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PREFACE
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2019 China PR Scope is the fifth wave
in an ongoing study with the goal of
garnering a deeper understanding of
the motivations and processes involved
in public relations in China. The data
was collected through a series of
interviews with senior marketers who
serve as decision-makers of some of
the largest companies in China.

This study is a tool for taking action. It
provides an analysis of trends in the
ever-changing world of PR agency-client
relationships, and brings clarity to
agency perceptions amongst current
and prospective clients.

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
such ongoing studies and analysis.
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CHINA PR AGENCY SCOPE
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EXECUTIVE SUMMARY
WITE%E

These key words represent the trends, needs, concerns, and challenges of
both marketers and agency professionals identified during our study.
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

DIGITAL DEMANDS A BROADER SCOPE AND
GREATER RESPONSIBILITY

G E R T HIgERAXNIER
HYT{EERGE

Digital/social’s impact on PR goes beyond use of media and communication.
It has required a re-evaluation of brands’ internal structures, marketer
responsibilities and the scope of work for PR agencies.

In addition to the traditional PR responsibilities of brand communication and
public affairs, more than half of the interviewees are in charge of social

communications, event/BTL marketing, advertising, and digital marketing,
with one-third of that group involved in media planning and buying. This
shows that PR responsibility on the client side has been extended and is
more complex. In addition, over 40% of the PR agencies are now in charge of
KOL management and social-related work as well as traditional PR services.
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POSITION OF INTERVIEWEE
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Brand Communications GGG S5 S
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Public Affairs I S22
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Social Communications G 5.6
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Event/BTL Marketing IE——S /C.7
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Advertising G /5.4
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Digital Marketing G / /.7
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PR AGENCIES ARE IN COMPETITION
WITH MEDIA RELATIONS FOR TOP
RESOURCES
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Content/creativity development and media relationship
building and maintenance are the key strengths of a PR
agency. While there are many available resources in the
market, only a very limited number are of high quality, with
enormous competition from various types of agencies and
clients.

A PR agency should utilize its strength in media relationship
maintenance to secure its access to different types of
resources, thus demonstrating their ability to achieve
greater integration effectiveness in media and communication.
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

SUCCESS LIES IN DEEP INSIGHTS AND BETTER
BRAND TONALITY
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Marketers think that successful communication requires deep insights into
consumers and channels/media and better integration of brand tonality and
creative/content. As a result, PR agencies need to enhance their capability in
communications strategy and creativity, and maintain specialization in their initial
area of PR expertise, all while developing a breakthrough communication model
that will allow them to utilize different platforms to achieve

communication objectives.
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POSITION OF THE INTERVIEWEE
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High linkage with the product in a smart way and in [ N N R E R | 7.5

line with brand tone
EEREEAESEINES  FRXEES

Target audience accurately, dig deeply for their [ NRNRNRNRNEEED (5.5

insight and resonate with consumers
BEEMERAR  RESERE , 5IREHEHS

SR

Strategy

Perfect point for content creation and original ideas | D 0.3
WEIANRITY |, SIEAE#H

>
:é WE Breakthrough idea and creativity D (0.3
@ SRIMERIIEIE S
(&)
Utilize the latest technology [N 3.5
FURRTERA

Choose the right and suitable communication [ 123

channels & co-branding
ERESNTEHITER , BRAE

Make full use of celebrity/KOL resource, push the [ 10.5
fan economy
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Resource

Leverage data effectively [D 3.5
BREAAHE

Together with eCommerce platform to realize the I 15.8

sale conversion
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(S Good execution performance for the activity and [ 8.8
s = event
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Effective interaction with consumers D 5.3
S5E&EFEFRNER

Note: Marketers interviewed 2019 (152 - 95 DK/NA), O/E Question. Data in % and Mentions.
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ROI IS KING, BUT EVALUATION STANDARDS

STILL LACK ROl
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Marketers have begun to focus more
on the ROI of PR communications,
especially on the effectiveness,
evaluation, and need for data.

Data collection and analysis improve
communication efficiency in several
ways. Population subdivision and
accurate delivery enable marketers
to develop targeted creative and
content. Database integration and
tracking also support improved anal-
ysis and evaluation of the effects of
communication.

It should be kept in mind that
measuring the effectiveness of
various communication approaches
might not entirely rely on data
analysis, and the accuracy and
transparency of current evaluation
methods are still in question. There
is also a lack of an evaluation
standard for quality.
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

LEADERSHIP WILL BE BUILT ON OVERSIGHT ON OVERALL
COMMUNICATION STRATEGIES & STRENGTHS IN
CROSS-MEDIA PLATFORMS

IS AXSSHAIIRZEM,
SZEBIFEERE, 8BS EBINSEN

PR agencies will have to face the threat of replacement by other agencies. Most marketers still recognize
the competitive advantages of PR agencies in the current digitalized communication environment, as
many think that a PR agency, with its deeper understanding of corporate/brand and lack of limitation
by media type, can consider the overall communication strategy and media integration from a broader
POV.
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STRENGTH FOR PR AGENCIES
AXNIERERIALE

Good at written communication and control of the direction and quality of content I 3.7
BEREENES/NERE , EFNERLSESRE

Media relationship maintenance and cooperation I 173
PRIRR B/ P R

Deeper understanding of corporate and brand-building to better control communication IEEEEEG——S 1.5
R B ERAIE R S SR

