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Never before was PR this 
in demand but also this valued. 

 

 HS Chung, President, Hill+Knowlton (Asia)

Foreword

Emma Dale
Co-Founder and Managing Director, 
Prospect Asia

Colette Brown
Co-Founder and Managing Director, 
Prospect UK

The value of PR and communications in helping businesses navigate 
tumultuous times is well-established. 2022 was yet another year of 
tumult. Many markets in Asia continued to face pandemic-related 
restrictions, the geo-political tide turned against China, and the Russian 
invasion of Ukraine impacted businesses in both the UK and Asia. 

While the PR and communications industry is rising to meet these challenges, 
the individuals that make up the industry have not been unscathed. 

Everyone’s knackered, still dealing with COVID hangovers  
and straight into this year’s [2022] complications. 

 
Chris McCafferty, Group CEO, MSL (UK)

For industry leaders, retaining existing employees and attracting new talent 
became a fixture at the top of their list of challenges in 2022 and this is likely 
to remain as such in the year ahead. 

What are the expectations of the post-pandemic workforce and how can 
in-house and agency leaders meet these expectations? What role will the PR 

and communications industry play as high energy prices, inflation, the cost-
of-living crisis, economic recession and mass layoffs dominate the headlines? 

We began our research for the 12th Annual Prospect State of the Industry 
Review with the goal of answering these questions. More than 570 people 
in the UK, Singapore, Hong Kong and Mainland China completed our 
online survey, shared their salary and benefits, or took part in one-on-one 
interviews. 

We hope you find the review insightful and helpful wherever you are in your 
PR and communications career. We welcome the opportunity to discuss the 
content with you in more detail.

Emma & Colette
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The vast majority of PR and communications practitioners in the UK and 
Asia reported being happy in their current employment back in 2021, and 
this remains the same in 2022 (Fig: 1).

Interestingly, the factors impacting employee happiness in Asia have changed 
significantly within the past year. While in 2021, employees attributed their 
happiness to a ‘sense of purpose’, ‘pay’ and ‘workplace culture’, in 2022 the  

top determinants of happiness were ‘training’, ‘promotion opportunities’ and 
‘flexibility’ (Fig: 2). 

Employees in the UK showed more consistency, again attributing happiness 
to ‘work-life balance’ and ‘workplace culture’. However in 2022, ‘guidance from 
senior leadership’ replaced ‘pay’ to round out the top three determinants  
of happiness (Fig: 2).

According to survey respondents, employers in both the UK and Asia are doing 
well in providing flexibility and work-life balance (Fig: 3). Hybrid working remains a 
workplace feature despite pandemic-restrictions easing in most markets. 

Yet, the ambiguity of remote versus in-person working which characterised 
recent years has been replaced by a more structured approach that balances the 
needs of the business with the priorities of individuals.

We have to find a sweet spot to make sure whatever colleagues need also aligns with the company priority.

Vice President, Marketing & Communications, Hospitality Group (Asia)

We’ve remained as flexible and supportive of the 
team as we were at the beginning of the pandemic.  
We’ve tried to codify some of this informality so 

there are fewer grey areas.
 

Paul Davies, CEO and Founder, Firstlight Group (UK)

As a company we introduced a flexible working 
policy, which was very simple, around you do 
what works for you, have a conversation with 
your manager, and measure people on output 

rather than input. For most of my team, that really 
inspired them.

 
Anna Tehan, Executive Vice President, Corporate 

Communications, Fung Group (Asia)

INSIGHT 1: Happiness is not fleeting 
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Nevertheless, managing a hybrid workforce is not without its challenges. The 
difficulties of overseeing a dispersed team was acknowledged by both in-house 
and agency industry leaders. The virtual workforce of the pandemic years led to 
geographically agnostic hiring practices which, as the restrictions ease, created 

specific difficulties in facilitating team collaboration, creativity and culture. How 
these challenges will be met by companies will be a defining feature of the 
industry in 2023.

