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MIND THE GAP
CHALLENGES ON THE ROAD TO  
MARKETING TRANSFORMATION
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IF CREATING OUTSTANDING CUSTOMER EXPERIENCE IS MANDATORY, 

FIND OUT WHY AND HOW MARKETING NEEDS TO TRANSFORM.
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DRIVE FOR MARKETING
TRANSFORMATION.

THE
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DIGITAL ADOPTION HAS 
PASSED THE TIPPING POINT.

The need for transformation is clear. Consumer 

Digital Adoption has moved at a rapid pace in the 

past 3 years in the region. Across Asia, Digital 

Penetration has passed the tipping point and is 

now at mass penetration. Marketers can no 

longer rely on being able to reach mass captive 

audiences through core ATL channels, but need 

to make their brands matter in every channel and 

every touchpoint. The challenge is how to grow 

brand and business value through great 

customer experiences.. For millions of Asian 

consumers, mobile is now the main channel for 

discovering and researching products

a n d s e r v i c e s , f o r s e e k i n g a d v i c e a n d 

o p i n i o n s , f o r p u rc h a s i n g a n d s h a r i n g 

experiences, for customer service. In the face of 

this rapid change, many marketers are being 

tasked to lead their organisations to a next 

generation of marketing that can respond to the 

always-on consumer and, as a result, many talk of 

Digital Transformation. In fact, the transformation 

taking place in response to consumer digital 

behaviour impacts the entire marketing 

organisation and marketing funnel. So in essence, 

Marketing Transformation and not solely Digital 

Transformation is what is happening now.
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LET’S GET INTIMATE 
The majority of consumer digital experience is shaped by the big platforms - in 

South East Asia; Facebook and Google, in China; Alibaba and Tencent. These 

platforms deliver consumer experience based on intimate algorithms that 

shape the experience around that consumer. The digital world of a pregnant 

mother, for example, is very different to the digital world of a single 40 year old 

man. The content they see, therefore, should be as individually relevant as 

possible to drive higher engagement and conversion from those platforms.  

This data driven digital world is challenging marketers to find more effective 

engagement strategies throughout the marketing funnel. It demands new skill 

sets and expertise and is challenging traditional success metrics.  

This research looks at how prepared marketers are and how their organisations 

can best tackle these challenges.

The challenge is that digital 
is not merely another channel 
for targeting consumers with 

marketing messages. 
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WE’RE ALL DRIVING FOR 
TRANSFORMATION. BUT 
SOME ARE ACCELERATING 
FASTER THAN OTHERS.

Between September and November 2016, we conducted the 

Ogilvy Digital Transformation Survey. The results show that 

the journey to true Digital Transformation is, in fact, a road 

less far travelled than we might think.  

Over 90% of the organisations we surveyed described 

t h e m s e l v e s a s ‘s o m e w h e r e o n t h e j o u r n e y ’ t o 

transformation. It was evident, though, that those with e-

commerce and data driven business (IT services, 

Telecommunications and Travel and Tourism) tend to be 

further along the road. The research also supported our 

observation that categories such as FMCG, which had 

previously disintermediated consumer relationships, are 

also focusing more on Marketing Transformation. In Asia, 

global companies have undoubtedly been leading the digital 

transformation charge, but a significant number of local 

companies are now putting Marketing Transformation firmly 

on the agenda. 

However, only 17% of those surveyed confidently identified 

that they are delivering a new Digital Experience. This makes 

it imperative that 2017 is a year of focus on Marketing 

Transformation for companies and brands in Asia Pacific. 

