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| INTRODUCTION

AGENCY SCOPE is a biennial study on trends within
marketer-agency relaticnships and the perception
and image of agencies.

The primary value of AGENCY SCOPE is to provide

subscribing agencies with first-hand information on

the needs of their clients. The report gives them a
unique tool with which to improve and provide new
services. It covers trends in the communications
and marketing sector, and more specifically, the

perception and image of their agency in comparison

to all other agencies Chinese marketers work with.

Our Universe of analysis is comprised of the
highest-level decision-makers in marketing,
communication (IMC, field marketing, digital, and
social) and media agencies, from the largest - and
most important - marketers in China. To qualify
for this survey, participants must be involved in
the decision-making process for selecting and
approving their agencies’ work. Each year, we
gather opinions from more than 2,500 marketer
interviews.

AGENCY SCOPE China 2023/2024 is the 10th
edition of a study that is also conducted in 11
other markets (Spain, Portugal, United Kingdom,
Argentina, Brazil, Chile, Colombia, Mexico, South
Africa, India and Singapore). This enables us to
include global benchmarks in some key indicators.
In this edition, we interviewed professionals from
242 different companies in China, with 837
client-agency relationships analyzed.
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I METHODOLOGY

DATA UNIVERSE

Managers who are responsible for marketing,
communications, digital, and media in China.

Their company must be currently working with at least one
communication or media agency. Participating
professionals must have been involved in the decision-
making process for selecting agencies and approving the
work of their agencies. They must also have interacted
with communication-media agencies on an ongoing basis.
In addition to R3-SCOPEN’s databases, leading agencies in
China were asked for a list of their most important clients,
who collectively were approached by our interviewers.
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PirEERR

TEFERSHTER. SFEENENTHEEAR.
FIHARFRENASDRMME | BRELS—HREPENSHE
BRENEBLFSEXRD. SRABDWZIHAR | WHEE
BEIRSSHhELAR TG R IE.

RS , il S EE R I S E RSB U IERRHECAYE
E5iTE. BRTR3-SCOPENERRIIEEZSM . EIFIWMS RN
EEthiR TN EEEF2E , NBRESHEFHHESS
FRIFRSHR.

E22R 2B TIEH323UZIHER , P T 83TANER-
REBXR(BEESEH. STEHEMENNKERS).
ZipE EEmESIEERREBIIIE.

323 individuals working in 242 client companies
where 837 client-agency relationships were
analyzed (IMC, Retail Marketing, and Media).
These individuals work in the marketing

departments of client companies.

lﬂQ

TECHNICAL DATA tH3&4#R

A total of 323 Professionals Interviewed g7 323¢ihinE 2022 2024
Marketing Professionals Interviewed
BihER
Working with Communication Agencies
S EPS S ERERTEAR 332 255
Working with IMC Agencies
BEEASSRAEERERIEAL 264 212
Working with Activation Agencies
EATERRSRERAE 45 48
Working with Digital & Social Agencies 194
BiIhEP25HFEHAERTHEAL .
Working with Media Agencies
BEERSSENRERRHEAL 189 165
Client-Agencies Relationships Analysed
BRSRERXRT RE e
Communication Agencies
BB SEECERERTEAR 670 627
IMC Agencies
BiFERS SRAEEREmTEAN e =
Working with Activation Agencies
A TERESKERAN 54 “
Digital & Social Agencies 258 -
ZhEPSSHFERKERITEA
Media Agencies
SHERSSRARERHEAL 221 210

* DIGITAL & SOCIAL AGENCIES are been evaluated as IMC AGENCIES in 2024
* 20245 , HFEENESROSERSESHAER P TIHE




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

Semi-structured questionnaire with further open-
ended questions was used to allow interviewees to
provide in-depth opinions. All quotes referring to each
subscribing agency are included in Individual and

Confidential reports prepared for that specific agency.

FERRNBESTHRRNEE, 515%
IERMERNNERL. FEEREIXT
T RAIERRYS ik, #EETETIRNE
PRI EMER S,

TYPE OF*

Face-to-face (F2F) video call interviews through
a CAWI system (Computer Aided Web Interview).
The average duration the interviews was 60
minutes.

Big CAWI R (iHEHBEIRILES
%) #TROEXIE ( F2F ) PBREIFGR
(70% ) FEBiEiG (30% ) .
IRASIEIE Y 60 534,

Interviews were conducted from August to
November 2023.

