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PREFACE
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The rapid development of digital
communication in recent years has
made marketers realize the crucial role
that KOL marketing plays within wider
social strategy.

However, the fragmentation and
decentralization of social media has
led to concerns and challenges in
everyday dealings related to KOL
collaborations, and the varied
characteristics and rules by industry
have led to a lack of rational
management and evaluation
mechanisms.

As an independent consultancy
specializing in marketing optimization,
R3 has always made it a priority

to educate clients with in-depth
insight and knowledge. Given the

long relationships we have with top
brands, we hope to provide targeted
solutions to marketers on KOL
marketing practice to help them avoid
unnecessary risks and losses.

This white paper highlights a selection
f industry best-practices and case
tudies related to the daily operation of

KOL marketing. We hope this provides

inspiration to all who need it.
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OVERVIEW OF DIGITAL MARKETING

INVESTMENT TRENDS
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Digital marketing in 2019 is reaching an average growth rate
of 20%, this is more than in 2017 and 2018.
MIAEHFMEFIIER20% , 18201751201 8FEiaERH

79% of marketers will increase their budget on digital
marketing; the average rate of growth is 20%.
79%HIhiHESMEIENNEFEHRELLA , FIYFKIEEIT20%

81% of marketers will continue to grow their investment
in social marketing, an increase of 21%.
81%HMIHENTFHESUEBEIRASREIGIK |, KIEET21%
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

As the digital marketing landscape changes, mobile, social platforms, mobile
video, and e-commerce are key media verticals for marketers.

PCii , #2512 , #HREAF NSRRI IR R E RISHURIR, Balin , 32 FEe , EEFEEH
EEFeNXTEOESE LT,

750 @ 208
69% @ 2010
65%
50%
44%
0
7 38% 37y 30%
28%
22% 24%

15% 1494
Social Mobile Vertical E-commerce Mobile Mobile 020
Platform Video Search News Platform

KOL, short videos, live streaming, and official WeChat account management are
key points of digital marketing now and in the future.
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KOL ENGAGEMENT PROCESS
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

KOL CAMPAIGN STRATEGY
m3AEKOLEERIRET

Ever since KOL partnerships have become an important part of overall marketing
strategy, marketers have worked with KOLs in these three ways:

gﬁ%ﬁ’ﬂ@tﬁ—ﬁﬂﬁlﬂm , TAEFEEFESKOLGFH , FBEPELUT=1K

BRANDS AND KOLS COOPERATETO0  mei#FNKOLAERIFEF A A L
EXCHANGE RESOURCE AND CONTENT HIS1E

Top tier celebrities participate in brand KBNS SINES , S TmEEE
events or conduct live broadcasts to drive KHER , EARSERHTRENSHEAN
traffic. Brands utilize the influence of KOLs = , KOL{&F3 QQTW%EE%WE'J Zyal

to deliver key messages to boost brand AEEIENIEER | RERSEEHEE,

awareness and brand image and improve
sales and drive intent.
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ON VERTICAL MEDIA TO TARGET KOL i#t1T B RUTE5E AR &
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Newly established brands or categories %D@Jnnﬂﬂ‘i%ﬁh’x RIEE BRI RS (
(maternal, infant, automobile) with clear IRE ) SHRERYES | 15%EBBS KOL,
target consumer profiles often select QQE¥ KOL , #17BaY Tﬂ&?ﬁﬂ’ﬂﬁﬁ
bulletin board sites (BBS) and specific

social platforms for highly defined

communication.
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MORE USERS "
Marketers are taking advantage of their mEFIRBSHFalsy  KRZOBF | 7

own assets to develop loyal customers ARARhE B SHIKOL, MITIAI RO B RINE
and groom them into brand advocates and ZHRP.
social KOLs.