WE’RE DELIVERING A NEW 
DIGITAL EXPERIENCE 
17.14%

WE HAVEN’T 
STARTED 
7.14%

WE HAVE A PLAN 
& ABOUT TO START 
12.86 %

WE’RE GOING 
THROUGH DIGITAL 
TRANSFORMATION 
62.86%

HOW READY AND PREPARED 
IS YOUR ORGANIZATION TO TACKLE 
THE DIGITAL TRANSFORMATION CHALLENGE?
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CUT-THROUGH ADVERTISING TO THAT

INTIMATE ALGORITHM.
OF T H E

MARKETING
IS MOVING FROM THE AGE OF
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CREATE MORE RELEVANT 
EXPERIENCES AND NEW 
VALUE FOR OUR 
CONSUMERS.”
There are clearly a number of focus 

areas for marketers on the Marketing 

Transformation journey. So we asked 

marketers what Marketing 

Transformation means to them. 

“
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WHEN THINKING ABOUT THE TERM DIGITAL MARKETING TRANSFORMATION 
WHAT ARE THE TOPICS OR THEMES THAT SPRING TO MIND?

Customer
ConsumerDigital Marketing

Big Data
Social Media

ManagementProgrammatic

CRMAnalytics
New Technologies

Efficiency

Product

DM
P

Behaviour

Pr
oc

es
sResponse

Capture

Facebook

Culture
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DRIVING 
MISS(ED) DATA

Big Data is clearly high on the Marketing 

Transformation agenda, or more specifically, how 

to harness, collate and use big data. Good user 

e x p e r i e n c e s r e v o l v e a r o u n d e f f e c t i v e 

personalisation, and you need full data sets of 

customer intelligence to provide it. In addition, 

marketers are looking to data science and analytics 

to predict consumer expectations and enable faster 

response to consumer trends. Several stated that 

building a single customer view was a clear 

ambition for Marketing Transformation.

THIS WORLD 
REVOLVES AROUND 
THE CUSTOMER
Many marketers saw achieving greater 

consumer centricity as an important goal on 

their marketing t r a n s f o r m a t i o n  a g e n d a .  

One  respondent succinctly summed up their 

definition of Marketing Transformation as 

“Create more relevant experiences and new value 

for our consumers.” “Enhancing Customer 

Experience” and “Creating Consumer Behaviour 

Change” were also clear goals.
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Marketers are manifestly embracing technology 

as part of their digital agenda. A number of 

respondents called out Marketing Automation, 

Systems Integration and Ad Tech as part of 

their vision for their Marketing Transformation.

11

EMBRACING 
NEW TECHNOLOGY

Although the priority of digital content is not a 

n e w d i s c u s s i o n , c o n t e n t c re a t i o n a n d 

management and managing new digital 

channels are plainly pressure points for 

marketers as many rightly see this as a key part 

of their digital agenda.  

DELIVERING CONTENT 
IN NEW CHANNELS
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It’s not just the travel and taxi companies 

feeling the pressure of digital disruption. 

Respondents from across categories saw 

Marketing 3.0 as a way of creating fresh 

business models. Several mentioned working 

with startups or working in more agile ways. 

One respondent remarked that their 

Marketing Transformation would mean 

embracing “Return on Failure”.

12

GETTING 
FRESH WITH 

DIGITAL DISRUPTION

OUT
Enabling the organisation was also seen as an 

essential goal, with transformation of company culture, 

employee empowerment and internal efficiency posited 

as desired outcomes.

TURNING

INSIDE
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MARKETING 
TRANFORMATION

THE GOALS OF
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seek from Marketing Transformation 
are customer-focused. 

14

THE FUNNEL     LOVEof
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‘Increasing relevance and engagement with 

consumers’, ‘transforming the way value is 

delivered to consumers’ and ‘increasing 

customer satisfaction’ made up the rest of 

the top four desired outcomes, suggesting 

that marketers are taking a full funnel 

approach to Marketing Transformation which 

now needs to operate throughout the funnel, 

extending reach , de l iver ing re levant 

engagement to drive conversion and creating 

a new value exchange and increased 

customer satisfaction to drive loyalty.

15

The fact that the number one goal cited by 

respondents is ‘extending reach to new 

audiences’ indicates that marketers are 

finding it increasingly challenging to drive 

efficiencies at the top of the funnel, both in 

traditional and digital channels. 

