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‘EARNED’ MEDIA MOST TRUSTED BY CONSUMERS IN ASIA PACIFIC: NIELSEN

Spurred by media fragmentation, consumers continue to rank recommendations from

people they know and online consumer opinions in top 2 spots

Increasing relevance of and trust in ‘earned’ media offer opportunities for advertisers

to leverage cross-platform campaigns to drive brand awareness, loyalty and sales

Wednesday, 18 April: The importance of ‘earned’ media as a form of engaging with consumers has
increased significantly in recent years, with word of mouth and online consumer reviews ranked by
consumers in Asia Pacific as the most-trusted form of media or advertising, according to a recent
study undertaken by Nielsen, a leading global provider of information and insights into what

consumers watch and buy.

The Nielsen online study into consumers’ level of trust in various forms of media and advertising and
the relevance of information contained in media and advertising, found that 94 percent of Asia Pacific
consumers trust earned media, such as word of mouth and recommendations from friends and family,
above all other forms of media and advertising. Consumer opinions posted online is the second most
trusted form of media and advertising, with more than three quarters (76%) of Asia Pacific consumers
indicating they trust this the experiences of others’ shared online. Significantly, consumers’ trust in
both word of mouth and online consumer reviews has increased exponentially in recent years, with
word of mouth up 15 points in the second half of 2011 compared to the first half of 2007, and online

consumer reviews up 14 points over the same period.

Television, which enjoys the lion’s share of advertising expenditure in the Asia Pacific region, ranks as
the most trusted form of ‘paid’ advertising for consumers in Asia Pacific, with 55 percent indicating
they trust ad messages delivered via TV. This was followed by other paid ads including magazines

(54%) newspapers (52%), cinema ads (47%) and ads on the radio (47%). Although paid advertising
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on new media platforms, such as ads on social networking sites, text ads on mobile phones and online
banner ads, still trails traditional forms of advertising in terms of the degree to which consumers trust
it, this appears to be shifting; text ads on mobile phones and online banner ads posted some of the

highest gains in consumers’ trust levels since 2007, up 18 points and 13 points respectively.

Amongst other forms of media and advertising, the Nielsen study found that ‘owned’ media, in
particular company websites, was widely trusted by Asia Pacific online consumers (63% of consumers
said they trusted branded websites). A further 53 percent of consumers in the region find content in
emails they consented to receive to be credible. Interestingly, brand sponsorship resonates well with

Asia Pacific consumers — 55 percent trust this form of advertising.

“These survey findings highlight the rapid fragmentation of media across the region, and the degree to
which consumers’ attitudes towards all forms of media — paid, owned and earned — have shifted in a
relatively short space of time,” notes David Webb, Managing Director of Advertising Solutions for
Nielsen in Asia Pacific, Middle East & Africa, part of the company’s Marketing Effectiveness Practice.
“It is interesting to note the number of new advertising categories which either did not exist, or were
too small to list when Nielsen first conducted this study in 2007, such as social media advertising or

display ads on mobile devices.”

Webb notes that this continuing media fragmentation poses both opportunities and challenges for
advertisers: “While advertisers are increasingly facing the dilemma of how to allocate their marketing
budgets across a growing number of media platforms, the good news is that there have never before
been so many opportunities for brands to engage with consumers. The real challenge marketers will
face in the years ahead will be pinning down how to execute truly effective cross-platform campaigns,
which utilize the unique benefits of each form of media and drive brand awareness, trial, loyalty and,

ultimately, greater sales.”

Consumers across the Asia Pacific region also regard ‘earned’ media content as the most relevant
when it comes to looking for information on products and services, with information delivered via word
of mouth and online consumer reviews ranking as the two most relevant forms of product information.
In contrast, information delivered via ads on newer media platforms such as online video and banner
ads, ads on social networks and mobile ads held less relevance to consumers than more traditional
forms of advertising, a possible indicator that the messages contained in these ads is not yet hitting

the mark.

“The level of trust consumers place in various forms of advertising and media is clearly very closely
linked to the level of relevance those media and ad messages,” observes Webb. “The evolution of

‘paid-earned-owned’ media has turned the traditional advertising model on its head, and it is now
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much more critical that brands deliver messages which are authentic, targeted and which encourage a

two-way dialogue rather than a one-way push.”

Chart 1: Trust in advertising (trust somewhat/completely)
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Chart 2: Relevance of advertising when looking for product/service information

(highly/somewhat relevant)

Recommendations from people | know
Consumer opinions posted online
Branded websites
Editorial content such as newspaper..
Ads on TV
Brand sponsorships
Billboards and other outdoor advertising
Emails | sighed up for
Ads in newspapers
Ads in magazines
Ads on radio
Ads served in search engine results
TV program product placements
Ads before movies
Online video ads
Ads on social networks
Display ads on moblle devices
Online banner ads
Text ads on mobile phohes

About the Nielsen Global Survey

The Nielsen Global Trust in Advertising Survey was conducted between August 31 and September 16,
2011 and polled more than 28,000 online consumers in 56 countries throughout Asia Pacific, Europe,
Latin America, the Middle East, Africa and North America.

The sample has quotas based on age and sex for each country based on their Internet users, and is
weighted to be representative of Internet consumers and has a maximum margin of error of

+0.6%. This Nielsen survey is based on the behavior of respondents with online access only. Internet
penetration rates vary by country. Nielsen uses a minimum reporting standard of 60 percent Internet
penetration or 10M online population for survey inclusion. The Nielsen Global Survey was established
in 2005.

About Nielsen

Nielsen Holdings N.V. (NYSE: NLSN) is a global information and measurement company with leading market
positions in marketing and consumer information, television and other media measurement,

online intelligence, mobile measurement, trade shows and related properties. Nielsen has a presence in
approximately 100 countries, with headquarters in New York, USA and Diemen, the Netherlands. For more

information, visit www.nielsen.com.
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