In addition, marketers thrive on innovative content formats. More brands are
applying UGC and PCG content into their social activities to stimulate and
encourage wider sharing of their messages within the communication ecosystem.
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KOL SOCIAL MEDIA LANDSCAPE IN CHINA
REKOLF AR AT

KOLs can be found in every corner of the internet, even on emerging platforms in the content industry.
From platforms positioning social function as their core value such as IMS, SNS and interest-based
social networks, to derivative social platforms such as entertainment, news and e-commerce.
Furthermore, KOLs are expanding their reach across channels to enhance their visibility and
viewership.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

KOL CAMPAIGN CONSIDERATIONS
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A successful KOL campaign requires a carefully designed process which heavily
relies on identifying a KOL suitable for a brand’s position and tonality. Matching
the target consumers’ social behavior to a KOL's fan base is often a key

challenge.
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CONSIDERING THE ACTUAL NEEDS OF
CONSUMERS

When marketers select KOLs, in addition
to considering the platform, attributes and
other general criteria, it is also crucial to
understand the needs of consumers so as
to avoid the emotional downside caused by
heavily emphasized commercialization.

CONTENT CUSTOMIZATION FOR DIFFERENT
TYPES OF CONSUMERS

Instead of delivering messages directly
from a brand’s perspective, it is crucial to
consider variations in content based on
the different types of target audiences.
Excellent social campaigns highlight ideas
and messages adapted to fan behavior.

CONSIDERING THE TARGET AUDIENCE'S
SOCIAL MEDIA HABITS

Market share of the social platform is often
a factor most considered by marketers, but
a series of social media user information
such as post time, frequency, and average
response should also be studied before
making the final decision.

INCUBATE AND DEVELOP A BRAND'S
KOLS

To avoid the excessive consumption of
top-level resource, marketers should
consider more selective long-term
cooperation with KOLs to deepen loyalty
and attachment to the brand. This
stimulates UGC and PGC content for
targeted communication.
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KOL TIERS
KOLE 4 5335

KOLs can be tiered by degree of influence:

KOLRIE M ARSRER BRI D AARER

Celebrities or a celebrity-level influencer with
TUP T|ER KUL high public recognition and traffic volume.

TZgKOL A, BEEKOL , ALOAIETS , A

High popularity in specific areas; strong
VERTICAL KOL connection and high stickiness to followers.

AT B S | SHURE EEBER ,
EHKOL TR,

Popular in certain segments or topics;
TALENT/KUL medium sized following with high focus.

% FETREMESREEIARRT |,
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Usually start-ups or personal accounts with a

GRASSRUUTS small number of followers.
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KEY POINTS WHEN WORKING WITH KOLS
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How to maximize KOL collaborations with a simple, but effective, process is a

question every marketer should consider.

AR EHRIRET MRS AFEKOLEENRRUBEE— I T HETEEPRENTAT.

SEPARATE KOLS BY DEFINITION

Define a clear objective and approach
influencers accordingly. Allocate a
budget and select suitable groups with
reasonable intent.

VOLUME: Quickly build awareness and
generate traffic

VERTICAL: Provide professional
and valuable content to specific
audiences

Use volume type as the main driving
force for improving exposure and
awareness. Choose vertical type

as supplementary to increase
professionalism and credibility. Take
control of overall content delivery and
deep dive into multiple circles of target
audiences.

FOCUS ON CONTENT QUALITY

Marketers should review brand

image and product features with
KOLs; walking through the process of
awareness to consideration, to ensure
that key messages are echoed and
delivered each step of the way. During
the stage of content output, brands
and KOLs have a binding relationship.
Thus, the combination of strategy and
depth of content quality should be
considered top priority. Often, a
third-party voice with subjective tonality
is more easily accepted.
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KOL SEARCH ENGINES AND MCNS BECOME
MAINSTREAM
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Booming since 2016, the increasing need for KOL marketing has directly
contributed to the frenzied expansion of MCNs (multi-channel networks) and KOL
search engines.

KOL search engines mainly function as data pools and monitoring systems. With
ever-developing Al and blockchain technology, some of these search engines are
transforming to include media buy. KOLs engaged through such methods are
mostly independent KOLs with medium to small followings.

Concurrently, MCNs are expanding commercially to fill the role of professional
agency and content developer. As a third-party acting between KOLs and
marketers, MCNs expand their resources by contracting independent KOLs or
establishing new KOLs. They provide content solutions to marketers, while at the
same time, provide stable business opportunities for KOLs.

