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Digital disruption translates to PR 
opportunity in Asia
Talent and the blurred lines between marketing and PR were the two dominant themes 
that came out of PRWeek Asia’s conversations with agency leaders for the 2015 Agency 
Business Report. Both derive from the irresistible force that digital technology represents 
in the industry.

Multiple business heads suggested that brands want a new approach for communica-
tions; or messaging; or marketing. Or whatever you call it; the rules are no longer cut and 
dried about what constitutes advertising and what passes for PR. It all falls into a nebulous 
category of digital content.

A video, uploaded to YouTube and shared across social channels, which tells a good 
story and engages people, is what exactly? It’s not a 30-second TVC and it doesn’t (and 
shouldn’t) have to conform to that craft or convention. And it doesn’t have to be produced 
by the same type of agency that has made TV spots since the 1950s.

PR firms are making ads today and have added a line to their income statements to reflect 
that. But the terminology Asia’s leaders used in nearly every conversation with PRWeek 
was ‘integrated communications’. 

There may be as many definitions for that concept as there are speakers of it but the main idea 
is about guiding a singular brand voice throughout a complexly interconnected media world.

Companies no longer have the option to approach messaging as singular efforts on separate 
channels. The whole picture is what matters. We are not a world of TV watchers, distinct 
from Instagrammers, disconnected form magazine readers. We are media omnivores. Society 
consumes all. So the brand image needs a consistent presentation. And as digital technology 
disrupts, pulling separate channels closer together, opportunity arises for PR agencies.

That is where the well-weathered practice of reputation management suddenly takes on 
greater proportions and also where this year’s Agency Business Report for Asia picks up. This 
shift or convergence or "mash-up", as Ogilvy’s APAC CEO Scott Kronick (above right) calls 
it, is driving real business returns. PR agencies, from the big names down to the smaller ones, 
have already added production houses to their tool boxes, are partnering with creative agencies, 
and they are winning accounts based on an ability to create content. MSL’s #likeagirl campaign 
is an award-winning example of a PR approach to marketing.

"PR is the science of influencing decisions and modifying behaviour," Kronick said while 
talking about the digital shift. That value proposition hasn’t changed in the 21st century, he 
contends, but its attractiveness from a business standpoint has; it’s moved up the corporate ladder. 

Today Kronick says briefs come directly from the CMO rather than the communications 
director. He gives credit to social media for hastening that change. The earned influence that 
the medium affords rises above the noise and people are hungry for trusted sources of informa-
tion; friends and acquaintances on social channels are exactly that. The old adage about the 
power of word-of-mouth rings truer than ever today but those words are more often online 
than heard over a water cooler. The fact that these conversations happen in public forums 
where anybody, including a brand, can get in on the dialogue (and even redirect it to a website 
or other digital or offline activation) means there is nothing but opportunity for any kind of 
agency that is savvy in the medium.
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Nurturing those skills within an agency, is one of the biggest priorities and challenges for 
Asia. In nearly every interview we did with PR leaders in the region, there was a reference to 
the struggle to win and keep talent. David Brain, president and CEO for Edelman APMEA 
(above left), described recruitment as a "bottleneck"; Lynne-Anne Davis, FleishmanHillard’s 
APAC head (below right), referred to partnerships her agency does with universities to incubate 
talent; and Ketchum’s international CEO Jon Higgins said "The client needs are there but we 
are constrained by a shortage of qualified talent."

At Oglivy, Kronick put in place an internal program called TICK to highlight areas indi-
vidual offices should concentrate on growing (talent, innovation, clients and knowledge). It’s 
no accident the acronym’s first word is talent.

Brands have been saying the same thing. And at this year’s Media360 Summit in Hong 
Kong, Bonin Bough, EVP of global media and consumer engagement at Mondelez Inter-
national, admonished from the stage that the problem for the industry is not that household 
brands like his or agencies are competing with each other for talent. The real issue is both are 
going up against Google and Apple and other ‘sexy’ tech brands, which are also looking for 
the same kind of people and skills.

No one has yet said that the situation is a crisis but with the topic on everyone’s mind and 
PR firms taking up the opportunity that digital disruption brings, don’t expect a turning point 
any time soon.

Digital communication might make for a blurry future but for Asia’s PR agencies that still 
looks more like opportunity.
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Welcome to our Global Agency Business Report: the most comprehen-
sive and best roundup of intelligence about PR agencies ever produced.
   Here in print you will find 59 agency profiles, from the biggest global 
firms to smart boutiques, rankings tables containing the top 150 US and 
top 30 global agencies, plus analysis and data to bring these to life.
   This is supplemented online by much more content, including extra 
profiles, regional perspectives from the top 20 global agencies, video 
interviews, features, and much more.
   In this issue you will read the thoughts of Edelman head honcho 
Richard; online you’ll also find profiles of the world’s largest agency’s 
Europe boss Michael Stewart and APACMEA’s David Brain. Same 
with Weber Shandwick: Andy Polansky in the US, Colin Byrne 
in Europe, Tim Sutton in Asia. And so on…
   We’ve inserted all agencies into our rankings tables, 
including holding company firms that rely on Sarbanes-
Oxley to recuse themselves from submitting financials – 
in these cases we produced educated estimates.
   The picture across the top 30 global firms and 181 
US agencies is remarkably consistent: On average, 
everyone is up 7%. The global market represented 
by the top 50 firms is $7.87 billion. In the US, the 
market represented by the ABR is $4.94 billion, 
83% comprised of the top 50. There are 49,305 
people working at the top 50 global firms – 
24,383 at the 181 US shops, with 80% of 
them at the top 50.
   It is a fascinating read and bodes 
really well for the industry – 7% is a tidy 
growth rate and it’s completely consistent 
across the board. It has been a mammoth 
task spread across our regional teams in the 
US, UK, and Asia, and we hope you like it.   
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The benefit to us is actually not the fee income from  
directly providing crisis communication services but instead an 

increase in client stickiness 

Principal
Oscar Zhao, chairman and CEO
Ownership
Independent
Offices
13; Beijing, Shanghai, Guangzhou, Shenzhen, 
Xi’an, New York, Los Angeles, Irvine, London, 
Toronto, Vancouver, Montreal, Quebec
2014	Revenue	
China US$179.2 million; International 
US$37.7 million (excludes Huntsworth stake)
Headcount
5,000 (Global)

Back in 2010, BlueFocus was the only 
Chinese PR company to be publicly listed 
in the country. That was also a watershed 
moment that fueled CEO Zhao’s deter-
mination to grow the firm beyond public 
relations into what is now, a sizable com-
munications portfolio of specializations 
in advertising, social media, technology, 
ecommerce, CRM and even product 
design—via a well-organized global acqui-
sition process.

It was previously hard to imagine a China-
based PR company going global in such a 
speedy manner, but it is on precisely this strong 
PR foundation that BlueFocus’ expansion is 
built, from both the expertise and geographical 
standpoints.

Founded in 1996, BlueFocus’ tech-PR wing 
was formerly known as ‘BlueFocus PR Con-
sulting’ and renamed in 2013 to ‘Blue Digital’, 
which Zhao acknowledged was confusing 
outside of its home market. Even within main-
land China, Blue Digital is nicknamed ‘Little 
BlueFocus’ while the entire firm with all its 
portfolio agencies under it has the moniker ‘Big 
BlueFocus’ in order to differentiate between 

the point, even the clients’ auditors come to 
our offices to check their books.”

Domestic revenue for the agency increased 
45.3 per cent year-on-year with about 
one-third of the growth being organic, 
gained through PR retainers with exist-
ing clients (about 85 per cent). Lenovo, 
Haier and Baidu represent some of these 
key accounts. The remainder derives from 
new business wins in China: Mars, P&G, 
UnionPay, Microsoft; and from overseas: 
McDonald’s, Gaz Metro, Koodo Mobile, 
Fondation Chagnon.

In 2014, to address the growth of digi-
tal channels, the group established a talent 
empowerment center (TEC) to encourage 
internal innovation with a focus on collect-
ing staff suggestions for ‘intrapreneurship’. 

The most prominent senior hire during 
the past year was Holly Zheng, who was 
brought on board in San Francisco to oversee 
international expansion with a particular 
emphasis on North America and Europe. 
BlueFocus grabbed headlines last year when 
it scooped up UK-based We Are Social 
and US design agency Fuseproject. But 
these are only two of a staggering 30-odd 
acquisitions the company made recently 
to bolster its capabilities. Zhao has taken 
note of the history of WPP and the other 
holding-company giants and believes he 
understands what it takes to compete on 
an international stage.

By 2022, Zhao has previously articulated, 
he intends to execute a tenfold growth goal. 
Expect that target to mean a much bigger 
bag of mergers and acquisitions. 

BlueFocus Communications 
Group (BFCG)

Oscar Zhao 
Chairman 
and CEO

the holding group and the core PR unit.
 At the group level, the company controls 

Vision7 in North America, whose major 
brands include Cossette and Citizen Rela-
tions. Its other PR investments include a 
minority 20-per cent stake in Huntsworth in 
the UK, whose four owned consultancies are 
Citigate, Grayling, Huntsworth Health and 
Red; it also holds a 55 per cent ownership 
stake of Singapore’s Financial PR. Com-
bined, these businesses contributed about 30 
per cent to the group’s total financial results, 
down from 50 per cent in 2012.

