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Pimagazine Asia has been in the energy market for 12 years 
delivering high quality, targeted content for our clients reaching 
key decision makers in the ASEAN Energy market place. 

Like thousands of other international businesses, the pandemic over the last 
18 months has effected us considerably. Like others, we have had to take a step 
back to look at the market and how our platform can rise above the digital tide 
and re-connect with our subscribers and stakeholders. 

Please read on to discover our comprehensive f indings from surveying our 
clients and subscribers specif ically in Asia & Pacif ic, but also globally. 



WHAT WERE THE MAIN PROBLEMS  
AND LESSONS OF 2020-2021?

1.  The Energy market is a massively crowded market place with a huge 
choice of suppliers and routes to market.

2.  Peoples attention spans have waned considerably in terms of email/video/
zoom fatigue. Our respondents have really had enough with digital and 
e-events. Content is key and needs to be specif ically targeted to accounts. 

3.  Business to humans. Marketing has been in a bit of a rut prior to the 
pandemic which made us all rethink our strategies, hence the focus on 
value added content, directed to the correct individuals in the region. 

4.  Brand Deterioration. Hybrid working, no in person events etc, ensured usual 
market routes for business were now no longer viable. Brands need to be in 
the eye of the customer, an email is great, but is not the same as shaking a 
hand or picking up a magazine and seeing relevant content and brands. 

As an online and print publisher, we struggled getting our product to market and 
importantly reaching our clients. Fortunately, we put our team onto the database 
to speak with our subscribers to ensure magazines were being delivered to home 
offices instead, maintaining brand awareness for our clients and company. 

WHAT DID THEY WISH  
THEY KNEW NOW?

1.  That they took risks instead of waiting for things to play out! 
Covid inflicted a lot of corporate damage

2.  That they used different technology and platforms and opened 
their minds to these possibilities instead of sitting and waiting.

3.  That they should’ve listened more and empathised with clients 
to ensure focussed and relevant content

4.  That they should NOT have dropped or cut advertising/
marketing budget due to the huge amount of opportunities 
they missed because of this. 

5.  That they were far more flexible in marketing

6.  That they had a real value exchange and had real research 
based on data driven insights

7.  Flexibility and speed of reaction. Companies needed to be fluid 
and move quickly to stay ahead, unfortunately many did not

8.  The marketing they actually did, should’ve been human centric 
as opposed to generic content

The major problem including those above, has been digital fatigue. 
People really have had enough of all the digital noise and being 
stuck facing a screen often for longer hours than they would if they 
were in the off ice. 

Taking these issues into consideration, re-connecting with the 
customer base has been a challenge. Due to zero or next to zero in-
person events, businesses haven’t had the chance to check out the 
competition, which usually happens at in-person events.



1.  Content, Content, Content. This has to be relevant & targeted to the client. 
Many companies know the client, but have not used analytics to build the 
perfect customer prof ile. You will see many companies delivering high 
value content to the top level decision makers throughout organisations 
in 2022.

2.  Customer has to know the client/audience and the who, what, why, where 
and how of the situation.

3.  Marketing material needs to produced at a rate of 5. One piece of content 
on 5 different platforms with the same brand image and content. This saves 
time, maximises staff use and cost.

4.  Short format video with good in house info graphics. Youtube is the 
Worlds second largest search engine and video needs to be implemented 
more into the marketing mix.

5.  Account Based Marketing. There has been a large focus on this over the 
past 18 months, with far more synergy with sales and marketing. Going 
back to Number 1 above, content here is key, the target must see and 
feel they are getting value for their time viewing the content. Consistent 
content delivered across key platforms is critical for 2022. 

Pimagazine-Asia has a video section on our homepage where we will link 
content to your YouTube/video channel as part of your marketing strategy, we will 
cross promote this across all of the major channels where we have a presence. 

WHAT WILL YOU BE LOOKING AT FOR 2022 
MARKETING IN ASIA’S ENERGY MARKET?

KEY FACTS OF THE  
2021 SURVEY RESPONDENTS!

1.  Businesses in the energy market have set aside just 3% of 
total business revenue on marketing spend.

2.  Marketing budgets are looking smaller for 2022 due to a 
lack of insight into physical events and new pandemic strains 
causing international/domestic travel problems

3.  More people involved in making business decisions. In fact 
our survey pointed out that an average of 6.8 people are now 
involved in these decisions.

4.  92% of survey respondents in the energy sector stated they 
would be using ABM as a must have strategy.

5.  86% businesses have started planning targeted account 
based strategies

6.  85% of businesses using ABM have said that ABM is 
outperforming other market verticals

7.  84% experienced improved brand awareness

8.  74% experienced improved business relationships

9.  69% experienced improved annual revenue



CLOSING  
THOUGHTS

There is no getting away from the fact that the World and reaching 
customers on a global scale has changed for the international 
power and energy market. Every marketing department were f irst 
scrabbling over themselves to f ind solutions, whilst dealing with 
budget cuts or in a fair few cases complacency, on the need to 
advertise, educate and inform.

We took the results of this survey very seriously and for 2022 are in a 
stand alone position to offer our clients, old and new, the opportunity 
to undertake and partner on a successful and functioning ABM 
offering using our vast platform. You supply the copy and design, we 
will do the rest using our database and platform.

We are in a position where we can help you launch digital video on 
YouTube and our homepage, we will ensure that the video has a key 
value at the end, in the way of a white paper, case study or technical 
article which is published in our print edition and hosted digitally 
online. We will get this content over all of our platforms, FaceBook, 
Twitter, Youtube, Homepage, EDM and print advertising. Everything 
links together, maximising your message and brand impact. Digital 
video is the fastest growing marketing segment in the World, 
Youtube is the Worlds second largest search engine. Working with 
you, we will ensure that your target accounts are hit with the same 
message on every platform, maximising your return on investment. 

Email sean@pimagazine-asia.com for an informal discussion on 
how we can help you reach your goals in 2022. 

Don’t sit back and wait, 
rise above the digital 
noise and do things right 
this time round.


