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METHODOLOGY
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Our 2018 study comprises of managers
and above levels, who are responsible
for marketing, communications, adver-
tising, digital and media in China. Their
company must be currently working
with at least one creative or media
agency. The professional interviewed in
each company had to be involved in the
decision making process for selecting
agencies and approving the work of their
agencies. They had also to interact with
creative-media agencies on an on-go-
ing basis. In addition to R3-SCOPEN'’s
own databases, leading agencies in
China were asked for a list of their most
important clients, who collectively were
approached by our interviewers.
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SAMPLE
AN

406 individuals working in 309 client companies RRARREARE309REFATRIA06EEZ WAL |, 7461
with 746 client-agency (Creative, Marketing Ser- BER/MRERXR (AR, ZT~/MFEHERS. BFEEfEr).
vices, Digital and Media) relationships analysed. In ~ ATZHREE | WRARAMERG TEFADNHHEHREAR |
addition to individuals in marketing departments of  ERETIATEUATL  REBEWALT (19A) . TUTRE
client companies, we also interviewed the follow- (14A) FIRBWREE (32A) .

ing professionals to complete the Study: Agency

professionals (199 individuals), Trade Press Editors

(14 individuals) and Procurement directors (32

individuals).

SAMPLE PROFILE 353555
A total of 805 Professionals Interviewed in 2018 #E805(IaHE W A HIESZ 75K

MARKETING PROFESSIONALS INTERVIEWED =iz 2016 2018

CREATIVE AGENCIES

SERSelE SAEEEER 225 215
MARKETING SERVICES AGENCIES (BTL) 70 76
BiER St TSRS

DIGITAL AGENCIES

B ER ST EEA R 121 159
MEDIA AGENCIES 195 154

ZinEFSEMUERXR

CLIENT-AGENCIES RELATIONSHIPS ANALYSED ZRSHRIEBEFEER ST 2016 2018

CREATIVE AGENCIES

SRR SOE S EREAR 263 272
MARKETING SERVICES AGENCIES (BTL) 88 109
SRR S SRS EEER

DIGITAL AGENCIES

SR ST E IR AR 150 198
MEDIA AGENCIES 202 167

ZinEFSEMUERXR

OTHER PROFESSIONALS INTERVIEWED Efth=ZiAr9E M AL 2016 2018

SENIOR PROFESSIONALS WORKING IN CREATIVE, BTL, MEDIA AND
DIGITAL AGENCIES 242 199
BREBEE. R, BASHFEHTIWALT

TRADE PRESS PUBLICATION EDITORS ON CREATIVE, BTL, DIGITAL

AND MEDIA AGENCIES 13 14
TlERIERIRIR. 4T, FiA. HFEENERNEX
PROCUREMENT 08 32

EFRRBEAR



http://www.rthree.com/en/
http://scopen.com/http://scopen.com/

IMPROVING THE EFFECTIVENESS & EFFICIENCY OF MARKETERS & THEIR AGENCIES

QUESTIONNAIRE
VEEIEES

The methodology used a RRARRBFEFARRETS , BEETHBI
semi-structured questionnaire iBIRR , LMEZFGEREBRNREFHRAR.
with further open-ended ques- NEEUE S | ARSI RIT AN R ENE—
tions that allowed interviewees RER , ZAEEN (FERS) BiE5as
to provide in-depth opinions. All X—35|HNE. SERAIFIRH555 ¢,
quotes referring to each subscrib-

ing agency are included in the

Individual and Confidential Report

prepared for that specific agency.

The average duration of interviews

was 55 minutes.

TYPE OF INTERVIEW

RiE

Face-to-face interviews were held FEXARNEERTR | EesdEE
using a closed questionnaire (with @&, (MRATFEBEARBEHR
Senior Marketers or Senior Direc- FEE ) 60%HIRHEZ A EIEE EXIHE IR
tors). 60% of interviews were done 7oAk . & LAESATRERERTW
face-to-face in the offices of the ALTFRWEWALTHIER.

client companies. On-line inter-

views were conducted to interview

agency professionals and Procure-

ment professionals.




DATES OF FIELDWORK
X HER

Interviews with Marketing and Pro-
curement Directors were conducted
from July to November 2017.

Interviews with Agency Professionals
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ERMREESZEREN2017578E

20174118,

REFEWATHTUTMERNZH LR
20174998 ZE20174108.

and Trade Press were conducted
from September to October 2017.

AGENCY SCOPE IS DEVELOPED
HHEBAREEIKI2NE

.............

N 12 COUNTRIES

| 5% P A
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PROFILES OF MARKETERS INTERVIEWED
S ERT

PROFILE OF COMPANIES BY OWNERSHIP STRUCTURE, TURNOVER,

MARKETING BUDGET AND GEOGRAPHY
Sz ENFREHEE. . EREMEMNEXSHIE

The 2018 survey comprised of 22% local- 2018FEAENSEEIR. BB M=ith22%r948+
ly-owned companies, 60% foreign multination- k. 60%RIMEEEEIFIL6.3%AIFEBE T, SF
als and 16.3% Chinese multinationals across TN EEEBRFTIEM , M20165FH8.1%1EE13.1%,
Beijing, Shanghai and Guangzhou. This year

saw an increase of respondents from Guang-

zhou, at 13.1% (up from 8.1% in 2016).

STRUCTURE OF COMPANIES (MARKETERS) /\&12814
Company Turnover AFEVER ( MILLION RMB B A AKM )
& Marketing Budget mii7E#7E (MILLION RMB 55 A KM )

CHINESE MUL-
TINATIONAL FOREIGN MUL- LOCALLY
SH‘E‘%HA' Bi'égG GUAT'E,EF?NG BUSINESS / TINATIONAL OWNED
BRAND SMRERREW  ERALE
FEEPREL
COMPANY TURNOVER
NEEER (MILLION 4,065 3,825 4,036 4,795 3,885 3,859
RMB BEAEM)
MARKETING BUDGET
THIFEETRE (MILLION 73.4 71.0 69.9 81.3 69.0 72.4
RMB BEAEM)
RATIO (MARKETING
BUDGET / TURNOVER) 1.81% 1.86% 1.73% 1.70% 1.78% 1.88%

EHEME S ARG
BASE: MARKETING
PROFESSIONALS

INTERVIEWED
HA  ZyhinE
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RESPONDENTS BY JOB FUNCTION AND ROLE

a1 SRS =

Respondents were drawn from a cross
section of job functions and roles to ensure

APk T REZ A RISREAVERBERIERUAISZINE | LABRERIAR
FEARRIFE. 514%ZRNENDERE  46.8%HZHE N

balance. 51.4% operate at the Director lev- BRI/,
el, with 46.8% defining their role as Market-
ing Director/Manager.
SAMPLE PROFILE 153R 4850
Interviewee Particulars Zi5EEE
GENDER 1551 2016 2018 CITY Zip&EMXSf 2016 2018
MALE 5 435 42.1 SHANGHAI tig 58.3 51.2
FEMALE &L 56.5 57.9 BEIJING b= 24.9 27.8
GUANGDONG "R 8.1 13.1
POSITION BER{i; 2016 2018 OTHER HE 8.7 7.9