Two years after going public, BlueFocus 
already had inkling that a pure-PR play 
would not be scalable. In 2012, the pro-
portion of revenue from PR and advertising 
services reached a ratio of 1:1, with a tilt 
towards advertising and ecommerce.

Despite diversifying into new areas of 
ambition to turn BlueFocus into a digital 
communications conglomerate, Zhao is not 
letting up on traditional PR. In fact, he is 
redoubling efforts in crisis management 
practices—still the sweet (or sour, from a 
client viewpoint) spot for PR practitioners 
in the Chinese market.  

“There are plenty of crises in China to 
deal with, of course. But the benefit to us 
is actually not the fee income from directly 
providing crisis communication services, 
but instead an increase in client stickiness 
as well as a gain in long-term accounts as 
a result of handling a sudden crisis well,” 
Zhao told PRWeek.

When it comes to China, perhaps the 
elephant in the room is the shady practice 
of ‘black PR’—the deliberate seeding of 
negative posts about competitors on the 
internet and the earning of commission from 
coverage placed in ‘sweetheart deals’ with 
media publishers. Zhao is adamant that none 
of his firm’s profit comes from such tactics. 

“The bulk of our clients are multination-
als with their own stock listings, meaning 
strict processes,” he says. “To drum home 
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Terri-Helen Asia-Pacific CEO 

Asia	Head
Terri-Helen Gaynor, Asia-Pacific CEO 
Ownership
WPP
Asia	Offices
18 wholly owned; Partner: 10
Asia	Revenue
Undisclosed R3 estimate US$59 million
Asia Headcount: Undisclosed

Burson Marsteller’s global CEO 
Donald Baer is in no doubt about the 
biggest achievement for his firm in 
APAC over the last year.

“I can say easily that the thing we’re 
proudest of over the last year is that we’ve 
been able to get Terri-Helen [Gaynor] to 
come and join us. That’s easily the biggest 
achievement of the year, because it means 
next year, and the year after, are going to 
be very successful,” he says.

“She brings a real entrepreneurial spirit 
which we feel will be really important.”

Gaynor, who was appointed as the 
regional network head in January, brings 
an impressive CV to Burson. She spent 12 
years as a managing director and founding 
partner at Reputation, an Australian con-
sultancy, and former clients include Nike, 
IBM, Bupa, Manulife, Deutsche Bank, 
Marriott International, Qantas, KPMG 
and Optus.

Burson also appointed Gaynor as its Asia-
Pacific CEO early this year to replace Ford 

channels, and repackage it for their clients. 
The project, described as a center of exper-
tise at Genesis Burson-Marsteller, launched 
in January 2014 in India, and is something 
Gaynor wants to expand. Run by a team of 
former journalists, the Newsroom can also 
provide strategic advice about real-time 
communication messages and news. Key 
areas are visual and multi-media content 
such as infographics, video clips, animations 
and infographics.

“We’ve got up-to-date news coming in, 
we package it up, send it to the client, we 
show them what’s happening, do the analy-
sis—it’s an amazing tool to have and clients 
love it, so we’re looking at expanding that 
across the region,” Gaynor says.

Burson is also exploring different ways 
of gathering evidence and using this for 
their clients. Last year the firm launched 
its ‘Corporate Perception Indicator’, which 
surveyed 25,012 individuals and 1,816 busi-
ness executives across 25 markets on their 
opinions about the role of corporations in 

in that role, though he continues to serve as 
worldwide vice-chair and chief client officer.

She joins on the back of a busy year, with 
new clients including Princess Cruises, 
Rolex, VIPshop.com and the NBA. 

And Gaynor has been on something of 
a roadshow since joining Burson, but says 
she has found the process very encouraging. 
Having just got her feet under the desk, she 
is set to focus on the firm’s growth strategy, 
and helping clients expand their coverage.

“Continuing that growth strategy will be 
my focus going forward,” she says. “That’s 
one of the things I’m really interested in—
taking Asia global. We’ve got some really 
fantastic clients across the region, in China, 
Indonesia, India, Australia, who are all look-
ing at going global. It’s not just one-way 
traffic into Asia, we’re going the other way 
as well and that’s something I’m going to 
be focused on going forward.”

One of Burson’s latest initiatives is a proj-
ect called GBM Live! Newsroom, a project 
designed to curate news across all media 

One of the things BM prides itself on is its 
evidence-based campaigns for its clients, and that’s 

becoming more and more important

society and the economy. The first CPI 
concluded that there was more skepticism 
and concern about corporate involvement 
in developed economies than developing 
ones. The agency sees first-hand insight of 
this kind as an important area for the future.

“One of the things BM prides itself on 
is its evidence-based campaigns for its cli-
ents, and that’s becoming more and more 
important,” says Gaynor. “We just launched 
our India TR:OUTH project—looking 
at the voice of youth in India, and what 
their expectations are, what trends we’re 
seeing—and we’re using that to inform our 
campaigns in India, and that evidence-based 
data is really important for our clients.”

In terms of the future, Gaynor says she is 
convinced that the firm is heading in the 
right direction. 

“[In a year’s time] I’d honestly say almost 
exactly how it is now: a really strong brand 
with fantastic people, fantastic clients, but 
an ambitious and achievable growth strat-
egy,” she concludes. 

Burson Marsteller 
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Principal
Takehiko Chikami, Tokyo, President
Ownership
Dentsu Inc.
Offices
2; Tokyo, Osaka 
Revenue
Not disclosed; estimate US$42,000,000
Headcount
235

Takehiko 
Chikami Tokyo, 
President

Major Japanese companies are thinking of 2020 as an opportunity 
to showcase their capabilities for the future

Dentsu Public Relations
Dentsu Public Relations is consider-
ably smaller in scale than its advertising 
and media agency counterpart, with just 
two offices (in Tokyo and Osaka) and a 
staff of 235. Nonetheless, that represents 
considerable scale in Japan, where public 
relations evolved much later than advertis-
ing.

The agency declined to provide revenue 
figures for 2014. On paper, the year was 
relatively uneventful, with no new office 
openings and no key senior hires or man-
agement changes. However, it claims the 
top three services—media relations, digital 
and event management—all grew, and it 
added two new practice areas to its offering: 
sports marketing and a PR-staffing service. 
It lists its other practice areas as TV promo-
tion (unusual for a PR agency), corporate 
communications, research (including social 
listening), crisis communications (including 
issues management), global communications 
and healthcare.

The agency also declined to name any spe-
cific companies as clients. However, the top 
three sectors it represents are the public sec-
tor (national and local governments), bever-
ages and information technology. It services 
30 per cent of its clients on a retainer basis.

In an interview with PRWeek in Tokyo, 
president Takehiko Chikami says that the 
agency has benefited from the mood of 
increased optimism in Japan, spurred in part 
by the country’s winning 2020 Olympics 
bid. A large part of the agency’s activities 
last year centered on promoting understand-
ing of Japan in the international market, 
on behalf of government agencies. It also 
set up a division devoted to the Olympics 
and Paralympics, with Kuniko Obinata, a 
Nagano Paralympics gold medalist skier 
as an advisor, and one to support Japanese 
corporations in their activities around the 
Olympics.

“Major Japanese companies are thinking 
of 2020 as an opportunity to showcase their 
capabilities for the future,” Chikami says.

He also notes that companies, including 
some medium-sized businesses, were tar-

geting international expansion. As a result, 
Dentsu PR has seen an increasing number of 
global assignments. At the same time, Chi-
kami admits that finding the talent to meet 
this demand is proving to be a challenge.

“Unfortunately, because of our educational 
system [in Japan], there is a lack of human 
resources capable of [taking on] global 
projects,” he said. “We need to recruit more 
capable staff.” 

Given that Dentsu PR only has offices in 
Japan, the agency’s ability to service clients 
on a truly global scale is somewhat limited. 
On the positive side, however, it is able to 
draw on an international partnership with 
MSLGroup, and a joint-venture with Blue-
Focus in Beijing.

While traditional media relations remains a 
large part of the company’s activities, Chika-
mi says 2014 saw digital communications—
in particular, content marketing—become 
a core part of the business. Two years ago, 
the agency installed a production team to 
develop video content, and this continues 
to play an important role in securing new 
business. The agency has also invested in 
staff with an editorial background to build 
a brand-journalism offering.

And in line with the global trend, Chi-
kami says the boundaries of PR in Japan 
are also expanding to encompass areas that 
would typically have been the preserve of 
advertising agencies. As well as producing 
content, the agency provides CRM services 
for a global retail company, which he says 
is unusual but indicative of a shift towards 
more balance between PR and advertising.

“Especially in digital communications, all 
disciplines are mixing,” Chikami says. “All 
agencies are fighting for share. This competi-
tion raises the quality of service. Digital, PR 
and advertising agencies fight for an assign-
ment, and often the winner of the account 
stands to become the lead agency for the 
client’s integrated campaigns.”

Chikami says that non-traditional activities 
now account for 30 percent of the agency’s 
business, but that he expects that to grow to 
50 percent over the next few years. Looking 

ahead, Chikami says increasing the share of 
digital marketing in the agency is a prior-
ity. He aims to improve the way in which 
the agency works with influencers in the 
digital sphere, and to integrate digital and 
traditional media activities more effectively.

