
Forrester Research, Inc., 60 Acorn Park Drive, Cambridge, MA 02140 USA

Tel: +1 617.613.6000  |  Fax: +1 617.613.5000  |  www.forrester.com

Asia Pacific Technology Predictions: 2014
by Dane Anderson, November 18, 2013 | Updated: December 13, 2013

For: CIO 
Professionals

Key TaKeaways

asia Pacific Technology spending will Increase 4% In 2014
Economic challenges will remain in 2014 as the global economy continues its unsteady 
rebound, but the regional tech market will demonstrate resilience. Forrester expects IT 
spending in Asia Pacific to fare slightly better in 2014, with regionwide growth of 4%; 
the regional growth rate reaches 6% if we exclude Japan.

The age Of The Customer will Be at The Center Of The Most 
Fundamental Technology Trends
Forrester sees empowered customers disrupting every industry where the only 
sustainable competitive advantage is knowledge of and engagement with customers. 
Companies that are customer-obsessed will have the best chance of success across 
technologies and organizational requirements.

Technology Management Is Rapidly Branching Out From Being The sole 
Purview Of The CIO
As the age of the customer gains momentum, senior business leaders are increasingly 
spending their own budgets on technology and influencing IT budgets. CIO success in 
2014 and beyond will depend on how well they can engage business leaders, primarily in 
customer-facing sales and marketing roles.

www.forrester.com


© 2013, Forrester Research, Inc. All rights reserved. Unauthorized reproduction is strictly prohibited. Information is based on best available 
resources. Opinions reflect judgment at the time and are subject to change. Forrester®, Technographics®, Forrester Wave, RoleView, TechRadar, 
and Total Economic Impact are trademarks of Forrester Research, Inc. All other trademarks are the property of their respective companies. To 
purchase reprints of this document, please email clientsupport@forrester.com. For additional information, go to www.forrester.com.

For CIo ProFessIonals

why Read ThIs RePORT

The age of the customer is transforming market opportunities in Asia Pacific and will fundamentally 
change how firms manage technology in order to become smarter, nimbler, and more customer-focused. 
This report draws on the collective research of Forrester’s team of Asia Pacific analysts to present the top 
technology trends in the region in 2014, taking a customer-oriented, outside-in view of IT change to help 
organizations position themselves for success. CIOs must understand these trends and how they can 
employ specific emerging technologies to keep their firms ahead of the winds of change.
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Only CusTOMeR-OBsessed enTeRPRIses wIll suCCeed In 2014 and BeyOnd

The most critical overarching trend for the Asia Pacific (AP) technology market in 2014 will be the 
strengthening age of the customer, which we define as:1

A 20-year business cycle in which the most successful enterprises will reinvent themselves to 
systematically understand and serve increasingly powerful customers.

Forrester sees empowered customers disrupting every industry where the only sustainable 
competitive advantage is knowledge of and engagement with customers. Keeping up with disruptive 
technology innovation powered by social, mobile, analytics, and cloud enablement is critical, but 
success in the age of the customer is about more than technology — it hinges on organizations 
shifting their cultures, organizational structures, and mindsets to win in this new era. Businesses 
will call upon CIOs and their teams to support these changes and broaden their scope beyond IT 
(infrastructure) to include business technology (BT) — technologies, systems, and processes to win, 
serve, and retain customers.2 The age of the customer will manifest itself in AP through 10 major 
trends that will fundamentally alter or disrupt regional tech markets in 2014.

Technology spending Growth will Remain Flat

A weak global economic recovery and unstable domestic spending led to slower 2013 economic and 
tech industry growth in China and directly or indirectly affected export-oriented economies in the 
Pacific and ASEAN. This combined with ongoing structural problems in India and dwindling foreign 
direct investments in ASEAN to produce slower than expected IT spending growth across AP in 
2013. Japan was the only exception; reforms and stimulus packages resulted in faster than expected IT 
spending growth for the second-largest IT market in the world after the US. Forrester expects IT 
spending growth in AP to remain flat in 2014, with regionwide growth of 4%; the regional growth 
rate rises to 6% if we exclude Japan (see Figure 1). Key growth highlights for the AP market:

