Innovationis crucial
to unlocking promise
of the Asian Century

. [t has become almost clichéd to cqll
this the ‘Asian Century’. The media
| has long been heralding the shift in
&+ 8 | the world’s economic centre of grav-
LW 7 ity to Asia. The US has the most to
- lose in this new global marketplace.
" N Once iconic American brands are
JosefBlumenfeld l0sing market share, often to Asian
brands.Recentpollsshowasmany as
one-fourth of European consumers under the age of
40 activelyreject American brands.

At the same time, the slow recovery in the US
makes it paramount that American businesses look
overseas for new markets. Often. the key factor in
corporate revenue growth has been international
sales.Asia’smarkets are simply too vast to overlook.

The erosion of ‘Brand USA™ and the necessity of
tapping far-flung markets has become a double-
edged sword for American business. Rather than
girding for battle in this global arena, corporate
America often seems frozen in fear or mired in con-
fusion. The layoffs that ravaged US companies left
few businesses with marketing departments experi-
enced in the global marketplace. Some were com-
pletely stripped of talent. With budgets still tight,
many are unable to replace the talent they lost and,
despite the necessity of international revenue, too
many companies have marketing departments that

lack the expertise to reach
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international markets.

PR agencies in Asia are in me us makes

likely to benefit — Ameri-
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local agencies. The lack of busmesses '00“
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however, makes it difficult new markets

formanycompaniestoiden-
tify and manage that PR support. Outsourced PR
management has become alifeline for some compa-
nies,allowing them to field a global programme that
delivers results that are better, faster and require a
smallerinvestment thaninternal hiresrequire.

Agility, resilience, and innovation have long been
the hallmarksof the Americanbusiness ethic. Today,
companies are more nimble than ever before, allow-
ing them to quickly respond to the pace of the global
marketplace. These businesses are demanding mar-
keting and communications departments that are
equally asagile —adapting in real time to new inter-
national opportunities or risks. The combined
strength of Asian PR agencies and the expertise of
independent global PR managers provides US busi-
nesses with a flexible and low risk way of targeting
revenue-rich Asian markets.

The ‘Asian Century’ is still in its infancy, giving
American companies time to innovate their
approaches to marketing in Asia. Unpredictable
market forces require the creativity and resilience
thathasbecome the mainstay of American business.
As American companies chart ways tosupport their
brands and grow new markets, they will rely on the
continued evolution of Asia’s PR industry to
enhance the talent, experience, and seniority of
Asia’s PR professionals to unlock Asia’s promise.
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