At the same time, there is room for growth 
in more standard areas such as corporate 
communications: Chikami cites a survey 
conducted by a recently established strategy 
research institute within the agency, which 
highlighted a lack of confidence among the 
corporate PR divisions of Japanese com-
panies in creating, editing and distributing 
information, and in crisis management. With 
this in mind, Dentsu PR last year set up 
various advisory committees, which Chikami 
says include members who can handle thorny 
challenges. 

“I would like to strengthen the quality of 
corporate communications [in Japan], as 
many Japanese corporations have compli-
cated issues,” he says. 
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Edelman

How do you use social and  
digital to drive revenue and 

drive business

China’s brands growing up and 
expanding beyond the country’s borders is 
a major business driver across the APAC 
region, according to Edelman president 
and CEO David Brain. “That will be big 
trend for agencies to get on,” he says. “You 
just have to see the capital flows of where 
they are investing now.”

He also highlights a continual effort to 
inject digital and social media deeper into 
the enterprise, for his agency and client 
companies, as both a structural and revenue 
driver. 

He gives HP as an example, saying the 
story there is “not just about engagement 
and customer awareness, but how do you 
use social and digital to drive revenue and 
drive business ¬[through] a huge, hard-
nosed change and trend”.

For Edelman itself, Brain says adopting a 
more digital approach to business has been 
the biggest lift in the last 18 months. 

“Not just for us in Asia,” he says “but the 
whole company. It fundamentally changes 
the way that everyone in the company oper-
ates with each other.” This is a theme that 
comes up repeatedly throughout the indus-
try no matter what region you focus on. 

Digital technology brings enormous 
challenges to every kind of business, 
from music to banking. But for PR it also 
opens considerable opportunity as the line 
between what is PR or marketing blurs 
and more companies see the advantages 
of PR-led campaigns over advertising-led 
ones. Owned and earned media seem to 
have gained more ROI and reach as digital 
channels have become a bigger part of the 
communications mix.

But Brain echoes a sentiment that many 
PR leaders have remarked to PRWeek over 
the past few years. Technology itself isn’t 
the issue. Talent is.

“Recruitment is still the bottleneck,” Brain 
explains. But he sees a solution in spread-
ing the work around an agency network. 
When things are digital they are also more 
portable; there is an advantage to scale. “The 
new aspect for us is the development of 
regional hubs. If [we] don’t want to have a 
user interface team in every market, we’ve 
got a brilliant user interface team in Bei-
jing; a beautiful, immersive design team 
in Sydney. Getting the offices and digital 
teams to split the work through time zones. 
It does mean that you can employ much 
higher grade than the client needs without 

Asia	Head
David Brain, President and CEO 
Ownership
Independent
Asia	Offices
21 wholly owned; Partner: 5y
Asia	Revenue
US$117 million
Asia	Headcount
1,287

work,” he says. “Japan is the best we’ve got 
at financial and capital market, the Austra-
lian offices are the best at marketing and 
the social digital work. Singapore is the best 
at regional international work. Malaysia is 
the best at crisis and issues.” 

In terms of business growth in 2015, he 
is more cautious: “We were clipping along 
at between 20 and 25 per cent for the last 
three years. [That has] dropped to 14 or 15 
per cent this year. I can see more growth 
if I can get more of the right talent in. I 
would like to get it nearer to the 20 [per 
cent mark].” 

David Brain 
President 
and CEO 

having to buy that [in terms of new staff ].”
And on the same theme of talent, Brain 

points to a new hire for the firm in Asia as 
a significant development for the year. “I 
think probably the biggest single [highlight] 
was getting Carol Potter to join us from 
BBDO. Carol was the CEO for Greater 
China for BBDO, lived in Shanghai for 
seven years. We’re making quite a deliberate 
switch for more CEO attention and budget, 
while we’ve, for a number of years, been 
investing in developing skills and assets in 
digital. Now we’re getting much more of 
the creative content side of that. The next 
stage of peeling that onion is getting very 
senior people in the organization who can 
talk marketing not just brand—and there 
are very few of those in the PR industry. 
So [we got] Carol to come in and help us 
with that next aspect; [she] can talk about 
business and market and make sure our offer 
is tailored to that.

“PR companies used to have lots of ex-
journalists and the traditional PR structure 
was the pyramid with the account director at 
top. Everybody did a little bit of everything 
else—we were fundamentally generalists. 
Now you’re having a much more multiple 
specialist offer—a designer, a media plan-
ner, etc.”

Markets where Brain sees all of these fac-
tors coming together at once are also the 
ones where there seems to be good growth 
for the agency. But, he insists, “every-
where has grown”, citing Kuala Lumpur 
as an example of a “small market growing 
quickly”. “We just got it right,” he says. “It’s 
not necessarily to do it with clients or macro 
economics. If you’re got a good leader with 
a good offer in the market at the right time 
and the team are all working well together, 
clients sniff and smell that out.” Govern-
ment business, IPOs and capital-raising are 
examples of the type of business driving the 
market, he adds.

On a broader scale he says Japan shows 
a pattern of good macro-economic-based 
growth as “a lot of Japanese companies, on 
the back of a broad yen, have been investing 
globally again. We were helping Japanese 
brands to globalize.”

For 2015, Brain expects digital forces and 
China to shape much of the business in Asia 
but he still sees real fundamentals in core 
reputation work. 

“Corporate reputation work, issues work, 
sustainability, profit and purpose-type 
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We saw a big boost in 
confidence after Narendra 

Modi took office

Among highlights for Fleishman-
Hillard in Asia during 2014 was winning 
PRWeek’s Asia-Pacific Network of the 
Year in addition to more than 20 other 
regional awards. Lynne Anne Davis, 
president and senior partner Asia-Pacific 
was also named to Campaign-Asia’s Most 
Admired Agency Leaders list.

Highlighting regional growth, Davis says 
the firm more than doubled revenue from 
advertising, citing Aflac, Kellogg’s, Uniqlo 
and HSBC as examples. That the agency 
tracks ad revenue at all is a clear indication 
of the blurring between PR and marketing.

In 2014 business with 55 existing clients 
doubled and  61 expanded work into addi-
tional Asia markets. There's a distinct trend 
of local brands growing into regional players, 
on their way to global status. That overall 
story, according to Davis, was something 
the APAC team identified early on.

Melco Crown Entertainment, a corner-
stone casino brand in Macau, falls into that 
category. The agency helped the gaming 
operator launch in its first new market, the 
Philippines, at the end of 2014. 
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FleishmanHillard
Huawei, the Chinese communications-

equipment giant is another. “Huawei started 
out as just a project in 2005 and has contin-
ued to expand,” Davis says. Now it's a top-10 
Asia-based client.

While China has been—and still is—a 
major business driver for FleishmanHillard, 
India was another standout in 2014. Davis 
reports 36 percent growth, as the agency 
added Hyundai and the United Nations 
Foundation to its client list.

“We saw a big boost in confidence after 
Narendra Modi took office,” Davis says, 
explaining how the new prime minister 
has energized the market, and not just for 
domestic names. “Suddenly India is back on 
the table for global brands; we could grow 
revenue as much as 50 percent in India [in 
2015].” 

Even Japan, with its notoriously low 
growth, was a positive in 2014. The agency 
claims billings climbed 19.6 percent for sub 
brand BlueCurrent in the country, with new 
accounts Uniqlo, GoPro and Kellogg’s as 
notable contributors. 

Japan also demonstrates the agancy's push 
to hire local leadership. Yoshihito Nagakawa, 
VP and head of strategic planning for Blue-
Current, is an example. He established and 
leads strategic planning in Tokyo and rep-
resents a wider industry story. As a former 
planning manager at JWT, Nagakawa brings 
over 10 years of ad-agency experience to 
the PR firm. As digital channels obscure 
where agencies-types operate, Nagakawa is 
part of FleishmanHillard’s aim to offer what 
Davis calls “complete marketing solutions 
to clients”.

Davis backs that up saying: “Since the 
beginning of 2013, BlueCurrent Japan’s 
strategic planning team has won landmark 
projects. [Nagakawa] has been providing 
marketing communication plans, above 
the line and below the line, for Aflac, Kel-
logg’s, Marui, Medtronic, P&G, Suntory 
and others.”

Vox Global Japan, focusing on public affairs 
and government relations is the third Fleish-
manHillard brand in Asia. Davis says it had a 
strong start for 2015, as first-quarter revenue 
jumped 43 per cent year-on-year.  

The story of relying on local leadership 
repeats across Asia. In Thailand Fleishman-
Hillard hired Sophis Kasemsahasin as SVP 
and GM of its new Bangkok office. And 
Jerry Zou, who oversees the China technol-
ogy and branding practices for clients such as 

HP, Li Ning and VW (a new account won 
in 2014), received a promotion during the 
year to become the Beijing GM. 

Davis says people are key to tackling 
digital disruption. Building up an analyt-
ics team in Asia is one of the priorities she 
highlights.

 Supply chains and cyber security are 
two areas you might not expect to find PR 
firms but FleishmanHillard also boosted 
business by establishing these practices in 
2014. Through a partnership with risk-
management firm Kroll, FleishmanHillard 
launched an enterprise network and security 
service, putting prevention, investigation 
and response for cybersecurity and data-
breach mitigation at the core of the offering.