FIG: 1 Average happiness rating 

The challenge will remain 
that everyone is in a separate 

location, so building team 
morale and keeping the 

together-ness won’t go away

Head of Communications, Asia 
Pacific, British Bank (Asia)

People are a little frazzled and 
frayed because it’s very hard 

for them to say when they start 
their day and when they end 

their day. Because people are in 
different time zones, it’s hard 
to be respectful of working 

hours and work life balance has 
suffered.

Head of Communications, China 
Technology Company (Asia)

Asia UK

In 2022 in Asia, respondents rated their 
happiness in their current employment  

as 3.7 out of 5. 

In 2022 in the UK, respondents rated their 
happiness in their current employment  

as 3.9 out of 5. 
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FIG: 2

Training, promotion opportunities and flexibility have the greatest impact on employee 
happiness in Asia. 

Work-life balance, workplace culture and support & guidance from senior leadership have 
the greatest impact on employee happiness in the UK.
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FIG: 3 How would you evaluate your current employer in the following areas? ASIA:
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The past two years have seen a lot of movement within the PR and 
communications industry in both Asia and the UK. Almost half of survey 
respondents in Asia have been in their current job less than two years, while 
in the UK that figure was more than 70% (Fig: 4). 

Despite the high levels of happiness, movement within the industry is set to 
continue in 2023. Survey respondents in the UK and Asia are considering seeking 
new employment at the same rates as in 2022 (Fig: 5). Additionally, more than 
one-quarter of respondents in Asia plan to relocate to a new country within the 
year (Fig: 6).

Many leaders attributed the desire for change to overall pandemic fatigue and 
a rejection of the ongoing Covid-restrictions in some Asian markets. These 
restrictions peaked in the first quarter of 2022 as the disparity of approaches to 
the pandemic between regions became starkly apparent.  

In 2022, Hong Kong in particular saw a massive exodus as pandemic restrictions 
and the adoption of the national security law intersected. According to census 
data, the population dropped by 68,300 people, resulting in a cross-sector 
brain drain the likes of which have not been seen in this market since the SARs 
outbreak in the early 2000s. The impact on the PR and communications industry, 
like many other sectors, was substantial.

No matter how much the company was trying to boost morale or culture or giving staff mental 
health programmes, there are limitations. Some people just needed a break.

HS Chung, President Asia, Hill+Knowlton (Asia)

Staff saw there were possibilities to change jobs 
and making a move seemed attractive. So, it was a 
matter of really working out what they wanted in 

their careers and making it happen for them.

Jennifer Dembitz, Co-Founder & Managing Director, 
Upcycle Communications (Asia)

Indicative of that broader talent drain that Hong 
Kong is experiencing at the moment, a lot of 

young talents who speak English, have an overseas 
passport or an opportunity to work overseas, have 

left or are leaving.

Liz Weselby, Managing Director,  
Archetype Hong Kong (Asia)

INSIGHT 2: Happiness does not translate into loyalty 
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We had to offer significant pay 
rises to retain staff as well as 
offer new opportunities and 

benefits.

Head of Corporate Affairs, Global 
Hospitality Group (Asia)

I put the entire agency on three 
months’ notice. That enables 
me to recruit in time without 

rushing or panicking or making 
bad decisions. It’s that hard to 
find people and you just can’t 

be without people for two 
months.

Co-Founder & CEO,  
Consumer PR Agency (UK)

We had to turn away business 
because we just didn’t have 

people to do the work.

President, Asia Pacific, Global  
PR Agency (Asia) 

In the UK, the reasons for high staff turnover were 
similarly nuanced. As in Asia, leaders in the UK 
attributed many resignations to pandemic fatigue, 
disillusionment, or shifting priorities between homelife 
and work. In many of these instances, people either 
took a hiatus or abandoned the industry all together. 

However, a significant number of resignations were 
motivated by money. As the numbers of available 

candidates shrank, businesses were forced to either 
fill the role or turn away business. As such the salary 
battle ramped up with agencies and in-house teams 
luring talent with huge salaries. When looking down 
the barrel of rising inflation and an unprecedented 
cost-of-living crisis, many chose a boost in salary 
regardless of how happy they were in their current 
employment.
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A consequence of professionals moving companies en masse was that many 
employers were forced to adopt a more creative approach to recruitment. 
To maintain the pace of work while also complying with diversity, equity and 
inclusion (DEI) commitments, leaders used a variety of strategies to keep staff 

numbers consistent. Such approaches included maximising compensation, 
inflating job titles and engaging talent from outside the PR and communications 
industry. 