PRESIDENT, CEO, GM

B, BENTE  REE 3 2.7
MARKETING DIRECTOR / MANAGER
HEHLE / hipsE 43.8 44.3
MEDIA DIRECTOR il 6.4 a4
GROUP BRAND DIRECTOR / MANAGER
EEHF| R 21.8 e
E-COMMERCE / DIGITAL DIRECTOR /
MANAGER 6.4 6.1
BFESEE / FgEnE / £18
COMMUNICATION DIRECTOR
{g%,%% 2.0 1.7
TRADE MARKETING DIRECTOR 6.4 57
HiFRESEA S . :
OTHER HE

6.0 51

TENURE (AVERAGE

YEARS)
{FHA ( SEIIEH)
CURRENT POSITION
N 4.77 4.64
LBIERAL
CURRENT COMPANY 506 545

FEIZAFEER

ROLE BRZ 2016 2018

DIRECTOR & ABOVE

SRR 66.2 514
MIDDLE
MANAGEMENT 33.8 46.8

E|ISES Gl
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PARTICIPATING MARKETERS
S5 E

SAMPLE PROFILE 153K

Participant Companies (309 companies/brands interviewed and
406 professionals). 157 (50.8%) agreed to appear as participants)
S5k ( 309RZHAE)/ RhERA06ARIZIIMEE ) | 157RFERAFF (50.8% )
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IMPROVING THE EFFECTIVENESS & EFFICIENCY OF MARKETERS & THEIR AGENCIES

and China still has some way to go to
reach global levels of stability.

In-house marketing teams are
consistently involved in leading and
directing key disciplines, especially:
strategic planning, branded content,
e-commerce, research and data
analytics.

The fee/retainer remuneration model
continues to be the most common,
while the project-based model has
gained in popularity. In addition, pro-
curement teams are taking a larger
role in the negotiations in the agency
selection process for both communi-
cations and media agencies.

Finally, we asked respondents what
challenges they will face in the fu-
ture. When developing digital market-
ing, 58.6% of respondents identified
justifying KPIs’ effectiveness as their
biggest challenge going forward. They
also identified the speed of change in
the market, internal digital transfor-
mation and difficulty in choosing the
right digital agencies are challenges
to overcome going forward.

TR EREEENER RS | 54
EINES5E | FRIRE | RIBNK. Mk
WA, BFES. MRRKIESHESES L.

BREEIRSS 2/ FERE AR T AR
&=, AR EE AR EE K. ok,
ESEHEEMENMERNESRAIEE
t, REEBIS SRS ERsREA,

=E , BERZERE | RS HEIEIHL
Phik, SBRRINARETERN , 58.6%H)
ZHENIAAIER I SHERRI AR
I ERIRARIBbER. ABATAY , TARIRE
. B RERRIECEA AR LA EISIE
REFEENER | XEOBERRRRERE
TeARAIHESR.

oH
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DIGITAL TAKES UP T0 42.6% OF
MARKETING BUDGETS
HFEHEOBREHEMEAI42.6%

Spending on digital marketing now accounts for a stag-
gering 42.6% of the average marketing budget in China,
up from 25.4% just two years ago. The shares of the
marketing budget taken up by Below-the-line (BTL) and
Above-the-line (ATL) spending have both decreased, now
sitting at 29.5% and 27.8%, respectively.

HrEH AT EHIEHEREN SR ENERE R ERIAY25. 4%EE
42.6% , BKIBFESIRA. 2T (BT LATLESHERE A SEMDET
YRR, BRI 5/929.5%F127.8%.

In the 2016 wave of this study, China still lagged behind
markets like the UK, where digital accounted for 31.3%
of marketing spending in 2016. However, Chinese mar-
keters’ digital spends have surpassed every other market
in the study in just two years, reflecting China’s rapidly
growing digitally savvy consumer culture.

E20165FRIEES , FEMERETRESTS  FERFERINE20165F
B GEEHEMERIE31.3%, A, (NETFEERFORE , FEDZEN
HrEEOEElBY TRiE™ R ERFEE I SE
KR,

STRUCTURE OF COMPANIES (MARKETERS) /X E1Z28+4
Marketing Budget Hiz=HEE (RMB AR )
2016 2018

+17.27 percentage points FAE =
(68.09% of increase HE4<)

@ ATL @ BTL DIGITAL
(= ZNiED) HFEH
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BEST-IN-CLASS SPECIALIST AGENCY MODEL
PREDOMINATES, BUT NEARLY 37% OF MARKETERS
WOULD CHOOSE AN INTEGRATED AGENCY IF IT MET
THEIR NEEDS

?IﬁﬁIEﬁAVET%_ﬁE IEE TSN, (BiIR37%HY
R EEEREEERESEHAESSEER |
i AR L S A A AT VA =

When asked to describe their current agency relation-
ship model, 89.2% of respondents revealed that they
are working with specialized agencies in each discipline,
with only 8% of marketers reporting that they work with
integrated agencies.

HAIBEHHEMA T M IHRIRIRIERSIFE | 89.2%RI5ZHE R MbA]
S5ENMUEHERRIEFEIE | (R8RWFIHERRMUIEESESEHE
REREEME.

China is well above the global benchmark for using spe-
cialized agencies, with other markets adopting a more
integrated approach. There are several challenges in
China preventing marketers from being able to achieve
the “ideal” agency model. For example, 10.5% of re-
spondents reported that there are no “ideal” integrated
agencies in the market. Another consequence of this lack
of integration is that 78.3% of Chinese marketers do no
work with a lead agency to coordinate all communication
activities, which is well off the global benchmark (47.7%
of marketers do not have a lead agency).

HFEMZESERAERNSFHUHIEEEIRNIE . B RASES
EHRERNEHEEIRS. FERBEE/ LIk  HaE
S AR EERSREC , Ble0 , 10.5%MZihEFRAmA LIRS

"B BSEHNER. XS T78.3%NHEMSEREES
REBRDENAERERIEEE , XMAEST TERYE (47.7%1
ThEREESNER ) .



http://www.rthree.com/en/
http://scopen.com/http://scopen.com/

j 1
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When pressed on their future needs, 36.9% of respondents would
choose a fully integrated agency model ‘if it met all my communication
needs’ specifically to deliver a big brand campaign that requires multiple
disciplines, showing that there is a desire for integration in the market-

place.

