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Six strategies for digital growth in Southeast Asia
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The digital economy is booming
in Southeast Asia. With 350 mil-
lion digital consumers, the region
is set to leapfrog China, outpacing
that country at a 1.6x growth rate
and becoming the fastest-growing
digital economy in Asia-Pacific.
According to research conducted
by Bain & Company and Meta, 78
per cent of consumers in Southeast
Asia are now digital consumers.

At the same time, brands are
also facing obstacles as a result
of commodity price increases,
raw material shortages, and ship-
ping/port capacity shocks that are
beginning to impact their top line
and margins.

Savvy brands are building strat-
egies around post-pandemic read-
iness. To reach these 350 million
consumers in Southeast Asia, we see
six crucial strategies. These ‘Six Rs’
can help maximise brand success.

First is rewriting a digital-first
agenda. Most consumers are set in

their online buying and browsing
habits. Digital channels are increas-
ingly playing a role in how consum-
ers hear about products, evaluate
products against competition, and
make purchases.

Digital is now the foundation
for how the internal engine func-
tions: core themes are supply chain,
customers, consumer connection,
employees, and workplace. Sav-
vy brands are setting their digital
ambitions for the coming 3-5 years,
including a realistic ambition for
the digital domain.

The second factor is rewiring
the supply chain/business model.
Consumer product companies are
experiencing inflation and supply
chain challenges that are expected
to increase. The top two issues are
inflation and supply chain resilien-
cy. Savvy companies are addressing
these issues pragmatically.

Regarding inflation, brands are
exploring immediate opportunities
to realise more net revenue per unit
through a combination of revenue
growth management levers, includ-
ing price pack architecture, strategic
pricing, trade terms, promo optimi-

Groups gear
up for cloud
technologies
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loud computing is

strongly driving new

business models in the

media and entertainment
industry, with more domestic and
international cloud service provid-
ers boosting their footprint.

Vu Kiem Van, deputy gener-
al secretary of the Vietnam Digi-
tal Communications Association,
said at a March 25 conference on
the future of media that it, along
with the entertainment industry,
has already gone almost fully dig-
ital, with social networks leading
the way to provide products, lives-
treams, online sales, e-commerce,
and digital payment platforms, as
well as e-logistics services.

“Providers of entertainment
content tend to base activities on
advanced technologies like Al, big
data, blockchain, the cloud, and
others towards personalisation to
increase their interaction with cus-
tomers,” he added.

Cloud computing now plays an
important role in creating better ser-
vices while facilitating collaboration
and data sharing among government
agencies, while digital infrastructure
transformations can benefit govern-
ments and residents by galvanising

innovation, facilitating interagency
collaboration, and accelerating the
timetable for services to reach con-
stituents, according to Van.

In practice, general running
costs are a serious hurdle for busi-
nesses of all sizes, prompting them
to go to the cloud and apply new
technologies such as Al and big
data in an attempt to save costs and
increase operational efficiency.

This can be most clearly seen
with domestic television channels
such as VTV and VTC, which have
crafted new strategies in digital trans-
formation such as VTV Digital and
VTC Now. These sit alongside tradi-
tional platforms and follow the lead
of internationally-known entertain-
ment equivalents such as Netflix and
Spotify, as well as other groups in the
gaming market and esports.

Tifi Liu, regional marketing man-
ager at Alibaba Cloud Intelligence,
said the behaviour of users and cus-
tomers has changed and business-
es have to make changes in return.
Alibaba — the top public cloud pro-
vider in China and Asia-Pacific, and
third-biggest worldwide — has been
venturing strongly into support-
ing entertainment and sports events
through its innovative cloud and
e-commerce technologies.

Since becoming a worldwide
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sation, and channel mix. Brands are
also exploring more structural and
transformational change through
design to value.

Regarding supply chains, brands
are solving the immediate problem
of freight and logistics by creating
innovative mobility solutions while
establishing greater transparency
through control towers. Brands are
also thinking about breaking the
value chain by exploring local con-
tract manufacturing operations by
shipping in bulk, if that is more fea-
sible compared to container freight.

Next up is reimagining con-
sumer engagement. E-commerce
platforms are increasingly used
for searches; social channels are
increasingly used as points of sale.
While for digital consumers, end
sales are still split between offline
and online, we see digital channels
far outpacing offline channels for
brand discovery and consideration.

Given this phenomenon, common
pitfalls for brands around commercial
spending include lack of visibility on
how much is spent; not being driven
by return on investment; democrati-
cally allocating commercial spending

across different subfunctions; and
various other issues.

