
How social can better connect across culture, brand, business & teams 
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We’ve never had a better 
opportunity to connect 
than we do through APAC social

Social media is the best shot we’ve had, as marketers, to 
connect with our audiences. Yet, more than 15 years since us 
brands started posting on social platforms, for many, the 
totality of our efforts remains worryingly disconnected.

Some brands struggle to connect with culture on social; others, 
in an attempt to be culturally relevant, lose connection with 
the brand and the longer-term brand or business goals. 

Aside from the consumer experience, there’s disconnect behind the scenes. Multiple 
teams and agencies, with differing objectives, clamour to communicate different things 
on the same channels; factor in the differing priorities of country, regional and global 
teams, and even various sub brands, and there’s a recipe for confusion and wasted 
energies – not to mention inconsistent and ineffective consumer-facing 
communications.

The good news, however, is that in so many cases, brands are doing good work on social, 

with some terrific teams working on it. In this paper we explore how we can bring it all 
together into what we call, unsurprisingly perhaps, ‘connected social’.
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Connecting to culture means many things, from using language native 
to the platform, to selection of partners, creators, and brand to work 
with, to deciding which conversations and topics that your brand 
should be involved in.​

Get this right and a brand’s content and advertising can be more 
memorable, stand out better, and drive more positive associations.​

An even more direct benefit, of course, is that platforms like Meta and 
TikTok reward culturally-relevant content – their algorithms and 
auctions will allow successful brands to pay less for the same amount 
of reach and engagement.​

To win on social, 
brands need to be 
active in culture.

TikTok reports that 79% of users 
feel more favorable towards 
brands that create content 
around culture.
(TikTok)

79% OF USERS FAVOR BRANDS 
WITH CONTENT AROUND CULTURE

According to a Kantar report, 63% of APAC 
consumers say they prefer brands that 
reflect local culture in their content. 
(Kantar)

63% OF CONSUMERS PREFER 
BRANDS WITH CONTENT THAT 
REFLECTS CULTURE



Brands that want to connect in culture need to spend time identifying the moments in culture 
that matter to the consumer (but also to the brand – see next section).

Key to this is going beyond listening to what we call ‘cultural and social intelligence’ – installing 
the right combination of processes, people and tools into all workflows. And this needn’t just 
inform social media communications – cultural and social intelligence should be the starting point 
for everything that happens in brand communications.
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Scan to find 
out more

Unilever’s Vaseline Petroleum Jelly was already a cultural 
icon, celebrated for its versatility – from first aid to beauty 
hacks. While people were talking about creative—even 
unhinged or salacious—uses of the little pot, the brand 
wasn’t leading the conversation. So, Vaseline decided to flip 
the script, using social intelligence to reveal all manner of 
‘hacks’ and then responding to them through social 
experiments across all major platforms.

Culture starts with 
intelligence

CONNECTING 
WITH CULTURE 
THROUGH 
VASELINE HACKS
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There are brands ‘showing up’ in culture and 
fitting into the platforms, but that sometimes 
move away from the core brand idea and 
distinctive brand assets. 

At Ogilvy, we believe that everything should be 
anchored in brand fundamentals. Social shouldn’t 
be the exception.​

The 
importance 
of staying 
true to the 
brand

Consistent brand presentation 
across all platforms increases 
revenue by up to 23%.  (BrandZ)

+23% INCREASE 
IN REVENUE

41% of marketers said their social 
content only ‘somewhat reflects’ the 
brand’s positioning. 
(WFA, 2022)

ONLY 41%
REFLECTS BRAND



Being ‘on brand’ can mean different things in social, for example deploying distinctive brand 
assets such as colors and character in an appropriate way.​

We recommend spending time defining the space, or ‘cultural blueprint’, that defines exactly 
how we can show up in a strategic and on-brand way. With AI-powered processes, as well as a 
deep understanding (and respect for) the brand, we can define spaces over a 
2-week sprint that will guide the brand for the year and beyond.​
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With its Crave Studio, KFC Philippines has carved out a strong 
'playground' on social—one that lets them stay true to the brand while 
building it in a distinct and culturally relevant way. By combining mouth-
watering, crave-worthy visuals with outlandish (and sometimes 
irreverent) humor, the brand drives sales overnight and brand over time.​

Always on, 
always on brand

STAYING 
TRUE TO 
BRAND
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Not all brands are taking advantage of the full-funnel capabilities 
of the social platforms – content isn’t always part of a considered 
connected consumer journey. 

The pull is coming from APAC consumers, who are way ahead of 
their counterparts around the world. Approximately 56% of APAC 
consumers have made purchases directly through social media 
platforms.

Social can 
work harder

PERCENTAGE OF 
USERS MAKING 
PURCHASES DIRECTLY 
ON SOCIAL MEDIA 
PLATFORMS

73% 71% 69%

THAILAND VIETNAM INDONESIA



David Ogilvy once said, “We sell, or else.” 
This applies to social, just as it does elsewhere.

