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Methodology
In	H1	2016	WBR	Digital	surveyed	400+	senior	

marketing	professionals	across	Asia	on	behalf	

of	Criteo.	Respondents	included	102	retailers	

from	Australia	and	New	Zealand,	150	retailers	

from	South	East	Asia*	and	153	retailers	from	

India.	All	respondents	were	Heads/Directors	of	

Marketing,	Digital	Marketing	Directors	or	others	

of	similar	standing.	

The	survey	was	conducted	by	appointment	over	

the	telephone.	The	results	were	compiled	and	

anonymized	by	WBR	Digital	and	are	presented	

here	with	analysis	and	commentary	by	WBR	

Digital	and	strategic	insights	from	Criteo.

*For the purposes of this research piece, South East Asia was defined as 
Malaysia, Taiwan, Singapore, Philippines, Thailand  and Indonesia.
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Profile of Respondents

Mobile accounts for a growing 
share of web traffic in Australia 
and New Zealand.

Which title best describes your position at your organization?

CMO	/	VP	level					57%          Director	level					10%          Executive	level					32%

What proportion of your online traffic and sales comes from the following devices?

Smartphones,	now	with	

larger	screens,	fast	wireless	

broadband	and	seamless	

synchronization	between	

web	and	app,	will	push	

mobile’s	share	of	online	

sales	to	parity	with	desktop.	

Mobile	devices	are	also	

closing	in	on	desktop	in	

both	conversion	rates	and	

average	order	value.	

SEA 
Mobile	website
(smartphone	+	tablet)
Traffic Share   27%
% of sales   23%

Mobile	App
(smartphone	+	tablet)
Traffic Share   12%
% of sales   12%

Desktop	website
Traffic Share   61%
% of sales   65%

IND 
Mobile	website
(smartphone	+	tablet)
Traffic Share   25%
% of sales   21%

Mobile	App
(smartphone	+	tablet)
Traffic Share   11%
% of sales   11%

Desktop	website
Traffic Share   64%
% of sales   68%

AUS/NZ 
Mobile	website
(smartphone	+	tablet)
Traffic Share   28%
% of sales   24%

Mobile	App
(smartphone	+	tablet)
Traffic Share   8%
% of sales   8%

Desktop	website
Traffic Share   64%
% of sales   68%

36%
AUS  NZ

	 Insight from Criteo:



Web traffic share from smartphone
and tablet is growing in India and 
South East Asia.

SEA

Region

Which title best describes your position at your organization?

CMO	/	VP	level					57%          Director	level					10%          Executive	level					32%

What proportion of your online traffic and sales comes from the following devices?

ASIA PAC (total) 
Mobile	website
(smartphone	+	tablet)
Traffic Share   27%
% of sales   23%

Mobile	App
(smartphone	+	tablet)
Traffic Share   10%
% of sales   10%

Desktop	website
Traffic Share   63%
% of sales   67%

39%

36%

IND
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Introduction
Retail	in	Asia	is	experiencing	a	surge	of	economic	activity	

which	is	unlike	anything	we’ve	seen	in	the	region	before.	Not	

only	are	consumers	buying	more	online,	but	they	are	also	

spending	more	time	on	their	smartphones	and	tablets	than	

ever	before.	This	gives	marketers	an	unparalleled	opportunity	

to	precisely	target	their	campaigns	based	on	behavioral	and	

demographic	data.

Innovation	is	at	the	core	of	this	new	data-driven	approach.	For	

marketers,	this	means	empowering	themselves	with	cutting-

edge	tools	designed	to	help	turn	customer	data	into	action.	

However,	doing	this	effectively	is	not	always	as	easy	as	it	

sounds.	Poorly	defined	goals,	siloed	working	practices	and	

legacy	systems	are	some	of	the	issues	holding	retailers	back.

Success	means	crafting	a	strategy	which	enables	marketers	

to	harness	customer	data	to	deliver	personalized	messages	

and	relevant	content	in	real-time,	irrespective	of	the	device	the	

customer	is	using.	A	focused	message	targeted	to	the	right	

customer	at	the	precise	time	of	need	is	a	guaranteed	formula	

for	profitable	outcome.