2023E8HE11H

J

AGENCY SCOPE IS CURRENTLY DEVELOPED IN 12 COUNTRIES

SiHEAH3

RIEEEK1 21N ERPEFHREH

(o II1{aAl Argentina

Latest

Edition

Brazil Chile | Colombia| Mexico | Spain | Portugal China India |Singapore i?::g
2023/24 | 2022/23 | 2023/24 | 2022/23 | 2023/24 | 2022/23 | 2023/24 | 2021/22 | 2023/24 | 2021/22 | 2009/10 | 2023/24




Respondents were drawn from a cross section of job
functions and roles to ensure balance. 44.2%operate at the
Director level, with 55.8% defining their role as Marketing
Director/Manager.
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RESPONDENTS BY JOB FUNCTION & ROLE
S5iGRIHInEREES T

BRAIIBET RSIREEHRUSROZIHE | REARESHE
#, PS55RE. 44.2%MZHE NS HEKI LRKRY . 55.8%H

SZiHE ISR,

SAMPLE PROFILE irzistitese

Interviewee Particulars ZiFE(ES

Gender

31

36.6 33.4

63.4 66.6

Director Above
oVt AN 44.4 | 442

Middle Management

JERB IR 55.6 55.8

Tenure (Average Years)

{EHR (FAFH)

Current Position
AR 56 | 67

Current Company
ERATER 36 | 587

Type of Company

YACIES:S

Chinese Multinational Business/Brand

FrEEEW

Foreign Multinational
SMEEFREL 68.4 74.4

Local Business/Brand
—— 13.1 17.9

State Owned

EE - 0.3

* Other H'E Operations Director Ar5534F (0.6), Strategic Planning Director
EREEALRIZESE (0.3), BTL Director & FE#HIRSSE(E (0.3) and ‘Other’ 1 "Eith” (3.1).

Note: Marketing Professionals interviewed in 2022 (396) and 2024 (323).
Prompted and Spontaneous Questions. Data in Percentages (%) and
Averages (Years).

City

SihEtR o

Shanghai

e 51.0 | 571
Belling 184 | 153
=

Guangdong

s 18.2

Other Cities in China

St bl

Other Countries 0.5 _

Eftipis

Position
TR

President, CEO, GM

B8, EEAGE , BEE 56

Marketing Director/Marketing Manager 23.5

gl , hinEE ’

Brand Director/Manager

MR , RigEE 36.6
Communications Director 1.8

EBEE ’

Media Director

A 2 124

Digital Director/Manager 5.8
BFEHDR/HMFERGE ’

Trade Marketing Director 3.0
HiAREEHEN ’
Procurement Director

RIas - 10.1
New Business Director/Sales Director

VSRS E/AHERE 4.0 03
Other*

oy 7.3 4.3




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

RESPONDENTS BY INDUSTRY
S5iHRIHHnETISH

RimEENATEREERIMNEBS AT, SFRZIHE

FMCG represents the largest percentage of survey
respondents (45.1%). China’s automotive industry has
returned to growth after a period of budget restrictions
following a slowing market. The focus is now on improving
marketing efficiency so that marketing professionals can
direct their energies to strategic planning for the future;

hence an increase to 11.4%.

£45.1% . SETUESHTIENFREE | TIFEHEN
e, RENBIEAIINEEFLIZETSEAEFH , FE
fEULRR AR , HERTRARTET RIS | LUSSLR
2. BWEFRXZHRARS , HESLEAE1.4%,

SAMPLE PROFILE 7kt

Interviewee Particulars ZHHE(E

Sector Sector

ks 7k

FMCG Services 25.3 25.6

Fast Moving Consumer Goods Finance & Insurance

PR 19.2 SR/ 2.5

Beverages Telecoms

- 10.6 12.3 . 10.9

Beauty, Cosmetics & Personal Care Public & Private Services

25, (LIS , PAFE 83 | 123 NHFFAARGSS 05

Household Products Travel/Tourism

RERR 2.0 0.6 v 2.8 23

Healthcare/Pharmaceutical Restaurants

SE/BE 7.8 6.2 =7 0.5 0.6

Energy/Fuels & Oils

Durable Goods 19.8 m PR 1.5

Household Furnishings & Appliances 4.5 4.5 Building Materials & Farming 1.8

FARA , BH ’ ' A, i, REGS ’

Automotive Culture, Education & Media

o 78 | 114 e, B, RIS 48 | 42

Jewellery & Watches Property/Real Estate

BE/ER 15 it - 13

Retail/Apparel

g 4.5 3.6 Other 6.8 1.1

Sporting Goods

{;ﬁﬁﬁ Ef 0.5 1.6 Note: Marketing Professionals interviewed in 2022 (396) and 2024 (323).
Prompted and Spontaneous Questions. Data in Percentages (%) and

Office Furniture & Supply 1.0 16 Averages (Years).

