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The 2022/23 China PR Scope is the seventh 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 and procurements 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 this help to elevate the transparency and professionalism of
marketing and public relations in China.
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2023 CHINA PR SCOPE STUDY

PARTICIPANT NUMBERS &5%=i5&%=

Marketers Interviewed ZisminE

Marketers on PR agencies (individual) SiFZP AL 125 121 152
Client-Agency relationships analyzed i FERS5AXKIEREXR 168 139 176
Other Professionals Interviewed Hitt=istE A+ 2021
Procurement (individual) REEE 25 22 32
Senior Professionals working in PR agencies FRAXKEBRC 70 80 59

PARTICIPATING BRANDS =i 25/ mh¥

109 brands interviewed, 45 agreed to appear as participants
109 FiFipEAmEE , HhBE45RmERSElogo

PR AGENCIES ANALYZED # 53 trRY 2 XA IERS

54 agencies with at least one client evaluated in this research
S4xRNER , BREVE—UEFITE




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

INTERVIEWEE PARTICULARS: MARKETERS
ShEER: hisE

%;;der 2022 | 2020 | 2018 ggng -

gale 237 | 247 | 388 i‘g‘g“a‘ 66.6 | 71.4 | 50.0

omete 763 | 753 | 61.2 i 175 | 182 | 257
Fanedone 61 | 91 | 132

Position P 2050 | 2015 o 96 | 13 | 111

President, CEO, GM
7 1.8 1.3 53
ER . BRAGE  ER Tenure (Average Years)
280 ( Fi9EM) 2022 | 2020 | 2018

PR/Communications Director
AR/REERR Zaf | g ek Current Position sol
eI 53 44
PR/Communications Manager
DX/ XREE 26.3 | 195 | 447 Current Company 5.4 4.7 5.08
TEiZAEHER ’ ’ ’
:;'g;;“g e 0D | aad) | el In This Industry 12.0 * %
EiTdk ’
Marketing Manager
iR 18.4 7.8 22.4
Role
Brand Director - 2022 | 2020 | 2018
e 61 | 26 | 46 i
Director Above
IIlizﬁr;;;déilélelnager 26 13.0 8.6 SURERIRLE 51.8 | 429 | 26.3
Others Middle Management
EE 70 78 86 quﬁmgu 482 571 737

Note: Marketers interviewed 2022 (125), 2020 (121), 2018(152), data in %



2023 CHINA PR SCOPE STUDY

I RESEARCH OVERVIEW ASSHESR2.EE
DATA UNIVERSE K&z ek

Our Universe comprises of all senior marketers who are BRIINAZUES S T EHREGA S QA XS S EIBaE T hinE
responsible for PR /Communications in China. To participate ~ AR, IFTENATHMIMNE , MAEDES—RUBAFXE
in this study, their companies must be currently working BRIEFTFSEXZR.

with at least one PR agency in China, with each individual ERATNZIHARVTEIEEN | 8B EiEs SHELURZER
having to be involved in the decision-making process for EENTIE. B, Bt SRIERmTSIEES).

selecting agencies and approving the work of their agencies.

All participants also had to interact with PR agencies on an BTH=EEEEZ SN , ERGTIAFIER M T i1 E
on-going basis. BEPZE , WIS TIXEEFS SR,

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.

QUESTIONNAIRE

&

168 client-agency (PR) relationships analyzed. In Semi-structured questionnaire with further open-ended
addition to interviewees in marketing departments of questions that allowed interviewees to provide in-

client companies, we also interviewed the following depth opinions. All quotes referring to each subscribing
professionals to complete the study: Procurement agency were included in the Individual and Confidential
(25 participants) and Agency professionals (80 Report prepared for that specific agency.

participants).

AN RES AR BT ZRERMERNANERL.