This	report	highlights	how	some	of	the	biggest	multichannel

retailers	in	Asia	are	approaching	these	challenges,	what	the	

critical	success	factors	are,	and	how	performance	marketing	

is	changing	the	game.
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Taking Aim at 
Big Data

Online advertising and marketing goals: 
The priorities
Ranked as an average by order of popularity 
between 0 (lowest) and 7 (highest).

Increase brand awareness

Deliver product 
advertisements that 
accurately reflect customer 
data and relationships

Increase customer lifetime 
value and loyalty

Capture and act upon 
relevant shopping data 
for our customers

Decrease ad waste 
and inefficiency

Increase click-through
and conversion rates

Increase usage/downloads
of your mobile app

Retail	in	Asia-Pac	is	already	very	competitive,	and	is	likely	to	become	even	
more	in	the	coming	years.	Therefore,	although	brand	awareness	remains	
the	top	focus	for	retailers,	improving	the	delivery	of	data-based	personalized	
messaging	and	improving	customer	lifetime	value/loyalty	has	also	become	
increasingly,	if	not	equally,	important.
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Raising brand awareness is always important but it is interesting to see 

that delivering personalized ads based on customer data, and improving 

customer life-time value and loyalty, are also among the top three online

marketing goals for retailers in Asia. This shows that retailers have realized 

the importance of running campaigns that deliver personalized experiences

powered by customer data. They are focused now on long-term customer 

loyalty, rather than looking solely at click-throughs and conversion rates.

	 Insight from Criteo:
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5.25

5.43

4.5

3.59

3.45

2.92

2.85
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Online advertising and marketing goals:
The challenges
Respondents were invited to select all  
that apply.

Properly segmented market/ 
consumer-level data

Difficult to achieve and/
or justify ROI

Finding the right 
solution providers

Lack of management/
department support

Silos/organizational 
structure

Lack of technical 
knowledge

Lack of budget

Retailers	have	huge	amounts	of	market	and	consumer	data	but	to	have	it	
properly	segmented	for	delivering	personalized	messages	remains	a	big	
challenge	for	55%	of	retailers	in	the	Asia-Pac	region.

A	common	problem	is	dealing	with	the	sheer	amount	of	unstructured	data.	
Retailers	often	also	find	it	difficult	to	manage	multiple	data	sources	and	
legacy	systems.

Marketers	in	Asia-Pac	also	struggle	to	directly	attribute	ROI	to	their	
campaign	investments	(53%),	and	in	finding	the	right	solution	providers
for	their	needs	(50%).

Currently, only a handful of companies are able to effectively leverage 

customer data across devices and platforms. Even with probabilistic and 

deterministic matching now possible, most retailers still struggle to follow 

customers in their journey across different devices and channels.  

Retailers should look for an ad-tech partner that can enable them to use 

deterministically matched and actionable real-time customer-level data, 

and provide a holistic, single view of the customers’ browsing patterns 

and intent.

	 Insight from Criteo:

50%

53%

55%

44%

42%

39%

15%

It’s not how much data you have, 
it’s what you do with it that counts



Display 
(e.g., banner ads, etc.)

Paid social (e.g., paid 
advertising on social media 
platforms)

Search marketing (e.g., paid 
search, SEO)

Email marketing

Native advertising

I’M TALKING TO YOU - YES, YOU!

Advertising budget spend vs. 
allocation for revenue

Display	accounts	for	the	biggest	share	of	advertising	budget	and	revenues	
across	the	Asia-Pac	region.

It’s	also	the	only	area	of	budget	investment	where	the	revenue	generated	
exceeds	the	budget	spend,	albeit	by	only	one	percent.

Marketers	in	Asia	are	predicting	growth	in	a	number	of	key	channels	in	the	
next	12	to	18	months.	The	most	commonly	cited	growth	channel	was	mobile	
and	cross-device	advertising	(75%),	followed	by	search	marketing	(69%)	and	
paid	social	(60%).
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Display accounts for the largest share of budget as well as revenues 

because personalized retargeting campaigns have transformed 

display ads from being impersonal and irrelevant to now being highly 

personalized and relevant. These results also show that the general 

perception that banner ads don’t work is inaccurate.

