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Worldwide adex in 2009 will
drop by 5.8%

Year on year at current prices

seen in a number of markets that
advertisers are looking for security and
are finding their way back to TV.

The positive trend in TV share of spend
continues into 2010 reaching 44.1%.

The only other media increasing share
year on year is digital to 10.4% in 2010.
This growth is predominantly at the
expense of newspapers.

Newspapers are suffering the most due
to their dependency on key sectors
which are cutting spends such as
Finance, Automotives and Real Estate.
Radio has been widely reported by a
number of markets to be less affected
by the slowdown as a result of an
expected increase in promotional
campaigns which result in immediate
sales and because it is a relatively low
cost medium.

Q1 2009 adex drops 3.8%

Region 2008a 2009e 2010e

GLOBAL 1.0(4.9) -5.8(4.8) 0.7

USA -1.8(2.1)  -9.8(3.1) -2.7

Canada 2.0(6.1) -25(7.2) 0.7

WESTERN -2.9(2.2) -6.6(2.3) 0.1

EUROPE

UK -5.5(2.5) -7.1(2.2) 2.0

Germany 0.0(0.3) -2.2(0.5) -1.1

France -2.6(1.7)  -5.0(2.4) 0.5

C& EE 12.2(16.8) -8.2(15.2) -1.0

Russia 16.6(22.8) -8.6(19.5) -1.5

ASIA 5.0(8.2) -0.8(5.7) 4.3

PACIFIC

Japan -4.2(1.5) -5.5(0.5) 0.0

China 18.9(18.2)  4.6(10.9) 7.2

Australia 4.2(42) -1.9(3.6) 1.8

Hong Kong  10.6 (9.9) 4.1(71 5.3

India 7.9(21.0) 4.1(20.2) 20.0

Malaysia 12.1(7.0)  -6.0(4.6) 4.5

New -1.6(0.4)  -4.0(3.5) 4.9

Zealand

Singapore 5.3(4.7) -10.6(6.3) 2.0

Taiwan -3.9(-2.1)  -8.4(1.6) 3.6

Source: Aegis Media London, 2009

C&EE - Central & Eastern Europe

1 Carat predicts that worldwide
advertising expenditure in 2009 will drop
by 5.8%. This has been significantly
revised downwards from a 4.8% forecast
increase in August 2008.

1 2010 is predicted to see all markets
bounce back in Asia Pacific.

1 Markets bucking the global trend and
showing positive growth are China,
Brazil, Argentina and India with growth
predictions of +4.6%, +9.5%, +15% and
+4.1% respectively.

1 The impact of the slowdown has not
been uniform, affecting some media
more than others.

1 Advertisers are concentrating on ‘must
have’ media, demanding greater
accointability, measurability and more
return on investment. Investments will
continue in media channels that deliver
results.

1 Online is the only measured media
expected to show a positive increase in
investment in 2009 +6.3% - the third
most popular medium behind TV and
print.

1 TV leads with 43.5% share of spend - a
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*Internet adex measurement is based on website
spending from Yahoo, MSN, Forbes, Utusan’s
sites, Sin Chew’s sites, and the Star’s sites.
Source: Nielsen Adex

1 Quarter 1 2009 adex fell 3.8% compared
with a year ago driven down by a less
than impressive adex growth (-9%] from
newspaper. The impact is significant as
newspaper accounts for more than half
(55.5%) of total adex in 2009.

1 Both radio and internet are big winners
in terms of growth but in terms of
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marginal increase on 2008. It has been absolute gain, TV is the biggest winner.
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