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Pearson in Asia (2005)

Sales Adjusted operating profit

Asia Pacific 7%

Europe Europe
RoW
North
America

<} Asia Pacific 7%

RoW North
America
Group: $7,045 Group: S875m

Asia: S516 million Asia: S64 million



Pearson Education International

By region By product
Laﬁn. School
America Publishing
Asia
UK
Professional School
Canada Testing
Continental Higher Education

Europe

2005 sales: S1.4 billion



Economic and demographic landscape
Mix of developed and developing economies

GDP GDP per capita
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School age population

Vast addressable market, shifting demographics

Number of children of primary age
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Number of children of secondary age
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Participation rates
High in primary, growth to come in secondary

Primary participation rates, 2002
% of primary pop. in primary school
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Secondary participation rates, 2002
% of secondary pop. in secondary school
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Government expenditure on education
Growth in absolute spend and secondary participation key

Education exp. as % of govt. exp. Primary vs Secondary exp.
% of most recent data % of education expenditure
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Educational attainment
Education levels are rising

Highest level of education achieved  Highest level of education achieved
Proportion of adults aged 15+ (1980) Proportion of adults aged 15+ (2000)
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Schooling and literacy
Time spent in school and literacy rising

Average number of years in school Adult literacy
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Pearson in Asia

PEARSON
Education

> Kirihara Shoten (Japan)
>WFOE (Shanghai)
»Co-publishing MOE
»Pearson VUE

»>Edexcel

» Financial training
> Government relations
> Shared services

» Group out-sourcing

:
-
»Hong Kong Asia hub »>Beijing rep office
»13 regional bureaux »India: English language
> ional brint sit and new regional
5 regional print sites sl

> Beijing rep office »>DK: 80—100 title pa

»Partnerships

»World-wide rights for
China (eg. Wolf Totem)

One Pearson

> Joint publishing
> Content exchange

> Infrastructure-distribution



Production and services initiatives in Asia

> School, Higher Education and DK pre-press operations
> Pearson Education and DK printing
> School technology product development

> Back office, transaction and IT Services




FT Asia
Gaining share in print and online

FT Asia print and online subs Winning readership
Year end subscribers Average issue readership
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Source: Pearson Source: Pearson



Republishing — Revenues, take 2
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A series of reports on the diaster that struck
tan and india, with analysis of its aftermath

. L ™ I Ny #r 7
" A VAR i s/ r
o S I A A

S RN ) 3 1254 ies

=:|g 995 20 016 I0UE
=2 2080 o 2115 2125 ===
=08 2093 335 2099 2=

"Bl

= &5 805 5 831 &= SN

“ASIA PACIFIC: _
ANDINTEGRATION, e st o

” compas the ids t d ic economy
Prospects fof fegional expansion and co-operation growing strength FT S n—
7 Wi & o in research, science [l e
and technology B

INVESTING IN CHINA

| - am— ........... guss| im0 e

........




FT China
FTx

FTChinese.com
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ADVERTISING, BRANDS AND THE INTERNET §46bn
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FT China
Breaching the Great Wall

FT China users and page views Most valuable business sites
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140,000 — 800,000 i
o businessweekchina.com &
> 120,000 1 I Unique users per week 700,000 |
z 100,000 | + 600,000 = finance.sina.com.cn _5
= 80,000 | Pageviews per week *500,0005 chinese.wsj.com |l
® 50000 - 400,000 2 - - I
o T ortunechina.com #
Z ’ - 300,000 2 i
= 40,000 ¢ £ 200000 & business.sohu.com
= 20,000 100,000 = eobserver.com.cn §
N e o Major hexun.com |
o??ii?i‘??o holidays T
e 5 ©| inChina | forbeschina.com f
- =< - << n O = oy Prm—— 4
Old site Hard stock.163.com
: Relaunch .
New site hgcj.com
llve T T T 1

0 20 40 60 80 100
3 Most valuable & Valuable @ Surfing

Source: Pearson Source: Pearson