	 Insight from Criteo:

Mobile is an established channel for online transactions in Asia and 

mobile phones are at the center of the experience for the connected 

consumer. Retailers need to ensure that their online advertising 

campaigns and buying experience reflect the fact that the majority of 

users now visit them from multiple devices – in fact, nearly four-in-ten 

e-commerce transactions now involve multiple devices before the 

purchase*. Therefore advertising campaigns should be activated on all 

devices and all properties fully tagged to leverage both mobile 

and desktop.	

Source: Criteo State of Mobile Commerce Report, Q4 2015

	 Insight from Criteo:
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28%

21%

21%

9%

20%

29%

21%

21%

9%

19%

% of advertising budget

% of revenue generated

Where the eyeballs go, the money follows

The path to purchase is no longer linear
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Which channels will see the biggest growth 
in the next 12 - 18 months?

Mobile and cross-device 
advertising

Search marketing (e.g., 
paid search, SEO)

Paid social (e.g., paid 
advertising on social 
media platforms)

Native advertising

Video advertising

Email marketing

Consumers	are	spending	more	time	on	their	smartphones	than	ever	before.	
Targeting	these	consumers	is	now	a	significant	focus	for	marketers.	Mobile	
and	cross-device	advertising	is	the	largest	predicted	area	of	growth	over	
the	next	12	-	18	months,	followed	by	search	marketing.

60%

69%

75%

42%

35%

12%

Identifying users as they move across devices is 
key to cross-device advertising
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Which of the following challenges
have you experienced in onboarding
and running your cross-profile,
personalized advertising program?

Identifying the best 
technology partner and 
accuracy of the solution?

Lack of internal knowledge/ 
skills to run the program

Lack of coordination 
between stakeholders 
(e.g., marketing, analytics/ 
customer intelligence, 
eCommerce, etc.)

Difficulty maintaining 
customer data quality 
across systems

Difficulty dealing with the 
latest privacy standards 
and best practices

Finding	the	right	partner	that	can	enable	them	run	cross-profile,	
personalized	advertising	campaigns	is	one	of	the	biggest	challenges	for	
retailers	across	Asia-Pac	(65%).	Another	big	challenge	is	the	lack	of	internal	
knowledge	or	skills	to	successfully	execute	a	project	(55%).	These	results	
highlight	a	skills	gap	in	the	market	which	retailers	are	struggling	to	fill.

As retailers invest in new technologies, they must make sure that they 

also have the expertise and operating resources in place to manage 

customer interaction in real-time. Very few ad-tech companies 

currently have the expertise to create and execute multichannel, 

cross-device advertising campaigns at scale. When choosing a 

partner, retailers should carefully consider that the company will also 

enable them to comply with all the privacy considerations.

	 Insight from Criteo: 65%

55%

50%

53%

59%

Personalizing for 
Performance



What percentage of your digital budget will 
be invested in cross-channel advertising 
(retargeting or personalized ads) 
capabilities over the next 12-18 months?

Percentage
of budget

Share of 
respondents

0-20%

21-40%

41-60%

61-80%

81-100%

Cross-channel	advertising	campaigns	are	clearly	a	big	priority	for	marketers	
over	the	next	12	to	18	months.	More	than	four	in	ten	companies	are	planning	
to	spend	between	41%	and	60%	of	their	budgets	on	such	campaigns	during	
this	period.

	 Performance Marketing: Asia

In the past, the main barrier to cross-channel/device advertising was to 

identify shoppers across different devices to enable personalization. But 

the future is bright, as new cross-device technologies can now provide 

user identification with exact matching. Exact match is the most reliable 

method to engage multi-screen users in a consistent and connected way.

	 Insight from Criteo:
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3%

51%

41%

6%

0%

Knowing is better than guessing
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Driving Mobile 
Engagement

Native apps: 
Marketing priority
Ranked by order of popularity from
(4) highest to (0) lowest.

Engaging with
existing users

Increasing monthly
active users

Driving conversions
from existing users

Driving new installs/
downloads

Retailers	are	looking	for	better	ways	to	engage	with	their	existing	app	users	
and	to	make	them	visit	more	often	and	spend	longer	time	using	their	apps.	
Inspiring	customers	to	download	a	retailer	specific	app	is	a	real	challenge.	
Instead	of	going	full	steam	ahead	on	driving	new	downloads,	retailers	are	
focusing	on	improving	the	user	experience	and	hoping	that	it	will	lead	to	
greater	user	activity	and	conversions.