WERARRIFT KA | 36.9%MNZHERNMU SRS M EBEEHENERSIER

AR TR IR R E R AT AR RERE K"
MEEEENT , XERMIIEBEEHE LT,

R AR ERAESS MEBRESHIAE

STRUCTURE OF COMPANIES (MARKETERS) /~ =284

Way of Working with Agencies (Integration vs. Specialisation)

SRERNGFEN (B85

WHAT IS YOUR CURRENT WORKING MODEL
WITH YOUR AGENCY PARTNERS?
EMERANIEER Z AN G HER S ?

HICHER vs. THUCHER )

IF IT WAS YOUR DECISION, IN THE FUTURE
WOULD YOU RATHER PREFER TO WORK WITH?

INREERIRTE | BIANPHESFEERITE ?

AN INTEGRATED AGENCY THAT SOLVES
ALL MY COMMUNICATION NEEDS
—XESEHNERmRRATRE
IZEEERN

I 8.0

AN INTEGRATED AGENCY THAT SOLVES
ALL MY COMMUNICATION NEEDS
—RESEHAERHELTRE
EREBER

. 36.9

SPECIALISED AGENCIES IN EACH
DISCIPLINE (I LOOK FOR SPECIALISTS)

THIERHEARRNBE—HRK

BOTH TYPES
BEOEEAERNEICERHRR
RAEHEFRK

28

0 25 50 75 100

SPECIALISED AGENCIES IN EACH
DISCIPLINE (I LOOK FOR SPECIALISTS)

TIRERHREATNRE—FK

|

BOTH TYPES
ELEHRERNETTIERHRR
RAEHERK

5.1

0 25 50 75 100
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STRUCTURE OF COMPANIES (MARKETERS) /~ 12844

Way of Working with Agencies (Integration vs. Specialisation)
SREBNGHE ( BEEHNERD vs. ETIRER )

IF IT WAS YOUR DECISION, IN THE FUTURE WOULD YOU RATHER

PREFER TO WORK WITH?
AREERRE | AN EFRAE R ?
100%
75% 5 43.0 44.0
50%
25% . 56.0 50.0
0%
GLOBAL | BRAZIL MEXICO UK CHINA INDIA SOUTH
; AFRICA
VAN % A N
- . > °© %
4 4N W “ 4
@ AN INTEGRATED @ SPECIALISED AGENCIES @ BOTH TYPES OF A DK/NA
AGENCY THAT SOLVES IN EACH DISCIPLINE GENCIES AHNE/FEER
ALL MY COMMUNICATION (I LOOK FOR EEEHREFENEN
NEEDS SPECIALISTS) RERHEREEERK
—REGEHREFHE TIREBRERA RN

RAEFTERMEERER BTk
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R3-SCOPEN BEST PRACTICE

R3-SCOPENSR{ESLEE

Agency Group holding companies are still coming to
grips with a consistent one-stop agency offering across
their sibling companies and this must be judged as
work in progress. Agencies are highly skilled in working
as cross-disciplined teams but, in our experience, this

is all too often reactive-led by the marketer and not by
the strongest or lead agency. Silos can still be difficult to
break down.

RERERNELEEIE AR CERRS | EERTe
BB, BEANERCESHOBMEAIEREE  EFiINERMNS |
Mo BEETEEES  MIEEYERNERE S ERED.
BEIERAIESABSARELAF THS.

Evaluate your current agency model and conduct a thor-
ough internal needs analysis and a critical appraisal of
the company’s internal marketing structure with appropri-
ate stakeholders. But be realistic: would a highly central-
ized agency model really be a good fit with your company
culture on the ground or could it bring much needed
focus and discipline to a fragmented structure?

IHMEERIIMERERSIFRI | HTHIRRARRERDH , FSEXEN
—EIHEAREREFEE. BEXRIEDTT | SEETRIREBSEIEN
FFEREXMNIG ? BRets D BRI ARSI TR B IFRIRERATE?




MARKETERS HAVE AN ON-GOING RELATIONSHIP WITH
AN AVERAGE OF 7.03 AGENCY PARTNERS, UP SLIGHTLY
FROM 6.4 AGENCIES IN 2016

i EIME S ERARRMCER KA TIEE N
7.034 , tK20165FM96 4 MEE LT

In this latest survey, the number of different agency relation-
ships employed by marketers continues on the general trend
of consolidation established in the 2016 wave of the study,
suggesting a gradual stabilization in marketer-agency relation-
ships. Although the number of agencies on marketers’ rosters
has increased slightly to 7.03, up from 6.4 in 2016, it is still
well below the 2014 number of 8.2. Marketers now work with
an average of 1.89 creative agencies, 1.95 marketing services
agencies, 2 digital agencies and 1.19 media agencies.

RERAEEERER M ENTRNER SRR MBS 720165 /EH
HNRGERES |, R -RERXRELER. EXTHENSIFREREN
20175FRI6. ANFHET.031 | (EIZEEMRTET20145698.21, TnERRIGE
HEIECERIRAL.891 , & /M EHERS IR TI5091.951
HFEHAER T2, | BN R FEHL.191,

This is a positive sign that marketers are developing longer-term
relationships with fewer and more highly valued agency part-
ners. It also reflects agency investment in their own resources
and in strengthening their product offering, going some way
toward resolving the demand for greater integration.

XERFAITS | A REEESEMEEEMERIER SR IIKHARY
BIFERR., Xt AERERCERENRSEE LARE  RREREEPYT
BFRES ERFERK.
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CLIENT-AGENCY RELATIONSHIPS 25 IEpg¥£R
Number of Agencies S{FVIEEZE

5.84
COMMUNICATION AGENCIES
EHEEAER

1.89 1.19 7.03

CREATIVE-ADVERTISING AGENCIES MEDIA TOTAL AGENCIES*
BRI AGENCIES RIEEREL
AR
1.95
BTL AGENCIES

LT /HEHERSER

2.00
DIGITAL AGENCIES *THERE ARE NOT INCLUDED

Sl 1 PR AGENCIES & CONSULTANTS
AFERNER HAFEAARRERREIHIIAS

R3-SCOPEN BEST PRACTICE

R3-SCOPENER{ESCH:

The pitch from one-off campaign to one-off campaign is
thankfully becoming much less common in the market as
marketers develop longer term relationships with fewer key
agency partners.

CARBEIMRERIZ | ETRESHEE P NEFERNEFEIKIINGERR |
M7 LR RS AR RSk,

The foundation of any good business relationship is the
opportunity for feedback and measurement. It's why R3 built
CAPE (Client Agency Performance Evaluation), to help market-
ers better assess their individual agency relationships. This
diagnostic approach is a fundamental way to identify the best
partners and fix the ones that aren't.