■ Chinese growth will mostly benefit local vendors. Forrester estimates that China’s IT 
purchases will grow by 6% in 2013 and 8% in 2014.3 Stronger public sector spending, a 
recovering computer equipment market, and an accelerating outsourcing services market will 
drive IT spending growth in 2014 in the form of local government infrastructure projects, 
distance learning and e-health initiatives, and airport, railway, and 4G projects. But this 
growth won’t benefit all vendors: Over the past few years, local vendors have strengthened 
their capabilities, primarily in the hardware space, while multinational vendors face challenges 
meeting security requirements imposed by Chinese government agencies. As a result, Forrester 
expects most of the growth in China in 2014 to benefit local vendors; foreign vendors face 
dwindling market shares.

■ In Australia and New Zealand, the shift to systems of engagement will continue its fast pace. 
With economic growth slowing from 2012 levels, 2013 marked an acceleration of the move from 
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capex to opex IT models in Australia and New Zealand. Forrester’s Forrsights Budgets and 
Priorities Survey, Q4 2013 shows that as-a-service now represents 8% of companies’ IT spending 
in the two countries, up from just 5% a year ago. The need for improved agility in systems of 
engagement projects is a key driver of this trend. These projects, which focus on transforming 
front-office systems to boost productivity, support multichannel strategies, and improve the 
customer experience, are numerous in the financial services, telecom, retail, and utilities sectors. 
However, the transformation of systems of record leveraging virtualization and automation 
approaches has started to erode a large portion of the value of the overall IT market — especially 
in the computer equipment, hardware maintenance, and infrastructure outsourcing segments. As 
a result, Forrester does not expect IT spending growth in Australia and New Zealand to move 
north of 3% in 2014, even though the economic growth rate should improve.

■ ASEAN market growth will continue to underperform. The threat of tighter US monetary 
policy amid increased concerns about inflation affected a number of currencies in 2013, 
making some IT purchases significantly more expensive for enterprises. While the situation 
has improved in the second half of 2013, Forrester expects 2014 to remain challenging from 
a currency perspective. Debt levels in countries like Malaysia and Indonesia will continue 
to be a major source of concern for foreign investors, whose lack of investment will in turn 
limit the growth of these countries. Therefore, Forrester expects IT spending growth to stay at 
around 7% — below its 2011-2012 levels. Vietnam, the Philippines, and Indonesia will lead the 
ASEAN region in terms of IT purchase growth; most of this growth will come from companies 
undertaking large projects to transform their IT environment and implement their peers’ best 
practices in order to improve their competitiveness in a slower, more uncertain economy.

■ Japan’s IT purchasing growth will slow as stimulus effects fade. The reforms and stimulus 
packages that the Japanese government implemented in 2013, along with a sharp uptick in 
the purchases of computer and communications equipment, have had a positive effect on the 
macroeconomic environment and drove higher than expected second-half IT spending growth. 
Forrester expects IT spending to slow down in 2014 as the effects of the stimulus wane. Large 
application modernization projects in the banking, professional services, and retail sectors will 
drive spending, while infrastructure consolidation, virtualization, and automation projects 
will negatively affect the growth of the hardware maintenance market. Outsourcing services 
will continue to transform toward long-term, multisourced engagements. As a result, Forrester 
expects growth in IT purchases in Japan to hover around 2% in 2014.

■ Korean organizations will continue their IT transformation. At 4%, 2014 IT spending 
growth in South Korea will be in line with the regional average. Over the past two years, Korean 
firms — which have traditionally valued high degrees of customization and strongly supported 
local providers — have slowly begun to embrace global standards and ubiquitous technology. 
Expected improvements in the domestic economy will also act as a booster for new projects 
around mobile systems of engagement.
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■ India’s IT spending growth will recover somewhat after the general elections. Currency 
issues and a lack of reforms have led to slower than expected IT spending growth in India in 
2013. As a result, Forrester has revised its growth forecast for the 2013 calendar year to 6.5%. 
As the country enters a political season leading up to general elections in mid-2014, most 
government agencies have taken a wait-and-see attitude, delaying a number of IT investments. 
Forrester expects the economic climate to improve in 2014, boosting IT investments in a 
number of sectors, including financial services, manufacturing, retail, and professional services. 
Regardless of the electoral outcome, public sector spending will also accelerate in the second 
half of 2014, allowing organizations to catch up on many of their delayed IT investments. Large 
transformation projects in the banking and manufacturing sector will constitute the major 
opportunities for tech vendors in India over the next 12 months. Forrester expects the IT 
market to grow by about 8% in 2014.

