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Foreword

A BRAVE NEW WORLD
 
The world of branding has evolved, and 
change is always constant. But the fact of 
the matter remains, ‘Communication is more 
about content than just ads’. The demands of 
the communication industry is transforming. 
Enabled with cutting-edge technology and 
the co-creation of content, communication is 
indeed becoming an engaging conversation. 
It’s more content than just advertising today.

In my experience spanning over 30 years 
across advertising, digital media & television 
broadcasting, I have seen it is the passion 
for the consumers, which drives a brand. It 
boils down to placing consumers’ interests 
as the focal point. This effective orchestra-
tion, coupled with innovation is what sets a 
benchmark of the illustrious distinction of an 
Admired Brand.

An admired brand status value-adds promi-
nence and sets it apart from its competitors. 
This exposition that you are about to read is 

burgeoning Asian regions - South East Asia, 
GCC Nations and the Indian Subcontinent. 
The edition constitutes the top 100 Admired 
Brands across all industry categories and fea-
tures a few prominent leaders who have the 
distinction of leading these brands through 
a notable and impressive journey. These are 
brands that have strived to deliver exceptional 
reliability and extraordinary followership.

This platform is an international stage on 
branding to recognize and pay tribute to 

brands and leaders, by rewarding and rein-
forcing their remarkable journeys. 

We have come across numerous university 
papers, research documents and business 
reports on the fact that the Asian economy 
was dominated by giant conglomerates with 
a global presence from the likes of Japan, 
China, South Korea and Taiwan. This very 
dominance often overshadowed eminent 
players setting benchmarks from the rest of 
the region. Today, these brands have broken 
through global barriers and challenged the 
market dynamics of Asian economics.

Economics. Who would have thought this 
four-syllable word would someday dictate the 
fate of earth. Progress. Growth. Development. 
All follow The Mighty Economics.

A lot has happened in the last 50 years. The 
all-powerful West has shown signs of fatigue 
and there are visible chinks in its armour. 
Though they are home to some of the biggest 
brands in the world, their weaknesses have 
been exposed. The recent economic slow-
down validates that argument. This bring us 
to the East.

The earth’s access is tilting. Eastwards. Asia 
in particular. China has become a behemoth, 
with India steadily pacing itself, taking the 
second position. Every second day, a headline 
reads about how economic dynamics of the 
world have changed, and inadvertently, there 
is mention of these two growing economics.

Made in China has become a buzzword, even 
a bone of contention for a lot of purists. From 
Louis Vuitton to Apple, all products are made 
inside the dragon’s furnace. Such is the power 
drift of the new-age market. India is not far 
behind. With the new government doling out 

Make in India Campaign, this trend is only 
going to get stronger with each passing year.

But there are challenges to this phenomenal 

being number one. Another major threat 
following Asia's growing economic power 
could be translated to greater political and 
military struggle, thus raising the potential 

mean damages, enough to send us back to 
the stone-age.

Having said that, there is no denying that it 
is rise of the new world order, with Asia at 
the helm. This rise is just beginning, and if 
the big regional powers remain stable, while 
improving their policies, rapid growth could 
continue for decades.     

SUNIL LULLA 
Chairman & Managing Director, Grey Group-India
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Editorial
Move over, world. Asia has arrived. 

Brand Asia has been making headlines for 
quite some time now. Some of the fast-
est growing economies are here. China has 
become a behemoth. India is imposing its 
presence steadily. If we bring in Japan, with 
its arsenal of world-renowned companies, 
such as Toyota, Honda, Canon, Hitachi, Mit-
subishi, the equation changes even further. 

Made in China has been a bone of conten-
tion for the West. At least for the consum-
ers. From computers, smartphones, tablets, 
apparel to furniture, tiles, food and every-
thing in between, The Dragon has been 

Lenovo, Motorola to Prada, Armani, Burberry 
and D&G, every company has set up its man-
ufacturing base in China. Therefore, it is no 
surprise that we are witnessing a dawn of a 
new era, an era where we are making history 
by creating history.