While effective as a stop-gap measure, leaders observed that these recruitment 
strategies are beginning to have a longer-term impact on the industry: both 
positive and negative. On the positive, are increased diversity of specialty 
within the workforce and an ability to cater to the niche expertise demanded 
of communications teams by clients and senior leadership. On the negative is 

the disproportionate compensation afforded to some staff-members and the 
increased burden of training employees on PR fundamentals. 

As 2023 begins on economically unstable footing, the days of employees being 
able to demand premium salaries appear to be coming to an end.

To stay on top, we’ve had to adapt hiring processes, we’ve had to be a lot faster. You’ve got to be fast in the 
interviewing process and fast on the offer, and you have to be more competitive.

Adrian Warr, Vice Chair of APAC Practices and APAC Head of Employee Experience, Edelman (Asia)

We have a long-standing commitment to female 
ownership and leadership. Most of our partners 
are female and our largest shareholder is female. 

We have a commitment to 15% of our team being 
people of colour. We are currently at 14%.

Gordon Tempest-Hay, Chief Executive, Lansons (UK)

One of the biggest challenges of 2022 was the 
integration of non-PR specialist team members.

Adeline Goh, General Manager, Allison+Partners 
Singapore (Asia)
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Asia

Asia

UK

45% of respondents in Asia have been in 
their current employment for less than 

two years 

71% of respondents in the UK have been 
in their current employment for less than 

two years 

61% of respondents in Asia would 
consider seeking a new job 

 
In 2022 in Asia, 42% were seeking to change their 

employment, with a further 25% considering a change.

58% of respondents in the UK would 
consider seeking a new job 

 
In 2022 in the UK, 36% are seeking to change  
their employment this year, with a further 23% 

considering a change.

UK

FIG: 4

FIG: 5

Asia: 27% 
respondents 

plan to relocate 
to a new 

country within 
the next year

FIG: 6
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INSIGHT 3: Training is vital to remaining relevant 

Among respondents in Asia, training is a top determinant for happiness in their 
current employment (Fig: 2). More so than other years, respondents recognised 
the value and extensive benefits of training which include “keeping up with 
market changes”, “staying relevant in the industry”, “essential to servicing clients”, 
and “accelerates career progression”. Yet almost one-quarter of respondents did 
not undertake any professional development initiatives in 2022 (Fig: 7).

On-the-job training has taken a hit due to hybrid working. Leaders and employees 
conceded the importance of a flexible working policy for a happy workforce. 
However, hybrid working decreases opportunities to observe and learn from 
experienced professionals, which is especially valuable for industry newcomers.

Employers have not yet compensated for a reduction in on-the-job training 
by providing more formal training programmes, and this is keenly felt by their 
staff. Survey respondents evaluated their employers poorly in providing training 
opportunities (Fig: 3). 

In 2023, employees in Asia were most keen to undertake management courses 
and courses relating to a specific PR or communications discipline. 

Internal mentoring programmes and further academic study were the two least 
appealing professional development options for Asia-based respondents (Fig. 8).  

Training remains a perennial challenge that has been highlighted in Prospect’s 
State of the Industry Review over the past 12 years. Employers continue to 
struggle to find the sweet spot between future-proofing their team’s capabilities 
and redirecting time and money away from day-to-day demands. As leaders look 
for new ways to retain and attract quality talent, a robust approach to training 
that incorporates internal and external platforms is no longer just a ‘nice to have’.

Candidates who are not set in their ways and who show 
a willingness to listen, learn and have a growth mindset 

will be in demand.

Charmaine Toh, Head of Communications, Indosuez Wealth 
Management (Asia)

We made the decision to say 60% 
of the week you need to be in the 
office. It’s made senior talent more 

accessible in the office.

Senior Managing Director, Global Public 
Relations and Advisory Firm (UK)

Now when the market is not doing 
so well and companies are cutting 

costs, if one person is doing too little 
a job, they need to skill up.

