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about the report

The concept: 
The PublicAffairsAsia State of the Industry Survey series was launched 
in 2009, targeting corporate public affairs practitioners in Asia Pacific to 
provide a snapshot of the Public Affairs and Public Relations industry. The 
first two volumes, 2009 and 2010, covered the consultancy sector. This 
volume is the first to examine the corporate in-house sector and will be 
followed later this year by the 2011 consultancy volume. 
 
This study aims to measure in-house (i.e... corporate) PR, PA and  
corporate affairs practitioners’ attitudes to and opinions on their roles,  
perceptions of corporate PA practices and communications in  
comparison with the Asian perspective, as well as HR development  
and staffing issues.
 
The study also presents an outlook of the operations of the PA and
PR sectors in Asia Pacific, with insights into views and opinions of
Western practices, in comparison to Asian.

The methodology: 
 
A total of 101 companies were selected from among international and 
Asian companies and invitation letters were sent to all parties concerned.

Of the full listing, 43 companies participated in this survey.
 
The breakdown of the respondents is as follows: 
 
• 36 director-level practitioners
• 7 managerial-level practitioners

Interviews were conducted on the telephone by The Research Pacific 
Group B2B analysts. 

Each interview lasted an average of 30 minutes. 
 
The fieldwork was conducted from 10 December 2010 to 7 March 2011. 
All questionnaires were manually checked and edited prior to the data-
consolidation. 
 

Advisory note: 
 
It should be remembered that the following data, which is expressed 
in percentage terms, is based upon a small sample of 43 valid cases. 
Therefore interpretation of differences between subsets should be made 
indicatively, not definitively. 

However, bearing in mind that the total universe (defined as the “leading 
senior public affairs and corporate public relations practitioners in the 
Asia Pacific region”) is itself very small, it is believed that the 43 valid cases 
are reasonably indicative of the population studied.
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 report foreword

 
 

This survey engaged some of the leading services and manufacturing players 
in the world, including many Fortune 500 players. They appear to be saying 
that “this is as good as it will get” and this indicates that lot of work needs to 
be done not only within the region itself, but, often at home to convince  

central management teams of the efforts needed and to get eyes open to the  
diversity and nuances of the region.

For example, it is worrying that while a significant proportion of the in-house  
specialists interviewed feel that their scope and role is indeed expanding, many also 
feel that their “top” or global management teams are being slow in terms of adaption 
to the realities of Asia. This would include recognition of its diversity and the greater 
need for intervention at governmental levels, where engagement needs to be pur-
sued in a more subtle way than the US lobbying approaches. 

Another significant challenge, which mirrors what we also see in the research 
industry, is overcoming short-termism among young talent in terms of “career-think”. 
Major companies may need to rethink their entire HR models to attempt to entice 
and retain the right candidates, meaning those who don’t equate career develop-
ment with frequent job change. However, this is going to take a while to achieve, 
and yet it is probably the only real factor which mitigates a more rapid localisation of 
functions.

Overall, the study clearly indicates that the PA is profession on the rise, and  
foresees enormous opportunities to take on a greater collective challenges across 
this diverse and complex region. 

Irwin Hankins, President, The Research Pacific Group
Email: i_hankins@respac.com

W
elcome to the third annual report in the State of the Industry series, 
and the first study which engages senior members of the in-house 
public affairs community. We would like to thank all our participants, 
who freely gave their time for one-on-one interviews over the last 
three months.

This study, conducted in association with our research partner The Research Pacific 
Group, confirms that an identifiable public affairs and lobbying industry is emerging in 
Asia Pacific. This is good news for the community and we hope that PublicAffairsAsia 
magazine, and the wider PAA network, has played its part in fostering this change.

However, the survey also finds that the environment in which PA practitioners are 
operating is more complex than the West, suffers from significant talent shortages, is 
negatively impacted by transparency issues and is likely to get tougher as a result of 
increased nationalism in the trading environment.

Fundamentally, the report suggests that the PA industry is still in a relatively nascent 
phase and is not surprisingly suffering from inevitable capacity issues and growing 
pains. But senior practitioners are acutely aware that the rise of Asia politically and 
economically means that these issues have to be overcome if Western MNCs and Asian 
corporations are to develop and grow their businesses in countries with complex 
stakeholder and regulatory landscapes.