In this ambit, we also have a cluster of coun-
tries in Southeast Asia that are pushing the 

an indelible mark in the world economy. 
Countries like Malaysia, Singapore, Thailand 
and Indonesia. This stretches to Southwest 
Asia too, with Dubai as the epicentre. 

IT & ITES are staples of these countries, with 
global giants setting up their manufactur-
ing and customer service bases here. Cheap 
labour, hardworking mindset, immense tal-
ent and of course a burning desire to succeed 
are making this part of the world sleepless, 
and along with it, burgeoning powerhouses 
in their own rights. There is also South Korea. 
The land of global phenomena - Samsung, 
Hyundai and LG.

This brings us to India. 

India is probably the biggest market in 
this part of the world. It undoubtedly has 
immense buying power. People have the 
money, and they are spending it with aban-
don. This trend is evident with Apple launch-
ing its products a few weeks if not simultane-
ously with the US, compared to two or three 
years ago, when we were an after-thought 
for the world’s most valuable company. 

That aside, India is also witnessing a rise of 
giant killers. Airtel, Micromax, Flipkart are 
some examples that elucidate the point. 

However, not all heroes are remembered or 
appreciated. This is where we come in. VWP 
World Brands is one of the few brand evalu-
ation companies of the world, where merit 
prevails over everything. We are here to 
change the world, one evaluation at a time. 
Admired Brands of Asia is a small initia-
tive in that direction. This platform has been 
designed and conceptualized to celebrate 
the spirit of Brand Asia, particularly South-
east Asian Countries and UAE. This book 
chronicles their success stories and details 
out their contribution in making Asia the 
economic powerhouse it is today. 

Admired Brands of Asia is a culmination the 
hard work spread across one year, where each 
participating brand was researched and sent to 
a jury panel for evaluation. After their evalua-
tion, the list was sent to our processor advisor 

companies that have become an integral part 
of the foundation of this giant called Asia. 

As we culminate this year with a bang at the 
Asian Brand Conclave on February 20, 2015, 
I would like to thank everyone in this book 
for their dedication in making this world a 
better place in more ways than one.

Lastly, I would like to sign off with -  Promis-
ing Asia is passé. It’s Admired Asia now.

PARTHA S. LAHIRI
Managing Editor

VWP World Brands
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Dear Readers

Asia’s growing prominence on the global 
stage is giving rise to a new generation of dis-
tinct Asian brands with global appeal. Smaller, 
more regionally focused Asian businesses are 
beginning to realize the strategic importance 
behind branding. Not only can it enhance 
shareholder value and help businesses deliver 
competitive returns, but it can also serve as 
a catalyst for better, more effective leader-
ship, and provide a shared vision for all levels 
of any business’s operations. Branding must 
start in the boardroom, and brand-driven 
companies must possess innovation, lead-
ership, and culture to create a compelling, 
valuable brand. Once companies create their 
individual brands, it is vital that these compa-
nies avoid complacency and ensure that their 
product matches its promise. Additionally, 
I have always emphasized the need to take 

Asian businesses must have the courage to be 
different on a global level, and stay loyal to 
their Asian roots. 

Long gone are the days of Western brands 
dominating the global landscape. A new 
generation of Asian brands are emerging on 
to the global stage with great success. On 
the 19th of September 2014, Chinese owned 
Alibaba group began trading on the New 
York Stock Exchange. Within two and a half 
hours the shares were selling at US $92.70 

more than Facebook. Familiar with Western 
brands trying to break Asia, we take a look at 
the mirror image. While the rest of the world 
tries to crack Asia, we look at how Asian 
brands plan to break out and dominate the 
US. Only recently, Micromax has overtaken 

South Korean giants Samsung to become 
the largest mobile phone supplier in India in 
Q2 2014, according to independent market 

Research. As per the report, Micromax's 

displaced from the pole position. The Global 
500 list of the world’s largest companies saw 
China’s 95 companies (up from 89 last year) 
post $5.8 trillion in revenues. Brand Finance 
released their top 500 brands of the world, 
and we saw Asia as a whole has 108 brands 
present in the top 500. This includes 1 brand 
from Saudi Arabia and 3 from UAE. Japan is 
best in Asia with 52 brands. China followed 
with 26, Korea has 11, India has 6, Hong Kong 
and UAE have 3, Malaysia, Singapore and Tai-
wan had 2 each and Saudi Arabia had 1.