Head of Communication, Singapore 
Private Bank (Asia)

We are asking people to come into the office for a minimum of 3 days a week. I want 
you in because it’s good for you, you’ll learn more and you will be better.

Co-Founder & CEO, Consumer PR Agency (UK)
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FIG: 7 ASIA: In 2022, internal training 59%, mentoring 35% and coaching 24% were the top  

professional development initiatives undertaken. 21% of respondents did not undertake  
any professional development initiatives.

40

40

90

90

100

100

0

0

Further 
academic 
education

Further 
academic 
education

Internal training

Internal training

Coaching 
programmes

Coaching 
programmes

Courses relating 
to a specific PR or 
communications 

discipline

Courses relating 
to a specific PR or 
communications 

discipline

Mentoring 
programmes 

(internal)

Mentoring 
programmes 

(internal)

None

None

Management 
courses

Management 
courses

Mentoring 
programmes 

(external)

Mentoring 
programmes 

(external)

Other

Other

50

50

20

20

70

70

10

10

60

60

30

30

80

80

FIG: 8 ASIA: In 2023, people would most like to undertake management courses 63% and courses  

relating to a specific PR or communications discipline: 51%.
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Employers providing promotion opportunities is another top determinant  
for happiness for respondents in Asia (Fig: 2). Despite this, employers 
in the UK and Asia both ranked poorly in providing pathways for career 
advancement (Fig: 3). 

Hybrid working hasn’t necessarily had a direct impact on successful career 
pathing but it undoubtedly has raised concerns from some employees that their 
contribution may be less visible and consequently, less valued. 

One-quarter of respondents In Asia, and even more in the UK, would not like to 
be promoted within the year ahead (Fig. 9). This seeming lack of ambition can be 
attributed in part to the high volume of job hopping within the industry over the 
past two years – if you took a step-up as part of your recent move, you will likely 
not expect an immediate promotion. 

When articulating the difference between future industry leaders and their 
peers, employers tended to steer away from responding with a list of skills or 
achievements, in favour of personality and management traits.

INSIGHT 4: Promotion Opportunities

A leader is someone who is able to empower and 
orchestrate. That person will not know everything but is 

able to try, innovate and experiment.

Voal Voal Wong, Managing Partner, IN.FOM (Asia)

The actions of PR and comms leaders differentiate them 
from their peers. Does behaviour meet rhetoric?

Chris McCafferty, Group CEO, MSL (UK)

Leaders have to have strategic thinking, a macro outlook, 
and an understanding of what the problem really is as well 

as being able to provide a solution. 

Kiri Sinclair, Agency Founder and CEO, Sinclair (Asia)
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Career Advancement

Asia UK

25% of respondents would not like to be 
promoted within the next year. 

35% of respondents would not like to be 
promoted within the next year.

FIG: 9
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As 2023 gears up, we are already witnessing the markings of another challenging year. From the impending recession, rising cost of living, mass layoffs in 
the tech and finance space, to the emergence of AI such as ChatGPT. How will the PR and communications industry be affected?

INSIGHT 5: Strategic Counsel Reigns

The skill-set required for today’s corporate communications 
function is overdue for a rethinking. Recent advances in 
behavioural science means that there are more evidence 
based and effective methodologies that communications 

practitioners can use to influence and drive human 
perception and behaviours.

May Meere, Global Head, Reputation & Risk,  
Corteva Agriscience (Asia)

I think high energy prices, inflation and a cost-of-living 
crisis is likely to be with us through much of 2023, and 

supporting our staff with that will remain a key challenge. 
I suspect some of the toughest challenges we’ll face in 

supporting our people will be local rather than global – 
whether it’s decisions about Covid policy in China or the 

fractious social and political issues in the US.

CEO, Global Network Agency (UK)

We’re taking a typically prudent approach to 2023 but  
our clients are spread across sectors and geographies  

so we’re well hedged.  Plus, I think that a tougher 
environment means that clients become more demanding of 
their agency partners and we stack up well against other, 

less proactive people.