Ever since 2017, content platforms have changed from being in direct
competition with MCNs, to becoming dynamic partners in providing
technology-based solutions.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

KOL MARKETING BUDGET FLOW
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CHINA KOL MARKET PRACTICE

DYNAMIC BALANCE BETWEEN

SERVICE PROVIDERS
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Platform penetration upstream will intensify
competition between KOL search engines,
MCNs and KOLs themselves. In this context, it
is necessary for marketers to manage different
service providers and implement optimized
working models that allow them to work with
multiple parties based on marketing objectives.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

PLATFORMS ARE MUVING UPSTREAM
"AX-J'J:-;ﬁ?J\I .J/l ﬁ

Although social platforms are working closely with MCNs and KOL search engines on content
distribution, long-term competition arises when it comes to profit distribution. With third-party
commercial behavior no longer restricted, platforms are now moving upstream towards marketers by
empowering third parties with technology and managing third party commerce on their platforms.

Furthermore, development in Al and algorithms provide a solid basis for platforms to partially replace
MCNs. It is predicted that platforms will continue to work closer with marketers by offering exclusive
resource (e.g. exclusive advertising segments) and evolving technology.
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HOW MARKETERS ARE WORKING WITH KOLS
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VIA KOL SEARCH ENGINE
DIRECT BUY (KOL BUY PLATFORM) MCN PLATFORM
Direct communication Clear presentation . Professional agents Platform is able to
for content developer Good price who know the market provide solutions based
to understand transparency, effective and KOLs well on its own features
marketer’s needs KOL pairing o Able to provide Lower financial risk

Flexible cooperation
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Abundant KOL resource
from mid to small
followings; good option

packages of various
tiers
Stable relationships

Integrated marketing
campaign can be
launched with ad buy
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PREFERENCE TOWARDS PLATFORMS
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

SINGLE AGENCY MODEL VS. CONTENT

AND BUYING SEPARATION
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In recent years, in the field of == N C 175%!1%) MIE , —EBR TR
traditional media, some marketers iﬁ_ﬂ%ﬁ RUEFREDE |, L,{ﬂ—jﬁi}?h
have separated media planning and RHRSERENSHZFN, NS, KOL

purchasing to maximize and maintain E%%*wé\gmtﬁi%iﬂl]ig:iﬁlg‘z
competitiveness and cost efficiency. Ut mfj @E\tﬂ MKOLEHEAERAY
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KOL marketing has resulted in costs I EARE AT BRI S e R
rising to a certain level where it should  gyo| sesresmesns,

be viewed as an important aspect of

media spend.
ALL IN ONE SEPARATION
A SR IR BRI SRENE
* Better synergy and reduced * Cost advantage
communications cost * Easier management process and clear
* Better adaptation from strategy to agency R&R
execution *  Better transparency and compliance
e Clear project ownership and
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* Harder to identify suitable all-in-one * Higher communication cost between
agency marketers and corresponding agencies.
e Third-party tracking is needed for better = = Strategy and content not being
ROI justification executed 100%
CONS * No clear division of accountability
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THE TRADE-OFF BETWEEN BRAND
AWARENESS AND SALES
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CASCADING PROMOTION OF TARGET
CONSUMPTION

Social media has the ability to capture
and activate consumers in real time;
around 72% of consumers interact with
their favorite brands through social
media. The growth in the number

of online channels is sure to usher
enhanced public opinion guidance from
KOLs.

PROMPTING VIRAL COMMUNICATION

Viral communication is an important way
for brands to increase their exposure.
The impact of widely accepted multiple
exposure on users in traditional media
also exists in social media. Through
using different types of KOLs to cover
and influence a variety of audiences,
brands are persistently reaching out to
consumers in order to build loyalty and
trust.

FORMING THE CLOSE LOOP OF
COMMUNITY AWARENESS

Although KOLs share similar
characteristics with celebrities, their
most important role should be as
community builders. KOLs bring users
together based on their features and
interests, and they keep the community
active by constantly working to share
new insights with the assembled group
of people.
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DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

KOL EVALUATION PAIN POINTS
KOLIf(E 75 & =

Although there are many KOL marketing methodologies, tools and resources, an effective evaluation
system is still an urgent necessity for marketers if they are to make breakthroughs in KOL marketing.
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Current evaluation methods mainly
include self-evaluation, KOL search engine
evaluation and third-party data agency
evaluation.