DREE , DARARDABR ’ :



CHINA AGENCY SCOPE 2024 | SCOPEN |

PARTICIPATING COMPANIES =258

323 professionals, working in 242 companies/brands,

56 (323(uhinESEh , RE2FTZILHAF/@mE |
were interviewed, 43% agreed to appear as participants 43% HiaERELAFREM Logo )
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

I 10 KEY FINDINGS +XEZEiRz=

The R3-SCOPEN 2024 AGENCY SCOPE study provides an R3-SCOPEN 2024 S$HiaAHRIIhEEBITWIRITTiEAT
in-depth look at China’s advertising industry, exploring 8, BETERSKESSENEXER , K IEEHiEiRENEEE
trends in client-agency partnerships, selection, and RS, EETERMNED , BIIESEFT100MNEELM ,
remuneration. In the following pages we highlight XELMELA T SRS SERBNEL | IR TIEMNREHE
10 key findings that provide an overview of how the BN, UBIEHEARREREFEG ST AXLEEs,

landscape is changing. Also included are best practice
recommendations to help marketers and their agencies
leverage these trends.

‘Best-in-Class’ agency In China, marketers work with an average of 12 partners to solve their diverse
and specialized communication needs. This has been a consistent finding since
the first edition of AGENCY SCOPE in China. IMC (3.7) and Activation Agencies
(3.1) are the most common and numerous agencies engaged by individual

model is most preferred

ERNEBRSENRER brands.

CEERSIREL
EHE, EEAREYES 12 RRBAREE | LIBEESHEUMEIHERET
K, XFELLT (PEEHEBAR) BEFERELSEIRLCR—R%E. HP, M
BEEAN  #ESSHNEFEXENBEEHENER (3.7 R ) L TEHRSA
B (31%K).

Greater value placed We asked marketers what type of agency they would prefer to work with to solve

their creative needs. 70.0% (74.2% in 2022) of respondents stated they would
prefer to work with specialised agencies across different disciplines. 26.4%
(13.63% in 2022) stated they would prefer to work with an IMC agency. The
SREGRYNME slight shift away towards IMC agencies is a reflection that clients are focusing
RS more on Strategic Planning and Digital Strategy, and are attracted to agencies
that demonstrate full-funnel thinking.

on strategy

HTATEEAREEESHMRAENRERFATSE , LIBRMIIAEIEFRR. 70.0%
(2022 F79 74.2% ) NZHEFRR  IERES ARG IWARIERSIF. 264%
(2022 59 13.63% ) NZIHBRFMUIERESESEENERSE. ZHERAIR
BTFESEHAES | XRREEFEINX IR S | R RNERE
RERCERRTIRS .

A focus on short-term Client-agency relationships in China tend to be of shorter tenure and more
project-based. This is both a challenge for clients trying to consolidate, as well as

rforman reven
performance prevents for agencies securing and driving growth.

deep relationships
HHE , ERSRBATZANXREERENERE  BESUREIER, XEE
YFIEHREINAIMIE | JFFES EPRENEXROME , BEREBEATHREAHENL S,

ISR SIEXRRYEL

Clients want agencies The most effective way for agencies to increase visibility and connect with

to make them smarter potential clients is to tap into marketers’ desire to be in-the-know. This can be
sharing thought leadership through reports, on in-person.

ERSHE TR , HEtm SFRIBATBER , RSN EH SEES PR B RNREIT AR EEIEEAR

AR S =EECH SIFTEYIFINETIARGE R, BEENENSE |, EHiRE. =ODZELEEREK
R ETFEK,



Marketers are impressed by
local breakthrough work

S5&SHENS T RESIEREIE
REE

CHINA AGENCY SCOPE 2024 I SCOPEN |

Local Chinese consumer knowledge remains a key criteria when selecting an
agency. Working for successful local brands like Luckin Coffee, Hey Tea, and
Manner Coffee, makes a difference.

