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2020 China PR Scope is the sixth wave in an
ongoing study with the goal of garnering a deeper
nderstanding 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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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

KEY PR/COMMUNICATION TRENDS

FEHEE

CONNECTING WITH
NEW AUDIENCES

@3 CREATING A MORE HOLISTIC
% CONSUMER EXPERIENCE

Apart from the dynamic changes in the media
landscape, brands are also refreshing their audience
segments. This has prompted brands to adjust

their image to appeal to broader audiences and/or
undertake a more precision-driven approach in their
communication messaging.

g EVOLVING CONTENT
_@ DISTRIBUTION CHANNELS

Although digital and mobile transformation enables
more virtual consumer touchpoints, for many brands
the territory of experience still exists in real life
scenarios. Many marketers are still learning how to
integrate online and offline communication channels
to provide a holistic brand engagement.

@ MANAGING AND UTILIZING
DATA

Content distribution channels are evolving in tandem
with consumer media behavior. Media channels

are also changing how they work with brands. For
example, each platform has its own rules and creative
mechanisms, and it is crucial for digital/ social
agencies be innovative and keep up to date with
market new practices.

Building a transparent data pool with clear customer
data points and tags is still a challenge. Building

a solid infrastructure is the first step to good data
management, and this comes before addressing
the question of how to utilize data in terms of data
distribution and target audience segmentation.

BUILDING EFFECTIVE AGENCY

MODELS

The entire agency industry has been forced to evolve
to meet the needs coming from digital and new media
transformation. A new understanding of agency
competence should be achieved through an effective
agency partnership model to ensure marketing and
business goals are met during such revolutionary
times.
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2020 PR KEYWORDS
DR FIHK A

These keywords were the most frequently mentioned as extracted from over
100 hours of interviews with marketers.
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10 KEY TRENDS

KNOWLEDGE OF PLATFORMS AND CONTENT IS CRUCIAL FOR SUCCESS

The diversity of platforms has brought new opportunities and ways to reach consumers.
At the same time, this demand has increased the need for deeper understanding of new
platform features, content formats and data.

MTHEARNAR, ZBhEFNRIREFABIESE, FarSFt, BUREEESH
s BERZMAHEENEN, MATRELERFEFENTE, BXaE

—_
=
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DEVELOPMENTS IN NEW MEDIA HAVE MADE PR COMMUNICATION APPROACHES
MORE COMPLEX AND DIVERSIFIED. HOW HAS THIS IMPACTED YOU?
RBFEHNERR, EAXEAENERNSH, MNERENAXEBREMREZRE

High requirements for content output (engagement, frequency, I 25.45%

quality, platform compatibility)
WFAS=HERS (X, E, RES) | ﬂ&%'ﬁi@ﬂ’]ﬁ

More platforms, more choice, more opportunities for brand exposure [ 14.55%
Fas, wEES, ESmRRis

Consumers’ attention is more distracted and it is difficult to [T 14.55%

predict preferences

HEETENENSE, RERURT

Choosing the right platform is the key ] 12.73%
TS EEEXE, ERFELEEE ’

High ROI, and how to evaluate it e 7.27%
EAEBMROI,  LIRIEAIFEEROI

Budget is cutting off, more trial in the future e 5.45%
MIREZER, KREBSLER

A finer division of the budget is more demanding [ 5.45%
FMERIEE D EKE S

In-house learning and understanding of new platforms P 3.64%
and new trends

M PERE M A0 T iR P ias

Noimpact [N 3.64%
=]
Derive new business forms (example: cultivate anchors by ourselves) - 1.82%
ARSI (FIECEEER)
Full link integration with brand communication B
EREOBNEERES
Headquarters control, local play space is limited - 1.82%
BEMEE, AL RIETEER
Others -
Hith

Note: Marketers interviewed 2020 (121), data in %



2020 CHINA PR AGENCY SCOPE

SCOPE OF WORK HAS EXPANDED TO INCLUDE IP AND E-COMMERCE

The scope of work of public relations agencies have expanded considerably. About 20%
of PR agencies are also involved in CRM, and 15% are in charge of IP sponsorship and

e-commerce communication.