Figure 1 Asia Pacific IT Spending Will Fare Slightly Better In 2014

Source: Forrester Research, Inc.106081
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CIOs’ IT spending will decline as The Clout Of The Business Grows

Forrester has identified a critical shift in IT spending: Regional business stakeholders are 
increasingly making IT purchases out of their business budgets, eating into CIOs’ tech budgets.4 
Recent Forrester Forrsights survey data shows that the trend has accelerated in 2013: Asian CIOs 
now exclusively control just 51% of enterprise IT procurement decisions, down from 58% just 12 
months ago. In dollar terms, Forrester predicts that IT purchases made by the CIO will decrease 
through 2016 (see Figure 2). As business leaders increasingly flex their technology management 
muscles, Forrester expects that:

■ Business-controlled IT budget growth will accelerate in 2014. Data from Asian respondents 
to the Forrsights Business Decision-Makers Survey, Q4 2012 indicates that IT budgets owned 
and controlled by the business would grow much faster in 2013 than those controlled by IT. 
Forrester expects a similar trend to unfold in 2014, as businesses’ needs for systems that can 
help them achieve their growth objectives continue to be a key priority. The business will 
continue to pressure the CIO to make IT operations more cost-effective and decrease the cost of 
maintaining and growing central IT systems.

■ Business leaders will invest in systems of engagement. The Forrsights Budgets And Priorities 
Survey, Q4 2013 showed that CIOs in AP will intensify their focus on internal budgetary 
issues. IT departments across the region indicated that their top two technology priorities 
are improving budget delivery performance (63% see it as a top priority for 2014, versus 54% 
in 2013) and improving IT budget performance (60% in 2014 versus 52% in 2013). Forrester 
expects the business to take these cost savings in hand and increasingly direct them toward the 
creation or expansion of the business’s systems of engagement.5

■ Businesses will push for new IT organizations that better support growth strategies. In 
2013, Forrester’s clients have taken steps to reorganize their IT departments in order to better 
engage the business and drive better business outcomes. At a growing number of regional firms, 
business leaders have one team to manage back-end IT and another to spark business outcomes 
and innovation.
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Figure 2 The Business Is Taking More Control Of IT Spending In Asia Pacific

Organizations will look To source Business Capabilities, not Technology

As the age of the customer sweeps through AP and business leaders control a larger share of IT 
spending, regional organizations will move away from technology sourcing to pursue business 
capabilities such as digital customer engagement. For example, Forrester recently learned of a vice 
president of online channels at a luxury brand who decided to leverage a mobile center of excellence 

Source: Forrester Research, Inc.106081
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from an external managed service provider to help the brand accelerate its revenue growth in a 
multichannel environment. As business decision-makers look to build capabilities that will help 
improve business outcomes, Forrester believes that they will move away from procuring technology 
to sourcing a new breed of managed services to complement their strategic capabilities. This new 
breed of services will combine:

■ Strong business process expertise to help businesses be disruptors. In the age of the customer, 
businesses are looking for service providers that can help them harvest the power of mobile, 
social, and analytics to transform their customer experiences. However, they’re looking for 
disruptive business models, not just technology. Successful service providers will be the ones 
that bring strong business transformation capabilities along with a repository of best practices 
and benchmark performance indicators.

■ Analytics to monitor and optimize business process performance. These services aim to 
deliver incremental business value to clients throughout the duration of the engagement. A 
strong analytical capability that is directly linked to the business process is crucial to being able to 
monitor and optimize the outcomes of the business service. For example, a luxury cosmetics 
brand in the region was able to significantly increase its revenue growth in the mobile channel by 
understanding what time of day it needed to launch campaigns to maximize their effectiveness.

■ Software assets that automate business processes. The speed of change in the age of the 
customer means that businesses will not have the time or risk appetite to develop custom 
applications. Software assets enable them to significantly reduce risk, accelerate time-to-value, 
and benefit from the service provider’s intellectual capital. Built on modular, multitenant 
software architectures, these assets bring benefits to multiple customers while allowing for 
differentiation at the business process layer.

