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R3-8COPEN 2020 AGENCY SCOPE report is the
8th edition for China, and in this edition, we
intérviewed professionals from 242 different

The primary value of AGENCY SCOPE is to provide
agencies with first-hand information regarding the
needs of their clients.

The report acts as a reference point for agencies
to improve and provide new services as it covers
trends in the communications and marketing
sector and compares the perception and image of
their agency to other Chinese agencies.

AGENCY SCOPE is conducted in 12 markets
around the world (Argentina, Brazil, Chile, China,
Colombia, India, Mexico, Portugal, Singapore,
South Africa, Spain, and the United Kingdom),
which enables us to include global benchmarks in
some key aspects.

GREG PAULL
Principal, R3
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

METHODOLOGY

Our universe of analysis is comprised of the highest-

level decision-makers in marketing, procurement,
communications (integrated, BTL, digital) and media from
the largest and most important marketers in China.

SAMPLE

Participants from each company had to be working for
a company with at least one communication or media
agency and be directly involved on an on-going basis in
the selection and approval of their agencies’ work.

* 551 individuals

° 242 client companies

* 612 client-agency (Integrated, Marketing Services -BTL,
Digital and Media) relationships

* 180 agency professionals interviewed

* 12 trade press editors

* 36 procurement directors

Each year, we gather opinions from more than 3,000
marketer interviews globally. In addition to R3-SCOPEN’s
own databases, leading agencies in China were asked for
a list of their most important clients, who collectively were
approached by our interviewers.

SAMPLE PROFILE 3771 #%.5%

A total of 551 Professionals Interviewed in 2020
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MARKETING PROFESSIONALS INTERVIEWED =% 2018 m

MARKETING PROFESSIONALS INTERVIEWED =i5%&

WORKING WITH INTEGRATED AGENCIES ZifZEf s SR EH A ERIHE AL 215 202
WORKING WITH MARKETING SERVICES AGENCIES (BTL) &£ 5% FipE s EmRmEE AL 76 52
WORKING WITH DIGITAL AGENCIES SZipEF£ SHrEH A EEIT AL 159 123
WORKING WITH MEDIA AGENCIES 524 5l MR IERTH AL 154 97
CLIENT-AGENCIES RELATIONSHIPS ANALYSED EF S5RIEE XA S 746 612
INTEGRATED AGENCIES ZiFEFR S EHAERAR 272 287
MARKETING SERVICES AGENCIES (BTL) & 5% FhinEERSIESXR 109 67
DIGITAL AGENCIES Ziiz P SHF=EHRIE/RmXEER 198 151
MEDIA AGENCIES S5 PSRN IERXHR 167 107
OTHER PROFESSIONALS INTERVIEWED Efth5=Z i E WA+ 245 228
SENIOR PROFESSIONALS WORKING FOR COMMUNICATION AND MEDIA AGENCIES 199 180
FREHEBAERMEELERTLAL

TRADE PUBLICATIONS EDITORS 1T\l 54748 14 12
PROCUREMENT DIRECTORS % = /5 IR Z A & 32 36



DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

10 KEY TRENDS & BEST PRACTICE
TREZEBSHELE

The R3-SCOPEN 2020 AGENCY SCOPE Study provides an
in-depth look at China’s advertising industry, exploring
trends in client-agency partnerships, selection and
remuneration. In the following pages we highlight 10 key
findings that provide an overview of how the landscape is
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changing, and included best practice recommendations
to help marketers and their agencies leverage these
trends.

G Digital Makes Up 50.1% of Marketing Budgets.
HPEHIRA S T HRERS0.1%.

Best-in-Class Specialist Agency Model
Predominates, But Nearly 31% of Marketers
Would Choose an Integrated Agency if it Met
Their Needs.
FOREFEERLSEEISWA, BE31%
M FEREFREERSEHRIEF S 1EE
X, AREZREFLAEEHEET K.

Marketers Have Increased Their Number of
Ongoing Agency Relationships by 12.5%.
BNS5ZMREFREFSEXRITHELS L
FH12.5%.,

The Average Duration of Client-Agency
Relationships is stabilized in 3 Years.

miHESREFHNEHISIERRREE3F.

Marketers Continue to Look In-House for
Solutions Across Marketing Disciplines.

MHERFSERBIRETIREHBRT R,

Marketing Professionals Are Generally
Satisfied With Their Current Agency Partners.
ML EXRE X BRI & ERNRIER IR
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Knowledge, Strategic Planning & Creativity-
Innovation Are Qualities Marketers Mention
Most When Defining the ‘Ideal’ Agency.

HEX ‘BT REFN, TR, KKK
REFRE N B BRENE K.

