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(NCCN, National Comprehensive Cancer Network)

NATIONAL COMPREHENSIVE CANCER NETWORK
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June 05, 2008 — CMS Officially Recognizes the
NCCN Drugs & Biologics Compendium™
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http://video.naver.com/2009011803321205718

Average levels of consumers’ trust in advertising: a 47 country comparison

Filipinos are the world’ most trusting, Danes the most sceptical, Latin Americans and Asians more likely to believe
advertising than Europeans
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Base: All respondents

Nielsen, [ Trust in Advertising , a global Nielsen consumer report , October 2007]




In general, consumers trust other consumers!

phone Ads aren't to be trusted

Recommendations from consumers
Mewspapers

Consumer options posted online
Brand websites

Email | signed up for

Brand sponsorships

Ads before movies

Search engine ads

Online banner ads

Text ads on mobile phones

Base: All respondents

Traditional Media fare reasonably well, but online and mobile

Are South Koreans the world's most avid bloggers?

Consumer opinions posted online —
Top 10 Trust completely/somewhat
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Nielsen, [ Trust in Advertising , a global Nielsen consumer report , October 2007]




Consumer Evolution
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Characteristics of the New 3D Consumer

Personalization

Consumers expect brands to cater to their
lifestyle and want products to be personal
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