■ Flexible engagement models that align with business value. Business stakeholders value 
business outcomes, not the number of developers working on a project or the number of mobile 
applications delivered. Forrester believes that pure value-based pricing models will remain few 
and far between in 2014. However, as service providers overcome their traditional challenges 
with and concerns about managed services, a growing number of clients will ask their providers 
to put at least part of their remuneration at risk and align it to business outcomes like revenue 
growth or profitability improvements.

Few IT Organizations will Meet Business demands For Improved analytics

Business intelligence (BI) continues to expand beyond traditional reporting as real-time analytics 
and business-led, self-service access to visualization tools grows. But big data remains a problematic 
term; it’s technology-centric and doesn’t appeal to or excite business decision-makers. At the same 
time, IT still focuses on retaining “control” of corporate data, despite the clear business demand 

http://www.forrester.com/Case+Study+HP+Leverages+Software+Assets+To+Deliver+Business+Innovation+To+Automakers/quickscan/-/E-RES90841?highlightTerm=case%20study%20HP&isTurnHighlighting=false
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for analytics in areas like new product development, personalization for financial services, and 
customer segmentation for retail. The takeup of big data systems, solutions, and consulting services 
will therefore remain sporadic across the region in 2014. Less than 10% of AP IT organizations are 
proactively responding to the clear business mandate to use more types of information from more 
sources to enable timelier, better-informed insight. Organizations that effectively link this business 
imperative to their analytics initiatives will be better positioned to thrive. In 2014, we envision the 
following analytics trends:

■ Customer engagement will drive BI, big data, and analytics investments. Business decision-
makers in both mature and growth markets in AP are beginning to actively embrace the shift in 
power from companies to consumers and recognize the need to disrupt existing processes and 
engage customers in more diverse and immediate ways. Customer engagement initiatives are 
increasingly driven by a better understanding of and appreciation for real-time data access and 
insight and the potential value of external, cloud-based data focused on customer insight and 
activity monitoring. Successful IT-led analytics projects will reflect and support the growing 
business reliance on simplified, timely access to customer-related information for improved, 
data-driven decision-making.

■ Big data interest will drive demand for new skills. The increasing interest in collecting 
customer and social data, linking to open data sources, embedding sensors, and connecting 
smart devices will lead to an explosion of data in 2014 and 2015. Data will get bigger and messier, 
and some companies will drown in it. Many AP organizations will find that their eyes are too big 
for their stomach and will not be able to convert the flood of data into real insights. Big data will 
get massive — and the need to make sense of this data will drive organizations to start hiring data 
scientists to look for patterns in the data and develop “if this, then do that” models.

■ Self-service BI usage will spread as IT struggles to keep up. Information workers will 
continue to demand more direct control over data access and analytics as they strive to 
transform information into actionable insight. The traditional lag in BI adoption makes this 
trend even more pronounced across key AP markets. Users are gaining access to BI tools and 
capabilities — both on-premises and as-a-service — driving them to want to learn, investigate, 
model, and play. This is particularly prevalent among proactive, intellectually curious staff 
seeking to add value to their organizations. Throughout 2014, the use of unmanaged and self-
managed BI will continue to exceed fully managed BI implementations for the majority of Asia 
Pacific organizations.

The Internet Of Things will Get Personal

Growth in the Internet of Things (IoT) has primarily been driven by enterprise and government 
organizations in the form of smart meters, smart roads, and sensor networks in buildings, on 
trains, in hospitals, and in factories. In 2014, the IoT will get personal. Sensors will help people get 
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fitter, control their car, find their keys, unlock their house, monitor the ambient temperature, turn 
lights on and off, control a toy, monitor electricity usage, control their air conditioner, and monitor 
their solar energy generation, among many others. Smart fitness monitoring and motivation 
devices such as the Fitbit, Jawbone, and Nike Fuelband and associated smart body scales, blood 
pressure monitors, and heart rate meters are beginning to appear on wrists and in houses across AP. 
Consumers are already starting to install and use smart locks such as those from Kwikset, Goji, and 
Lockitron and smart light bulbs from companies like Philips and LIFX in houses and apartments. 
And many traditionally “dumb” devices, such as TVs, refrigerators, and air conditioners, are starting 
to get smart and connected. As the IoT takes root, CIOs will need to:

■ Become more involved in product development. CIOs in AP who want to get more tightly 
integrated with the rest of the business in 2014 will drive conversations with product developers 
who will help integrate technology to make products or services smart. To help product 
development succeed, CIOs should help with selecting and integrating technology; designing 
and building apps; and developing APIs so that the organization and its partners get access to 
the data that smart devices generate.