The report also underlines a strongly-held belief that government remains central 
to the success or failure of businesses operating in this region. To this end, the survey 
finds that the majority of professionals view government relations as the most impor-
tant element of their role. Yet the industry appears relatively slow in adapting to the 
shifts in the pattern of influence, with fewer than one in two participants suggesting 
that digital and social media are important to their day-to-day operations.

In summary the report provides a snapshot of the industry’s views across a wide 
range of issues. And whilst PA professionals do not speak with one voice, some clear 
trends emerge which we will analyse and benchmark through future PublicAffairsAsia 
publications and events.

We’d like to express our gratitude to the survey participants, hope you enjoy reading 
this report and look forward to your comments and questions over coming weeks.

Craig Hoy, Executive Director, PublicAffairsAsia 
Email: craighoy@publicaffairsasia.com
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introductory analysis

The complete data-set for the 2011 survey is available in the Intelligence Section of www.PublicAffairsAsia.com
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1 It’s Asia’s Era
Some 95 per cent of senior practitioners interviewed said 
Asia is a growing part of their corporation’s business and 

nine in 10 believed Asia would be more important to the future 
development of their corporate public affairs strategy. As Asia 
rises in importance, so too does PA – with some 81 per cent of 
respondents citing an expansion in their activity and scope.

2 Social Media: Not Yet of Age
Nearly nine in 10 of our survey respondents view 
government relations and public affairs as “important” to 

their roles and organisations. But despite strong evidence about 
its influence in Asia, only half cited social/digital media as  
important to their role as PA practitioners. 

3 The Effects of the Global Rebalancing
PA industry leaders in Asia Pacific believe that global  
operating plans, public affairs and government relations  

practices will have to change to accommodate the shift in 
geopolitical and economic power to the East. Significantly, three 
quarters of respondents believe that practices and approaches 
will have to change. This is a wake-up call to Western MNCs.

4 Still Finding its Feet
Public/corporate affairs in Asia Pacific is still in the de-
velopment phase. Just half of those surveyed said their 

company “fully utilises” its government relations function to 
leverage outcomes (and avoid becoming embroiled in negative 
scenarios). Nearly one in three of those interviewed believed 
that the full value of corporate public affairs was not fully under-
stood or recognised within their company. 

5 There is no Asia
Despite the fact that many business units are built 
around the Asian map, senior practitioners are  

unanimous in stressing that Asia cannot be viewed as a market 
in the same way as Europe or North America. Significant moves 
towards the localisation of strategies and practices are essential if 
MNCs are to achieve their business goals. 

6 PA is better understood as lobbying ‘emerges’ 
Seven in 10 practitioners believe that an identifiable PA 
and lobbying industry is emerging in Asia. However 

three in four believe that the term “public affairs” is not fully 
understood, although 68 per cent believe it is better understood 
than it was previously.
 

The 2011 headlines 

About PublicAffairsAsia
PublicAffairsAsia is the network 
for senior government relations, 
public affairs and corporate  
communications professionals 
operating across the Asia  
Pacific region. It offers news, 
features, analysis and intelligence 
on practice and policy through 
PublicAffairsAsia magazine, 
online channels, intelligence and 
events.
It also operates the flagship Gold 
Standard Awards for government 
relations, public policy and  
corporate communications.  
For more information, to  
REGISTER, or SUBSCRIBE: visit 
www.publicaffairsasia.com
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7 Trade bodies and the landscape
More than four in five survey participants say their corpora-
tions are involved with trade and industry bodies, while 

only one in two say they are engaging  with NGOs. Fewer than 
half of those interviewed believe that industry, trade and coalition 
groups are more effective in Asia Pacific than they are in the West. 

8 Staffing Problems Remain
Recruitment and retention remain key concerns of managers 
in the region. They say staff expect promotion too soon, 

place too much emphasis on salary over career development and 
experience intensive headhunting.

9 It’s a People Business
Nearly three quarters of those interviewed believe that  
recruiting talent from the West does not address the need 

for trained practitioners on the ground in Asia. Six in 10 identified 
the lack of middle tier management as a problem, whilst nearly 
40 per cent said a talent deficit was impeding the development of 
their broader corporate goals in the region.

