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China PR Agency Scope 2017 is the fourth wave in an ongoing study to
garner a deeper understanding of the motivations and processes for
Public Relations in China. The data are compiled through a series of inter-
views with marketers who are the decision makers of some of the largest
companies in China. This study is a tool for taking action, providing an
analysis of trends in the ever-changing world of PR agency-client relation-
ships, as well as a deeper understanding of agency perception amongst
both current and prospective clients.
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We want to thank the participants for committing their time to making
this the most ambitious and comprehensive PR study in the world. We
believe that reports such as these help to bolster the transparency and
professionalism of marketing and public relations in China, and we aim
to continue to be global experts in improving marketing efficiency and
effectiveness through continual studies like this one.
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EXECUTIVE SUMMARY 175225

AN OVERVIEW OF KEY MARKETER-PR AGENCY TRENDS
i ESERRREE MR

m CHINESE MARKETERS DEMAND DIGITAL CAPABILITIES FROM PR AGENCIES.
PEHERERRENFARENNAKAER.

The “digital transformation” spreading throughout the marketing world has now
made its way to the relationships between marketers and their PR agencies in China.
In our 2015 study, we asserted that the “future of PR will likely be digitally-centric,”
and that is turning out to be a true prediction. This is the fourth wave of the study, but
the first one to reveal such dramatic outcomes in the area of digital capabilities. 59%
of marketers now rate ‘digital capabilities’ as a very important factor when selecting
a PR agency, up a staggering 55.5% from just 3.5% in the 2015 wave of the study.
This indicates that the massive shift in the marketing and advertising world has not
passed over the PR discipline.
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In addition, the study revealed that the top two biggest changes in the PR industry were
“focusing more on digital/social communications,” and the “transition from traditional

PR to digital PR,” according to the survey respondents. Despite this obvious industry-wide
shift to digital, 43% of marketers still believe that the best approach is to work with sepa-
rate PR and digital agencies to benefit for the core competencies of each, while 62.6% of
marketers think that PR agencies should be focused on increasing their digital capabili-
ties going forward.
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DIGITALIZATION BRINGS NEW CHALLENGES.
SREF R TRk

According to the marketers who participated in the study, the digitization of all information
has significantly changed the relationships between brands and their target audience.
The diffusion of brand information has accelerated, and business and communication
strategies have had to be altered to keep up. 20% of marketers agreed that one negative
impact of digitization on PR has been the challenge of controlling crisis communications,
while 14% assert that it is harder to evaluate the effectiveness of brand promotions when
everything is in real-time.
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CREATIVITY REMAINS AN IMPORTANT FACTOR.
BIFTRVEI A AR E,

In this wave of the study, creativity remained a key factor for marketers when shortlist-

ing agencies during the pitch process. 22% of marketers selected ‘innovative ideas and
effective creative’ as very important in agency selection, indicating that marketers believe
that the more advanced a PR agency is in breakthrough creativity and providing the right
content to the target audient, the more competitive they are during the agency selection.
The study also found that while 72% of marketers are satisfied with their current PR agen-
¢y, 33% would consider a pitch, citing a lack of creativity as their main reason.
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CRITERIA USED TO CREATE A SHORT LIST OF PR AGENCIES 356tk 23 KA IR R AV RE

Innovative idea / Effective creativity
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Good client service / Professional team / Proactive
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RRFE/ERRRE
Experienced in similar sector in China
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Multinational agency / global network
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Value for money
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CLIENT-AGENCY RELATIONSHIPS 2017: 232_ DATA IN %.
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INDUSTRY TREND: LINKING SOCIAL AND SALES.
1TSS « SRR IEFE AR E SRITHEER

In our 2015 wave of the study, just 35% of survey respondents claimed to use social

as a tool to drive sales promotions. In the most recent study, that number jumped up
to 47% as the industry has seen the importance of linking social and e-commerce
increase dramatically in the last two years. Some of the more “traditional” roles of so-
cial still remain important, such as generating buzz and enhancing brand awareness;
however, the role of social is likely to diversify even more in the next wave, becoming an
integrated part of linking marketing to actual business results.

it
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ALIBABA, DUREX LEAD AMONG MARKETERS.
FEEE. TEHRSCRHIE.