The dynamics of the global economy are 
being altered by Asian brands, at an alarm-
ing rate. The world looks on as the likes of 
Alibaba, Air Asia and several other Asian 
brands look to dominate the global econ-
omy. We brace ourselves, for the imminent 
phenomenon of these Asian brands to stand 
on the shoulders of giants!

 Dhruv Bhatia
 Features Editor
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Admired 100 Asia is a research-based listing 
on 100 brands across different categories. An 
industry research across a total of 25 catego-
ries in Asia was conducted on an initial list of 
2,000 brands and shortlisted to 100. 

RESEARCH METHODOLOGY

Undertaken by White Page International, 
Admired 100 is poised to showcase the exalt-
ing journey of the elite brands in the largest 
continent, Asia. The exercise features brands 
across 14 industries. 

PHASE I

A list of industries and categories was initi-
ated, and the entire research platform was 

Indian Sub-continent. 

A preliminary list of 2,000 brands across 14 
industries and 25 sub-categories was drawn 
up by White Page International, with respect 

MARKET STUDIES

INDUSTRY WHITEPAPERS

CATEGORY-SPECIFIC BRAND REPORTS

BRAND-SPECIFIC SCRUTINY

AUTOMOTIVE

BFSI

EDUCATION

ENERGY & POWER

FOOD & BEVERAGE

HEALTHCARE

HOUSEHOLD PRODUCTS

INFRASTRUCTURE & REAL ESTATE

IT & TELECOM

LIFESTYLE

PERSONAL CARE

RETAIL

SERVICES

The resultant list contained 500 brands. 

PHASE II

The resulting list of 500 brands generated 
region-wise was scrutinized and graded on 
a scale of 1-10 and shortlisted down to 200 
brands by the preliminary jury with research 
papers supported by White Page Interna-

Brand Recall: A measure of how well a brand 

consumer-connect activities, like TV com-
mercials, print adverts, radio jingles, digital & 
social marketing, and other engagement and 
promotional activities.

Brand Trust: Factors that enhance consumer 
involvement, loyalty, consumer relationship, 
and price sensitivity for the brand to have 
extensive followership and large customer 
base.

Research Methodology 

& Selection Process
VWP World Brands, in association with White Page International, conducted a research to select 100 
Admired Brands of Asia. The research was done on parameters, such as Brand Trust, Brand Recall, Growth, 
Brand Value Proposition, Marketing Connect and Innovation Quotient across difference categories.

PHASE III

The 200 shortlisted brands were studied and 
graded in another round of scrutiny by the 
eminent panel of jury members, with diverse 
geographical representation and the research 
team at White Page International. All the data  
of these brands was supported by a research 
document, which was sent to the jury mem-
bers and Ernst & Young LLP. Based on which, 

list of 100 selected brands was consolidated 
as a result of this phase. The parameters for 

Brand Value Proposition: The functional, 

that have contributed to providing an endur-
ing brand experience to customers.

Marketing Connect: Brand marketing strate-
gies that have effectively penetrated consum-
ers established a meaningful relationship with 
the target audiences and ensured positive 
brand perception, inclusive of advertising and 
promotions.

Innovation Quotient: Brand derived strength 
from innovation as a sustainable differenti-
ating strategy, adding to long-term brand 
equity.

Process Advisor - Ernst & Young LLPResearch Partner

PARTICIPATING COUNTRIES
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www.whitepageinternational.com

White Page International is a global consult-

brand consulting and research. The goal is to 
create a substantial and lasting improvement 
in the performance of its clients and strength-
ening their brand value. White Page aims to 

is what drives its focus and efforts to be the 
ideal partner for its clients.

The White Page team is an exuberant group 
of individuals from different backgrounds and 
nationalities sharing the common passion of 
creating an impact by the work they do. 

The work is driven by 3 simple principles 

create it

help make a brand

to truly understand the people who 
share it

White Page was born out of the need to cre-
ate a platform for brands to communicate 
with their audiences in a manner that is easily 
understood.

