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he Communication Moni-
tor series – both European 
and Latin American – have 
been providing us with ex-

citing insights into the status and chal-
lenges of strategic communication. It was 
therefore only a matter of time until the 
research team would also focus on one 
of the most rapid moving and fast paced 
regions in the world: Asia Pacific. 

Questions of how communication 
creates value in the region as well as 
whether mass media are losing their 
leading and influential role in shaping 
public opinion are of great interest here. 
The answers can point us to new trends 

as well as to the skills that practitioners 
feel they need in order to adapt to be 
successful in future. In this respect, social 
media and measurement play a central 
role in this year’s edition of the Asia-Pa-
cific Communication Monitor, as does job 
satisfaction. In this article, we look at the 
standout findings of the report. 

Future and relevance 
of mass media

Communicators in Asia Pacific foresee an 
increase in use and importance of owned 
media (56.3 per cent) well beyond tradi-

tional corporate publishing and websites. 
As Macnamara (2014a, 2015) suggests, 
these include new content formats such 
as sponsored content and ‘native adver-
tising’. While enabling communicators to 
reach more people in more creative ways 
and controlling their content, the rise of 
owned media brings multiple challenges. 
On the one hand, the skillset and compe-
tencies that professionals will need will 
change. On the other hand, the blurring 
of boundaries between journalism and 
public relations as well as between peer 
communications and public relations 
will undoubtedly raise questions about 
transparency and ethics. 

T

Seven starting points for discussion for this year’s first  
Asia-Pacific Communication Monitor
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56.3 %
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(scale 4 – 5)

-5.7 %
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Press and media relations with print 
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Face-to-face communication
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apps, mobile websites)

Events
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Communication channels 
and instruments

Social media and traditional media 
are almost equally important in the eyes 
of Asia-Pacific communicators. Social 
media are rated as the most important 
channels in the Philippines, Taiwan, 
Thailand, Malaysia, Vietnam and China. 
Traditional press/media relations re-
main important in most countries, but 
are particularly important in Japan, In-
dia, Hong Kong and Malaysia.

Interestingly, face-to-face communi-
cation is seen as declining in importance 
in a number of Asian countries between 
now and 2018, most notably in the Philip-
pines (from 86.8 to 73.7 per cent seeing it 
as important) and Taiwan (from 58 to 48 
per cent); while in Japan, China and Hong 
Kong for instance it is seen as increasing-
ly important. The wide adoption of social 
media in Asia Pacific could well be one of 
the reasons for these changes. 

Figure 1 Future rele-
vance of media for 
strategic communi-
cations: earned and 
owned media are 
rising in impor-
tance;inconsistent 
views on paid media 

Figure 2 Expected 
development of com-
munication channels 
in Asia-Pacific until 
2018

www.communicationmonitor.asia / nmin = 1,148 PR Professionals. Scale 1 (Not important) – 5 (Very important). Percentages: Frequency based on scale points 4-5.

www.communicationmonitor.asia / n= 1,200 PR Professionals from 23 countries. Scale 1 (Lose a lot of importance) – 5 (Gain a lot of importance). 
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Social media skills 
and knowledge

Social media may well be rising in 
perceived importance as a means of 
shaping public opinion, however its use 
comes with increased pressure on com-
municators to up-skill. While 60 per 
cent of the participants say they know 
about trends in social media, fewer feel 
confident when it comes to setting up 
social media platforms (46.5 per cent), 

Figure 3 Social  
media skills 
and knowledge: 
Communication 
professionals in Asia 
Pacific report mode-
rate capabilities

www.communicationmonitor.asia / n = 1,200 PR professionals from 23 countries. Scale 1 (Very low) – 5 (Very high). Percentages: 
Frequency based on scale points 4-5 / Mean values.

interpreting social media monitoring 
data (45.2 per cent) or, more importantly, 
evaluating social media activities (44.8 
per cent). This is perhaps the reason 
why most corporations in the region use 
social media in traditional ‘broadcast’ 
ways – i.e., focused on speaking rather 
than two-way communication including 
listening (Macnamara, 2013, 2014b, 2016).

Strategic issues and 
value contribution

Given that communication profes-
sionals in Asia Pacific see social media 
and mobile communications as the most 
important developments in the field, and 
the modest levels of social media skills 
and knowledge reported, it is perhaps not 
surprising that coping with the digital 
evolution and social web is perceived as 
the most important issue for communi-

cation management in Asia Pacific over 
the next three years (53.1 per cent). For 
professionals in India, the Philippines 
and China this is their utmost priority, 
while for communicators in Japan and 
Vietnam it is the linking of business strat-
egy and communication that is seen as 
more important. 

In terms of demonstrating the value 
of communications, communicators in 
the region usually revert to “explaining 
positive effects of good reputation, organ-

 

Knowing about social media trends

Delivering messages via social media

Knowing how to avoid risks and handle crises on social media

Developing social media strategies

Setting up social media platforms

Evaluating social media activities

Managing online communities

Interpreting social media monitoring data

Initiating web-based dialogues with stakeholders

Knowing the legal framework for social media

Communication 
professionals with high 
capabilities

Mean rating of  
capabilities (scale 1 – 5)

Very low 3.0 Very high

isational culture and brands” (79.8 per 
cent) rather than to “pointing out the de-
mand for communication and transpar-
ency by mass media” (56.6 per cent). This 
could indicate the existence of potential 
misperceptions of the communication 
profession in the region, which forces 
communicators to focus on explaining 
and justifying the benefits of the practice 
rather than on operational matters. 
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Figure 4 Organ-
isations with 
different regional 
background and 
scope rate impor-
tant issues mostly 
similar – but CSR, 
transparency, and 
trust are valued 
differently

www.communicationmonitor.asia / n = 1,200 PR professionals from 23 countries. 
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Coping with the digital evolution and the social web