CUSTOMER OUTCOMES

EXTENDING OUR REACH TO NEW AUDIENCES

INCREASING RELEVANCE & ENGAGEMENT WITH CONSUMERS

TRANSFORMING THE WAY WE DELIVER VALUE TO CUSTOMERS

INCREASE CUSTOMERS SATISFACTION

ESTABLISHING RELATIONSHIPS WITH AUDIENCE THAT WERE PREVIOUSLY DISINTER-MEDIATED
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FMCG marketers also mentioned the 

objective of connecting with previously 

disintermediated audiences. FMCG 

brands are embracing digital channels as 

a way to build direct relationships with 

consumers at every stage of the 

marketing funnel, bringing them closer to 

the consumer and the purchase journey.

16
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Case Study

NESTLÉ 
INFANT NUTRITION

Nestle Infant Nutrition began to focus on digital transformation in South East 

Asia 2 years ago. They understood that today’s Millennial Mum uses digital as 

her main channel for all her information during pregnancy and early childhood. 

Their path to Marketing Transformation began with a deep understanding of the 

digital data signals coming from mums-to-be and mums to build a holistic 

overview of the consumer roadmap. 

Today, digital is a key part of their marketing mix, enabling them to provide new 

services to support mums in their pregnancy and motherhood journey and 

create new partnerships in e-commerce. As Alessandre Kellar, Regional 

Business Head South East Asia and Pacific, says, “It has been a key driver of 

success for us to use digital data to understand our consumers in-depth. For us, 

Marketing Transformation is about much more than simply marketing efficiency. 

Using digital data and consumer understanding, we can focus on delivering real 

consumer relevancy and new services to build a deeper relationship with Nestle.”
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

BUSINESS OUTCOMES
INCREASE REVENUE

INCREASING COMPETITIVE ADVANTAGE

INCREASING OUR PERFORMANCES IN E-COMMERCE

DEVELOPING NEW PRODUCTS & SERVICES

IMPROVE OVERALL OPERATIONAL EFFICIENCY 

REDUCE COSTS

REENGINEERING OUR SUPPLY CHAIN

OPERATIONAL OUTCOMES

BUSINESS 
OUTCOMES

Wanted:
The marketers we surveyed are also looking for clear business outcomes from their Marketing 

Transformation. With many organisations making significant investments in this area, 86% of 

respondents had seen significant increases in digital marketing budget in the past 3 years, whilst 

overall marketing spend remained stable, indicating that increased revenue and competitive 

advantage are clearly seen as high priority outcomes. Increasing performance in e-commerce was 

seen as a key outcome by over 55% of respondents, this slightly lower priority perhaps reflecting the 

still more nascent state of e-commerce in South East Asia.
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Reducing costs, developing new 

products and services and improving 

the supply chain were seen as lower 

priority outcomes. This would seem to 

suggest that marketing departments 

are not tasked with these areas as a 

core responsibility.

As digital transformation opens up 

new data and insights, new service 

opportunities and new distribution 

channels marketing goals need to be 

closely aligned to operational goals.

BUT THE APPARENT DISCONNECT 
SHOULD BE A RED FLAG. 

RAISE A 
  RED FLAG
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MARKETING 
TRANSFORMATION 
SUCCESS

KE Y DRIVE RS  of
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RESPONDENTS UNEQUIVOCALLY 
IDENTIFIED LEADERSHIP OF THE 
TRANSFORMATION PROCESS AS 
THE KEY DRIVER OF SUCCESS. 

Our view is that Marketing Transformation delivers 

fundamental shifts in the way a company goes to 

market, and thus needs senior executive sponsorship. 

Many CEOs, realising that they themselves are not 

digital natives or technology experts, have already 

brought in transformation agents to drive the process.  

Having the right customer insights and seamless 

integration between Marketing, IT and Sales Functions 

were also seen to be key success drivers. Internal 

expertise and finding the right partners to work with 

were seen as less critical success components.