10     The Consultancy Dimension
PA and corporate affairs teams in the region remain 
small, with the majority consisting of no more than 10 

people. Only 10 per cent have a headcount of over 20 staff. This 
in part, perhaps, explains why 69 per cent say they “routinely” 
engage external consultancies. Over 40 per cent state that their 
annual departmental budget is in the region of US$1 million to 
US$4.9 million. One respondent presided over an annual budget 
in excess of US$20 million.

 

5
TOP-LEVEL ENGAGEMENT:

Former US ambassador to Singapore, now  
Edelman PA chairman, Frank Lavin,  

debates government relations at the 2010 
PublicAffairsAsia Corporate Affairs Forum

External Comment on the 2011 Report
“The public affairs profession in Asia faces rising complexity, heightened responsibility  

and a challenging external and internal landscape. The 2011 State of the Industry report  
highlights these factors, among others, and the drivers behind them, making insightful reading 

for anyone interested in the evolving nature of public affairs in the region.”
 Stephen Thomas, Head of Corporate Affairs, Citigroup China
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one. status and function
SECTION 1: Where PA fits and where practitioners see it going
In this section of the survey, we examine the fundamentals and attitudes of  
the PA and corporate affairs practitioner community in Asia.

 KEY FINDINGS:
•The status of corporate public affairs within corporations has grown substantially 
in the last 12 months, with 81 per cent noting an increase in importance.
•The majority of MNCs have legal affairs and corporate communications  
departments, yet only half have an identifiable government relations unit. 
•PA practitioners suggest traditional operational functions, such as government  
affairs, outrank CSR and digital media in the importance stakes.
•The corporate affairs voice is being heard at board level in two-thirds of MNCs.

Graph 1.1:

Graph 1.2:

Graph: 1.3

Perceived Status of Respondents’
Department Function in Company

During the past 12 months
Would you say that your department/function is:
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Distinct Business Units in Asia Pacific

Source: Section 2 (Qn 5)
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Base: 43

The following departments are distinct business units within your corporate 
structure in Asia Pacific:

Percentage of Respondents (%)

Distinct Business Units in Asia Pacific

Perceived Status of Respondents’ Department  
Function Within Their Company

..... say they are represented at board level  
within their corporate organisations.

65% of respondents...

INDUSTRY MARK OF DISTINCTION: 
eBay in the Asia Pacific Region
In January this year, PublicAffairsAsia, in con-
junction with Fleishman-Hillard, named eBay 
as the in-house PA team of the year. The Asia 
Pacific Government  Relations (APGR) function 
at eBay is led by Steven Liew, Senior Director 
for Asia Pacific Government Relations and Legal 
Counsel (pictured above receiving the award), 
who is based in Singapore. Professional full-time 
employees, reporting to Steven, are located in 
strategic markets: Australia, Greater China, Sin-
gapore, South Korea and, more recently, Hong 
Kong and Japan. The APGR team consists of 
key members of the management teams in 
each of their markets: they participate in man-
agement meetings in order to get full exposure 
to business issues and to ensure they counsel 
business heads on regulatory  
and public policy issues.
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REPRESENTATION ISSUES:
As a relatively new function within the 
corporate structure, PA and corporate 
affairs units still have to justify their 
budgetary requirements. However, 
some 65 per cent of those surveyed for 
the State of the Industry report confirm 
that their function is represented at 
board level within their organisation. 
Teams remain relatively small, with  
nearly seven out of 10 regional  
departments comprising fewer  
than 10 members.

COMMENT:
In a survey of PA, corporate affairs and strategic communications professionals, it is surprising 
that nearly half do not believe social media is important to their role. In a region where gov-
ernment is a key stakeholder, it is predictable that government relations is the most important 
function, both to the role of practitioners and to their corporations. However, the relatively 
low ranking of digital and social media, which trails CSR, indicates that PA practitioners, and 
perhaps  corporations as a whole, are still overlooking digital media as an important channel 
of influence.
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How would you rate the importance of each of the following functions to your role / organisation:

Graph 1.4:

What Matters to You and Your Company: Functional Importance

..... say they are represented at board level  
within their corporate organisations.

