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2.3. Conclusion: What We Know and Don’t Know





For over 20 years, TQPR Thailand had the privilege of being considered as one of Thailand’s 

kok’s bustling event venues 

couldn’t 

Unlike past challenges, the pandemic had put nearly all industries on pause. TQPR’s 



Thailand’ PR Industry growth:



TQPR’s revenue reached 

The company’s workforce



, Thailand’s economy stood at a crossroads. COVID

digital engagement wasn’t just an option 

Thailand’s leading PR agencies took different approaches to survival.



Unlike competitors, TQPR Thailand’s core strength had always been personal engagement 

along with strong clients’ relationships, a rooted trust that was always the key to its 

The immediate question wasn’t just how to adapt but how to survive. While a bank overdraft 

provided temporary relief, it wasn’t a long

cancellations weren’t just about lost in-

come. They were an early signal that the agency’s traditional model might not survive in a 

led the firm through regional crises but this time was different. <

= Tom later recalled, <

deep it would go.=

TQPR’s core value proposition was under threat

’s client



Nissan’s case

, staff wages were TQPR’s largest cost line,

From Tom’s perspective, m

lients weren’t buying hours

<Zoom didn’t replace in ,= said Tom

< =

The firm’s strength

wasn’t

At first it wasn’t dramatic, but over 

TQPR wasn’t alone

took a more measured path. It didn’t pivot overnight. Instead, it focused on 

Tom’s bet was that 

“

=



one of the firm’s most valued principles.

the question wasn’t just

Tom couldn’t afford to wait too long.

, the only capital that hadn’t depreciated, because c

19 shook Thailand’s PR industry in early 202



preserving the agency’s core without breaking its spirit.

<We knew we had to react and plan,= <Survival itself became the focus. We had no 

idea how long this would last or how deep it would go.=

The most immediate challenge was financial. TQPR’s business model was retainer

dropped from an estimated €1 million in 2019 to around 

€ touched the lowest point in 2021 with €550,000.00.

explained the company’s situation, the strat-

<We worked very closely with our team,= <We made sure they fully understood 

exactly what was going on, and that they were heard.=

The goal wasn’t to weaken the company; it was to streamline it for a prolonged storm.

<There was no sudden collapse,= <but slowly, you could feel the work changing. It 

took longer to execute. Ideas weren’t shared with the same energy.=



TQPR’s model.

ut it was essential to restoring the company’s competitive 

<We showed loyalty,= <even when some weren’t paying us anymore. Some 

took advantage, yes. But others remembered.=

TQPR’s 



<There was no funding available for companies like ours,= <The government fo-

income families and individuals, not the service sector.=

. TQPR’s short

with the agency’s culture

TQPR’s leadership understood that COVID



The crisis had exposed vulnerabilities in TQPR’s traditional model but also unveiled new op-

reality: digital PR wasn’t a temporary fix

didn’t mean abandoning its traditional expertise

TQPR didn’t try to compete with large digital agencies. Instead, it found a competitive ad-



<Our goal was never to become a full digital 

speak the language our clients’ audiences were using and that was increasingly digital.=

The pandemic didn’t just impact how PR was delivered

<The line between external PR and internal messaging blurred,=

<We weren’t just helping clients speak to the public. We were help-

ing them speak to their own people.=

< .=



he service portfolio had expanded, but the company’s core identity remained largely 

issue management continued to define the agency’s 





Hall and Beck (2005), who introduced the distinction between <adaptive 

fit= and <robust transformation=: adaptive fit refers to incremental adjustments focused on 



strong leadership. These capabilities enhance a firm’s agility. They enable it to manage com-

these as a firm’s ability to integrate, build, and reconfigure internal and external competences 



Phongpetra et al. (2021) describe this as <forced digitization=, digital 



market trends, firm’s long

There is also an important discussion around <digital maturity.= According to the Digital Ma-



Grönroos (1994), with the concept of the <moment of truth= in service relationships, 



Beverland, Lindgreen, and Vink (2006) studied the idea of <generosity as strategy.= They sug-

The <service recovery paradox= proposed by McCollough, Berry, and Yadav (2000) suggests 



There is also a cultural dimension to CRM, according to Hofstede’s cultural dimensions theory, 



3. Conclusion: What We Know and Don’t Know



•

•

•

•

•

How would you define TQPR’s core value proposition, and how was it challenged by the 



TQPR’s business model, centered on in

contracts, the company’s traditional strength became a vulnerability. Understanding this posi-

TQPR entered the crisis lean but not without weaknesses. It closed 2018 with €1 million in 

revenue and a modest net margin of 2.04%. Instead in 2019 revenues shrank to €952,000.00 

net loss of €34,601.00. The pandemic then pushed 2020 revenues down to 

€650,000.00 with 2021 reaching a new low at just €550,000.00; TQPR lost nearly half of its 

Tom Van Blarcom, the TQPR’s owner, positioned the agency as a re



Tom understood that TQPR wasn’t just dealing with a temporary downturn, but with a structural 

person formats, the company’s unique selling proposition 

Thailand’s PR industry, even if relatively young, matured significantly by 2020, with several 

TQPR’s client portfolio before the pandemic included prestigious companies suh as Airbus, 

Several constraints defined TQPR’s position at the beginning of the crisis:

•

•



•

• Digital Lag: digital tools weren’t embedded deeply into client engagement models, even 



Expanding services was meant to broaden the agency’s portfolio and include internal commu-

the company’s identity.



