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INTRODUCTION

AGENCY SCOPE is a biennial study focusing on trends within
marketer-agency relationships, as well as the perception and
image of agencies.

Its primary value is to provide subscribing agencies with first-
hand intelligence on client needs, serving as a unique strategic
tool to enhance and innovate their service offerings.

The report covers key trends in the communications and
marketing sector—specifically, how Chinese marketers perceive
their agencies compared to competitors.

The report data is derived from marketing and communication
decision-makers of leading brands in China (covering integrated,
digital, offline, and media), as well as senior decision-makers in
indirect procurement. Each interviewee must be involved in
agency selection or have direct working experience with
agencies. Annually, we gather insights and feedback from more
than 2,500 marketers worldwide.

AGENCY SCOPE China 2025/26 marks the 11th edition of the
study in this market. The research is conducted simultaneously
in 11 other markets (Spain, Portugal, United Kingdom,
Argentina, Brazil, Chile, Colombia, Mexico, South Africa, India,
and Singapore), enabling us to provide global benchmarks
across key performance indicators. For this edition, we
interviewed professionals from 212 different companies in
China, analyzing a total of 959 client-agency relationships.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

METHODOLOGY

UNIVERSE PREUREERIR

Managers responsible for marketing, communications, digital, and ErEGREDTER. 8 #3ENENNEEAR,

media in China.
REFERSHEBERENL

ZIHARREATINBRUAED S

Their companies must currently work with at least one communication EEEEEE., SHEVIIEESSRIERNPUERZELE .

or media agency in China. Participating professionals must have been

involved in the decision-making process for selecting agencies and ZIHEVVREHEMHAMNE, SEEEEEE M IR ER ST
approving their work. fi. BRT R3-SCOPEN BE#UEREI, ERMARESTEMTHE

BEEFER, LIHRESRRNIESSRRIGIK,
They must also have interacted with communication or media
agencies on an ongoing basis. In addition to R3-SCOPEN’s own
databases, leading agencies in China provided a list of their most
important clients, who were collectively approached for interviews.

SAMPLE =¥ S
288 individuals working in 212 client companies. These individuals KT ER 212 AT 288 IFiHEF, SHE TSRS EREEER
work in the marketing departments of client companies iTITiE .

TECHNICAL DATA TASSEE

A total of 288 Professionals Interviewed

HifiRT288hinE
2024 2026
WORKING WITH IMC AGENCIES i &2 SBA T A EmEHI A 212 272
WORKING WITH COMMERCE AGENCIES B/ &5/ 5] - 28
WORKING WITH MEDIAAGENCIES S 2 Sl MU e Tk AST 184 245

CLIENT-AGENCIES RELATIONSHIPS ANALYSED R S{{EEXZ 51

IMC AGENCIES SihEFSE2ATHERERXE 426 629
COMMERCE AGENCIES B I'EH5/ 5 - 26
MEDIAAGENCIES SihE R SiE LB R 210 330
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QUESTIONNAIRE 2 &
A semi-structured questionnaire with open-ended questions was KA EEFRREER, 5|18 ERMHERNNER. FrG
used, allowing interviewees to provide in-depth opinions. All SRIALTERESNSIARS, HESENEEHNETNSiRSS .

quotes referring to each subscribing agency are included in
specific, Individual Confidential Reports prepared for them.

TYPE OF INTERVIEW ifind i

Face-to-face (F2F) video call interviews and phone interviews —- . ey Sbhg— N vz s
(30%) conducted through a CAWI system (Computer-Aided BiE CAWI R (CTENEEEIMNZIAK) HTHEXE (F2F) MSREER
Web Interview). The average duration of the interviews was 60 W (5 70%) FMEBFETR (5 30%) . FEHEKRETKI 60 2% .
minutes.

DATES OF FIELDWORK ifE G HA (&)

From September to December 2025 2025 £ 9 BE 12 B

AGENCY SCOPE Is Currently Developed In 12 Countries
EEEBARESR LA ERPEFEH
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2011 L
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

RESPONDENTS BY JOB FUNCTION & ROLE
S5ihiRAIThinEEREER T

Respondents were drawn from a cross-section of job functions and SHEREAEERECERI JFNERAL, LARRIAGEARAI &, &
roles to ensure balance. 45.9% operate at the Director/ Manger level. T5RE, B, 45.9% NFipEATHHENE / HiEHE,

SAMPLE PROFILE
VTR
Interviewee Particulars ZiHEEE

N N

SHANGHAI |5 57.1 674
BELING -5 153 174
GUANGDONG | 7= 63 6.9
OTHERCITIESIN CHINA = 15775 211 8.0
OTHER COUNTRIES E /=5 - 03
TENURE (AVERAGE YEARS) {TH7 (SEI9EEE) mm
AT YOUR CURRENT COMPANY 1] 5 /. S){FERAE R 8.7 7.9
AT YOUR CURRENT ROLE ]| 75 ER{i/{ TR R 57 5.8
N 7
DIRECTOR & ABOVE /= 4251562 |- 442 36.8
MIDDLE MANAGEMENT 5/ 5455 55.8 60.4
T N
PRESIDENT,CEQ,GM =7, EFiliTE, 24= 49 59
MARKETING DIRECTOR / MANAGER 5175 4 / THi7 212 149 459
BRAND DIRECTOR / BRAND MANAGER 4552 s / etz 153 115
COMMUNICATIONS DIRECTOR (532 =2 s 6.8 35
MEDIADIRECTOR 52 145 58 16.3
DIGITAL DIRECTOR =254 / DIGITAL MANAGER === #2202 37
OTHER* ==+ 231 13.2

TYPE OF COMPANY 4\ =268

CHINESE MULTINATIONAL BUSINESS,/ BRAND 7+ 2= i1 75 104
FORFIGN MULTINATIONAL 52 = il 744 743
LOCAL BUSINESS / BRAND =97+l 179 14.2
STATE OWNED[E = 277 03 1.0

OTHER E'E DIRECTOR / HEAD OF PR (0.7), DIRECTOR / HEAD OF CONTENTS (0.3), NEW BUSINESS DIRECTOR / SALES DIRECTOR (0.3), OPERATIONS
DIRECTOR (0.3), STRATEGIC PLANNING DIRECTOR (0.3), PROCUREMENT (8.3), OTHER JOB TITLE (3)

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2024 (323) AND 2026 (288). PROMPTED AND SPONTANEOUS QUESTIONS.