1

Agree Disagree Neutral
Local government in China is 

rapidly rising in importance as it 
takes on a greater role in 

economic development and 
commercial investment issues

78% 2% 20%

The rise of second tier cities 
means government relations and 
public relations strategies must 
be devolved from national to 

local levels 

70% 8% 22%

An Edelman/PublicAffairsAsia White Paper: December 2010

EMBRACING 
COMPLEXITY
Government relations, CSR &  
social media in mainland China

DIALOGUES

www.publicaffairsdialogues.com

the public affairs BACKGROUND READING: “Embracing Complexity”
In the jointly published Public Affairs Dialogues 16-page 
White Paper, PublicAffairsAsia and Edelman examined 
the linkages between government relations, CSR and 
social media in mainland China. This research also 
found a significant disconnect between the perceived 
importance of social media as a medium of influence 
and its adoption by public affairs practitioners operating 
on China’s mainland.
For more visit: www.publicaffairsdialogues.com
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two. shifting opinions in asia
SECTION 2: Attitudes and Opinions of Senior Practitioners
When asked to indicate their attitudes to, and opinions on, the issues and the environ-
ments in which they operate, a significant number of respondees expressed neutral 
sentiments in the SOI survey. Despite this, several key differences of opinion emerge. 
 
KEY FINDINGS:
•Three in four of those surveyed believe that global operating plans and  
practices will need to be reworked as the balance of power shifts East. 
•Only two in 10 of those interviewed believe that their headquarters have not yet 
grasped the nuances of operating PA in the Asia Pacific region. A similar number, 
however, believe they spend too much time educating their headquarters about 
the fundamentals of doing business in Asia.
• One third of the survey base believe that the value of corporate affairs and  
government relations is still not fully accepted or understood within their firm.

THOUGHT LEADER’S VIEW:
Donough Foley, Philips’ regional  
head of government, writing for the 
PublicAffairsAsia Thought Leaders series: 
 
“In a region of such diversity and  
complexity as Asia, we need a new 
perspective on the discipline of corporate 
public affairs. We are not pursuing pure 
reputation management or seeking to 
import strategies that have worked else-
where. We have gone beyond corporate 
diplomacy, simple relationship building, 
and a one-size-fits-all approach.

What we are doing here is building 
the foundations for future business 
growth through public affairs and 
government relations. Our key skill is 
our ability to develop, maintain, and 
evolve relationships across multiple 
markets through localized strategies.

First and foremost, it is crucial that 
we understand that public affairs is a 
function of business. Senior managers in 
our field need to develop business goals 
that align with the corporate vision. And 
they need to encourage their people 
to think about their work as part of the 
business as a whole. This is a real chal-
lenge. But without this business mind-
set, we are in danger of simply maintain-
ing relationships for the sake of it.

We can look at it this way: govern-
ments across South East Asia are in the 
business of government, part of which 
is the building of a strong economy. 
As a company, supporting this aim 
provides value and is a sound business 
strategy. It is also a solid basis for a 
productive relationship.

When you treat public affairs as a 
business process in this way, you are 
more likely to succeed. And when you 
do succeed through this process, you 
build deeper and more lasting relation-
ships than can be achieved simply by 
pursuing the relationship model.

So there has to be a business element 
in everything we do, from pressing for 
a policy change to supporting a bid 
through the tendering process.”

For more from the PublicAffairsAsia/ 
Fleishman-Hillard Thought Leaders 
series visit www.thoughtleaders.asia
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PR practitioners’ attitudes to their roles and understanding of Asia:

23%

14%

51% 19% 5%

2%

5%

5%

16%

21%

28%

12%

33% 23%

26%

21%

42%

30%

14%

2%

5%

2%

2%

0% 20% 40% 60% 80% 100%

A. At a global level my company does
not fully comprehend the nuances of

developing a corporate public or
corporate affairs strategy in Asia

Pacific.

B. I spend too much of my time
educating our headquarters about
doing business in Asia rather than
actually operating the business in

Asia Pacific.

C. The differences between
developing and managing a

corporate public affairs strategy in
Asia Pacific versus the West are

overstated.

D. Global operating plans and public
and government relations practices

will have to change as the balance of
geopolitical and economic power

shifts east.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about your role in the corporate structure and understanding of Asia:

Practitioner attitudes to PA in Asia Pacific

Graph 2.1:

Graph 2.2:
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19%

37%
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21%

2%2%
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E. As Asia Pacific rises in importance
to global corporations more will
relocate headquarters, and key

functions such as public affairs, to
the region.

F. The value of the corporate affairs
and government relations function

within my company is not fully
understood.

