Quarter One China Advertising Spending 13 percent down compared
with Q4 of 2008

P&G takes the lead in advertising in China

With most western markets in the
throes of an economic recession, China’s
economy continues to grow, albeit at a
slower rate than previously predicted,
and giving hope to China’s marketers
that they may not suffer the global 50,000
recession’s impact quite as severely as /./'\-/.\'\./'
their counterparts elsewhere in the 40,000 J\\‘/A/-\

world. For those looking to the
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how China is likely to weather the
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impact of the global financial meltdown, 20,000
Nielsen Quarter 1, 2009 China
advertising expenditure data has found, 10,000

not surprisingly, ‘proceed with caution’
to be the prevailing mood among
advertisers in the one of the world’s
most dynamic markets. [-@-2007-m-2008—4-2009 |
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According to Nielsen Advertising
Information based on the regular
monitoring of the mainstream media
(television, newspaper and magazine),
marketers spent a total of 121.18 billion
YUAN (according to rate card cost) on The largest portion of the three mainstream media was
advertising in the first quarter of 2009,

an increase of two percent compared to television; occupying 85 percent of total ad spend,
the first quarter in 2008, but 13 percent
down compared with Q4 of 2008, and in

with newspapers and magazines taking 13 and

sharp contrast to the 20 percent seen in two percent respectively_
Q12008 vs.Q1, 2007.

The first three months of 2009 saw total
advertising spend across television and
print register +4%, -2% and +4%

growth compared with the same months
in 2008, resulting in marginal quarterly
growth of 2%.
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Within what is a fairly subdued growth
trend for the first quarter, there are wild
differences by category, however.
Spending by Beverage companies
appears to have remained unaffected by
the economic situation, registering 30
percent YOY growth for the quarter,
followed by the Business/Industrial/
Agriculture category (75 percent of
which is clinics, hospitals and dentists)
with 22 percent growth, and Foodstuffs,
registering 21 percent growth.

While a number of categories grew
relative to the same quarter last year,
there was an almost across the board
decline in spending compared to the
previous quarter. The Beverages sector
was almost alone in growing vs. Q4,
2008 - and largely expected each year
due to Chinese New Year spending in
this category. Other categories generally
experienced lower spending levels, and
such budget conservatism a clear
indicator of China’s advertisers waiting
to see how the economic ‘crisis’ was
going to impact China.
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The Office Equipment and Supplies
sector continued its trend of long term
decline with a 32 percent decrease in
advertising vs. a year ago, followed by a
30 percent decline in advertising for the
Leisure sector and a 22 percent decline
for Computers and Accessories. The
decline in spending for Computers and
Accessories is in marked contrast to the
same time last year, when in the first
quarter of 2008 Computers and
Accessories grew 53 percent compared
with Q1, 2007.

Another significant trend found in the
Q1, 2009 Nielsen advertising numbers
has been the type of products experiencing
cuts in ad spends. Categories that
continue to enjoy strong advertising
budgets are those that remain relatively
unaffected by the economic downturn,
i.e. necessities or small purchases such
as FMCG, clothing and accessories, as
well as health related products. By
comparison, large purchases including
luxury goods or non-essentials such as
Automotives, Property, Telecoms,
Toiletries (including Cosmetics),
Entertainment & Media, Finance/
Investment/Banking all experienced
considerable reductions in advertising
spending.
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ly compared to
the last quarter of 2008, with the
remainder registered only small changes.
Both P&G and Yum!'s decreases,
however, can be considered seasonal,
with both advertisers showing similar
Q1 decreases in 2007.

Compared with the same quarter last
year, the majority of the top 20 advertisers
registered increases in spending, with
L'Oreal and Wahaha, Jiangxi Jiangzhong,
Wuliangye, Yili, Coca-Cola, Wantwant
China Holdings all showing large
increases vs Qtr 1'08. Unilever was the
only advertiser in the top 20 to register
a large decrease (down 39 percent).
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Rank | Advertisers vs.Q1'08 vs.Q4'08
(RMB 000) Q o
1 P&G CO.LTD. 5,768,161 1.3% -35.6%
HARBIN PHARMACEUTICAL
2 4,801,471 4.8% 0.6%
GROUP
3 LOREAL (CHINA) CO.,LTD. 2,933,048 40.4% 71%
4 UNILEVER CO.,LTD. 2,345,432 -39.4% -5.7%
5 YUM! BRANDS INC. 1,552,312 13.4% -39.0%
HANGZHOU WAHAHA GROUP
6 1,493,188 44.0% 83.7%
CO..LTD.
JIANGXI JIANGZHONG
7 1,034,708 164.9% -22.9%
PHARMACEUTICAL CO.,LTD.
8 | CHINA MOBILE TELECOM CO.,LTD. 1,032,150 3.7% -13.1%
9 WULIANGYE GROUP CO.,LTD. 1,018,926 249.9% -7.7%
10 | YILIGROUP 983,553 95.6% 731%




