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. Total ad spend (revenus) has increased by 8% in the last FY (from Rz 25.05 billion to As 26.96 billion). This is the jowest increase in ad spend

in the last five years,

TV ad spend (revenue) has increased by 24% (rom'Bs 11,91 bifhon 1o Bs 14,80 billlon) in the last FY. This is significantly higher than the 13%
increase in 2007-08 but much lower than the 55°% Increass I 2006-07, and the B8% increase in 2005-08. In terms of overall share of spend,
TV has increased by 8% (from 47% o 55%). { ;

Print media ad spend [revenue) has decreased by 16% (Irom Bs 8,16 billion 1o Bis 7.04 billion) in the last FY. Although increases in print
revenues have beon declining in the last fow years, this is tha first tima there has been a docrease in revenue, In tarms of overall share of
spand, print has decreased by 7% (from 33% 10 26%).

Cutdoor ad spend (revenue) has decraased by 8% (from Rs 2.7 billion fo Ra 2:48 biftion) in the last Y. in 18rms of overall share of spand,
outdoor has decraagsed by 5% (from 11% to 636).

. DHrect marketing ad spend {revenue) has decreased by 8% (from As 1.88 billion to Ais 1.56 bilion) in the last FY. In terms of overall share of
spend, direct marketing has decreased by 1% {from 7% 1o 6%).

. Radio'ad spend (revenue) has increased by B0% (from Rs 0.60 billion: 1o Rs 1.08 billion) in the Jast FY. This is significantly higher than 2007-08
when it Increased by just 8%, In terms of ovorall share, radio has incraased by two percant (from 2% to 4%).

NB. These ad spend estimates ars exclusive of all taxes and inclusive of agency commission.

* A B gacount on Bhe applcable mbo ciord s Desn applied
** A hgutes hof outdasr, deset marketng and ko have fot basn Syssoimatically irsckid by Galiup, educaled eatimates by mdustry experts hn Bl usod 16 armve a1 hose figuros.
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H MMMM]MW by just t%ﬂmﬂﬂzlmmmﬂnuus billion) in the last FY. This is much lower than the 18%

increase in 2007-08 and the 31% increase in

TV ad spend (revenue) mmmndhq.ruﬁﬂmmnﬂublhnm Rs 13.37 billion) in the last FY. This is significantly lower than the 28%
increase in 2007-08, In terms of overall share of spend, TV has increased by 6% (from 48% to 54%).
mmmmmm)mmmwmimmmmm Rs 9.08 billion) inthe last FY. In terms of overall share of spend.
the print media's share has decreased by 4% (from 41% to 37%),

Outdoor ad spend (revenue) has decreased by 50% (from Rs 1.50 billion to Rs 0.75 billion) in the last FY. In terms of overall share of spend,
outdoor has declined by 3% (from 6% 1o 3%).

Hﬁouﬂapmd{m]hud&:mdhy% {fram Ra 1.06 billion to Rs 1.04 biilion) in the last FY. In terms of overall share of spend, rmdio
has malntaned s share at 4%,

Infernat ad spend (revenue) shows an increase of 245%. However, this figure ks misleading &s last year we sstimated a significantly lower
ravanue for Gaogle.

NE. These figures have been compiled by Aurora in consultation with MadiaBank lor television, and with vadous indusiry experis for print, racio
outdoor and the intemet.
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1c. Comparalive Print Spend: Gallup vs. Mindshare vs. Aurora
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2c. Print Ad Spead: Newspapers vs. Magazines: Comparison of Gallup, Mindshare and Auroradata
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OVERVIEW

1. Totalad spendor the print media stands at As 7.04 billion (Gallup): Rs 8.90 bilion {Mindshare); s 9.08 billion {Aurcor)
- AllhnughMIMMMMIMWWMIMHEEMEMMQMMMMAMmmmrﬂhmtﬂaﬂuﬂ
and 56% (Aurora) of spend, Last year they accourted for B2% (Gallup) end 52% (Aurora) of spend.

NE. 1. Gallup has applied a discount rate of 65% on overall ad spend estimate on raie'card basis.

2. Gallup ad spend estimales ane exclusive of taxes but include agency commission.

3. Scrolls, animations, logoes, backdrops, window ads sic., have been included in the Gallup data.

4. Gallup and Mindshare data includes ad spend for TV channels which advertise in print.

5. Mindshare data lor both TV and print contains taxes and agency commissions and includes indusiry estimated discounts.

6. Mindshara data for print does not include tenders and classified ads. However, it must be noted that 1he Govemment of Pakistan is the
single kargest advertiser in print, and most of its advertising s in the form of lendar notices,

7. Aurora ligures have been complied in consultation with industry sources and a 15% deduciion has been made 1o acoount for agency
commission. In order to arrive al a gross figure, & 17.5% commission will have to be applied to the ghven numbers.

8, Aurora data does nol include 'home’ ads In any publication,

3 [T o .