DATA IN PERCENTAGES (%) AND AVERAGES (YEARS,).




RESPONDENTS BY INDUSTRY
S5ipRHInETIES S

Influenced by consumer demand and communication frequency,
FMCG remains the leading sector requiring extensive external
partnerships, accounting for 53.5% of all respondents. Meanwhile,
Automotive brands, affected by industry trends and the insourcing
of certain scopes, saw a slight decline to 10.1%.

SAMPLE PROFILE
VIR
Interviewee Particulars Z 15 & E 8

T N N

FMCG 451 535
FAST MOVING CONSUMER GOODS {4 22 13.6 87
BEVERAGES 7% 123 191
BEAUTY, COSMETICSANDPERSONALCARE=Z. (k5. S AFE 123 146
HOUSEHOLD PRODUCTS 52 252 0.6 0.7
HEALTHCARE / PHARMACEUTICAL {7{E/752 62 59
DURABLE GOODS 28.2 229
HOUSEHOLD FURNISHINGSAND APPLIANCES 5 FE5: 2. Fi52 45 52
AUTOMOTIVE ;5% 11.4 101
JEWELLERY & WATCHES 1 =2 /532 55 45
RETAIL/ APPAREL 5 &=/ 2= 36 76
SPORTING GOODS /= E 5 16 -
OFFICE FURNITURE & SUPPLY /71084 . A SE R B 16 -
seoonpue | 0o | zous |
SERVICES 256 219
FINANCE & INSURANCE £:58//2% 16 17
TELECOMSES (= 29 94
PUBLIC AND PRIVATE SERVICES /> tH07A A RS 45 -
TRAVEL / TOURISM )i 23 35
RESTAURANTS %57 0.6 21
ENERGY 522 / FUELANDOILS {5 82 H 19 0.7
BUILDING MATERIALS & FARMING ;2 5ii7% . 1. 7REieE 6.2 -
CULTURE, EDUCATION & MEDIA /{4, 4 1253 42 45
PROPERTY/ REAL STATE (= 1i57= 13 -
OTHER 11 17

ZEHNEIRESHEKE
HNEREELK ATl , 5115%;8? 53.5% ., HFSEFETIEK
:Iu(\)%l‘l'ggglﬂzlamﬁign P\]ﬁB ' I_\:

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2024 (323) AND 2026 (288). PROMPTED QUESTION.

DATA IN PERCENTAGES (%)

CHINA AGENCY SCOPE 2026
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

PARTICIPATING COMPANIES
SiHAE

A total of 288 professionals from 212 companies were interviewed.
71% of these respondents agreed to have their brand logos displayed as participants.

RPN TRE 212 RAFRY 288 UEWATL. 71% WHERELATFENE R Logo,
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10 KEY TRENDS & BEST PRACTICE
TREEZEBSRIELK

The R3-SCOPEN 2026 AGENCY SCOPE study provides an in-depth R3-SCOPEN 2026 EHaBAANPEGBTWHITTRAME, R

look at Ch.ina’s adveﬁising industry, exploring trends in F;Iient-agency ERRTEPSRERSENERR. RIERESINELR ZAEIRE

D 10 e o ton ot 1o e HENES, EETRNETR, RINGERNE 10 MELEN, 5

we highli ey findin at provide an overview of the evolvin i St SRy bh AR A ST B

landscape, alongside best practice recommendations to help %ggﬁzzggfﬁﬁg#h{”ﬂi ELEREN, MAEEARRRAE
)( = °

marketers and their agencies leverage these trends effectively.

Marketing investment is primarily allocated to Media & Social, followed by Branding & Creative, while Customer Operation & Tech

MARKETING BUDGETS PRIORITIZE ON SOCIAL MEDIA CAMPAIGNS AND CONTENT / KOL MARKETING
remains a relatively small share of overall budgets.

ST R T H IR SRR A S o .
BATBERRENSHR, RSB, MEPEESHA SR

Marketers in China work with an average of 12 partners, with IMC, KOL-buy, and Commerce agencies forming the core of increasingly

MULTI-PARTNER ECOSYSTEMS ARE THE DOMINANT OPERATING MODEL
complex collaboration ecosystems. Media agencies have shown a stable number of mentions in recent years.

SEESRAETIS(ERR o
PEMIZEFYS 12 ZAEKEEME, HEhBESEHNIERS. KOL RMRIERRERIERURASESRSIEESIRL . B

EERREBEITERRFENRE .

Client-Agency relationships remain stable in duration, but are increasingly managed on a project basis, with remuneration largely

PROJECT-BASED RELATIONSHIPS DOMINATE CLIENT-AGENCY COLLABORATION
standardized around project fees.

ESAEBIRAISEEEL
B 19.1% N E5ESNEFEE, RPTHERBEREFOMRISKEMEER . X—tHMUET2RFIKTF, ET

REFHAT .

Client-Agency relationships remain stable in duration, but are increasingly managed on a project basis, with remuneration largely

PROJECT-BASED RELATIONSHIPS DOMINATE CLIENT-AGENCY COLLABORATION
standardized around project fees.

REHSEESERP—NAEBXR . -
EPSREBNSEHCENRSEE, At R EiEsRE s TEE | SR, RESHbEARLSRE 2RI

B o




Long lists are mainly built using rankings, awards, credentials, and peer recommendations, while direct contact with agencies or owned

AGENCY SELECTION INCREASINGLY RELIES ON EXTERNAL VALIDATION
channels plays a limited role.

IR TSR B AR MIROSIE . . ; X
ARV IKZEN, MpEEEREHRSRIN. BREFILINREITHEESINMEERER, MENEBNEREMEEBERENMAE

RIEREXIERR.

The ideal agency profile is led by Creativity and Strategic Planning, followed by Market and Client Knowledge and a strong professional

CREATIVITY AND STRATEGIC THINKING DEFINE THE 'IDEAL' AGENCY
team.

