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BEUJING, January 2007 - The release this week of R3’s second wave of the
proprietary  “OP” or Olympic Performance” Index, shows improvement in
marketing efforts from nine of the top ten sponsors, with dairy giant Yili now a
surprise leader.
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OP INDEX WAVE 2

WAVE 2 % CHANGE

Vs WAVE 1
Yili 111 +26%
Coca-Cola 91 +3%
China Mobile 81 +32%
Lenovo 75 +8%
adidas 59 +72%
Li Ning 57 +42%
Haier 32 +20%
Mengniu 31 +13%
Nike 24 -24%
McDonald’s 23 +32%

“Yili's communication has done an excellent job building association with Liu
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Xiang and emphasizing performance - and what’'s more, they have supported it
with a host of integrated marketing initiatives” said Greg Paull, co-founder and
Principal of R3, based in Beijing. “For sure, success leading to 2008 won't come
from 30 second advertising alone” he added
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The OP Index forms part of an ongoing benchmarking research that R3 is

producing in China in conjunction with TNS Sport. As the games draw closer, it
will involve over 16,000 face to face interviews in ten Chinese cities. To perform
well on the OP Index, a company needs to achieve high awareness of their
Olympic association, strong purchase intent because they are a sponsor, excellent
promotional impact, and a close association with the Olympic values. = These
results are the second in a series of eleven rounds of benchmarking culminating
in the 2008 Beijing Olympics. And already there are some significant shifts.
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Global sponsors Coca-Cola, Lenovo and McDonald’s all maintained their spots in
the top ten brands. Vincent Cheung, head of the project at TNS Sport
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commented “Coke still dominate in terms of promotional impact as they did in the
first wave. Few companies have invested as much into insights in China, and at
this stage, it is paying off” he added.
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Sports brands hold down three of the top ten spots, even though only one (adidas)
is an official sponsor. “adidas is the fastest mover in the top ten this month

because it drove strong promotional impact, mostly at the expense of Nike” said
Mr Paull. “This whole category continues to be the most dynamic of the ones we
are measuring” he added.
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Nike, Li Ning and Mengnui, all ‘non-sponsors’ of the Olympics performed better
than 30 other multinational and local brands in this research. Vincent Cheung of
TNS Sport explains “There’s an expectation from the Chinese consumers that
these brands are either so big or so integral to sport, that they should be a sponsor.
This kind of confusion will be a challenge for all. It also suggests that ambush
marketing may well be something we see more of in the coming months”
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MORE ON THE OP INDEX

The OP Index is an equally weighted benchmark of four core measures tracked
every three months through 1,500 interviews in ten Chinese cities. It balances
brand performance in awareness (brand correctly mentioned as sponsor),
purchase intent (brand is more likely to be purchased as a result of sponsorship),
promotional impact (brand’s Olympic messages have made a positive impact) and

brand association (brand is appropriately aligned with the Olympic ideals). The
benchmark is weighted from the first wave of research conducted in July 2006.
The next wave of results will be complete April 2007 . For more information
contact Greg Paull at greg@rthree.com.cn
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About R3

R3 is an independent marketing consultancy whose aim is to improve the
efficiency and effectiveness of Asian marketers and their agencies. Founded in
2002, it works with six of Asia’s top twenty marketers, providing third party
counsel on marketing services.

For more information , visit www.rthree.com
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About TNS Sport China

TNS Sport China was established in 2003, in a partnership between CSM Media
Research and TNS Sport Global, tapping into the former’s eight years of China
insights and the latter’s ten years of global sports research leadership. Already
TNS Sport has proven case studies working with the NBA, CSL, EPL, F1 and CBA
For more information, visit www.tnssport.com
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About CSM Media Research

CSM Media Research manages TNS Sport in China, in addition to running China’s
largest ongoing media research in China, reaching 143 cities and 41,300 homes
on an ongoing basis.

For more information, visit www.csm.com.cn
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