Paul Davies, CEO and Founder, Firstlight Group (UK)

We’re seeing tonnes of lay-offs in big tech companies. We 
haven’t really seen the impact of that yet when you lay-off 

11,000 people and other companies are using that as an 
excuse to dump people. There’s a real shifting going on and 

this is the post-COVID reckoning.

Head of Communications, China Technology Company (Asia)
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In previous years, local market knowledge was highly valued. But in 2022, having 
in-market experience is not seen as being as important for employers in Asia 
when compared to other skills.  As the movement of talent between markets 
continues in 2023, it will be interesting to see if local market expertise does 
indeed play into hiring decisions. 

When selecting agency partners, in-house communications leaders in both the 
UK and Asia continue to seek trusted partners and advisors, rather than vendors. 
However, with budgets tightening, there is an expectation that agencies and in-
house teams will once again be required to deliver more for less.

There are less expats in the office and that has to do 
with a lot of people wanting to move during COVID. 

It’s becoming more localised in all our offices, not just in 
Hong Kong with offices everywhere becoming much more 

dedicated to the local population.

Executive Vice President of Corporate Communications,  
Private Trading Company (Asia)

The top things we look for when selecting a partner 
agency are aligned values, ability to challenge in a 

constructive way and having the sense that what might 
seem impossible is possible.

Alexa Murray, PR Director, Vitality (UK)

The essential skills for our industry haven’t changed. We 
still need to be able to understand complex problems, see 

the wood for the trees, and create powerful campaigns that 
unlock a client’s commercial or reputational challenges.

Gordon Tempest-Hay, Chief Executive, Lansons (UK)

I’m going to predict the renaissance of the generalist in the 
next few years. We as communicators need to give broad 
advice to leadership about what’s going on outside the 

front door of the business. And if you’re a specialist or in a 
narrow niche, you can’t give that advice.

Toby Doman, Group Head of Communications, Home Credit 
International (Asia)

While there was no indication from agency and in-house leaders that the PR and 
communications industry would be downsizing in 2023, many alluded to being 
more cautious in their hiring in the year ahead and, for in-house professionals, 
more discerning about their agency spend. 

Employees in the UK and Asia believe that the top skills valued by their employers 
is strategic counsel / client advisory (Fig: 10). However this is only part of the 
picture. In our conversations with industry leaders, qualities such as adaptability, 
creativity and imagination came up time and time again.

Industry leaders were split between heralding the return of demand for 
‘generalists’ versus a need for ‘specialists’. Generalists were seen as invaluable 
by some for their ability to distil vast quantities of information from within and 
outside of industry sectors. Whereas others predicted that specialist candidates 
in areas such as digital, data and analytics, ESG, creative content and employee 
engagement would be in high demand in the year ahead.
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2023 is off to a rocky start for the tech and finance sectors, both of which 
have been industry drivers in the UK and Asia for the past decade. Hospitality, 
retail and travel, the sectors that were most affected by the global pandemic, 
are expected by some to rebound in the year ahead. The expectation for the 
communications function continues to escalate as companies seek to leverage 
a variety of platforms to engage with their target audiences, while delivering a 
positive return on investment. 

Those sectors that have always been the people that have 
paid the bills of PR agencies are not necessarily the ones that 
will be next year, or the year after. Retail, FMCG, tech are 
always people who have done really well for our businesses, 

I think next year (2023) that will change.

Senior Managing Director, Global Public Relations and 
Advisory Firm (UK)

Clients today want a one-stop shop. They have less time, 
and more conservative budgets so they are less willing to 
work with a cast of thousands. They want to know that 

they can come to you for clear, impactful communications 
counsel and a seamless experience.

Delicia Tan, Chief Executive Officer,  
Hong Kong and Greater Bay, Edelman (Asia)

Everyone is looking for PR that can deliver business returns 
rather than just awareness or brand building. They are 

looking at how they can measure the results of what we do, 
perhaps more so than before.

Paul Hicks, Founding Partner and CEO, GHC (Asia)

From agencies, I want insights,  
I want fresh ideas and I want counsel.

Vince Docherty, Former Head of Communications, Growth and 
Emerging Markets, Takeda (Asia)
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FIG: 10 ASIA: According to respondents, the top skill valued by employers is strategic counsel, with sector expertise and  
relationships with media second and third.