HAIRMEAIN S EIER RN LB B SIS TG R RAIEAL .
XthEM=#E#7CAPE ( ZPRIERRILHY ) RS | RTESESHHZE
IR MIERRR. XMSHENSHRRESIEKE | REERME

BIFERRRMEEAIE,
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THE AVERAGE LENGTH OF CLIENT-AGENCY
RELATIONSHIPS IS 2.89 YEARS, DOWN SLIGHTLY
FROM 3.55 YEARS IN 2016

Z R/ IEB XA /92.894

FEEL 2016593, 55 AR B F#(K

While the long-term trend in client-agency relationships has
shifted toward stabilization over the last several years, in this
wave of the Agency Scope study, we saw the average length of
relationships decrease slightly from 3.55 years to 2.89 years.
There are several factors that have contributed to the decrease,
including the rise of project-based work and the lack of integrat-
ed solutions in the Chinese market.

BEREF/MEBXRIE/VFRIREZESER | BESFH (EHEBHR)
B, BANEF/RESRRNTIHKEM3 S5F4EEE2 895, X—4FRl
FEZTFRR | GiETENERE RS ERRBINAN RZ E SRR .

Marketer-agency relationships in China have gradually stabilized
over the last decade - when we first started this survey, the
average relationship was just 2.3 years - but relationships are
still of shorter duration compared to our global benchmark and
China still has some way to go to reach global levels of stability.

ThE , ER-REFXFESETFHESER SRS R TX M EE
Hxet  EP-RESSEXEEIRE23F, BENL , BaiEr-RIEESE
REMEREEIARIE | RPPESEHREIREN S ERRKFZBAEE
Zih.
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CLIENT-AGENCY RELATIONSHIPS =~ 5 1ErgX XK
Length of the Relationships (with Current Agencies)

- REBXANK ( BRGErtER )

[ AVERAGE LENGTH OF THE RELATIONSHIP ]

MipE-REHEERRPINK

6 f_‘ﬁ 6

5.42
4.95
4.42 4.6
4 4
3.55
2 2
0 0 :
2016 2018 Global : Brazil Mexico hina Indla South Africa
E R Y
@020
-

R3-SCOPEN BEST PRACTICE
R3-SCOPENER{ESCHE

The slight decrease in marketers’ length of tenure in their current roles is
a factor in the decrease of agency stability in this wave of our study; our
respondents have been in their current positions for an average of 4.6
years and with their current companies, 5.4 years. Both numbers have
decreased from the 2016 survey.

SHENREERET  EF-RNERGIFRGEE ST ERN TRl EE X | HBIINZ0
BEMBRASFIIER4.65F , EESRIASRTIIIRSEAN 5 45 | 1HEL2016R9FAFRERITH
TR,

Develop long term relationships by evaluating your agency regularly, and
giving open and constructive feedback. Have the agencies evaluate the
marketing team in the same way to identify potential roadblocks to effec-
tive and efficient partnerships.

BELEREER  FHATHANERRMNRE | KRERRBSIERR. AREBLIERN
ERAETIZERA | BEEHHIBTERIRES | FESI EIF MR NERIS IR ERR,

In this new era of collaboration, one technique we have recently seen
paying dividends is to have agencies also evaluate each other - how well
is your media agency rated by your digital agency? What can your digital
agency teach your advertising agency about improved processes? These
steps are all about driving results and better ideas sooner.

ENEF-REESIEIFN | BIIRERT , iItREREE Z B T e R A EN
R {RASE S RIER AN AT RAOEN M CEERS ? W FiEsE | (RS R RELaRAC
IR SRERRMMARN ? XREEERA T SEERIMRT - HA L EIFaIeIE.




AGENCY PARTNERS STILL HIGHLY VALUED, BUT
IN-HOUSE RESOURCES ARE TAKING THE LEAD ROLE
ACROSS SEVERAL MARKETING DISCIPLINES
REFKAZREN , BEAREHETET
EFRSRFEEHAEESER

In-house marketing teams are consistently involved in
leading and directing key disciplines, especially: strate-
gic planning, branded content, e-commerce, research
and data analytics: 88.8% of respondents say strategic
planning is led in-house, up from 87.1% in 2016. 68.3%
of branded content is led in-house as is 55.3% of e-com-
merce, 55% of research and 52% of data analytics.

T ENTHREANES RS T TS 5ES | FRIRE : &RIg
MK, BAERE. BFES. ARREESHETIFRE L : 88.8%9
SZHERTRIBRIBATHIAERRES | HL20165FAI87.1%BFT L

Ft. 68.3%HIMMEARE. 55.3%HIBFES. 55%HIARM52%HIEHE
DHETREDEESHEE.

In contrast, 78.5% of creative and advertising develop-
ment resides firmly within advertising agencies, although
that number is down from 88.4% in 2016 as in-house
teams continue to get more involved. Media continues

to be led by specialist media agencies, and the in-house
involvement in media has actually decreased over 2016
as the media ecosystem continues to grow and fragment,
with 45.9% of marketers closely involved with media
planning and 34.1% leading media buying (down from
58.6% and 46.1% in the last wave).

HBEEZT | 78 5%MIEIER SRR IBmeIE SRERES | BEE
BEFNRARENESERNES , X—HUERR20165FAI88.4%1E2H
BTk SARBMEESWVENMMERES  BEEERESRRMEARE
MAD  BERATREHEARESSER2016FGREE | 45.9%H
TEEENSSEERL | 34 1%NRRASESHEARWE ( DXEEHIXM
IAIELEE S 5B1/958.6%F146.1% ) .
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STRUCTURE OF COMPANIES (MARKETERS) 22 =12844

Who does What? (Services carried out by Marketers with the help
of their Partners and/or Internally)

TrnEe (A EEIRIER/ERERRIA & 1F7ehk )

GENERAL STRATEGIC ~ CREATIVE P:gg“JC_ TVPRO-  BRANDED
RESEARCH ~ DATA  PLANNING DEVELOP- DUCTION  CONTENT

SERVICES TEER  BUESIT @SB MENT TON  myrs  miews

FERS L sl IF%{I’;% e =i
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WERISS
ADVERTISING
AGENCIES 3.3 3.9 52.6 78.5 74.9 74.3 38.1 4.2
IS SER
MEDIA AGENCIES
BRAMEER

BTL / MARKETING

SVC AGENCIES

T R IR S 3.0 2.7 3.0 2.4 4.2 0.3 1.8 5.7
KB

DIGITAL AGENCIES
HrEHE{ER

BAT RELATED
PLATFORM 1.8 2.7 0.6 1.2 0.3 0.6 8.8 -
REEE

WEBSITE DEVELOP-

MENT AGENCY - - - - - - - -
RIS IR

PRODUCTION

AGENCY - - - - - 0.6 - -
HIECHERS

CRM AGENCY CRM
iz

DATA TRACKING

AGENCY - 2.4 - - - - - -
HORIRER R TERS

PR AGENCY

NERIERS - 0.3 0.6 - - - 0.3 17.5
RESEARCH

COMPANY 26.6 1.8 - - - - - -
A

TPA (TMALL

PARTNER AGENCY) - - - - - _ _ _
HBEEAT
OTHER

Hits

DOES NOT DO
s

AVERAGE OF PART-

NERS INVOLVED 1.43 1.48 1.71 1.64 1.49 1.43 1.98 1.36
TS 5HEREL

55.6 52.0 88.8 43.5 341 31.4 68.3 39.6

5.4 18.4 6.9 3.3 3.0 2.7 16.6 15

5.4 26.3 8.8 12.7 9.4 3.9 30.8 5.7

1.5 1.5 0.9 - - - 1.3 0.6

17.8 17.2 4.2 121 14.2 19.3 13.6 33.8
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STRUCTURE OF COMPANIES (MARKETERS) ~ =284

