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THE GLOBAL VIEW ON THE 
MEDIA LANDSCAPE AND BANGLADESH



ACCELERATED SHIFTS IN BEHAVIOUR

Found an even 

louder voice

Digital & 

social first

Decision-

making

Reflection & 

re-evaluation

Going beyond 

sustainability 

1 2 3 4 5



What does this mean for 

BRANDS & PUBLISHERS?



Have a deep 
and enriched 
knowledge of 
your audiences

Source: CNNIC Power of Branded Content Study 2022 [Memory Mapping]

Audience understanding is more 

effective in driving brand respect 

than informative content

+16%



Build meaningful 
connections 
through emotion 
& shared values

Source: [1] CNNIC Power of Branded Content 2022 Study [Control] | QC5/QD5. Please indicate to what extent you think the following words/ phrases apply to the content you have just seen? [2] [CNNIC Power of Branded Content 2022 

Study [Memory Mapping]

+17%

73% +22%

58%

agree branded content 

generated an emotional 

connection1

uplift in shared values 

of CNN branded content 2

agree that branded content 

helps trust brands more1

branded content on CNN is effective 

in challenge preconceptions2



Provide audiences 
with premium 
content that they 
will relate to 

Source: GWI News Study

Q: Which type(s) of ads would you find most acceptable on news websites / apps? | Base: USA, France, Spain, Italy, UK, Germany, Australia, Singapore, India | Universe (Sample): Total Adults aged 16 – 64 in Global - 808,524,177 

(17,910); CNN Consumers (read/ seen news from CNN in the last month) - 347,442,435 (5,055); 

Agree that they are 

more likely to engage with 

content that is relevant to them

78%



AUTHENTICITY IN OUR STORYTELLING 
is key to delivering content that informs, inspires & engages





Today, a brand or country’s purpose is more

VALUABLE THAN EVER BEFORE



SUSTAINABILITY MATTERS TO AUDIENCES
AND THEY EXPECT THE SAME FROM BRANDS

Source [1] GWI Zeitgeist Jan 2022 – Base Global (USA, France, Italy, UK, Germany, Brazil, Japan, China, India) [2] GWI Q1 2022 – Base: Global 43 Markets

76%

Companies should take 

the lead on sustainability 

issues related to their 

area of expertise1

63%

Want brands to be 

socially responsible & 

support communities2

59%

Will pay more for an 

eco-friendly products2



GOING BEYOND SUSTAINABILITY

Source: CNNIC Enhanced Audience Insights Tracker – DEI | April 2022



BRANDS HAVE A KEY ROLE TO PLAY
in addressing DEI & social issues

Source : Source: CNNIC Enhanced Audience Insights Tracker – DEI | April 2022 | Base : Total 8 markets : 4 markets in Europe (UK, France, Germany, Netherlands) / 4 markets in APAC (Australia, Hong Kong, Singapore & India) | Samples : All 

CNN audiences aged 18+ (Total : 402 / Asia : 200 / India : 50 *small sample) 

Photo: https://edition.cnn.com/2020/05/26/asia/daulatdia-bangladesh-brothel-as-equals-intl/index.html

74%

Brands should include 

the concept of DEI into 

their marketing/ 

advertising strategies

(+9%pts in APAC)

(+13%pts in APAC)

80%

Often consider the 

brand’s DEI efforts when 

purchasing products/ 

services

(+5%pts in APAC)

78%

Agree that diversity and 

inclusive companies are 

more likely to make 

better bolder decisions

(+6%pts in APAC)



SUSTAINABILITY & PURPOSE IS IMPORTANT TO US
CNN has produced more articles than the competitor average

Source: CNN Effect tool
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CNN’s highest strength signals are found within

SUSTAINABILITY AND PURPOSE

Source: CNN Effect tool
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Our Tool Measures:

 Active article footprint

 Reference mentions 

by other publishers

 Credibility of referring 

publishers

 Audience engagement

millions
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The most valuable asset any business has 

IS THEIR AUDIENCE



Audience insights 

beyond demographics

The mindset 
of an investor

Investor = Senior Business Elites ( C Suites, Legally designated company director / Board member) OR Foreign Investors :  responsible for “Foreign direct investment”,  “Investment/Corporate fund management”,  “Institutional Investment” , 

Involved in “ purchase goods or services from suppliers in other countries”, “involved in strategic decisions about international activities”,  “responsible for manufacturing in other countries”,  “involved in the foreign direct investment my company 

makes”,  “ I have done business or plan to do business in emerging markets” OR Policy makers : Involved in determining regulations in your industry , Advised or interacted with members of national, regional or local government as part of your 

work in the last 12 months, Made policies in local, regional or national government bodies in the last 12 months

I am responsible or involved in FDI 

investment my company makes

A green supply chain will be a greater 

criteria for my company in the future

I see technology as a key factor 

for future growth of my company

I like to stay up to date with digital 

transformation & tech trends

I consider TV the most reliable 

source for information

Communication should draw 

on my emotions & concerns



KNOWING NOT ALL INVESTORS ARE THE SAME
Understanding the differences to tailor your messages & content

Source: IPSOS GBI 
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Modernisers

Looking to invest in digital 

transformation techniques to find more 

effective and efficient approaches

Being Green
Looking to ensure that supply chain response 

to environmental and/or ethical standards
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Technology Enthusiasts

Looking to use latest & cutting edge technology to drive innovation 

and consider it a key factor for future growth of the company
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Value Innovators

Looking to reduce cost and creating increased value 

to both their business and customer

Shared values
Looking to connect with end customers 

with their value proposition

Cost Control Quality/ Reliability Green Supply Chain/ Ethical Sourcing

Considerations when partnering with suppliers



WHAT INVESTMENT DECISION MAKERS WANT 
from content they engage with

Source: 2022 CNNIC Power of Branded Content Study [Control]. QC5/QD5. Please indicate to what extent you think the following words/ phrases apply to the content you have just seen?