AT 109RAF)/ EmAI1 2502 R S REE NTIHRIERNE A | 2RSS RERmAITE
1681 EF-AXRIEBXRIETHH. RIFR RS AN RS,

BRTYTZE |, FeliIRE T LTS AL LABRRIARE
FEM  REEE (25A ) REBE(C (70A) .

N AN /

TYPE OF INTERVIEW DATES OF FIELDWORK

niRAZy A ER

Senior Marketers or Procurement completed phone/ Interviews with Marketers and Procurement were
face-to-face interviews. conducted from August to October 2022. Interviews

with agency professionals were conducted in October
Online interviews were conducted for agency 2022.

professionals (also included were in-person visits by R3).
#£2022£F8-108HA1E) , FAiJ(T 7 ipEE/REEEN

FHNRRMIHEERESRBEE WA RATKEELARIFILR i3

IRl T (R ZRE L LIRS, M=ERMaEEEE F£2022££10 8818 , Fefi T T 7 ACEREIZROVET.
EIREE ) .

REBRCEEZEZLAERE (PIHEEREM=EEM

i) .

N N /




KEY PR & COMMUNICATION TRENDS
FEEEES

Dlgltal Marketing IS Becomlng The ever-evolving digital ecosystem has
made marketing in China more complex
More Fragmented

The Rise Of Gen Z’s Gen Z’s social circles are defining marketing’s future.

The value of a Social Circle is not only defined by its

‘You ng Free Spenders’ reach and scale, but also by its depth and significance.

e

Content Marketing Remains A Key  Contentpartnershipis popular

and will remain so in near future,

Battleground and Integrated Content whike integrated content marketing

Marketing Creates A Holistic Journey °¢%® 2 holistieourney.
\_ J




2023 CHINA PR SCOPE STUDY

I 1. 10KEY FINDINGS +XEZEiFzR

Being agile and responsive is a
top priority for all businesses

Rig R EEt N E L EFrA R
RIEERH

Since the pandemic, offline activities have been reduced by 50%.
Marketers have become more conservative and pay more attention to risk
management, digital and precision marketing communication. Overseas
markets remain a blue ocean for Chinese brands.

B20195FEERELLKE , &LTENERIMS0% , iFEREERTEREXEGE
B, UTHFIBEEREEENEE , I, BN THER L HERE
METES.

CSR requires PR agencies to
demonstrate greater ability in
high-level strategic thinking
and planning

AXNEBTEEEUHSSE
HERRLEER TSN
¥igen

International brands have demonstrated more comprehensive

planning ability when it comes to CSR, while local brands have room for
improvement. Marketers have limited knowledge of PR agencies’ services
in this area (i.e., KOL marketing, competitive product analysis and strategic
consulting).

EFRmEEXS T CSRASKEMRISELERSGS | SRBEENS | FEREART
K. mEES TR XTSRRI T W ARSHIREIARIER |, f
SIKOLEH , Mo ilfiREaE.

In-house resources have
experienced some degree of
integration

mhEERSEFERFEER TR
REEES

43% of marketers mentioned that marketing and PR functions have
experienced some degree of integration in the past year. Corporate PR
remains relatively independent.

A3%HIZILEFRRRBTIIIAKEE—FPEH T A EREEES | BhUn
KA S ATHHERIARIFIRAZ,

PR agencies can differentiate
themselves by highlighting
service capabilities,
competitiveness through
innovation, and resources
acquisition

2AXRRIERRI LIS R HARSS 68
H. IFREIRREIMERL
RARHED

17% of marketers mentioned that PR agencies are being squeezed by other
types of agencies, while 10.7% said PR agencies generally lack a holistic
mindset. Besides maintaining the advantages in Corporate PR/crisis
management/media relations, PR agencies are faced with challenges from
brand in-house and creative agencies in brand communication planning.
talents or tools investment in entertainment, social ,data, technology,
e-commerce are very necessary.