G. My company fully utilises the
public affairs and government
relations function to leverage

outcomes and avoid negative issues.

H. Asia cannot be viewed as a market
in the same way in Europe or North

America and requires significant
localisation of strategies and

practices.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about your role in the corporate structure and understanding of Asia:

Corporate Focus in the Public Affairs Arena
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three. attitudes to PA in asia
SECTION 3: How the industry perceives corporate public affairs in the region
Our survey respondees held strong opinions on the environment in which they operate 
and its future development in respect of corporate public affairs.

 KEY FINDINGS:
•Seven in 10 respondents believe an emerging lobbying industry is evident in Asia 
and a similar number believe PA is better understood than ever before. 
•Nearly two-thirds of senior practitioners believe that conducting PA in this region 
is more difficult than it is in the West as a result of transparency issues.
• One in three of our survey base suggest that nationalism will make the operating 
environment increasingly tough for Western MNCs. 
•A significant segment (40 per cent) of the top-level PA community believes 
achieving outcomes takes longer in Asia Pacific than in Western markets.
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16%

16%

51%

40%

49%

26%

16%
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74%

40%

30%

21%

35%

9%

2%

19%

14%

12%

2%

2%

9%

2%

2%

2%

0% 20% 40% 60% 80% 100%

A. Asia is a growing part of my
company/organisation’s business.

B. The rise of Asia economically and
politically will drive more PA and

corporate communications activity.

C. The absence of transparency
makes conducting PA and

government affairs more difficult
than in the West.

D. The media has lower editorial
standards and integrity than its

equivalent in the West.

E. The presence of corruption makes
doing PA and government affairs

more difficult than in the West.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about public affairs’ practices and communications in Asia Pacific:

Practitioners’ perceptions of Corporate Public Affairs in Asia
State your agreement or disagreement about public affairs’ practices and communications in Asia Pacific:

Graph 3.1A:

NARRATIVE:
In markets where many laws and regulations 
remain opaque and their application patchy,  
PA practitioners suggest their role is more 
complex than it would be in more developed 
Western markets. This results in PA leaders 
needing to manage expectations on  
timelines, deliverables and the patterns of  
PA practices and protocols. 
Practitioners also believe that media  
standards are lower in many Asian markets, 
which in turn means that communications 
strategies need to be redefined to ensure  
effective public relations.
However, the ongoing economic advances in 
Asia, the growth of domestic markets, and the 
era of Asia “going global”, leads practitioners 
to predict a significant increase in the volume 
of public affairs activity over the coming years. 
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Some 69 per cent of those  
surveyed said they “routinely
engage the services of  
external PA and comms 
consultancies”.
The 2010 State of the Industry 
(Consultancy) Report, released 
last May, pointed to significant
revenue increases related to 
PA and government relations 
in these markets.

The Agency Dimension:

Do you routinely engage  
external consultancies?

Graph 3.2:
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three. continued

GLOBAL BRANDS  
AND LOCAL PRACTICES: 
The survey research highlights the 
need for PA strategies and personnel  
to be localised. Almost one in 
three survey participants believe 
that “Western practitioners cannot 
effectively or fully engage Asian 
governments”.
As the volume of PA activity and  
lobbying increases, there will be a 
significant rise in the demand for  
domestic public affairs and  
government relations professionals 
who can effectively combine local 
practices and norms with the aims, 
objectives and ethos of Western  
multinational corporations.

More important

Less important

 No answer

“The term public affairs is still not fully understood in Asia, 
although there is strong sense of an emerging industry as 
MNCs develop core competencies in this arena”

Graph 3.1C:
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F. Achieving outcomes take longer
than in the West.

G. The term public affairs is not fully
understood in Asia.

H. Government relations are
inherently more difficult in countries

where there is no functioning
democracy.

I. Practising public affairs in Asia is
becoming more difficult for MNCs

and foreign corporations as a result
of increased nationalism.

J. Legislators, civil servants and
public officials remain suspicious of
representations made by non-Asian

corporations and bodies.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about public affairs’ practices and communications in Asia Pacific:

Practitioners’ perceptions of Corporate Public Affairs in Asia
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K. Western practitioners cannot
effectively or fully engage Asian

governments.

L. Public affairs in Asia is better
understood today than ever before.

M. An identifiable public affairs and
lobbying industry is emerging in

Asia.