LEADERSHIP CUSTOMER 
INSIGHTS

INTERNAL 
FUNCTIONAL 
EXPERTISE

INTEGRATION 
BETWEEN 

MARKETING, IT 
& SALES

FINDING THE 
RIGHT 

PARTNERS

3.78

3.5

2.78 2.77

2.39



IT’S NOT ALL
SMOOTH SAILING

MI
ND

 TH
E G

AP
  |

22



MI
ND

 TH
E G

AP
  |

23

OUR SURVEY GIVES A DEFINITIVE 
INDICATION OF WHERE MARKETERS WILL 
ENCOUNTER PAIN POINTS ALONG THE JOURNEY.  

As a result, our advice to marketers leading 

marketing transformation is to focus on building 

expertise, both internally and investing time to find 

the right partners to work with who can supplement 

internal knowledge with specialist expertise. 

Given the clear priorities outlined by respondents on 

customer centricity, the pain point in not being able 

to manage the complex Customer Journey 

Experience to consumers is clearly a key gap, 

probably exacerbated by oft-cited limited data 

expertise. 

The good news is that marketers in Asia Pacific do 

not see technology maturity as a barrier. However, they 

do find the technical challenges in implementation 

facing the organisation difficult to overcome.2.5 2.7 2.9 3.1 3.3 3.5 3.7

WE STRUGGLE TO FIND AN INTEGRATED AGENCY THAT 
DEMONSTRATES A DEPTH OF SPECIALIST EXPERTISE

OUR SUCCESS IS HELD BACK BY THE LIMITED NUMBER 
OF REAL EXPERTS WHO CAN MAKE AN IMPACT

DIGITAL TRANSFORMATION PRESENTS THE ORGANIZATION  WITH 
TECHNICAL IT CHALLENGES THAT ARE DIFFICULT TO OVERCOME

THE COMPLEXITY OF DELIVERING A PLANNED CUSTOMER 
JOURNEY EXPERIENCE IS A DIFFICULT TO COORDINATE

WITH LIMITED DATA ANALYSIS EXPERTISE & THE RELIANCE ON DATA TO MAKE 
DIGITAL TRANSFORMATION A SUCCESS WE STRUGGLE TO MAKE PROGRESS

DIGITAL TRANSFORMATION ENCOMPASSES A  NUMBER A DIFFERENT NEW 
TECHNOLOGIES WHICH ARE DIFFICULT TO UNDERSTAND AND HARNESS

THREE DAYS, MY ORGANIZATION PREFERS TO IN-SOURCE MARKETING FUNCTIONS AS 
MUCH AS POSSIBLE AND MY STAFF ARE NEW TO DIGITAL TRANSFORMATIONS WHICH 

MAKES PROGRESS SLOWER THAT IT MAY BE.

PROGRAMMATIC AND OTHER DIGITAL TRANSFORMATION TECHNOLOGIES ARE NOT 
MATURE ENOUGH IN MY MARKET FOR US TO BENEFIT FROM IN ANY SIGNIFICANT WAY

PERCEPTIONS ON THE CHALLENGES OF 
DIGITAL MARKETING TRANSFORMATION
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2.2 2.4 2.6 2.8 3 3.2 3.4 3.6

INTERNAL CHANGE MANAGEMENT/HAVING TO WORK WITH MANY OTHER AREA 
OF THE ORGANIZATION (SALES, IT ETC) UP-SKILLING INTERNAL STAFF TO MEET THE NEW CHALLENGES

NAVIGATING AND MANAGING THE OVERALL 
COMPLEXITY OF DIGITAL TRANSFORMATION

DEVELOPING THE NECESSARY UNDERSTANDING 
OF CUSTOMER JOURNEYS

INVESTING IN NEW MARKETING AUTOMATION 
TECHNOLOGY AND AD-TECH

GET TING EXTERNAL SPECIALIST AGENCY + 
PARTNERS COMPANIES TO WORK WITH

THE MAJORITY OF MARKETERS 
IDENTIFIED INTERNAL CHANGE 
MANAGEMENT AS THE MOST 
SIGNIFICANT BARRIER TO SUCCESS. 
Many organisations are struggling to find clear 

and manageable structures to bring together the 

different parts of the organisation that need to 

work together to deliver the change needed to 

become truly consumer centric.