Self-evaluation is relatively straightforward
and easy to maintain but lacks the
objectivity, categorization and in-

depth insight needed to evaluate KOL
performance and provide long-term support
to KOL marketing in the future.

KOL search engines are able to provide
performance reports on KOL media buys.
These highly visualized performance
evaluations are based on multiple
dimensions but are rather primary with
minimal insight for support and lack of
third-party verification.

A third-party data agency will be able to
provide marketers with a highly customized
evaluation covering multiple dimensions
and in-depth data. However, there is often
a lack of insight into connections between
different dimensions as these agencies

do not have relevant experience and
knowledge in that vertical industry.

Transparency and fairness are still needed
with the previously mentioned methods.
The market is still in need of an objective,
insightful evaluation system which enables
marketers to continuously keep in track

of the KOL market and optimize KOL
marketing strategies.
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FURTHER THOUGHTS ON KOL

MARKETING TRANSFORMATION
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CHALLENGE AND THOUGHTS
5 B%

Challenge: Rapid development of industry; KOL
distributes content on multiple channels; limited time
to keep track of all information in the industry

Thoughts: Grasp key trends and key industry
resources including agencies and key platforms; set
up an effective working module to achieve up-to-date
service and resources

Bk T PABRBEITECERERIR | KOLZFEW , TinERs
DIEER |, ELHTU BT EHRAI SRR

B BER , ER T RmHizEs RITI REBER (R
FERR)  EEEHHEBSERRARBITHTFRE
REUARAYEHR RS

Challenge: KOL resource keeps updating all the
time; hard to raise the effectiveness of the growing
marketing spend

Thoughts: Optimize KOL media buy working module;
keep updating database; transfer focus from media
buy result to buying process; raise effectiveness by
working with different service providers based on
individual features

ik KOLFRIEF RIS TEREN . BItuNEHEe
ZRAMTIENN , AR SRR |, AP RIR{EE— AR
B OISR R | mEBERRFA M SR
B, BIRTEHEE  NPARRRERRUIERSRE | &
afEm/Fa/MCNBSFRHEEHAEEMUEHIEI
BT SR

Challenge: Data authenticity is yet to be confirmed;
hard to optimize strategy with inaccurate data

Thoughts: Set-up an all-in-one data management
system with multiple references from different service
providers; introduce a third-party audit to raise
effectiveness of cost

Pk BIRESCHMAREIE , Y EEiREE I LEE—
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A MARKETER'S RESPONSE T0

FUTURE DEVELOPMENTS
A EiZEFENITRFKTL

The ability for marketers to grow and evolve how they work with KOLs is becoming
increasingly important as the social media landscape changes. Simply relying

on agencies to select and launch KOL campaigns will diminish the Return on
Investment for marketers and put them at risk of losing their competitive edge.

HASWENENMEBCF |, T EEEMKOLESIERIRIKII M ER R HE™IR | B4
AR TR A S T BN ER A R R A T RER E R IER M 0.

BE AWARE OF MARKET TRENDS

Internal teams should be equipped with the right tools and
knowledge to respond to the ever-changing marketplace.
Blindly following trends will result in diminishing results.

ET iR K
F B A RMHHEW | HHEREEARES R E AR ARER
WRIEEEN | ARTEMIRNEURER RIS AT TIFONER |, Hi5ER
EzINN Al

LET KOLS LEAD THE COLLABORATION

Instead of only using the KOL as the advocate, brands have
the opportunity to become part of a KOL's asset ecosystem.
Given the KOL's existing levels of influence, there may

be other unexpected ways to collaborate and turn other
opportunities into successful campaigns.

iLKOL5 | & & 1E

LRESKOLEIERS , BB AKOLES R —ERS ;| KOLtEAL
JHREmREATRE R | fbiJRELA— LR BT A EMHIRI= M. L8
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SELECT THE RIGHT PARTNER

When it comes to working with KOLs, make the effort to
understand the KOL's ecosystem and how to best partner
with them by selecting the right agency. There is currently no
such thing as a ‘one-stop shop.’