N. NGOs are perceived to be more
hostile to MNCs.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about public affairs’ practices and communications in Asia Pacific:

Practitioners’ perceptions of Corporate Public Affairs in Asia
State your agreement or disagreement about public 
affairs’ practices and communications in Asia Pacific:

EMERGING INDUSTRY:
Over 75 senior public  
affairs practitioners  
gathered in Singapore for 
the first PublicAffairsAsia  
Corporate Affairs Forum 
in November 2010, 
where they discussed 
managing PA functions 
across diverse regions

Graph 3.1B:

EXTERNAL COMMENT:
Stephen Forshaw, Director of  
Corporate Communications for the 
Asia Pacific region at Microsoft

“This report confirms that the in-house 
public affairs practice is rapidly devel-
oping in Asia in order to build much 
needed capacity.  Companies – both 
home grown and MNCs operating 
in Asia – are now understanding the 
highly complex business of reputation 
and stakeholder  
management requires investment 
in skills and people. The key is those 
people have to be able to go deep in 
the business, which is the fundamental 
difference between what a consultant 
can offer and what an in-house practice 
leader needs to be able to achieve.

In my view, the priority needs to 
be developing specialist talent in Asia 
that is anchored to Asia and will help 
businesses manage the complex stake-
holder and reputation environment 
that exists in Asia. Image and reputa-
tion challenges are developing in Asia, 
as they did in the US and Europe. They 
will have a different flavour; different 
attitudes, a more disparate stakeholder 
mix and faster timelines created by the 
social media revolution will colour how 
practitioners in Asia have to respond to 
these challenges. This report reminds 
business just how important it is to 
invest in the public affairs practice, build 
skills, retain talent and stay ahead of 
the new challenges that will come with 
growth and a globalised economy.”
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four. staffing and HR issues
SECTION 4: The Challenges of Staffing and  
Developing an Emerging and Expanding Market
Whenever senior professionals in the public affairs and corporate communications field meet 
at PublicAffairsAsia events, staffing issues are rarely far from the top of their list of concerns. 
With a significant increase in the PA industry projected, concurrent with heightened  
nationalism, developing and growing local talent pools appears essential for the industry in 
order to meet the needs of major MNCs and SOEs in the region.  

KEY FINDINGS:
•Nearly three quarters of senior practitioners believe that recruiting top-talent from 
the West will not effectively fill the skills gap.
•The talent shortage appears most acute at the middle-tier, where 55 per cent cited a 
shortage of management capacity.
•Almost four in 10 top-level professionals believe that the wider achievements of  
their  businesses are being curtailed by staffing issues. 
• One in two PA heads believe they work harder than their colleagues in the  
West, and some 58 per cent say they spend more time on business travel.

0 10 20 30 40 50 60 70 80

Reduced headcount in Asia

Kept headcount static

Increased headcount in
Asia

2010

19%

28%

26%

40%

30%

33%

30%

5%

23%

5%

5%

49%

26%

33%

12%

40%

9%

26%

12%

23%

2%

7%

2%

2%

5%

2%

7%

2%

0% 20% 40% 60% 80% 100%

A. Recruiting talent from the west
does not address the need for trained

practitioners on the ground in Asia.

B. In-house positions are preferred
by job seekers because they are

better paid and the workload is lower.

C. Turnover of PA and corporate
communications staff is higher than

in the West.

D. I work harder than my equivalent in
the West.

E. I spend more time travelling on
business than my equivalent in the

West.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about human resource and staffing issues in the Public Affairs industry:

What in-house leaders think about HR and staffing issues

your views on the HR problems....
 
There is a talent war.... Staff face difficulties in 
understanding public policy..... It is hard to find strategic 
specialists... Finding people with multi-jurisdictional 
capabilities is tough... There is a problem finding people 
who can combine the Western model with Asian  
representation.... 
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EXTERNAL COMMENT:
Emma Dale, Managing Director, Prospect  
Resourcing (Asia) Ltd, a specialist in PR and  
Corporate Communications recruitment

“The preferred choice of 
candidates for most firms 
is a local, with local market 
knowledge and language 
capabilities. These can-
didates are thin on the 
ground and often seek 
higher salaries as they are 

aware of their demand.
The middle-tier has always been the 

most challenging level to recruit. Howev-
er an increasing number of consultancy 
PR professionals are migrating in-house 
which should soon address this shortage. 
They are attracted to in-house due to a 
perceived better work/life balance, better  
salary & benefits, and the desire to be 
“the client”. There is also a lack of experi-
enced Public Affairs/Corporate Commu-
nications candidates and a relatively fast 
staff turnover certainly effects company’s 
achieving their desired growth.