Rich media resource and integration capability D 1.8
BARRFERERIEAEEN

Consideration from a more comprehensive POV, with clear logic I ©.2
SAtRE , NeBNRERE , BiBIEEN

Provide strategic thinking from overall communication angle, without media restrain I ©.2
RMIRIRE , NEIMEBR AR L RIS

Highly professional £l E= I 79

Professional in dealing and interacting with all types of media (including social) IS 5.9
QhER/ RIS RSN ( SHEZIRIR)RIT Wt

Better relationship and resource with KOL KOLA*<Z K &R+ D 5.3

Better event planning and execution capability IS 5.3
BERFBHENL SR TRE

Traditional PR expertise (including press release) D 4.6
EHRARNE RS ( BEHERAHRS

Crisis PR management /#1225 D 4.6
Content marketing ability REE548E0 D 4.6
Content and quality control towards media and KOLs X8 KOLF=H R ZS AT D 3.9

Strong in content integration; able to smoothly embed product messages Il 3.3
TERDES | fEEFE RN

Experience and resource in our specific area 1742 % 5%& /4042 D 3.3

Good at maximized small budget effects through precision targeting Il 2.6
ETEIBERBIAMNMEXR

Connection Afk I 2.6
Government relationships B/ff*<z B 2.0
Corporate PR 105 Il 2.0
Celebrity resources BAE%E D 1.3



EXTENDED SUMMARY AND BEST PRACTICE
BRI R R {EE

PR BUDGETS ARE INCREASING WITH DIGITAL AND
1 ) NEW MEDIA SCOPE
ERAEHIES L R S I IR I B R T A%
HOTRERE]

In terms of trends in PR communication, there were some internal organizational or
responsibility changes in almost 40% of the interviewee’s companies. More brands
chose to increase digital or new media-related scope or talent within their PR teams;
few chose to reduce PR work scope and move digital-related scope (KOL/social
media) into marketing, or divided their PR teams into separate business units to
handle their digital marketing with a specific KPI set. Changes in PR budgets were
related to the structural and functional changes within the marketers’ companies.
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PR BUDGET 2~ xt&

AVERAGE DECREASED AVERAGE DECREASED
2 1 % SEIR > 1 75% AR

. No Change in Budget
FREARZE

. Budget Increased
FREIENN

. Budget Decreased
RERD

In the past year, the average PR budget rose by 38%. This is mainly due to the
increasing needs for new media and PR digital/social operations. 10% of marketers’
PR media budget was reduced because they separated digital needs from PR and
moved them into the marketing department. That being the case, they had a lower
budget for traditional PR.
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

KOL AND CELEBRITY ENDORSEMENTS ARE
PREFERRED OVER NEWS AND EDITORIALS, THOUGH
EVALUATI[IN CRITERIA REMAINS UNCLEAR
%%ﬁ RBZTTE, (ERENIERME
WMﬂ%ﬁﬁ%ﬂEo

Six common communication approaches were examined in this study. The
preferred approach is still KOL Content and Events, whilst Official Account
Contents and News/Editorials are considered to be less effective or interviewees
were indifferent to them. Some of the interviewees noticed that Celebrity
Endorsement and Sponsorship/IP also received a great deal of attention, with
more marketers rating them as very effective.

1%*%‘%E’\J’A%‘?}ﬁiﬁﬁﬁﬁwké%ﬁﬁﬁﬁo LSERME | ERKIBRKOEX R & T iES
B BN E)/ iSRS HINRIR. BRI |, BRE/RSAREER BN/
P$A1’Eff§‘tﬁ'é$5§$&1iﬁim MES EREME’J{%‘%?&

EFFECTIVENESS OF COMMUNICATION APPROACH
EEARERHE

In terms of your experience with brand communication effectiveness, which of the
following communication approach makes more impact on consumers?

MESMERIAKERENMS | BREUATEE LU ERE F T IBRIRER A ?

KOL CONTENT EVENT/ROADSHOW/ CELEBRITY ENDORSER

KOLitEsZ POP-UP STORE BENSAEE

£ AR/ BRI RINTS 9105

Very Effective
ERIRAE
7893
Good Effects
R
5-653
Indifferent
R
344>
Less Effective

x&%ﬂxﬁ
SPONSORSHIP/IP/ OFFICIAL ACCOUNT CONTENT NEWS / EDITORIAL @ 2%

IMPLANTATION B BRIERX FiE)/4RiBR S Not Effective
RN/ IP/FEEN WERRE

Note: Marketers interviewed 2019 (152), data in %
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Not all approaches can be evaluated with data. Half of the marketers judge their
effectiveness through market feedback and internal assessments. Currently, two-
thirds of interviewees are not using data to evaluate the communication effects of
Celebrity Endorsements and IP/Sponsorship. These are services they expect their
PR agency to provide, especially in evaluating the efficiency of actual conversion.

PAM . FAA BT BRI T RERR ST SRR A AN, BRERFIEE —FEERE™
BEMRSEBEINHRRIREEBRE. Brif2/3L LRZhE T EAERAERTEBE/R
SARIP/ZEIENAIEREER | TXEBOAIESIRz B2 I AKX IR REBIRAATY |, 15
BIREMAIAGESCRRAE (R L.

EVALUATION OF COMMUNICATION APPROACH
EEA R RIT

@ Did you use any data to evaluate its effectiveness or help to make the decision?
B REIE AR LSBT RS R IR R ?