ﬁU"'ﬁEﬁﬂlﬁ*"E"' "R EHIE
E’J*-‘Eﬁ{tﬁﬁuﬁ]ﬁﬁdﬂ%DE*ZH%%‘E‘ZJ%‘JJ7'37f?lL,\ HREMNHIHSEFPIORNERLUNNFIEWE.

LACK OF STRATEGIC INTEGRATION AND MEASUREMENT DIFFICULTIES HINDER THE CROSS-PLATFORM COORDINATION The lack of
unified strategic integration and a clear measurement mechanism has become the primary obstacle to enhancing cross-platform
marketing effectiveness. It is imperative to break down platform barriers to address the management challenges posed by fragmented

touchpoints.
FIEASHRERRLNANETQIESNBANER L = ) .
TEHE, REA—HNEEESSEMITSREGEEARRMARFIERERIZOER . FETRFEEEEZ, 1L

ﬁ$e@*§m§m{e¢fﬂm
RIS AR R RA E IR Dk

BUDGET PRESSURE AND ROI ACCOUNTABILITY SHAPE MARKETERS' PRIORITIES
Shrinking budgets and the need to prove effectiveness are the main challenges for marketers, reinforcing a results-driven and
performance-focused environment

MEENS RO| ASIEEEEEHEMR LR
;ﬁ%llﬂl:%u&i]‘xﬁ%'ﬂﬁﬁlﬁlﬂig (ROI) ROIEERTER, AUAEHAREIRRZ O, H—LRUETIUERASE. DS OIH

NG

planning capabilities, business-oriented strategic thinking and content innovation have become essential extended capabilities for

AGENCIES ARE EXPECTED TO ACQUIRE BUSINESS-ORIENTED AND CONTENT INNOVATION CAPABILITIES FOR GROWTH Beyond the key
agencies to support marketers in seeking growth opportunities.

HAEREAEBNRBLSESAREIFES, LALREmEHSSIEK
FrURNBENZIh, BliIREE SNAEIERAINRERSHF A E SIS KN RA L EITHEE

Al is already used by most marketers, mainly for content creation and efficiency gains, while integration, data quality, and ROl remain the

AI' ADOPTION IS WIDESPREAD BUT STILL OPERATIONALLY FOCUSED
main barriers to deeper impact.

Al ATz, BREERE N
REHEHARCEHEER Al, EERTREMRIRTIZEENER . MBAERR. HIEREREN RO REAHIHAARMRS Al &iF

EAERNEERS,

10
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MARKETING BUDGETS PRIORITIZE ON SOCIAL MEDIA
CAMPAIGNS AND CONTENT/KOL MARKETING
SHRMBRASPFHRRFSAS/EANES

In the allocation of marketing budget in China, branding and creative budgets account for 23.0%, media and social budgets account for 46.8%,
experiential marketing and conversion budgets account for 21.2%, customer operations and technology budgets account for 8.3%, and other

budgets account for 0.7%.

r
) 4

|

AEHENEREMES T, RESEIEMESL 23.0%, FASHRMES 46.8%, RINEHSHETMES 21.2%, EFEESHATE
& 8.3%, HEMES 0.7% .

BUDGET SPLIT (ESTIMATED FOR MARKETING-COMMUNICATIONS-MEDIA)
MERE (hiaEHEALE- RIS

SPLIT THE TOTAL MARKETING BUDGET BETWEEN...
FREARNEFEEMERATGEIHTES LS ...

° BRANDING & CREATIVE (BRAND BUILDING, STRATEGY, CREATIVE, IMC CAMPAIGN)
RIESEE (REEER. K. R BASHD)

MEDIA & SOCIAL (MEDIA BUY, SOCIAL CONTENT, KOL BUY)
BASHBEES (RIKSE, HXASEE. BAKSE)

PY EXPERIENTIAL MARKETING & CONVERSION (EVENT, COMMERCE - INCL. EC & RETAIL)
FREHSHY (GTE. BUER- 2RE. STEER

Py CUSTOMER OPERATION & TECH (CRM, DATA & MARTECH)
EFBESEA (CRM, SUESHEA)

OTHER

oy

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2026 (288). PROMPTED QUESTION. DATA IN AVERAGE OF NUMBER OF PARTNERS.

11




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

MULTI-PARTNER ECOSYSTEMS ARE THE DOMINANT
OPERATING MODEL
SNFESHRAERSIER

On average, in China, marketers work with 10 partners to solve their diverse and specialized communication needs. This includes: IMC
Agencies (2.5), Activation Agencies (2.1), Media Agencies (1.9), PR Agencies (1.8) and Other types of Agencies (research, consulting) (1.4).
This is a consistent finding since the first edition of AGENCY SCOPE in China.

THE, EHEARTHES 10 RRERSISE, IVSEESHUCIITIHAEESRR . HPEs: a2 UEE @5 R). &4 T=
EIRSER (2.1 ). EMTERE (1.9 ). 25T (1.8 x) LUREMEREANNE (B, F8) 14 KR).

Xt (FEEHEBAR) BEFEEHSE IR —REL .

Structure of Companies (Marketers) 28284

10 DIFFERENT AGENCIES TO SOLVE MARKETERS’ NEEDS (IN MARKETING-COMMUNICATION-

ADVERTISING-MEDIA)
SFIH 10 MRRBSMBEIEKEE, BREBAREET R (BEEH. ENEFSH0H)

2024 2026

IMC AGENCIES
®  momuimy

KOL BUY AGENCIES
BEAREAIER

122 PARTNERS P COI\LMI,E/ISEE AGENCY
Ak BUEHRF

....................................... . lGrTAL 8 SOCAL AGENCIES
9.6 scencres M AT AR AR

EERy

22

12.2

PARTNERS/AGENCIES
GfEtkiE/ACER

MEDIA AGENCIES
L

P DIGITAL PLATFORMS
HFTE

OTHER PARTNERS
HERBNES

31

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2026 (288). PROMPTED QUESTION. DATA IN AVERAGE OF NUMBER OF PARTNERS.