However,  in-house  functions attract a 
far larger pool of relevant candidates for 
communications roles  than  consultan-
cies who find it much  harder to  entice 
local candidates to agency positions. As 
the Public Affairs/Corporate Communica-
tions industry grows, recruiting expe-
rienced staff into in-house roles will be 
easier due to its perceived attractiveness 
compared with consultancies.

However it can be challenging keeping 
staff motivated in in-house positions as 
they reach a ceiling very quickly and feel 
their only way of career development is 
to move to another company for a new 
challenge or larger role. I believe this 
could be avoided with  better training 
and development programmes.” 
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F. The recruitment of staff will be
easier in 2011.

G. My company, and the industry
generally, suffers from a lack of

qualified middle tier management.

H. Western public affairs and
government relations professionals

cannot effectively represent
corporations at an in-country level.

I. My company’s development or
commercial opportunities are being
impeded by the lack of qualified staff

required to drive corporate affairs
and communications in Asia Pacific.

J. Senior practitioner salaries are
higher in Asia Pacific than in the

West.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about human resource and staffing issues in the Public Affairs industry:

What in-house leaders think about HR and staffing issues

Having found the right staff, the challenge quickly becomes one of keeping them in a 
hugely competitive market. Among retention problems, managers cited the following 
issues in Asia Pacific:

TOP TIP: PAY ATTENTION TO RETENTION 

• We face fast-elevating compensation requests.
• My company experiences lower loyalty and shorter tenure.
• Inadequate resources mean we have to limit salaries in a price-sensitive market.
• There are different mindsets and expectations between baby boomers and X/Y 

generation employees.
• The new generation wants to be in management positions within 1-2 years.
• Competitor companies are engaged in regular headhunting missions.
• People tend to put a better offer over job satisfaction or career development.
• My company does not know what to do with good staff at the in-country level 

when they reach the peak of their career or salary scale.
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five: external engagement

Does your organisation actively 
engage with NGOs?
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SECTION 5: Working with Trade Groups and Non-Governmental Organisations
Quick wins and significant achievements can be recorded when corporations work  
collectively or collaboratively. We asked senior professionals to detail their external  
engagement habits, and found high engagement levels with trade groups, but a lower 
level of collaboration with NGOs in this region. 

KEY FINDINGS:
•Fewer than half of those surveyed believe that trade, industry and coalition groups 
are more effective in Asia Pacific than the West.
•More than one in three PA managers suggest that embassies and diplomatic  
missions are more engaged in corporate public affairs than in Western nations. 

Are you involved corporately in any trade 
bodies representing your industry?

MNC Engagement with Trade Bodies and NGOs in Asia Pacific
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A. Industry, trade or coalition groups
are more effective in Asia Pacific

than in Europe and North America.

B. Chambers of commerce are more
important in the public affairs arena
in Asia Pacific than they are in the

West.

C. Embassies and diplomatic
missions are more engaged in

corporate public affairs and trade
issues than they are in Europe and

North America.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not Relevant

State your agreement or disagreement about your perception towards engagement between Asia Pacific and the West:

East Versus West: Changes in Engagement Patterns and Effectiveness

DIVIDED OPINION:
Opinion among senior practitioners  
appears evenly divided on the issue
of whether trade and representative 
groups are more effective in Asia
compared to the West. This is likely to 
be influenced by sector, with some 
industries in Asia benefiting from highly 
effective trade groups, and others still 
developing networks through which 
they can work collaboratively in the  
lobbying and public affairs arenas.