STREEZREN T RDARIEERE SAENKERE | T SEENFHER SIH=IHE,
EZ50 Manner Coffee A+ REIEIE.

There is no replacement
for the fundamentals

O TIEREEE
SEaEHHE

Creativity, Innovation, Knowledge (market, clients, brands, trends), Good
Professional Team, ROI, and Strategic Planning are the fundamental pillars
on which day-to-day work is built. They are also ‘determinant or important’
factors in agency selection.

BIE-EIET. AR (Wi, BF. M B%...) . AFNEWE. REERE
FREKIEHIRZ B B TIFREARSHE | BRIEENERNA R EMSEE HE.

Marketing complexity and
competitiveness have raised
client expectations

GRS RENZ R T
WERERS 7 & PR

Agencies need to offer more value-added services, alliances, and
collaborations to differentiate themselves and help clients cut through a
challenge market.

REBFERHESHIGERS. KENS(E  MKEREEE , LUSHERK |
=P EmE PR S.

Clients tend to be detractors,
not promoters

KZHESHET , BIARERT
47 3

Even though NPS (Net Promoter Score) has increased in the last two years,
the number of detractors remains higher than promoters, confirming that
China clients are hard to satisfy.

RENPS (1#EFHEH ) A ERFER LT , EARENRENRSTRRE |
XA EEFRE LA,

Proving performance to
justify investment

RS ERISCRRRINLAIER
RERAE

Strengthening brand positioning, driving ROI, and protecting marketing
budgets are the main challenges for China marketers.

H—IBRMEEN (ERBHBASELET MEEN ) . SCNESNHRER
REURGREHERE TN , BEEHEAREIRIEEH.

Marketers look to creativity
to break through clutter

VAR 3R
RALEERNR IR

Helping clients stand out in saturated market in a way that strengthens
brand positioning, consideration and audience connection, is key to
retaining and winning new accounts for agencies.

BERCMEE. REERBEMNSERKE , HIHaENRERSEAMEE
IERHZRERT Y | XENERERNE SRS SIERRIXE,




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

FINDING 1
‘Best-in-Class’ agency model is most preferred

CRRERNESENAERAERHRE

In China, marketers work with an average of 12 partners to EhE , SEARTEHES 12 RRIEXAFDSIE  HBEESH

solve their diverse and specialized communication needs. IS IERIEIBTE R, XEE Y (PESiEEBMR) BEHR

This has been a consistent finding since the first edition of ElfEHE—RRLAREI—B45ie, Heih, REREEN , HERS
AGENCY SCOPE in China. IMC (3.7) and Activation Agencies HESEMEXR S SIHNRIER (3.7 R ) I TR

(3.1) are the most common and numerous agencies 2R (3.1R),

engaged by individual brands.

Structure of Companies (Marketers) 22515244

12 different agencies to solve marketers’ needs (in marketing communication/media)
12 A FRIMEBEIEREBRERAREBER(ESEE , BNESHH)

2022

12.7

Partners/Agencies

B/
IMC Activation Media PR Other
Agencies Agencies Agencies Agencies Agencies
BAEHAER STEHEERES Hi~OEs aXREE  HitER/
REm etk
2024

12.2

Partners/Agencies
BEk /K2

IMC Activation Media PR Other
Agencies Agencies Agencies Agencies Agencies

HOSHAER STEHERS  HBARERS AXREE  HthUEr/
R Bk

Note: Marketing Professionals interviewed in 2022 (377) and 2024 (305). Spontaneous Questions. Data in average of number of partners.
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FINDING 2

Greater value placed on strategy

SREERINMESEELAE

We asked marketers what type of agency they would prefer
to work with to solve their creative needs. 70.0% (74.2% in
2022) of respondents stated they would prefer to work with
specialised agencies across different disciplines. 26.4%
(13.63% in 2022) stated they would prefer to work with an
IMC agency. The slight shift away towards IMC agencies

CHINA AGENCY SCOPE 2024 I SCOPEN |

HaNEEARERESHHERNKEBEEATEE @R
fRAIREIETR, 70.0% (2022 &) 74.2% ) HIZIHERT .
fiEEESARMENEINERSIE. 26.4% (2022 £
13.63% ) WZIHERTFNERESZEASHAEREAE. =
ITEERERTFESEHENERS | IRREE BN EEEN
RITNE==ERRE | FrEsESEM A RE BE RIS,

is a reflection that clients are focusing more on Strategic
Planning and Digital Strategy, and are attracted to agencies
that demonstrate full-funnel thinking.