12




[ ]
CHINA AGENCY SCOPE 2026 : | SCOPEN I

THE LEAD AGENCY MODEL CONTINUES TO DECLINE
ESNEREIITESEN

Only 19.1% of marketers identify and work with a lead agency, confirming a clear shift towards decentralized, multi-partner
coordination, below global averages (and markets such as the UK).

X8 19.1% A EMASHESRERSE, XIELTHIREREERAEPOURSKAMMEER. X—tHAMURTEEF
HKF, RTRESHAT .

Structure of Companies (Marketers) 2255514

DO YOU HAVE A LEAD AGENCY? (ANY CURRENT AGENCY THAT LEADS AND COORDINATES ALL CLIENTS’

COMMUNICATION NEEDS)
ERERESNER? (BEHUBERRESEEEFMEEERERINIER)

2024 2026
-10.7 pp.

YES
=

=

NO
a

DK/NA
THIE/FoE S

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2024 (305) AND 2026 (288). SPONTANEOUS QUESTION. DATA IN PERCENTAGES (%).

13




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

PROJECT-BASED RELATIONSHIPS DOMINATE CLIENT-
AGENCY COLLABORATION
RBHSEESER-REFXE

Client-Agency relationships remain stable in duration, but are increasingly managed on a project basis, with remuneration largely
standardized around project fees.

ERSREBSNAFIHKEARIFSE, EaF5NEEskES L INBHHTER, SR, RIS ERESRIEZERA

SCIRAEELL

Client-Agencies Relationships ERS5{{IEFXE

AGENCIES REMUNERATION MODEL (FEE-COMMISSION-PROJECT BASED) {CIBRgFRi=ETt

17.4

80.9
A ‘)
A

¥5,513,900 ¥4,973,700 ¥5,378,600 ¥5,522,200 ¥4,384,600
AVERAGE FEE (RMB) AVERAGE FEE (RMB) AVERAGE FEE (RMB) AVERAGE FEE (RMB) AVERAGE FEE (RMB)

S S CLreE oL CEIEE
¥4,229,700 ¥3,319,800 ¥3,068,600 ¥3,057,600 ¥3,132,400

AVERAGE PROJECT (RMB) AVERAGE PROJECT (RMB) AVERAGE PROJECT (RMB) AVERAGE PROJECT (RMB) AVERAGE PROJECT (RMB)
HImE S HYmEZE RBaISES HYmB%# ESSINIEE
2022 2024 2026 2026

o
MULTINATIONAL  LOCALLY OWNED
SR ERALE

ALL COMPANIES
AEEE

T
i
1
1
1
1
1
]
1
1
1
1
1
1
1
:
1
1
1
1
1
)
:
1
1
1
1
1
t
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

ONLY FEE / ANNUAL RETAINER

O Eras
ONLY COMMISSION
® mEe

ONLY PROJECT BASED
® yaigm

BASES: IMC AGENCIES ACCOUNTS ANALYSED IN 2022 (287), 2024 (426) AND 2026 (627). MULTINATIONAL (525) LOCALLY OWNED (102) ANALYSED IN 2026. PROMPTED QUESTION. DATA IN (%).
AND AVERAGES (RMB).

14
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AGENCY SELECTION INCREASINGLY RELIES ON
EXTERNAL VALIDATION

IR ER gtk R ek ik B S M ERIIIE

Long lists are mainly built using rankings, awards, credentials, and peer recommendations, while direct contact with agencies or owned
channels plays a limited role.

FERVKFEREN, THEEERBHRSRN. BREGIUNEITHEEFSINMEERR, MENEBNEREM, SHEBEEREMKL
EREREI AR,

Agency Selection {CIBRFIEEE
WHICH INFORMATION DO YOU USE TO PRODUCE A POTENTIAL AGENCY LIST?
EHNIEREEREEDR, S ERPLLURIEERERER

AGENCY RANKINGS AND AWARDS 5 sz 72 (R
AGENCY CREDENTIALS AND CASE MATERILS ¢z =757 sz [ e
neLp rrom consultants =amE«s [T "
FRIENDS OR COLLFAGUFS RECOMMENDATION 2= ===
PUBLIC EXPOSURE (EVENTS, SOCIAL MEDIA, PRESS, ETC) 223tz [ —— ® 2026

® 2024
LISTINGSAND AGENCY GuIDES ez aeinice [N
MY OWN EXPERIENCE/PERSONAL KNoWLEDGE -+ A =523 [

THE AGENCY HOLDING GROUP . E SR EER

AGENCYWEBSITE £ 255

PERSONAL RELATIONSHIPS WITH AGENCY PROFESSIONALS -~ ) SHZEE I A IFAAE -

TO WHAT EXTEND THE FOLLOWING ATTRIBUTES ARE IMPORTANT WHEN SELECTING AGENCIES?
EiEENERN, TIIREESAEE LREE?

VERY IMPORTANT ~ IMPORTANT JUST AN INFLUENCE NOT IMPORTANT
o @ o 3 o @ e
EEEE g HLEFR FEE

98. 5 96 2 977 970 951 943 905 K 319
TOR 2 TOR 2244 TOP 2(2+4) TOP 2(2+4) TOP 2(3+4) TOR 2(2+4) 2 2 2(3 222 TOR 2244,
38 36 36 35 34 33 33 33 30 29 28 2 : 21 X
BVERAGE BVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAL
't oﬁ;‘ E§ o= %] =4 & Z 7 o L wl 7o} %] 65‘ Q:{t‘ }@ Pl =1
S8 2§ 33 =22 B gk zEW sE2 ¢ 2R £ el BY c¢E 2§
S 22 2 281 za@ z® EIl Bzt 2 S4 26 sE i S@ 3 B3
o5 g v = B ol Qm == Ca s % 3 m oy B @ B B =
x @& = e 5@ T i RS, S >%ﬁ ;xﬁ o o =€ g RS > 5 g oie
oz 2 Sm w1 Af g 209% IO 58 8F % ZH i s TE I
pE 8 §f g# i Em Sl 29 5l g Ed 9 Eg i z®  dmE %
Z R .24 - =25 ] = = £ i =F = &
R 2 8h | & Sl T3 s 8 ge °x i 6E & z
£ 2 u sa | 8 Z E £ g zh 3 ER L SE 2 z
B = =4 = z 2 T = 15 I B 5 =
7} o = z o = £ . SE 2 7
> = = i ‘q O @ = -]
=) o @ S o H =
z = =] = =¥ §
= =