Brands must reevaluate com-
mercial activities and reorient mar-
keting and trade spending to mirror
this multi-platform path to purchase.
They must also create brand loyal-
ty and differentiation with a unique,
consistent, and engaging experience
across their offline presence, social
channels, website, and app.

Refreshing product offerings
is the next strategy. On average,
digital consumers shop across 7.9
online websites or platforms, a
52 per cent increase from 2020.
Fifty-one per cent of consumers
say they switched from their most
purchased brands in the past three
months. Price was not the only rea-
son they switched: better product
quality, better availability, and fast-
er delivery times all contributed to
switching brands.

Consumers increasingly
demand ‘right for me, right now’
products, services, and experienc-
es. But this contrasts with how the
pandemic drove the need for afford-
ability. Brands need to manage the
growing gulf between consumer

price inflation and product cost
inflation simultaneously. Brands
must manage this contrast while
keeping their range simple with
easy-to-understand  propositions
and price points.

The penultimate of the ‘Six Rs’
is re-envisioning sustainability. Right
now, 80 per cent of Southeast Asian
consumers will pay up to a 10 per
cent premium for eco-friendly and
socially conscious products, accord-
ing to the research conducted by Bain
& Company and Meta. A sustainable
approach can guide all aspects of
business, from product design to sup-
ply chain and operations.

Ensure that your brand has ade-
quate options in your product range
and proposition. It is possible to
make the supply chain more sus-
tainable without compromising on
cost efficiencies. And since many
of your consumers are willing to
bankroll your environmentally and
socially friendly practices, promote
your sustainable initiatives.

The final factor is realigning to
consumers’ new hybrid lifestyles.
Consumers want shopping options
that are closer to home, especially

A raft of companies have been building cloud-migration capabilities in the past couple of years

Olympic partner in 2017, Alibaba
has committed to helping transform
the Olympic Games for the digital
era. Its cloud technologies were uti-
lised during the recent Beijing Winter
Games, as an effort to increase broad-
casting efficiency whilst bolstering
the coverage of the Games through a
more innovative and inclusive view-
ing experience for global sports fans.

For the first time, broadcast-
ers received live footage through
the public cloud infrastructure — a
more agile option at only a frac-
tion of the cost compared to other
transmission methods.

“Traditional steps of digital
transformation are  standardisa-
tion-computerisation-digitalisation.
However, the media and entertain-
ment industry has its own distinc-
tion, so there is no need to always
follow the same route, cloud tech-

nologies like content delivery net-
work, Al, and big data can help to
optimise the steps to be fully auto-
mated” explained Khuong Truong
Giang, business development direc-
tor at Alibaba Cloud Intelligence.

“We plan to bring our interna-
tional standard cloud services to
Vietnam to support our media and
entertainment customers even better
then now. This will take time, but it
is the trend of the future.”

Alibaba is also seeing increasing
success with its November 11 Glob-
al Shopping Festival. From a steady
$7.84 million in revenues when it
was established in 2009, last year the
event raked in $84.77 billion, thanks
to the Alibaba Cloud technology.

Similarly, Amazon Web Services
(AWS) hopes to offer more media
and entertainment content creation to
customers in Vietnam, as well as the

ability to offer end users single-digit
millisecond performance designed
to suit, with the announcement last
month of new AWS Local Zone
cloud infrastructure in Hanoi.

The other applications involved
are remote real-time gaming, live
video streaming, engineering simula-
tions, AR and VR, machine learning
inference, and more. The new AWS
Local Zone is a continuation of the
company’s investment in supporting
customers of all kinds and commit-
ment to accelerating innovation.

Elsewhere, for Renova Cloud,
its main progress during 2021 was
in building the capabilities for cloud
migration as well as DevOps and
automation. Because of that, it has
invested in different levels of projects
and enhanced its hands-on tech team
experience. Domestic cloud service
providers like FPT Telecom Inter-
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Brands are solving the
immediate problem of
freight and logistics by cre-
ating innovative mobility
solutions while establish-
ing greater transparency
through control towers.

in regional countries with chal-
lenging transportation issues. Your
product offerings, marketing, and
delivery options should cater to this
new wave of homebodies.

The Southeast Asian market
has jumped to the top of the digi-
tal-first priority list. Existing dig-
ital consumer trends are ready for
immediate action, along with new
trends created during the pandemic.
In addition, brands need to combat
supply chain-related headwinds.
The time is right to implement the
‘Six Rs’ to gain traction with these
Southeast Asian consumers.m

national have also made changes.
According to executive director Chu
The Anh, besides traditional infra-
structure, it is necessary to provide
new digital platforms based on cus-
tomers’ experience.

