product ‘features’
One of the most important ways that brands are remembered and recalled is through mental associations with a
particular context (time, place, social situation) that are
linked to specific brand assets (colour, symbol, sound,
smell). These mental associations work in networks, with
one triggering the other, and these triggers are particularly
important at point of sale.
Research shows that these associations have far more impact on brand choice than the typical features and attitudes
that are often the focus of research. In this respect, brand
choice is like voting – at the end of the day, people vote for
the ‘values’ they believe in rather a laundry list of policies.
Lesson #2 for market research: understand the mental associations of a brand both with the context of use and its
most distinctive assets that trigger purchase and consumption.
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The implicit mind is more important than the explicit brain
There is overwhelming evidence that the short- and longterm health of brands comes from emotional appeals that
resonate with customers (up to eight times more impact in
advertising).
That doesn’t mean that all brands and advertising need to
be ‘happy, happy’, but rahter that emotions act as the most
important of all memory triggers, linking a brand to relevant
context and customer needs, and to the feelings that are
associated with its use. This is critical for understanding the
long-term health of any brand.
Lesson #3 for market research: too much research focuses on very rational (explicit) questions, so we need to find
practical approaches that capture implicit emotional responses.
Why research findings should always be placed in a local
cultural context
Perhaps the most important aspect of context is local culture, especially in Asia, with its huge population and diversity of people and cultures. Rather than researching the demographics of your target customers, consider researching
the values of the ‘tribe’ your client wishes to influence.
Cultural context creates the strongest emotional engagement with audiences, and this is consistently seen in the
most effective advertising campaigns across Asia. For example, recent campaigns by Ariel in India (‘Share the load’)
and SK-II in China (‘Marriage market takeover’) demonstrate the value of culturally informed advertising campaigns to create emotionally powerful and distinctive communication, with a huge impact on both brand sales and
social change.
As Umma Saini writes: “In a low attention economy, people will always have time for things that matter to them
deeply.” Or to adapt a well-worn cliché: “Culture eats brand
strategy for lunch.”
Lesson #4 for market research: bring cultural insights into
the heart of many more research projects, rather than adding them on as an occasional afterthought when standard
approaches don’t work. •
By Neil Gains, Tapestry Works
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PEOPLE SECTION

NEW HIRE FOR GMO RESEARCH EMEA
Fiona Fu has been hired as Business Development Director, EMEA at GMO Research, Inc.
With her vast experience in the luxury retail industry as Business Development
Manager, Chinese Consumer for Smythson of Bond Street, she has worked
closely with market researchers to analyse consumer trends for brand positioning and product development.
Takashi Ito, Chief Global Officer of GMO
Research, Inc. says: “Fiona’s extensive
client-side experience will be invaluable.
She is coming to the role from the other
side of the research coin – the end-user
– so we are excited to see what her fresh
perspective can bring.” He further comments: “Fiona will be a very good fit for
the company. Her ability to align research-based proposals with clients’ intentions will add value for our clients,
both existing and new.” •
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ADOBE HIRES NEW HEAD FOR THEIR
REGIONAL RESEARCH TEAM
Nanda Kambhatla will lead Adobe’s research initiatives in the APAC region, including artificial intelligence, natural language processing, machine learning,
big-data analytics and insight, and content intelligence technologies. He will report to Dr Shriram Revankar, Vice President and fellow, Adobe Research.
With more than 20 years of research experience, Kambhatla is renowned for his
expertise in the areas of AI, natural language processing, machine learning, and
related fields. Previously, he was the Vice
President of Enterprise AI at Symphony
AI, helping to build their next-generation
technology platform for applied AI and
machine learning. •
GLOW NAMES NEW
GROWTH FOR APAC

HEAD

OF

SaaS research platform Glow has appointed Oscar Mora as the Head of
Growth for Asia Pacific.

Fiona Fu
GMO Research

Oscar Mora
Glow

Oscar will be responsible for driving the
company’s commercial agenda to ensure
the next generation of data and insights
solutions is powered by Glow’s innovative SaaS platform.
“Oscar is bringing to Glow his enthusiastic and passionate approach – backed up
by 15 years of experience and critical
skills in business expansion and execution in the insights, analytics, and technology industry in Australia, Europe, and
South America,” said Glow Australia’s
Managing Director, Derek Brown. •

