











Unicom, 25 percent Visa, 11.7 percent PICC and 6.5 percent
Nike. Hurdler Liu Xiang was close behind with 37 percent
spontaneously associating him with Coke, 35 percent Yili, 28.5
percent Nike, 23 percent Visa and Amway. The diving diva Guo
Jing Jing had less brand association, though granted her
endorsements were also considerably less. Eighteen percent
associated her with Coke and 9.8% with McDonald's.

Though Yao Ming achieved stronger brand recognition, when
looking at the most popular 20 online ‘word-search's’ for each
day of the Olympics, Liu Xiang pulled out in front, potentially
because of his devastating injury at the last moment. The next
most popular athlete to be searched was glamorous Chinese
diver Guo Ling Ling. Phelps, whose impressive recording
breaking efforts in the pool put him at third place followed by
Yao Ming and Kobe. Fifth place was also a tie for Sarah
Brighton and Li Ning.

Li Ning was the only Olympic ‘brand’ to make it into the top
20 word-searches’ for any one day of the Olympics.

In 2008, China not only overtook the US in
gold medals but also in netizens, with over 253
million” Chinese now surfing the net. Among
China’s online population, 86 percent of all
Internet surfers accessed Olympic-related
content and an average of 62 million unique
audience viewed content each day. With more
than 25 percent of Chinese web surfers
accessing Olympic content daily during the
Olympic period, were they also tempted to
click onto Olympic sponsors’ websites?

Findings from Nielsen research found that of the online
respondents surveyed, over half (56%) indicated that the
Olympics have motivated them to visit sponsors and/or

competitor websites.

Of those, Coke had three times more netizens indicating they
visited the Coke website than Pepsi (53% compared to 19%).
Coke did, however, spend an estimated seven times more on

online advertising over the six months leading up to the games1.4

Four times more people were motivated to visit Visa's website
(31.5%) compared to MasterCard (71%). Visa also invested
heavily in online advertising, spending 49 percent more than
MasterCard.

Adidas, Nike and Li Ning, whose sportwear products directly
appeal and tap into consumers’ excitement of the Games, were
the closest rivals in luring consumers to their websites. Li Ning,
again due to their popularity in second tier markets, took first
place inspiring 31 percent of online respondents to visit their
website. Adidas inspired 30 percent and Nike 26 percent. Li
Ning's strong performance may be attributed to their online
advertising spend which, estimated at RMB150 million, easily
dwarfs Adidas’s estimated 57 million. This is a clear reversal of
traditional advertising spend where Li Ning budget is less than
a third of their rivals.

“For perhaps the first time in Olympic history, a significant
number of viewers tracked the Games results via outdoor media
channels, consumers having unprecedented access to the most
diverse new media platforms to view the Olympics anytime
anywhere”, said Richard Basil-Jones, Managing Director, Asia

Pacific, Media Services, The Nielsen Company.

Not only Chinese netizen's surfed Olympic websites. During

the Olympic period the official BOCOG website, beijing2008.cn
reached over 14 million unique audience and 155 million page
views from ten countries outside China that were surveyed

by Nielsen. This was further good news for Olympic sponsors
and in particular local Chinese sponsors wanting to increase

their brand awareness worldwide.

Olympic sponsorship appeared to pay off for
sponsors but has it also paid off for the
International Olympic Committee by helping
generate excitement around the Games?

Are other industries set to benefit from the
Olympic halo?

It appears that Olympic advertising served both as a reminder
of the Games and inspired consumers to watch the endorsed

athlete compete.
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Eight out of ten online Chinese consumers indicated that
their interest in the Olympics was increased by advertising
that tapped into the Games. Of those, 48 percent said that
advertising using the colors and symbols of the Olympics
kept it top-of-mind whilst advertising using Olympic athletes

inspired 64 percent to then watch these athletes compete.

Not quite yet a nation of sports enthusiasts, six out of ten
online respondents indicated that the Olympics inspired
them to play more sports and 33 percent to eat healthier.
Good news for sportswear manufacturers and a clear signal
to food manufacturers that consumers will increasingly be
looking for healthy alternatives, a trend Nielsen has observed

within the beverage category for the last two years.

Conclusion: Sponsorship is a long-term
strategy to build brand equity

Media budgets have been growing steadily in China year on
year so it is no surprise that in the Olympic year, sponsors

and their rivals also upped their spend on traditional media.

New media also played a key role in generating interest in
the Olympics as although television was the preferred
medium for watching the Games, more people than ever
before sated their appetite for Olympic information by going

online.

For the most part, the massive enthusiasm for the Beijing
Games by Chinese consumers was successful in creating an
‘Olympic halo’ around those brands that chose to associate

themselves with the five rings.

For the Olympic partners McDonalds, Coke and Adidas which
are all in tight competition with their rivals, association with
the Olympics appears money well spent. The challenge
moving forward is converting that goodwill into sales as

in the case of Coke, association with the Olympic hasn't
market resulted in increased share despite being considered

a ‘favorite’ brand.

Visa dominated the credit card market in China before the Olympics
and though it is clearly the favorite brand among current and future
card holders, given MasterCard achieved a high ‘recommend’ rating

with little media support it has also done well.

Local partner Yili appears not to have benefited significantly from
Olympic sponsorship. Though Yili and MengNiu sales have been
almost the same throughout the Olympic year, despite Yili's
association with the Olympics, MengNiu remains a firm favorite in
consumers’ minds which means they have considerably more
goodwill than Yili to draw on to further grow their brand.

Given the singularity of the Beijing Games in so far as the global
fascination with the up and coming world power and the Chinese
peoples’ fierce pride in hosting the Games, it is difficult to assess
whether Olympic sponsorship will have the same impact at the
London Games. Though London has already generated nearly half
(USD600 million) of its total goal of USD1.4 billion in advertising,
two global sponsors, Kodak and Lenovo, have indicated that they will
not be funding the 2012 Games and Johnson & Johnson and
Manulife are yet to resign. @
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Estimates are based on data sourced across 38 markets from The Nielsen Company,
AGB Nielsen Media Research, BBM Nielsen Media Research, Finnpanel, IBOPE, TAM India and OzTAM

# Traditional advertising: television, newspaper and magazine
Year January to August 2008

Atlanta 1996 Games won a significant 17% spike in overall network viewing,
Australian TV networks saw a 39% increase in viewers during the Sydney Games and
Athens 2004 brought a 20% increase in viewership for Greek TV network

7 Nielsen online research. 2000 sample across China's first and second tier cities

8 Nielsen Retail Index. Sales volume and value September 2007 to August 2008

° Based on total advertising spend from January to August 2008
10 Nielsen Personal Finance Monitor 2007. 18 cities included in study

T As of March 2008, McDonalds had 950 stores in China compared to KFC's 2200.
Figures quoted from Here Comes a Whopper. Published 17th September 2008. New Wave Markets.

12 CR-Nielsen
'3 Up to June 2008. CNNIC. Statistical Survey Report on the Internet Development in China (July 2008)
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