	 Performance Marketing: Asia

Mobile is now the first screen for the majority of consumers, especially 

as larger smartphone screens make mobile shopping more convenient. 

As an increasing share of transactions happen on smartphones, retailers 

need to prioritize their mobile app strategy and optimize their mobile 

buying experience. While on tablets people can use websites that aren’t 

mobile-optimized, on smartphones it’s crucial to have either a mobile-

optimized website or an app.

	 Insight from Criteo:
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2.73

2.57

2.42

2.27
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The percentages refer to the share of 
advertisers considering it as high-priority.

Priority of ad tactics for mobile 
devices now, compared with in the
next 12 - 18 months.

Mobile-web display advertising

In-app advertising

Video

Native (in feed)

Interstitials

Mobile	web	display	and	in-app	advertising	together	are	currently	a	high	
priority	for	more	than	70%	of	marketers.	Over	the	next	12	to	18	months,	
marketers	expect	in-app	advertising	and	video	advertising	will	become	
increasingly	important	to	engage	with	users	on	mobile	devices.

Retailers are realizing that apps are more than just a showroom – 

apps that enable the users to buy convert better and have a higher 

average order value than even desktop purchases. Apps are an 

essential transaction channel that will continue to improve as best 

practices to boost conversion rates and average order values are 

adopted throughout the industry.

	 Insight from Criteo:

52%

19%

9%

17%

3%

37%

30%

15%

12%

5%

Priority	of	ad	tactics	now

Priority	of	ad	tactics	in	the	next	12	-	18	months

In-app advertising is becoming
an essential part of digital strategy
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Ranked by order of popularity from (7) highest to (0) lowest.

Rank in order of importance your organization’s online advertising/
marketing goals?

Increase brand awareness 5.44

Delivering product advertisements that accurately
reflects your customer data and relationships 4.94

Increase customer lifetime value and loyalty 4.27

Delivering product advertisements that accurately
reflects your customer data and relationships 5.52

Increase brand awareness 5.44

Increase customer lifetime value and loyalty 4.59

Increase brand awareness 5.42

Delivering product advertisements that accurately
reflects your customer data and relationships 5.29

Increase customer lifetime value and loyalty 4.71

SEA

IND

AUS/NZ

The top 3 answers are shown here for each area within the region.

Advertising/marketing goals: 
the biggest challenges

Difficult to achieve and/or justify ROI 52%

External Factor - Finding the right solution providers 51%

Properly segmented market/consumer level data 50%

Properly segmented market/consumer level data 62%

Difficult to achieve and/or justify ROI 54%

Internal Factor - Lack of Management/
Department support 49%

External Factor - Finding the right solution providers 56%

Properly segmented market/consumer level data 53%

Difficult to achieve and/or justify ROI 52%

SEA

IND

AUS/NZ

Marketers Main Goals, 
Challenges & Expectations

Retailers	have	realized	

the	importance	of

running	campaigns	

that	deliver	personalized

experiences	powered	

by	customer	data.

Retailers	should	

look	for	an	ad-tech	

partner	that	can	

enable	them	to	use	

deterministically	

matched	and	

actionable	real-time	

customer-level	data.
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The top 3 answers are shown here for each area within the region.

Channels expected to have the biggest growth in the next 
12 - 18 months

*Mobile and cross-device advertising 75%

Paid social (e.g., paid advertising on social
media platforms) 60%

Search marketing (e.g., paid search, SEO) 65%

*Mobile and cross-device advertising 78%

Search marketing (e.g., paid search, SEO) 74%

Paid social (e.g., paid advertising on social
media platforms) 57%

*Mobile and cross-device advertising 72%

Paid social (e.g., paid advertising on social
media platforms) 66%

Search marketing (e.g., paid search, SEO) 67%

SEA

IND

AUS/NZ

The top 3 answers are shown here for each area within the region.

Which of the following challenges have you experienced in onboarding 
and running your cross-profile, personalized advertising program?