ARAERNTFEEERSREENT RFEW - 20%HAXRIEFRZECRM,
15%RIANRAERREIP/2E), ECE,

Content development BEFFE
Daily public affairs HEAXES
Media relations {AXER

Creative idea development BIEAE%
Communication planning {&#E5RRES
Social media maintenance 3L
Crisis management fE# &8

KOL management KOL &1
Corporate PR 1Rl/33

CSR Rl

Events / Roadshows &zf/B&E
Digital marketing #=F&H
CRM/E-CVRM EFXREE
Entertainment marketing {RERER
IP/Sponsorship IP/#Ef

eCommerce BBFESS

I 96.1

I 831

I 77.9

I 77.9

I 76.6

I 76.6

I 66.2

I 4.9

T 63.6

I 519

T 4904

I 429

. 20.8

I 15.6

I 10.4

113

Note: Client-Agenrelationships cy 2020 (139), Data in % and Average.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

CLIENTS ARE MORE INVOLVED IN DRIVING PERFORMANCE

Compared to the last wave, conversion and sales performance has dropped considerably,
and the feedback from client stakeholders has increased to 34.8%, which indicates a
resurgence in comprehensive service evaluation.

HERRIRNKPHER T L—EAREHERMS, ABXRBKARNKRIGESFAE
RINBKHUEE.

W LEFE34.8%, AIHMHHESTIERRIIRSSH

WHAT IS THE KP1'YOU SET UP TO EVALUATE YOUR PR AGENCIES’ PERFORMANCE?

VA=LAN
= Ny

HFAXNERFERIREMF KPR FE IR ?

PV/Click/Engagement

WS/ REE/EE
Sales growth
HEBK

Traffic change in-store/online store
HIEAEYMIE ARRYERL

Company internal stakeholder feedback

REPNRPEERKARKRIR

[/

YEECEVRERY
pole|oYy SSOUdAIDaLT

I 55.1

I 2.4

I 287
I

I 34.8

0 25

Number of clipping /Quality of the news
& editorial

FMRENHSERERE
%EI g Growth of social medig followers I 37.3
=3 Mg EaEK
Py

é“i % Social talk on the brand  p——————— 50.8
S P, ]

Brand image improvement s — 50.G

BRI SRET
0 25 50

Note: Marketers interviewed 2020 (121), 2018(152). data in %

I 49.3

50

75

75

@ 2020
@ 2018

100

@ 2020
@ 2018

100
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2020 CHINA PR AGENCY SCOPE

FINDING TALENT WITH THE RIGHT SKILLS REMAINS A CHALLENGE

19.1% of respondents believe that talent is the biggest challenge facing PR agencies, as

talent deficiency proves serious.

19.1%RIZFEANN AT RIEHRR AR EREIRIS AN, BRIRPIRSEAZ R

BB E.,

IN-HOUSE AGENCIES AND THIRD-PARTIES ARE BLURRING BOUNDARIES

PR agencies’ scope of work is becoming further merged with other disciplines, with some
functions being replaced by other agencies (9.5%), and more clients bringing PR in-house

(9.5%).

BRT AZRIBbERZSh, BEEARRIEFNTIBTESEAEEEIFERMS, 9.5%Hh
BEFTRARTIEEEMRERIALIR 9.5% M= AR RN KES.

Talent pool, hiring, organization and stability

AR, WiE, IRESSHEHR

Meaningful innovation inspired content creativity

BHBEIHRS ARSI

Understanding and responding to changing market environment

T RFNEN TS B SRR

PR tasks being replaced by client internal teams

mhgin-houseZEiEA, REHAE (BFAX) ESHAEEN

Staying sensitive and agile to industry movements and trends
TG BAIM R AR AR RORE

Proving your unique value when other types
of agencies compete for PR jobs

TRt BIERETE, AR E SR NE

Keeping up with digitization with technology,

data and organization upgrades

REOMED (BIRATHR, $IEES, BREDERS
Business oriented thinking beyond MARCOMM
ERSHNEE, WRENE

Media resource richness and effective use

B RRFEMSIEED

Accurate expression of band message

bR BRI SR RAETE

Holistic view
2N, BB
Others

Hith

Note: Marketers interviewed 2020 (121), data in %
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

STRENGTH IN BIG-PICTURE THINKING CAN LEAD TO GREATER INFLUENCE

In addition to PR specific functions, interviewees generally believed that PR agencies have
a deeper understanding of brands. Compared with other types of agencies, they are more
able to think and plan from a holistic perspective leading to better strategy and integration.
This is also an important reason why marketers consider inviting PR agencies to brand-

] 10

level pitches.