17 %R ERTARCERI TR ESREMIERRRE |, BT, 10.7%8956
BERTERSERNREFWELE, ERATTEHIRE | AKX/ NE
B/ERRESARNERBREERISEIVR RIS , AXRNEREIRERE R
hE7T PERFIEISAIER R MEMERERL SRR, | IRRSHIREHAIER | 8
&7 5K BEFATHIERARTOUEN.




I 2. 10 KEY FINDINGS +XEZEiFzR

PR agencies are still perceived
as ‘traditional’, integrated
thinking is the key factor of
being a leading agency

2AXNEBHBBRESERSRIE
RILLIRER" | BERIERYER M
SHRIXEER

Nearly 80% of marketers mentioned there is no need for PR agencies
to play the role of being a leading agency, but integrated thinking and
execution are key.

BIE80%NmEEREFFEAKNEFNEETSNEBNAE , BEESRER
HESHITHIHRRE,

Industry insights, strategic
planning and creativity are the
foundations of an ‘Ideal’ agency

TIviRER |, SREIaEDREISHERY
SRR IR IR EE

At

For the requirements of an “ideal” PR agency, Marketers and Procurement
are mostly focused on professional skills (accounting for about 80%) : the
understanding of industry/ brand business. creative content and brand

fit is also been concerned, while procurements are more focused on the
richness of media resources. In addition, nearly 20% of the focus is on the
day-to-day operations : team stability and collaboration. Moreover, value for
money is also a key indicator for procurement.

XTI AR NERAIER | HinabREEFERE AR D EPET RS E
(EH80%EA ) : T T/ SHIRHREHRES U ; THiZBRREIFEX
EOEARTIMENLEYE  MRWENEXSEEARSRNFEL. S35, Bk
20%H9XERETAEENNIZE LH | EVEEHNESE. BT, JWFRE
SRR — KSR,

Marketers are more satisfied
with the performance of their
PR agencies, compared to
other agencies

SEthBIERER  aXE
BIEFREERSERSRE

From the perceptive of the average number/ duration of the current PR
agency, the client- PR agency relationship remained stable and is more
stable than other agencies. 86.4% of marketers said they were satisfied
with the service of their existing PR agencies, and 78.6% of marketers said
they would not stop the current relationship.

MNEIEEAKNERSE/GEIKEEERE A XREFEEFZENXR
FE  BEEEMAERRE L, 864%NZInEFRRrBE=IAaN
EEIRS . 78.6%HIEFETARFILERIGIERER.



2023 CHINA PR SCOPE STUDY

I 3. 10KEY FINDINGS +XEZEiFzR

Marketers are placing greater Compared to the last four years, performance-driven KPIs decreased
significantly this year (such as View/Click/Engagement, Online and offline
traffic, sales growth). Brand related KPIs are increasing. For example,
quality and quantity of media reports, and social buzz. Compliance and cost
control, strategy output and volume of creative work are new mentions.

focus on brand-related KPlIs

o E = G S E A v 2 = o ST ATRRIEEAKPIEE , SEMRELSTRT T , FIINLSE/=
HE/ENE , BEARUFBEAN , PERKS | HRMERSRSRE
Tt AERENRENR/RR , BIEESCERE , SN, RARHR R
REESEFHRRAKP,

International agencies take International agencies provide a strong integrated perspective, and
an integrated view, while local corporate PR and crisis management. Local agencies specialize in social

. L Lo media, creativity and e-commerce.
agencies are digital specialists

EffIESEELEM , AT EFAESELEN, BUAX , BHSESEH FEH—2 , iATRERE
BT hESE AR, BIENEESEAEEE—E.