“State agencies have tended to go
to the cloud, and such service provid-
ers have seen a growth of 30-50 per
cent, and even as much as 100 per
cent in recent years,” Chu added.

Vietnam now boasts nearly 40
cloud service providers and 27 data
centres for 11 businesses. Vietnamese
businesses now make up 20 per cent
of the local market, while the rest is
dominated by foreign players.

Chu added that the government’s
orientation towards considering cloud
computing as an important platform
for national digital transformation is
also a motivation for development,
which is why last year, the Ministry
of Information and Communications
launched the Vietnam Cloud Com-
puting Alliance.

More favourable conditions are
expected to come with Vietnam
working on the amended Law on
Telecommunications to facilitate
cloud application.

In addition, the National Dig-
ital Transformation Programme
approved by the government in
2020 includes many tasks for min-
istries, agencies, and localities
related to the development of cloud
computing infrastructure as well as
coverage services.

Vietnam’s online media market
was valued at $2.8 billion in 2019,
ranking third in Southeast Asia.
According to auditing giant PwC, the
entertainment and media industry in
Vietnam will continue to grow over
6 per cent in terms of the number of
users into next year.m
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Vietnam is in a transition to
a digital era. In this context,
issuing a framework for the
usage of cloud technol-
ogies is essential. Bruno
Sivanandan, chairman of
EuroCham’s Digital Sector
Committee, writes about the
importance of a smart cloud-
first strategy in this digital
transformation journey.

Changes within the public sector
have rapidly accelerated in the
past couple of years. Digital con-
tent consumption and reliance on
digital sources for information
and services has increased over
time and will continue to rise in
the near future. The benefits of
cloud computing are obvious and
attractive to the IT organisations
of both the public and private sec-
tors. Agencies and companies are
eagerly rushing to migrate their
systems, data, and applications to
public, hybrid, and multi-cloud-
based solutions.

Vietnam has taken robust steps
toward developing its digital
economy over the next few years
with its National Digital Transfor-
mation Programme by 2025 with
a vision towards 2030. A key ele-
ment of Vietnam’s digital trans-
formation plan is developing dig-
ital infrastructure and embracing
cloud computing technology. This
is a great opportunity for industry
and the government to collaborate
on a cloud-first strategy for Viet-
nam to accelerate cloud adoption
within the government.

A cloud-first approach will
pave the way for businesses and
organisations of various sizes
and across multiple sectors in the
country to follow suit, thereby col-
lectively creating a thriving digital
economy in Vietnam.

The Vietnamese government
is prioritising the digital transfor-
mation of eight sectors namely
finance and banking, healthcare,
education, agriculture, transport
and logistics, energy, natural
resources and the environment,
and manufacturing.

Many companies in these sec-
tors have already been utilising
cloud computing technology to
advance their businesses. TNEX
is Vietnam’s first fully digital
bank with a radically new mobile
platform that brings all its digi-
tal banking and lifestyle services
under one umbrella in a super app.

The app offers its customers
advanced digital banking services,
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Cloud transformation fit for
the country’s public sector

supports their lifestyle needs
such as food, education, travel,
entertainment, health, fashion,
and messaging and chat func-
tionality, and provides access to a
vibrant digital ecosystem fuelled
by TNEX merchants. All this is
possible with the scalability and
agility of Amazon Web Services
(AWS) cloud computing, without
which TNEX would have had to
operate its own on-premises infra-
structure that would have added
layers of complexity and costs.

Another great example is
TranS, a cloud-based video confer-
encing service owned by Namviet
Telecom, which faced difficulties
in managing app performance and
availability due to a sudden spike
in demand for user requests during
the pandemic. TranS utilised cloud
technology to effectively respond
to unpredictable loads and in less
than three months, the app’s user
growth jumped from 1,000 to
450,000, with 95 per cent of users
in the education sector.

The app is also recommended
by the Ministry of Education and
Training for online learning pur-
poses due to its high security and
stability levels.

Cloud-first approach

There is already a tremen-
dous appetite in Vietnam to adopt
advanced technologies for busi-
ness success, and the government
can boost this further by lever-
aging the cloud for public sector
workloads. Cloud computing has
brought forth a new, more effi-
cient, and secure means of man-
aging government information
technology resources, and has
opened up avenues for modernisa-
tion, innovation, and cost savings,
among other benefits.