What drives their business is the zeal to 
make clients successful by making the most 
informed decisions possible. The research 
conducted by White Page, is supported by 
R&D on the latest industry trends and lead-
ing analytical techniques. The expertise lies 
in performing complex studies analyzing 
data and interpreting results leading to most 
informed decisions through tools like Brand & 
Consumer Research- Industry Research- Trade 
Researches Case Studies & White Papers. 

  Provide strategic insight into market 
entry strategy development, customer 
behavior studies, new product develop-
ment, brand health studies, competitor 
research, and sales growth strategy. 

  Strategic insight and analysis on more 
than 50 different industries 

In today’s market where brands are getting 
tangled in ineffective and big budget com-
munication and eventually get plunged into 
the abyss of anonymity, White Page Interna-
tional provides solutions that are based on 
market reality.

WHITE PAGE INTERNATIONAL
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MANOJ ABRAHAM MATHEW

East, North Africa, Turkey and Pakistan, 
Zee Network

Manoj A Mathew is the chief content & cre-

North Africa, Pakistan and Turkey). He has 
over 20 years experience in the media, mar-
keting and advertising business, of which 
13 are in international markets that include 
Middle East, North Africa and Europe. Manoj 
has spent his last 10 years with Zee Network, 
handling various portfolios, including their 
foray into the Arabic TV business with Zee 

SUNAYNA MALIK
Managing Director, Text100

A communications professional with more 
than 25 years of experience, Sunayna has 
been with Text100 for over nine years  
now. In her capacity as its managing  
director, she holds responsibility for the 
overall leadership, strategy and direction of 
Text100 network in India. As a lead consul-
tant, she is directly involved with some of 
Text100’s key accounts across India, includ-
ing Lenovo, IBM, Uninor, BlackBerry, Ericsson, 
Maruti Suzuki, Lupin, Max Group, Yahoo! and 
SanDisk, among others. 

SUNIL LULLA 
Chairman & Managing Director 
Grey Group India

Sunil brings depth and width of experience 
spanning over 30 years across multiple indus-
tries to GREY Group - India as its chairman 
& managing director. Sunil has spent over a 
decade in advertising and 16 years in televi-
sion broadcasting. He has been a prominent 
member on many boards and forums of 
the broadcasting industry where he shaped 
policies and set industry standards and best 
practices.

JURY

KAVITA LAKHANI
President, LinOpinion GolinHarris India, 
Executive Vice President, Lowe Lintas &  
Partners & Co-Chair, India, 
IPG Women’s Leadership Network

A seasoned communications professional, 
Kavita has to her credit two decades of 
experience in public elations. She assumed 
national responsibilities at LinOpinion Golin-

has more than quadrupled in size and con-

margin. Recruiting and career development 

Kavita’s chief responsibilities. 

WINNIE LYN 
Managing Director, Mindshare Taiwan

Winnie Lyn, GroupM veteran, and head of 
media for L'Oréal Taiwan, is the managing 
director of Mindshare Taiwan. Prior to tak-
ing on this new role, Lyn spent 12 years as a 
client side marketer for some of the world’s 
biggest brands, including L'Oréal, Heineken, 
Nestlé and Pillsbury. Lyn also spent a few 
years at GroupM's sister agency MEC, where 
she was executive deputy GM for their Taiwan 
operations.

OLIVER EILLS
Regional Director - Publicitas, Middle East

Oliver has dedicated his professional life to 
transnational marketing and advertising. 
Since 2007, he has worked for Publicitas, the 
world's leading overseas media specialist, 
working with corporate clients and adver-
tising agencies to develop sophisticated 
media solutions, in collaboration with media 
partners, in all corners of the world. He has 
been privileged to work with some of the 
most-trusted and globally respected media 

Allgemeine Zeitung, NIKKEI and The Times, 
to name a few. In 2011, he was promoted to 
Managing Director of Publicitas's UK opera-
tions. In 2013, he relocated to the UAE to 
focus on developing Publicitas's newly-
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HIMANSHU SHEKHAR
CEO, ASEAN Mindshare Indonesia 

Himanshu Shekhar is currently the CEO of 
Mindshare Indonesia, and a media leader, 
with over 16 years of diverse experiences 
across two of the world’s largest emerging 

An advocate of non-traditional thinking, 
Himanshu has been pivotal in transforming 
Mindshare into a strong digital player. 