Know what’s selling
Look beyond your own posts – use technology, such as Tars, to see which types of content, 
creators and CTAs are driving conversion in your category on TikTok. 

Connect the funnel
Don’t stop at reach or engagement. Use social to move people from awareness to action – with 
smart sequencing, retargeting, and conversion-focused formats.

Design for scroll-to-buy
Build your path to purchase within the platforms — from product tags to creator storefronts to 
TikTok Shop. Remove friction. Make it instant.

In Thailand, Coca-Cola launched the world’s first Social 
Kitchen – using social listening and influencers to create 
culturally relevant meals tied to trending conversations. 
Available exclusively on food delivery apps and paired with 
Coke Zero, the campaign bridged culture, content, and 
commerce in real time. By turning social buzz into 
shoppable experiences, the brand boosted sales during the 
campaign.​

Sell, or else.

CONNECTING 
SOCIAL WITH 
BUSINESS

Scan to find 
out more
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Social is now expected to do it all – drive brand equity, convert, 
retarget and re-engage. Rightly so. But with ecommerce, brand, 
media, PR and various other teams eyeing the same Instagram grid or 
TikTok handle, things can get messy.​

When everyone 
owns it, no one 
owns it.

According to Meta, 64% of APAC 
marketers cite ‘conflicting team 
goals’ as a barrier to effective 
social execution.
(Meta IQ)

64% OF MARKETERS CITE 
CONFLICTING TEAM GOALS

Meanwhile, 58% of ecommerce teams 
say they don't have visibility on brand’s 
planned social campaigns. 
(eMarketer)

58% OF TEAMS HAVE LACK OF 
VISIBILITY IN SOCIAL PLANS
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While social should be part of everybody’s job, it pays to have one person 
regionally and in country responsible for best practice and to gatekeep what 
goes out on a brand’s social channels.

When this is working well, we’ve seen clients build connected content calendars 
across countries and disciplines – with clear ownership, aligned KPIs, and faster 
speed to market.

Of course, there are lots of ways to build a more social organization. Please get 
in touch to see the various org designs that are working in APAC.

But should there 
be somebody 
responsible for 
social?
We think so. 

Global/Regional

SOCIAL MEDIA LEAD

The Lead at the global or regional level is responsible for setting overarching social strategies 
that align with brand objectives and positioning. They define the role of social in the broader 
marketing mix, develop toolkits and templates, and manage performance tracking across 
markets. They work closely with global brand teams, creative and media leads, and regional 
agency partners to ensure consistency and scale. While they provide strategic guidance, content 
frameworks, and high-value assets, execution is typically handed off to in-country teams. 

In-Country

SOCIAL MEDIA LEAD

The In-Country Lead localizes and activates strategy, tailoring content and community management to 
the market’s language, culture, and trends. They manage local social agencies, creators, and paid 
media execution, ensuring campaigns are both brand-aligned and locally relevant. They feed cultural 
and performance insights back to regional leads, flagging risks or opportunities. While the regional 
team may provide hero assets and content calendars, the in-country lead determines what lands, what 
needs adapting, and what should be created locally—especially for reactive or always-on moments. 
They coordinate with local brand, PR, and retail teams to ensure social aligns with market priorities.
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There’s disconnect when it comes to the agency ecosystem too: Influencer 
agency over here. Media agency over there. Similarly, there might be an 
agency on retainer managing always on content, and an ATL or creative 
agency providing ‘cutdowns’ based on the brand film. Perhaps there’s an 
agency just doing TikTok and another doing the rest.​

Those that have worked on social knows that the more you break the work 
up among teams, and the further from each other these teams, the slower 
and more fractured the work is.

Choose fewer, better partners. Create a connected model where media, 
content, influencer and strategy sit together—literally or virtually—with one 
goal and working from the same playbook.

The split-agency 
model 
breaks down.

of APAC marketers work with 4 or 
more agencies on their social 
presence. 
(R3)

DISCONNECTED 
AGENCY ECOSYSTEM 71%

https://www.warc.com/content/feed/optimising-marketing-spend-in-2023/en-GB/7644
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Respective 
strengths 
when it 
comes to
social

THE CONSOLIDATED 
MODEL

Bringing everything into one agency can 
reduce silos, improve speed, and create a 
cleaner line of sight from strategy to 
execution. You get fewer handoffs, more 
accountability, and ideally, one team 
speaking the same language. But only if 
that team has depth in all the right places 
– not just a bunch of generalists under 
one roof. Done right, it can work 
beautifully. Done wrong, it can just be 
another layer of confusion.