When asked to name the best peer marketer for their Public Relations approach in
China, the two most mentioned companies were tech giant Alibaba, followed by Durex,
who moved up from 5th place in the 2015 study. Other leaders in this category includ-
ed Chanel, Tencent and Nike.
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CLIENT-AGENCY RELATIONSHIPS 2015:215 AND 2017: 232 DATA IN % Average of mentions: 0.48
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EXTENDED SUMMARY AND BEST PRACTICE
BRI M ER{ESEE,

AGENCY PARTNERS, DOWN FROM 1.6 AGENCIES IN 2015.
MIHERIELSKRERXREIHELSY , 520155F/91.61
HEELRE R R

.l MARKETERS HAVE ON-GOING RELATIONSHIPS WITH AN AVERAGE OF 1.5 PR

According to the study, marketers are gradually working with fewer PR agencies. This finding aligns
with the overall market trend of moving towards greater integration. Marketers in China now work
with an average of 1.6 advertising agencies, 1.7 marketing service agencies, 2 digital agencies
and 1 media agency.
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NUMBER OF AGENCIES & IERSAYEE

Average number_of other agencies Average r\1umbeﬂr_of PR agencies
Ht IR E NERIEFEEHE
2014 @ 2016
25
99 23 18
20
17
15 1.6
15
12
11
Advertising  Marketing Service Digital Media 2013 2015 2017
Agencies Agencies Agencies Agencies
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CLIENT-AGENCY RELATIONSHIPS 2013: 212, 2015: 215. AND 2017: 232 DATA IN % AND AVERAGE.
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WHILE OTHER TYPES OF AGENCIES ARE APPOINTED FOR LONGER PERIODS OF TIME, PR
AGENCIES’ AVERAGE RELATIONSHIP LENGTH DECREASED FROM 2.9 YEARS IN 2015
102.5 YEARS IN 2017.

ShipESAEREMIEFSIFRIEAETHENRIER , MAOXREBH
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While other types of agencies’ (creative, marketing service and media) working periods have grown
to an average of 3.8 years, the length of PR agency relationships has decreased to 2.5 years, com-
pared to 2.9 years in 2015. This is seemingly a reversal of the trend between the 2013 and 2015
waves, which saw the relationship length increase to 2.9 years from 2.4. This year’s decrease

doesn’t necessarily mean that client-PR agency relationships are destabilizing, but rather that the
rapidity of digital transformation in the past two years has significantly altered both the role that PR
plays within an organization, and how organizations work with their PR agencies.

Digital transformation has impacted the connection between brands and their target audience. As

such, marketers acknowledge that they value agencies with more breakthrough creative thinking
and consumer-oriented content, which may or may not be coming from their PR agencies anymore.
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Average number of years for other agencies Average Number clf_Years for PR agencies
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2014 @ 2016
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Advertising ~ Marketing Service Digital Media 2013 2015 2017
Agencies Agencies Agencies Agencies
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CLIENT-AGENCY RELATIONSHIPS 2013: 212, 2015: 215. AND 2017: 232 DATA IN % AND AVERAGE.
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USE CLIENT-AGENCY EVALUATION TOOLS TO HELP IMPROVE AND STRENGTHEN PARTNERSHIPS.
EREFPSRERRRITN TERSENSSHINESERR,

Shorter marketer-agency working relationships defi-
nitely make building those relationships and strong
teams a challenge. There exists a simple formula:
client satisfaction = agency performance/ expecta-
tion. When unrealistic expectations are set from the
start, it comes as no surprise that client satisfaction
fails to reflect the true performance of the agency.
It is nearly always the expectation piece that is ne-
glected during agency performance assessments.
To avoid breakdowns and dissatisfaction issues,
having a clear channel to communicate expecta-
tions between client and agency is necessary.

Industry best practice shows that having an evalu-
ation tool to continuously monitor the client-agency
working relationship and health improves both the
strength of the relationship and the longevity of the
partnership.
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RIPLIELY | SEIIERR AR EEARRIELL.
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MOST MARKETERS ARE BROADLY SATISFIED WITH THEIR CURRENT PR AGENCIES PART-
NERS, BUT 33.2% ARE CONSIDERING A PITCH IN THE NEAR FUTURE DUE TO THEIR PR

AGENCIES LACK OF INNOVATIVE CREATIVITY.
REHHHERHEREESIEPRIAKNER |, (EXTRZIREHEIZRY
IR | BRI EZRERARIGRIFITLLR.

72.8% of marketers are currently happy with their PR agency relationship, yet due to a lack of inno-
vative creativity, 33.2% of marketers would still consider a pitch in the near future. Other factors in-
fluencing marketers to pitch are an unstable team and lack of professionalism (22.4%), decreased
quality in final delivery (18.5), lack of efficiency & effectiveness (16.8%), lack of digital capabilities

in PR communication (16.4%), and a lack of media resources (11.6%).