When asked to rate 
the key barriers to success,

A MEASURE OF THE CHALLENGES FACED BY MARKETERS 
IN DELIVERING DIGITAL MARKETING TRANSFORMATIONS 

It is the overall complexity of delivering marketing in a 

digital world which is the key challenge organisations 

face in delivering Marketing Transformation. It is not 

just Marketing and IT that need to work closely 

together. Sales, Customer Service, R&D and Supply 

Chain Management all stand to benefit from Marketing 

Transformation and need to work in concert to deliver 

transformed customer experiences effectively.
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WHERE ARE 
THE EXPERTS?

THE VISION 
IS THERE ,

BUT
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SIGNIFICANT GAPS 
IN INTERNAL EXPERTISE

In addition, marketers identified internal enablement as a crucial 

desired outcome for Marketing 3.0. However, it seems that there 

are still significant gaps in building sufficient internal expertise 

to truly deliver Marketing Transformation.  

Expertise in data, customer measurement and marketing 

technology are critical in delivering more relevant experiences to 

consumers. These are the areas where marketers feel that the 

weakness in their internal expertise compromises their ability to 

deliver. This is a critical issue as most recognise that a solid 

foundation of data and technology strategy are key to delivering 

customer experience outcomes. 

Marketing Automation, E-commerce and cross-channel 

enablement and execution were also seen as clear gaps.



MI
ND

 TH
E G

AP
  |

27

2.7 2.8 2.9 3 3.1 3.2 3.3

TOP LINE STRATEGY PLANNING & BUSINESS FORECASTING

ADVERTISING TECHNOLOGY/AD-TECH (DMP & DSP PLATFORMS)

CUSTOMER DATA STRATEGIES

CUSTOMER METRICS & MEASUREMENT METHODOLOGIES

CUSTOMER EXPERIENCE  STRATEGY PLANING EXPERTISE

SOCIAL CRM & SOCIAL EXPERIENCE MANAGEMENT

CUSTOMER JOURNEY MAPPING

DATA ANALYSIS & DATA SCIENCE

MARKETING AUTOMATION TECHNOLOGY

CROSS-CHANNEL ENABLEMENT & EXECUTION

E-COMMERCE

MARKETING TECHNOLOGY INTEGRATION

PERFORMANCE OF INTERNAL RESOURCES 
IN DELIVERING THE IDEAL DIGITAL TRANSFORMATIONS EXPERIENCE
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UNFULFILLING 
PARTNERS As Marketing has become more complex, more 

marketers are working with an increasing number of 

partners and specialist to deliver Marketing 3.0. 

There is no longer a clear duopoly of Media Agency 

and Creative Agency or even a triumvirate with 

Digital Agencies. Management Consultancies, 

Experience Design Companies, Analytics Firms, 

Search Specialists, Technology Companies and e-

commerce specialists are now among the mix of 

partners marketers are reaching out to supplement 

external expertise and delivery capability. 

Greatest satisfaction is in the media space with 

marketers largely comfortable with partner support 

in Ad Tech Platforms.
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The biggest gaps appear in the critical area of data, 

both in data analytics and data science, which was 

rated as the least satisfactory area. Customer metrics 

and measurement methodologies also ranked low in 

satisfaction. This is an obvious gap both internally and 

from external partners. It speaks to a lack of data talent 

coming into the marketing field in Asia Pacific and also 

to the fact that few agencies have invested in specialist 

data analytics departments. 

