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Spire Spots the Top Three Emerging Marketing Trends 

for 2007 
 
The Asian marketing arena is being transformed – the explosive growth of the internet 

and fierce price competition from China and India on the global arena has forced 

marketers to adopt innovative and radical marketing strategies to survive and grow 

their businesses. Spire Research & Consulting peers into its crystal ball and picks out 

the top three of these marketing trends that are likely to dominate the marketing 

scene in 2007 and moving forward. 

 

 

Targeting E-communities 

 
The rise of highly involved “E-communities” is allowing vendors to reach out to 

consumers in new, personalized ways and empowering consumers through 

information sharing and “team buying”. 

 

There are over 50,000 E-communities in Asia with over 1,000 subscribers each, bringing 

together individuals with a common profile or shared interest in particular hobbies, 

sports or subjects. Of this number, between 10,000 and 20,000 are based in Korea, 

which is a leader in this space. The phenomenon of E-communities has transformed 

social life in Korea, allowing Koreans to form contacts and friendships across 

boundaries of age, occupation, geographic location & social status. 

 

Spire expects E-communities to offer a far more effective way for marketers to reach 

out to target segments in future, leveraging peer to peer linkages for “word of mouth” 

recommendations, referrals and collective buying. Consumer research frequently 

points to a gap between most frequently used and most trusted information sources 

for buying behaviour. E-communities can bridge this gap due to the highly 

personalized nature of the web experience, bringing together like-minded individuals 

with common interests and a high level of involvement on the site.   

 

However members of E-communities are notoriously suspicious of commercial 

agendas. Firms will need unique, more subtle engagement models to reach out to E-

communities – for example sponsorship of activities.  

 

Firms could even take the lead in creating E-communities of their customers, with 

minimal control over the exchanges that take place on the site. An example of this is 

M3 Indonesia (www.m3-access.com), an E-community portal exclusively for 

subscribers of the Indosat mobile phone prepaid product IM3, targeting 

entertainment seekers and offering free blog service (claimed as the best Indonesian 

blog, with 5,292 subscribers), Messenger chatting applications (from PC and  mobile 

phone) and pledging future features such as a subscriber’s forum. 
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Firms are only beginning to wake up to the opportunities created by the E-community 

phenomenon. Spire expects E-communities to command a great deal of attention 

from marketing departments in 2007 and beyond. 

 

 

Team Buying – The Next Big Thing in Online Shopping 

 
Riding on the E-community wave, Spire predicts a growing role for collective buying 

by household consumers at bulk discount, given the relentless rise of broadband 

internet penetration in Asia and the growth of more personalized Internet spaces that 

are changing the rules of the game. 

 

”Team buying” is another version of the industrial bulk discount practice – individual 

volunteers bring together household consumers (who could be friends, relatives, 

colleagues or new acquaintances made via E-communities) and consolidate their 

purchases for the best price possible.   

 

An example can be seen on the Singapore Motherhood forum, an E-community 

enabling mothers of young children to post messages, seek help and take part in 

conversation strings, but which also facilitates “team buying” of baby products. 

 

Team buying can also occur on explicitly commercial sites. In China, for example, the 

top two sites providing a platform for team buying – 51tuangou.com and 

teambuy.com.cn – claim nearly 400,000 members altogether. Japanese internet 

malls like Rakuten allow users to “team-buy” products – securing discounts when 

buying in bulk with friends, family, colleagues, or simply like-minded acquaintances.   

Discounts from team buying can go up to 30-40% off single unit e-purchases. 

 

In 2007 and beyond, more companies will offer access to their products via team 

buying, either direct or via third parties – as a means of leveraging peer-to-peer 

“word of mouth” to build their brands as well as their sales. 

 

“Base of Pyramid” Strategies: the consumer dimension 
 

Spire anticipates that more international and local companies in Asia will innovate in 

addressing the mass-market opportunities created by income growth among low to 

middle income consumers in giant markets like China, India and Indonesia. 

