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PR or PA

Public Relations use all public
communication methods and tools to help
a Brand shape its message, and Public
Affairs is to ensure that the Brand
Messages reach people in the specific
community who will be impacted by it.
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Socio-Politics

Local Culture Industry Specific

Event Media
PiGnninglg Retations Public Affairs

Crisis _ ’/ ~ Internal Public Affairs is a broad field for
CommunicaSo R eation describing extensive and interdisciplinary

approaches to a Brand’s operations on
Community Digital/New . . .
Relations Media what are perceived as public interest and

Reputation social issues.
Management

Law and Order Policy and Regulation

Economic Dynamics
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When Brands talk about

success in Southeast Asia,
the same recommendations
will always emerge that you

must align with the Culture,

Society, and local Policies
that shape the region into a

big market.
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Culture plays an important role in business and communication in the
Southeast Asian region. With the region's massive cultural and linguistic
diversity, it's no surprise that Public Relations needs to be at the top when it
comes to conveying ideas and content for a business.
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Global Brand, Local Campaign

There is a big opportunity for a Global Brand to
collaborate with local resources to implement
public communications and campaign.
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Public Affairs Landscape
Opportunity in Indonesia

* Government welcomes to any foreign direct investment.

* Potential fields to work on are: (1) health, (2) tourism, (3) infrastructure,
(4) technology and (5) food and beverages.

* People respects Brand who works with the Government, especially on social
and for the people corporate actions.

* Digital-based technologies and modern economies, such as e-commerce
and fintech, are mostly operated by the private sector.

* Working with a nonprofit is a very attractive option. However, their needs are
usually very specific to their field of interest, such as socio-politics - they are
very demanding to collaborate with Brands.
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Public Affairs specialists
must have a deep insight of
the market and consumer
behavior. They must be able
to bring a unique perspective
on sensitive issues in the
region and provide counsel
on effective messages, its
distribution methods and the
best channels across the
markets.
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Authenticity Gap

"In almost every aspect of our lives...the gap
between what we expect and what we experience
determines either the extent of our disappointment
or our satisfaction. At FleishmanHillard we call this
the Authenticity Gap.”

- John Saunders
PRESIDENT & CEO, FLEISHMANHILLARD ‘
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Brand Authenticity vy

Expectations
AUTHENTIC
ENGAGEMENT .
Brand | Reputation
what you say and Managing what others say about you
alignment

how you behave based on shared perceptions

between brand and

reputation to achieve

successful business results

Experience
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Tools and Techniques

* Environmental scanning

« Stakeholders' engagement
* Government relations

* Working with the grassroots
e Community investment

* Corporate social initiatives

* Digital and social activism

* lIssue and crisis management




=)
FLEISHMANHILLARD

Tha powar af drue

FLEISHMANHILLARD INDONESIA

EightyEight @Kasablanka, 33rd Floor
JI. Casablanca Raya Kav. 88
Jakarta 12870, INDONESIA

aries.nugroho@fleishman.com

www.fleishmanbhillard.com
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