Cross channel enablement and execution was also an 

area of low satisfaction with external partners. There is 

a deep need in marketing today for orchestration of the 

customer experience, and orchestration of the expertise 

needed to deliver it. There are indisputable challenges in 

getting external partners and experts to work together, 

especially as they are often competitors within the 

broader marketing field. It is therefore essential to find 

expertise that can enable specialists to deliver an 

orchestrated Omni-channel Consumer Experience.

29

2.6 2.7 2.8 2.9 3 3.1 3.2 3.3 3.4

Internal Performance
External Performance

TOP LINE STRATEGY PLANNING & BUSINESS FORECASTING

ADVERTISING TECHNOLOGY/AD-TECH (DMP & DSP PLATFORMS)

CUSTOMER DATA STRATEGIES

CUSTOMER METRICS & MEASUREMENT METHODOLOGIES

CUSTOMER EXPERIENCE  STRATEGY PLANING EXPERTISE

CUSTOMER JOURNEY MAPPING

DATA ANALYSIS & DATA SCIENCE

MARKETING AUTOMATION TECHNOLOGY

CROSS-CHANNEL ENABLEMENT & EXECUTION

E-COMMERCE

MARKETING TECHNOLOGY INTEGRATION

SOCIAL CRM & SOCIAL EXPERIENCE MANAGEMENT

PERFORMANCE OF INTERNAL VS EXTERNAL RESOURCES IN 
DELIVERING THE IDEAL DIGITAL TRANSFORMATIONS EXPERIENCE
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“WE NEED EXPERTS 
WHO HAVE ALREADY 

BEEN ON THIS JOURNEY. 
WE DON’T HAVE TIME 
TO MAKE MISTAKES.” 

As one respondent who works 

in an e-commerce role stated, 

In Asia Pacific there is a perceptible worry that 

the lack of these experts will hold back the 

Marketing Transformation vision.



MI
ND

 TH
E G

AP
  |

31

Do we have a clear vision of where we want to be?O1

O2

O3

Do we have board level leadership of change?

Are we transforming fast enough to keep ahead of the consumer?

Will our transformation create deep impacts across the business, 
not just for communications?

O4

O5

O6

Are we aligned on the experience outcomes for consumers?

How can we unblock internal barriers to change?

Do we have the right partners with the right skills to 
support us on the journey?

O7

KEY QUESTIONS 
ORGANISATIONS 
EMBARKING ON 

MARKETING 
TRANSFORMATION 

SHOULD BE ASKING: 
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The Ogilvy Digital Transformation Survey 2016 was an 

online market study conducted between September and 

November 2016.  The survey garnered 82 respondents. 

These contacts hold Senior Marketing positions within 

organisations, typically VP, CMO or above, holding either 

Global, Regional or local marketing responsibilities.  All 

the target organisations have more than 500 employees. 

Selected follow up face to face and telephone interviews 

were conducted with a selection of respondents.  

SURVEY METHODOLOGY
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WE ARE A GROWTH-
CREATING STRATEGY 

CONSULTING 
PRACTICE WITHIN 

ASIA'S MOST 
EFFECTIVE CREATIVE 
SERVICES BUSINESS.

34

At OgilvyRED, we tackle the toughest business, brand 

and innovation challenges that our clients face to drive 

growth and enable digital transformation. We enable you 

to find solutions in a disrupted world where brands are 

struggling to connect with consumers. 

Our world-leading customer insights, combined with 

marketing transformation expertise, helps us frame 

problems through the eyes of the customer, identify 

customer led solutions and create new business models 

for growth. We collaborate with your teams to embed 

transformational thinking within your organisation, 

working in fast sprints to bring impact at speed. 

In a coldly analytical category of greys and blues, Ogilvy 

RED stands apart: working with brand passion, 

consumer colour, and data-fuelled energy.
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CONTACT: 

  

Lucy McCabe 

President  

OgilvyRED Asia Pacific 

Lucy.mccabe@ogilvy.com 

Jerry Smith 

Chairman 

OgilvyRED Asia Pacific 

jerry.Smith@Ogilvy.com

THANK YOU