Difficulty managing for the latest privacy standards
or best practices 59%

Identifying the best technology partner and 
accuracy of the solution? 58%

Lack of internal knowledge/skills to run the program 58%

SEA

IND

AUS/NZ

Identifying the best technology partner and
accuracy of the solution? 70%

Difficulty managing for the latest privacy standards
or best practices 63%

Lack of internal knowledge/skills to run the program 50%

Identifying the best technology partner and
accuracy of the solution? 68%

Difficulty maintaining customer data quality
across systems 60%

Lack of internal knowledge/skills to run the program 57%

Retailers	need	to	

ensure	that	their	

online	advertising	

campaigns	and	

buying	experience	

reflect	the	fact	that	

the	majority	of	users	

now	visit	them	from	

multiple	devices.

As	retailers	invest	in	

new	technologies,	

they	must	make	sure	

that	they	also	have	

the	expertise	and	

operating	resources	

in	place	to	manage

customer	interaction	

in	real-time.
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Interview with
Yuko	Saito,	MD,	South-East	Asia,	South	Asia,
Hong	Kong	and	Taiwan,	Criteo

Asia-Pac,	and	specifically	South	East	Asia	and	India,	are	huge	

growth	markets	with	lots	of	opportunity.	Per	capita	GDP	is	on	

the	rise,	there’s	a	growing	middle	class,	and	increasing	levels	of	

internet	penetration	mean	that	there	is	a	lot	more	interest	from	

global	retailers.	In	fact,	internet	penetration	is	sitting	somewhere	

between	40%	and	60%	in	South	East	Asia	and	India	at	the	

moment,	compared	with	90%	or	more	in	Europe	and	the	US.	

That	really	illustrates	the	growth	potential.

Well,	of	course	it	is	difficult	to	generalize	as	different	countries	

do	present	different	challenges.	However,	taking	a	wide	view	of	

retail,	it’s	fair	to	say	that	logistics	are	a	challenge	-	particularly	

in	South	East	Asia.	For	instance,	the	infrastructure	is	not	as	

developed	in	Jakarta	or	New-Delhi	as	it	is	in	Tokyo	or	Sydney,	

and	this	affects	the	ability	of	retailers	to	deliver.	There	are	also

some	particular	characteristics	of	the	region	which	affect	

payments,	as	in	many	parts	of	South	East	Asia,	credit	card	

ownership	is	very	low	–	as	little	as	5%	to	10%	of	the	population.	

However,	there	is	innovation	happening	around	both	of	these	

challenges.	Also,	the	option	to	pay	cash	on	delivery	has	really	

helped	to	open	up	the	e-commerce	market	for	India.

Asia-Pac	is	truly	a	mobile-first	market,	and	due	to	that,	mobile	

marketing	is	huge.	In	Europe	and	the	United	States,	there	was	

a	progression	in	terms	of	technology	for	consumers	from	

desktop	computers,	to	laptops	to	smartphones	or	tablets.	

In	Asia	this	has	not	necessarily	been	the	case.	For	many	

consumers	in	Asia,	mobile	internet	is	their	first	real	experience	

of	online	commerce,	and	the	market	is	growing	every	day	–	

six	million	people	get	online	for	the	first	time	on	mobile	every	

month	in	India.	

What’s making Asia-Pac such 
an exciting region to be doing 

business right now?

That does sound very
positive, but what are

some of the challenges
that retailers are facing?

How do these characteristics 
affect marketing strategy

in the region?



Part	of	this	shift	to	mobile	is	a	focus	on	apps	for	retailers.	

Consumers	in	Asia	are	more	likely	to	have	multiple	retailer	

apps	on	their	phone	compared	with	consumers	in	Europe	or	

the	USA.	At	the	same	time,	some	of	the	high	growth	Asia-Pac	

markets	have	significantly	higher	rate	of	in-app	sales	than	the	

global	average	–	more	than	50%	of	e-commerce	transactions	

in	Indonesia	happen	via	apps,	for	example.		