KOL CONTENT EVENT/ROADSHOW/ CELEBRITY ENDORSER
KOLitsz POP-UP STORE 2SS AHEE
RN/ IRE/ R
NS

SPONSORSHIP/IP/ OFFICIAL ACCOUNT CONTENT NEWS / EDITORIAL @
IMPLANTATION BB EY #iE R R
#ED/IPHE @

Note: Marketers interviewed 2019 (152), data in %
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

ESTABLISH EFFECTIVE EVALUATION WITH
SYSTEMATIC PERFORMANCE MEASUREMENT
AND BRAND ASSET MANAGEMENT
&IEEE: 1BERFUCRIRIMNE
&MEAFEE,E4%ER=&
EiLEPNER R ESED R $

As the entertainment market is becoming more dynamic, providing
brands with more opportunities to invest, measuring effectiveness
and evaluating ROl becomes more challenging as there is no
established standard for these communication equities. Marketers
need to turn the tactic of riding a hot trend into a more strategic

approach to form stable brand connections with target audiences.

This is where third-party consultants can utilize their expertise to
establish an evaluation system that organizes relevant assessment
criteria, which in turn, helps marketers make judgments based on
a complete information matrix.

BEERRTHIZANEIMER | MREERFREHE LRRARNS | GBS
XEDRARIRRAMEE BB, EAXPOIEEREERBINE |
i EREEF ARSI N BRI BEIIRREHRE | LMET
kRS BN AR Z B R E NS EIRIBRES.
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GREATER INSIGHT IS THE KEY WINNING POINT FOR
CONTENT MARKETING

i ENABTTHAI XK ETHEEARRY
HrVSESS, ﬁﬂi%ﬁi&?ilﬁlgo

The winning key point of content marketing lies in an in-depth understanding of
consumers and the control of brand emphasis and strategy. The fragmented way
that consumers receive messages has led to decentralized attention and rapidly
changing behaviors. Formats are more diversified, as are the requirements of
content and engagement. Due caution should be exercised when brands are
choosing which social target audience group or hot topic to associate their
product(s).

RENE. ATEEFRE  BRimBENXRERAMETRBHITN | MERTEGIAMRIRME
BESKSBEREERTTERS, FLt , MTERERNEFRS T REETSRIBNERE | 2
REEHBMEEXE, A, BEREEEREER. TRNDE. IRZNR , EAT
RN BN LEESHNENSERK , RIEESHRARRIGERESER/ARINEE LhRE
IES =R

WINNING POINTS IN CONTENT MARKETING
REEHFIMEXE

Content that resonates with consumers and triggers interaction GGG (0.7
ABSHBETERE | 5IRHLSHE

Understand consumers; deep dive into gaining insights and pain-points IS (5.1
HRHEE | R\EERRIES

Precise positioning of TA IS 4.5
ELAN:: N

Understand brand totality; think strategically to develop content EE—GGEEEEEEEE /.5
THREEEY , ARERKES

The selection of topics and platforms GG (3.8
RGBT AN0IEE

Outstanding creativity and new ideas GGG 118
HERENEDFIFERARE

Eye-catching, innovative ideas IEEEEG—_—_—————————— ©.>
%5 (ARER. FrEEE

The content key point is meaningful and easy to read IS 5.3
RBHINR , SZBY , BTHE

Choose the right content development team IS 3.9
HEERAERAEENFEA

Can generate conversion towards sales S 3.3
BB IHEFESRIER

Effective execution of the content ideas S 2.6
BB IEEROESE IR

Ability to tell a story that is subtle yet clear S 2.6
SIS | R, BT EEREER

DK/NA I © .9
THNE/FTEE

05 10 15 20

Note: Marketers interviewed 2019 (152), data in %
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

THE NUMBER OF PR AGENCIES HAS DECREASED,
THOUGH RELATIONSHIPS ARE LASTING LONGER
SWERIELL, HIaESAKNERSE
=R, BESEIKEBEEN,

Marketers are gradually working with fewer PR agencies. In China, they work with

an average of 1.9 advertising agencies, 2 digital agencies, 2 marketing service
agencies and 1.2 media agencies.

HRF , BERHGZENIEAKERXEYEZF ME. Bal , Hi5ETF951.958)

BIOEfES. 2xEFEENER. 2RET/MERRSAERNL 2REMCERETE
1.

NUMBER OF AGENCIES
SIEPRIERFEE
AVERAGE NUMBER OF OTHER AGENCIES AVERAGE NUMBER OF PR AGENCIES
Hitt(CIERFIHE AR IERFIHE
[ ] 2.0 2?)
1.9
L) 15 -
1.2 3 I
CREATIVE AGENCIES  DIGITAL AGENCIES ~ MKT SERVICES MEDIA 2019 2017 2015
SIEER HFEHEHAER AGENCIES AGENCIES
ZTIHinEH WRIK
BRS3CER IR

@ 018 @ 2016

Note: Client-Agency relationships in PR Scope 2019 (176), 2017(232), 2015(215). Data in % and Average.
Client-Agency relationships in Agency Scope 2018: Creative (272), Digital (109), MKT Services (198), Media (167). Data in
% and Average.
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While the working periods of other types of agencies (creative, digital, marketing
service and media) have decreased to an average of 2.9 years (previously 3.8
years in 2016), the length of PR agency relationships has increased to 2.7 years,
compared to 2.5 years in 2017.