ARAEFR T EAREWTIH LRINB 25, ZnEEEANNAKAEFYTEWR mEREREEGER

B, R THMENER, HEBENERNAEREE MBI MR NIERESIZA.

tERRBENISEBEBARNIEFHANI R ERCBNERRE.

At LR EEBBEARNER

Why not invite PR agencies

251 |

Lack of big-picture thinking
RIEL B EXREIEAIER
eSS

Digital & social capability is
relatively weak

IR TR/

At o eBELAXNER

Why invite

Depth in brand

strategy and business
understanding
RIEREER, SaRELER
B

Relevant experience is
more important than the

PR agencies

g

REERSELIRSS agency type [N 2105
Result driven mindset is not BEXERIA, AEFK
20 strong THEgREY
FERESMBUEREEMEENR )
PR Good at content planning to
fit brand tonality
oo sen I 1579
Under global control, local ERPBIL, ﬁmﬁ’{ﬁﬁ
141 [ r'ay space is limited VAt
b S EPEEAERSE
Strong and rich media
resource [N 15.7°
RAXRE, RFFSE
Will only assign traditional
PR work
10.53
S VNS Ky cd —
T1Eehs
Others Hfts  [Jij 5.26

Note: Marketers interviewed 2020 (121), data in %
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INTERNATIONAL AGENCIES ARE INNOVATIVE WHILE LOCAL AGENCIES
ARE DIGITAL SPECIALISTS

In the selection of partners, the most critical factors are still the professional ability and
attitude, strategic ability, innovation ability and resources of the service team.
The consensus on these standards has risen since 2018.

FEEEE(FIHRT, BRBAIEERFNARKRSENNEWEENSERE, RIEEEN, I8N,
RFENFENS, XEARENEERRRT 20185 EEHT.

IMPORTANCE OF PR AGENCY SELECTION CRITERIA
ERARNERINEEEYE

. Very Important (4) . Important (3) . Just An Influence (2) . Not Important (1)
EEEE BE BLEm AEE

2020 (1-4) 3.90 3.75 366 3.60 348 354 340 336 310 327 267 291 199 174 151
2018 (1-4) 3.53 363 359 343 3.36 332 313 3.07 3.05 274 288 297 198 215 176
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

MARKETERS STILL RELY ON AGENCIES FOR MEDIA RELATIONSHIPS

Media resources and relationships (22.44%), in-depth understanding of the brand

(17.78%), content control (15.56%), and talent strength (entry threshold) (13.33%) are the

biggest advantages of PR agency recognized by marketers.

FRERSRER (22.44%), SmhEASRNIERE (17.78%), RS (15.56%),

AZSES (NBRIJHE)

(13.33%) RREELSINILNKAIEFAIRAMS.

PROCUREMENT SEE PR AGENCIES AS GATEKEEPERS TO MEDIA AND CONTENT

For procurement, media resources and relationships (31.58%) and content control
(21.05%) were the biggest advantages of PR agencies.

FRWERGR, FEARESKR (31.58%) , ABEEND (21.05%) ZF 2T A&

KEILE.

BASED ON YOUR EXPERIENCE AND UNDERSTANDING, COMPARED T0 OTHER TYPES OF
AGENCIES WHAT MAKES PR AGENCIES STAND OUT IN THE MARKET?
MERNEZRRIAEITE, BREAXRNIERS HitREBNERmEL, TRABEIMERL S ?