Therefore, more countries
across Asia-Pacific are imple-
menting comprehensive cloud-
first policies to leverage the cloud
to achieve digital initiatives, drive
local economic growth, and solve
some of the biggest challenges in
society.

For example, Japan’s Digital
Agency was formed as a new gov-
ernment body aimed at upgrading
online services and infrastructure
in the Japanese public sector.
Cloud service providers (CSP)
directly contracted with the Dig-
ital Agency will help the Japa-
nese government modernise IT by
offering advanced technologies
and global best practices to help
public sector customers innovate
securely at pace.

In Singapore, the Government
Technology Agency, or GovTech,
has been pioneering the use of
cloud services to drive the Singa-
pore government’s digital trans-
formation. Over a 5-year period
till 2023, the Singaporean gov-

ernment is systematically shifting
less sensitive government ICT sys-
tems onto the commercial cloud to
allow public agencies to use cut-
ting edge private sector capabili-
ties to develop digital services.

Most recently, GovTech used
AWS Cloud to quickly build the
SafeEntry  application, Singa-
pore’s national digital check-in
system, to prevent and control the
spread of the pandemic.

GovTech is also working with
cloud service providers to innovate
on new capabilities and accelerate
its Smart Nation Initiative. The
agency is removing complexities
in managing highly available ser-
vices to allow developers to focus
on achieving end-to-end seamless
services for citizens. This includes
reducing the deployment pipeline
with no loss of service, as well as
auto-scaling to allow infrastruc-
ture to meet elastic demands in
real-time while enabling interop-
erability across government agen-
cies and future expansion.

GovTech has also successful-
ly leveraged cloud technologies
to deliver a citizen-centric digital
identity system that consistently
brings benefits to the lives of Sin-
gapore residents.

Setting up fundamentals

Understanding the differences
between the standardised delivery
model of cloud computing com-
pared to traditional on-premises
IT, which has a high degree of
customisation, helps set expecta-
tions regarding CSP and govern-
ment customer responsibilities in
a cloud model. As cloud custom-
ers do not purchase physical assets
from CSPs, it follows that govern-
ments should not approach cloud
policy and procurement as if they
are purchasing physical assets.

Cloud policy should take into
account how standardised utili-
ty-style services are budgeted for,
procured, secured, and used, and
build a cloud-first strategy that is
intentionally different from tra-
ditional IT, designed to harness
the benefits of the cloud delivery
model.

Apart from simplifying the
cloud procurement process, other
best practices in cloud-first poli-
cies include following a principled
and risk-based approach in devel-
oping regulations so that they are
not overly prescriptive, adopting
internationally recognised securi-
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ty standards, and acknowledging
the shared responsibility model
which is crucial to ensuring data
security in the cloud. Further-
more, cloud technology has ben-
efitted communities because of
its ability to operate seamlessly
across borders.

Therefore, cloud-first policies
should also support the free move-
ment of data, which underpins
the digital economy and plays a
fundamental role in data-driven
growth and innovation. The effec-
tive and efficient functioning of
data processing across borders
is a key building block in any
data value chain and policies that
block these cross-border transfers
of data can hamper the ability of
businesses and organisations to
harness the full power of cloud
technology.

According to the Ministry of
Information and Communica-
tions, the cloud computing mar-
ket is forecast to be worth $500
million by 2025, due in part to
the pandemic situation acceler-
ating domestic cloud adoption.
Cloud technology is essential for
the development of a digital gov-
ernment, economy, and society in
Vietnam. The nation is making
tremendous strides on its digital
transformation journey, and the
more the government encourag-
es the use of cloud technology
among all sectors, businesses, and
public sector organisations, the
faster Vietnam will realise its dig-
ital economy ambitions.

From the experience of Deloitte
in Vietnam, to lead and deliver
cloud transformation in govern-
ments and other public institutions
globally, the public sector needs
assistance with the organisation-
al, business, and technical aspects
of massive cloud transformations.
Citizens expect services from the
public sector to match their pri-
vate sector experiences with fast,
intuitive interactions.

As infrastructure evolves and
cutting-edge technology clears
the IT fog hovering over the pub-
lic sector, there is an opportunity
to connect often siloed pockets of
information. Legacy applications
can weigh down the mission by
forcing leaders to rely on outdated
technology that is not secure and
is expensive to maintain. We know
these challenges well, and we’ve
seen them before and helped our
clients overcome them.m
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