BERTHERENER (SR HFEH. L TIHIRSIER ) NE{FIHKE20165F/9F
193 .8F ThE2018FRIFIN2.95 , AXAERMAFIIS/FIIAIR20175/92. 5F EFHEEIER
274,

LENGTH OF RELATIONSHIPS
BIEXRRIHS

AVERAGE LENGTH OF OTHER AGENCIES AVERAGE LENGTH OF PR AGENCIES
HitRERTFRHSIERK AXNEFFHISIERK
¥
4.1
¥
‘ 33
3.1
¥
23 ' 2.9
2.7
CREATIVE AGENGIES  DIGITAL AGENCIES  MKT SERVICES MEDIA 2019 2017 2015
BUBRIERE  MFEWMRIER  AGENCIES AGENCIES
& T/HTEH 5k
BRSSHUIER et

@ 015 @ 2016

Note: Client-Agency relationships in PR Scope 2019 (176), 2017(232), 2015(215). Data in % and Average.
Client-Agency relationships in Agency Scope 2018: Creative (272), Digital (109), MKT Services (198), Media (167).
Data in % and Average.

This doesn’t indicate a more stable relationship between marketers and PR
agencies, as the most visible reason for change is attributed to marketers’
responsibilities and the scope of PR agencies.

M F—ERAFTENRELARNEBIRELRE , TIHENAKEREERURAIEER
BT RBEMNERZ—.
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

A DOWNTREND IN AGENCY PERFORMANCE
ATTRIBUTES AND SATISFACTION LEVELS
SHOULD PUT PR AGENCIES ON ALERT
NRAEBNER IR FHEE
B N, BErEEeil

67.6% of marketers are currently happy with their PR agency relationship,
a slight decrease from 2017. The percentage of “indifferent” responses
increased by 10%. Marketers from foreign multinational companies are
more satisfied with their current PR agencies. Compared to other types of
agencies, only media agencies received a lower satisfaction rating when
compared to PR agencies.

67.6%MIHERTI T IEESFPHIAKRNIEBRREIHS , SHEAMELIEE T
B ; AERSH , IAAIEAKNIERRR—ARIOZILHEEINT10%. B, At/
EERUNTZERSEERTIMERINHZE. SEARAENRESHEERLL |
RRNEBNSEREENS T HRAMCER.

LEVEL OF SATISFACTION WITH PR AGENCIES
AXRRIEBSEREE

108 1) 155 107
30.7 20.7 177 28.2 34.2
2019 2017 2015 FOREIGN LOCALLY /STATE
MULTINATIONAL OWNED
ShEERRE AriN/EE
By

@ Vo) satistied (@ satisfied (@ indifferent @ Dissatisfied (@) Very Dissatisfied () DK / NA
EEHRE LLimE —fR PRI FETHR THIE/TTER

Note: Client-Agency relationships 2019 (176), 2017(232), 2015(215). Data in % and Average.
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Beyond overall performance, the average mentions of PR specialty decreased,
which suggests a lack of notable advantages on performance. The changing
trend of PR agency roles tells a different story; those agencies need to enhance
their strengths and secure relationships with marketers by establishing long-term
and unique roles.

BRTBRHREZS , SEZNENTRSOLORNEFNETBIHRRBIrAEHRD , BT
RERELRER RO B FIRERGERERE. MNAKCERSF IR UERRE |
RNRAAEFERTEURC  FREERAETIUERRS RN , FRESFRRTELA RS
HEBEARATHECHISE.

BEST PRACTICE: USE CLIENT-AGENCY
EVALUATION TOOLS T0 IMPROVE AND
STRENGTHEN PARTNERSHIPS

RAELE: ERERPSHERXRT
it TR IESERR

Building relationships is a big challenge for PR agencies. There exists a
simple formula: client satisfaction = agency performance/expectation.
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. A clear understanding of client expectations, and maintaining
an open channel to communicate ongoing or new expectations, reduces
the chances of client dissatisfaction becoming an issue.

ME4E R ST EBRENGERRENTAKNERMSE— Ak, —RM= .,
HEMREBHEESREBIRNKIEL , SRR HEERMRIELL.
LB ENNERREASIENEGE , EREERIRNMELE IR R AISERR
R, AT, XESPFEDH TN IERRUA AR, REFFE
A< E—BERSREFNEEER  MitERREEFNNAESZEE(EHET.

Industry best practice shows that having an evaluation tool to continuously
monitor the quality and health of a client-agency working relationship
improves both the strength of the relationship and longevity of the
partnership.

AWWARERESSEIE  BYERERSRERXZTNT LR | R SHERC
ERNEERRUNEREHITIE , e ERIEREIERETRET. MEEX5H
BIERR. ERE(ERTEL.
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

PR AGENCIES FACE MORE KPIS AND
INCREASED SCRUTINY WHEN IT COMES

T0 DIGITAL EFFECTIVENESS
JVEFRERHInEESEITAKAIE
AIZEKPl, SHEFHEXIZXIE
EZEEFH

Data from digital media provides opportunities for analysis that go

beyond traditional measurement of media effectiveness. Italso helps
marketers set clearer and more quantified targets for PR agency
KPIs. PV/click/engagement, sales growth and traffic changes, both
in-store and online, were most frequently mentioned, with the pro-
portion of sales growth surpassing one third, an increase from the
last wave.