Structure of Companies (Marketers) 255244
Integration vs. Specialisation B&EHIER vs. ETCIER

What is your current working model with your agency partners?
BEMERERZANS(FRZ BN

. 2024 . 2022

( An IMC agency that solves all your communication needs
—FEaEErEsRELRmaEnsEE: Il

Specialised agencies in each discipline (I look for specialists)
snrEmresane—x INNINGG

Both types of agencies
R SFHEXRERSE |
DK/NA | 1.4
Fais/aEsE i

N /

If it was your decision, in the future who would you prefer to work with?
MBHRERRE , BABPHSHEX2SIEEM

. 2024

( An IMC agency that solves all your communication needs m A
—reasEfEsRELamenEEER Il
Specialised agencies in each discipline (I look for specialists) v
entEmaEaane—E% NN
Both types of agencies
L EEEE: = |
DK/NA ] 3.6
Fig/xzEx

- /

Note: Marketing Professionals interviewed in 2022 (198) and 2024 (277). Prompted Questions. Data in Percentages (%).




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

FINDING 3
A focus on short-term performance prevents deep relationships

NFEHRMNE , FREMERKASEXRIETL

Client-agency relationships in China tend to be of shorter T E , ERP5REAFAZENXREEHSEREEGE , BES

tenure and more project-based. This is both a challenge RIRBEAEM,. XEEEFREIAEXRAPE | E2IERE
for clients trying to consolidate, as well as for agencies iRFNERD AL SSIRROPERR .

securing and driving growth.

Client-Agency Relationships ERS5IERFSEXR

Average length of relationships (with current communication agencies)

LRATIISEAE (SLHEHEBAEBNXR ) M oo [l 2o

v v
2.7
2020 2024 2020 2024
All Communication Agencies IMC Agencies
FrEEHEENER BEAEHNER

\_ /

Communication agencies relationship model On a yearly/ On a project \
continuous basis basis

SEREEREBNSIERN S/ IR

2022 2024 2022 2024

All Communication Agencies IMC Agencies
FFEEHEENER BAEHNERS /

Note: Accounts analysed in 2020 and 2024 (All communication agencies: 509/27, ‘work with IMC agencies’: 287/426). Prompted Question.
Data in Percentages (%).

] 12



CHINA AGENCY SCOPE 2024 I SCOPEN |

FINDING 4
Clients want agencies to make them smarter

ERSFHETNERS , WeEmhd&anarRER S EHEZ6)

The most effective way for agencies to increase visibility KREBIEENZENSEEZRHKENREIA R EEIIRE
and connect with potential clients is to tap into marketers’ IHSERIEGRE , BAZPEETHELDIEMERER.
desire to be in-the-know. This can be sharing thought "D ERRRTETILAIAST" (45.9% XSEL#e 2022 £F/Y 21.4% )
leadership through reports, on in-person. 1 “BiESINEEN. £ THIES” (10.2% Mtk 2022 £FhY
“Sharing research about my sector” (45.9% vs. 21.4% in 35.6% ) BRI &ARS5EHARENNAEMRIES .

2022), and “Invitations to events, conferences, seminars”
(10.2%. vs. 35.6% in 2022) are the two best ways agencies
can engage with marketers.

Agency Communication & PR {{IEfSEIBRERAXH R

Ways of communicating with marketers 5Ei§A RiFiBRIAH

. 2024 . 2022

Reports, White Papers about my sector [ INNEREN I A
mmmkes I
Participation in seminars or events | NG
smirwmyEn I
Direct marketing -
EEE
Newsletters -
iTigrs
Social media actions [N

wERE I

Communication based on agency’s cases -

EFREREROREEE |
Invitations to training sessions [l
BIESIE)RE

Credentials presentations sent by e-mail .

wst , v I Y

Sponsorships l
muase I Y
Ads in the trade press l
L iR )
Other
o mmm Y
pk/NA I
wng/xgx Il A

Note: Marketing Professionals interviewed in 2022 (323) and 2024 (305). Prompted Question. Data in Percentages (%).
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

FINDING 5
Marketers are impressed by local breakthrough work
5&2HENFIRESENZNESEE

Agency expert knowledge of the Chinese consumer &2 hEEEENE L T RRNAREFIERF A TR E
remains a key criteria in agency selection. Luckin Coffee, nfE, EIEMER , IKEMME., Manner CoffeefIEDEHiHE
Manner Coffee, and BMW are the three brands mentioned RRZH=/1mhE. mER. HEMHFImERNEAREERE
the most for their campaigns in past 2 years. While Apple, i L EHENERESN=RAE.