JOSEPH GEORGE
CEO, Lowe Lintas

With almost 25 years of experience in adver-
tising, he has had an un-interrupted stint of 
over 23 years with Lowe Lintas. He started 
his career in 1990 with Leo Burnett, Mumbai, 
where he was exposed to the ‘process’ of 
copy strategy on the P&G business. He then 
joined Lintas Mumbai in 1991, starting off on 
the Cadbury’s and Johnson & Johnson Baby 
business. After spending 15 years between 

India, and working across a range of clients.

OTHER CONTRIBUTORS 

YAMINI SHARMA
AMERICAN EXPRESS

NISHANT JAYASWAL
WIDEN+KENNEDY

TANIA MUSTAFA
ROBERT WALTERS

YASIR YOUSUF
PRO DESIGN LLC

AAMIR BASHIR
VIACOM 18

PIYA SAIGAL
CONDE NAST

SUMIT RAINA
ET NOW

SUMIT KAPOOR
PROMOGRAM ASIA

MONICA TATA
Managing Director - HBO South Asia

Monica Tata is the managing director, HBO 
South Asia. Based out of Mumbai, she is 
responsible for steering and overseeing all of 
HBO’s initiatives across South Asia. Monica 
has over 24 years of media experience, which 
were primarily spent in Star TV and Turner. As 
head of the HBO Operations for South Asia, 
Monica oversees various initiatives to sup-
port revenue growth and enhance the com-
pany’s offerings in India and its subcontinent.
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THE CHANGING FACE OF  
MARKETING IN APAC
In the last decade, the APAC region has seen 
rapid growth and change on the back of some 
key trends that are sweeping the world. More 

half of the world’s smartphone users live in 

world’s population!

Increased internet and mobile uptake, extensive 
use of social media, development and deploy-
ment of innovative apps for global and local 

imagination and wallet of these digital citizens, 
who are demanding that products, services 
and experiences be customized to their needs 
and wants. Traditional methods of marketing, 
built around impersonal, one-to-many com-
munications are no longer effective and these 

marketing professionals are communicating 
with, and marketing to their target constitu-
encies. Seasoned marketers are scrambling to 
adapt quickly to the new ways in which people 
are now behaving, connecting and consuming 
information.

Micro targeting is the new name of the game 
and there is concerted focus on seriously 
analyzing individual consumer personas, so 

communications and content can be customized 

habits, aspirations and challenges. Increasing 
reliance on data and analytics is a growing norm 
and the art of marketing, now has a strong sci-

devise more targeted go-to-market strategies.

content creation as it enables communications 
professionals to put together compelling, cre-
ative and pointed content that is both pertinent 
and credible. Content marketing is increasingly 
becoming the critical underpinning of marketing 
strategy and marketers need to make sure that 
content is both customized and visible across 
various platforms, where their audience constit-
uencies spend the bulk of their time. Only then 
can they hope to achieve salience and credibility 
for the brands that they represent.

As such, all media vehicles across Earned, Owned, 
Paid and Social media are being deployed by 
brands to listen as well as talk. Each medium 
offers its unique attributes and this integrated 
approach helps foster the feeling of conversa-
tion with customers, making them feel that they 
are being heard and acknowledged. The rela-
tionship between a business and its customers 
thus becomes more dynamic,fuelled as it is by 
active two-way discussion and dialogue. 

In today’s scenario therefore, the old market-
ing credo of delivering the right message to the 
right audience at the right time,now has a key 

the right channel. It is therefore imperative that 
marketers devise channel-agnostic solutions for 
marketing and branding initiatives, as the lines 
of demarcation are blurring and the future lies 
in seamless integration amongst earned, owned, 
paid and social platforms. 