Ja. Breakup of TV Ad Spend by Channel (Gallup)
FY H08-08)
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¥ Apna Channel 0386 2 1. TV ad spend (revenue) has increased by 24% (from Rs 11.91 billion o
Tens 0323 2 Rs 14.80 billion) in the fast FY. This is significantly higher than the 13%
in 2007-08 but much lower than the 55% increéase in 2008-07 and the
Express News 0268 2 BB% increase in 2005-06. In terms of overall share of spend, TV has
DawnNews V] a - increased by 8% (from 47% o 55%)
2. Satellite channels account lor 74% of 1otal TV spand, while temestrial
ARY News o218 1 channais account for 26%. Last year satellité channels accounted for
MTV Pakistan 0197 1 68°% ol latal TV ad spend, while lermestrial channels accounted for 32%.
ary 0,160 y 3, Terrestnal channels’ ad spend (revenua) has increased by 0.1% (lrom
2 = Rs 3.77 billion to As 3.78 billion} In the last FY. In terms of overall share
Sindh TV 0156 1 of bd spend for TV, temestrial channsls have decreased lrom 32% 1o
AVT Knyber 0.129 1 i _
4. Satellte channels’ ad spend (revenue) has increased by 36% (from
Busness Fius fres 1 Fis 813 biltion to Rs 11.02 billin) in the last FY. In terms of overall share
P Goo Supar 0119 i of ad spand for TV, satellite channals have increased from G835 to 74%.
HEO 417 4 5. PTV Homa has seen a decrease in terms.of both ad spend (from
= As 2.391 billion to Rs 2.002 billon) and overall share of spend (from 20%
PTV MNews 112 1 bo 13%), in the last FY.
Masaia Ty 0407 1 6 Goo Mews revenue has increassd lrom As 00961 billion to Bs 1.75 billion:
ATV has increasaed from Fs 0.980 billion to Rs 1.668 billion: Geo
Furazs 0.0g 1 Entertainment has increased from Rs 0,802 billon to As 1.015 billion,
Aag TV 0080 1 These three channels along with PTV Home are the only ones with
The Mk 0078 A ravenues in excess of one billion rupeas.
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3h. Breakup af TV Ad Spend by Channel (Mindsharg)
Y 2008001
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TV ad spend (revenue) has increased by 110%
{from As 10.98 bilfion to Rs 23.10 billion) in the
fast FY. This is an unusually large increase
espacially compared 1o the data provided by
Gadlup and MediaBank.

Satellite channels account for 84% of tolal TV —————
spend, while terresinal channets account for
16%. Last year satellite channels accounted
for 76% of total TV ad spend, while terresinial
channels accounted lor 24%.

Terrestrial channels” ad spend (revenue} has
increased by 36% (from Fs 2,678 billkon 1o
Rs 3,653 billion) in the last FY, In terms of
overall share of ad spend Tor TV, tarrestrial
channels have decreased from 24% o 16%.
Salelite channels' ad spend (revenue) has
mcreased by 134% (from Rz 8.308 billion to
Fs 19,447 billlon) in the last FY. In terms of
overall share af ad spend lor TV, satallite
channals have increased from 76% to B4%.
PTV remains at the top of the Mindshare list
and its revenue has increased from Rs 2.225
billion to Rs 2.331billkon,
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Ac. Breakup of TV Ad Spend by Channel (MediaBank) — it
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3d. TV ad spend: Terrestrial vs. Satellite Channels: Comparisan of Gallup, Mindshare and Aurora data
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1, TV ad spend (revenue) has ingreased by 14% (from RS 11.713 billion to

2 Rs 13.374 billion} in the last FY.
- 1T 2. Satefiite channels account for B4% of total TV spend, while terrestrial
2 channels accaunt for 16%. Last year satellite channals accounted for
2
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77% of total TV ad spend, while lerresirial channels accounted for 23%.

3. Torrestrial channels’ ad spend (revenuo) has decreased by 18% (from
As 2,643 hilkon to Rs 2,18 billion) in the last FY. In terms of overall share
ol ad spend lor TV, termesinal channels have decreased from 23% fo
16%

4. Saiellite channals” ad spend (ravenue) has increasad by 23% (Irom
Rz 907 billion to Rs 11,194 billion) in the last FY. In terms of overall
share of ad spend for TV, sataliite channols have increased from 77% to
Ba%

5. Geo News lakes over the top spot from PTV Home. Its revenue has
increased from As 1.024 billion to Rs 1.600 billion. s share of spend has
increased from 9% 10 12%.

6. PTV Home (last year's top revenue eamer) comes in at number two, Hs
revenue has decreased from As 1.858 billion to Rs 1.010 billion. s share
of spend has decreased from 16% 1o B%.

7. Geo News and PTV Home ara tha only twa channels wilh revenues in
excoss of a billion nupees.

MNB. 1. Gallup has appiied a discount rate of 65% on overall ad spend estimate on rate card basis.
2. Gallup ad spend estimates are axclusive of any taxes bul include agency commission. .

3, Serolls,

window ads atc., have been includid in the Gallup data.

animations, logos, backdrops,
4. Gallup has included ad spend of TV Channels who advertise in prinl.
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1. Radio gd spend {revanus) has decreased by 2% (from
Rs 1.06 billign to Rs 1.04 billion),

2. Fodio Pakistan's revenue has decreased from As
0.150 billkon to Rs 0100 billlon, This is mainly because
the station receivied a large volume of govemment
avertising (alection and polio campalgns) in 2007-08,
These initistives ware not advertised in 2008-00,

3. FM 101's revenpe decreased from Rs 0.103 billion. to
As 0.060 billlon. Expens says thal this is dus to the

fact that the station’s matketing contragt with the Jang
Group came to an end and was not ©
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