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Preface

2007 is known as “Ding Hai" or the year of the "Golden Pig" in the Chinese Lunar calendar. According to Chinese Folkl-
ore, this is an event that occurs only once every 600 years. The Pig symbolizes courage, thoughtfulness and loyalty with
many famous events occurring during this auspicious “Ding Hai" year over the course of history. For example, the cons-

truction of Beijing began in a Ding Hai (Yongle fifth) year. We look forward to a 2007 filled with good fortune and prospe-
rity for all.

China's media industry has undergone a transformation, starting from books copied on bamboo and silk to paper and ink
and with people now chatting to each other over the internet. In May 2006, the 7th global media economy conference th-
emed “Media industry: globalization, diversification, and alignment” pointed out the importance of China’s present day
media industry as the key topic within the global media industry.

If the Opium War in 1840 caused the Chinese people to see the outside world with a bit of helplessness, at present Chi-
na's development is closely tied to the international market. China's media industry is integrating itself into the global
media industry and keeping pace with global developments and trends. It is more and more all-inclusive and tolerant w-
hile still strongly independent and self confident, featuring a strong emphasis continuous self examination. The media in-
dustry’s development remains vibrant with excellent prospects ahead. Within this context a key question that we face is
what role must we play as media researchers to best serve this rapidly evolving media environment,

An internet expert once commented that money, creativity and a familiarization with the rules of the game contributed to
success of the Silicon Valley and also explains essence of investment in the creative and content industries. Rules of the
game help clarify objectives and the execution strategies necessary for achieving them, thus reducing investment risks.
Utilizing CSM's Sino-foreign joint venture background and expertise the company has leveraged its in-depth understan-
ding of the local media market with cutting edge technological know-how provided by TNS to help those who want to in-
vest in China’s media industry at the same time creating a one-stop shop for media research services. This will help cu-
stomers to reduce the barriers to "entry" and the opportunity costs of investing in China’s media market.

In the past 12 months and into 2007, CCTV decided to invest aggressively in the mobile television market; Rupert Murd-
och and his News Corporation withdrew from China's traditional media market; China Mobile became the strategic shar-
eholder of Phoenix Satellite TV aiming to share resources and integrate content and brand communication. All of these
strategies are creating synergy and momentum within the media industry. Our goal is for CSM to offer you our unique in-
sights into China's media market from a third party perspective.

“China Media Facts” 2007 - the 4th edition of this book is an annual CSM Media Research exclusive publication, a tool
and guide for insight into China's media market from China's leading audience measurement research company. We're
proud to share our latest research results with you in this fact book which includes key data about China and a compre-
hensive picture of TV & radio ratings, viewing demographics, audiences' favorite programming and content as well as s-
ports marketing research information from markets all around China. We hope it serves as a convenient and practical g-
uide for media and advertising professional as well as all members of media related enterprises. We wish you all the be-
st of luck, and hope you enjoy the publication.

|

Managing Director
CSM Media Research

Media
Research
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Research Capability & Innovation
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CSM is a joint venture between China’s largest market research company--—-CTR Market Research
and the world's second largest market research company-—TNS Group. It was founded on December
4th, 1997.

® CSM is the |eader of TV audience measurement in China. CSM operates the world's largest
PeopleMeter TV audience measurement panel.

® CSM pioneered radio audience measurement in 2000 and CSM has built an independent
RAM network in China.

® CSM has taken the lead in introducing Sports Marketing Research since 2003.
CSM provides Customized Media Research to meet the different needs of both national and
international clients.

® We are the professional media data provider; research authority in media industry develop
ment.

= Qur philosophy-—high-tech and modernized operation and friendly service,

® Qur core competence-—-research capability and innovation.

= Our quality standard--—-Equitable, Transparent, Timely & Accurate.

= We are the first market research firm in China with ISO9001—2000 Certification.