“With big data comes big breaches,” 
Davis says, framing it in straightforward 
terms. 

Another area where FleishmanHillard 
pushes the PR envelope is with digital hubs, 
a trend Campaign Asia reported on in its 
December 2014 issue.

These units combine talent and tools 
from a range of agencies—including cre-
ative, media and PR. The Philips Asia 
Digital Command Center (PADCC) in 
Singapore is an example and Davis explains 
her firm -- as part of the OneVoice Connect 
team -- helped develop the methodology, 
framework and processes for it. Since it 
went live in late 2014, her teams have led 
staffing and engagement priorities among 
the agencies and worked with Philips to 
execute real-time marketing campaigns. 
From the brand’s perspective, APAC CMO 
Damien Cummings told Campaign Asia 
that the PADCC’s intent is to lead trends, 
not just follow them.

And leading digitally is just where Davis 
wants to be. She reports that 

APAC digital revenue is already up 51 
percent YOY for 2015, with some of the 
biggest advances coming from Japan and 
Greater China. 

Lynne Anne Davis 
President and Senior Partner Asia Pacific
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Hill+Knowlton 
Hill+Knowlton Strategies says it has 
done well this year, especially in China 
where it celebrated 30 years of operations. 
In particular, the agency reports Asia-
Pacific had the strongest growth, out-
performing all other regions for its 2014 
business.

At the same time, there were markets such 
as Australia and Japan where Vivian Lines, 
global vice-chairman and Asia-Pacific chair-
man, says growth was less robust. He puts 
this down to an issue with talent. “In our 
business,” Lines says, “you either don’t have 
the right people in place, or you don’t have 
sufficient clients, or enough, or the right, 
people to pitch clients. This year we’ve put 
in place solutions to help with these issues.” 

One such move was placing John Morgan 
in Japan, where he handles broader respon-
sibilities in Asia including China. The com-
pany also completed acquisition of Rice5, a 
digital agency with offices in Hong Kong and 
Mainland China that brings clients Ray-Ban 
and Lee Jeans into the agency fold. 

Client-wise, the agency netted some big 
wins, including Microsoft in China and Chi-
nese electronics and mobile phone maker 
OPPO. Also in Asia it won the Vistara 
account, a new Indian airline that is a joint 
venture between Tata Sons and Singapore 
Airlines. On top of that, the agency expanded 
its healthcare practice offerings with interna-
tional drug maker Mundipharma as a client. 

Public Affairs is also an important part of 
the agency’s Asian offering and it has been 
working closely with ASEAN to craft the 
organization’s masterplan for communica-
tions ahead of its 50th anniversary in two 
years. 

“ASEAN is a unique grouping of 10 states 
and most importantly they will be launch-
ing an economic community between them 
by the end of this year,” says Lines. “They 
recognize that they have to put a communica-
tions plan in place—including digital, social 
and traditional—to tie everything together. 
It’s complicated because there are 10 differ-
ent governments, all at different stages of 
advancement; so you have developing ones 
like Mynamar, middle ground like Indonesia, 
which also has the consumer and popula-
tion base, and then advanced markets like 
Singapore.” 

Disruption to traditional ways of commu-
nicating will be one of the industry’s greatest 
challenges, according to Lines. “If you look 
at it, there are certain things that are clearly 

happening. Snapchat, Wechat—things which 
have come up in the past five years, compared 
to the traditional like Facebook and Twitter, 
which have been around for 10 years—are 
changing the way we communicate and this 
will influence our clients,” he says.

Data is another new influencer that could 
become a driving source of innovation for cli-
ents. While it may take some time to under-
stand how to use the data, and to visualise the 
opportunities it offers, he believes that once 
agencies can access data from various depart-
ments, be they marketing or sales and beyond, 
the information could prove really useful. 

Content and the issue of trust is another 
rising client concern, and Lines notes that 
there is a lack of trust between customers 
and companies. To illustrate this point he 
contrasts the way Malaysian Airlines and 
AirAsia handled their respective crashes. His 
agency doesn’t represent either brand but he 
still brought these up as case-study examples 
of building trust versus losing it. The consen-
sus in the press is AirAsia did a much better 
job of addressing a similar, mysterious crisis 
as Maylasia Airlines—though AsiaAir did 
have the advantage having learned from the 
widely criticized failings in the handling of 
the earlier event.

Vivian Lines 
Global Vice 

Chairman and 
Chairman of
 Asia Pacific

We try to move people in the region but we 
have very, very few Westerners

And Lines goes on to speak more generally, 
saying that as consumers “we would trust our 
friends and what we read online rather than 
what a company tells us”. “That’s why the 
communication conversation has switched 
and why content is so important. To be able to 
influence people and be positive about a brand 
is a lot harder than it used to be,” he says.

To that end, Hill & Knowlton Strategies is 
looking to further develop its Group SJR, an 
agency it acquired a few years back through 
WPP. Focused on content creation, Group 
SJR’s offerings range from multimedia to 
traditional media. 

Talent-wise, Lines says he has a huge respect 
for his agency’s in-market talent and believes 
it is important to secure and retain local teams 
in order to truly understand a market. 

“We try to move people in the region but 
we have very, very few Westerners. Gener-
ally in our market places we recruit locally or 

within the company. We have a local person 
heading up our teams in Thailand, India, Sin-
gapore, Hong Kong.” Strong senior talent who 
understand the market is, in his opinion, the 
agency’s best connection to the market and 
he has much confidence in the agency’s local 
offices. “I believe there is a lot of local talent. 
And if you can keep the talent in senior levels, 
then that really helps your business.”

At the same time, the agency, like much of 
the industry, is not immune to movement at 
lower levels. Lines attributes that to genera-
tional differences as much as competition. “It’s 
the nature of the millennial generation. They 
have a willingness to move between jobs more 
than previous generations. Also they have a 
willingness to stop and say, ‘Well I want to 
do something else, and then I’ll come back.’ 
This is quite different from Gen Y, Gen X, 
baby boomers, etc. And I guess all companies 
have to adapt to that. 
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I think we’re always 
looking at refining the 
offer and innovation

While the Ketchum agency, as part of 
publicly held Omnicom, doesn’t disclose 
revenue numbers, Jon Higgins, the firm’s 
senior partner and CEO, international, 
did speak to PRWeek about global num-
bers. “Ketchum had a terrific year in 
2014, we exceeded our revenue and profit 
plans,” he says. “We had a terrific effort 
in attracting new clients and were able 
to grow our existing business very well, 
breaking through the US$500 million 
mark, which is an all-time high for us.”

Higgins is equally confident about the 
regional contribution of APAC. “As a 
region we continue to build from strength 
to strength. India’s performance was tre-
mendous, fueled by digital, social, content 
development,” he says. “They had terrific 
retention, 98 per cent of their clients stayed 
with them.”

Korea was another success story for the 
agency where the instant messaging app 
LINE is a major client, for which the agency 
coordinates efforts across more than over 10 
countries. Account wins in Korea in 2014 
included the Almond Breeze Milk brand 
and Mercedes Benz.

Higgins also says that the agency has been 
“really proud of the work” Yonnie Woo, 
Korea MD, has accomplished in the coun-
try. “In just our first year she took a busi-
ness that was not growing and put it on a 
very steep growth trajectory, brought in an 
entire new management team, added new 
clients. Growing very quickly,” he says. “It 
is a public company so can’t give you any 
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figures. The fact that Ketchum is a new 
brand to that market with a new leader, 
speaks volumes about what we see in the 
market there.”

India was another bright area. The agency 
cites Skoda Auto, MICA, Axis AMC, Star 
Union Daichi, SKS trust, Bharat Forge, 
Deepak Fertilizer, Mahan Coal, Aditya 
Birla Corporate, Max Life (Digital), and 
Axis Bank (Digital) all as wins in the coun-
try for 2014. Vikram Hospitals and Mile-
stone Capital, however, were lost accounts.

As with all PR companies in Asia, China 
naturally plays a big role in the company’s 
regional business. Key wins for the agency 
in 2014 include business with Emirates 
in China; Italian apparel brand Yoox and 
Hershey’s. Kohler, the high-end plumbing 
fixtures brand that has been building its 
business in China for more than a decade 
is also now a Ketchum client in the market. 
Asset management firm Schroders goes 
down as a loss in the region (Hong Kong). 

And Higgins is enthusiastic still about 
China overall, saying “Clearly this is a mar-
ket that has fully embraced—if not lead-
ing—the digital transformation,” he says. 

Still, in China as well as other markets, 
Higgins tells a narrative that matches many 
agencies. Talent is still a major issue, acting 
as both the source and obstacle for success. 
“What we are seeing in Korea, China, India 
and Singapore are challenges in terms of 
talent. The client needs are there but we are 
constrained by a shortage of qualified tal-
ent. That is common to all of our business.”

program, put a bit of training back into 
the market place; look at bringing new and 
qualified market into the business. [It’s] an 
example of identifying the shortage of tal-
ent and doing something about it in terms 
of recruiting and development.”

One of the most noteworthy events the 
agency was involved with in 2014 was 
supporting Malaysia Airlines in the after-
math and opening stages of the search and 
recovery of f light MH370. “We have to 
acknowledge the work we have done for 
Malaysia Airlines,” Higgins says of the 
Singapore office. “We stand very proud of 
that work and [the airline’s] work.” 