Media resource and relations ( i.e. government relations)
BARRRESRR (BIBRFRR

In-depth understanding of brand / industry

Y ERRE/ATWIRRR IR

Content development

MR, NBItEEN

Talents, overall pattern is high
AZABRLE, NRIES, BINEES

Traditional PR is strong ( corporate PR, government relations,
crisis management)

ERAKENER (FIBAR, BFAK, BHIAXE
Brand tonality control

X RS B

| do not see it

BRSEEIRHAS

React of industry trends

POLENIZEES SIVERPS

Creativity

BIRARE ERIR

Service standard

ARSSRENFIRIRE

Bl 4

Bl 4
BN 1053
B2

B 526

B2

. Marketing

. Procurement

Note: Marketers interviewed 2020 (121), Procurement interviewed 2020 (22), data in %
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PARTNERSHIPS WITH PR AGENCIES ARE LASTING LONGER

In terms of the average number of roster PR agencies, there was a slight increase
compared with 2018. Service duration increased by a whole year. In terms of the form of
partnerships, lead agency roles increased by 15%.

MNIESEEAXREREERE, BKRT2018F, BEHUET, NEIEICEE, F
W EF—5F, NEIEARE, ASUSELRI T15% K. BIRREAKRNE
BERILEFHHEES.

/]\ 15

3.1
21
1.3
1.2 1.9 2 2
1.4
I 1.2 1.2

2020 2018 2016 Creative Digital MKT Services Media
Agencies Agencies Agencies Agencies
BIE ¥FEH & N/mHEH LI
e (el ARSSHEER REERS
Average Number of PR Agencies Average Number of Other Agencies
NIRRERFIHE Hih(CIERFIINE

Note: Client-Agency relationships in PR Scope 2020 (139), 2018 (176), 2016 (232). Data in % and Average.
Client-Agency relationships in Agency Scope 2020: Creative (287), Digital (151), MKT Services (67), Media (107). Data in % and Average.
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METHODOLOGY

UNIVERSE

KEE

Our Universe comprises of all senior marketers
who are responsible for PR / Communications in
China. Their companies must be currently working
with at least one PR agency in China, and those
senior marketers interviewed in each company
had to be involved in the decision-making process
for selecting agencies and approving the work of

their agencies. All participants also had to inter-
act 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.

SAMPLE /#£ 2%

HINABIRE S TEFERSEAKEERRIEMEREIHR
RHIAEEAR. MFENATSMIANE, ©REDS
—HKAETENAKNEBLTEERR. SRQTINZR
ARDITERFIN, BEBEES SHNELARZENRIERRY
Tfe. BRY, HERtSAKRERHTEIERD.

BRTRIFVEEREZ S, ERTERARXRIER R T
MNEE=ZFRE, HEET7TXEEFS 51

U8

A%

5
=

QUESTIONNAIRE /[o] %

121 individuals working in 109 companies with
139 client-agency (PR) relationships analysed. In
addition to individuals in marketing departments
of client companies, we also interviewed the
following professionals to complete the study:
Procurement (22 individuals) and Agency
professionals (80 individuals).

FABRH09ORABN 1 21Z R 13N ER - 2R AE
BRRHITON. BRTEFPATRIHZERER, itk
KT AT EWATLBBRATR M RWEE (22
A) REEEMZ (80A) .

Semi-structured questionnaire with further
open-ended questions that allowed interviewees
to provide in-depth opinions. All quotes referring
to each subscribing agency are included in the
Individual and Confidential Report prepared for
that specific agency.

FEA NS SRR ZHE RHERAN
Bl. ESREEMIRAERNSE, BEaesEs
T RAEREEIERS T,
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TYPE OF INTERVIEW /35 R T2 =X, DATES OF FIELDWORK /& & B/t E%

Senior Marketers or Procurement did phone/ Interviews with marketers and procurement were

face-to-face interviews. Online interviews were conducted from June to August 2020. Interviews

conducted to interview agency professionals. with agency professionals were conducted from
July to August 2020.