72 8% ERT T IEASFHIAXAEBREFE. BRTREIVEIEIEERE | 33.2%NMaENEEE
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FETIHA (18.5% ) . BRZMEABMME (16.8% ) . BRZHFAKEES (16.4% ) FIRNFFARE (11.6% ) .
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REASONS FOR CHANGING CURRENT PR AGENCIES Sl {EA XA IERSRIRER
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33.2 @ 2017

@ 2015

2013

224
20.7
185
16.8 164
I | | I II
Team/Professional Media Quality in Innovative Integrated Efficiency & Digital Capabilities

BEARISRE  R=EWAA  Resource Final Delivery Creativity Capability Effectiveness  in PR Communication

ENERAE FURTCEHETE BREIRSHIEIE RERAMARE — REEEERt REHFAXEEN

CLIENT-AGENCY RELATIONSHIPS 2013: 212, 2015: 215. AND 2017: 232 DATA IN % AND AVERAGE.

GOOD CLIENT SERVICE AND BREAKTHROUGH THINKING / CREATIVITY ARE AT THE TOP OF
THE LIST FOR MARKETERS' “IDEAL” AGENCY.
HiAEIRPREEREFMZESRAREL | RIFIIEFIRS |

SR AR/ Bl

Regarding marketers’ agency selection criteria, good client service and breakthrough thinking /
creativity top the list of key attributes marketers want in their ideal PR agency.

Compared with 2015, marketers added the expectation of a stable service team, while strong
strategic capability and good media relations maintained their importance. One interesting thing
to note: although strong EPR/digital capability doesn’t appear to be on top of the list for an ideal
PR agency, it doesn’t mean it’s less important. Rather, it reflects that marketers might currently be
considering other types of agencies to fill their digital communication needs.
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BEST PRACTICE £R{ESCE, :
INVEST N THE RELATIONSHIP
([EANEERXR

WORLDWIDE

The effort involved in choosing an agency is rela-
tively small compared to the effort required by both
marketer and agency team to nurture a long-lasting
and successful partnership. Key to a successful
client-agency relationship is clearly establishing
aligned and realistic goals and developing transpar-
ent and fair metrics on how these are measured.

In addition to the establishment of “evaluation
tools” to monitor the health of the agency rela-
tionship, another useful tool to foster a productive
working relationship is to establish clear and agreed
protocols on behavior and decision making, which
are monitored regularly to ensure continuous im-
provement.
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THE ROLE OF SOCIAL MEDIA IN PR COMMUNICATION HAS PLAYED A STRATEGIC AND
IMPORTANT ROLE TO FURTHER STIMULATE BRANDS' ROL.

R E LN KB E D EERRENERRE |

BN,
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Given the fact that the majority of marketers have realized the importance of social media, that

raised the question of how will it evolve in the future. It still fulfills the basic needs of generating
buzz, creating brand awareness (78.1%), building WOM and enhancing brand influence (71%), and
also integrates all communication messages, expands the communication platform (67.9%), social
listening and crisis management (54.7%), and discovers potential consumer needs (49%). As men-
tioned previously in the report, 47% of marketers already have higher expectations on how social
media can help improve sales. Compared with the 2015 study, there is less focus on supporting
the customer service experience.

LG TR HERRERT | BNFEXRTNRERER. BRTIHRIRANERTR , 10 | SIEIEEFRAmIE
WHIAIRVEE., MM OEFRT 0. BEERERLY XEETE. REEENREIEE. REEREER
FREF | BRHSNREFRERTNEIB ISR EHEEER, kR , mEN TSRS REIRSS
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THE ROLE OF YOUR SOCIAL MEDIA IN PR COMMUNICATIONS #+ AZ84ATE A AL HEFAVEREE

@ 2017 @ 2015

Generate buzz, create brand awareness and familiarity (R /6. 1%

SHEEE , BFAMREARFIREE 83.9%

Build word-of-mouth and enhance brand influence (NG 1.0%

RIREOE , ([EHmh 67.8%

Integrate all communication messages and .
expand the communication platform e . "
warmmes roamErs N  V

Social listening and crisis management (D /.
ISIRERNE, BIERE 62.200

Discover potential consumer need (NG /9.0%
RIEHBERERK 52.4%

Sales promotion (N /7.0%

HER

Support customer service experience (GG 3’ .9%
S ERS A 48.3%

CLIENT-AGENCY RELATIONSHIPS 2015 215 2017: 232. DATAIN %

65.2% OF MARKETERS SET UP KPIS FOR THEIR PR AGENCIES, WITH DIGITALLY-RELATED
KPIs SIGNIFICANTLY INCREASED.