HFRINMEM T B SAILIREIETHERIAT | BRT ARTARRRRRZ 5t
tE B EIREERIHIIRT B BIMEA R RAIERIIKPL, —L£5% R

( Effectiveness ) HBXRIEISIMEEBRESTIZENRA , &&E LRI
BiE  WSE/REE/Ea8. HEEK, #EAR/MRARNENS. M "
HEEK" BENBY =577 Ea8REN AN XERNEZIERT |
HECFItEE E—5RARER LT,

KPISETTING N

KV SISIRANS E

PV/Click/Engagement IS 38.8
NsE/AE%x/Exe I

Sales growth G 3G.2
HEGK

a

Traffic change in-store/online store GGG 30.0
BHEABYMEARZEN

Company internal stakeholder feedback G °S.3
NENEEEXRBKARRIE B

EVESEPSED

Effectiveness Related
X,

0 25 50 75 100

Number of clipping /Quality of the news & editorial NGNS 7.0
FEMRENHERGE D

Growth of social media followers GGG C1.S
MAHENEK
Social talk on the brand GGG 5SS
AT RENEICER I

Brand image improvement I 50.0
BEFERNET D

i

EHEESTEL

°
Q
=
i
3}
o
°
=
c
S
o

=]
=[]

0 25 50 75 100
@2019 @2017

Note: Marketers interviewed 2019 (152), 2017(155), data in %
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DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

MARKETERS ARE SEEKING GREATER DIVERSITY IN PR
AGENCIES DURING PITCHES

iz ERKIEEE TIHESRIERITIREN
IR EALHITHIRT, AREEYCIERFZE
HNRFABSREEMIIZ.

Reflecting changes in agency scope, marketers are less restrictive in the type of
agenciestheyinvite to pitches, instead, looking for agencies that have demonstrated
strength within that scope.

In PR-related projects, PR agencies have gained an advantage by expanding their
service capability, and as a result, have created a greater competitive environment.

AR T IMSER TIEEIRN | HIEEARSRAERRS SR , F—ERRE
FHRAMRBENNER , FENXBEREEEET(FRE/FRAML , FIMELRTIRIE
REEENE.

Eit | 1 EHIARRENERER— MR RFIINR | BEAMRE, EAXKERN
RSt [ MBS ESEFFHHEETARRERNENIERS | FUSHIBERURA
EERSHEEOTN T , AXRNERRER 7T Z ARSI,

AGENCY SELECTION

IR IR

@ In terms of your experience on your brand communication effectiveness, which of following communication
approach makes more impact on consumers?

MESEERAKERENMS | BREBUTEEUMREZRE H NIRRT ?

TIERE

Digital/
Social Event/BTL In-House- We don’t
Scope of Work PR Creative Media Agencies  Agencies Team have this

Agencies  Agencies  Agencies HF /3R t5 A ST PIEBEIRA AEE
~AXAER IERES BEKES awtih] RIBEg s XEBS TIE

g’}g%%“ica“m AR 7434 54.61 17.76 36.84 6.58 31.58 0.00
gﬁg}é"; /';ggégme"t S 10.:s 80.92 5.26 50.00 10.53 19.74 0.00
gﬁ;ge'a“ms 8355 1.32 33.55 7.89 2.63 13.82 1.97
gﬁ;g'a""i"g 46.05 5.92 69.08 18.42 1.32 8.55 1.97
%F;V';/E%g;g 1711 0.66 4.61 4013 9.21 43.42 12.50
?i"ggmgeé}f LT 48.68 7.24 3.95 78.95 1.32 12.50 0.66
%Dii_giig{g?&?}faig" 19.74 13.16 461 91.45 1.97 9.21 1.97
'&%LL'éaéageme"t 7171 7.89 18.42 58.55 461 14.47 1.97

Note: Marketers interviewed 2019 (152), 2017(155), data in %



CHINA PR AGENCY SCOPE

€

FEAKRITWEHEEAR  WoRLDWIDE

PR AGENCIES SHOW ADVANTANGES IN KOL MARKETING
AXRNIEFEKOLEHM, KENEE
REmELEBMRE.

KOL marketing is one of the most important and effective communication
approaches. Most interviewees mentioned that many KOLs were initially media
professionals, so the PR agency with more resources in this area is able to build
a stronger, more stable relationship with them. Moreover, content developed by
a PR agency is a better match with brand tonality. They are also good at making
professional judgments and have control of press direction.

KOLEHZRBRIAFEZ M EEMEMREFRIEREFRZ — , KN ZiHERT  KOLSHE
FEERINIE | AXRREBERKERXR  AETERRENFE | seBEREEEFSKOLE
VRERFHIRR. BRAOXAEFSRHENATENRY | REMSEERENT | NTEIEED
RERENTWRIFITREE | ERGTHIZEAIEH.

Digital/social agencies have the best understanding of the various digital platforms
where most KOLs are active, especially social media. They are also tuned into online
sentiment and are able to develop content that is relevant for online audiences.
Media agencies are strong in the areas of monitoring tools and data support and
help marketers make better decisions about KOL selection using data analysis. In
contrast, creative agencies excel at connecting creative ideas with content.

MEFE/ARAEBUNRE TREETFEREL | TEIHIEAERNIER | i1 EEK
BB | LRSS ERSHEE SREIR. SEAREBES N T ENAET
75 BEBMEIESITRIRER M EMEKOLERE EMHRR. SIRCEBRIILSNEE%5E
BERBEFES | B BHRTEEHTERE.

STRENGTH OF AGENCIES IN KOL MARKETING
RIEBELINE S HMRAILE

KOL marketing has become one of the key methods for communication. Which type
of agencies do you rely on for suggestions about KOL marketing?

KOLEHEMSERA—NEENERETFR BRI TSR IEEHKOLEHA HAEN ?