Luckin Coffee, and Nike are considered the three most
valued companies for their Marketing in China.

Agency Communication & PR ({IEfSEIBRERAXA
Best campaigns from the last two years 3 EAmEhRZIEBAERN

%‘ #40 | #1

luckin coffee

. 2024 . 2022

’ @: x| #2
@ #17 | #3
@'é #3 | #4

HUAWEI
z #101 | #5
#52 | #6

®
HEYTEA
s

LOREAL #28 #7

=@ Meituan * #8

FENDI * | #9

GUCCI #63 | #10

Note: Marketing Professionals interviewed in 2022 (185) and 2024 (164). Spontaneous Question. Data in Mentions and Ranking (#)
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FINDING 6
There is no replacement for the fundamentals

O TEREEES TSN

Creativity, Innovation, Knowledge (market, clients, brands, eI, eUFR. HHR (hin. ER. mhE. #%) . KENELE
trends), Good Professional Team, ROI, and Strategic BA. IFEEIREMKEMNZ2AEIENESFSE. iRt
Planning are the fundamental pillars on which day-to-day BRIESAEN "AEENEE" BEE,

work is built. They are also ‘determinant or important’

factors in agency selection.

Agency Selection {CIESIEIF
Characteristics of ‘ideal’ integrated agencies “IBi8 "B &= HCIBRIRYISIT

( Creativity-innovation B | A 1
siEsezes NG
Knowledge (market, client, brand) _
sts, grrapnTE NG
Good professional team |G
imewaotcrser, I
Strategic planning _
L grgmgl y,
Agency’s previous experience and expertise _ v
forecosa o |
Good account service || NNEGN
gizwzres

Integrated services offering _

SHMBATHES _

Good implementation and execution -

rempniTeen ks NG
Internal process/working methods -
mEsRE/ TR | A
Building a strong agency-client partnership [l
BYEFENRER/BPXER
ROI (efficiency/effectiveness) -
waEE (peres)
Good value for money/ reasonable fee, cost - v
wamE/aEwEn Rz I
Innovation (digital/business transformation) -
23 (HrEw/wsen) 1
Adequate agency size -
e il
Research, data, tools [l

i, gomsin, TR I

Specialisation in multiple disciplines .

wzraEask Il

Note: Marketing Professionals ‘work with IMC agencies’ interviewed in 2024 (212). Prompted Question. Data in Percentages (%) and Averages.




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

Selection criteria of IMC agencies B& =SS IIdIRE

. DK/NA - Very Important(4) l Important (3) Just an - Not Important
EEE BE 2&1;;;e 2) (:I.{g§
E2 kS

Top 2
Average (3+4)

The Agency’s Team

wEmmwEp o2 | 990 84.8

—
w

ITS Creativity
wEmpaEsn @ o° | 981

o

78.1
Long List

. (>80 very important)
Effectiveness/ROI

wemaEmsE > | 91

Strategic Planning

resemkean - 36 | 987 i g
Working Methodologies
ItepzmaanmRe SO | 876
Experience Sector Short-list
D Ry 3.4 90.5 7 54.8 (80-50 very important)

Digital Capabilities
serEmgn >4 | 900

The Cost-of-Service
RIS 33 86.2 - 0 471
Data Capabilities Win the Account
HuEseh 3.3 88.6 43.8 (40-50 very important)
Integrated Services
msaRs >3 867 i h°

Sustainability and DE&I

TS SEENZ Tk 2.8 68.1 129 171 24.8
No Conflict in my Sector o o 1
Local Chinese Agency I Not Included
hEX+AER 22 43.8 30.0 21.9 (<40 very important)
Multinational Agency e AR 1
EFF LIRS 253 41.4 : . 8
Awards won by the Agency o o
FFALAEIR 1.9 25.7 .
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FINDING 7

Marketing complexity and competitiveness
have raised client expectations
hiZSERTENEFHENERS T Z P

Agencies need to offer more value-added services, RIBEEEIREESALERS. BREMASE , MEXSRESEE .,
alliances, and collaborations to differentiate themselves PASEIRESRE , SBlIEREDGIZHRSmE .
and help clients cut through a challenge market.