While designing content a critical component 
that needs to be kept in mind is the need to 
adapt content across multiple screens. As 
mobile proliferation scales up, the pattern of 
information consumption is also changing and 
a shift in thinking is called for. For millions of 
people across the APAC region, their mobiles 

window to an amazingly connected world. Mar-
keters need to keep this perspective in mind 
when they develop their content, marketing and 
branding strategies.

These new paradigms are bringing in distinctive 
shifts in marketing across the region. Experi-
ments and learning are underway as marketers 
seek to drive customized yet cohesive initiatives 
across diverse media channels to maximize out-
reach and ROI.

SUNAYNA MALIK
Managing Director, Text100
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MANOJ ABRAHAM MATHEW

A BRAND SOUL

bottom lines, lies the soul of a product - ‘the 
brand’. The product can be of any class, any kind, 
every product or service has its own intrinsic 
DNA, which is its very existence. As we move into 
newer markets, bigger operations, mergers and 
acquisitions, let's ponder over why the product 

life form we are now seeing a great thrust in each 
one of us to answer certain intrinsic questions 
of ‘who am I?’ It in no longer enough for us to 
have great jobs, bigger paychecks and perks, or 

is this movement, this silent revolution to cre-
ate happier corporations, happier countries and 
happier beings. Many of us are in search of a 
happier self, the mantra is to live in this moment, 
to live in the now. Companies who understand 

wealth and abundance. We are doing little acts 
that are nurturing our soul, we are creating a new 

existence. Some practiced this for a long time 
and some are moving into this zone now. There 
is a humane side to any brand, and the products 
which demonstrate this humane side to its cre-
ators, custodians, stakeholders and consumers, 
are the ones that jump off the curve and show 
phenomenal growth. We see this specially in the 
digital space where a 10-15 year old brand has 
achieved more in its life span than others with a 
life span of over 50 years. These brands have bro-
ken all conventional rules of engagement, they 
have dared to walk the path less trodden.

Similarly we see the renaissance of the true 
understanding of ‘branding’ and ‘brand’. Any 
branding exercise is most of the times top down. 

then its custodial team of developers, vendors, 
partners, marketers, and others in the pool. It 
is key that each of these stakeholders have a 
clear understanding, ownership and responsibil-
ity of the brand. With the evolution of media, 
a brand needs to better understand the reason 

for its being there, it needs to share the same 
passion, emotion and integrity for what it stands 
for. There have been many cases of doing things 
for the sake of doing, especially in the area of 
celebrity brand endorsements wherein the 
celebrity and the brand have nothing in com-

spoke about ‘soul branding’ I believe we the cus-
todians of the brands should remember that the 
soul remains in the control of the community of 
its consumers, especially in the digital age and 
not in the board room of the corporation, we are 
just facilitators of that brand.

Every brand needs its nourishment similar to 
how we beings require ours. Here again it needs 
its physical; its mental and its soulful nourish-
ment. Successful brands are those which have 
got their optimum nourishment, they leave a 
legacy behind.
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Three deeper trends are at work. First, labour 
costs are rising across the region, and East Asia’s 
workforce is ageing. Second, Asia’s middle class 
is becoming more demanding. They are no lon-

they want clean air, safe food and more leisure, 
and are madly in love with the internet. Third, 

-
nationals, which have invested $2 trillion in Asia. 
They also now use the same cheapish labour, 
and overall, they have far more sophisticated 
supply chains, brands and R&D. 

The days when Asian brands were unsophisti-
cated and simply copied Western brands are 

are building their own identity and they see 
branding as a powerful enabler, a platform to 
grow internationally. With their home markets 

-

such as refrigerator brand Haier, plan to auto-
mate factories and get into more intelligent 
products. Once dismissed as “body shops”, 

big data. 

Brands will be key to survival in the coming era 
of hyper competition. Companies in emerging 
Asia have global aspirations, but success over-
seas will only come with a brand that consumers 
and governments trust. Each aspiring brand in 

this context, role models from developed mar-
kets in the Asian region offer important lessons. 
Over the past 50 years, the Japanese and Kore-
ans have successfully embraced branding, and 
companies such as Toyota and Samsung now 
lead their sectors. Lenovo, a thriving Chinese 

and is equipped with foreign staff. Huawei has 
overtaken Ericsson in telecom equipment. India’s 

Sun Pharma is now one of the world’s biggest 

has hired footballer Lionel Messi and Bollywood 
actors Varun Dhawan and Parineeti Chopra to 
advertise its services abroad. 