= Our purpose---explore bran-new and high-tech research methodology to meet the digital
development of media industry,

[ ]
WWW.CSM.com.cn CSM:::.,
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China Overview

2005 EREYE. AN, AEmRAAOMNYE %@ Total Populauon and Gross Domesuc Product By Region(2005) |
FRBADAN) xlm~f H(17.7T) CEREAD(EA)  H Rz |
No. #[X Region Total Population Year-end Gross Region Product No. #iX Region Total Population Yﬁ-ar end Gross Reglon Product !
(10 000 persons) (100 million yuan) (10 000 persons) (100 million yuan) |
1 #£E National Total 130,756 183,085 17 @ Henan 9,380 10,587 ‘
el 18  #dt Hubei 5710 6,520
2 4ex  Beiing 1,638 6,886 19 #id  Hunan 6,326 6,511 l
3 XE Tanjin i 1,043 3,698
4 5§k Hebei sl SRS 10,096 20 % Guangdong 9,194 22,367
5 P Shanxi 3,355 4,180 21 "  Guangxi 4660 4,076
6 MR Inner Mongolia 2,386 3,896 22 #® Hainan 828 895 |
D ‘ |
7 Iz  Liaoning 4,229 8,009 23 #®K Chongqing 2,798 3,070 \
8 F#  Jilin ! 2,716 3,620 24 m)i| Sichuan 8,212 7,385 {
9 R 3T Heilongjiang [ ‘3,820 5,512 25 #HM  Guizhou 3,730 1,979 [
Sttty G 26 =% Yunnan 4,450 3473
10 +t# Shanghai 1,778 2 9,154 27 @@ Xizang 277 251
11 I Jiangsu |47 T eRS] 18,306
12 #3T  Zhejiang ' 4‘.’398 13,438 28 @  Shaanxi 3,720 3,676
18 Z# Anhui 6,120 5,375 29 Hi# Gansu 2,594 1,934
14 ig@  Fujian | 3,535 6,569 30 ##% Qinghai 543 543
15 SI#  Jiangxi 4,311 4,057 3t Ningxia 596 606
16 li%x Shandong 9,24_8 18,517 32 HE# Xinjiang 2,010 2,604
_ﬁv HESf R BT 42006 Data Source: China Statistical ij{Lokz(!DB - S |
China Overview
20054 & E % b & B4R China Advertising Development(2005) ‘
No. me Item £8  Number %% Yearly Growth Rate%
1 BWwE (Hx) Revenue (10 000yuan ) 14,163,487 12
2 ZESQ (F) Number of Insititutions (household) 125,394 11 1
3 MMAR (A)  Number of Employed persons (person) 940,415 3 |
HIERR: REEE %2006 Data Source: China Advertising Yearbook Z(LOG S - 1
hEH#HL  J China Overview
ZOOSLFLL] 7Es 1{7 ERARR Development of National Advertising InstltutlonsQDOS)
i TORMGE) | PHRERE%  BRAHWLE%  BUE(ZT) | BuEE T T
Ne. WE Item Number Yearly Growth Percentage to Revenue Yedr!y Growlh Percentage to
(household) Rate% Number% (100 million yuan) Rate% Revenue%
1 [&A8 ’ 84,272 " 67 615 9 44
Advertising Enterprise
2 FREMELW 16,575 27 13 57 24 4
Enterprise Involved
in Advertising Business
3 HBMATelevision Firm 2,800 s 2 355 22 25
‘4 @ fBroadcasting Firm 919 29 1 39 18 3
5  iR4tNewspaper Office 1,845 -6 2 256 i 18
6 #FitMagzine Office 4,056 1 3 i 25 22 2
7 HAbOthers 14,927 1 12 69 1 5
8 HitTotal 125,394 " 100 1418 12 100
ok B E T S 5%2006 Data Source: China Advertising Yeartg(ﬁk_ﬁ)_OQ o e