Producing innovative content Making products/brands stand out in a competitive market through

continuous innovation is a common challenge for marketers. Other
acfoss channels that leads to challenges include developing content for different channels/groups under
business results will be the the premise of satisfying brand innovation. The latter is more focused on
biggest challenge for China’s how to create value through data and add value to the business. On the
premise of deep understanding and participation in clients ‘business,
agencies need to provide professional support in content and data to make
progress together with clients.

marketers

WFEIEERE | SNSRI Bl E SR A R T e

S o e BEDIHE. ERATRESEOEIREES , iE DR RRE0

ERECIFMEHIE | HioRE HORHET , St RRESE/ ABHRGHENIING | S S TE T SiEols

AVRESR ME | RS, AESEERERRIS SRR SHEIET , Sna
IR TI S S — S,




FINDING 1
Being agile and responsive is a top priority for all businesses

Ria BRI EFMA R RIERIRE

How has the pandemic affected your brand? #&EEE . LESEF LifLockdown, MFRIi)miEEHISE
e.g., business impact, budget increase or decrease, BIt4Fm?

communication focus) (FrNEEER  MEHEENERS
2022 2020

- ™

46.9% (vs. 29.6%) 14.6% (vs. 4.23%)

Campaigns have to stop and focus on online Our usual strategy takes risks into account,

platforms (e.g., Wechat & Weibo, Video account, so it didn’t have a big impact.

Red, Douyin, etc) AR , FHA TR EHESIIRMKEE

ST ENEEE  BREFEETEE : WV,

S /MIH , 5%

N S R
9.4% (vs. 11.27 %)
Branding level campaigns’ budget have been cut;
11.5% (vs. 5.63%) survival is priority.
Prefer precision marketing, ROl is key. miEEENERMEXRERSER  EEZIRTE | £S
WM EEBEER , LIROLNSH FEEER
9.2 % 5.2 %
Egg:i ?gr%vserseas markets, a blue Biggest impact is from logistics and supply chain
N N ey i that is damaging the business directly
REEBINTIE B — R IEE ssues : y
RARRERE TYRIIHEHEZ IR0, EiRER
- ~N [ A
3.1% (vs. 23.94%) 2.1%
The discourse system for external output has been greatly adjusted as we Communication channel strategies have
become more cautious about key communication content, e.g: Will pay been adjusted: e.g. traditional media shifted
more attention to the tonality of the content associated with healthy life or more to digital channels
the global brand will rely more on the global voice to convey the message (EIRE AR | FIESEEEmREE
AINAHENEERFRE TRAEE , FEATER  ERIUESEEE HEE
flgn : *REEERTIEESRREENTHENEobal RSB TF
globalRE
o _/
k J

Note: Marketer Interviewed In 2022 (125), 2020 (121), Data in %.



2023 CHINA PR SCOPE STUDY

FINDING 2
CSR requires PR agencies to demonstrate greater ability in
high-level strategic thinking and planning

2XREBTEERIHSFELERRE SRR TEMMLEE

To Marketers: To Agencies:

If your brand was to start looking into CSR or ESG support from PR What kind of CSR/ESG skills and expertise do you think you
agencies, what scope would you imagine you’d need support for? can provide to your clients ?

[D&RAEE IR :

MRS RETEISRAKXNIERBECSR/ESGHEAINE , EHFMIIAENE SSEMSEAICSR/ESGREEMEWRILURKLEEF ?
MRELT5 EAYSEHS ?

Marketer Agency

. Demand . Capability

HHERR RIEERHED

Strategically engaging KOLs and influencers 13.5
KOLEAES
Competitors analysis 21.2
s

ESG corporate strategy and consulting 13.5

IR SR 55
Sustainability content marketing 32.7 W

TEERNEEH 55

Sustainability corporate marketing campaigns

AR REEH 54.3

N
l |
' N N

Build brand influence through (e.g speech, whitepaper, workshop/forum etc)

thENRISEBI ARG NEZAS RN ( FlanEH |, TWEES | i8I5F )
Sustainability brand strategy development
K SR R AR RS j
CSR/ESG research analytics
Rt
ESG reporting and disclosure
A
Government relationships
HAL%
CSR/ESG investor communicatiops
REEEHSE 229
Other I1'9
Ol s

Note: Marketer Interviewed in 2022 (125), Agency professional (70), Data in %.