■ Exploit new opportunities to leverage rich customer data. Organizations will be looking for 
ways to connect their smart devices and retrieve data from them. CIOs should examine the 
opportunities to collect and mine sensor data to create a broader or deeper view of customers 
(see Figure 3). Privacy issues will be significant, but remaining customer-obsessed will present 
boundless opportunities to collect data for the use of the customer.

Figure 3 Collecting And Analyzing Smart Sensor Data Should Be On CIOs’ Priority Lists In 2014

Source: Forrester Research, Inc.106081
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smartphones will Become life hubs

Customers are seeking a simple way to monitor and control their increasingly connected 
possessions, and the smartphone seems the perfect vehicle. A few years ago, the smartphone was a 

“third screen;” as the device became more capable, organizations promoted it to the preferred screen. 
Calling a device a “screen” assumes that it’s primarily for connection and consumption — something 
people to look at things. But in 2014, for many consumers in Asia, the smartphone will begin to 
resemble a “life hub” — not just a device for consuming content, but a tool for managing their life 
(see Figure 4). As the smartphone begins to connect with fitness devices, smart watches, smart 
lights, smart locks, and smart TVs, it will become the connected hub of people’s lives. And with 
smartphone penetration in many Asian countries leading the world, this trend will play out quickly 
in AP. As the smartphone emerges as a life hub among AP consumers, we expect that:

■ CIOs will develop less for smartphones and more for the ecosystems connecting to them. IT 
departments will be responsible for collecting and analyzing the tsunami of data and managing 
a variety of new and different business processes. CIOs will need to work with partners, 
suppliers, and sometimes even customers to extract data and feed it back into the loop.

■ Services will blend the physical and virtual worlds to improve the customer experience. The 
vast and growing amount of data — open data and data inside organizations that links to the 
personal, enterprise, and government IoTs — will lead to a considerable expansion of the types 
of services offered to customers. One example is the ability to directly connect customers with 
potential health issues with qualified medical professionals while at the same time prefilling 
health insurance reimbursements. Another is helping customers save money on electricity by 
linking weather data, smart appliance data, sensor data, and a smart meter and managing all of 
that data on a mobile device, wherever and whenever the customer has the need.
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Source: Forrester Research, Inc.106081

Figure 4 The Smartphone Will Become The “Life Hub”

Customer experience will surge as a CIO Priority

In 2013, we have seen the topic of customer experience come out of nowhere. At first, it wasn’t even 
on CIOs’ agendas; now it’s one of their top priorities. In 2014, we expect CIO focus on customer 
experience to drive very rapid spending growth in this area, driven by firms seeking to differentiate 
themselves from their competitors by offering a superior customer experience. However, as more 
and more firms adopt this strategy, consumers will expect all of the companies they engage with 
to provide a high-quality customer experience. This trend has some interesting implications; we 
predict that:

■ Mature firms will spread out internal responsibility for customer experience improvement. 
Rather than making one person or a small team responsible for the customer experience, 
companies that are truly customer-obsessed will involve several internal organizations in the 
improvement process. This is one of the key tenets that Forrester has identified that mark firms 
with leading customer experience programs. However, in 2014 most firms will still stubbornly 
adhere to the traditional model of having a centralized team or person responsible for all 
customer experience across the entire organization.
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■ More firms will adopt NPS as their customer satisfaction standard. 2014 will be a year of 
gradual change in customer experience; most firms will rely too heavily on the Net Promoter 
Score (NPS) as their single key metric. Consequently, the market will become saturated with 
companies asking their customers NPS questions after each interaction. This will create a 
backlash against these surveys, as customers experience “feedback fatigue” even though each 
individual survey is short. As NPS survey completion drops, the results become less and less 
representative of real customer satisfaction, and firms basing customer experience decisions 
on this data will begin to miss the target. Only those companies with more mature customer 
experience offerings will bolster their NPS results with a series of other metrics to truly 
understand the views of their customers.