Before the twin disasters put a dent in 
the state-owned airliner’s reputation, Ket-
chum says Malaysia Airlines was already 
in transformation mode. But as MH370’s 
disappearance remains an unsolved mys-
tery, the toll on company’s reputation may 
continue to be a drag—and the press has 
not been kind to the public handling of 
the situation. 

But the unfortunate circumstances of one 
client is not the main worry for Ketchum. 
Across the APAC region the agency faces a 
competitive environment, which Ketchum 
itself characterizes as a cost-centric mar-
ket with an increasing number of players 
and strong local PR firms in each country. 
And beyond that, as the whole industry 
has learned, it also has to compete more 
openly against creative and digital agencies, 
which is one of the commitments Higgins 
stresses for 2015.

“I think we’re always looking at refining 
the offer and innovation. [Adding a] chief 
innovation off icer, for example, it’s less 
about what’s new as opposed to really deep-
ening our commitment to these businesses, 
which we have bought into Ketchum.”

In a nutshell Higgins says Asia's 2015 
will be  about “Doubling down to remain 
at the head of the digital transforma-
tion; best talent coming into the busi-
ness; developing the offer from within as 
opportunities.”  

Jon Higgins 
Senior Partner 
and CEO, 
International

Some of the solution he finds is in train-
ing. “We are spending quite a lot of time 
and our own money in developing the digi-
tal and social offer. We have an internal 
program here that we’ve made mandatory 
for the entire staff worldwide. Aimed at 
really honing the expertise and skills to 
leap into the digital and social world. It’s 
a broad trend that’s going to be with us 
for a while.”

In China he highlights a program the 
agency has put in place with Tsinghua 
University in Beijing. “An accreditation 
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MSL Group
It may be a company focused on com-
munication, but MSL was surprisingly 
reluctant to tell PRWeek much informa-
tion about itself. In addition to keeping 
revenue numbers secret, the agency also 
declined to disclose existing or new cli-
ents. However, on the topic of awards 
it was more forthcoming, highlighting 
a win at the PRWeek Awards for Best 
Campaign of the Year with the Always 
brand’s groundbreaking ‘Like a girl’ 
video and social effort. So at least we 
know Procter & Gamble is one client.

In APAC, regional president Glenn 
Osaki says the agency had an “extraordi-
nary year” with new business numbers “in 
the hundreds” in terms of new accounts 
gained in the past year. Osaki is a man 
who is constantly on the move. He spends 
as much time in India as he does in China, 
and when PRWeek met him in Shanghai, 
it was just hours before he had to head off 
to visit the off ice in Vietnam. But it’s a 
necessary task given MSL Group has 32 
offices across Asia, which has expanded 
largely through local acquisitions.

“One of the things that is really unique 
about MSL Group is that we are really 
an entrepreneurial type of company,” says 
Osaki. “We’ve made eight acquisitions in 
the past five or six years. Making so many 
acquisitions, you connect great agencies, 
who are best in class in their field, but there 
isn’t much connecting them. So we needed 
to build a common culture, a common ver-
nacular, a common way of working.”

This has been MSL’s intent over the 
past year. It has introduced a new firm-
wide methodology called iQube, which 
aims to form an integrated strategy across 
the group, and is the work Osaki is most 
proud of for the year. This is a key issue, 
given not only the geographical spread 
but also the diversity of agencies within 
the network. Along with public relations, 
the MSL Group includes a wide variety of 
services across its subsidiaries and agencies. 
Its Mainland China brand Genedigi, for 
example, has an integrated approach across 

Its acquisition spree is far from over, and 
the future for MSL is about spotting new 
opportunities in different regions.

APAC projects the network recently start-
ed include development of insight reports 
on Asian trends and building up resources 
to boost big data and analytics capabilities. 
It created two ‘Centers of Excellence’, one 
in India and another in China, to pioneer 
these skills.

“Everyone talks about creative content, and 
that used to be more about a news release, a 
speech, or a report,” says Osaki. “But now as 
we are developing a lot more for use in social 
media and digital—it could be infographics, 
video production, photography, imagery. 
Our office in Japan has even been doing 
campaigns where they use a lot of manga 
illustrations."

 The expanding demand for digital skillsets 
means that, like the rest of the industry, MSL 
has put more urgency on hiring. 

But human resources, as a division of the 
agency contstruct in general, according to 
Osaki, has been a neglected area in Asia. 
Agencies “historically, are not as good at 
that”, he says. “Even in the West, I think 
our HR practices could be stronger and more 
focused on talent development.” 
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So we needed to build a 
common culture, a common 

vernacular, a common 
way of working

Glenn Osaki
President, Asia, 

MSLGROUP

not just public relations, but sponsorship 
programs, roadshows, content creation and 
others.

The group even has a factory based in 
Shanghai, capable of producing items 
needed at these events. “We’re probably 
the only agency to have a manufacturing 
facility,” Osaki points out.

But that level of diversity brings its own 
set of challenges.

“When agencies are as diverse as that, 
it’s difficult—they might all try to solve 
a client’s problem or issue or meet their 
objectives from different viewpoints,” says 
Osaki. “So what we did was create this 
iQube methodology in a way that works 
for all the different agencies. We all came 
together and asked what is a model that 
would work for all parts of us, from a 
traditional public relations agency to an 
experiential agency.”

Whatever the approach, it certainly seems 
to have been a year of success for MSL. 
The group had a winning run of luck at the 
International Business Awards in October, 
winning 16 out of 17 “Stevies” for its Asian 
office.
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In 2013, Asia became the largest region 
for Ogilvy PR globally—in terms of rev-
enue, profit and headcount. “Probably for 
clients too,” says Scott Kronick, regional 
president and Asia-Pacific CEO. He also 
says 2014 built on that success, posting 
single-digit growth over the previous year. 
The agency doesn’t disclose exact revenue 
but the range in Asia was roughly the 
same as for the US, which Ogilvy says 
falls between US$100 and $125 million in 
both regions.

Kronick reports clients were steady for 
Ogilvy in Asia this year, but the big issue 
the company faced was an operational one. 
A major leadership transition took place 
and he credits a smooth handover as key 
to maintaining account wins and retention. 

During 2014, Kronick stepped in as CEO 
and president of Asia-Pacific Kronick has 
been in Asia for over 23 years and spear-
headed the firm’s foray into China. Even 
back then, he said, the strength of the net-
work was vital to how he grew the business. 
Ogilvy’s advertising network was already in 
China when he brought the PR arm in and 
that support was an advantage because he 
could “start getting new business from day 
one”. Similarly, he was pleased the recent 
transition allowed staff to focus on work 
and not worry about jobs.  

In terms of business Kronick says the tech-
nology sector is a perennial source in Asia. 
But for the past year he highlights health-
care, corporate reputation management and 

Ogilvy PR 

sphere in Ogilvy’s own offices, he also puts 
considerable emphasis on links with clients. 

“PR is the science of influencing deci-
sions and modifying behavior,” he says talk-
ing about how earned influence is part of 
the reason PR, as an industry, does well in 
Asia. The issue he sees with advertising is 
it tends to be a one-way relationship, or not 
a relationship at all. But with content and 
social media, there is an element of share-
ability that plays a central role in PR-led 
campaigns. And it’s that aspect that he says 
gives PR an advantage in adapting to digital 
disruption. From his point of view, digital 
means more opportunity than interference. 

As a broad picture, Kronick also points 
to more CMOs, rather than heads of com-
munications, seeking out PR partners. It 
is a real trend he sees happening every day 
in Asia. “That is pushing our growth,” he 
insists. Social media plays a starring role in 
that story, specifically because of the type of 
earned influence it represents. “Successful 
PR firms in Asia,” he says, “are all strong on 
social.” Somewhat illustrative of his point 
is the fact that the global head of Social@
Ogilvy, Thomas Crampton, sits in Hong 
Kong not New York.

“There is a bit of a mash up going on 
across disciplines,” Kronick says of PR’s shift 
to a more digital stance. He cites a need to 
“create engaging content with a purpose”. 

In APAC, Ogilvy has developed content 
teams that have the ex-journalists and for-
mer copywriters you might expect to find, 
but there are also people with video-pro-
duction, healthcare, tech or other indus-
try backgrounds. Building subject-matter 
expertise is a focus Kronick emphasizes for 
Asia, saying brands need content that speaks 
to specific audiences with authenticity and 
authority. Data analysis is another area he is 
concentrating on building, to help content 
creators better understand their work’s trac-
tion as well as learn what topics are trending. 

The overall aim is to produce the ‘rele-
vance’ brands want. And Kronick believes 
PR, as a discipline, is best suited to do that. 

Scott Kronick 
Regional 

President and 
Asia-Pacific CEO

public affairs (particularly in China) as major 
drivers. China has stepped up anti-trust 
efforts, which has opened more opportu-
nities to help firms navigate the legal and 
public image issues related to stricter rules. 

Another somewhat unique issue to China 
is the luxury sector, which remains under 
pressure as the government continues to 
crack down on corruption and related gift-
ing. But Kronick reports the dynamic is 
much worse for ad agencies than for PR 
firms. He says there is pull back in ad spend-
ing but the PR market for high-end brands 
is still healthy. He attributes that to greater 
reliance on social media and event marketing 
rather than traditional ad buys.

