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Q2 2021 CONTENT RADAR - TOPLINE REPORT

What is Content Radar?

Using our proprietary market research tools and consultancy
experience, Content Radar is a quarterly report produced by R3 that
helps marketers keep informed on the latest trends and best
practices in China marketing. Content Radar provides new ideas and
approaches to marketing and equips marketers with proprietary tools
for better ROl outcome.
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CONTENT

RADAR

Quick overview of market trends and catching up
with opportunities
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Inspiration from other leading brands for new ideas
and innovations
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Learnings that can be applied immediately;
not just a “nice-to-have” trend report
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Highly customizable content that can be curated to
topics most relevant to your brand
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What Content Radar Provides
IREMNE

* A market intelligence report that provides inspiring cross-category
cases in content marketing.

* R3’s unique perspective into specific areas, including celebrity and
influencer marketing, IP collaboration, sponsorship, brand/industry
cross-overs, and new innovations in social content.

*  Comprehensive analysis with quantitative tracking data for
measurement on specific resources, including celebrities and cultural

products, such as social hotness and commercial value.

e Client brand industry deep-dive and sharing on competitor strategies
and movements in content marketing.

*  Summarizes and forecasts upcoming trends in areas of market
interest, including entertainment, lifestyle, technology, and mobility.
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Areas Covered
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+ Design products, etc. 121.‘|"'< mE

«  Media platforms EH{AES
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Examples of Featured Content
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CELEBRITY &
INFLUENCER

BREFISmIAY)

Celebrity Index
BHEF NN S

Key Celebrity Influence Label Analysis

FTERELZMAST

Celebrity Marketing Engagement
BHEEHEMN S

KOL Marketing Engagement
KOLEHZERI 4T

EXPERIENTIAL
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Key Experiential Marketing Highlights
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SPONSORSHIP &
ENTERTAINMENT
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Variety Show Program Index
GZTHRGEREY

Varlety Show Marketing Practice

TV Series Marketing Practices
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Top Tier Sports Marketing Practices
TR ABESHEES

MARTECH
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Martech Solutions Update
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m DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

ACG
pisds et

Gaming Marketing Update
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E-sports Marketing Update
BREHEMIANE

Virtual Celebrity & Influencer Engagement
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DIGITAL & SOCIAL
PLATFORMS

HFtSWERTe

New Digital & Social Platforms For Marketing
HFERULERTELRES

Live Streaming

EfEEREES

Occasion & Festive Season Marketing Update
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CROSSOVERS & IP

SRR

Cross-brand Collaborations

BREHENE

Key IP Marketing Collaborations
IPE EEFINEE

iNDUSTRY MARKETING UPDATE
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Automotive
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Consumer Electronics
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Fashion & Luxury
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Q2 2021 CONTENT RADAR - TOPLINE REPORT INSIGHTS

Leveraging artificial
marketing seasons at a product
and brand level

The emergence of e-commerce shopping events has led to
new artificial marketing seasons like Sakura marketing
season and International Youth Day. These events are
leveraged in different ways. While Sakura season focuses on
product, Youth Day campaigns operate at a brand level to
create identity with young consumers.

Sakura promotions from Lay’s and Starbucks.
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Luxury brands using CRM
on WeChat to build private
marketing tools
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Over 90% of luxury brands with a presence in China have
established WeChat Mini Programs. Luxury brands are now
investing more performance-based advertising on WeChat,
hoping to increase their follower numbers and redirect that
traffic to their official websites or e-commerce platforms.

Gucci WeChat Mini Programs (left to right): Live Service, e-Commerce,
and Community.
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Luxury brands leveraging
the strengths of multiple
social platforms

#3ZPI LARRIBburberry

o

The most popular platforms among luxury shoppers are
WeChat, Weibo, Xiaohongshu, and Douyin. They are at the
center of luxury brands’ marketing strategy to gain awareness
and develop a closer relationship with their followers. However,
luxury brands need to carefully consider the differences
between them and assess which is the best investments for
them.

Burberry encouraged users to upload funny videos with Burberry stickers and
gained 1.4 billion views.
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Local fashion brands are
on the rise through brand
collaborations

More local fashion brands in China have turned to co-branding,
where creativity and ability to connect with young consumers on
the latest trends are keys to success. This strategy is in fact
highly appreciated by Chinese consumers who have the
opportunity to purchase limited-edition products resulting from
unexpected collaborations.

Peacebird collaborated with Game for Peace — a military competition mobile game
developed by Tencent — to roll out its Unlimited Land campaign for its summer collection.
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Brands are finding new
ways to communicate on
women's issues ,,-ﬁ

Brands are trying hard to communicate with female audiences
in China. Some brands are focusing on women within specific
industries, while others are focused on communicating with
the wider female population. Some brands keeps creating
branding level assets focused on social-related topics instead
of producing only product related content to stimulate sales
performance.

SK-Il Studio's debut film, The Center Lane—derived from the rule in competitive swimming
where the fastest swimmer takes top honours by starting the race in the centre lane, tells
the destiny-changing story of Japanese national swimmer, Rikako Ikee’s return to
competitive swimming after battling cancer.

MARCH 29 DBYube
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Beauty brands still reliant
oh celebrity ‘fan marketing’
to drive sales

Brands are trying hard to communicate with female audiences
in China. Some brands are focusing on women within specific
industries, while others are focused on communicating with
the wider female population. Some brands keeps creating
branding level assets focused on social-related topics instead
of producing only product related content to stimulate sales
performance.

(Left) Cai Xukun as spokesperson for Cle de Peau and (right) Jackson Yee as
spokesperson for Armani Beauty .

CPBALEA 24
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Health brands investing
In more aggressive
celebrity marketing
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With more than 77% of respondents living in Mainland China
S USRI BT R

taking dietary supplements to improve and strengthen their
immune system, the health and wellness category is a robust
and competitive category. To grow engagement with fan
communities, health brands are becoming more aggressive
with celebrity marketing through endorsements and content.
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Chinese actress Dilireba is the spokesperson for Swisse.
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A Glimpse Into the Q2 2021 Report
RERAEHRE
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Contact Us

Q

GLOBAL

Greg Paull
Co-founder & Principal
greg@rthree.com

Dave Edwards
EVP, Growth
dave@rthree.com

Erinn O’'Rourke
Manager, Growth
erinn@rthree.com

¢

EMEA

Q

APAC

Martha Evans
Manager, Growth
martha@rthree.com
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Melvin Ong
Regional Business
Development
melvin@rthree.com

Amanda Tan
Business Development
Manager
amandatan@rthree.com

Q

CHINA

Sabrina Lee
Managing Director
sabrina@rthree.com

Teriea Lu
Associate Consultant
teriea@rthree.com
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