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In 2016 I predict that change in the Asian consumer landscape will continue to shape 

business. Despite volatility across the region, companies will look to tailor their presence 

to capture the longer-term potential Asia has to offer. 

Asia is home to some of the world’s fastest-growing economies and populations, 

generating scale and new prospects. Companies with local insights that can rapidly 

innovate to cater to a dynamic range of consumer tastes and cultural trends will be 

best positioned to harness growth. Building deep understanding of target markets will 

be one of the conditions for success in the region, as there is no “one size fits all” 

approach. 

Beneficiaries of economic growth in Asia are increasingly looking for ways to display or 

share their wealth. At one end of the spectrum, the emerging middle class is enjoying 

increased income. Spending by this group is likely to reach $32trn by 2030 as they 

premiumise, looking to buy the best they can. At the other end there is the changing 

luxury market; Asia Pacific is home to 4.7m high-net-worth individuals, more than 

anywhere else in the world. But, where once the trend was for conspicuous 

consumption, we are seeing high-end customers embrace exclusive and discreet 

products, emphasising quality, authenticity and uniqueness. Luxury is now not 

necessarily defined by price, but by experience, as consumers look for a more 

meaningful and personalised return on their investment. 

Consumers in Asia, as elsewhere, are also placing increasing emphasis on 

demonstrating responsible behaviour at both the corporate and the brand level. 

Corporate transparency and sustainability issues, such as minimising carbon footprint 

and the impact of business on communities, are not going away. Growth for businesses 

cannot come at the expense of societal or environmental well-being. As these factors 

are influencing choices, they need to be communicated from brand level all the way 

through a company’s value chain. We will see consumers acting on these concerns 

through their purchase decisions. 

Digital channels and technology will continue to increase in importance as a means to 

target consumers looking to meaningfully engage with brands. Brands moving online 

will not replace the need for physical presence, but the digital world will complement 

brand presence to reach consumers in relevant and convenient ways in the modern 

age. 

In summary, brands need to continually communicate the role they play in people’s 

lives, evolving to ensure they remain relevant and define the value they create, across 

both physical and digital spaces. Growth can be captured across the demographic 

spectrum, while corporate and brand stories need to showcase environmental, 

community and consumer responsibility, which are as integral as the brand message 

itself. 