BASES: MARKETING PROFESSIONALS ‘WORK WITH IMC AGENCIES” INTERVIEWED IN 2026 (263). PROMPTED QUESTION. DATA IN
PERCENTAGES (%) AND AVERAGES.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

CREATIVITY AND STRATEGIC THINKING DEFINE THE
DEAL’ AGENCY
BIESKEREEX "BE" EHNER

The ideal agency profile is led by Creativity and Strategic Planning, followed by Market and Client Knowledge and a good professional team.
Awards and experience lose relevance.

i&?ﬁ?’\}%’%‘gﬁﬁﬁuﬁﬂﬁﬁﬁbﬁﬁ%ﬂﬁﬂﬁgb79&113, BERENTIHEZEFPIRENERURMFHEWEBA. RIMSHFLIEHEX
MEIETERES

Agency Selection {CIBRGIEIE

WHEN CONSIDERING THE ‘IDEAL’ AGENCY, WHAT ARE THE MOST IMPORTANT QUALITIES?
EEFEEMEHEAERN, SREENRRETA?

Creativity Innovation &5 5747 I ]\
Strategic Planning 55850 |—————— 1
Knowledge (market, client, brand) xihi7. =k a7 G
Good professional team /5= 2 gy EmED. G
Good Implementation and execution £5757/ 702 [N 1
Integrated senvices offering =5 2 A=HES I ® 2026
Agency’s previous experience and expertise /&% B4 A0R [ ® 2024
Research, Data, Tools jZ#T. #E/if, T5 | A
Good value for money / Reasonable Fee, cost #7155/ & E00IE T AA
Good account service (i % V=S
Building a stronger agency/client partnership i 17 == E /2= L =
Social Media + { 7R =H
ROI (Efficiency / Effectiveness) & &[alfE 22 (REERE)

-

BASE: MARKETING PROFESSIONALS INTERVIEWED IN 2024 (277) AND 2026 (288). PROMPTED QUESTION. DATA IN PERCENTAGES (%).
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[ ]
CHINA AGENCY SCOPE 2026 : | SCOPEN I

LACK OF STRATEGIC INTEGRATION AND MEASUREMENT

DIFFICULTIES HINDER THE CROSS-PLATFORM

COORDINATION

?Eil%%é'—ii&%@i% R AEESEENRK
=

The lack of unified strategic integration and a clear measurement mechanism has become the primary obstacle to enhancing cross-
platform marketing effectiveness. It is imperative to break down platform barriers to address the management challenges posed by
fragmented touchpoints.

[}

BYaEENSMCEUITER, REF—NMRESSEWNISREERRERNRFLRIROES . REFEEITRTE
B2, DN AR RAVEER .

New Trends {TIVEREEE
NEW TOUCHPOINTS, NEW RULES $ffiisS. ZfEam

WHAT IS THE BIGGEST CHALLENGE YOU FACE WHEN OPERATING ACROSS MULTIPLE PLATFORMS?
EEFaisER, THIGHNEAIRETA?

Ao e, I, - 5
= A R )
UNCLEAR MEASUREMENT EFFECTIVENESS
U EERHE
F—HHREEE )
NEFFOENT DTN | o1
PATRIERE

AGENCY LACKS PLATFORM EXPERTISE _ 181
REBFESEENIE )

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2026 (287). PROMPTED QUESTION. DATA IN PERCENTAGES (%,).
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

BUDGET PRESSURE AND ROI ACCOUNTABILITY SHAPE
MARKETERS’ PRIORITIES

TEEISROIBSRIEEEESIHINTTHR

Shrinking budgets and the need to prove effectiveness are the main challenges for marketers, reinforcing a results-driven and
performance-focused environment.

MEWCRLARISIR SR EERER (ROI) FBEEFER, BRASHEARBIRIIZOMRE, XE—SRBUTIVERASH. LSRN
IOBITHIZIAE.

Challenges for the Future FR3EAIVELE
CHALLENGES FOR MARKETERS thizE mllGagHk s

WHAT ARE THE BIGGEST CHALLENGES FOR MARKETERS?
B\ ATBIEERFRE AR R A?
SHRINKING BUDGETS / ECONOMIC ENVIRONMENT 7 &242)5; / 25 S 0=
PROVING ROl / EFFECTIVENESS/ RESULTS / METRICS § FEH 2 &ializ / A0l / 55 / 150 m—— 155 5
MARKET KNOWLEDGE S5 17EH220  p—— 5 |
""""""""" ADAPTING TOAI (TECHNOLOGY& TOOLS) /i A TEE2 (A5 TS) m—— 2s7
UNDERSIANDING THECONSUMER =5 ) FHFZEFE  ma G 9
DIGITAL CAPABILITIES (EXPERTISE, OFFERING) 120 = (4451 (L= FEEAEE) 75 5
STRENGTHEN MEDIA PLANNING AND BUYING (S22 (A5 EIANTAEEE0 ma— 2 () 3
BRAND POSITIONING / AWARENESS / RELEVANCE 2 p8=(1 / BR8N = / RSEXE - 18 0
OFFERREAL INTEGRATED SOLUTIONSI2{1 5 F= A2 2775 m——— 17 S
TALENT/ PROFESSIONAL TEAM / PROCESSES /= / ZVEIR. / T/HRE  m——— 13 6
DATA/TOOLS/MEASUREMENT 2772, TESEEEE mm— 12 6
PARTNERSHIP/ EMPATHY/ CHEMISTRY SZ= i VS IRk 2 / HIS / (b5 R 0  m— 10.5
STRENGTHENING CREATIVEINNOVATIVE CAPACITY (E26IE= 5415551  mammmm 10 5
GLOBAL OFFERING-COMMUNICATION £T{{V RS S£THE 2525 mmm 7.7
STRENGTHEN SPECIALISATION I GE 501, mem 7 7

64.7

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2026 (286). PROMPTED QUESTION. DATA IN PERCENTAGES (%).