Main Constraints Impacting TQPR’s Strategic Choice

TQPR’s margin was low even before COVID

TQPR’s identity was built around trust and humanity, and this rendered difficult the execution 

driven service models. Tom’s style was partic-

constrained TQPR’s 

slashed PR budgets. Others paused retainers entirely. This meant TQPR couldn’t rely on its 



The pressure to act fast limited the firm’s ability to test or p

TQPR’s Strategic Choices Matrix

In conclusion, TQPR’s strategic space was both constrained and full of opportunity. The firm 



TQPR’s response to the COVID

TQPR didn’t react by reinventing itself overnight, it chose to 

nue collapse from €1 million (2018) to €550,000 (2021). Amid this descent, Tom decided not 

to completely dismantle TQPR’s cost base.

reaffirmed the firm’s loyalty first values, and practically, it ensured that the agency’s strategic 

knowledge and client relationships didn’t evaporate.

weakened. TQPR wasn’t just delivering press releases, it was selling strategic agility, fast ideas, 

To respond, in April 2021, TQPR became one of Bangkok’s first PR agencies to return to the 

TQPR didn’t reject remote work entirely, 



TQPR didn’t try to turn into a digital agency, it added digital tools to what it already did well 

The company also avoided doing too much at once, rather than offering new products it couldn’t 

flects the idea of <adaptive fit= (Lengnick

changes that keep the company aligned with its goals and clients’ needs.

fluencer marketing. TQPR’s more measured response was more conservative, but with a logic: 

•

•

•

•

•

TQPR didn’t let these paralyze decision

•



•

•

•

• Revenue stabilized at €550,000.

•

•

•

•

19, TQPR’s business was built on personal trust with 

time,  were considered TQPR’s strength, because the agency’s human touch was its strongest 



TQPR didn’t go for big tech changes., but it 

•

•

•

•

•

•

•

•

•

through new channels. The approach undertaken by TQPR fits the idea of <modular transfor-

mation= in the literature, changing parts of the business without changing everything



TQPR’s Hybrid Business Approach

bility. TQPR didn’t use the crisis to explore alternative pricing models, such as tiered digital 

TQPR didn’t try to become a digital agency. It positioned itself as a 

TQPR’s brand was 

•

•

•



•

TQPR didn’t just survive: it evolved, 

with Teece’s (2007) concept of <dynamic capabilities=: adapting without losing your edge

real transformation isn’t about changing who you are. It is about evolving how you 

•

•

•

•

TQPR didn’t know if the traditional way of PR doing would come back, or if the new, digital 

TQPR had started using digital tools, but in small steps. The company didn’t try to become a 

These demands created pressure and if TQPR didn’t offer more digital services, it could lose 

: evolve or fall behind, but don’t lose yourself in the process.



motivation wasn’t the same 

TQPR wanted to stay independent. It didn’t want to merge or sell. It believed in personal rela-

TQPR had lost big clients and the r evenue had dropped from over €1 million in 2018 to just 

€550,000 in 2021. The firm had secured a small overdraft to survive, but this was not a long



The doors were still open, and clients were slowly returning, but still, it wasn’t enough to just 



luxury, aviation, finance and positioning itself as the <craft PR firm= of Southeast Asia. This 

sn’t force a complete 

pany small. However, it could create dependence, weaken TQPR’s brand, and requires a strong 



match in trust and culture. Overall, it’s a fast way to grow but only works if the partner truly 

even in hard times, and it fits well with TQPR’s strength in building trust. 

roots. Overall, it’s a smart niche but may not please clients who want public attention

Before talking about what TQPR should do next, it’s important to recognize something: 

The agency didn’t panic. It didn’t fire half its staff. It didn’t sell out or close down. It protected 

stop thinking like it’s stuck between two worlds

The truth is that the best future for the firm is right in the middle and a hybrid model isn’t a 

•

•



•

•

brands want: smart, local, flexible PR support that doesn’t feel like a factory.

The team is smaller now. But the work is coming back. It’s time to 

Here’s how:

• native staff who are adaptable and aligned with TQPR’s culture.

•

•

informal pitch circles, these don’t cost much, but they rebuild rhythm.

TQPR is not the same agency it was in 2019, and this doesn’t mean a bad thing, but 

itself like: <We are Southeast Asia’s boutique PR agency for complex stories. We blend old

school relationships with smart digital delivery. We don’t sell nois

offline.=

•

•



•

It’s easy to fall into the <do, do, do= loop, especially after a crisis; but now that the firm is stable, 

TQPR doesn’t need a five

TQPR doesn’t need to be the biggest agency in Southeast Asia. It just needs to be the 

ness that’s ready for the future

Survival was the beginning. Now it’s time to grow with purpose



case was that resilience isn’t only about having resources, but about 

One of the principal takeaways is that strategy isn’t always loud: sometimes, it’s a collection of 

quiet choices: keep a team intact, serve clients even if they can’t pay, resist the pressure to 

company’s difficulties into a journey to learn from. I had to understand how theory connects to 

practice as well, and how terms like <strategic resilience= or <modular transformation= specif-

If I had more time, I would have liked to further explore the client side: how TQPR’s clients 

ment in Southeast Asia’s PR sector.

I believe TQPR’s case teaches something deeply human: strategy is not only about competing, 

it’s about staying meaningful. Particularly, in a world full of noise, staying meaningful is what 
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) Thailand’s GDP percent change by industry (2020)
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<COVID 19= AND <resilience= AND <Thailand=

<remote work= AND <pandemic= AND <Thailand=

<organizational resilience= AND <professional services= AND <Asia=
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<digital transformation= AND <public relations= AND <Southeast Asia=

tions like the World Bank, IMF, or UN, and offered empirical data on Thailand’s socio
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