Base: All respondents exposed to branded content: Senior Management / involved in international investment - 1103

67%

Original and 

informative

68%

Visually 

impressive

71%

High 

quality

62%

Generated a 

connection



The impact of audience connection in 

SHIFTING BEHAVIOUR

Source: CNNIC Power of Branded Content 2022 Study [Memory Mapping]

Brand I’d consider

Treats customers 

with respect

Brand I trust

Shares my

values

Helps me challenge 

my preconceptions

Makes me want to 

do things differently

Understands its 

customers

Brand I want to 

learn more aboutBrand I respect



IMPACT ON FDIDISRUPTION

Disruption and shifts

IMPACTING FDI TRENDS

Source: Investment Monitor Analysis – FDI Forecast and trends to watch in 2023

COVID-19

Russian invasion of Ukraine

Risks of recession

More regionalisation

of supply chains

Big tech layoffs

Accelerated focus 

on renewable energy

Increased opportunity

for growing economies

Key technology areas 

to drive growth



THREE FORCES SHIFTING FDI 
for 2023 and beyond

Source: fDi Report 2022

SUSTAINABILITY DIGITAL ECONOMY SUPPLY CHAIN



BANGLADESH: 
An inspiring story of growth & development



CNN diagnostics applied to

SMART BANGLADESH 2041



Understanding the audience conversation 

AROUND THE PILLARS OF SMART BANGLADESH

Smart 

Economy

Smart 

Government

Smart 

Society

Smart

Citizens



CNN Diagnostic strategic canvas

BANGLADESH DOMINATES WHEN IT COMES 

TO ‘ECONOMY’ & ‘SOCIETY’

Source: CNN Diagnostics - 30-Oct-2022 to 01-Mar-2023 | Global includes all audience mentions, Competitors is an aggregate of Mexico, Vietnam & Philippines | Smart Economy = "Smart Economy" OR "Sustainable Economy" OR "Economic 

System" OR "Economic Growth" OR "Economic Development" OR "Economic Process" OR "Data-Driven Economy" OR "Knowledge-Based Economy" OR "Digital Economy" OR "4IR" OR "Fourth Industrial Revolution" OR "Modern Economic 

Development“ | Smart Government = "Smart Government" OR "Connected Government" OR "Transparent Government" OR "Public Administration" OR "Streamline Process" OR "Digital Government" OR "Investment Friendly" OR "Country 

Transformation" OR "FDI" OR "Foreign Direct Investment" OR "World-Class Infrastructure" OR "Sustainable Country" OR "Automation“ | Smart Society = "Smart Society" OR "Inclusive Society" OR "Thriving Society" OR "Sustainable Future" OR 

"Innovative Nation" OR "Innovative Society" OR "Quality of Life" OR "Data-Driven Society" OR "Reduced Carbon Footprint" OR "Reducing Waste“ | Smart Citizens = "Smart Citizen" OR "Citizen" OR "Sustainable Technology" OR "Responsible 

Technology" OR "Digital Transformation" OR "Engaged Citizen" OR "Technologically-Savvy" OR "Data Privacy" OR "Data Security" OR "Internet of Things" OR "IoT" OR "Artificial Intelligence"

Smart Economy Smart Government Smart Society Smart Citizen

Global Competitors Bangladesh



CNN Diagnostic strategic canvas

BANGLADESH LEADS THE CONVERSATION IN 

EDUCATION & COMMERCE

Smart Education Smart Health Care Smart Commerce

Global Competitors Bangladesh

Source: CNN Diagnostics - 30-Oct-2022 to 01-Mar-2023 | Global includes all audience mentions, Competitors is an aggregate of Mexico, Vietnam & Philippines | Smart Education = "Smart Education" OR "Technology-Based Education" OR 

"Education Reform" OR "Knowledge and skills" OR "E-Learning" OR "Elearning" OR "Digital literacy" OR "Digital Leadership Academy" OR "Knowledge Development" OR "Digital Classroom“ | Smart Healthcare = "Smart Healthcare" OR "IoT 

Healthcare" OR "Digital Healthcare" OR "EHealth" OR "Family Welfare" OR "Health Access" OR "Digital Hospital" OR "Healthcare Solutions" OR "Telehealth“ OR “Telenor Health” | Smart Commerce = "Smart Commerce" OR "Garment 

Manufacturers" OR "Garment Manufacturing" OR "Manufacturer and Exporter" OR "Ready-Made Garment" OR "Trade Deals" OR "Export Diversification" OR "Private-Public Models" OR "Circular Economy" OR "Blue Water Economy"



In summary, what does this mean

WHEN SPEAKING TO B2B AUDIENCES

Focus on your 

audience and 

connect with 

them

Be authentic 

through your 

story-telling

Provide 

consistent and 

valuable 

interactions

Act with intention 

and deliver on 

your promise

Sustainability 

& technology 

need to be at the 

forefront

1 2 3 4 5