EEHIEGHRER
BHMIERRAIEN SRR ERRA RIENIEER | FiE
ATIEHARELARRATEIDE.

SET REALISTIC EXPECTATIONS AND BUDGET

A KOL campaign often takes time. Marketers need to find a
balance between expectations and spend, and at the same
time, prepare to make long-term investments, especially
when working with mid-tier KOLs.

ARHEMmE
KOLEHE—FIKIIMIR , TR NIk — MY |
ERHBIF BRSO e

ESTABLISH AN INTERNAL MANAGEMENT SYSTEM

A set of customized internal management systems that
utilize external data will greatly benefit marketers working
with KOLs.

MIAEFEEIBEMKOLEHERKR

—EE A IR ARRE IR R B 7 £ KO LIt EE]R
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BEST PRACTICE: KOL TRANSFORMS FROM PURE CONTENT

DEVELOPER TO CREATIVE CENTRE
=0l. KEKOLME—ARGIEE X HER A EFO

G0GOBOI GO“STEAL" LV WITH ME
gogoboi “ERFE—EE<fI> LVEIFETF"

Gogoboi, one of the most influential Chinese fashion bloggers,
launched a HTML5 campaign with Louis Vuitton to provide a virtual
sneak preview of the brand’s upcoming ‘VOLES, VOGUES, VOYAGEZ’
exhibition.

In reaching 40 million people within 48 hours, generating more
than 7.5 million views, 300,000 interactions and over 1,000 sign-
ups to the offline experience, the campaign successfully publicized
LV’s offline activity online with in-depth content.

1282801 , A EFEgogoboilIEAREFMERNAH—5ER "IREK
—RRE <> LVEIET" B95HE | SHERNS Ngogoboi SEBMIRIEZRE
BIFNHSESNFY. EiZERT , gogoboiNzeE “%iT , AnfT , IRfT”

( VOLEZ, VOGUEZ, VOYAGEZ ) [RESFEYS "f)" fEFHIES  wlEERE
FRIG RS,

ZHS BRI E 48/ NN B EA0002 5 AR, IHRARIRIEERE75085 A
R, BII30AHEE S SRR, BETARGES5T1IRSHAZEIFML
&R "EYIESYWZR"

000
R3 OBSERVATIONS

This creative campaign was conceptualized and developed by Gogoboi’s
internal team. Although a mini-site is not buzzworthy these days, Gogoboi
is the first to initiate an interactive HTML5 virtual tour.

In recent years, fashion bloggers have transitioned from using single
pictures and text to video. They have also made the shift from producing
content on a single platform to being featured on multiple platforms with
differentiated content. As a result, bloggers are playing an increasingly
important role as a creative center that provides solutions to marketers as
opposed to delivering pure content based on briefs.

Luxury brands have traditionally been extremely cautious when working
with fashion bloggers, but Louis Vuitton’s bold step with this partnership
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will encourage more marketers to seek direct cooperation with
top-tier bloggers on content development.

X EHNCISEMEEREEAR LT HERA. REHSEIFNE
Zp kS EBmEL LEHNITE | BREIERBEREE
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FRREXIES B ERNE T | BeES RS R MR E R atEInRd
REEEEANBRONGEEE  ASKESHEERSE.

BEST PRACTICE: KOL HELPS SPEED UP

THE CONSUMER JOURNEY
=1 KOLFSBh b 4a 3 iH 25 & 1812

MR. BAG'S COLLABORATION WITH

MULTIPLE LUXURY BRANDS
BEES LMK R FER

Mr. Bag is one of the first-tier vertical fashion bloggers to focus on
luxury bags. Since his first collaboration with Strathberry in 2017
(when all exclusive products were sold out in one minute), he

has continued to work with a series of luxury brands on exclusive
collections, including Givenchy, Tod’s, Longchamp, and Montblanc.

BAERERIIBNEEE , EBFTFUER—&EERRENaa R

H. 2017F1 BB IHHEZ REStrathberry STERIREEIRFS |, L
EHXNEF—DHREER , BENBAT , HCEESHEE—FER
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KOLs rely heavily on followers, and as a result, are able to generate
high-levels of engagement through effective comment and
response. Simultaneously, followers act as a “mirror” for KOLs,
providing data and content inspiration.