 

“Base of pyramid” marketing strategies target lower-income groups via a high 

volume/low price model. Conceptualized by C K Prahalad (author of “The Fortune at 

the Bottom of the Pyramid. Eradicating Poverty Through Profits”), the theory postulates 

that there are huge potential profits to be made from serving the 4 billion-5 billion 

people earning under $2 a day – an economic opportunity valued globally at US$13 

trillion a year. Examples of this approach in practice include GE Money’s Ezycash1 in 

Singapore and the 100-dollar notebook project2 in the US. 

                                                 

1 GE Money’s EzyCash in Singapore targets those with low-to-middle levels of income who have difficulty 

acquiring credit cards (S$1,600 pm income and above). It emphasizes points of presence in the HDB 

heartland via partnership with SingPost. 

 

2 100-dollar windup-powered laptops are being developed targeted at children in developing nations.  
The proposed design of the machines calls for a 500MHz processor, 1GB of memory and an innovative 

dual-mode display that can be used in full-color mode, or in a black-and-white sunlight-readable mode.  

Five companies (Google, Advanced Micro Devices, News Corp., Red Hat and BrightStar) are working with 

Massachusetts Institute of Technology (MIT) to develop an initial five to 15 million test units within the year.  
According to the representative from MIT, the current plan is to produce 100 million to 150 million units by 

2007. 
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“Base of Pyramid” strategies: the industrial dimension – Second Brands, 

Remanufactures and “No frills” products 

 

What is even more interesting is the advancement of “base of pyramid” notions in the 

industrial space.  

 

Spire’s research in Asia has underlined the extent to which international firms are 

struggling with low-cost Asian competition (particularly made in China products) in 

the price-sensitive segments of their markets.  

 

• Many industrial and aftermarket parts markets are dominated by low-cost, 

compatible, “made in Asia” products which all too often control over 50% of 

volume sales.  

• Auto parts makers and some industrial product makers are among the hardest 

hit. 

 

A response that is increasingly popular is launching second brands which offer a 

lower quality/price proposition versus the core brand. Often second brand products 

are manufactured in low-cost locations like China. While this trend is well-established 

in the consumer & apparel space, it is gaining a lot of traction in the industrial & 

technical product space.  

 

International brands that have launched second brand strategies in Asia and 

elsewhere include: 

 

• Makita (Mak-Tec) and Hitachi (Hitmin) for Industrial products power tools 

  

• Yamaha Motor (YTEQ) and Honda (Hamp) for auto parts.  

 

Some companies, such as Caterpillar, also produce remanufactured industrial 

products or parts sold alongside brand new parts.   

 

The establishment by Dow Corning of Xiameter.com to offer a “no frills” approach to 

customers of its chemical products (sealants, fluids and rubber) is another example of 

this trend. Xiameter offers the same product at lower prices but with lower levels of 

technical support and pre-sales servicing.  

 

Spire expects that more international vendors of industrial and commercial products, 

as well as consumer aftermarket parts products, will begin to sell low-priced second 

brands or remanufactures alongside their core brands. This will be one of the key 

trends shaping industrial marketing in 2007 and beyond. 

 

 

 

 

 
About Spire Research and Consulting 

Spire Research and Consulting is Asia's leading strategic market intelligence consultancy.  
Spire's competitive advantage lies in its ability to deliver to its clients actionable intelligence on 
the external business environment in support of their strategic decision-making in marketing 
and business development. Spire is one of the few companies in its industry to be 

headquartered in Asia. Spire's clients include over 20 Fortune 500 organizations as well as 

Government agencies in nine countries. Spire has undertaken multiple projects for Hewlett-
Packard, Yamaha Motor, Black & Decker, LG Chemical, Thomson Multimedia and Panasonic, 

among others. For more information, visit us at www.spireresearch.com. 
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