HMRRMHERRSIRBE WA RAITRERLL LF]

HEE+ IR/ NIRRT, LS EER  E202056-8BHAE, T rHiaEE/ RBEERIS

XFAEEREN . K. fE202057-8BHARE, Al T T CEERIC
B9,

SAMPLE PROFILE
TR

MARKETERS INTERVIEWED
. 202 201 2017 201
S E 020 019 0 015
Marketers on PR agencies (individual)
SRR AL 121 152 155 143
Client-Agency relationships analyzed
SRR SARREGER 199 e 232 1o

OTHER PROFESSIONALS INTERVIEWED

HittZih05 I A+ 2020 2019 2017 2015
Procurement (individual)
RHEE 22 32 28 29
Senior Professionals working in PR agencies 0 59 6o .

BRANFAERRIZ
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

INTERVIEWEE PARTICULARS: MARKETERS
RiIFEER: HigaE

GENDER 143! 2020 2018 2016 CITY Zif&E X5 2020 2018 2016
Male & 753 388 303 Shanghai g 714 500 523
Female &z 24.7 61.2 69.7 Beijing Jt:= 18.2 25.7 34.8
Guangdong | & 9.1 13.2 71
POSITION BR{: 2020 2018 2016 Oter KE s 1Ll 58
President, CEO, GM
e 1.3 5.3 45
B BRATE, BEE TENURE (AVERAGE YEARS)
PR/Media Relations Director 57 2020 2018 2016
16.9 9.9 14.2 {8 (E19EE)
NS oS A=t S
urrent PosiItion
PR/Media Relations Manager 195 44.7 316 sy 4.4 4.01 4.02
NKR/RIRKREZTR . .
urrent Company
Marketing Director S 4.7 5.08 3.75
e 14.3 9.2 10.3 iz A EHER
F'\g?;;;g Manager 78 224 142
Srnd b ROLE FAZR 2020 2018 2016
ran irector
- 2.6 46 71 :
R Director Above 429 263 361
Brand Manager S
13.0 8.6 14.2 :
e Yegid M'i‘ljl'l_eé'v:'la”agemem 574 737 639
T FER RS
hode 7.8 8.6 3.9

Note: Marketers interviewed 2020 (121), 2018(152), 2016(155), data in %
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A SELECTION OF PARTICIPING COMPANIES
ATOTAL OF 109 COMPANIES INTERVIEWED
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

ANALYZED PR AGENCIES
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

ABOUT R3

OUR REASON FOR BEING

In a word, we are about transformation. R3 was
established 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
companies on global, regional and local
assignments to drive efficiency and effectiveness.

We have talent based in the US, Asia Pacific and
Europe and 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.

DRIVING
TRANSFORMATION FOR
WHAT WE DO MARKETERS AND THEIR
We are an independent transformation AGENC'ES

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

HOW WE DO IT

*  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
proprietary data pools to inform our in-depth analysis.

e 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.

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 LATIN AMERICA EUROPE
New York Sao Paulo London
9th Floor Rua Jerdnimo da Veiga Henry Wood House

261 Madison Avenue
New York, NY 10016

428 - conjunto 21

Sao Paulo, Brazil

2 Riding House Street
London W1W 7FA

T+1646 416 8088 T+55 1130710678 T+44 20 7998 9588
Madrid
Velazquez 24 3 izd
Madrid 28001
T+3491702 1113

ASIA PACIFIC

Beijing Shanghai Hong Kong

A 1801, Chaowai SOHO
No.6 B Chaowai Street
Chaoyang District
Beijing 100020, China
T +8610 5900 4733

F +8610 5900 4732

Singapore

69A Tras Street
Singapore 079008
T+65 6221 1245
F +65 6221 1120

SOCIAL MEDIA

2E, Apollo Building

1440 Yan’an Road

Jing An District

Shanghai 200040, China
T +8621 6212 2310

Sydney
Level 26, 1 Bligh Street
Sydney, NSW 2000

23/F, One Island East
18 Westlands Road
Hong Kong

T +852 3750 7980

, www.rthree.com
Website

f facebook.com/r3worldwide
Facebook

weibo.com/r3china
Weibo

linkedin.com/company/r3

n LinkedIn

y twitter.com/R3WW
Twitter
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