Graph 5.1

Graph 5.2
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TRADE, INDUSTRY AND 
COALITION GROUPS:
1. American Automotive Association
2. American Chamber of Commerce
3. Asia Pacific Economic Cooperation
4. Asia Pacific Internet Coalition
5. AsiaLink
6. Association of Asia-Pacific Airlines
7. Australia - New Zealand Business Associa-
tion in Laos
8. Australian Chamber of Commerce
9. Austrian Trade Commission
10. Automotive Industry Council
11. Cable & Satellite Broadcasting Association 
of Asia
12. Canadian International Freight Forwarders 
Association
13. Centre for Corporate Public Affairs 
14. China Association of Enterprises with 
Foreign Investment
15. China Confectionary Association
16. China Fire Protection Association 
17. China Freight Forwarder Association
18. China National Express Association
19. China National Supply Chain Association
20. China National Transportation Association
21. China Toy Association
22. Christmas Spirit Foundation
23. Conference of Asia Pacific Express Carriers
24. CropLife Asia
25. Dutch Chamber of Commerce
26. E-Commerce Association of Singapore 
27. European Chamber of Commerce
28. European Union - ASEAN Business Council
29. Food & Beverage Association (Hong Kong)
30. Food Industry Asia
31. Greater Mekong Subregion Business 
Forum
32. Hong Kong Chamber of Commerce
33. International Air Transport Association
34. International Cotton Advisory Committee
35. International Council on Mining and Metals
36. International Team for Implantology
37. International Textile Manufacturer Federation 
38. Internet Industry Association of Australia 
39. Investor Relations Professionals Association 
(Singapore)
40. Japan Chamber of Commerce
41. Korean Internet Providers Association 
42. Malaysia Chamber of Commerce
43. Minerals Council of Australia
44. Motion Picture Association of America
45. Paper Association 
46. Pharmaceutical Research and Manufactur-
ers of America
47. Quality Brands Protection Committee 
48. R&D-based Pharmaceutical Association 
Committee
49. Singapore Business Federation
50. Singapore Chemical Industry Council 
51. Singapore Employers Federation
52. Singapore International Chamber of Com-
merce 
53. The Asian Harmonization Working Party
54. Tokyo Chamber of Commerce
55. Tourism Industry Council Tasmania
56. US Chamber of Commerce 
57. US-China Business Council
58. US-India Business Council
59. US-ASEAN Business Council 

 

six: annex of engagement

NON-GOVERMENTAL
ORGANISATIONS:
1. AdvaMed
2. American Chamber of Commerce
3. Asia & Pacific Internet Association 
4. Asia Pacific Economic Cooperation
5. Asian Development Bank 
6. Canadian Healthcare Association 
7. China Youth Development Foundation 
8. Chinese Medical Association 
9. Conservation International
10. European Chamber of Commerce
11. Extractive Industries Transparency Initiative 
12. Fair Labour Association
13. Greenpeace
14. Hagar International (Vietnam) 
15. Half the Sky Foundation 
16. Hong Kong Chamber of Commerce
17. Institute of Public & Environmental Affairs
18. International Rice Research Institute
19. International Trademark Association
20. Internet Economy Task Force
21. Kenan Institute
22. Pesticide Action Network 
23. Population and Community Development 
Association 
24. Red Cross Society of China 
25. Save the Children Federation
26. The Akshaya Patra Foundation 
27. The Nature Conservancy 
28. United Nations - World Bank Group
29. United Nations World Food Programme 
30. United States Agency for International 
Development
31. US-China Business Council
32. World Bank IUCN
33. World Food Programme
34. World Vision 
35. World Wildlife Fund
36. Youcheng Foundation

 

Our survey respondents identified these groups and NGOs as those with 
which they are engaged in the Asia Pacific region 

The 2010 Gold Standard Award  
for NGO Engagement 
The 2010 Gold Standard Award for 
NGO Engagement, operated in  
conjunction with Weber Shandwick, 
was awarded to the Center for the 
Protection of Children’s Rights Foun-
dation (CPCR), a Bangkok-based Thai 
NGO committed to the protection of 
child victims of abuse, neglect and ex-
ploitation. After three decades in the 
field, CPCR is now recognized in both 
public and private sectors as a leader 
in the protection and promotion of 
children’s rights.
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The perfect link
Public affairs and government relations in Asia 
are coming of age. But just how connected are 
you with the people, policy and practices of  
the profession?

Subscribe to  the PublicAffairsAsia network and 
receive 12 months’ access to PublicAffairsAsia.
com, the weekly bulletin, four editions of 
PublicAffairsAsia magazine, events and awards 
discounts and two special supplements for just 
US$200 per year.

TO SUBSCRIBE: 
Email subscriptions@publicaffairsasia.com
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Concerned About How Your Image
Reflects?
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