While China’s scale makes for easy head-
lines, there’s still considerable activity for 
Ogilvy outside the Great Wall. “Indone-
sia is a huge market for us, an impressive 
growth story,” says Kronick, pointing to 
“high single-digit growth” that puts the 
market among the strongest in the network. 

The agency added Misty Maitimoe, as 
deputy MD for Indonesia (coming over from 
Edelman and its sub brands) to assist the 
firm’s managing director, Marianne Admar-
datine. Another key hire was Judica Nababan 
as general manager. 

Indonesia Port Corporation (IPC) is a 
major account in the market, which has 
ramped up business in line with the coun-
try’s overall economic growth. The agency 
helped IPC make a case to the public and 
the government to build a new port exten-
sion that is reportedly one of the largest 
infrastructure projects in Indonesian history, 
costing billions of dollars and covering over 
200 hectares of land. 

Other notable APAC account wins for 
Ogilvy over the past year include Netflix, 
Johnson & Johnson, Hermès, Cotton Coun-
cil, and Hawaiian Airlines.

Among losses Kronick lists BSH Home 
Appliances and GSK. Swarovski also goes 
down as a partial loss since the agency only 
retains business in China.

For longer-term APAC clients, Kronick 
says the agency wants to put emphasis on 
quality over quantity. Mentioning names 
such as Intel, IBM, Ford and Mary Kay, 
he stresses a focus on key accounts where 
Ogilvy staff will spend as much as half their 
time at client sites. He characterizes the 
approach as integral to retaining important 
(profitable) clients. While he believes it is 
his remit to create a good working atmo-

PR is the science of  
influencing decisions and 

modifying behavior



AGENCY PROFILES

May 2015/Global Agency Business Report/prweek.com/15

The needle has moved away 
from traditional media into 

social media. That’s becoming 
increasingly integrated

While Ruder Finn’s growth average in 
Asia has held a steady pace of 25 per cent 
since 2001, Asia chairman, Jean-Michel 
Dumont notes that 2014 turned out 
slightly lower. 

Dumont highlights China as a consistent-
ly strong market for the agency. It has seen 
business almost double as well as welcome 
Ruder Finn’s sister brand, Thunder, which 
opened two offices in the last 12 months, 
one in Hong Kong and the other in Beijing. 

Other regional openings of note include 
an office in Bangalore, India, as well as a 
new division the agency calls Activation. 
This is a regional group, based in Singapore 
and Beijing, designed to help clients find 
the right communication platform—be 
that the Beijing Arts Fair or a conference 
specific to a client’s brand product or mes-
sage. “The aim is to bring clients together 
and help them develop their engagement 
program with their stakeholders,” says 
Dumont. 

Looking at top account wins versus losses, 
Dumont points out that the wins were three 
times bigger than losses. Winning back the 
Cotton Council was a major success and 
taking on new, well-known clients, such 
as Richemont, Blancpain and Volvo, were 
highlights from the year. In India, signifi-
cant retainer wins include Visa, Barracuda, 
Roche and Sembcorp, which continue to 
ensure that the agency maintains a highly 
diverse portfolio. 

Most of the agency’s losses in the year 
were small and project-based—such as the 
revamping of facilities for Suntec City Sin-
gapore—and did not have a huge impact 
on long-term business. 

Dumont is particularly happy with 
achievements the company made on the 
management level, with zero departures 
from top senior management, and very low 
movement in the second layer. “That’s why 
I think we’re securing new clients and keep-
ing the ones we have. We have a family cul-
ture where we work really closely together 
and everyone knows each other and knows 
each other’s plans and weaknesses. I am 
very proud we have achieved that,” he says, 
going on to explain the importance of cre-
ating a culture in which people want to 
stay. “At the end of the day people want 
to work in a pleasant environment … and 
where they can trust each other. We have a 
lot of exchange programs where people do 
stints in different offices, internal transfers, 

division to division, so that we can really 
grow our staff.”

Dumont has noticed a convergence of 
needs among his clients when it comes to 
media. “The needle has moved away from 
traditional media and into social media. 
That’s becoming increasingly integrated 
but increasingly we are getting clients ask-
ing about alignment including messaging 
on CRM and advertising, etc.—and then 
aligning all this with internal communica-
tions. We need now to come with integrated 
solutions for our clients and most of them 
are asking for this.”

Two years ago, Ruder Finn rebranded 
and repositioned RFI Studios, a subsidiary 
already in existence in the US for the last 
18 years. “We decided to spin it off and 
make it a standalone division to address 
specific social media needs of our clients. 
That doesn’t mean the other teams don’t do 
social media as an integrated part. What 
it means is that RFI Studios approaches 
specific lines for social media and work 
solutions.” In Asia, RFI Studios looks at 
areas such as online word-of-mouth, key 
opinion leaders and does this through chan-
nels such as Weibo, Wechat campaigns, 
content development and the like. It can 
also review and improve websites, online 
platforms and more technical elements. 

“But from my perspective, all our team 
members need to be experts in traditional 
and social media. You cannot be in this 
business anymore if you don’t have these 
skills. [Social is] different than traditional 
so it makes more sense to have it this way 
so they can help across all the groups,” says 
Dumont.

The agency also recently acquired the 
privately held SharpeLankester’s Asia-
Pacif ic portfolio, which brings greater 
knowledge and experience in reputation 
management, crisis communications and 
investor relations. “Working with Charles 
Lankester, who brings to the table over 20 
years of experience, has been a pleasure 
and a perfect match in corporate culture,” 
Dumont says. 

For 2015 the agency will continue to 
look at additional acquisitions to maintain 
growth across the region. It has budgeted 
to double billings growth this year. India, 
which Dumont calls this year’s “hotspot”, 
and Singapore, which was 2014’s fastest-
growing geography, could drive much of 
that expansion. 

Asia	Head
Jean-Michel Dumont, Asia Chairman
Ownership
Independent
Asia	Offices
8 wholly owned; Partner: 12
Asia	Revenue
US$21.379 million
Asia	Headcount
282

Ruder Finn 

Jean-Michel 
Dumont 

Asia Chairman
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Keiji Nishie 

Given the appetite for international 
growth among Japanese corporations, it is 
surprising that there aren’t more agencies 
like Vector, a Japanese independent net-
work. Headquartered in Tokyo, the com-
pany is well positioned to help domestic 
clients take advantage of opportunities 
across Asia, with wholly owned offices in 
Hong Kong, Shanghai, Beijing, Jakarta, 
Ho Chi Minh and, most recently, Taipei, 
which opened for business in May last 
year.

In a telephone interview with PRWeek, 
global chairman Keiji Nishie says the 
highlight of Vector’s year was becoming 
the first PR agency in Japan to list in the 
First Section of the Tokyo Stock Exchange, 
transitioning from the ‘Mothers’ (market 
of the high growth and emerging stocks) 
section to be recognized as a large company.

The agency’s main aim for 2014 was 
to combine strategic PR thinking with 
technology and video production. For one 
B2B client, Nishie says, Vector recorded 
an announcement in the style of a news 
program for online distribution ahead of 
the official press release. For distribution, 
it used PR Times, the biggest service of its 
kind in the Japanese market.

The agency’s merger with internet compa-
ny CyberAgent subsidiary MicroAd in early 
2014 is helping in this regard, in particular 
in content targeting. Vector says the ability 
to target articles at specific audiences has 
come about in a way that was not possible 
even a few years ago. 

PR clients in Japan are increasingly 
demanding strong digital and social media 
capabilities, Nishie says, so Vector’s invest-
ment in these areas and especially in tech-
nology are to its advantage. The technology 

Principal
Keiji Nishie
Ownership
Vector Inc.
Offices
9; Tokyo, Hong Kong, Shanghai, Beijing, 
Jakarta, Singapore, Bangkok, Ho Chi 
Minh, Taipei 
Revenue
Not disclosed; estimate US$67 million
Headcount
Not disclosed

Vector Inc.

It’s more important to link to social media and digital channels 
using ad technology

itself takes precedence over social chan-
nels, which Nishie sees as just another type 
of media—“not one platform we should 
strongly go for”.

“We feel it’s more important to link to 
social media and digital channels using ad 
technology. Looking just at social media is 
a little weak. We have specialists who are 
strong in these areas but we are a melting 
pot and don’t just stop at social media. We 
are [largely] generalists with expertise in 
that area.”

While the agency did not disclose rev-
enue, client or staffing information for this 
report, Nishie did suggest robust growth 
over the past year. The agency has yet to 
announce official revenue figures for 2014, 
but points to growth of 26.5 percent on 
2013’s numbers, when global revenue stood 
at close to US$54 million. Both top and 
bottom lines grew between 20 and 30 per-
cent for 2014. While Vector was unwilling 
to disclose specific client wins for the year, 
it claims to have taken on new business 
from a range of sectors including healthcare, 
apparel and sports. The bulk of its clients 
are domestic brands.

 In terms of international recognition, 
Vector played a role in the Spikes Grand 
Prix-winning ‘Dole Banana’ work alongside 
Dentsu, and was also ranked the highest 
of all Japanese PR agencies in the Holmes 
Report’s World PR Report.