ZIX65. 2% AR ERREE &Ishr | SEFHEXREZIER
BELT.

As has been done previously, marketers set up KPIs for their PR agencies, they tend to use
brand-related KPIs to measure the PR campaigns. Number of clippings (32.7%) continues to be the
first priority, followed by social talk on the brand (21.8%), growth of social media followers (15.8%),
and brand image improvement (15.8%).

In addition, effectiveness-related KPIs have been increasingly leveraged. PV/Click/Engagement,
sales growth and traffic change in-store / online store are the most mentioned. Among the men-
tions, the proportion of PV/Click/Engagement is over one fourth, which is much higher than was
seen in the last wave.

MFAAEEREREARENTIERN  TEEIERRAKESREEXIERER. B, RIEFES 2
RINRIERVEE (32.7% )  HEDIRXTRIENEICER (21.8% ) . MLLEEATEK (15.8% ) LIRMIEIRAT
't (15.8%) .
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MEASUREMENT ON PR CAMPAIGN PERFORMANCE & & A XSGR ANA R

’ MR/ mbR/aE

34.8N0

Sales growth

40 Traffic change in-store / online store

R AZY FEA TR

10 Company internal stakeholder feedback

NEINEEERBKARIR

(30%) Effectiveness Related

65.2 YES

(87%) Brand Related

Number of clipping 327

RNRIERIEE

Social talk on the brand _ 918
KT REESER :

Growth of social media followers

W EEAEEK _ 15.8

Brand image improvement _ 158
SRR :

CLIENT-AGENCY RELATIONSHIPS 2017- 232. DATA IN %.

BEST PRACTICE &%{ESCES, -

GET THE HIGHEST RETURN ON DIGITAL THROUGH MEDIA AUDITING.
BEFE T EL , AR RIER.

To maximize the return on digital, implementing a
media marketing process audit ensures effective
allocation of resources. This is where third party
consultants can leverage their cross-industry expe-
rience to compare the digital media of marketers
against industry benchmarks on strategy, commu-

nication, execution, collaboration, and media costs.

Only then can marketers pinpoint areas in need of
improvement so that their digital media strategy is
positioned to reach its maximum potential.

AT IRFHFEAREHIREEIRE | HIAERRAN
TIRSFENEHEIS NN |, MEFENEHTA
ERpX—BRR M T RIFFURIEIIRIE. $5=774518
REFEFENBTUEIE R AEE | 8855558

M ENSFEHERRAGIE. SNEBRDE. R
HAT. GIEREEHRBINTE SR N IR TIEXS.

Xtf , TAEREENTHEAES CRRAZE BN,
RERHIRIBESSE. SENNMERSN TS
SHIKFUARSREBNGERERS R HLTH |,
MMEEE B RS ST E R BT RS,

IMPROVING THE EFFECTIVENESS
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THE IMPACT OF THE DIGITALIZATION OF INFORMATION HAS CHANGED THE RELATIONSHIP
BETWEEN THE BRAND AND ITS TARGET AUDIENCE.
SEHFURA T mESEIRARIRER | RITEHEREI SR,

In this age of digital transformation, the diffusion of all brand information has accelerated dra-
matically (28.1%), changing the business model and communication strategy (16.5%), and also
creating higher expectations of brand presence on various communication channels (14.4%).
Encouragingly, digitalization also creates more opportunities and possibilities (10.1%), so that both
marketers and their agency can be more aware of consumer behavior changes, and can therefore
generate more direct and faster engagement with the target audience (9.4%).

MIAENAEREFUHTRT —LRRIIE , BERMEEIERENR. $FHEENE T gl SEXeE

R, RERBRENEEE T ERSNER. FREFUEIETESIN SIS, Bt , maEMENERRE
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POSITIVE IMPACT BY THE DIGITALIZATION OF ALL INFORMATION (S 2 =4 RV EmE /I

Diffusion of brand communication accelerated dramatically O
MM EBEEIIR

Digitalization is changing the business model and _ 165
communication strategy 2 LIAR 3 T S EAADERE Z

Higher expectation of brand presence at various

communication channels isER&EW, EEswares=ar=:. IIIITIGEGEGEGEED 1/
RMERAZS, AR DR GERES)

Create more opportunities and possibilities GO 01
BIETESH SRRl :

More sensitive on consumer behavior changes, therefore
create more direct & faster engagement with target audience _ 94
_ EEGRIEIEEEETM, y
TS RIS B IR A B B B IRIREL

