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Preface

In 2008, China will rely on continued steady and swift economic growth and the Beijing 2008 Olympic Games to attract
the world's attention. Throughout history the year of the mouse has generated many charming stories. This year carries
auspicious omens and 2008 in China was welcomed as a historically important year, one in which China will demonstrate
that it is a developing great nation.

The media market remains framed by latent guidelines, namely integration, competition, conditionality, and innovation.
These four dimensions are the key factors behind the media market's development. The Olympic effect has driven
forward muitiple strengths within the media market. In October 2007, the IOC and CCTYV joined together to sign the “2008
Olympic Internet and Mobile Communication Platform Broadcasting Rights” agreement. This marks the first time that the
10C awarded broadcast rights for new media like the Internet and Mobile TV as independent media from the traditional
media in the Olympic broadcasting system. According to BOCOG commitments, terrestrial networks will be in use in 2008
to provide the Olympic Games in high definition formats across many regions in China. This is part of the effort to drive
digital TV developments in China. All of this information shows how seriously the industry is moving toward moving
quickly into the new media environment, step by step.

China's SARFT information clearly indicates that China already has a vigorous broadcasting network with cable, wireless,
satellite and internet broadcasting technically in place. Digital and internet developments will speed TV, Radio, Internet
and communications developments to the next generation. The development trends of each are clearer, driving new
media forms such as internet TV (online video), IPTV and Mobile TV. Now that the broadcasting platforms are in place
the primary topics the industry is dealing with include channel management, content and the creative models that should
be used acros.s these new media.

The main risks of investment in China's media industry include policy associated risk as well as the usual overall market
risks. Market risks are a normal topic for media investment and advertising launches. With the Beijing 2008 Olympics,
many companies reduced advertising budgets in 2007, which resulted in a slower rate of growth in 2007 at about 9% for
the advertising market overall. This is the lowest rate of growth in recent years. Yet this slow down should only have a
temporary dampening effect with prospects for 2008 still strong for advertising investment increases.

Reducing the risks inherent in the media industry is the developmental foundation of CSM Media Research. Our focus
remains to deliver an “Equitable, Transparent, Timely, Accurate” audience measurement service, creating a healthy
environment for the media industry to work within for programming and advertising trading decision making.

The “China Media Fact 2008" handbook once again delivers a unique industry report and is now in its fifth year of publica-
tion. We utilize an objective and rational point of view based on accurate data driven by scientifically developed method-
ologies to support the media industry's development. We respectfully wish the media industry well and look forward to
the continuing encouragement of one another to create winning development strategies.

Ui

Managing Director
CSM 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 global market insight and information group - TNS. It was founded
on December 4th, 1097.

® CSM is the leader 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 C€SM 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.

® Our core competence—-research capability and innovation.

® Qur quality standard-—Equitable, Transparent, Timely & Accurate.

= We are the first market research firm in China with 1S509001—=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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11’; Total Populahon and Gross Domestlc Product By Regnon(2006) ‘
- (X 4 = BIE(Z7E)

WX & ™ SH(IZT) 0%

No. #:X Region Total Population Year-end Gross Region Product No. #[X Region Total Populahon ‘vcar r.nd Gross Region Product
(10 000 persons) (100 million yuan) (10 000 persons) (100 million yuan)
1 4£HE National Total 131,448 210,871 17 #A#& Henan 9,392 12,496 f
18 #it Hubei 5,693 7.581
2 4itx Beijing 1,581 7.870 19 ##% Hunan 6,342 7,569
3 X#ZE Tanjin 1,075 4,359
4 F4t  Hebei 6,898 11,660 20 % Guangdong 9,304 26,204
5 W#E Shanxi .375 4,753 21 [ Guangxi 4,719 4,829
6 AEF Inner Mongolia 2,397 4,791 22 #§@  Hainan 836 1,053
7 iZ3 Liaoning 4271 9,251 23 ®[k Chongging 2,808 3,492 ‘
8 &k Jilin 2,723 4,275 24 mJi| Sichuan 8,169 8,638
9 ERSI Heilongjiang 3,823 6,189 25 ## Guizhou 3,757 2,282 \
0 26 =@ Yunnan 4,483 4,007
10 & Shanghai 1,815 10,366 27 @@ Xizang 281 291
11 5I% Jiangsu 7,550 21,645 ‘
12 #i;T  Zhejiang 4,980 15,743 28 @  Shaanxi 3,735 4524 ‘
13 =  Anhui 6,110 6,149 29 H#® Gansu 2,606 2,277 ‘
14 @ Fujian 3,558 7,615 30 &% Qinghai 548 642
15 I/ Jiangxi 4,339 4,671 AN T Ningxia 604 71
16 L% Shandong 9,309 22,077 32 §f@ Xinjiang 2,050 3,045
|