Looking ahead, Nishie says Vector plans 
to develop its investor relations business by 
employing its video production and distri-
bution capabilities. Demand for corporate 
videos is very high, he says, but underser-
viced in Japan. “Lots of improvements can 
be made [to the industry], but we are focus-
ing on IR TV for now,” Nishie says. 
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Weber Shandwick 

We have to ask the question, 
what do Japan, India and 

Australia have in common? 

Weber Shandwick’s revenue in 
Asia expanded nearly 26% this year, 
according to Tim Sutton, chairman of 
Asia-Pacific, who sees this as a highly 
significant development as it narrows the 
gap between main competitors Ogilvy 
and Edelman.

Sutton credits the company’s rapid 
growth in the past two to three years to 
gaining a bigger share of Asia’s market. 
The firm has seen Asia revenue triple since 
2009, and Sutton says he is confident it will 
have quadrupled that figure by the end of 
the current year.

“Traditional PR is still important to us,” 
Sutton says. “Three-and-a-half years ago 
we saw the writing on the wall: how the 
business is changing, the whole transforma-
tion of social media and engagement and 
the growth of content publishing—web-
site, videos, app development. Now all our 
clients are engaging with the opportunity 
and challenge of publishing material them-
selves. We saw this opportunity quite a 
long time ago and we probably scaled up 
for it in terms of staff quite a lot quicker 
than everyone else.” 

That strategic investment in digital 
engagement three years ago is what Sut-
ton sees as vital the agency being ahead of 
the curve today. Weber Shandwick now 
employs over 100 people in Asia who focus 
purely on digital strategy and production 
in five studios across the region, namely in 
China, Hong Kong, Singapore, Australia 
and Japan. 

“We now have a lot of people who are very 
capable game writers, programmers, 3D 
designers,” Sutton says. “They are very dif-
ferent people than we would have employed 
two to three years ago.”

The agency saw a rise in the number of 
home-grown Asian clients in 2014, add-
ing Temasek Holdings, Tokyo 2020 and 
the SEA Games to its portfolio. “A few 
years ago, accounts would have been from 
American-located clients. Now we have 
fast-growing clients who are indigenous 
to China, Hong Kong, Singapore, India,” 
says Sutton. “These clients are growing 
very rapidly because they are becoming 
more confident, some of them have global 
aspirations, or outside their own country.” 

Part of this success may come from the 
agency’s ability to manage business on an 
international level. With 18 offices in 12 
Asian countries, Weber Shandwick makes 

sure to cultivate and drive clients across all 
different markets. The agency manages 
brands such as MasterCard and General 
Motors in 20 to 30 Asia markets, which 
allows for a systematic way to drive busi-
ness—whether it’s out of Hong Kong, Sin-
gapore, Shanghai or Sydney. Sutton notes 
that last year, in particular, the number of 
cross-market engagement rose dramati-
cally, with international client assignments 
in multiple markets at 78 compared to 44 
in 2013. 

At the same time, running multi-market 
programs can also lead to challenges. 

“You can’t just impose one pattern from 
upon high because it doesn’t work that way,” 
he says. “You need to balance the clients’ 
wish for a clear coherent brand identity 
and knowing that some of the markets we 
are in are very, very different.” Another 
challenge within Asia is defining a region 
that is so large geographically and diverse 
politically. “We have to ask the question, 
what do Japan, India and Australia have 
in common? How do we make sense of it 
for clients and for ourselves?”

Talent retention is another issue the 
APAC chairman highlights, something 
the entire PR supply chain faces as a result 
of a rapidly expanding industry. 

“The demand for people who are good 
and experienced is tight, so the pressure of 
getting and keeping people is relentless. It 
affects all of us, including our clients and 
competitors,” says Sutton. “We like to think 
we are making progress. Retention num-
bers are way better than they were four to 
five years ago.” One way to find talent, he 
advises, is to hire more unconventionally, 
and recruit from more expert areas beyond 
communications, such as from health or 
technology firms. 

In line with constantly evolving work 
in digital, this year Weber Shandwick 
launched the second version of its soft-
ware, Firebell, which allows clients to sim-
ulate a social media crisis through attacks 
on platforms such as Twitter, YouTube 
or Facebook. “It’s very good experience 
because once you’ve been through that, 
and you are faced with a crisis, you are a 
lot more prepared and ‘battle-hardened’ 
about what needs to be done,” says Sut-
ton. He is committed to developing the 
agency’s social media offerings, leverag-
ing on an early start a few years back. He 
stresses engagement, not delivery, is key to 
communications today and that potential 
clients have to understand that this is a 
double-edged sword. “It gives them the 
opportunity to put out their own positive 
messages, but at the same time, companies 
will always be a little more vulnerable and 
open to criticism as a result.”

Looking ahead, Weber Shandwick hopes 
to leverage on a key new opportunity to 
engage with different sectors of a client’s 
budget, such as marketing and sales and 
other brand measurements. 

“There are many opportunities for this 
industry for those who can address this 
need,” explains Sutton. “We want to prog-
ress rapidly to engage with these marketing 
communications challenges as well as the 
traditional avenues that we always have.” 

Tim Sutton 
Asia-Pacific 
Chairman 
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Agency Name 2014 
Total Asia 
Revenue

2013 
Total Asia 
Revenue

Change  
%

2014
 Total 

Asia Staff

2013 
Total 

Asia Staff

Change 
%

2014 
Revenue 
($) Asia 

Employee

2013 
Revenue 
($) Asia 

Employee

Change 
%

Headquarters

BlueFocus* 179,200,000.00 123,000,000.00 46% Beijing

MSLGroup* 130,000,000.00 130,000,000.00 0% 1206 1300 -7% 107,794 100,000 8% Paris

Ogilvy* 125,000,000.00 115,000,000.00 9% 1300 1250 4% 96,154 92,000 5% New York

Edelman 117,000,000.00 104,400,000.00 12% 1287 1214 6% 90,909 85,997 6% Chicago

Weber Shandwick* 98,000,000.00 New York

Vector 67,000,000.00 54,000,000.00 24% 376 294 28% 178,191 183,673 -3% Tokyo

Burson-Marsteller* 59,000,000.00 New York

FleishmanHillard* 48,000,000.00 St. Louis

Hill+Knowlton 
Strategies* 46,000,000.00 600 76,667 New York

Dentsu 42,000,000.00 40,000,000.00 5% 235 225 4% 178,723 177,778 1% Tokyo

Cohn & Wolfe* 24,000,000.00 New York

Ruder Finn 21,297,000.00 19,762,000.00 8% 282 291 -3% 75,521 67,911 11% New York

Strategic Public 
Relations Group

19,700,000.00 19,300,000.00 2% 284 279 2% 69,366 69,176 0% Hong Kong

Text100/Bite 15,586,026.00 13,229,552.00 18% 271 226 20% 57,513 58,538 -2% New York

Ketchum* 15,000,000.00 15,000,000.00 0% 75 75 0% 200,000 200,000 0% New York

Golin* 15,000,000.00 14,300,000.00 5% 200 175 14% 75,000 81,714 -8% Chicago

FTI Consulting 14,800,000.00 13,600,000.00 9% 72 71 1% 205,556 191,549 7% New York

Hakuhodo PR* 13,000,000.00 Tokyo

Hoffman Agency* 13,000,000.00 San Jose, CA

APCO Worldwide 12,428,900.00 10,543,300.00 18% 57 55 4% 218,051 191,696 14% Washington, DC

Porter Novelli* 12,000,000.00 New York

Brunswick Group* 10,000,000.00 101 82 23% 99,010 New York

Kreab* 10,000,000.00
London/

Stockholm

ICF International* 10,000,000.00 Fairfax, VA

Waggener Edstrom 
Communications

9,503,000.00 9,026,000.00 5% 130 129 1% 73,100 69,969 4% Bellevue, WA

DeVries Global* 8,000,000.00 107 59 81% 74,766 New York

Fortune PR* 8,000,000.00 Indonesia

Grayling* 8,000,000.00 London

Lewis 6,783,000.00 3,812,000.00 78% 84 38 121% 80,750 100,316 -20% London

We Are Social 6,300,000.00 5,676,158.00 11% 80 60 33% 78,750 94,603 -17% London

Citigate Dewe 
Rogerson* 6,000,000.00 London

GHC Asia* 6,000,000.00 Hong Kong

Newell Public 
Relations* 6,000,000.00 Hong Kong

Finsbury* 6,000,000.00 17 16 6% 352,941 New York

Zeno Group 5,800,000.00 3,300,000.00 76% 85 70 21% 68,235 47,143 45% New York

Ogilvy iPR* 5,000,000.00 Hong Kong

Brodeur Partners* 4,000,000.00 Boston

Hamilton Advisors* 4,000,000.00 Hong Kong

Ryan 
Communications* 4,000,000.00 15 Hong Kong

Racepoint Global 3,230,755.00 3,193,850 1% 27 33 -18% 119,658 96,783 24% Boston

Instinctif Partners 2,347,322.00 2,182,059 8% 28 29 -3% 83,833 75,243 11% London

ICR* 2,000,000.00 8 6 33% 250,000 New York
* Indicates R3 assisted with the compilation of data
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Agency Name 2014 
Total Asia 
Revenue