776

PR Agencies
ARHER

Digital / Social Agencies GGG 1.2
HFEN/MRAER

Creative Agencies IEEGN— 3.8
SIEHER

Media Agencies —— 13.2

AR
Others 1B 3.3
Hfth
02 55 07 51 00
B Others Eiftt Note: Marketers interviewed 2018 (152), data in %

* In-house Team 2P AEREIRA
* We don’t use KOLs F{iJAfEFEKOL
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MULTINATIONAL PR AGENCIES PERFORM BETTER
9 THAN LOCAL AGENCIES, WHILE LOCAL AGENCIES
REMAIN STRONGER IN DIGITAL
EfRAXNIERERIERA T AXNER
S, (BEdFaEtESTRIERMNE
SIS
A gap gxists between marketer’§ perceptigns f'and actual agepcy performance.
According to mar_keters’ evaluations, multl.natlonal PR agencies perform better
than local agencies. However, local agencies perform much better in the area of

digital. As part of the initial agency screening process, marketers usually identify
agencies based on their perceptions, recommendations, and previous experienc-

] 22

es, to minimize any risk related to bias, at this stage, marketers should consult
third parties to assist in agency assessment and selection.

BMRE |, KESFEZHENTERSHNARNEFEIRRITS | ECEBNRRERE
REHNEME ERATALRES |, EALRIEREF R 2B L ERRM CEREM .
B, BHRERNTIDANRIRRN , BERAINARSELPRRIRIZELR | MhinE
EREREERE  BEERBCAA. HEENTERERSHEDNER | XNMHEIE
BHBERNRE  mipENSKEWRISE=T58MEED | IBAHERERIEEE.

CURRENT CLIENT’S EVALUATION (MULTINATIONAL VS LOCAL AGENCIES)
SEPRERRN ([ EFRER vs ACER)

Multinational Agencies Performing Better

EPrA IR RIAERS BT

Senior management involved in IS 35.8
account service IEEEEGEG—_—_—— 27.8
BEBEARSSIEFRSH

Understands our business and IS 34.7
category I 27.3
TEREAIREET

Provides integrated services D 28.4
IRFESMEHRS S 18.2
Collaborates well with other IS 2.8

agencies D 18.2
SEERSIERT

Ideas are executable and IS 06.7
relevant to consumer I 22.7
BEESTITY | BEEBELR
&R
Sensitive to the market and IS 21.6
changes in consumer behavior p—— ) 10.8
EiRBREHNES T AN ES

Proactive offering branded IS 17.0
content E—_—» 13.1
FURR L NS
Makes a positive contribution IS 16.5
to my business growth pmmm 8.0
ARG KERHER

@ Multinational
EfrIES

Local Agencies Performing Better

AEREERIERIRLF

Has good relations with the IS 22.2

press/media  IEEG— 24.4
SRR SRIFIIXR

Good KOL management D 14.2
HERKOLEE IS 18.2

Strong in event/roadshow IS 10.8
BREN/EE I 17.6
Strategic savvy in digital Il 6.3

communications | 10.8
AR E R RIE B E

Good use of new technology/ B 5.7
data in communications ymmmm 9.7
TBRFRHRA/AUE

Good understanding and B 1.7
strategic thinking of eCommerce mmm 6.3
B ESBRIFIER R RIREE

@ Local
FEAER
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BEST PRACTICE: BUILD THE BEST AGENCY TEAM
THROUGH COLLABORATION
&ELH: BFREF], MWERIECIERRA

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

X‘J‘icﬁiii;IEEwE 7R THRAEREED. KELUKEIFSEEE | BABFRICISsRIRER

BT REBRIEAKNI T, EXSEREERCRIRENINE | ARNRERNIZE S ENAIR
ij‘ﬁl'i Eit , T EARRERESSRENNTHRE | et EIRESHIRIERR BERTE
BRI,

Independent third-party consultation can help marketers find an agency with the
rightfit—orassemble ateam of agenciesto leverage differentareas of specialization.
With a real-time knowledge base of various agency offerings, including their
specialties and agency teams, third-party consultants can facilitate marketers to
better identify, evaluate, and position agencies to best meet their needs.

IR HIBE = BRI ARSI HIIESHERENETRCHIINER | SRRESFKEH
HTE]. BRIINEE. FZHERNTREFENRRSITWANR | s8R T HEAIERD
RS, BAEEN. RAFIEEE | FUHHEEREIIRA. SRS REA)
AR RIOAXAIERS.

TRANSFORMATION EFFORTS BY PR AGENCIES ARE
MAINLY STRUCTURAL AND ARE YET TO DEMONSTRATE
REAL IMPACT FOR CLlENTS

ARG RIS EHT, BEIERiER
EEE% , B 1§%r_ 511% E‘t“t o

Both multinational and local agencies are transforming themselves to face the
change in communications. However, only 30% of marketers interviewed knew of
PR agencies that have done this successfully, compared to 50% of PR professionals.
Further analysis revealed that efforts of transformation had not yet shown any
actual results, with most opinions based on new actions such as adding internal
functions and making structural changes.

ERAEREMERIEN | TICREMSA T AKNEBERER TR, JEREHANE
BRTHEEBIR AN RAERRRT | (NRB30%HIHHEINE , A XREEECNEALER , B—FIU
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ERIZEINR. 2R, SRS R R IR R CER R ERIRERER | AINSHR
ERRISERRRIF R R M HEAE BN |, ThipERYIR BRI R RSB IErE INAYERRERT
HIRREE,

PR agency transformation must be a future forward journey. In addition to internal
restructuring and recruiting new talent, more effort needs to be put into building
case studies that demonstrate recent successes to gain recognition from marketers.