Bases: ACCOUNTS analysed in 2022 and 2024 (ALL COMMUNICATION AGENCIES: 509/627, ‘WORK WITH IMC AGENCIES’: 287/426).
Prompted Question. Data in Percentages and NPS.
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[ ]
CHINA AGENCY SCOPE 2026 : | SCOPEN I

e AGENCIES ARE EXPECTED TO ACQUIRE BUSINESS-
ORIENTED AND CONTENT INNOVATION CAPABILITIES

FOR GROWTH
hinEREREENELSREREEIFH=EN, LA
IXEl R UG

Beyond key planning capabilities, business-oriented strategic thinking and content innovation have become essential extended capabilities
for agencies to support marketers in seeking growth opportunities.

ErURMBENZSh, Al iR S NS AREE SIS E SIS KN SIS THEE

New Trends {7 FEREGH
IN SEARCH OF GROWTH Sikiu<

WHEN SEEKING GROWTH, WHICH AGENCY CAPABILITIES DO YOU PRIORITIZE MOST?
{Eita MR KRR, SREVAIERBIMLLEN?

BUSINESS ORIENTED STRATEGIC T I G- 3
S EHIES B )

CONTENT INNOVATON . i 507

HEEIFEED )

SPED AT I 3
RIS R AT '

INSIGHTS INTO EMERGING oM I o o
EFGERE '
ABILITY TO CO-CREATE OR LONG-TERM GROWTH INITIATIVES I -

SRR ERIE LT RIAYEED
RO AT O ST IS | 35 0
Btk
E-COMMERCE & SOCIAL COMMERCE EXPERTISE _ 294
EEh=) S aEE =y '

RICH RESOURCES FOR COLLABORATION (MEDIA, KOL, ) _ 26.9

FENENATR (B,

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2026 (287). PROMPTED QUESTION. DATA IN PERCENTAGES (%).
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

Al ADOPTION IS WIDESPREAD BUT STILL
OPERATIONALLY FOCUSED

AIMAT"Z, BRLLEEARE

Al is already used by most marketers, mainly for content creation and efficiency gains, while integration, data quality, and ROl remain
the main barriers to deeper impact.

REHEHEARCETER A, TERTARCHEFIRHIZEREE . AM, BEEEARRE. HUERENK ROl AEBHIAZIRE
Al RIEE AR EEREE,

New Trends fFIFERESEE
Al DEVELOPMENT AIEE&&E

IN WHICH AREAS HAS Al MOST SIGNIFICANTLY IMPROVED OPERATIONAL EFFICIENCY?
AEEE SRR P Rae R E?

CREATIVE & CONTENT PRODUCTION ;s
o g = 681
ABEEIESE

covsaemsare e I
EBEESHIES T '
oo Y
BEREEMN '
MEDIA BUYING & OPTIMIZATION _ 19.9
IR RIS '

STRATEGIC PLANNING
iy 89
EHREEE -

WHAT IS THE BIGGEST CHALLENGE TO SYSTEMATICALLY INTEGRATING Al INTO MARKETING OPERATIONS?
{EEAIERANRESHEHRTIENZER, RARHRERA?

PATEORMINTEGRATION COMTL 1| °:
TE/FEEEER '
POORDATA LAY 4100 N !
HERESAAERE
gl
e R e e 24
LACKOF NOUSE AL |
Bz PamBAL A '

ot I > ¢
1 I SR TSR '

LEADERSHIP OR CLIENT RESISTANCE 103

B/ EEENELTA

BASES: MARKETING PROFESSIONALS INTERVIEWED IN 2026 (282). PROMPTED QUESTION. DATA IN PERCENTAGES (%).
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CHINA AGENCY SCOPE 2026

2025/26 Three Key Marketlng Trends Summary
EXRXBEBEE

2025/26

t—l—l—h
=F=%1c

Value
Accountability
Emerges As
Returns Diminish

[BlRiER
SRIRAHEANER
>
=AML
Marketing shifts from expanding
spend to demonstrating value
through ROl and business impact.

EHIERBAT RN, HmEL ROl
VS5 B ERFARIUNME.

Fragmented
Touchpoints
Redefine
Engagement Rules

=B R
mhEERNEES

Fragmented platforms require
integrated engagement to drive
real outcomes.
fREERR, BEthERISEI

BREELRIRR,

J

S
Growth Must Be

Rebuilt from
Market Shifts

iR BAEN
MTBIBE (L3300

As traditional levers weaken, new
growth must come from shifts in
consumer demand and media.
BFIBKITITESS, BKENESEE

FBREEN TSR,

Bases: Marketing Professionals INTERVIEWED in 2024 (323) and 2026 (288). Prompted Question. Data in Percentages (%).
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pend & Effectiveness

Market Growth Stagnation: Weaker Demand & Diminishing
Marketing Returns

hIAIR KIS

]

=R EE

H O3 3% 7

China's marketing landscape is undergoing a structural reset:

PENERERIEEEHEEMEREE:

47%

of consumers claim they only

purchase necessities and

avoid unnecessary spending.

BB R ARSIV TRR,

BRI ERHZR

54%

of consumers prefer E-
commerce platforms with
low-price positioning as their
first shopping priority.

HEERE ERE TR ERAY
BEEFafEAEEEYTEae

68%

of marketers have reduced
their marketing budgets due
to the current economic
climate.

mhipERT, EAHRIEST
IMBHIR T TR

54%

of marketers identify proving
ROI/effectiveness/results/me
trics as their 2" highest
challenge in the future.

ipEEARKEIGRIE —K
PREGRIERRIR R IR/ PR
ERY/1BhR
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1. A Challenging Marketing Climate - Pressure on Spend & Effectiveness

CHINA AGENCY SCOPE 2026

Marketers And Agencies Are Facing Pressure To Prove The
Value Of Every Investment

hinEHE

2 IEAIGE S —ERAMENEKXESD

Brands reward results, not just output. Agencies must evolve from execution

vendors to growth partners.

