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• In 2019 and 2020, IPR interviewed nearly 30 senior
communications executives at Asia-headquartered companies in 
the auto, energy, education, healthcare, financial services, CPG, 
manufacturing, travel, real estate, and technology industries.

• Follow-up focus groups were conducted with nearly 20 senior 
communication leaders in Asia in November and December 2020

https://instituteforpr.org/2021-fow-asia-report/


Five Major Themes
1.  Asia’s Future is Now
2.  Evolution of the Communications Function
3.  Exponential Growth of Technology
4.  Increasing Focus on Internal Communications
5.  Spotlight on Environmental, Social, and Corporate Governance



• Many countries could easily be 
categorized as digital-first 
economies

• Digital platforms differ vastly from 
one market to another in Asia

• Communicators must use multiple 
platforms to target both internal 
and external stakeholders

• Including Microsoft Teams, 
WeChat, WhatsApp, Viber, and 
others



Asia as a Highly Diverse Region

• Every market, every region, 
and every country is different

• Digital platforms differ vastly

• Executives are increasingly 
becoming more regionalized 
and localized



Asia’s COVID-19 Recovery

• COVID-19 was a catalyst for 
change in communications

• Leaders are focused on how 
these changes fit into a more 
cohesive global 
communications plan

• Accelerated growth has also put 
pressure on performance



An Accelerating Pace of Change
• Speed of change affected by:

• Rapid growth of technology and innovation
• COVID-19 factors 
• Socio-political factors

• Changed the style of communications:
• More informal in terms of tone and delivery
• Investing more in communications technology
• Increased responsiveness 
• Brevity of messages



Communications Becoming More Strategic and Influential

• Historically, communications 
was perceived as a press 
function in Asia

• Quickly evolving to play a 
more active leadership role

• There is still a need for 
continual “education” 
about what a strategic 
communications function 
should look like



Analytics and Artificial Intelligence (AI) Will Drive Measurement

• Culture influences how people 
interact on digital platforms, 
which influences interpretation 
of metrics

• Some leaders say their metrics 
are “weak,” too expensive, or 
they haven’t found the 
“ultimate” tool

• Pressure to provide stronger 
metrics, but not sure where to 
start



Technology Enabling Leapfrogging
• Many Asian markets have leapfrogged 

traditional stages of technology
• Changing the way stakeholders expect to 

hear from leaders



The Impact of AI and Other New Tech Will Be Significant

• AI is a powerful and positive force to: 
• store and organize data
• train and upskill employees
• make work flows more efficient

• Although the communications function has not 
fully adopted all that AI technologies have to 
offer, it’s clear these technologies could 
eventually generate immense benefits

• The use of AI will vary with each Asian market

• Predictions that AI will be used for 
• writing news releases & annual reports
• converting text into video
• analyzing social media conversation
• conducting media research



Communicating to Digital-First Economies and the Expectation of 
“Always-On” Communications

• Booming tech and mobile-first society 
will continue to change the way their 
companies communicate

• Investing less in websites and more on 
apps.

• Participants said local social platforms 
that will continue to be dominant in Asia 
include WeChat, WhatsApp, QQ, Weibo, 
LINE and KakaoTalk.

• Many local social platforms in Asia 
provide an entire online ecosystem, 
allowing people to do most or all of their 
daily online activity via that one 
platform



Content Is Owned, Shared, Personalized, and Localized

• Investing more in personalized 
content

• Relying heavily on owned and 
shared media, as well as online 
influencers

• The degree of influence of media 
type also depends on the country

• For example, in Japan, 
traditional media is one of the 
most important channels of 
communication



• When COVID-19 hit, investments in 
resources and time skyrocketed

• Specifically, investing in technologies 
to communicate better with their 
employees

• LinkedIn reported a 60% increase in 
the volume of “remote” job searches in 
key markets such as China, India, 
Australia and Singapore



Executive Visibility Is Increasing Internally

• Employees want their leaders to be 
more visible

• More executives on internal social 
media platforms

• Some leaders have embraced this 
visibility as it allows them to be more 
successful in achieving corporate goals. 

• As an executive at a multinational 
beverage company said, "It’s clicked 
to people that if you can tell what 
you’re doing more efficiently to 
more people, you can progress what 
you’re aiming to do in your business 
purpose."



Engaging Mobile-First Employees

• Blurring the line between 
personal and professional life 
as employees desire more 
personalized 
communications

• Employees in Asia want to use 
digital tools they are 
already using in their 
personal lives



An Agile and Adaptive Cultural Mindset Is Critical

• Resistance to change may result in their companies becoming obsolete 
• COVID-19 has spurred some changes for the better
• Focus on a change-ready culture from the top to bottom



Investments in Upskilling and Reskilling 
Employees Are Needed

• Preparing for advances in the future of work such as 
automation

• Engaging a multigenerational workforce is KEY
• Innovation and growth in the Asia-Pacific region are 

contributing to a lack of availability of key skills, 
which is driving the talent crunch in certain markets





Rising Growth of Sustainability

• More communicators are 
becoming increasingly more 
involved in the charge toward 
carbon neutrality

• For some, this is a critical area to 
offer thought leadership



Environmental, Social, and Governance (ESG)
• ESG continues to significantly advance in Asia, 

driven particularly by investors and regulators
• In 2015, the Hong Kong Stock Exchange 

updated its rules to shift from “voluntary” ESG 
reporting to a “comply or explain” 
requirement.

• Participants fed back that many of their 
companies are taking steps to improve their 
ESG standards.

• ESG requirements – in both actions and 
reporting – are providing communications in 
Asia with new opportunities to elevate the 
function.



• Communication leaders are being drawn 
into geopolitical debates, but overall, 
companies were hesitant to participate

• The new Biden Presidential 
Administration in the U.S. plays a role 

• This affects areas such as:
• regulation
• customer interactions 
• a range of ESG-related matters

The Rise of Issues Management

• More leaders seek to have a voice on 
societal issues

• Asked to weigh in on critical issues: such 
as the impact of regulations and 
legislations on the company’s brand 
and reputation.

• One of the challenges cited was how to 
speak up and what issues to speak out 
about from a global perspective 



In Conclusion

• Asia is leading the world in terms of 
technological transformation. 

• Asia is not a monolithic block; it is highly 
diverse in multiple ways. 

• The COVID-19 pandemic accelerated the 
transformation of the communications 
function in Asia. 

• There’s a shift toward mobile-first 
channels and a greater emphasis on 
internal communications.

• Companies in Asia are focused more on 
ESG issues, especially in consideration to 
sustainability. 



Thank you! 

Download the full report at 
instituteforpr.org/2021-fow-

asia-report/

https://instituteforpr.org/2021-fow-asia-report/
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