Leveraging this insight, KOLs have extended their role beyond being
content developers. Extremely vertical KOLs are able to push sales
for marketers to achieve short to mid-term targets, and drastically
speed up the consumer journey from brand awareness to purchase.

Mr. Bag is a typical example of a KOL used to drive sales. In a
collaboration with Tod’s, Mr. Bag launched an exclusive 200 piece
capsule collection that featured the color blue. This inspiration

was drawn from his followers, who showed higher interaction rates
when talking about blue bags when compared to other colors. The
collaboration was successful. The 200 piece collection was sold out
in a few hours and mentions increased by 600% on WeChat.

KOLYE AR T3 e | B—HMEEEZIRTM LB —FMEN , T
B REEBMHIRNEITE | SR ERENKER | TR , ¥t
PR /IKOLAS—ERF , FBIKOLREEIEFIRIR | FHELFRIAS.
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BEST PRACTICE: GRADUAL KOL MARKETING MANAGEMENT
=06l FHEUKOLEHRT X R M

LULULEMON'’S GRADUAL KOL MANAGEMENT
Lululemonfy “/MXKOL" E$H

Lululemon entered in Chinese market in 2013 and opened its first
store in 2016. In the past a few years, Lululemon has seen a rapid
growth in business-—14 stores nationwide and 76% of growth in
Q3 2018.

Unlike other major athletic brands, Lululemon has mostly focused
on gradual KOL marketing, creating content through mid-sized to
grassroot KOLs to penetrate the market. This has resulted in stable
and long-term positive consumer connections and interactions.

BH2013F Lululemon/EEHNFET , 2016FEFEARFIRESRE

e | LululemonfE BRI IEAMAR S B IRERETOEIH—2™HH  FHERE
R 7 RIS EMSTEAPEIXAI14RIIE | HAE2018FE=FEEFE
BIHIAIAR] T 76%AUEK (EECET ) .

AETFRZERLE , LululemonfIKOLEHREHIEIF , TELEERMPER
RERPKOLHIERE |, EFETRN>EZRBEHITREITIE | TR
TOEEHENERN | BUTE—XREKOLMLSEEE R RERN T

000
R3 OBSERVATIONS

Unlike conventional KOL arrangements where KOLs are
predominantely used as outlets to distribute pictures and written
scripts, Lululemon positioned target KOLs as platforms to build a
sense of community. By having KOLs host experiential marketing
events, and talking and listening to consumers, Lululemon was
able to continuously optimize its communication strategies using
gained insight.

The cost of KOL media buy using this method is much lower but
effective. It is suited to marketers who want to reach specific
groups of consumers at one stage, with the intent to expand reach
to a larger segment of target consumers later.

LululemontBfCIZ{FEERAIET , EfEEIKOLANEFIRENRLEA
BREREE  MESKOUEAHKEIARENITRESR , EEHKEA
ITET BRI EHIMEREE |, [ B IKOLOEILERE AR
B FHBLEEEEE RIRARB R .
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BRIT RSB RmmERIESEHR , LululemonB—MEiL "EiR"
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BEST PRACTIGE: CONTENT CO-CREATION BY USER AND KOL
=61 #H22UGCE5KOLH AN &Ll
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DELL X GANGSIDA : MAKE THE NEXT SCENE SHINE

BRIGHTER
iklj\x%lu T %E—J‘E

Gangsida is among the top fashion KOLs in China. His content is
mainly produced in the style of documentaries and interviews, and
his “real” and “straightforward” approach has resonated well with
followers.

In the beginning of 2019, Dell worked with Gangsida to launch a
video themed “Make the Next Scene Shine Brighter,” emphasizing
Dell’s manifesto as well as suggesting a “new year resolution”
concept. Unlike Gangsida’s other commercial content, this video
was co-created with Gangsida’s followers by integrating their
personal stories into a full 2018 narrative.

ZRUAERREZEELEKOLZ— , ZLIERA. BRI ShinE# TRl
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R3 OBSERVATIONS

Following the release of the video, a substantial number of
followers who submitted their stories actively participated
in the discussion under Gangsida’s Weibo post. Some
expressed surprise that their story had been selected, while
others expressed regret for not being featured.