Impact the changing of consumer behavior G 0
T EIRABERIIE ;

More precisely captured target audience behavior G 35
based on the big data EFAHIEEEEEMHA NI EIRARE ;

Reinforced ROI of brand campaign
ExiappEs ey 29

Increasing demands on brand content, to be more
connected with consumer and more differentiating B 29
TR TEAT, LEIFABEASRIESREESIL

No big impact
IR ABAE - 22

CLIENT-AGENCY RELATIONSHIPS 2017: 232. DATA IN %.
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Meanwhile, the effect on crisis management has been negative, with it much easier to lose control
(20.4%) and have negative information spread faster (16.3%). With such rapid fragmentation, it
has also become harder to evaluate the actual brand promotion effectiveness on digital/social
platforms (sales conversion) (14.3%).

M, (ERHFHE—ERTIG. BHEENEEIIR. REESEEEER. SHUNHFFaSEHLLTEEHE

EHREREFRAETIZERR T ORI, WAERELREINEEIREREFEINERE , BFEQX
LA RIRR,

NEGATIVE IMPACT BY THE DIGITALIZATION OF ALL INFORMATION {SE3={tAIamS/ g

Grism AR Wil B e 0se SO . . Y
B SRR

Reganv infarmeation Spreasis Hofe guickl) N
s S EEER :
Hard to evaluate the actual brand promotion

effectiveness on digital / social platforms S (3
(sales conversion) Z

SEUNBFYS AT EEEINERE

Hard to verify the authenticity of information

B asy IS 10.2
Difficult to keep up the changes and make
adjustments accordingly (responsibility, talents, 102
cost, innovation) ZE{L AR |, 1RMERET RIS 0.
(XM ITER. EUARSIN , LBESE)

Fragmentation of information, hard to focus [
EFERER ;

Too many challenges at one time.
KZike , s . 1

Brand message updating too quickly.

ClEEREREEE , NaRe s T 8

Harder to find the right audience
KELUEIE FHir Az . 20

CLIENT-AGENCY RELATIONSHIPS 2017- 232 DATA IN %.

MARKETERS EXPECT PR AGENCIES T0 FOCUS MORE ON DIGITAL TRANSFORMATION.
ARAEEFEEINENEEFERIEE

Until PR agencies can offer truly integrated services, 43.2% of marketers said they would work sep-
arately with the PR agency and another Digital/Social agency, and get the core competencies from
both agencies, or to get their current PR agency to work in collaboration with another Digital/Social
agency (25.2%). Only 24.5% of marketers suggested having their current PR agency establish a
digital division, while 7.1% of marketers plan to have their service team in their current PR agency
reloaded with digital professionals.

FEAXNIERRBHEIEREESEIRS ZAT | 43. 2% NMiHED AIEAKREFIIHFENRERMETE , FFNRR
BHETK. FIS25. 2% EREIENENA XA EE S5 —REFENREEHTEIE. 5824.5%05E
ENGLEMENARXNEREFEME ], FHTRESMEIIE. 7.1%MNminER B NG A X ER R
ARSSEBA . IMAHFEHNHENEWAR.
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ATRULY INTEGRATED PR AGENCY WITH DIGITAL CAPABILITIES WOULD FULFILL GROWING
DEMANDS AND WIN OVER THE MARKET.
5| F U B S EFEEN A EREREESHIHENRE.

Looking to the future, it is clear that digitalization in PR communications is still evolving. For both
marketer and agency, rapid adaption to the developing environment and consumer needs (18.9%)
has become critical. Marketers have higher expectations for PR agencies’ breakthrough creativity
at PR deliverables, especially with digital offerings (15%). Meanwhile, PR agencies need to be pro-
active at providing insightful suggestions as to improving brand preference, and in addition, sales
performance (14.4%).

LFNRERK , A UEBDEFTNAKTIL, WFiaERAERNRR , REENEHMRRCHRERRE
ZHERK (18.9% ) ZHIMMNLERR. TTEESNEG  FEAERREMORTERAX  EASHEHRMN
SIS | RIS UIRSS O E (15% ) |, EIRSREBEREERMAR , REMIFRE  RIEHHEE (144%) .

BEST PRACTICE BR{=3CE :
BUILD THE BEST AGENCY TEAM THROUGH COLLABORATION.
BEREFD | RRIERIEERA.