■ More large firms will rely on external consulting to realize their customer experience 
vision. Due to a chronic shortage of new talent with appropriate customer experience skills 
and experience, there will be an increased reliance on any agencies or consulting firms that can 
demonstrate a real ability to deliver improvements in customer experience programs. But let the 
buyer beware: There will also be a host of external partners out there that lack the experience 
and influence to drive improvement projects and overcome clients’ internal conflicts and time 
and budget limitations; such partners will ultimately deliver subpar experience improvement 
efforts. As companies in 2014 work their way through the first “repair” phases of their customer 
experience programs, quality assurance and regular customer satisfaction monitoring will be 
paramount to success.6

The number Of Online Buyers In China will surpass The Total us Population

As the age of the customer develops in AP, global businesses will have new opportunities to bypass 
traditional physical channels — which are underdeveloped in most of Asia’s emerging markets — and 
reach massive new markets digitally. To understand the scale of the online markets opening up in AP, 
consider that the number of online buyers in China alone will reach 356 million in 2014 — surpassing 
the entire US population (see Figure 5).7 And China’s online buyers will spend $356 billion in 2014, an 
amount larger than the nominal GDP of Malaysia or Singapore. Of course, this is just one component 
of the regional opportunity, which is growing quickly. Despite the global economic slowdown, the 
combined online retail spending of five key Asia Pacific countries — China, India, Japan, South Korea, 
and Australia — grew nearly fivefold over the past four years. The scale and growth of online markets 
in the region will present important new opportunities and challenges in 2014:

■ Global consumer companies with no online reach in AP will lose ground to those that have 
it. More than ever, the ability to remain a leading global consumer company will hinge on 
how effectively firms can develop their online capabilities in regional markets. For companies 
without the in-house resources to develop this channel, turning to external service providers 
can be the best choice to accelerate progress. Adidas pursued this option by having SingPost 
develop an online sales portal to cover all aspects of Adidas’ online sales and fulfillment in 
Southeast Asia.
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■ Localizing customer-facing websites, services, and fulfillment will become critical. Many 
multinational firms either offer shoddy localizations of their websites in AP markets or ignore the 
need altogether. CIOs must pay more heed to the global implications of their technology decisions 
and balance the need for consistent architectural frameworks with the need for local autonomy.

Figure 5 The Total Number Of Online Buyers In China Will Surpass The US Population In 2014

Mobile Payments will Make Progress, But won’t Crack The Code

The mobile payment landscape in AP is entering an exciting phase of development, but will remain 
riddled by fragmentation in 2014. In countries like Japan and South Korea, people can use near field 
communication (NFC)-enabled mobile devices to pay for purchases at retail outlets. Firms in other 
countries, such as Singapore and Australia, are experimenting with a variety of mobile payment 
options, including NFC, QR codes, and digital coupons. Companies betting on mainstream 
adoption of mobile payments that leverage a consistent, stable standard will be disappointed. While 
mobile payments will make progress, we believe that key barriers will remain:

■ Cash and cards still dominate the payment landscape. While penetration of feature phones 
and smartphones has grown substantially in Asia, not many people actually use their phones to 
make mobile payments. Even in markets like Australia and South Korea, cash, credit cards, and 
debit cards remain highly popular among consumers. Also, merchants are reluctant to invest in 

Source: Forrester Research, Inc.106081
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mobile payment infrastructure unless they see an obvious ROI; this creates a vicious cycle and 
ensures that cash and cards will remain more convenient to use for some time.

■ Industry limitations in emerging markets will continue to inhibit adoption. Banking 
infrastructure and coverage in many Asian countries, such as India and Indonesia, remain 
uneven. This creates mobile payment opportunities for other players, like telcos — but telcos 
in those countries also grapple with wireless network access problems, meaning that mobile 
payments will not propagate outside of urban areas. A related issue is that of industry regulation; 
banks are governed by banking rules and telcos by telecommunications rules, with no cross-
over. One exception is Globe Telecom with its Gcash offering. Globe obtained a banking license 
and is allowed to operate as a financial services provider in the Philippines. However, other 
telcos without the necessary expertise are unlikely to venture into that space.