This is a strong indicator that the conventional audience-
KOL relationship, where the audience is merely a listener, is
gradually changing. KOLs are becoming more engaged with
their followers, to the extent that followers are even able to
be highly involved in the process of content creation. It is
through this communication between brand and audience
that higher effectiveness can be established.

ERBLME  ERAMETCY , 25 7TATEURIIHNLLT TR
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BEST PRACTICE: VLOG MARKETING

HEATS UP IN CHINA

=06l VLOGHR ATIHEM T—1TAREHNO
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NANA OU-YANG X CONVERSE
R PR X E B

Nana Ou-Yang was named a spokesperson for Converse in 2018.
As a top vlogger on Vlog 6, Nana unboxed a new pair Converse
shoes and talked about her experience of visiting an offline
Converse shop to tailor-make a pair of Converse shoes. This
triggered a trend in search online for Converse, and the viog
received positive feedback from followers.

As the short-video market expansion has already entered a new
phase, vlogging is now seeing faster growth as a result of increased
investment from major platforms. Nana’s vlog is a typical example.
According to data provided to SocialBeta by Toutiao, Nana’s 12
vlogs exceeded a total viewership of 77 million. The topic “#Nana’s
Vlog” has generated more than 220 million views, and her position
on Toutiao’s Index has doubled with no additional exposure.

H2018F ™5t , VlogX—EiRTESMoutubeAIKOLREFAEEMAIR
FEREETHE. BAERIIIA. ViogRBENEERIFE G, FalkDESEVIog
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There remain challenges with vlogging, predominantly lack

of new content, high resource consumption and decrease

of value due to commercialized content. However, increased
investment from platforms and greater participation by
celebrities are accelerating the expansion of viog content and
this is creating an opportunity for marketers.

As brands continue to seek new ways to work with vioggers,
it can be anticipated that 2019 will be a year that marketers
further tap into the advantages offered by this medium.

FEMFER | VIogBAAEIGE—RFIRIkEL , BIESREVIogREHIR |
REEMERL , SIEIERS , AARSMERNTES |
BFERYARS. BERIAINET VIog KRR , tESViog
A B T E SRS (E.

EFEHRBEINESHERNGEVIoglRERT , EEEFFIATT Vioggers
KREE , SXTFEHBIHIIVIogSs, | MEIE2019F , EZTHIEER
ISR EEE | NEe GIX—E 9.




DRIVING TRANSFORMATION FOR MARKETERS & THEIR AGENCIES

R3 KOL CONSULTING SERVICE
B=KOLIREZHNZE

~
KOL MANAGEMENT

OPTIMIZATION
KOLE IR RLIL

KOL AGENCY/VENDOR
OPTIMIZATION
KOL/X 3 7 R izt

N
.

KOL COST
BENCHMARK
KOLjri& & A

With the above modules, R3 aims to provide optimized solution targeting the following issues:
BT EARER, R3EERMEH AT EBAELERRASE:

e Lack of KOL resource

e Unclear communication
strategy

* Unable to systematically

organize internal data

Lack of evaluation criteria

Unable to track ROI

OLRFIFRZ
ERERIEAN B
CERGEEIREE

AN
» A N

Unclear agency SOW
Unsatisfied agency
performance

Lack of agency evaluation
criteria

Optimize KOL co-operation
model

IR ERREH A
NEREBRAXE
RIEEGHEERK
BIFRIERN

Cost transparency
Contract / financial audit
Buying model optimization

GIFEEH
BIEMIEEE
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- KOL MANAGEMENT SYSTEM METHODOLOGY
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Identify and locate the most Ensure that costs are Establish a 360° Evaluation
suitable KOL network for transparent and spend is System to manage and evaluate
marketers optimized KOL performance
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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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CONTACT US

NORTH AMERICA 1t LATIN AMERICA £72= EUROPE R
New York H%Y Sao Paulo &%& London {834

9th Floor, 261 Madison Avenue
New York, NY 10016
T EE1E: +1 646 416 8088

ASIA PACIFIC YK

Rua Jerénimo da Veiga
428 - conjunto 21

Sao Paulo, Brazil
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