Special attention needs to be paid to the procurement team, as changing perceptions
about PR agency service scope and professional specialty extension will be the key
to gaining more opportunities for pitch and service scope.

ARREBEEEAELAFIRITIER L , TiCERBUMAREEET SRR E | AERRR
T BERBIMTHATRRBERAS RS | BRI ERBEITEMINZES L |, LASCRREYER
SR REIERAERIBE AT ETRATN G , ORI ERNAR. R, TSI IRWER
MIBHTIEE |, AT AXAEFRIRSS e R T TS FRIAR , LIRSESILER
RS2,

MOST ACTIVE PR AGENCIES IN TERMS OF TRANSFORMATION
EFREE BRI A X IR

Marketers’ Opinion Agency Professionals’ Opinion

HiAENR REERICUR

@ Yes, there is a successfully transformed agency @ Yes, there is a successfully transformed agency
BRI BRI

@ No, there is no successfully transformed agency @ \o, there is no successfully transformed agency
pacgilaaviipeE] TR B R IIROCERS

Note: Marketers interviewed 2019 (152), Agency Professionals interviewed 2019 (59).
Data in % and Average.



METHODOLOGY
Bl Y shrs

UNIVERSE

e
Our universe is comprised of senior marketers responsible for PR/
Communication in companies currently working with at least one PR
agency in China. All senior marketers interviewed were involved in the
decision-making process for agency selection and approving the work
of their agencies. Interviewees 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 collectively, were approached by our interviewers.

AR S TEFEASAKEHRRIEMERENRRTIZEEAR. ﬂﬂﬂ]
FIERNAEHMIMNER | “AELE—REFENLRINERLTEERR. &
RNENZIBARGRERRN | BEBERS SHtELUNZENEFN T E. Iﬁ
B, FEUtSA \%{tﬁﬁx_ﬁéﬂ?ﬁz}] PR T RIAVELREZS , ERMSERIAR
REBBRHTHNNERESZFER | BB TXEZPSSHAI0.

SAMPLE

T =N

152 individuals working in 141 companies with 176 client-agency (PR)
relationships were analyzed. In addition to individuals in marketing
departments of client companies, we also interviewed the following
professionals to complete the study: procurement (32 individuals)
and agency professionals (59 individuals).

HA XS LAIRATRILS 2 Z P I 76N EF - AXRREBRRHTOMNT. BRT
BRATBINTIREREER ], BAIERD T IA T AT LBRIAFRATEEM K
MEE (32A) REBEIZ (59A) .

BIEE

We used a semi-structured questionnaire with additional open-ended
questions that allowed interviewees to provide in-depth responses. All
quotes referring to each subscribing agency are included in the individual
and confidential report prepared for that specific agency.

FERHNRESHIENEDBEATFRILEREERNNE L. ETREEN
ITRAERNS I , &5 SERMRTIINERESIWIERESH.



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

J 26
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o

TYPE OF INTERVIEW

. SVLL TTS =l

IR

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

interviews. Online interviews were conducted with agency professionals
and trade press editors.

YR RN EEEREERRENIKEEL RS EE + ISR
it T. L LRESREERHNTRUEWAR , REREYC.

DATES OF FIELDWORK

FH5SR ER

Interviews with marketers and procurement were conducted from July
to September 2018.

Interviews with agency professionals were conducted from September
to October 2018.

20185 7-9BHAE) , B 11T T A E/RWEERNLEK.
f£20185F9-10BHAIE) , FefiTitfT T AEREM_AILK.

SAMPLE PROFILE
AL

MARKETERS INTERVIEWED

— 2019 2017 2015
SihhisE
Marketers on PR agencies
(individual) 152 155 143
ZIHEF AR
Client-Agency relationships
analyzed 176 232 215
ZIHEFSARNEFRR
OTHER PROFESSIONALS INTERVIEWED 2019 2017 2015
HittSZpEW AL
Procurement (individual)
TS 2 28 29
Senior Professionals working in PR
agencies 59 62 69
RARNKIEREEZ
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SAMPLE PROFILE
FEANEES

GENDER CITY
e 2019 2017 2015 SE RS 2019 2017 2015
sills 22 388 303 NA  ghanghai b5 500 523 371
Female & 61.2 69.7 N/A
Beijing 1tm= 25.7 348 34.2
Puﬁsﬂl}\li[m LR IV U Guangdong [ %% 132 71 63
President, CEO, GM &=L .
% EEmeE peE 03 45 5.6 Other He& 111 58 224
PR/Media Relations
Director 9.9 14.2 16.1
AR/AERFE TENURE (AVERAGE YEARS)
PR/Media Relations 12858 (SPi95E#) A el A
Manager 44.7 316 26.6 Current Position
NR/FARRFRETR Sy 4.01 4.02 N/A
Marketing Director Current Compan
ol 9.2 10.3 16.8 Y
Marketing Manager
e 22.4 14.2 7.0
Brand Director ROLE
s 4.6 71 4.2 = 2019 2017 2015
Brand Manager Director Above
RARZIE 86 142 112 Licmoien b 263 361 455
Others Middle Management
=2 8.6 3.9 9.1 e 73.7 63.9 54.5

Note: Marketers interviewed 2019 (152), 2017(155), 2015(143), data in %
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R3 PRINCIPALS
=%

GREG PAULL
PRINCIPAL & CO-FOUNDER 1

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 mar-
keters and their agencies. R3 has since expanded to manage global relationships with
Unilever, Samsung, Pfizer, Coca-Cola, Visa and Johnson & Johnson. Greg is the co-author
of three books, China CMO, Asia CMO, and Global CMO.

