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“Forget the World, Think ASEAN, Act Local”: Evidences of Successful Marketing 

Practice in ASEAN 

 

At the time when skepticism looms on whether ASEAN Economic Community is 

achievable by 2015, Philip Kotler, Hermawan Kartajaya and Hooi Den Huan give 

evidences on the benefits of a common market in Think ASEAN! 

 

By Agung Wicaksono, For The Straits Times  

 

This book can be considered as being the first book on ASEAN in exposing the 

practical implication of ASEAN economic integration on business, especially in 

marketing practice. In short, this book says what ASEAN means for marketing. The 

importance comes mainly from the fact that there has been much things heard going on 

about ASEAN integration, but business communities has complained that there is little 

benefit of ASEAN integration can be seen and experienced. 

Think ASEAN! is a counter to those skeptical views. Outlining the success stories 

of marketing companies in Southeast Asia, the book provides compelling cause for 

businesses to see ASEAN as an integrated market with high potential and lucrative 

customers. Reading the book is imperative as a lesson for companies and entrepreneurs 

with intentions to go global, as it will show them that seizing the potential in this region 

would be the way to go. 

For academics and policymakers, Think ASEAN! is also something they might 

have needed for long: a set of evidence showing that the regionalism mantra brings 

benefit for the people. In their quest for the right formula of integration in ASEAN, 

critics pointed that they might have forgotten the ‘men on the street’ of ASEAN 

countries. The book shows that regional integration has brought benefit, as there are more 

‘men on the street’ who can fly from one ASEAN country to another with Air Asia, or 

‘more men on the street of Jakarta, Bangkok and Manila can taste the hot chicken-floss 

bun of Singapore’s BreadTalk, for example. Thus, Think ASEAN! shows that thinking 

about, going to and doing business in ASEAN as a whole bring benefits not only for 

business, but also for the people of ASEAN. 

The work of modern era marketing guru Philip Kotler and two Asian marketing 

gurus, Hermawan Kartajaya and Hooi Den Huan, consists of three parts, with the first 

part focusing on how digitization and globalization has shaped the business landscape in 

creating the future market, and the latter two parts elaborated more on the empirical 

evidences of the marketing practice in ASEAN by companies, both local companies in 

ASEAN as well as multinationals. The authors elaborated the phenomenon of digitization 

and globalization, and their impacts on ASEAN as a market and its competitive landscape 

using the 4C Diamond model to depict the changing business landscape and its driving 

force in 4 chapters. It brought the consequences on ASEAN being the future market. 

Exactly 40 years after its formation in 1967, ASEAN has become not only an 

organization, but also a community and region, which means also a market. The goal to 



have an ASEAN Economic Community (AEC) by 2015 would yield benefit as well as 

challenge for more competition for businesses. An important take-away is the list of 

lucrative business sectors in ASEAN based on its comparative advantages and potential. 

Having understood the potential sectors, how to compete for customers in ASEAN 

market would be the key question to be answered in the subsequent parts. 

Part II and part III are the core of this book, the labor of thought and research of 

the authors, dwelling into marketing practices by successful companies in ASEAN.  The 

part ‘Lessons from ASEAN Marketing Companies’ highlighted the examples of 

successful companies in ASEAN, explored using the triangle model of Positioning-

Differentiation-Brand. The model served as a powerful tool, simple enough for people to 

understand the marketing practice of these companies yet comprehensive. These 

successful companies fall in three different categories: local champions, locals going 

ASEAN and multinationals in ASEAN. Among the local champions you will find names 

such as Bengawan Solo (Singapore), Dji Sam Soe (Indonesia), Bangkok Hospital 

(Thailand) or Number One Tonic Drink (Vietnam), while the examples of local 

companies going ASEAN are Royal Selangor (Malaysia) and San Miguel (Philippines). 

All of them have proven –especially the locals going ASEAN– that ASEAN integration 

is not merely a buzz, but also brings profit for them. Multinational companies who have 

seized the benefits of the ASEAN market –such as 3M, Samsung and Kinokuniya as 

mentioned in chapter 9– have inspired these successes.  

The last part ‘ASEAN Marketing in Practice’ elaborated the success of marketing 

practice in ASEAN in 2 chapters. The current state-of-the-art in ASEAN marketing 

practice with ‘ASEAN Vision, Local Action’ can be seen at the cases of Air Asia, Bread 

Talk and Toyota Kijang. Two multinationals are also cited as having ‘Global Value, 

ASEAN Strategy and Local Tactic’: Hewlett-Packard and Yamaha. The marketing 

strategies used by these companies were described using a marketing model called the 

Strategy-Tactic-Value (STV) triangle.  

A number of lessons can be drawn from the cases of companies doing marketing 

in ASEAN. A clear red thread for this success is that understanding the ASEAN 

customers is imperative in winning the ASEAN market. One of the obvious examples 

cited is how BreadTalk, the Singaporean-based bakery chain, went for halal certification 

in order to attract customers in countries with majority of Moslem population like 

Malaysia and Indonesia. Without this understanding of the context, the long queues of 

customers in BreadTalk’s counters in Jakarta and Kuala Lumpur might not happen. 

Success would not always follow even if the customers were just a neighboring country 

of the home market without thorough understanding of the business landscape and 

modification of strategy. 

In a nutshell, the book clearly serves as convincing evidence how ASEAN is a 

lucrative market for businesses, provided that they have the right mindset and strategy, 

without having to force excessive effort to go global. The executive summary of the book 

with the tagline “Forget the World, Think ASEAN, Act Local” is the mindset and 

strategy for that success. 
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