■ No clear payment standard will emerge. Many Asian countries appear to have bet on NFC as 
the standard-bearer for mobile payments, but this is a medium- to long-term plan. NFC itself 
is not free of competing approaches; for example, China uses different air interface frequencies 
for NFC. To muddy the waters further, providers like Square and PayPal offer merchants a 
pluggable smartphone card reader that turns the phone into a credit/debit card point of sale, 
making it even harder to achieve common m-payment standards in the near term. Confusing 
users with multiple standards dampens user adoption.

lack Of Objectives will hinder data Center Transformation and hybrid Cloud adoption

The perception of cloud computing among mainstream organizations will continue to shift in 2014, 
from a focus on increased IT efficiency and responsiveness via private clouds to a drive toward a 
more fundamental disruption of existing processes and a full embrace of hybrid cloud scenarios, 
including a far greater reliance on public cloud-based services for core transactions. During this 
shift, we expect that:

■ Public cloud usage will grow, but organizations will struggle to manage hybrid approaches. 
Demand for cloud-based services continues to increase for specific usage scenarios, including 
storage, disaster recovery, and cloud-bursting. In many AP markets, however, lack of consistent 
download speeds and ongoing latency issues will hinder a more widespread migration of 
enterprise applications to the cloud. Software licensing models will also continue to restrict 
organizations, as they are not designed to support multitenant deployment scenarios, either on-
premises or in the cloud.

■ Virtualization of business-critical applications will accelerate. As the understanding of the 
concept of IT-as-a-service steadily increases, companies in the region will continue to embrace 
virtualization and expand its use to business-critical apps to leverage benefits like elasticity 
of compute resources, dynamic provisioning, and improved disaster recovery. In mature IT 
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markets like Australia, Hong Kong, Japan, New Zealand, and Singapore, virtualization will 
rapidly extend to storage and networks. Enhancements in compute and storage platforms will 
also help accelerate data center virtualization and reduce migration risks.

■ Adoption of workload-based integrated systems will accelerate. Interest in converged 
infrastructure has grown significantly in AP over the past 12 to 18 months. Organizations 
are adopting converged systems to improve application performance and keep key suppliers 
accountable. We expect adoption of converged infrastructure to increase in 2014, but mostly for 
individual workloads.

W h at  i t  m e a n s

CIOs MusT PuT The CusTOMeR FROnT and CenTeR

For far too long, many CIOs have focused on internally oriented back-end IT. Although they could 
get away with it before the age of the customer, the growing power of the customer and business 
leaders’ increasing involvement in technology investments has changed their reality. CIOs must put 
customers at the center of their plans for the future. In order to position for success in 2014, CIOs 
must stabilize core IT systems and reduce the resources directed toward them to focus on customer-
centered systems of engagement. Successfully making this transition will require an ability to 
harness disruptive technologies and a much stronger partnership with senior business leaders.

suPPleMenTal MaTeRIal

Methodology

Forrester’s Forrsights Budgets And Priorities Survey, Q4 2013, was fielded to 3,382 IT executives and 
technology decision-makers located in Australia, Brazil, Canada, China, France, Germany, India, 
Indonesia, Japan, Malaysia, Mexico, the Philippines, New Zealand, Russia, Singapore, the UK, and 
the US from small and medium-size business (SMB) and enterprise companies with 100 or more 
employees. This survey is part of Forrester’s Forrsights for Business Technology and was fielded 
from June 2013 to September 2013. ResearchNow fielded this survey online on behalf of Forrester. 
Survey respondent incentives include points redeemable for gift certificates. We have provided exact 
sample sizes in this report on a question-by-question basis.