UK: According to respondents, the top skill valued by employers is client advisory, followed by account management. 

Writing and content development and local market knowledge are least valued by employers.

Media relations was least valued by employers. 
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In 2022 it was almost impossible to provide a salary guide. While talent has always been short, as markets came out of the pandemic it was particularly 
scarce. Regular salary ranges were skewed as companies increased packages in an attempt to retain staff or attract new talent. 

The following salary tables have been developed for three markets: Singapore, Hong Kong and the UK, based on data received via the online survey as well 
as our own data collection. These tables do not differentiate between sectors, however it is worth noting that there are significant differences in salaries 
between industries. 
 
Please contact us directly for more specific information on salaries and compensation related to your business.
 

Salary Table 
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SINGAPORE 
Data based on analysis of the self-reported monthly salaries of candidates across all industry sectors.  
Please contact us directly for more specific information on salaries and compensation related to your business.

Singapore Agency Salary Bands:

Singapore In-House Salary Bands:

Job Title Minimum per month (SGD) Average per month (SGD) Maximum per month (SGD)

Account Executive 2,800 3,663 5,525

Senior Account Executive 3,250 5,244 8,000

Account Manager /  
Senior Account Manager

4,333 6,500 7,500

Account Director / Team Head 7,800 12,580 13,000

General Manager /  
Managing Director

15,000 19,637 30,000

Job Title Minimum per month (SGD) Average per month (SGD) Maximum per month (SGD)

Communications Executive 4,200 4,538 4,875

Communications Manager 3,500 5,665 9,666

Senior Communications Manager 4,800 8,240 18,000

Communications Director 12,000 13,347 22,000

Head of Communications 15,000 26,909 30,000
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HONG KONG 
Data based on analysis of the self-reported monthly salaries of candidates across all industry sectors.  
Please contact us directly for more specific information on salaries and compensation related to your business.

Hong Kong Agency Salary Bands:

Hong Kong In-House Salary Bands:

Job Title Minimum per month (HKD) Average per month (HKD) Maximum per month (HKD)

Account Executive 16,000 24,727 30,333

Senior Account Executive 22,000 29,991 40,000

Account Manager /  
Senior Account Manager

30,000 47,022 55,000

Account Director / Team Head 42,000 65,982 100,000

General Manager /  
Managing Director

48,750 110,761 203,637

Job Title Minimum per month (HKD) Average per month (HKD) Maximum per month (HKD)

Communications Executive 18,000 22,000 29,250

Communications Manager 22,000 36,661 60,000

Senior Communications Manager 26,000 48,620 75,000

Communications Director 40,000 60,139 100,000

Head of Communications 42,000 140,347 333,333
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UK 
Data based on the self-reported salaries of candidates across all industry sectors. In 2022, financial communications roles 
continue to pay more than other sectors both from the salary and bonus perspectives. This is expected to continue in 2023. 
Please contact us directly for more specific information on salaries and compensation related to your business. 

Job Title Minimum per year (GBP) Average per year (GBP) Maximum per year (GBP)

Junior Executive /  
Account Executive /  
Senior Account Executive

25,000 31,666 38,000

Account Manager /  
Senior Account Manager

30,000 34,500 50,000

Account Director /  
Senior Account Director

45,000 74,333 85,000

Associate Director / PR Manager 70,000 81,000 90,000

Director 80,000 90,429 220,000

Leadership 90,000 126,789 263,000

The past few years of people moving companies for inflated salaries, only to 
be faced with salary freezes and the evaporation of bonuses, has led industry 
leaders to advise job seekers to be cautious. 

For people seeking to enter or re-enter the industry, they offered some words 
of wisdom:

• Finding an environment in where you can thrive should always trump the 
short-term attractiveness of a pay rise.

• Be curious, resourceful and adaptable. You don’t have to know everything, but 
you do need to show an interest in finding out and learning from others.

• Be kind. In this era of pervasive artificial intelligence, the one thing that 
can’t be replicated (yet) is emotional intelligence, so put it to use in all your 
interactions.

