
R 
on Wong turned his passion for 
politics and commitment to em-
powering communities of color 
into a thriving business.   

As President and CEO of Imprenta Com-
munications Group, a Los Angeles-based 
public affairs, ethnic marketing and cam-
paign firm, Wong develops and executes 
campaigns for a variety of clients, including 
Fortune 500 companies and prominent can-
didates. 

Wong takes a quiet, in-the-background ap-
proach as he helps communities of color, 
especially Asians and Latinos, with com-
munications that show a respect for their 
culture, language and diversity.  

It goes beyond simply translating. 

“You can’t deny the truth: We are becom-
ing a country that is more and more di-
verse,” Wong says. “Immigration, has al-

ways been an important part of making 
America great.  You can’t ignore the fact 
that America is becoming more and more 
diverse by the day.  It can’t be denied that 
communities of color are growing. We’re 
seeing it here in California with the global 
economy and investment from overseas. 
We need to have policies that encourage 
that and empower people to be the best we 
can be. Our business comes from that. 
We’re marketing to communities that have 
been neglected, that haven’t gotten infor-
mation. Information is power – it informs 
and ultimately empowers a community.” 

Diverse communities need to be reached in 
languages they understand, so Wong does 
so by communicating in their native lan-
guages. His target audiences speak Spanish, 

Chinese, Vietnamese, Hmong, Tagalog and 
Korean. 

Example: Southern California Gas wanted 
to publicize its California Alternate Rates 
for Energy (CARE) program, in which low-
income customers could receive a 20-
percent discount. Imprenta did market re-
search to find the target communities, then 
went door to door with door-hanging adver-
tising to reach those eligible. People hung 
the signs, others noticed, and they took ad-
vantage, too. 

“Advertising should be connected to com-
munity outreach,” Wong says. “We’ll use 
testimonials from members of the commu-
nity, and we’ll create compelling ads. Then 
we’ll use the people in the ads, and generate 
media attention, and we get a larger audi-
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To Ron Wong, politics is business and business 
is politics. And communications — in an        

increasingly diverse country — intersects both. 

The Business of Politics  



ence.” 

If that seems like common sense, then not 
everyone has Wong’s sense. To him, poli-
tics is business, and business is politics. 
And communications intersects both.  

It goes back to his experience in politics. 
Working as former California Gov. Gray 
Davis’ chief deputy appointments secretary 
between 1998-2001, Wong advised Davis 
on filling the more than 3,000 appointments 
to various commissions, boards and exempt 
positions, which helped him focus on the 
big picture and be able to answer every pos-
sible question that might arise. 

“The biggest threat to democracy is apa-
thy,” he says. “What I do is try and com-
municate with people and compel them to 
take some action.” 

Here’s another example, from an Inc. maga-
zine article ranking the 500 fastest growing 
privately held companies (Imprenta was No. 
413): A San Francisco-area political cam-
paign wasn’t sure how the Chinese commu-
nity felt about an initiative.  

“Did you poll the Chinese voters in Chi-
nese?” Wong asked. 

W 
ong also served on the staffs 
of then-Speaker of the Legis-
lature Willie Brown and then-
State Sen. Art Torres. He 

served in the Clinton Administration as 
communications director for the U.S. De-
partment of Justice, Community Relations 
Services. He also served in the Obama Ad-
ministration on the U.S. Small Business Ad-
ministration (SBA) Regulatory Fairness 
(RegFair) Board.  

He lists Pacific Gas and Electric, SoCal 
Gas, Health Net, NBC Universal, Comcast 
and The California Endowment as clients. 
Imprenta billed $25 million in 2016, and 
billed just $4 million less last year in a non-
election year. He’s optimistic that the num-
bers will rise again in this, an election year. 

He has won numerous awards, including 
last year’s PR Professional of the Year from 
the Public Relations Society of America, 
Los Angeles Chapter.  Imprenta has also 
won numerous awards including Boutique 
Agency of the Year, and nearly 100 individ-
ual awards and recognition for creative ex-
cellence and campaign success.   

Despite the divisive nature of politics, 
Wong remains optimistic. 

“These are cycles. This presidency is a re-
sponse to President Obama. Then there will 
be a response to President Trump,” he says. 
“We see people of color concerned with the 
direction of the country. But I’m hopeful. 
I’m optimistic that what our Founding Fa-
thers created will stand the test of time.” — 
By Lee Barnathan, California Business 
Journal 
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“You can’t deny the truth: We are becoming a country that is more and more di-
verse. Immigration, you can’t stop it. It can’t be denied that people of color are go-

ing to be a growing number. We’re seeing it here in California with the global econ-
omy and investment from overseas. We need to have policies that encourage that 

and empower people to be the best we can be. Our business comes from that. We’re 
marketing to communities that have been neglected, that haven’t gotten infor-

mation. Demographic changes in the global economy, it ultimately is immigration.” 
— Ron Wong, President, Imprenta Communications Group 
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