XFHIZER , 7895 T HECERIVEEA. KL
FIFEEE , RABFNEIEMREHEETCER
BIRIBASRIAITRY. ERTHSRHEAE ARG | AKX
RERRIZESENAINIIRIT, FELE , T HBRAX
RERESLREDNMIZE | MEEHEIRESRINER
AR TIEEERER,

It is a good rule of thumb for marketers to do their
due diligence on PR agency offerings as well as the
agency team. In the midst of a fragmented media
space with unlimited channels for communication,
it is expected that PR agencies develop specialties
in different areas. With stronger knowledge about
the capabilities of PR agencies, marketers have a
far better chance of finding the best fit agency to
execute a communications strategy.

Independent third party consultation can help
marketers to find an agency with the right fit — or to
assemble a team of agencies to leverage different
areas of specialization. With a real-time knowledge
base of various agency offerings, including their
specialties and agency team, third party consul-
tants can facilitate marketers to better identify,
evaluate, and position agencies to best meet their
needs.

ITRIB =TT RN BIREB R BT E S EIRERE
FICEWHNIER | BRRESREBEHITE ]
SRINEE. B=3EATREFENRRSTIL
AR, sETERER T REBRSET R, TlEEn.
RAFIEBAERAE |, FEEITIATEERIRE, TEFIERL
BETS TR B M SRR RAI A KR,

LOCAL AND BOUTIQUE PR AGENCIES ARE ALREADY GAINING THE COMPETITIVE

ADVANTAGE.

ARAERREARMTBENERH B EEF T EATBR AR ER P EE,

Based on actual agency performance from this study, boutique local PR agencies have already
overtaken multinationals in several key areas. Although the multinationals still lead in good inter-
national networks (68.1%), having good relations with the media (75.8%); and marketers paying
more attention to senior management getting involved in the account (79.4%), the local agencies
have pulled ahead in being up-to-date with the trends and agile in applying new media and chan-
nels (59.6%); their ideas are executable and relevant to consumers (50.4%); and they are capable
of digital solutions (58%).
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RELRAERSSREADT | NIENFTERARAERCEEAKI T FFHEENS. HRTRERF
EFRHERILS (68.1% ) LARSIENRISRIFRER (75.8% ) NERAKXNER , maENTALAERNHEE
B BREEEARSSIEFRST (794% ) ; RIRER , ERERHEATRE (59.6%) ;
IBEESTHITY | LAEBELRER (504% ) ; BEERMHEFURRSE (58% ) .

BEST PRACTICE & {ESCE :

CULTIVATE COMPREHENSIVE CAPABILITIES IN LOCAL TALENT.
EEAR T AT GELEFITL,

Apart from multinational agencies, a large number
of local agencies are coming out to fight for a piece
of the pie. For these small local agencies, their
ability to adapt quickly to the ever-changing industry
serves as a home-field advantage in a market in
which most global agencies are not as nimble to
opportunity as their local counterparts. China is
home to over 44,500 local agencies, all fighting

for market share. Today, every company has a local
agency somewhere in their portfolio, driving more
and more pressure on speed and cost to market.
The pressing need for local insight is apparent — but
local talent in of itself is not enough. To meet the
communications needs of their clients, PR agencies
must be able to provide a comprehensive service
offering and effective tools to articulate local insight
in the right way.

SEREBGCRIFERR , AXREFEEAT
—RNERSRITHRARING S, (BRUEXNEHR
TR ETR , XEAEERIA AR RN
HEMAIRNIEES] , FMHBENERME. M52
R, KEBDHER BN A St EX i Thin
Sel. FER—MABEEIE44,500RALAEERY
3% , FTE A#BIBR FReit S ENE S HITIB L.

SX AR SE D —RATHIERHT
aff. AR ENALHERRIRERETSD
B, Efia EFA T AAREHRE. AT EF
RETZEREERE | AXRCERLREEBR
—ERASIIRS. BV TRERRE A RN
TERRIEIR.
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UNIVERSE
FRREAR

Our Universe comprises all senior marketers who are responsible for PR
marketing and brand communication in China. Their companies must

be currently working with at least one PR agency in China. Those senior
marketers interviewed in each company had to be involved in the deci-
sion-making process for selecting agencies and approving the work of
their agencies. They also had to interact with PR agencies on an on-going
basis. In addition to R3’s own databases, leading PR agencies in China
were asked for a list of their most important clients, who were collectively
approached by our interviewers.

FRARBIREE TEFERELAXREENRISMERNZRHIEEREAR. BIIFFEN
AFENELES—FETENAKNEFLTEERR. BRATDNZIDARYRE
REF | BEBEESSHEURZENEFNIE. B, S5 KNERHT
BiFE. BTSRRI , BRI XCER R T NEESH
B8, BAIE T XEEFPS5HAMEK.