Who does What? (Services carried out by Marketers with the help
of their Partners and/or Internally)

TrptEe ( A EEENIER/EREREIA G ES )

MEDIA SERVICES MEDIA PLANNING MEDIA BUYING

BRIRSS TR AT

INTERNALLY
WERTZSS5
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BIEr SHER
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AGENCIES 0.6 1.5
& /IR IR IR
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RETa
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RIS IER

PRODUCTION AGENCY

IR

CRM AGENCY CRM {2 - -
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HHRIRER(CIERS

PR AGENCY } 0.3
ARAEF '
RESEARCH

COMPANY - -
BERAE

TPA (TMALL

PARTNER AGENCY) - -
EEEENHE

OTHER

i - 0.9
DOES NOT DO

= 14.2 14.2
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S 5HERME
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67.4 68.6
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R3-SCOPEN BEST PRACTICE

R3-SCOPENE&{ESCHE

Consumers are fragmenting and marketers
and agencies are doing more to reach them.
The resources needed to run an ‘always-on’
24/7, fragmented, multi-approach campaign,
and evaluate the analytics involved is far more
complex than it was just a few years ago. This
only leads to one solution: train, promote, and
hire more and better people.

HBEBCRMS R , HEMRERRERNES S AR
HEE, TECASKERRRERAR "FEl" HEXE
EiHRE , MEFEO TR NSAL VFRIE NS, X
EfEm—FERSE - Bl Bt UREBAES. ENFEN
AT

The most successful marketers we work with
have a strong internal nurturing culture of
constant training and fast tracking. The critical
areas of strategic development and direction
mean leading cross-discipline teams drawn
from the Brands, Sales, HR, IT and Analytics,
adtech and social media, and requiring strong
internal management and resources.

SENEENRINTHISE | BEHERENAIAT SR
XA, i8R THRAHSHRE) AR TR S FHEE. MRES
KRR ERIERERRETE  AFEENERET
HUCREAEIRAIAR (R, HE. AE. ITROH.

I ERATHERREYA ) | EREEER IR IIE | RAdes
MEERANIAREPEIEENFIRIR.
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MOST MARKETERS SATISFIED WITH THEIR CURRENT
AGENCY PARTNERS, BUT ONLY 43% SAY THEY WON'T
CHANGE AGENCIES

REHHHESE BRI ER SR HRE
i , 1B{R4A3%MIM ERMU I AR TR IR

BTL agencies score the highest, with marketers 74.3%
either very satisfied or satisfied with their current rela-
tionship, followed by 71.2% of marketers satisfied with
their Digital agency. Creative agencies score lower, with
69.9% satisfied with media agencies dropping to 62.3%.
That means around a third of all marketers are either
indifferent to or dissatisfied with their current agency
relationship. Only 43% of respondents asserted that they
definitely would not be changing agencies, while others
said they probably won’t change, or that it wasn’t their
decision.

ROMGERENEETRER | 74 3%NminEaNELaINE THER
BRI+ DREHRARE , DARHFRER , §71.2%NM5ENE
LRI ERRERE. IERERUES= | 69.9%MmnENH
RERE , WENMERRERENHAENEE62.3%, XEWERF L
B=H 22— E SRERIRS BE—RERHRE. (N43%8
ZHEPHRFRMUVETSERNER , fhZnERTMU TS EGR
R |, SERRRENAEIF L.

But predisposition to changing agencies is higher in Chi-
na than in our other benchmarked markets, reflecting the
shorter agency relationship tenure.

FHE , ERAEBNNEESTREAEETDY , RATENTZES
RIEBRISFHAREAE.
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CLIENT-AGENCY RELATIONSHIPS = 5B AR

Level of Satisfaction (Scale 1-5 Points)
wWEE (1-59)

HOW SATISFIED ARE YOU WITH YOUR AGENCY/IES?
X BRI S FRIRE RN ?

AVERAGE 2018 (1-5)

3.82 ] 3.79 3.92 3.85 2018F4SHERE (1-5)
3.74 : 3.67 3.91 3.72 AVERAGE 2016 (1-5)
: 20169 HRE (1-5)
100%
75%
50% 55.9 56.9
25%
24.3 23.9 24.2
0% 3.7 KWl 0.9 AU | 5
COMMUNICATION CREATIVE BTL DIGITAL
AGENCIES AGENCIES AGENCIES AGENCIES
EHEERAEDS BIERES STRER HERER

@ INDIFFERENT (3)

VERY SATISFIED (5)
IFERR

@ DISSATISFIED (2)
ZNT T~

@ SATISFIED (4)
b=

@ VERY DISSATISFIED (1)
EERHR

—f&

DK/NA
A&/ NER
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CLIENT-AGENCY RELATIONSHIPS =~ 5(1Er5 < XK
Change of Agency (according to a scale of intention to change)
EIR IR
ARE YOU CONSIDERING CHANGING YOUR COMMUNICATION AGENCY/IES?
BRESEREIRER
: % CHANGE 2018
7.6 : 7.0 5.5 9.1 2018%& EFIRIER
13.2 14.8 10.2 14.7 % CHANGE 2016
: 2016% SR IR
100% :
75%
50%

25%

0% 1.8
COMMUNICATION CREATIVE BTL DIGITAL
AGENCIES . AGENCIES AGENCIES AGENCIES
EHEEECES ¢ ERED STRER HrREm

@ IWONTCHANGE @ IPROBABLYWON'T @ ITISNOTMY @ INTERNATIONAL

g CHANGE DECISION DECISION
ROZA S ROZA S BEEG—FERE
@ | WILL PROBABLY @ | WILL DEFINITELY ) DK/NA
CHANGE CHANGE AHIE/NER

ROZAE R BEEHR
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“Cannot meet client needs” and “digital capabilities” are amongst the most
frequently mentioned reasons for changing to another agency. For communi-
cations agencies, 19% of respondents mention both of these factors as their
key reason. For media agencies, 30% of respondents mentioned “strategic
planning capabilities” as the main reason for changing agencies. They also
mentioned account services and creativity/innovation as other reasons for
deteriorating relationships.

"TERBERRR" 1 "HFaeh" RERNERRAEINEE. NTEREEAER
M= , 19%ZHEAN EIARNAREERAESNEERE. WFENMEEMNS |, 30%8
FZipEINA RN RERAERNIERRE. ZiHERRETEFRSMIE/ IS
Hih S BIFRFAENRIRE.