1§



FINDING 3
In-house resources have experienced some degree of integration

mhEEREPFERFEERL T AREEES

Has there been any changes to your internal PR & Marketing team structure in recent years?
RIEJLE , EREASAXINTHIREHEEEWNE? NRE | BRBEETHERLSE.

2022 2020

Among them, 29.9% said that PR and marketing
are merged, 11.7% said that at the group level, PR
function is independent, while PR and marketing at
the brand level are merged; 1.3% said PR and social
were merged into one department.

Hrp |, 29.9% RRRLKMHIZREHA , 11.7% F7K
SREENARMY , RIEEENLXNHZES

B ; 1.3% R FKilsocial &FRE—ERI D,

e

Independent from each other Gradually Integrating ok M'\ésvﬂvzgzgi ¢ o0
1= kL:kva EES FRRSZERI]

C]
(f5Ugn - MCN, %48 )

Note: Marketer Interviewed In 2022 (125), 2020 (121), Data in %.

] 12



2023 CHINA PR SCOPE STUDY

FINDING 4

PR agencies can differentiate themselves by highlighting service
capabilities, competitiveness through innovation, and resources
acquisition

KXRIERELIEIRERSEED. SIFIRZEIFRRSENERK  RASHED

What are the biggest challenges PR agencies will face in the future?
WA AKX ERAEIGHRARRNA ?

2022 2020

( Understand and respond to changing market environment and business 18.5 w

TRAENTEALSREERR

Show unique value through innovation when competing with other agencies
THRRE X AERNE , MTETIRHER S S S NE

Stay sensitive and agile to industry observation and trends 13.5
TSR R R
Holistic views and Cross border integration capability
\_ LB BABRNERRALN )

Brain drain, talent disconnection, hiring & retaining [ IINENENENGEEGEGEGEGEGEEX]
KAk, B , N SHete
Meaningful innovation inspired by content creativity
BHRLIFEITAIRSEIE

Richness and effective control of media resource
RSEREEESIBED 16.7
Enhance social marketing (KOL management/social listening, etc.) capability
B85
IR EH (KOL/E1E N ) feh -3
Business oriented & ROI thinking [JIIIEX]
ESHNTE , RREBHE
Accurate expression of band message
Mm% EiE NSRS RIEER
PR roles being replaced by client in-house teams

SiinhouseZEEA , FIER A TS AERERI

Transformation pressure (eg tech barriers, internal structure change etc)

RN (AMBEAES , ARROEES) EEPYY

Others
Hits

Comprehensive project management capability

S
Establish effective evaluation system for sustainable relationship

B AR R R TSRS

Enhance crisis management capability

IEFHEN BN

Note: Marketer Interviewed in 2022 (125), Agency professional (70), Data in %.
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FINDING 5

PR agencies are still perceived as ‘traditional’, integrated
thinking is the key factor of being a leading agency

2XNERBETERERISRIEBILR (&R , BERIEEY

EMSHIXERE

Without mentioning nhames, would you consider inviting a PR agency

to play a ‘leading agency’ role? Why?

FRBF , BEEBRAXNERMESHESKIERSI ? A4 ?

Marketer ShEsE 20.6 :
Procurement ki 28

What We Heard from Marketers*

—
“I don’t care about the type. The current agency positioning is

relatively broad; | will consider anyone with integrated thinking
and overall consideration of my business.”
"AETFRE , BRIREREALR 2  EEES R, K
LEEBEERN  BHESER.

—

~
“The brand has to take the lead itself, otherwise there is no

point of our existence; moreover, agencies are comprehensive
enough. In my opinion, the PR agency is still very traditional,
and the overall capability is less than sufficient.
"MBECERHBES | EFRARIIBREFEENEY mE , {ER
MAAELE,. SARNEREREREEMRIERN , feNB IR
TELE, "

~

N /

Not Sure No
g &

. Yes Open to Talk
& aER

=

73.5

What We Heard from Procurement*

~
“We have many IMC campaigns now, and PR agencies are

transforming by expanding their scopes to handle more
integrated cases. They need to have a deeper understanding
of the industry, more advance-level content capability, and
their own perspectives and not to blindly pursue Internet
sensations.”