SAMPLE
TN EN

155 individuals working in 138 companies with 232 client-agency (PR)
relationships analysed. In addition to individuals in marketing depart-
ments of client companies, we also interviewed the following profes-
sionals to complete the study: agency professionals (62 individuals) and
trade press editors (11 individuals).

HE=H138RABMILSSUBFRI232MER-ARHERXRHITON. BRTER
REMTHAEHERR] , FIERGTUTEWATLIBRARAEEN | AEERIC
(62N) , fllZE5REE (11A) .
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TYPE OF INTERVIEW

A Y N >

TR

Senior Marketers or Senior Directors did online and phone/face-to-face

interviews. On-line interviews were conducted with agency professionals
and trade press editors.

HNRRNIA SRR EERRERTTREZ L LIRS EE + BiE/ENETRAIAZ
17, LLRSEERHNTRBEWAR  RERECRITIRERE.

INTERVIEWS AND RELATIONSHIPS 15k &= 5K &

# INTERVIEWS iTik=

Marketers Interviewed =iz 2013 2015 2017
Marketers on PR agencies FpEFPS5AXREFXR 132 143 155

# RELATIONSHIPS ¥(Z#H=

Client-Agencies Relationships Analysed ZF SKEBREER D 2013 2015 2017
Marketers on PR agencies SRR SAXREFER 212 215 232

# INTERVIEWS i5ikE

Other Professionals Interviewed Efts5ZisaIEI A+ 2013 2015 2017
Senior Professionals working in PR agencies &g AF*RIEFEW AL 80 69 62
Trade Editors on PR Agencies 1T\ R mIET A X RIBENE X 12 12 da:

Procurement EHgEA S
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CHINA PR AGENCY SCOPE
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CITY LOCATION
SIhEX S
52.3% of the interviews were conducted in Shanghai (15.2 perceptual points increase compared with 2015);

Beijing represents 34.8% and the rest of the interviews were conducted in Guangdong (7.1%) or in other
regions in China (5.8%).

52.3% MIFREAE LISHT (S5201560E , BTS20 ) . 34.8%E0HIEILTAIT , 7.1%FE 4
5 8% EER Rl

2013 2015 2017

d 9 =

+15.2 PP.

@ Shanghai L8 ® Beijing b= @ Guangdong |7 Other Region H'E

CLIENT-AGENCY RELATIONSHIPS 2013: 212, 2015: 215. AND 2017: 232_ DATA IN %.

TYPE OF COMPANY
B Nt

Most of our interviewees were from multinational companies (69.7%). The number of multinational compa-
nies has increased by 11 perceptual points compared with 2 years ago. The number of locally owned compa-
nies in the sample is very similar to 2015. The number of state-owned companies has have been reduced.

ZHIIZIERBTEREM (69.7%)  SHERREREUVAIHERZRT1IIMR, BRAEEAIZEER
5201558, EERIARTED.

2013 2015 2017

O0C

+11PP.

@ Multinational EFREII @ Locally Owned ERALTR @ State Owned EEE(7

CLIENT-AGENCY RELATIONSHIPS 2013: 212, 2015 215. AND 2017: 232 DATAIN %.

www.rthree.com
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=7 —
AR
POSITION ER {7 2013 2015 2017
President, CEO, CMO, GM
BE , BEHNTE  BFEHEE  BEE 5.3 5.6 4.5
PR / Media Relations Director
S LSS S . G- L
PR / Media Relations Manager
IS IES oz 238 135 alb
Brand / Communication Director
mRh s 1.5 &2 ¢l
Brand / Communication Manager
o fhirm 12.9 11.2 14.2
o Lradtar 18.2 16.8 103
Fl\g%g%ng Gl 12.9 7.0 14.2
Other
HEe 16.7 9.1 3.9
ROLE BR{x/ 2013 2015 2017
Director & Above
RIERBIELLE 28.0 45.5 36.1
Middle Management
P ) 72.0 54.5 63.9
GENDER 143 2013 2015 2017
Male 5= N/A N/A 30.3
Female &z N/A N/A 69.7
TENURE tavernce venrs) {EHA (ses) 2013 2015 2017
Current Position ZgiER{z N/A N/A 4.02

Current Company £z SHEER N/A N/A B.75

CLIENT-AGENCY RELATIONSHIPS 2013: 212, 20157 215. AND 2017: 232. DATA IN %.
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GREG PAULL
PRINCIPAL & CO-FOUNDER =%%

Originally from Australia, Greg spent the first 20 years of his career on
both the marketer and agency sides in the US, Europe and Asia Pacific. In
2002, he co-founded R3: a global independent consultancy to CMOs on
improving the efficiency and effectiveness of marketers and their agen-
cies. R3 has since expanded to manage global relationships with Unile-
ver, Samsung, Pfizer, Coca-Cola, Visa and JNJ. Greg recently co-authored
“China CMO,” a detailed analysis of marketing in the Middle Kingdom.

