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Mercado norte-americano reage

Ranking dos 100 maiores anunciantes dos EUA tem a maior retragdo em 54 anos
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As 10 marcas mais veiculadas em midia 0s 10 maiores anunciantes do mercado americano

12Verizon Communications USS 2,240 bilhdes 1° Procter & Gamble USS 4,188 hilhdes -13.4%
22ATET US51,907 bilhao 2% Verizon Communications USS 3,020 hilhdes -8%
32 Walmart 1SS 1,143 bilhao 3LATET Us5 2,797 bilhoes -0%
4°Sprint US5 1,137 bilhao 4% General Motors 1S5 2,214 bilhdes -21,6%
52 Chevrolet USS923,5 mithoes 5¢ Pfizer USS 2,097 hilhdes +10%
62 McDonald's 1S5 871, 9 milhdes 6¢ Johnson & Johnson USS 2,060 bilhdes -18,5%
7% Ford US5847.8 milhdes 7*Walt Disney Co. US5 2,003 bilhdes ~9,6%
B2 Macy's US5830,8 milhoes 82Time Warner US5 1,848 bilhao -10,7%
g% Target US5644,1 milhaes 92| 'Oréal US55 1,833 bilhao -0,4%
10° Geico US5612,5 milhaes 10° Kraft Foods US51,747 bilhdo +3,6%
prres : b o ~lStadavdeatore i BTacEa

0s 10 maiores anunciantes do mercado americano por midia

1*Procter &Gamble | 1% General Motors 12ATET 12 Procter & Gamble 1#Sprint 18 Verizon 1% Verizon Communications
2% L'0réal 2" Macy's 2" Pfizer 22 Johnson & Johnson 2*Verizon Communications 22 AT&T 2! McDonald's
3*lahnson& Johnson 3% Verizon Communications  3?General Mators 3% General Mills 3" General Motors 3" Comcast 3*Time Warner

4°Phzer 4RATET 4% Verizon Communications 47 ATET APATET 4° Berkshire Hathaway  4®AT&T

5P Krait Foods. 52Fry's Electronics , 5*Ford 5%Yum Brands 5%Ford 5% Home Depot SESABMiller

6% Unilever 6 News Corp. 6! Procter 5 Gamble 6" Verizon Communications  &2Bankof America 6% Safeway ®* Anheuser-Busch InBey
7" General Motors 7 Procter & Gamble 72 Sprint 7" General Motars 7° Netflix 7" General Motors 7% Walt Disney Co

82 Merck&Co. 8% Sears B¢ Time Warner 8"Walmart 82Walt Disney Co B2 McDonald's 82 Sprint

9" Time Warner g Target 9'Toyota g®Walt Disney Lo 9 Procter & Gamble 9 News Corp. 9% Berkshire Hathaway
10° Walmart 10 Kohl's Corp. 10* Walmart 10° Time Warner 10 Apollo Group 10 General Electric 10 Coca-Cola
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