Advice for Job Seekers

It’s a volatile time so having a clear sense of job 
progression and the company having a stable 
long-term plan is pretty important for anyone 
looking for jobs right now. Beware the short-

term attraction of job title inflation and generous 
starting salaries.

Adrian Warr, Vice Chair of APAC Practices and APAC Head of 
Employee Experience, Edelman (Asia)
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Conclusion

The findings of the Prospect State of the Industry Review should be 
received by employers and professionals with a mixture of pride and 
encouragement. As we emerge from an extended pandemic period, 
the industry has not just survived, but in many instances adapted and 
thrived. On the whole, the workforce remains happy, engaged and loyal 
to the industry, if not necessarily to individual employers. At the same 
time, the work environment has become more flexible and supportive.

Nevertheless, opportunities to improve and evolve remain. 

For employers, there is a need to boost efforts to provide promotion 
opportunities. Lack of vision and leadership, limited training and 
development and unclear career paths are still reasons why employees 
leave a firm. 

Training at all levels is very important to retain and develop talent in the 
industry. Furthermore, the need to coach leaders and aspiring leaders has 
really grown, as firms have witnessed the negative impact of an absence 
of employee loyalty due to less engaged or inspiring leadership. This has 
become even more apparent amongst a hybrid workforce. Firms that 
over promoted or hired candidates into inflated job titles without sufficient 
coaching or training in 2022 will likely see staff struggle with performance 
in the year ahead. Similarly, in 2023 the impact of decreased on-the-job 
training opportunities for those new to the industry will be revealed. 

For employees, there is potential to broaden skill-sets particularly around 
ESG, data and analytics, digital and strategic counsel. Employees are very 
focused on gaining skills and experience in specialised areas like ESG and 
sustainability, rather than limiting themselves to the comms function as it 
relates to sustainability. With a huge rise in the need to find purpose and 

learn different skills, employees will want to stretch themselves in 2023 and 
make sure they continue to broaden their skill-set and embrace learning 
opportunities. Employers need to articulate the company’s vision and 
purpose to employees to ensure everyone is aware and on board with the 
common goal. 

2022 saw firms in Asia and the UK having to pay more than they had 
budgeted for simply to secure and retain talent but we predict this settling in 
2023. Last year was an employees’ market but in 2023 with redundancies, 
restructures and hiring freezes predicted, the pendulum may move closer to 
employers. Good talent can still be hard to come by in some sectors such as 
healthcare and financial services despite their higher salaries.

While 2023 is set to be yet another year of change, there is no doubt in our 
minds that the PR and communications industry will once again rise to the 
challenge. 

Contact us to discuss how this review can impact your business in the year 
ahead, or find out how Prospect can help grow your team or your career 
through our recruitment, coaching and mentoring services.

Emma & Colette

Emma Dale
Co-Founder and Managing Director, 
Prospect Asia

Colette Brown
Co-Founder and Managing Director, 
Prospect UK



Prospect is a global talent consultancy exclusively for the PR and Communications industry. 

Prospect has over 20 years’ experience supporting corporate companies and agencies 
to build and expand their teams. With offices in London, Hong Kong and Singapore (and 
a reach much further), we have relationships with a loyal alumni of candidates across all 
experience levels, nationalities and specialisations.

Building on the success of our Recruitment services, our offering has expanded to include 
Mentoring and Coaching.

Our annual mentoring programme connects industry leaders with mentees from the UK, 
Hong Kong, Singapore and Mainland China.

Our coaching offering is led by Emma Dale, accredited Associate Coach with the  
International Coaching Federation (ICF ACC), certified coach with the Institute of Executive 
Coaching & Leadership (IECL) and licenced Firework career coach. She coaches business 
professionals across industry sectors from mid-level high-potential talent to CEOs on how to 
fulfil their potential and maximise their performance. Individual and group coaching sessions 
are available.

www.prospectresourcing.com

Emma Dale
Co-Founder & Managing Director
Prospect Asia
+852 9177 8123
Emma@prospectresourcing.com

Colette Brown
Co-Founder and Managing Director
Prospect UK
+44 7900 892077
Colette@prospectresourcing.com