SRERAFT SRS BIRATERNSE— N 20F i 7 IOt XA SEMAERS.
BENSFERRAMBEGRIAI T AR SRS X—TaHER—
ERX—RIMRE M SHSREIN TH=F. GREIORERSENRE 7 RS
TlAMEX , AEEEETT, Bl B, MIEEEERERNSREFRME
hEAM:. &8, FIMR. AR, DA, EUAMFISEEMXAIRRTTER. FRIE
NEHHESKMTIIERE=RENEEER | (FHHIRECHmEITIERR.

SHUFEN GOH
PRINCIPAL & CO-FOUNDER =%%

ShuFen Goh is the co-founder and Principal of R3. With over two decades
of experience in the creative industry and with corporate brands, she is

a pioneer in advancing the practice of marketing effectiveness through
optimization of agency partnerships and measurement, working with
companies such as Coca-Cola, Johnson & Johnson, Unilever, Visa and
MasterCard. ShuFen also serves as the President of the Institute of Ad-
vertising Singapore, chairperson of the regional APPIES awards, and sits
on several boards including Singapore National Gallery, Design Master-
plan Committee and the MasterCard Digital & E-Commerce Advisory.

2002%F | S SEMABREHRECSM="F. FIZE, WESEEREE , SX%
TERREREREFGIE. MI20S5EE) , tSATHAR , BRERIEMEDEF2IK
MEZmEETE, RETHE, MHERMNERSENSSEER. FEMNFRHBLEAR
ROV RISt ERIS T LB SRk RSV SRR DS —ER, (EEREAE

I EERER R B ST AR E T DR R IR EEHL S, Ei=,
RS THIEMZS. BERAEELRVisaSERNLERRERRINE. HEEDD
EHCIFEREIBHS EREER |, EIRZ RIEIE(EAPPIES] SRR EFEF
MRS SHRRIER  ERMEeERhFER. 5T WEEN TR
EAFIRIEFF.



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.

HSBC <»

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.

[:I_IENTS We are retained by eight of the top twenty marketers — covering 60+ markets on six continents.
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CONTACT US B &=%:41)

NORTH AMERICA Jt== LATIN AMERICA $72= EUROPE &
New York %Y Sao Paolo Z{RE London {83

57 W 57th Street, 4th floor
New York, NY 10019

USA

T EBiE: +1 646 416 8088

ASIA PACIFIC ¥ 2K

Rua Jerdnimo da Veiga, 428
- conjunto 21 Sao Paulo,
Brazil

T H3iE: +55 11 3071 0678

Waterhouse Square, 138
Holborn, ECAN 2SW
TEBiF: +44 20 7998 9588

Madrid =8
Velazquez 24 3 izd Madrid
28001

T E3iE: +34 91 702 1113

Beijing L3R

A 1801, Chaowai SOHO,
No.6 B Chaowai Street,
Chaoyang District,

Beijing 100020, China
FEXEINKE 265
EASNSOHO AEE1801Z=

T EBiF: +8610 5900 4733
F{&&E: +8610 5900 4732

Singapore FriNig
69A Tras Street,
Singapore 079008

T H3iF: +65 6221 1245
F{£H: +65 6221 1120

SOCIAL MEDIA E/5 S

Shanghai &

Room 4203,

United Plaza,

1468 Nan Jing Road West,
Shanghai, 200040, China
L XFEmaK1468S
FFRAAE4203%=

T EBiF: +8621 6212 2310
F{&H: +8621 6212 2327

Ho Chi Minh City #8788
Floor 3, 25A Mai Thi Luu Street,

Da Kao Ward,

District 1, HCM City, Vietnam

T EBiE: +84 08 6290 3336

Hong Kong &
23/F, One Island East

18 Westlands Road
HongKong.

T E8iE: +852 3750 7980

’ www.rthree.com
Website

.I: facebook.com/r3worldwide
Facebook

weibo.com/r3china
Weibo

o linkedin.com/company/r3

N inkedin

y twitter.com/R3WW

Twitter
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