2013 
Total 

Asia Revenue

Change  
%

2014 
Total 

Asia Staff

2013 
Total 

Asia Staff

Change 
%

2014 
Revenue 
($) Asia 

Employee

2013 
Revenue 
($) Asia 

Employee

Change  
%

Headquarters

Edelman1 812,300,000 745,600,000 9% 5455 5175 5% 148,909 144,077 3% Chicago
Weber Shandwick† 680,000,000 590,000,000 15% 4000 3700 8% 170,000 159,459 7% New York
FleishmanHillard† 600,000,000 550,000,000 9% 2700 2600 4% 222,222 211,538 5% St. Louis
Ketchum† 510,000,000 490,000,000 4% 2500 2500 0% 204,000 196,000 4% New York
MSLGroup2 †† 485,000,000 490,000,000 -1% 3016 3055 -1% 160,809 160,393 0% Paris
Burson-Marsteller† 450,000,000 450,000,000 0% 2300 2300 0% 195,652 195,652 0% New York
Hill+Knowlton Strategies† 380,000,000 380,000,000 0% 2500 2400 4% 152,000 158,333 -4% New York
Ogilvy Public Relations†† 300,000,000 300,000,000 0% 2500 2200 14% 120,000 136,364 -12% New York
Brunswick†† 230,000,000 230,000,000 0% 900 784 15% 255,556 293,367 -13% London
BlueFocus 216,900,000 123,000,000 76% 5000 3500 43% 43,380 35,143 23% Beijing
Havas PR†† 208,000,000 208,000,000 0% 1200 1200 0% 173,333 173,333 0% New York
Media Consulta International3 ** 189,881,160 166,623,426 14% 684 674 1% 277,604 247,216 12% Berlin
Golin†† 178,000,000 165,000,000 8% 1200 1000 20% 148,333 165,000 -10% Chicago
Cohn & Wolfe†† 175,000,000 157,000,000 11% 1200 1100 9% 145,833 142,727 2% New York
FTI Consulting4 169,600,000 167,000,000 2% 630 656 -4% 269,206 254,573 6% New York
Porter Novelli† 145,740,000 140,000,000 4% 686 686 0% 212,449 204,082 4% New York
Grayling† 125,000,000 123,500,000 1% 950 970 -2% 131,579 127,320 3% London
APCO Worldwide 118,112,600 120,345,400 -2% 635 658 -3% 186,004 182,896 2% Washington, DC
Waggener Edstrom 106,676,000 117,608,000 -9% 705 828 -15% 151,313 142,039 7% Bellevue, WA
ICF International5 96,726,560 48,135,325 101% 528 280 89% 183,194 171,912 7% Fairfax, VA
inVentiv Health PR Group6 †† 90,000,000 86,750,000 4% 344 321 7% 261,628 270,249 -3% New York
FSB Comunicação7 ** 85,876,448 76,210,557 13% 655 596 10% 131,109 127,870 3% Rio de Janeiro
Finsbury†† 85,000,000 81,000,000 5% 206 200 3% 412,621 405,000 2% New York
W2O Group 82,625,212 75,050,000 10% 402 397 1% 205,535 189,043 9% San Francisco
Ruder Finn 73,891,000 63,249,000 17% 565 525 8% 130,781 120,474 9% New York
Hopscotch Global PR Group8 ** 71,017,947 71,059,991 0% 542 542 0% 131,029 131,107 0% Paris
Bell Pottinger Private 9 ** 70,686,758 55,939,010 26% 278 241 15% 254,269 232,112 10% London
Vector†† 67,000,000 54,000,000 24% 376 294 28% 178,191 183,673 -3% Tokyo
Res Publica Consulting  
Group10 ** 66,547,626 68,951,256 -3% 418 435 -4% 159,205 158,509 0% Montreal

Kreab Worldwide11 ** 63,958,570 66,670,620 -4% 400 350 14% 159,896 190,487 -16% Stockholm
PMK-BNC†† 62,150,000 55,000,000 13% 258 228 13% 240,891 241,228 0% Los Angeles
Lewis PR12 ** 61,444,110 44,800,000 37% 490 409 20% 125,396 109,535 14% London
Text10013 57,306,333 50,337,135 14% 549 492 12% 104,383 102,311 2% New York
MWW 56,715,000 48,020,000 18% 248 217 14% 228,690 221,290 3% New York
Instinctif Partners14 ** 55,640,094 51,199,394 9% 372 355 5% 149,570 144,224 4% London
Finn Partners15 52,797,000 44,375,000 19% 370 298 24% 142,695 148,909 -4% New York
fischerAppelt 52,523,030 52,003,000 1% 360 340 6% 145,897 152,950 -5% Hamburg
ICR 51,663,463 43,322,436 19% 130 110 18% 397,411 393,840 1% New York
We Are Social 49,000,000 38,677,478 27% 500 400 25% 98,000 96,694 1% London
Freuds16 ** 46,774,164 43,877,537 7% 213 237 -10% 219,597 185,137 19% London
DeVries Global†† 45,000,000 47,250,000 -5% 243 201 21% 185,185 235,075 -21% New York
Hering Schuppener17 ** 42,816,340 41,303,910 4% 180 180 0% 237,869 229,466 4% Düsseldorf
Dentsu Public Relations†† 42,000,000 40,000,000 5% 253 235 8% 166,008 170,213 -2% Tokyo
DKC 41,500,000 36,500,000 14% 199 171 16% 208,543 213,450 -2% New York
Newlink Group18 41,000,000 26,000,000 58% 350 355 -1% 117,143 73,239 60% Miami
Marina Maher 
Communications† 40,000,000 32,300,000 24% 150 120 25% 266,667 269,167 -1% New York

Zeno Group19 39,900,000 35,900,000 11% 276 256 8% 144,565 140,234 3% New York
Citigate Dewe Rogerson20 † ** 38,000,000 37,600,000 1% 125 125 0% 304,000 300,800 1% London
Allison+Partners 32,730,000 28,848,000 13% 230 165 39% 142,304 174,836 -19% San Francisco
Llorente & Cuenca21 ** 32,458,343 27,388,264 19% 350 330 6% 92,738 82,995 12% Madrid

Notes          

†  indicates revenue and staff figures are PRWeek estimates owing to the Sarbanes-Oxley Act (2002) or agencies declining to take part     
††  indicates revenue figures are PRWeek estimates as per† (staff numbers were provided by agency)        
1  Edelman’s 2013 global revenue has been updated this year from the figure reported last year ($740,874,796) due to a reallocation of some revenue attributed to Zeno Group last year that should have been
 attributed to Edelman          
2  MSLGroup’s 2013 staff number was misreported last year          
3  Submitted figures for Media Consulta International were €142,800,000 (2014) and€125,460,000 (2013)       
4  FTI’s 2013 revenue figure reported last year – $186.2m – included rebillables and pass-throughs and has been updated this year     
5  ICF’s 2014 numbers incorporate revenue from Olson Engage, which ICF acquired in late 2014        
6  Formerly known as Chandler Chicco Companies          
7  Submitted figures for FSB were in BRAZILIAN REAL - R$ 201.912.705,62 (2014) and R$ 164.386.170,80 (2013)       
8  Submitted figures for Hopscotch were €53,409,000 (2014) and €53,505,000 (2013)        
9  Submitted figures for Bell Pottinger Global were £42,882,042 (2014) and £35,762,057 (2013)        
10  Submitted figures for Res Publica were 73,488,543 - $CAN (2014) and 71,019,794 - $CAN (2013)       
11  Submitted figures for Kreab Worldwide were €48,100,000 (2014) and €50,200,000 (2013)        
12  Lewis PR reported its 2014 global revenue as £37,275,000          
13  Text100’s 2013 revenue figure reported last year – $50,418,281 – was updated after an internal review       
14  Submitted figures for Instinctif Partners were £33,754,000 and 2013 revenue as £32,732,000        
15  Finn Partners’ 2013 revenue figure reported last year – $44,283,790 – was updated after an internal review       
16  Submitted figures for Freuds were £28,375,494 (2014) and £28,051,104 (2013)         
17  Submitted figures for Hering Schuppener were €32,200,000 (2014) and €31,100,000 (2013)        
18  Newlink Group’s 2013 global revenue was mistakenly reported last year as being more than $35 million       
19  Zeno’s 2013 staff number was updated from last year’s report following an internal review.        
20  For Citigate, PRWeek’s calculations placed its estimated revenue at £23,058,000 (2014) and £24,038,000 (2013), respectively.      
21  Submitted figures for Llorente & Cuenca were €24,410,275 (2014) and €20,622,140 (2013)        
** For all firms that submitted revenue figures in currencies other than US dollars, we are using the US Federal Reserve’s 2014 average rate of exchange to determine 2014 revenue in $US and the US Federal
 Reserve’s 2013 average rate of exchange to determine 2013 revenue in $US. The rates for British pounds is £1 = $1.6484 US (2014) and £1 = $1.5642 US (2013). The rate for Canadian dollars is $1.1043 CAN 

= $1 US (2014) and $1.03 CAN = $1 US (2013). The rates for Euros is €1 = $1.3297 US (2014) and €1 = $1.3281 US (2013). The rates for Brazilian Real are $1 US = R$ 2.3512 (2014) and $1 US = R$ 2.1570 
(2013)  
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