Agency Pitch Remains The Most Popular
Method for Selecting An Agency.
tEfRmRA RS T IIEREFKFNEESR.

Project-Base Remuneration Is Gaining

Popularity, As Fee-Based Remuneration
Continues To Find Less Favor.
HIMBEHMNEIERRBRBRGEER, XEFFE
R EX R SN B ZE D .

88.9% of Procurement Teams Are Involved in
the Entire Pitch and Negotiation Process.
88.9% IR 25 SR/ R LEMRTE.
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DIGITAL MAKES UP 50.1% OF MARKETING BUDGETS
HFEHNRA SHIHTEA50.1%

Over the past five years, China’s marketing landscape has transformed into a digital-first market.
Previously lagging behind countries like the UK, digital marketing now accounts for 50.1% of the average
marketing budget in China, up 7.5% since 2018 and almost doubling since 2016. This makes China a
leader in digital spend, surpassing the global average (35.9%). Investments in above-the-line (ATL) and
below-the-line (BTL) marketing has decreased globally, falling in China by 1.3% and 6.1% accordingly.
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STRUCTURE OF COMPANIES (MARKETERS) 23 =)%244

Marketing Budget (ATL / BTL / DIGITAL Split)
TIAEHTE (RH/&T/BFEHIE)

2018 2020

+7.5 percentage points R &

B (+17.6 % of increase 1<)
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Media budget allocation remains a major challenge BENRESENZAETHEEENERE — BFEEmS
for all marketers - digital is now a critically important B AEZEZHMTS, EEGEERDSERID NERTZ.
component. We would argue that measuring overall TAVANA, BEEHDBAIRE BRENRE LS TR TERELDN
marketing return on investment and the contribution 4EELHESE.

from each media has never been more important.

Work closely with each agency partner to develop S5ERERFKAEEREFNFHEIEEMMNL S EFR, s,
clear business goals, how they contribute to meeting  FHEBHE/0ELFIRT BFRREE . EATREMRLIRETE
e (el il [IMIATTIE) 00 (9121660 ST eIt BURFENHHER, SHERBERERERR, R
criteria to judge how they are being met. MNREBR 2 R .,

Accountability should underpin media spending
decisions. Set goals collaboratively with agency
partners and build these into agency remuneration.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

BEST-IN-CLASS SPECIALIST AGENCY MODEL PREDOMINATES, BUT NEARLY

31% OF MARKETERS WOULD CHOOSE AN INTEGRATED AGENCY IF IT MET

THEIR NEEDS

EAEE SRR GRS S, B35S E R EEEREE
SEHAEFSERN, AREZNEE Y AEEBRRERES

The most common agency relationship model, mentioned by 87.6% of respondents (91.8% in 2018),

is structured around several agencies working with the marketing team. When they think in the future,
31.3% of respondents would choose a fully integrated agency model ‘if it solves all their communication
needs’. The market is moving towards greater collaboration with 6 out of 10 Marketing Professionals
appointing a lead agency to provide strategic direction and help manage their inter-agency coordination

87.6%MZMERE, RENNREXAEXZSHATR LTI NNREFDELTRAR T AR ERER K
(2018591.8%), HftbfIEEARKR, 31.3RMRMERT, BEMEEN—RELEANREFEIE, “WR
ERBRLINAAENEHET K . ANSI02MHEPEMRXATSREFREL, RUARIESHENERS
HitbREHHEE.
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Ways of Working with Agencies (Integration vs. Specialisation) AGENCIES
5REFMNESEERR (BEEHAER vs. TTIRER)

WHAT IS YOUR CURRENT WORKING IF IT WAS YOUR DECISION, IN THE
MODEL WITH YOUR AGENCY FUTURE WOULD YOU PREFER TO
PARTNERS? WORK WITH?
TEERERERZ GNAHEERE  MBARGRRE, AN
ERER? RERTEN?
- TTTEEEEEEEEEEEEEES N
AN INTEGRATED AGENCY : I
THAT SOLVES ALL 07T N TN
COMMUNICATION NEEDS Il 12.43 I 31/3 | +18.9pp.
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SPECIALISED AGENCIES e 57 I 5.7 2018
IN EACH DISCIPLINE 816 pe- ’
(I LOOK FOR SPECIALISTS) I ]
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China is well above the global benchmark for using specialized agencies (68.7%), with other markets
adopting a more integrated approach. However, 18.9% of marketers surveyed would prefer to move
from their current specialized model to working with an integrated communications agency if it was their
decision.

HEEFATIREFL G DTS T2k EE(68.7%), HftmizEMEaF5R#4EHAERAIE. KW, &
KU, 189%MMiaERR, MRMINEREN, NEEEMBINETIMRENGERXENS—RES
EHRERAE.
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