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Expected Rise in Media Cost Calls for Cost Effective Solutions in 2011

The annual research study "Advertising Spending Projections” gathers an optimistic outlook about
the economy and advertising industry in 2011. While nearly two thirds of the respondents indicate
an increase in advertising budget this year, advertisers still press for more cost effective and
creative solutions from agencies given the expected rise in media cost.

TV (27%) and newspapers (22%) still account for the biggest share of ad allocation with social
media and mobile apps in the prevailing trend.  In spite of the growing popularity of these online
tools, the lack of measurable ROI is still a challenge to both media owners and users.

“It is apparent that with a call for cost effectiveness, many advertisers have a strong propensity to
do more or explore more on digital platform including social media and mobile,” said Mr Raymond
Ho, Chairman of The Hong Kong Advertisers Association (HK2A), organizer of the survey.

“Consumers interact with marketers' brands across various channels, thus a holistic approach
involving both traditional and new media is required. Traditional media helps advertisers build
awareness while new media like social media and mobile engages the consumers. There is a
call for the agencies to provide integrated solutions to advertisers,” remarked Ms Celia Fan, Director
of Media Research, The Nielsen Company, who led the survey.

The survey covered various commercial sectors including top spending advertisers and
concentrated on both their planned advertising spending and business focuses in 2011. The
Advertising Spending Projections Survey enters its twelfth consecutive year in 2011 and is HK2A's
annual endeavour. More than 90 self-administered questionnaires were received from key
advertisers and screened for final analysis, which will definitely provide timely reference on the
trends of advertising expenditure, media selection and planning, and also the attitude towards
media landscape for 2011.
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The study was conducted by The Nielsen Company and sponsored by a consortium of media titles
and industry bodies including Buspak Advertising (Hong Kong) Ltd, Maxus, POAD Group Limited,
3HK, NOW TV, Adsfactor, ESD Services Limited, Focus Media Hong Kong, Hachette Filipacchi HK
Limited, Hong Kong Cable Enterprises Limited, Hong Kong Economic Times, JCDecaux Cityscape,
JCDecaux Transport, Microsoft Hong Kong Limited, Ming Pao Newspapers Limited, New Media
Group Holdings Limited, One Media Group, Pixel Media, RoadShow Media Limited, South China
Morning Post, Television Broadcasts Limited and Yahoo! Hong Kong Limited.

HK2A is a non-profit organization formed by a volunteer group of advertising & marketing
professionals. The key objectives of the Association are to protect the legitimate interests of
advertisers and promote higher professional standards and ethics in the advertising industry.

# # #
Gold Sponsors: Silver Sponsors:
usl Your Bus Advertising Expert c- : : - S " _ i .' @ I S @
Classic Sponsors:
(i FOCUS MEDIA HONG KDNG. HKC Enterprises fr
octor R0, HEHE RERHCE  gamieh | JoDecauxCisve
www.hket.com
[ Mi ft r pi] PIXE
JCDecaux Transport ) Aésflgjrs‘t%ing i’m Em Koo [HE S HIMESER RoadShOIf
()
South ChinaMorning Post - YaHoO!
TVB 13- 5



a ADVERTISING SPENDING
1] I|I|II|L PROJECTIONS 2011

Organised by: Supported by:
@ ::;gngéiggoclatlgﬁa nielsen
FridAd A E

ek lﬁ}:‘l Iﬁ% ‘qgl"aril‘['g' JI:I
k3 * I FTERHR

&I %ﬁﬁﬁ%ﬁJ%%@%amﬂﬁﬁiﬁgﬁﬁﬁwﬁﬁimﬁﬁ@m@ B
VT 5 TR 2011 e TERY < SR T R et - 4
JoE gl Lbﬁ ’?‘/i‘ﬁﬁﬁu%flijg{ .