RERAFIHNEE2EIRAEENE— 205 Emes 7 A XA SEMRER. 2%
W FEERAMBSHARIN T AT ERAPE SERSZX— iRk —ERX—KIRE
B SHEERE I TH=F. 8RENRMIRSEERE T RSTWAX , AEEER
T, B, BE. MNEEZE RERNSREFREETEAM. &8, HK. =BAR
T, SR, EAMMISEEIXAMRRS R, TRENSKESIKMTIIERE=REREEE
'], HERIFRE S AmEmERE R,

SHUFEN GOH
PRINCIPAL & CO-FOUNDER 52 %

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, Unile-
ver, Visa and MasterCard. ShuFen also serves as the President of the Institute of Adver-
tising Singapore, chairperson of the regional APPIES awards, and sits on several boards
including Singapore National Gallery and Design Masterplan Committee.

20024 , W SEKALRSERCIMM=F). FLtZa , MEFBEREE , SRZMRKR
EHEREAEIE. MI2025EE , SATORR , REFIEHEDEFLBNBREETE R
ETHE THEENNERSENSSERN. FENRHAHRNEW SRS IRE T
£ LB S eIEMERRIFTIV SRS —ER, (2EREAE | tEERENE R ST AR
SETAORRMFIMKEBESLS. =, RS THINRME. BRUREELAR VisaZ
ERNEHRERERARE. BEEDZEHEFMIEREIDSHE S EREEN , R
RUEBEAPPIES S AREFEFFIE SHEER , EZHHBRIETEDER. £F
&, R T RAEMINEAFRIEFF.



ABOUT R3

OURR

EASON FOR BEING

In a word, we are about transformation. R3 was set
up in 2002 in response to an increasing need from
marketers to enhance their return on marketing,
media and agency investments, and to improve
efficiency and effectiveness.

We want to help CMOs make marketing accountable.

OUR BACKGROUND

We’ve worked with more than one hundred compa-
nies on global, regional, and local assignments to
drive efficiency and effectiveness.

We have
Europe a

talent based in the US, Asia Pacific and
nd partners in LATAM and Africa.

Through global work for Samsung, Coca-Cola,

Johnson

& Johnson, Visa, Unilever, and others, we

have developed robust benchmarks and process
targets for more than 70 countries.

() WHAT WE DO

We are anindependenttransformation consultancy
hired by CMOs to make their marketing more
measurable and accountable to business impact.

Do

WWEDOQIT

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

We're independent. Because we're not
your marketing team or agencies, we're
empowered to be honest and transparent.

We use external benchmarks. We have a
proprietary data pool to inform our in-depth
analysis.

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.

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

Each month, we exclusively track over 500
agency new business wins, as well as 100’s
of deals in the marketing M&A space.

We have insight into global best practice. We
work with companies who want to do best-
in-class marketing across diverse categories
and geographies.

We authored the book Global CMO about
marketers leading Digital Transformation
around the world.

We maintain an ongoing database of media
costs for key markets.

DRIVING
TRANSFORMATION FOR

MARKETERS AND THEIR
AGENCIES

CHINA PR AGENCY SCOPE
FEAKRITIWEHBEEAR  WorLDWIDE

RETURN ON AGENCIES

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

We take the lead on improving the
Integration process through
proprietary 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
performance.

We conduct financial audits to
validate and benchmark
transparency.

RETURN ON INVESTMENT

Using a bespoke and proprietary
methodology, we help benchmark
and provide insights into how your
digital strategies perform in your
category and across categories.
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NORTH AMERICA 4t== LATIN AMERICA £72= EUROPE &3
New York 144 Sao Paulo Z{R% London {834

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

USA

T EBiE: +1 646 416 8088

ASIA PACIFIC YK

Rua Jerénimo da Veiga
428 - conjunto 21

Sao Paulo, Brazil

T EB1&: +55 11 3071 0678

Waterhouse Square
138 Holborn, EC1N 2SW
T EB1E: +44 20 7998 9588

Madrid

Velazquez 24 3 izd
Madrid 28001
T HIE: +34 91 702 1113

Beijing bR

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

Beijing 100020, China
HEXEAINAE 265
EASFSOHO AEELI801Z=

T E31&: +8610 5900 4733
F{€&: +8610 5900 4732

Singapore FriNiE
69A Tras Street
Singapore 079008

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

SOCIAL MEDIA

Shanghai &

4203, United Plaza

1468 Nanling Road West
Shanghai, 200040, China
L XERAK14685
FRAKE4203=

T EIE: +8621 6212 2310
F {£E: +8621 6212 2327

Ho Chi Minh City #8288
Floor 3, 25A Mai Thi Luu Street
Da Kao Ward

District 1, HCM City, Vietnam

T E81E: +84 08 6290 3336

Hong Kong &
23/F, One Island East

18 Westlands Road

Hong Kong

T EEIF: +852 3750 7980

www.rthree.com
Website

facebook.com/r3worldwide
Facebook

weibo.com/r3china
Weibo

linkedin.com/company/r3
LinkedIn

’ twitter.com/R3WW
Twitter

()
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