Online, trade media, ad awards, events and seminars are all highlighted as
important ways marketers stay in touch with what’s happening in the indus-
try. But the most effective form of communication from agency new business
teams are: case studies mentioned by 19.5% of marketers, followed by social
networks (19.5%) and research about my sector (19%). Surprisingly, 35.1% of
respondents said that “no action seems useful”.

R, TARER, JTERI. SEIRIMTSRMgE T RSRTUBNEERERZE. Bal, gt
FAEERERAEEREN | ZHIFR (19.5% )  FELRMNE (19.5% ) , RITAEXHAZ
(19%) . SAEIMNIR | 35.1%IZHERR "IRERAIEHRIERE" .
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R3-SCOPEN BEST PRACTICE

R3-SCOPEN#&R{ESCEE

Meeting marketer expectations is always going to be the
number one challenge for agencies and our survey shows
generally fair levels of satisfaction. Problems and issues will
inevitably threaten even the most stable relationships; there-
fore, open and honest feedback is critical.

REBEIRRSAD AL RINTHETIHEHE | HIARERTIZE
HEEAFES. EERFRRENXR  boEIGSFPERAER , Eit
FR. BERRNREEREE.

With an effective evaluation process in place, there should
be a mechanism to identify issues and put into place plans
for improvement. The agency should be given feedback and
a fair chance to improve performance. When all else fails and
a pitch is inevitable, our most valuable learning is time. Don’t
underestimate the time and complexity of the pitch process,
and if a pitch is called, be open and transparent with current
partners.

ETBMANHEIES | MiZiRY "RIVEE" AVE  FHHIERRAIBIH
R, THEMZEERRMREE  FHEFMRFRMAWE. RS
BARE=NERRY , MEAHITIRN , REEEEAIHERE. A2
HURSIFE TR VRSB S 2R E, WNERIASEERLLRS | 1B UXTHRIRISIFIk R
R AFFIFERA.
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66% OF MARKETERS NAME CREATIVITY/INNOVATION

AS THE MOST IMPORTANT CHARACTERISTIC OF THEIR
IDEAL ADVERTISING AGENCY

66 %R/ QIF R A NIRRT &
REBREZAER

When a pitch is called, marketers at the shortlist stage
list specific criteria for creative agencies, including:
creativity, expertise and past relationships, all of which
are ranked highly in the 2018 wave of the study. For
advertising agencies, 29.4% of respondents mentioned
creativity and innovation as a reason to add an agency
to the shortlist. They also mentioned the agency’s exper-
tise or experience, and having a past relationship (27.6%
and 17.5%, respectively). The agency’s image or reputa-
tion has seen a significant decrease in importance from
2016, signifying the increasing importance of capabilities
and relationships when creating a shortlist.

2018EFAEARI , U TEURRY , Tl EEEXRTOERERISERTE
(8 IR TURSESERR  BHEEXT) | FRELHERS
tERRIRIER R, BelE SRERMS | 294%0FhE R eISMelH
EEEPNRERESENREZ—. 27.6%MmiAERRE THERB
TWEERE , 17.5%MNmiaERE T EENSIERR. NERTSREEEN
EEMM2016FFHARIEIHE |, BENSEERRETIERERIIRE
FEPNERETIRS.
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| SCOPEN |

Criteria Used to Create a Short List of Advertising Agencies

IR SERRISE R RINE

Creativity / Innovation GIE R Gl5rag

Agency's experience and expertise [31F4256 K SR

| worked with them in the past 25 IEREITA1E
Agency image, reputation, prestige XIBrfi/S:. OEKRFEE
Account Service 2RSS
International network EFR4RILE
Good professional team tFEE A IRRTZIBA
Understanding of client’s business, involvement JEfigz IS
Recommendation / Professional references #iiz/S L ATHIS%E
Adequate agency size (XIEFFHIE
Strategic Planning RigE%
Integrated services offering (360°) £\ EAEHERS
Style / Tone / Personality [XIF&. . ME
Digital capabilities ZiFE4HRE

Good implementation and execution BIFAIHIT IR AR

ROI (Efficiency / Effectiveness) I3 EIRE ( BERRER )
Other Efth
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When probed on their communication agency selection criteria, creativity

and experience top the list of key attributes marketers want in their ideal
advertising agency. For advertising agency selection, 66.1% score creativity
and innovation most highly; 40.7% highlight knowledge and experience (of
brand, sector, business); and 31.3% demand strong strategic planning, which
should prompt agencies to continue to strengthen their strategic offering. BTL
agencies are expected to offer strong implementation and execution, as was
mentioned by 44.8% of respondents, with digital agencies needing strong all-
round digital capabilities, as scored by 46.7% of respondents.

KRISFEHERAEBRER , SIEMERETZEEFEREE SAEBIXRIERTHHE
gz, TR SHERNERINE | 66.1%NZHESEENLIESEIHT , 40.7%2FENT
. AN ST ERRRAIER | 31.3%ERNERESEARIRIBERYEED , XL
RIS REER U EIRIRIRSS. 44.8%HIZNERBL TRIEERMRIFAIHUTIORMER | 46.7%H
ZihEREHNFAESESEANETTUEFEEN.

AGENCY SELECTION iEiif¥Erg

Characteristics of the ‘Ideal’ Communication Agency

IR EREEAERER
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For the ideal media agency, 39% rank knowledge the brand, media and client
most highly, whilst 37% of marketers rank good media negotiation skills as
an ideal characteristic. When asked to list the criteria in an ideal integrated
agency, marketers also ranked: media planning, strategic planning, creativi-
ty/innovation and a good professional team as key demands. These should
feature strongly in any holding company agency model.

T IERERNMUIERS | 39%RIZINERRI T Mk, HAFIEFRARN T35 IR EER
HZE | 37%MNHa BTG DT IRRANSR. HEhhEr S EERRNESE
RIERBOTRE | SRR, SRIERE. SR/ CITRMBRITWEATI AT REER, XL
FRESERANERGFEXhEEXERIFTX.

AGENCY SELECTION etk iErg

Characteristics of the ‘Ideal’ Media Agency
RIS R
Knowledge (Media, client, brand) XimHi7. 2R GEMITHR
Good Media negotiations EIFHIIEIRIKFIRE
Media planning i{REELIRE
Strategic Planning SSE8EERE —— NA

Creativity-Innovation BlIE K E#AE
Good professional team {FEE AN CIERSHEIRA

Digital capabilities = 4458¢

&

Integrated services offering (360°) £ A E RS

&

Account service ZF RS

&

Agency’s previous experience and expertise 1I/E256 K SV ATHR
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Good value for money / Reasonable Fee, cost

VBB SERARINAA

ROI (Efficiency / Effectiveness) 8B EIRE =
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Other Hfth ==

DK/NA FHIE/TERE
0 25 50

@ 2018 ® 2016



http://www.rthree.com/en/
http://scopen.com/http://scopen.com/

IMPROVING THE EFFECTIVENESS & EFFICIENCY OF MARKETERS & THEIR AGENCIES

j 34

R3-SCOPEN BEST PRACTICE

R3-SCOPENz&R{ESLE:

Agency pitches are expensive and time-consuming,
a pitch process can take up to 12 months or even
more, and should be a last resort when all else has
failed.