RITEEEGRMIFH, REBEM HTHREE" RN KA

VALUE MEASUREMENT {ft {BiFE(&

#1

=

Strategy Value Under
Scrutiny

SREGNMEMEREER

Misalignment between agency
strategies and local consumer needs
weakens perceived value
REFRRSALHEETRIAT, R
NEZZRRE

Brands expect integrated brand +
performance planning

ISR SR E R A B

#2 4

Output Value Harder
to Measure

i EEMEEE

B[

Fragmented marketing service
segments raise the difficulty to
measure the value of the agencies’
output.

EHERSTRER, BIng e
HNMEIHEE

Brands prioritize precise targeting, data
insight and fast execution
ITEEEXTEEMA. HRRRSHRE
JES(RVE

FINANCIAL 453

#3 9

Financial Intervention of
Budgeting

—
=
=

{HFE RIS TR

CFO oversight of marketing spend has
risen to 45%

CFO XTEHIRNRIEELLAIFTE 45%

St

ronger demand for ROI visibility and

cost efficiency

-

=K

HEXS ROI AT SRAERIRHES

23
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1. A Challenging Marketing Climate - Pressure on Spend & Effectiveness

DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

Prior Validation of “Why & Where” for Recalibrating
Spending Decisions

BIERERINN “FERSRIR" , EMBERTRS

Al

Why: Proving Spending Necessity
LemT T - RIREl: EBREZER L ETE

’ AN Pain Point - {5 :
’ R\ * Brands demand tight linkage between marketing spend and
’ % \ business outcomes
; v =@ \ REEREHEHTES WSS BB EFNERKR
L Implication - FR7:
Why ! * Prove its marketing’s irreplaceable impact

5' 12 B | o T S S S Yy

\ / Where: lIdentifying High-Potential
< T y Investment Priority

IRHRIR . SRERE AR TR

S A

Pain Point - {553

* Declining conversion from broad-targeting campaigns.
Iz BfREEEREE R TR

Implication - [J7:

* Contextual Budget Allocation: Focus spend on critical decision-
making touchpoints.

igfﬁ%ﬁﬁﬂﬂ’ﬂﬁﬁﬁ%#: R E R R A E 2 R R AR

How: Format & Execution Tactics
IOERRE: MITEEMESFIERZ L

* It needs to sort out the “Why & Where” to invest, before proceeding
to execution plan
FEEFHITITRIRT, FETHEME " REFRR"

® Success is defined by business impact, not execution output

BREUFAELAL SRty , AR T
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2. New Consumer Touchpoints, New Rules of Engagement & Relationship

[ ]
CHINA AGENCY SCOPE 2026 : | SCOPEN I

Scattered Touchpoints & Short Attention Span - Redefine
Consumer Decision Journeys

MRoBSEIENEE—EMEN HEARKIERE

Social Short Video: Private Traffic:
ECommerce: Attention Operational
Decision Journey Paradigm Shift Importance Rise

Reshaped B F=H05e hEBRE: B=E
%ﬁ;&ﬁ: EIER N IETE EHNIEH

Transitioned from the path of
"Search-Compare-Purchase" to
"Discover-to-Purchase" model.

N ERICR WL EEET
A "RIBIEE" R,

Live EC creates real-time
interaction + product showcases,
for impulse buying.
BEREEELNENSHEN
=&

R, BURENEE.

Shorter attention span force
brands to capture interest within
first 3 seconds.
BFREELTRE, BFEREY
IRERISTLAINRS | A RISE,

Deeply engaged users
demonstrate higher Lifetime
Value (LTV)—by content hooks
and immersive experiences.
AR | DR, %ﬂl‘]
RAFIREE S SRIKAIE D
HAME (LTV) .

EEPOCk
Q115

Enterprise WeChat + Mini
Programs shift service to
precision relationship
management.
BAS+HIERBIRS RIS
EXREEHE,

But most brand-owned channels
degrade into discount hubs,
requiring an upgrade to value-
added experience community.
BXZHEEEERE S/
i, BEFRNIEERGHE.

P ————
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2. New Consumer Touchpoints, New Rules of Engagement & Relationship

DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

Rethinking Agency Models: Co-Creating Business-Led

Multi-Touchpoint Strategies
MR ESRERVESES: SEKESSIERE

Facing a fragmented touchpoint ecosystem, single-channel or scattered executions are no longer sufficient to drive actual business growth. Agencies
needs to establish a new service model centered on business results and cross-touchpoint integration.

EXEAURREES, B—RESEIRAFUTHELRSIRSIER, RS ER 0. BMREGHRSEE, REMNK
AEENFEINME.

L\- 4
I
‘ o= -
a o

o

Value Definition

Operational #
IMEEX

Thinking
IEEBYE

From Execution Focus to Holistic Synergy

N "BisE" B “21RhE"

# Strategic Reshape #
RIEELE

From Trend Chasing to Business Gap-Filling

M “EZERO" B “EdESSERO”

From Delivery Driven to Result Optimization

N "ZIEmE B ERIEL”

Strategy formulation should start with “what
business target to achieve”

REHIEET "HEIARTAWSBR

Define specific business KPIs, then match with
the target audience, and the most effective
touchpoints.

SeRERLSSKPI, FRICECHIA ABE R S2RAAR

Gt =1=F3

Agencies need to understand/cooperate with e Agencies’ core value needs to be included in

the roles of each touchpoints.

RESFERALGSMREE

Enhance the focus of user conversion and
retention across the consumer journey.

RERFPERASEFEEERSHIREE.

the contribution to ROI

REFEI N ETZIATIROIFISEAITE

Adding “performance-based” elements into
cooperation models, rather than just deliver
on-time.

AN "HRE|" NEIEER, FARER

32,
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3. In Search of Growth: From Market Shifts to Practical Opportunities

[ ]
CHINA AGENCY SCOPE 2026 : | SCOPEN I

Category Spend Ratios Vary by Industry; It’s Critical To Grasp
Where The Strategic Focus Is Moving

i EMESERETIL MR : AEEHEARECHERE
MEXEE

| N
4

Social Campaigns & KOL Content Different Spending Priorities,

are still the Focus under Budget Different Brands’ Consent
Pressure ARRIEZEMNSED., ARmE
EREEDT, HEEEIFIKOLA E23 12

ﬁm =

ﬁ Eiﬂﬁ\\ KOL content now accounts for most campaigns, yet different brands
will have different preference on their social marketing vehicles.