SABR B S EY T £2007 Data Source: China Stafistical Yearbook 2007

2006+ EE WV ERBIRAE China Advertising Development(2006)
No HE Item & Number % 1 £ =% Yearly Growth Rate%
1 HU®W (57  Revenue (10 000yuan) 15,730,018 11 ]
2 LES4 (/) Number of Insititutions (household) 143,555 15
ailf MWAR (A)  Number of Employed persons (person) 1,040,099 1 '
BB %R B 5% £2007 Data Source; China Advertising Yearbook 2007 - B ‘
China Overview
2006E4 @ EHREEPOT Development of National Adverhsmg Inshlutuons(ZOOG)
PR PEBEHES SEPHIEH% | BUB(ZT)  BUMESER% SOEVEEH% |
No. WE Item Number Yearly Growth Percen!age to Revenue Yearly Growth Percentage to
(household) Rate% Number% (100 million yuan) Rate% Revenue% I
1 EaE 99,794 18 70 631 3 40
- Advertising Enterprise ol ‘
2 RErELAL 18,857 14 13 60 5 4
- Enterprise Involved
~ inAdvertising Business
3 B3 & Television Firm 2,736 2 2 404 14 26
4 i &Broadcasting Firm 938 2 1 57 47 4 \
5 iRitNewspaper Office 1.832 -1 1 313 22 20 ‘
'8  #&itMagzine Office 4,108 1 3 24 3 2
7  HAOthers 15,293 2 1 84 22 5
8 &itTotal 143,555 14 100 1,573 1 100
SRSk E: S E & 4 42007 Data Source: China Advertising Yearbook 2007 ) 4}

hERNFH 2008
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20065 £ EESE. BEX. EBEMI &2 A Advertising Revenue by Region(2006)
No. X Region Edm(AT) EICEY & BE L% BV E
= Revenue (10 000yuan ) Yearly Growth Rate% Percentage to Total Revenue% Ranking
1 4 ® Beiling 2,888,889 15 18 1
2 R # Tianjin 618,001 17 4 7
8 @ 4t Hebei 92,717 6 1 23
4 Wi @ Shanxi 163,390 16 1 18
5 A¥#E  Inner Mongolia 45471 19 0 25
'8 T = Liaoning 516,222 ! 13 3 8
7 F # Jiin 149,796 14 1 20
B ERT Heilongjiang 184,117 7 1 17
9 k # Shanghai 2,656,091 -0 17 2
10 5T % Jiangsu ~ 1,260,433 39 8 4
11 #f ST Zhejiang 1,087,633 14 7 5
12 % #% Anhui 256,226 13 2 13
13 3 #® Fujian 412,764 14 18 9
14 51 & Jiangxi 192,352 18 i A 16
1‘_5? Wl % Shandong 708.9_12 16 5 6
16 7 # Henan 234,520 2 1 15
17 ¥ 4t Hubei 235,809 ‘ -10 1 14
18 # 7 Hunan 302,900 45 2 1
18 |~ % Guangdong 2,429,041 4 15 3
20 o~ W Guangxi 142822 24 i 21
21 #%& ®& Hainan 31432 4 0 28
22 # K Chongqing 278,944 3 2 12
238 @ JI| Sichuan 347,945 18 2 10
24 # M Guizhou 76,419 0 0 24
25 Z= ® Yunnan 160,867 18 1 19
‘25 7§ Xizang 19,426 5 0 30
27 Bk # Shaanxi : . 37155 -4 0 26
28 H M Ganxu 36,498 20 0 27
29 # & Qinghai 15,698 43 0 31
80 5 ¥ Ningxia 24 557 3 (] 29
31 H @ Xinjiang 122,970 15 1 22
32 £ it Total 15,730,017 1 100
BEERE: FE S E L2007 Data Source: China Advertising Yearbook 2007

PER

200644 [E & % 44374 National Advertising Spending(2008) l

2 I ({ZT) FIREEY & BHEILLH% [

N Al Cetagory Gross Spending (100 million yuan ) Yearly Growth Rate% Percentage to Total Revenue% ‘
1 BEih = Real Estate 160 255 10.2
2 % Medicines 149 56 9.5
3 ®& Food 136 -0.8 86
4 {k#s%  Cosmetics 109 23 6.9
5 Ef7IE% Medical Service : 98 286 6.2
6 AE Motor Vehicles 97 37.2 6.1
7 HMAH# Household Appliances 89 14.5 5.6
8 #ERS Health food 64 238 4.1
9 AR5 Ak Service 61 27.9 3.9
10 L™ Information Industry 52 3386 33
1" Hith Others 559 41 355
12 &1t Total 1573 1.1 100.0

FIRFIR: PE &HE%2007 Data Source: China Advertising Yearbook 2007 - |
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Empowering China’s Media & Advertising Development
Generating Cross Industry Synergy via Partnership

WWW.Csm.com.cn



Comprehensive 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), 54,000
homes and 178,000 persons, providing viewing data for 24 provinces and 160 cities, measuring over 1,295 main
channels all day, every day of the year. Now, CSM has established 1 national PeopleMeter panel, 1 Hong Kong
PeopleMeter panel, 7 provincial PeopleMeter panels, 47 city PeopleMeter panels, 17 provincial diary panels and
12 city diary panels. Around 8oo 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.

1 MEERNBOUKINREER National PeopleMeter TAM Panel

1 M EERROKNREER Hong Kong SAR TAM PeopleMeter Panel
7 T RGNBKMEWER Provincial PeopleMeter TAM Panels

17 TEGRIEFEMEEERM Provincial Diary TAM Panels

47 MATARBEMEIRER City PeopleMeter TAM Panels

12 MET B2 RWER City Diary TAM Panels
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