Linking business strategy and communication

Building and maintaining trust

Dealing with the speed and volume of information flow

Strengthening the role of the communication function 
in supporting top-management decision making

Matching the need to address more audiences 
and channels with limited resources

Dealing with the demand for more transparency 
and active audiences

Dealing with sustainable development and social responsibility

Measurement and evaluation 
in communication 

departments

Assessing results and processes of 
communication enables practitioners to 
demonstrate the value of their activities. 
Communicators in Asia Pacific however 
focus heavily on media clippings and re-
sponse (85.6 per cent), internet/intranet 
use (67.8 per cent) and internal client sa- 
tisfaction (66.2 per cent). These are gene- 
rally measuring ‘outputs’, making the 
profession backward facing and showing 
a great need to integrate other measures, 
particularly ‘outcome’ such as audience 
and stakeholder awareness and positive 
attitudes, as well as ‘outflows’ such as 
impact on financial/strategic targets or 
intangible/tangible resources). 

www.communicationmonitor.asia /nmin = 847 PR professionals in communication departments. 
Scale 1 (Do not use at all) – 5 (Use continuously). Percentages: Frequency based on scale points 4-5. 
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Process quality (internal workflow)

Clippings and media response

Impact on financial/strategic targets 
(i.e. with scorecards, strategy maps)

Personnel costs for projects

Impact on intangible/tangible resources 
(i.e. economic brand value)

Financial costs for projects

Stakeholder attitudes and behaviour change

Satisfaction of (internal) clients

Internet/Intranet use

Understanding of key messages

Figure 5 Measu- 
rement and evalua-
tion: how communi-
cation departments 
assess the effective-
ness of their activi-
ties. Items monitored 
and measured.
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Weak drivers of job satisfaction

Work-life 
balance

(r=0.399)

Job security 
and 

stability
(r=0.426)

Adequate 
salary

(r=0.470)

Status of 
the job

(r=0.523)

Apprecia-
tion from 
superiors 

and 
(internal) 

clients
(r=0.533)

Great career 
opportuni-

ties
(r=0.544)

interesting 
and  

manifold 
tasks

(r=0.561)

Strong drivers of job satisfaction

Figure 6 Drivers of 
job satisfaction for 
communication 
professionals in  
Asia Pacific

Job  
satisfaction

In Asia Pacific, overall job satisfaction 
among communication professionals is 
fairly high with the majority of respon- 
dents (65.4 per cent), with a little more 
than 10 per cent of respondents declaring 
themselves not satisfied with their jobs. 
The pattern is generally similar across the 
countries researched. Communicators in 
the Philippines and Japan report slightly 
higher levels of satisfaction in compara-
tive terms, with about three out of four 
saying they are satisfied with their jobs. 

The study has shown that the strong-
est contributor to job satisfaction is the 
diversity of the tasks performed, fol-
lowed closely by career opportunities 
and appreciation from superiors and/
or clients. Recognition is therefore very 
important for communicators in the re-
gion. This is also reflected in the stark 
differences among respondents placed 
higher in their organisational hierarchy: 
heads of communications and agency 
CEOs report higher levels of job satis-
faction than unit leaders, who in turn 
are more positive than team members.  

Characteristics of excellent 
communication 

functions 

Excellence in public relations and 
communication is based on the internal 
standing of the communication function 
within the organisation (influence) and 
external results of the function’s activi-
ties as well as the function’s basic quali-
fications (performance). The Asia-Pacific 
Communication Monitor shows that 
there are significant differences between 
excellent communication departments 
and all other departments. For instance, 
excellent communication departments 
are more likely to be led by a chief com-
munication officer who is a member of 
the executive board or reports directly 
to the CEO or highest decision maker. 

www.communicationmonitor.asia / n = 1,183 PR professionals. Scale 1 (Strongly disagree) – 5 (Strongly agree). 
Pearson correlation based on overall satisfaction as metric variable (highly significant, p  0.01).

Equally, excellent communication de-
partments use a broad variety of ration-
ales (such as reputational effects, thought 
leadership and crisis preparedness) to 
explain the value of communication 
and employ wider and more complex  
monitoring and measurement of their ac-
tivities. This makes them better in assessing  
business impact and stakeholder reactions, 
which in turn makes these departments 
have a stronger strategic input into their  
organisations. •
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Other 
communication 
functions 75.6 %

Excellent 
communication 
functions 24.4 %

Figure 7 Excellent 
communication 
departmentswww.communicationmonitor.asia / n = 901 PR professionals in communication depart-

ments. Scale 1 – 7 (wording see above). rcentages: Excellent communication functions based 
on scale points 6 – 7 for each question. 

The Asia-Pacific Communication Monitor 2015/16 survey on the status quo and trends 
of communication management across Asia-Pacific is jointly organised by the Asia- 
Pacific Association of Communication Directors (APACD), Quadriga University of Applied  
Sciences and the European Public Relations Education and Research Association  
(EUPRERA). Supported by PRIME Research International, a global leader in strategic  
communication research, the international survey is based on replies from 1,200  
communication professionals in 23 countries.

A research group of professors from leading universities in several countries, led 
by Professor Jim Macnamara, Associate Professor May O. Lwin, Professor Ana Adi and  
Professor Ansgar Zerfass, has conducted the project for the first time in the region. 
The full report (102 pp.) is available online for free at www.communicationmonitor.asia
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in Public Communication (Peter 
Lang, new york, 2016). 

  Much worse (1)       (2)       (3)       (4)       (5)       (6)       (7) Much better
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  Not seriously at all (1)      (2)      (3)      (4)      (5)      (6)      (7) Very seriously
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