R EREABSHAAE , LREa AL BER
BA , MzfFAESHE RIS RE BRI Z.

Evaluate where you are, and set measurable goals
and benchmark for a successful pitch outcome. De-
fine agency selection criteria in consultation with key
stakeholders and include these in the agency RFP.

THEREAIIISDIRNR | FIETEERBMNEE | LABYSIIRILETS
ZR, SHEXNEENEEEENEBEFENE | FETERFPER
iR BALE TR,
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AGENGY PITCH IS STILL THE MOST POPULAR PROGESS
FOR SELECTING A NEW AGENCY PARTNER, BUT

TRIAL AND PROJECT-BASED ASSIGNMENTS ARE ON
THE RISE

LB nEmnEY I S F IR I & FREXAY

B ERESREMNTIEHESSHR I RE &F
EHkERIS A IS

Amongst those deciding to review their current creative
agency relationships, 96.1% of respondents would use a
pitch process. 24.6% would use a trial assignment, either
on its own or as part of a pitch process. Not surprisingly,
Chinese marketers would call a pitch more frequently

vs. our global benchmark. For media agencies, the 2018
wave of the study saw a massive increase in the occur-
rence of media agencies being appointed by the global
team without a pitch, with 27.9% of marketers identifying
this method of agency appointment.

REEFHENLF SEEAERHRRENTHET , 96.1%NZHESRA
LB A SRS IER. 24.6% XXM TIHES |, TasEh
T, AR EALLERER B, BRZH , PEHREH TR
MERSTEREE, WTERAMUERMS | 2018FEERM | IFIK
REFETEERHEREST EREEERAIREN , 29527 9%mhinE
BRI,

Remuneration for pitches is decreasing for both com-
munication and media agencies in China, with 82.6% of
marketers reporting that communication agencies are
never compensated for a pitch, and 84.6% reporting the
same for media agencies.

FEEEENREENEEIREISE TR | 82.6%MiAEERSR
NFRNEREERIERRMHLURR | 84.6%MNHAERTASIEN
RIS IRAELARIREN.
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AGENCY SELECTION istikf(IErg

Selection Methods of Communication Agencies

BIERIEREAR ST

WHAT METHOD DO YOU USE TO APPOINT A NEW AGENCY?
B ERMRL S TURE IR ?

PITCH 96.1
]

TRIAL ASSIGNMENT / PROJECT 24.6

BRI T(F/ e

NO PITCH — 11.7
(GLOBAL DECISION) —
AFLbTS (BREERE/2EKITERE)

SELECTION BY
CREDENTIALS
BRI HRIGEE

WORKSHOP /
CHEMISTRY SESSION
5RE‘OTitS

— 10.6

- 5.0

CONSULTANTS 2.8
B &R A BRI B THbE

DK/NA
RrE/FE= —_—
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DO YOU PAY AGENCIES PARTICIPATING IN A PITCH?
B ERERMEAIERLRES ?
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R3-SCOPEN BEST PRACTICE

R3-SCOPENZ&R{ESCEL

Agency pitches involve a lot of work from the agency side,
for which they are rarely reimbursed.

rhisidiET  RIEBREENTS ITE | (B IRSEHREN.

If an agency is going to make a presentation, it has to be rel-
evant and focused to stand out. For marketers, that means
giving a clear brief and expectations, as well as having
transparent selection criteria. For agencies, that means tak-
ing the time to really understand the problem and to keep
ideas and the solutions focused on the brands, otherwise it
won’t get the attention it deserves.

EREREERENMIFRSE | IS ER. YHhER, XYFhnE
Ms , XEWEMIFERHBEENTKRERNPE |, RrEEEEMAIERE
e, REANFEARBEELE T ZOER |, BHtS R EEXAeIE
MERTTZR  BUMEEERINEIXE.
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FEE/RETAINER IS STILL THE MOST COMMON AGENCY
REMUNERATION MODEL, BUT THE PROJECT-BASED
MODEL IS BECOMING INCREASINGLY POPULAR
EEFENERAERRIREEL , (BZIE
K2R AIRTC B a2 EIRIE

64% of creative agencies are remunerated by fe€/re-
tainer, down from 72.2% in 2016. For digital agencies,
49.5% use the fee/retainer model, but for BTL agencies|
the project-based remuneration model prevails at 64.2%.
46.1% of media agency relationships are based on fees/
retainer but with 25.1% still basing payment on a simple
commission model.

64%MEI B IR ERAEEEFEIES | th2016FHN72.2%588&
FR(E. NTEHARERMS | 49.5%MmiaERAFESHER , BXNTFELT
RIERy , KB W ENIREEX BEE R |, WEINEEZE64.2%. 46.1%Y
EARIER AR R EEEEH R ZEERM | (B25. 1% RAESER T
HREH.

Incentive payments to agencies still lag behind other sur-
vey markets. Only 8.1% of creative agency relationships
include an incentive payment, compared to 23% amongst
our global benchmark. For BTL and digital agencies, an
incentive element is even lower at 16.5% and 5.6% of
relationships. Amongst media agencies, 10.8% of rela-
tionships contain an incentive element.

REMZES FRERRR R AR T EABRIRTZ, 1X8.1%/)
UEREEXRTEESRESHE  MeKEEE23%, & TMUIERNIEFE
REFEREHIN , 9517916.5%F15.6%, TEEAERT , 10.8%HE1E
KETERHREHE.




CHINA AGENCY SCOPE 2018 = ‘C .
CLIENT-AGENCY RELATIONSHIPS =5 IErgXE
Remuneration Model (Fee-Commission-Project Based)
RIBBENEHZE
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R3-SCOPEN BEST PRACTICE

R3-SCOPEN&x{EsCE:

Fees / Retainers are increasingly the standard
method of agency remuneration based on a
clearly defined scope of work. Clearly defining
the agency role and workload becomes critical to
ensure fair and reasonable payment.

BIEFEFIFHAARIEBGRINESZC , FLABRBIN I
SeiEAE. IR RENEBIRER T/FEE  WTRIEAE
BT ERIFERRE.

Setting clear, measurable objectives that con-
tribute to business growth underpin both base
payment and incentives.

REBW. PIEE. BeESENARSIEIRIIBER , FLULER
EARZ TS5 EROET




CLIENT PROCUREMENT TEAM ARE INVOLVED IN

11.1% OF COMMUNICATION AGENCY NEGOTIATIONS
AND 80.9% OF MEDIA AGENCY NEGOTIATIONS.