"BAIERRESIMCEIR , MAXKRIERARE |,  AERSE
B, LAMEEZESMENTE, WIREHTEERANN TR,

N J

“This is a very fragmented period with very decentralized
consumer media consumption behavior. PR roots one will be
less competitive than those social driven ones.”

"X IFERRERRE | EERENENEERTAEESE. 2o
FERNRERSH L HZERNRERRZFNEN. "

Note: Marketer Interviewed in 2022 (125), Procurement (25), Data in %.




FINDING 6

2023 CHINA PR SCOPE STUDY

Industry insights, strategic planning and creativity are the
foundations of an ‘Ideal’ agency
TIVRER , RYEENRISHHEMWSERRN IS "N IEERBrEERIR

What is the criteria for an “ideal” PR agency?
BOEPEBPIAXRNIEBMZE SMLRR ?

Professional Capability

BAlizEEtEXIEIR

Procurement Marketer
Y] RhRE

-

Deep industry & client business understanding

XFITIANL SRR EIAFFIERE

Creative & content relevancy

ENIRIBISHAREEER

Strategic planning capability
EREEHIRIEED

Rich industrial experience & cases

FERYTIBREZIOTZEG]

19.6 R

J

Team Operation
BIAZEBXIEHR

EHRFRGEN

Insight and data driven mindset

EFRESnEiEsiin

REEHX A RERRRS R

RUERIERIBIFRRBEG

Good execution and results

RIFHIAITIFIRER

ROI driven
ROISHE

Comprehensive resource Integration capability

Offer relevant and efficient solutions _E

Offer differentiated and innovative approaches _E

W12

10.9

Procurement Marketer
R mhRE

Compatibility
BRAEEEE

Stability
BIRA SR

Agility

REIBE

Trust & Recognition
INETFIEIE

Flexibility
RiEE

Reputation
z25

Compliance
al

Value for money

TEREL

is

| 44]
M2

los

los

Hos

Note: Marketer Interviewed in 2022 (125), Procurement (25), Data in %.

15 |



FINDING 7

Marketers are more satisfied with the performance of their PR
agencies, compared to other agencies

SHtRBENERRR , 2 X EBNERAEERSERFRE

Level of Satisfaction
2ERRBEEFREE

Very dlssatlsfled
ERFRHR

. DK/NA

Satisfied
e

Dissatisfied I Indifferent Very Satisfied

EEHR

86.4%<

FHRE
I

R

PR Agency PR Agency

2022 2020 Creative Agency Digital Agency BTL Agency

Media Agency

Predisposition to Change
AKX R EIRER

Will definitey
change
BESER

Not for me Probably will Definitey will
to decide I to decide . not change - not change
FRNARE BERE BLZAE#R FaER

Will probably
- change
RS ER

10.0

11.2
2.3 4
PR Agency PR Agency Creative Agency Digital Agency BTL Agency Media Agency
2022 2020 2022 2022 2022 2022

Note: Client-Agency relationships in PR Scope 2022(168),2020 (139),2018 (176). Data in % and Average.

Client-Agency relationships in Agency Scope 2022: Creative (447), Digital (258), MKT Services (54), Media (221). Data in % and Average.



FINDING 8

2023 CHINA PR SCOPE STUDY

Marketers are placing greater focus on brand-related KPIs

mahE E BN mhHEXEHR

What KPI set-up do you use to evaluate your PR agency’s performance?

HWF2XREREEREFTAKPIEIFERIAZRRG ?

