
In the latest publication from R3, we explore how 
Asia’s CMOs are driving brand growth in an 

increasingly complex region.

The Region

Today, Asia 
accounts for

40% 
of the 

global economy

60%

Research shows that

83%
of people in emerging Asia 
show trust in brands

(
which is significantly higher 
than the global average of

50% )
However,
those same people report that 
they wouldn’t care if 40% of 
brands in the region 
disappeared

whatever
In developed Asia, 
that number is

  89%

The Challenges 

41%
name managing an 
increasingly complex
business landscape as 
their GREATEST CHALLENGE

When asked 
“What keeps you up at night,”

24%
of the respondents 
said digital 
technology

24%
said aligning marketing 
with the overall 
business strategy

and another

55%
more budget allocated 
to understanding their 
consumer market.

The Future

Only 3% of the CMOs surveyed for the 
book totally agreed with the statement

our marketing 
strategy is innovative“ ”

and just 7% said that Asia CMOs are 

to navigate their 
brands into the future
“ ”very prepared

44.8% said that

consumer experience & engagement

would be the most import-
ant factor to stay ahead of 
competition going forward

By 2020,

of the world’s millennials will 
live in Asia.

of the region’s CMOs of CMOs stated they need
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