77. 1% E HIEBAERRHILI 80.9% IR
REFRF , EFRBWHEESS.

The procurement team is becoming increasingly involved
in the agency selection process, with 77.1% of respon-
dents stating that procurement is involved in the negoti-
ations stage. This is well above our global benchmark of
60.6%, and the only market with a higher level of pro-
curement involvement is the UK at 80.1%. In China, 83%
of marketers asserted that procurement added value in
the negotiation process of agency selection in the area of
price and value for money.

RIFPA Sk Z S SECERIERERET | 77 1% ERT~RE
BIASS 53, b EITET60.6%NERE R , REEERISKWEA
S5 (80.1% ) &THERLE. EPE , 83%rIMHEAIRMEART
25, e EEEHNERN SN LS EIS(E.

For media agencies, procurement is involved with 80.9%
of negotiations. The Chinese market surpassed the UK
for in this category, making it the market where procure-
ment has the most involvement in media agency negoti-
ations.

HEARERSE , REER2580.9%A%#), PEMHEX—Wm
BIEE , RARWENSSENNERA L ERSNTH.
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Negotiation Process (Selecting Media Agencies)
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R3-SCOPEN BEST PRACTICE

R3-SCOPENZ&R{ESLEE

Procurement involvement in the agency selection and fees process
is here to stay and meeting little or no resistance from agencies. All
sides appreciate the value and transparency procurement can bring
to the process.

KW ENIEEEEMRSERAHENTRE | XIS
KEIFE | FARRZSHRINIESES. SOEEFRIEE
XIS FE PR NME R IE IR ERTHATI SR,

Keep procurement involved throughout the process, as they will
probably get an equal vote in the final decision making.

IERBES SENRE | MR EEREZRRITIREG
FERRRL.
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Most respected Companies (for their Marketing)
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AGENCIES COMMUNICATION & PR RIErRS(EERER AKX
Best Creative Campaigns (of the last 2 years) - Top 10
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ABOUTR3

OUR REASON FOR BEING

In a word, we are about performance. R3
(www.rthree.com) was set up in 2002

in response to an increasing need from
marketers to enhance their return on
marketing, media and agency invest-
ments, and to improve efficiency and
effectiveness.

We act as coach to marketers wanting to
play better.

OUR BACKGROUND

We’ve worked with more than one hun-
dred companies on global, regional and
local assignments to drive efficiency and
effectiveness.

We have talent based in US, Asia Pacific
and Europe and partners in LATAM and
Africa.

Through global work for Samsung, Co-
ca-Cola, JNJ, Visa, Unilever and others,
we have developed robust benchmarks
and process targets for more than 70
countries.

WHAT WE DO

Our core service offerings include propri-
etary processes and tools in the areas
of marketing investment and agency
relations.

HOW WE DO IT

We invest in the best talent, bringing in
senior leaders from marketing, agency
and analytic backgrounds.

Since 2002, we've interviewed more
than 2,000 marketers about their agency
relations.

Since 2006, we've spoken to more than
80,000 consumers in China’s top twenty
cities and continue to do so every three
months.

Each month we exclusively track over
500 agency new business wins.

We authored the book “China CMO”
about marketers in the world’s most
dynamic country. We maintain an on-
going database of media costs for key
markets.

We have co-developed software to meas-
ure agency and media performance.

RETURN ON AGENCIES

We help marketers find, pay and
keep the best possible agency
relationships - covering Creative,
Media, PR, Digital, Social, Perfor-
mance, Event, Promotions and
CRM.

We take the lead on improving the
Integration process through proprie-
tary software and consulting.

RETURN ON MEDIA

We offer professional analysis of
the media process, planning and
buying with proprietary benchmarks
and tools to set and measure per-
formance.

We conduct financial audits to vali-
date and benchmark transparency.

RETURN ON INVESTMENT

We review marketing data, structure
and processes to help benchmark
and drive improvement.

We track Digital Engagement in
China through a proprietary study in
China called EnSpire.
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ABOUT SCOPEN
5<F-SCOPEN

SCOPEN was founded in 1990 and is a leading
consulting firm in the field of Commercial Com-
munications with offices in 12 countries. We work
with marketers, agencies and media owners,
helping them to improve and create added value
within their relationships. AGENCY SCOPE has
been running in Europe for 40 years and since
2005 in China.

SCOPENBIIZF19905 , BRI EEIRIERS YA
P8, PEGEGEIKLI2MEFRMMX. SCOPENS
i, RIERMEARLESIE , FEMBMNBEXRSR |
BIEMIIMME. SHEBAARERUNEHE40FR
AR , 20055 NFREHT.
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Greg Paull &5% Goh Shu Fen £2#5%
Principal and Co-Founder Principal and Co-Founder
BEFRELSRIIRA BHEFBESEIMA
greg@rthree.com shufen@rthree.com
Asia Pacific I/ K
Beijing Jti® Shanghai Li&g Hong Kong &i&
A 1801, Chaowai SOHO, No.6 B Chaowai Room 4203, United Plaza, 1468 Nan Jing 23/F, One Island East 18 Westlands Road
Street, Chaoyang District, Beijing 100020,  Road West, Shanghai, 200040, China HongKong.

China

EREARXERSMKE 2,65 835FSOHO A
EE1801%=

T E3iE +8610 5900 4733

F {£E +8610 5900 4732

Singapore Frini

69A Tras Street, Singapore 079008
T EEIE +65 6221 1245

F{£HE +65 6221 1120

North America Jt3=

TR X R 1468SHIAKE
4203z

T EEIE +8621 6212 2310

F {£H +8621 6212 2327

Ho Chi Minh City #8758
8th Floor, 135A Pasteur, Ward 6, District
3, Ho Chi Minh City, Vietnam

TEEJE +84 6290 3336

Latin America H/3E

T E3iF +852 3750 7980

Europe B

New York %9

4th floor 57 W 57th Street New York,
NY 10019 U.S.A

TEEIE +1 646 416 8088

Social Media

Sao Paulo 3%
Rua Jerdénimo da Veiga,
428 - conjunto 21,

Sao Paulo, Brazil

TEEJE +55 11 3071 0678

London €34

No.3 Waterhouse Square,
138 Holborn EC1N 2SW

T EBiE +44 20 7998 9588

www.rthree.com
Website

f facebook.com/r3worldwide
Facebook

! SCOPEN |

Cesar Vacchiano

President & CEO
REFEFNTE

cvacchiano@scopen.com

weibo.com/r3china
Weibo

o linkedin.com/company/r3
LinkedIn

Madrid

Velazquez 24, 28001,
Madrid, Spain

T EE}E +34 917 021 113

twitter.com/R3WW
Twitter

.
%

‘ www.scopen.com

| SCOPEN |
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