I —
R3: =

COCA COLA AND YILI LEAD R3 “OP” OLYMPIC PERFORMANCE INDEX
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BELJING, October 2006 - Even 660 days out, a handful of big nhame competitors are
already vying for the lead in the race to Beijing 2008. The release this week of R3'’s

proprietary Olympic Performance or “OP” Index finds a heated battle already

www.rthree.com

underway between major global and local brands to see who can best leverage their reg@rthree. com

Olympic sponsorship to capture the hearts and minds of Chinese consumers.
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In the first wave of R3’s Olympic Sponsorship Benchmarking study, Coca Cola and Yili fighting it out

for top position. R3’s OP Index measures the performance of each sponsor company against a

number of key factors of effectiveness, including awareness, purchase intent, promotional impact and
linkage to Olympic values. “The intent of the OP Index is to derive a single measure of sponsorship
effectiveness based on the factors that determine marketplace success” says R3 principal Greg Paull,
“success against these factors will ultimately improve brand value and consumer sales, and hence
the ROI of Olympic sponsorship programs” says Mr Paull.

EERE=REHPERELARED TOURNFRNARLANE-—BNULEER T FRNES,
M= OP EHENE—MIPEE - EXBRESANRIAHATEHE ILRIFREEHENERY ,
SIFANAE |, WREE EHRMARRERENEHER. “BIER OP ERNENRE
V-MUNEBRBARMNGE  XETERET/IMRERBETZHFRUHER =182
BELXEY BB EXERRFRERFNKRI , FBLHFREENMENEREWIENET
BPBE % B R O IR R B R R RS

Coca Cola currently leads the OP Index, just in front of local giant Yili, and strongly ahead of Lenovo
and China Mobile who occupy third and fourth position overall. Coca Cola have come out of the
blocks early, taking advantage of Olympic tie-ups such as the Olympic torch relay and pin plan to
create awareness of their Olympic sponsorship. Nearly 1 in every 2 respondents in the survey
recalled Coke’s Olympic promotions and advertising, versus 1 in every 4 for second placed Yili.
Coke’s association with Liu Xiang has been a major driver of their early success. Liu Xiang enjoys
strong popularity among the 1,500 respondents in ten cities and helped to deliver high recall and
positive purchase interest for the brand.
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The OP Index also explores which sponsor companies are most closely aligned with Olympic values.
According to Mr Paull, the leverage of Olympic values will be critical to sponsor success. “The
Olympics offers companies a very special connection opportunity with consumers. The companies
who win the sponsorship race will be those who can lend the positive Olympic values to create a
deeper emotional bond with their customers. Arguably, this emotional response will be the greatest
driver of positive purchase intent for sponsor companies.” Currently, Coke dominate the values of
“healthy” and “vigorous”, while Yili are strongly connected to the noble Olympic values of
“humanism”, “openness”, “
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environment protection” and “potential”.

Lenovo currently leads the field in the aspect of Spontaneous Awareness - particularly in the home
market of Beijing, and neighbouring Tianjin, but lags Coke and Yili in the aspect of promotional
impact. Despite a significant investment in Torino and beyond, their marketing approach has yet to
show results in this wave amongst this target. China Mobile performs best in Nanjing, Chengdu and
Wuhan, but lags the other three in terms of association with the Olympic values

Long-time Olympic sponsors Visa, McDonalds and Kodak have been slower to engage their
sponsorship drive in China but are expected to ramp up, together with other global and local sponsor
companies as August 2008 looms ever closer. Uniquely, this will be the first Olympics where
‘national’ brands have such a dominant role to play - six of the top ten brands in the R3 OP Index are
local companies. However, all six currently perform poorly on promotional impact, if their
marketing campaigns can match the multinationals, they will have the complete package

The next wave of R3’s Olympic Sponsorship Benchmarking study will be released in January. For
more information contact Greg Paull at greg@rthree.com.cn
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