PERNFH 2007



®
‘ S Media
Research

T

20055 EHERE. HETT£Z\LE Advertising Revenue by Region(2005)

. s ; EVE(HFxT) FEIRREY & BEEL B % BlEH
No. 3R Region Revenue (10 000yuan ) Yearly Growth Rate% Percentage to Total Revenue% Ranking
1 4t ¥ Beijing . 2515578, | - 4 : A y 2
2 X % Tianjin saTB0a 17 |4 ! 7
3 @ d4c Hebei a7,3e8 12 L 23
4 || 7 Shanxi ) FRL: | BT R 134 : |y 18
5 HW¥#E  Inner Mongolia . 38,193 | 32 0 26
6 i 5 Liaoning PRI B (- - < DR 27 /8 8
7 EF M Jiin LRCERc  - a 5 Wi 20
8 =#5T Heilongjiang S8 Gt T REE k 1 o 16
9 + # Shanghai 2,664,690 18 ] 1
10 3T % Jiangsu o0 1BOBB2Y v, -6 e 5
11 ¥ I Zhejiang i 956,970 15 7 4
12 % #% Anhui 226023 2 - ji2 14
13 3% 2 Fujian /360,925 19 ; LD 9
14 5T 7 Jiangxi 163,354 15 il 17
15 Iy % Shandong - 611,084 7 AR 6
Iiﬁ i 7 Henan 229,651 0 2 13
17 # 4t Hubei ; 263,469 35 2 12
18 # ® Hunan i | 208,724 72 ik 15
19 1~ % Guangdong plol23de2ae 1 AT 3
20 [~ # Guangx - 115448 =n 10 [ 21
21 % ® Hainan raly i EZIBOGN 19 0 27
2 ® K Chongging g IR N SO 12 = Wl e e B8
28 m JII Sichuan - 295371 47 L e o) 10
24 # M Guizhou R (| R 695 e A 24
25 Z ® Yunnan i 136,536 . 14 i 1) 19
26 ® # Xizang : 18456 2 ) 0 30
27 B T Shaanxi 3sged | -54 - aon v 25
28 H M Ganxu i 30 { 27 0 28
20 # % Qinghai 11,000 -8 0 31
30 = ¥ Ningxia Bl 73 0 29
‘31 % @ Xinjiang " 07082, 0 -7 1 22
82 & if Total i 14163487 12 100 --
iR m bE 4442006 Data Source: China Advertising Yearbook 2006

i3

200542 FH & 4450 National Advertising Spending(2005)
No =il Catagory B 1z ! TR e L BI%
) ) Gross Spending (100 million yuan ) Yearly Growth Rate% Percentage to Total Revenue%
1 % Medicines Al e i 15.3 (i Y
2! 27 Food ISR || I < el 28.0 97
8 B  Real Estate b -l T IS I 17 R BT
4 {kik&  Cosmetics 112 fltat 28.8 ! oy 40
5 KAHE® Household Appliances : STRN L 12 55
B EJ7RR% Medical Service 23.0 54
7 RE Motor Vehicles - ) 18.9 5.0
8 RE®F Health food 52 74 3.6
9 B Service B S AL 34.9 34
10 bk Liquor FIR R L 245 i
1 Hith Others Sl i E IR T TRER I 5.1 [ gk
12 Ait Total Lt L R 12.0 e e ey
SUR &R FE &4 %2006 Data Source: China Advertising Yearbook 2006
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omprehensive Coverage m Cutting-edge Technology m personalized Service
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CSM is China’s largest and most authoritative professional TV rating data provider, CSM operates the world’s
largest PeopleMeter TV audience measurement panel, which covers more than 260 cities (counties), 45,000
homes and 149,000 persons, providing viewing data for 24 provinces and 169 cities, measuring over 1,297
main channels all day, every day of the year. Now, CSM has established 1 national PeopleMeter panel, 1 Hong
Kong PeopleMeter panel, 4 provincial PeopleMeter panels, 41 city PeopleMeter panels, 20 provincial diary
panels and 127 city diary panels. Around 600 full-time professional staff are dedicated to serving and meeting
your needs in the dynamic media market in China. CSM’s PeopleMeter technology is “future proof” and is
capable of measuring digital TV across China today.are dedicated to serving and meeting your needs in the
dynamic media market in China.

MR E ML
| TAM Coverage

1 T2ENRUEMEEER National PeopleMeter TAM Panel

]}
- 1 AEENREEMBEER Hong Kong SAR TAM PeopleMeter Panel
4 PEGMBOGHERER Provincial PeopleMeter TAM Panels

¥ 20 MEGRIEFEMRERER Provincial Diary TAM Panels

® 4 THATHERQBMREER Cty PeopleMeter TAM Panels

® METRICFRMEEER City Diary TAM Panels
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