Agency Communication & PR fCIEE{EIERERAXER

Best campaigns from the last two years 3 EEEhRZIEEAEDD

/
luckin coffee
& I N
w Co-branding ——
Luckin Coffee X Moutai
~ Y
-
Co-branding .
L FENDI X HEYTEA
-
QJ/A’M“L
2
2022
L Chinese New Year Activities
/
Co-branding .
_ Louis Vuitton X MANNER

Note: Marketing Professionals interviewed in 2024 (164). Spontaneous Question. Data in Mentions and Ranking (#)
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FINDING 8
Clients tend to be detractors, not promoters

KioBEEEHF , ELABRNHIZE

Even though NPS (Net Promoter Score) has increased BE NPS ( #fFIEs ) B3R EEHEH | (BAHSHEE
in the last two years, the number of detractors remains AETHEE | XEPREZPEMEARS .

higher than promoters, confirming that China clients are
hard to satisfy.

Client-Agency Relationships ER5IERESEXR

Agency recommendation (NPS) 0-10 .DK/NA Promoters (2.40 Neutrals Detractors
RIBRSROIEREIE 0-10 W oz el
v
A A
I
NPS -6.2 2.7 A -3.8 98 V
2022 2024 2022 2024
All Communication Agencies IMC Agencies
FESHEBRIEE BASHNERS

- /

Satisfaction level

;ﬁ%& . DK/NA . ;I;éy ?;étisfied %a%isfied l I_ng;fferent ;):i;%s'%tisfied ;/Eg z('g;;sgatisfied
16.2
48.8
P
S —
NPS 5.0% 5.6% 5.2% 6.5%
Dissatisfied A e Dissatisfied Aj5E Dissatisfied Aj5E Dissatisfied A=

2022 2024 2022 2024

All Communication Agencies IMC Agencies

FAEEHIEBER BAEHNES

- /

Note: Accounts analysed in 2020 and 2024 (All communication agencies: 509/627, ‘work with IMC agencies’: 287/426). Prompted Question.
Data in Percentages (%) and NPS.
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FINDING 9
Proving performance to justify investment

RE R R Ea

Brand Positioning / Awareness / Relevance (26.9%), MEEEA/MBE/HBXMY (26.9% ) . IEIRIREERIRE/HER/E
Proving ROI / Effectiveness / Results / Metrics (24.3%), B/iSHE (24.3% ) FIFRE4ERE (19.7% ) EEHARIZIINEE
and Shrinking Budgets (19.7%) are the main challenges k. BEIERRRXLERAMCIEABNSIREPEER A SNSEE.

mentioned by marketers. Agencies who can address these
pain points will find favour with China marketers.

Challenges for the Future Jk3RAIHkLE
Challenges for marketers iz EIIGHIHkE

. 2024 . 2022

Brand positioning/awareness/relevance _
miesc/messaxy: NN

Proving ROI/effectivessness/results/metrics _
irpzERE/ae/se/isT NN

Drop in marketing spend/shrinking budgets [INNEN "N
swmsdws 1l
Changes in the economic environment _
gxw NG

Adapting to new times/anticipating trends _
Ersnm /ey I
Talent/processes/working methods —
Az rewEp/mE/ I I
Data,/tools/measurement [ NEGRNGIGIG
s/ TR/
Strengthen media planning and buying [INEREGE A
s ARLERST |
Global offering-communication/worldwide creativity [ NREREHIIE
S/ SIS | A
Strengthen creative-innovative capabilities || ENERNIEING
mszeverse NG

10 15 20 25 30

Note: Marketing Professionals interviewed in 2022 (202) and 2024 (305). Spontaneous Question. Data in Percentages (%).
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FINDING 10
Marketers look to creativity to break through clutter

VIEI SRR AEL T ERI T FRHINR

Helping clients stand out in saturated market in a way that B REEN. RIFERENSEANEER  BihiaER
strengthens brand positioning, consideration and audience HeaSmigrEiRmphinciimme  XEXIEEEEmES

=8

connection, is key to retaining and winning new accounts RISTSIEXFEIIKE,
for agencies.