They become the primary vehicle for building trust, relevance, KOLWSERILIE T EREHESY, BEFRBENEMEHETR

and influence. AYmET = AMER

BN ARMEE. BRI NNEEREREZE

Which Types Of Marketing Activities Are You Social Marketing Priorities
Prioritizing Under Budget Pressure? HEZEHES
BAERESZENERT. BeiscEmmLe3Eang
hiBiEzn?
SOCIAL MEDIACAVIPAIGNS e 6% KOL Content Marketing KOLIZSEr%: I 7 4%,
CONTENTFiﬁfimMEA%R?(ETING Live Streaming (Brand-Owned) 3% NI /7%
oz A 8 KOC and Employee EARIATES M 37%
PERFOR’:"ANiE#MfBKET'NG I Social Listening Tz I 34%
BRA:%%;;;?T?UILDING Official Social Operations BEifizE I 33%
g T 5% SEO j@EEAIt I 31%
CELEBR'E/;P;?;’;ERSWPS _ 20% Feeds Add EERS S I 31%
OFFLINE EVENET/S /E,IACTIVATIONS Live Streaming (KOL) 1A% I 29%
- Ty _ 29% Social EC Operations #132E875 N 29%
CRM / RETENTION Community Operations {1Efiz= I 20%
premer T 1% Social CRM 44 CRM NN 19%
omer 2E [l 8% Interst Circle Marketing BE= NN 17%

AIGC B4R, Il 9%

Bases: Marketing Professionals INTERVIEWED in 2024 (323) and 2026 (288). Prompted Question. Data in Percentages (%).
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3. In Search of Growth: From Market Shifts to Practical Opportunities

DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

Marketers’ Expectations for Al Usage: Customization to Meet
Actual Business Needs, Ensuring Quality and Safety
HiAERIAEREIE: EFLHREERESENSTER, RIER
5%

HElD

Z=@ The potential of Al in % Key challenges of Al in
N1 marketing marketing

AESHPREKXED AEEHPRIKEEHE

Enhance efficiency, reduce costs, and facilitate rapid * Al generated creative can’t be executed

iterations o AIBIEEMEENARE: ABEZFANWTE

WERGHAMA : RABERMEEHEA, RIZNEFT

TR * No clear application except content and ad
optimization

Data collection and analysis capabilities can be optimized - AINAZEER: RBERNSEKRFIIRITL

for trend prediction

HiEgeHEN . BUEREMD eI, BB - Data security, accuracy, and compliance

Fo - HETE5EN: HiETet. ERMRSHE
Ak

Mass production of different types of content
ZTABTH: EETFAREXENAS Al application makes users feel fake, and brand
marketing is not serious

BREESESLY: AzRILBEFREE/R, @i
BHEAED

Higher efficiency, but marketing personnel lose

insight
%Ea‘ébsswz WEER, BEHARKERE

J Wy,

Bases: Marketing Professionals INTERVIEWED in 2024 (323) and 2026 (288). Prompted Question. Data in Percentages (%).
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3. In Search of Growth: From Market Shifts to Practical Opportunities

CHINA AGENCY SCOPE 2026

E ["scopen |

Managing Client Expectations Around Al's “Cost and
Efficiency Gains” Is Critical Under Cost Pressure
RAENDT, SEESEZERY Al [FERIEM] AR
BE

FX

The key tension for clients in agencies’ use of Al lies in the dual expectation of “cost efficiency” and “high quality”, two goals that current tools and
capabilities still struggle to reconcile.

BEREERER A X—YE LR OTFEET, BREE EAER 5 "SRETH" |, MARTESEDELSRIAE.

1.The Quality Gap
REmENEE

2. The Cost-Saving
Illusion

R FY 25 Y55 58

Clients expect lower fees but need
significant human refinement and the value
of human strategy/creativity make simple

price cuts unrealistic.
EFRWARNFHRERESS, LA
B, IRIRME EELOREIIRARK ERAEFERS R, BERERFTEKX
¥, BEATERE, HEISFRENMETEWAIS
28K, LIS,

3. Operational
Constraints & Risks

R ERI BRI 5 B

Unclear copyright and regulatory deter large-
scale usage by major brands, compounded
by a lack of high-quality training data.

WA, EARASBRE A mah A S AR E
A, REBRELR)IMREL,

Clients overestimate Al's output quality,
while current tools fall short on detail &
creativity.

Marketers fi%E - " Strong 'Al feel' in
content and the quality is inconsistent,
unable to meet our high-quality.” "N&

"AIR KEREAEE, TELEFE
TeRENEXK, "

Agency professionals {$IBfSRE_ -
“Clients see other excellent Al works
and demand the same effect; yet ignore
the high threshold behind it.“ "ZFZ&
FRFAWEREEEREFSR, &0
RREEE RS ]

Marketers iz - “The quotation
should be reduced accordingly after

using AL“ "fEFBAIG, NARRIFEHEIRMN"

Agency professionals {XIEfSF_ - "The
client requested Al to generate high-
level creative ideas but underestimated
the cost due to a lack of understanding
of the technical difficulty." “ZPE3K
AIERESHEELIR, (BN
e,

Bases: Marketing Professionals INTERVIEWED in 2024 (323) and 2026 (288). Prompted Question. Data in Percentages (%).

Marketers f1%3 - “We have concerns
about data security and sometimes are
not be able to provide core data.“ "¥
IR L St BRE, BIHERIL
EREZOEEE.

Agency professionals {f$IBESR{_ -
“The development of the Al tools
themselves requires integration with
both consumer data and brand-side
data, which is currently one of the
major challenges in optimization.” “Al
TEARBHIRRE, BEMESRESMR
Hﬁﬁiﬁ%’ﬁ)@ﬂﬁ, XZ2BERHAAI—X
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