Effectiveness Related
HERIBXIEIR

2022 2020 2018

View/Click/Engagement
MRS/ mEEE/EME

Internal stakeholders’ feedbacks
LEPBEBKHFARRIR

Sales growth

HEIEK

Online & offline traffic

HHE AL/ IE A3

Brand Related
mhEtEXER

16.70
20.58

5!

a

i
BN
o
o
olome| |o
'S ol |®
ol a
: w
9
(XY
[ S}
o [N
o [
o

[+4]
~
(=]

[04]

N

oy
=%
(]

2022 2020 2018

Quality and quantity of media reports
BisRENHERERE

Social talk on the brand
XFmhRvEieER

Brand image improvement

M RAIRF

Fans recruitment
MEHEMEK

Compliance & cost control

SRR AR

Strategy output and no. of creative work
RIgMHRSIEREE

Note: Marketer Interviewed in 2022 (125)/2020

27.63
14.94
17.84

17.08

13.57

11.73
15.94
11.59

11.30
14.33

©

w

[
X
3
(]
©

9.02

121)/2018 (152) & Procurement interviewed in 2022(25)/2020(22)/2018 (32), Data in %.




FINDING 9

International agencies take an integrated view, while local
agencies are digital specialists

EffCIERmERZREM , mALAIERHFEHENER

What are the advantages and disadvantages of international and local agencies
EERF L 2XNIEBSZENRSEEER?

Multinational Local
. Agency . Agency
EBERER FLRER

~

Good understanding and strategic thinking of eCommerce ecosystem 13.2

WREESHRIFNERRRIEEE e

Meets my social media needs 34.2

ey 265

Provide breakthrough & original creative thinking

R | RARONHRT

Corporate PR capability
EWAREED

Holistic communication perspectives 17.9

BRtEENERN

Good project management/scheduling/budgeting
HRIRE S | RISREHER SRR

Good crisis management, tackle the changing social trend

HERFNENARE , RESEEST

Good International network
R | Y )
\_ /

Note: Client-Agency relationships 2022(168), 2020 (139), 2018 (176). Data in % and Average.



2023 CHINA PR SCOPE STUDY

FINDING 10
Producing innovative content across channels that leads to business
results will be the biggest challenge for China’s marketers

HWFmEERR , RARNPKRERECFASTHIE , HEREImR

What are the biggest challenges marketers will face in the future?
SRR | AL BIEEEIGHRAKRAA ?

2022 2020

Innovative ,channel resource & content

[ BURF, SEE RN ST

Reach more target audience for consumer engagement and in-depth connection

EMESRITRRENRESESES

)

Fierce competition
RRIMREE

Understand market dynamics and quick respond

: !
PRERAE R E 1

Marketing evaluation & ROl measurement
EHROIER ST

Balance of long term brand building and short term performance marketing
A HIEI S T e S AR

Limited budget and focus on efficiency
mEAY | gekiEn=EER , F2EaE NG

Capability to quickly react to the potential risks(e.g. geopolitics, policy etc.)
ERoFRERNRAIERPEAEED (INhSRiE | BERE ) -

Talent
AAHRE

International group lack of flexibility

N
0]

EfRASEIRD RIEE

Reaching a younger generation

MR LER

IMC holistic for brand communications planning

BERREAEAXBYE | MmIEREEEERE

The PR value is ignored

APS st Rel

Agency partner management & cross border collaboration

REBEESHME (BINSERRE )

Brand in-house structure integration

S MERARLARES

Embrace change and digitalization
IR EEE

Social listening and on time crisis and brand reputation management

BSOS , Bt SRR RIS RUEP

Sales conversion

THESEEY

Anxious about career development

mhEASIRERERE

Data fraud
EimiSE

~

~

N

N
0

25.0

[
00

I >
MR w ! !
00 00 N "
S
o

Ho.°

Note: Marketer Interviewed In 2022 (125), 2020 (121), Data in %.




ABOUT R3

WHAT WE DO

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

MARKETERS AND THEIR
AGENCIES

We are an independent transformation
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.

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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