Challenges for the Future F&3EaIHkEE
Challenges for agencies {{IERSEIGAIHELE

. 2024 . 2022

( Adapting to new times/anticipating trends I
Ergrmet/mmnas I

Shrinking budgets/budget cuts NG
/ey I

Knowledge (market, media , trends) _
AR (5. s, ) I

Strengthen creative-innovative capabilities [ INENRNREEIEGEGEEEEEEEE

hEeIEEE _
Adapt to Al, chatGPT NG
BRIATEHE , ChatGPT
Demonstrate professionalism and seniority [[INNNERENE B
BREWHEMER
Proving ROI/effectiveness/results/metrics _
ipsgmERE s/ aw/ses NG
Offering real integrated solutions [ NNEGEE
aEmsamrsx I
Digital capabilities [INGTIINEGEEE
HFaeh
Reinforce media planning and buying [EEREEEE
D3RR HRIFNSRSE

5 0 15 20 25

Note: Marketing Professionals interviewed in 2022 (202) and 2024 (305). Spontaneous Question. Data in Percentages (%).
Question has been reformulated in 2024.
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ABUUT R3 We are an independent transformation consultancy hired by CMOs to make
their marketing more measurable and accountable to business impact.

OUR REASON FOR BEING OUR BACKGROUND

In a word, we are about transformation. R3 was We’ve worked with more than one hundred companies on global, regional and
established in 2002 in response to an increasing need local assignments to drive efficiency and effectiveness.

from marketers to enhance their return on marketing,
media and agency investments, and to improve
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,
We want to help CMOs make marketing accountable. and others, we have developed robust benchmarks and process targets for more
than 70 countries.

HOW WE DO IT

* We invest in the best talent, bringing in * Since 2002, we've interviewed more * We have insight into global best practice.
senior leaders from marketing, agency than 2,000 marketers about their agency We work with companies who want to do
and analytic backgrounds. relations. best-in-class marketing across diverse

* We're independent. Because we're » We have co-developed software to categories and geographies.
not your marketing team or agencies, measure agency and media performance. * We authored the book “Global CMO” about
we’'re empowered to be honest and marketers leading Digital Transformation

¢ Each month, we exclusively track over 500

transparent. . .
agency new business wins.

around the world.

* We use external benchmarks. We have
proprietary data pools to inform our
in-depth analysis.

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

* DRIVING TRANSFORMATION FOR MARKETERS AND THEIR AGENCIES

RETURN ON AGENCIES RETURN ON INVESTMENT
We help marketers find, pay and keep We offer professional analysis of the Using a bespoke and proprietary
the best possible agency relationships media process, planning and buying methodology, we help benchmark

- covering Creative, Media, PR, with proprietary benchmarks and and provide insights into how your
Digital, Social, Performance, Event, tools to set and measure marketing strategies perform in your
Promotions and CRM. performance. category and across categories.

We take the lead on improving the We conduct financial audits to

Integration process through validate and benchmark

proprietary software and consulting. transparency.

21 |
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CONTACT US

NORTH AMERICA

New York

373 Park Ave South
5th Floor

New York, NY,
10154

T+1 646 416 8088

ASIA PACIFIC

Beijing

A1906, Chaowai SOHO
No.6B Chaowai Street
Chaoyang District
Beijing 100020, China
T +8610 5900 4733

F +8610 5900 4732

Singapore

1 Keong Saik Road
Singapore 089109
T +65 6805 4050

SOCIAL MEDIA

www.rthree.com
Website

Miami

Suite 726

601 Brickell Key
Suite 700

Miami, FL, 33131

Shanghai

Room 802,

73 Cul-Tech Center,

NO. 80 North Shanxi Road,
Shanghai, PRC, 200041

T +8621 6212 2310

Jakarta

Revenue Tower 25-107

JI. Jend. Sudirman Kav. 52-53,
Kebayoran Baru

Revenue Tower - District 8 SCBD,
Jakarta Selatan 12190

X twitter.com/R3WW
X

EUROPE

London

68-80 Hanbury St, London
E15JLT

T +44 20 7998 9588

Hong Kong

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

T +852 3750 7980

Sydney
Level 26, 1 Bligh Street
Sydney, NSW 2000

Australia
in linkedin.com/company/r3
LinkedIn
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www.rthree.com