Each calendar year, Forrester’s Forrsights for Business Technology fields business-to-business 
technology studies in more than 17 countries spanning North America, Latin America, Europe, 
and developed and emerging Asia. For quality control, we carefully screen respondents according 
to job title and function. Forrester’s Forrsights for Business Technology ensures that the final 
survey population contains only those with significant involvement in the planning, funding, and 
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purchasing of IT products and services. Additionally, we set quotas for company size (number of 
employees) and industry as a means of controlling the data distribution and establishing alignment 
with IT spend calculated by Forrester analysts. Forrsights uses only superior data sources and 
advanced data-cleaning techniques to ensure the highest data quality. 

endnOTes
1 Empowered customers are disrupting every industry; competitive barriers like manufacturing strength, 

distribution power and information mastery no longer create competitive advantage. In this age of the 
customer, the successful companies will be customer-obsessed and executives who lead these enterprises 
must invest in four priority areas: 1) real-time actionable data sharing; 2) contextualized customer 
experiences across touchpoints; 3) sales efforts tied to buyers’ processes; and 4) content-led marketing and 
customer interactions. See the October 10, 2013, “Competitive Strategy In The Age Of The Customer” report.

2 CIOs need to understand how technology management must adapt in this rapidly evolving world. The 
age of the customer will place harsh and unfamiliar demands on institutions, necessitating changes in 
how they develop, market, sell and deliver products and services. This report serves as a clarion call to 
CIOs, explaining specifically 1) how to achieve the right mix of IT and BT; 2) which methods will help 
you build a highly effective BT portfolio; and 3) how to improve collaboration with other executives in 
your company who are also meeting the customer challenge — in particular, chief marketing officers and 
customer experience professionals. See the October 10, 2013, “Technology Management In The Age Of The 
Customer” report.

3 IT purchases in China will reach $113 billion in 2013, making it the third-largest tech market in the 
world after the US and Japan. China is still largely a hardware-driven market, but spending on software 
and services is slowly gaining prominence in the current economic climate. This report analyzes the IT 
spending patterns of Chinese organizations in 2013 and provides an outlook for 2014 based on an analysis 
of government investment patterns and the latest buying trends of Chinese CIOs. It also provides tips for 
CIOs on how to make smart investments in the current market environment to achieve the best business 
outcomes. See the November 18, 2013, “China Tech Market Outlook: 2014” report.

4 The Forrsights Budgets And Priorities Tracker Survey, Q4 2012 surveyed more than 1,400 IT and business 
decision-makers in the Asia Pacific region about their intentions for their IT budgets in 2013. The survey 
results reveal that the inevitable transformation of enterprise IT to BT is occurring across the entire Asia 
Pacific region. This change will no doubt occur at varying paces and along different courses of action 
depending on an organization’s location, industry, size, and culture. But the underlying trend is clear: BT 
isn’t just another acronym in Asia Pacific, but a fundamental shift in the sourcing and delivery models for 
IT services across the region. It’s critical that CIOs understand the full implications of these trends in order 
to make their own IT-to-BT transitions successful. See the September 4, 2013, “Asia Pacific CIO Budgets 
And Priorities In 2013” report.
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Technology is now too important for the business not to be involved. Business decision-makers in Asia 
also mention that frustration with their IT department pushes them to spend directly on IT without the IT 
department’s involvement. Forrester calls these decision-makers “renegade IT buyers.” We believe that the 
changing business environment in Asia Pacific, characterized by slower economic growth and increased 
competitive pressures, will accelerate this trend. See the November 1, 2013, “The Renegade Technology 
Buyer In Asia”report.

5 Building on what Geoffrey Moore has termed “systems of engagement,” Forrester formally defines them as 
systems that “empower customers, partners, and employees with context-rich apps and smart products to 
help them decide and act immediately in their moments of need.” See the March 26, 2012, “Mobile Is The 
New Face Of Engagement: An Executive Summary” report.

6 Customer experience professionals need to help their organizations adopt the practices that will let them 
design, implement, and manage customer experience in a disciplined way that delivers the results firms 
want. But how can companies avoid missteps over the course of this complex transformation? Forrester 
studied companies that tried to adopt customer experience discipline over time. We concluded that firms 
that actually succeeded at this goal followed the same four-phase path. This report describes that path and 
provides examples of organizations that are on it today. See the June 27, 2013, “The Path To Customer 
Experience Maturity” report.

7 This forecast includes online retail spending by category in Australia, China, India, Japan, and South Korea. 
It includes online buyers and online spending per buyer by categories such as computer hardware and 
software, apparel, consumer electronics, and appliances and media. It also includes data going back to 2009 
and a five-year forecast. See the October 7, 2013, “Forrester Research Online Retail Forecast, 2013 To 2018 
(Asia Pacific)” report.
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