Lo

Iﬁ*ﬁl ;CIF',LLIV%E_{ H (27%) R EET (22%) | JIFFE# ?’[f FRTARGT! - it 2 5 ) Sy A=
(mobile apps) S5 4 & iy - AfRehi /1 HEIRE g Fi E?{JF F POt AR 1RO -
SR UH T R ?’ﬁffﬁ?ﬂiﬁ“%

= BERLE ?ZFI Fﬁﬁﬁ” ?%F’?Z | *lﬁf{ Fﬁ‘[?lﬁ“ji%ﬂ : r?ﬁf,?‘(“@'@@ﬁ*ﬁf‘?j?
Wﬁﬂirﬁfftji ’ij?'z ﬁ%?ﬂbﬁﬁliﬁ#ﬁﬂ SR TSRS BV I IR o

FITORLFIR D b P8 il /S AT T e riﬁﬁ'f’fﬁiﬁi}ﬁﬂ\fﬁJ‘faﬁiﬁE@Fﬁ#ﬁﬁ'?
pro o AR PRI A ’EZFSI fel [E“Ha*'ﬂﬁ%?ﬁ‘ Mﬁﬁ AR £ o PR R G ﬂ??ﬁ’
Byﬁghﬁ%ﬁg%‘“ﬁ[ﬁ:@[%gﬁﬁwﬁ HRE B 2 IR R RS IR R TERT -

KL SRR W 4 T IO 7 80 SR Jfﬂ Fobre g T BwaH, fili® 2011
~F”?ﬁ FED /+ Eléiramﬂi%ﬁﬁﬁ I}Jéa*lﬁu% 7T o AR T Frg[ [FI
ﬁipm SIEET Y = [itg%f%ﬁw—“ éfgﬂ?m T ﬁ%lﬁg[wrﬂ (R
s 5 - - i TﬁPF} BT o G G 90 B T K F;I?af.ém
F OIS [ ~ ST A -

i
Gold Sponsors: Silver Sponsors:
uspak = (MAXUS & 4
Classic Sponsors:
i FOCUS MEDIA HONG KONG HEKC Enterprises fr
factor 6&9_% =10, HM-F-I;I-J:(- HAERECR A il m& JCDecaux Cityscape
............
M Mi ft " 7 LU MEDIA
JCDecaux Transport ) Aésflgjrs‘t%ing ﬂ'm _E, m Mol [ TS ROﬁdSho'

South ChinaMorning Post - YaHoO!
TVB



a ADVERTISING SPENDING
I |I|I||I|i_ PROJECTIONS 2011

Organised by: Supported by:

QYm0 niclsen

Anniversar

2/...

ST R B 2RISR A R AT R S R D W
Buspak Advertising (Hong Kong) Ltd - Maxus - Tﬁr%ﬂﬁjﬂ% ?If’["é”ﬁfiﬁ ﬁj (POAD) ~ 3HK ~
NOW TV - Adsfactor ~ % ?ﬁ ks ~ Focus Media Hong Kong ~ Hachette Filipacchi HK Limited -
T JE&L%*;EEJ ¥ Fﬁ%ﬁ:@’%{ I$~ JCDecaux Cityscape -JCDecaux Transport -Microsoft Hong
Kong Limited ~ PF# ~ Fr{Eix Fjﬁi’ ZI%?E} » Pixel Media ~ ¥5F4p] ~ fyE Bl ~ X ?&%ﬁﬁ‘yl%
YL I P R L

[m%[ I ARLE VR E ARSI g FIRA 0 B R Y [
it %4[%%HiHVai**b%ﬂ

# # #
Gold Sponsors: Silver Sponsors:
fourf e et nw P Y% % BR & @m
Classic Sponsors:
tactor (Lo, i HEHE @R semeeesoosamoire

st @NiREt, VAR U@ Koo Comcowsss  RoadShow

i
’Sﬂ&lﬂ-‘lﬂt!:).‘?‘i

30

South China Morning Post