All	of	this	adds	up	to	a	big	emphasis	on	mobile	marketing	and	

in-app	marketing.	In	today’s	world	the	technology	allows	you	

to	do	a	lot	of	personalization,	so	as	a	marketer	you	really	have	

to	embrace	it.	Under	the	wrong	circumstances	mobile	ads	

can	feel	very	intrusive	and	unwelcome.	The	key	to	success	

is	making	ads	relevant	and	personalized	–	and	getting	this	

right	can	drive	online	conversions	very	effectively.	Practically,	

this	may	mean	showing	customers	ads	based	on	products	

they	have	already	been	looking	at,	but	it	can	also	mean	

showing	recommended	products,	and	this	adds	an	element	

of	discovery	for	the	consumer.	What	we	have	seen	is	that	up	to	

70%	of	customers	who	are	served	ads	in	this	way	go	on	to	view	

products	which	they	had	not	looked	at	previously.	That’s	the	

real	power	of	personalization.

It’s	arguable	that	we’re	already	there,	but	I	think	we	will	

increasingly	see	Asia-Pac	leading	mobile	innovation,	and	even	

beyond	mobile	in	the	area	of	user-centric	cross-platform	

technology.	As	consumers,	we	know	that	we	use	more	devices	

to	shop	than	ever	before,	but	it	takes	retailers	a	little	while	

to	catch	up.	What	marketers	will	be	focusing	on	in	future	is	

their	ability	to	get	an	accurate	view	of	consumer	behaviour,	

regardless	of	the	device	or	platform	they	are	using,	and	use	

that	data	to	improve	their	targeting	and	their	personalization.		

For more information on some of the statistics mentioned in this interview, see the Criteo
Q4 2015 State of Mobile Commerce Report [hyperlinked in online version:
www.criteo.com/resources
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What trends do you see 
developing over the next 
few years?
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Conclusions & 
Recommendations
Asia-Pac	is	an	exciting	and	dynamic	market	for	e-commerce	

characterized	by	rapid	growth	and	innovation,	and	empowered	

by	rapidly	changing	consumer	habits	and	expectations.

Throughout	the	region	we	are	seeing	a	profound	shift	to	mobile	

commerce,	with	millions	of	new	potential	customers	coming	

online	every	day,	and	mobile	becoming	an	equally	important	

sales	channel	as	desktop	by	almost	every	measure.

However,	it’s	not	only	about	mobile,	the	amount	of	devices	

through	which	customers	interact	with	brands	during	the	

shopping	journey	is	also	increasing.	For	marketers,	that’s	a	

big	challenge	but	also	means	opportunities	to	achieve	cross-

device	view	of	customer	shopping	habits,	which	enables	

better	analytics,	smarter	e-commerce	sites	and	apps,	and	

enhanced	personalization.

To	do	this,	brands	need	to	structure	their	eCommerce	

marketing	strategy	to	account	for	new	consumer	habits,	

especially	the	growing	use	of	multiple	devices	to	complete	

shopping	journeys.	

It	also	means	making	sure	that	customer	databases	are	well	

organized	and	segmented;	that	a	clear	strategy	is	in	place	

including	a	clearly	defined	set	of	criteria	with	which	to	measure	

performance	and	ROI;	and	that	advertising	and	marketing	is	

highly	relevant	and	personalized	to	the	customer.	

In	order	to	succeed.	marketers	in	Asia-Pac	must	now	focus	

on	building	a	powerful	case	for	internal	transformation	and	

development	amongst	management	teams,	enhancing	their	

own	technological	knowledge,	and	perhaps	most	crucially,	

partnering	with	the	right	solution	providers	to	help	them	meet	

their	goals.



About Criteo

About WBR Digital

Criteo	delivers	personalized	performance	marketing	at	an	

extensive	scale.	Measuring	return	on	post-click	sales,	Criteo	

makes	ROI	transparent	and	easy	to	measure.	Criteo	has	over	

2,000	employees	in	31	offices	across	the	Americas,	EMEA	and	

Asia-Pacific,	serving	over	11,000	advertisers	worldwide	with	

direct	relationships	with	16,000	publishers.

Criteo ads reach 1.2 billion unique Internet users (comScore, January 2016).	

At	WBR	Digital	we	design	and	execute	bespoke	content	

marketing	campaigns	–	helping	you	reach	your	target	

audience	all	year	round.

We	are	a	team	of	marketers,	researchers	and	writers	with	

a	passion	for	content	with	a	creative	twist.	From	bespoke	

research-based	whitepapers,	to	benchmarking	reports	

and	webinars,	we	can	help	you	to	inform	and	educate	your	

readers,	while	reaching	your	marketing	goals	at	the	same	time.
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