Built to plan, buy, and optimize 
against CPMs, CTRs, and all the 
acronyms. Their strength is in 
budget management and audience 
targeting at scale. But they’re 
always about the creative idea – 
and sometimes it shows. 

They know who’s hot, what’s 
trending, and how to tap into 
creator communities in a way 
that feels native. But they don’t 
always see the full brand 
picture. 

They know how to protect the 
brand, build distinctive assets, 
and turn strategy into beautiful, 
crafted campaigns. Their 
timelines are longer, and they 
don’t always flex easily into the 
day-to-day churn of social.

These teams are built for speed. 
They shine at community 
management, reactive content, 
and keeping things moving. But 
without strong strategic or 
creative guidance, they can end up 
prioritizing quantity over impact.

PUREPLAY SOCIAL 
AGENCIES

CREATIVE/ATL
AGENCIES

INFLUENCER &
CREATOR AGENCIES

MEDIA AGENCIES
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There’s global. There’s regional. There’s local. And there’s the endless 
conversations trying to decide who owns what. Toolkits are created. Assets are 
made. And then re-made. Or ignored. Or retrofitted.​

Global or regional teams, by pooling resources across markets, are able to 
invest more in research and crafting the right content. The result can be 
stunning content – but that doesn’t hit the market locally or is too slow. 
Oftentimes creative work isn’t utilized.​

On the other hand, if every country produces all of their content, there can be 
duplication and wastage of resources. A single country might also not have the 
budgets to produce content at the right level of quality.​

Disconnect 
between global, 
regional and local 
teams​

62%

of global brands operating in 
APAC struggle with asset 
duplication and unclear 
ownership between teams. 
(McKinsey)

55%

of content assets go unused 
due to localization 
misalignment. 
(Forrester)
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Find the right roles for 
different teams in 
content creation

In our experience, there’s a meaningful role for 
global, regional and local in the content 
creation and publication process, especially 
when connecting the brand to culture. 

For some content, regional takes the lead; for 
other items, local teams take the lead, but 
bearing in mind certain guidance.

01

MASTERS

are for cultural or 
commercial opportunities 
common across multiple 
markets. Here, the work is 
90% done regionally, with 
local teams adapting 
language.

03

GUIDES

are for highly-local or 
reactive moments. The 
regional team just sets 
parameters up front – 
the brand idea, the role 
of the brand and other 
basic mandatories.

90%90%

10%

02

TEMPLATES

are for shared opportunities 
where the execution must 
differ. E.g., in a campaign 
around food, local teams 
place a relevant local dish 
into a regionally-created 
template. 

50%

For one FMCG 
client that we 
work with, the 
regional APAC 
team is 
responsible for a 
mixture of 
masters, 
templates and 
guides. These 
types of content 
coexist on the 
local content 
calendars.



Social in APAC isn’t broken – but it is 
sometimes disconnected. 
The brands that succeed will be those who 
connect the dots: across teams, across 
cultures, across platforms, and across the 
funnel.​

Let’s reconnect social.



IMPACTFUL 
GROWTH 
THROUGH 
CULTURE-FIRST, 
CONNECTED 
SOCIAL

CONNECTED SOCIAL STRATEGY, CAMPAIGNS & STUDIOS

SOCIAL INTELLIGENCE, MEDIA & CONTENT OPERATIONS

PAID & ORGANIC SOCIAL
• Content & social strategy
• Social activations
• Always-on content
• Community/channel mgmt​.

INFLUENCER & CREATOR
• Creator & influencer 

strategy
• Influencer identification 
• Contracting & mgmt.
• Multi-channel integration

SOCIAL COMMERCE
• Commerce strategy
• Content & campaigns
• Store design & build

marketplace services

Social@Ogilvy is our unified 
social  marketing offering bringing 
paid and organic social content, 
influencer and commerce 
together to drive sales overnight, 
brand over time – connecting with 
culture, building brand, and 
driving sales.

WHAT 
WE 
OFFER

WHO 
WE 
ARE

Our 550 team members, across 16 
APAC markets, have spent all or the 
majority of their careers working on 
social. We're not part timers - we work 
100% on social and come from 
unconventional backgrounds, including 
social platforms and multi-channel 
networks. 

01
CONNECTED TO CULTURE
Beyond content calendars and beyond 
trends to find a meaningful role in culture. 

02
CONNECTED CAPABILITIES
In-house creators, media planners/buyers, and 
specialists in influencer & commerce.

03
CONNECTED THROUGH THE FUNNEL
Sales overnight, brand over time.

04
CONNECTED GEOGRAPHIES 
APAC’s largest connected footprint of 
specialists – the network that works.



JEREMY WEBB
APAC SOCIAL@OGILVY LEAD

jeremy.webb@ogilvy.com

JENNIFER PENA
NEW BUSINESS DIRECTOR – MARKETING,  APAC

jennifer.pena@ogilvy.com
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