The routes that brands take onto the world stage 
are varied, but certain trends do exist. One, in 
particular, is the choice of markets that brands 
decide to enter. Brands pushing out of their 
home nations in emerging Asia do well to con-

are rapidly growing markets where competition 
from Western companies is lower, as is prejudice 
towards their brands.

-
lished brands in mature markets, a short-cut to 
owning a global brand. But successful acquisi-
tions require great management skill. The Tata 
brand is one of the best known in India and 
most highly regarded. Even though it has made 

Tata has wisely decided to avoid any thought of 
rebranding these assets. Tata means nothing to 
Mrs Patterson in Bedfordshire, but Tetley means 
a great deal. The conglomerate has launched a 
more subtle campaign to win foreign friends, 
bringing young graduates from Europe and 
America’s leading universities to India to see 
Tata’s much admired CSR programs at work. 

One of the biggest challenges facing Asia’s 
emerging multinationals is the “country of 
origin effect”. Asian brands are perceived as 
inferior because they come from an emerging 
market. The recent spate of scandals in China 
involving essential products such as milk pow-
der has aggravated the problem. I think this 
is a temporary problem. But it is one that will 
need to be considered carefully in devising 
branding strategy. 

So is 'Asian' really a bad word then? Quite the 
opposite actually, if only Asian businesses will 
garner the courage to stand apart on a global 
level, and proudly uphold their Asian roots. 
Here's how it's done. South Korean cosmetics 

popularity, can increasingly be found at high-
end retailers in the U.S. Instead of opting for 
a Western-oriented narrative in its branding, 

by touting its use of traditional Asian botani-
cals—green tea, bamboo sap, and red ginseng 
to name a few—in its skincare and beauty lines. 
South Korean models grace the brand's adver-
tising as well. Japan-based Uniqlo, Thailand-
based Jim Thompson, and China-based Huawei 
are other uniquely Asian brands that have made 
a successful bid to become globally-known 
household brand names. 

So what else has changed? The western outlook 
for one. Attitudes and perceptions in the West 
towards Asian cultures, and consequently Asian 
brands, are seeing a dramatic shift. Previously, 
Asia was viewed as a homogenous bloc with a 
population that preferred Western products. 
Today, thanks to globalization, Asia is seen as a 
modern, diverse continent bursting at the seams 
with innovative ideas and much more to offer 
the rest of the world. In essence, the stage is set 
for a new wave of Asian brands. Get ready to wit-
ness some real action.
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THE CHANGING FACE  
OF MARKETING IN APAC 

Have you ever participated in a brand quiz? Increasingly, Asian 
names are seeming to muscle their way in to every one today. 
Simply because the world and their mother knows them. Toyota 
and Sony from Japan, Samsung and Hyundai from South Korea, 
Singapore Airlines, Haier and Lenovo from China, Tata and Info-
sys from India and Hong Kong’s Esprit fashion label, are only a 

led global corporate order. 

Tectonic shifts are taking place in economics, geopolitics and 
society today. Looking for a common thread? The rise of Asia 

are underway globally. Fasten your seatbelt and get set for some 
serious number-crunching... In 2015, while advanced economies 

the world’s manufacturing... Howzatt for Asia's rising prowess! 

one-third of global middle-class spending is by Asians. 

to be lapping it up. As they get more and more 'e'nabled, they 
compete better and stronger on a global scale, causing dis-
ruptions in consumption patterns through e-commerce. Just 
sixty years ago, the picture in Asia was very different. It was the 

and butter from being faceless outsourcers - the unsung back-
end - serving customers in other parts of the world. Today, this 
business model is coming under pressure as rising costs are 
squeezing margins thinner than ever before. The rules that have 
governed Asian capitalism are changing. 
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