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Abstract

This book is the fifth one of the Blue Book of Advertisers. As a study of China’s
advertisers marketing communication, the Blue Book of Advertisers has collected the
latest research reports of Advertisers Research Institute of Advertising College,
Communication University of China. Since first release in 2005, the Blue Book of
Advertisers has been Advertisers Research Institute’s feedback to advertising industry.
And the advertising and academic circles are increasingly focusing on it.

The Blue Book of Advertisers is led by well-known experts Professor Huang
Shengmin and Dr. Du Guoging, as well as Dr. Shao Huadong; written by the
members of Advertisers Research Institute. Focusing on advertiser’s marketing
campaigns, this book has seen and grasped advertisers’ marketing communication
activities trend from the point of view of basic marketing strategy, media selection
strategy, new media marketing communication operation, advertisers PR building,
social responsibility communication and so on. Being guided by Advertiser’s marketing
communications Report, the book has grasped the real estate, automotive, financial ,
health care products and other hot industries’ trend of marketing communication
activities, and has discussed the hot issues of advertisers’ social responsibility building and
communication, the second-tier and third-tier cities media delivery, digital new media,
outdoor digital new media, the communication with the aging population and
communication in the context of China’s aging times. For those professionals in the areas
of marketing communication, advertising communication and PR communication, this
book provides a detailed, forward-looking perspectives and cases for their comprehensive
understanding the situation of China’s advertisers marketing communication

developments.



F?
2010: ¥%5HR

[aRES)=

2010 47, KHFELE, Fl= G-

TERFALR A, LAV SIRA A, Brh E 28 LB i R 5 52
To 20, EMHFEERTEE AHRIRSE N KEFENFRN, BRHES YT
FRIERIRIRRIREL S 3. (FFEREHR) — &K (REXBHEZ? hEELE
HE) HORLITIRIRIE . fSdF ATHOFE, R BB, RN mdth E T
HOBRHERE R 7 TR, SCRIRNTCBRAO T, 2 S0 (T 5 2 430 Jok o o R
PhAR A HE— R A2

2010 4, FESRRIT G RN BEATA E, oE TS T 5K R 5 R,
REESEFEUEIFANTEAILE “RIRP”, X IR 5 K B9 ) 45 52 7 UL it A
TR HFE Y, —NEKEE BRI TIRERE, 840 45150 FE Bk T
WE? TERXAR L, AR FRHE? A% T A%t 5 R

InEIAEERT L, P E BSOS A A, EEEBRNFE S TR,
A AARRL ) EREFRE IR . EEAF K EBILRRA, &b
FRRLT, “RHARES" WEEEF RPN RS T

TERIRIZE AR 2010 4R “SALE SEBOIE BIPE -, Rk &+
BRFERT, —INBEAEM S & 0L ROV BRI, 5N T & S BB
o B, X—WESCHGRSH, Hh, 7EEEMEAERSLR, 5B IFs
THTHER, AT BELTREZ T, FrLL, SIS, FlEsRA, 56
BT

R, BEZE, B4 (KR BNRE, I (KR) BIRIS. KT, &
HPFSES T IRNEETHERE. HREDAIEE. s el yme,

001



B IEXTERS

FRRMIEER . Ba DRSS, BRAEEITHE,

BB, 4% NO.5 fEX MR T4, IRARNFLEPR, BIKERFE, LK
FAT, —nBE R, LATERT R AT, DAAR SR AR SR o
NO. 5 fRARFELSE T AFESIA (O XU A IR . 858, B3iesk, MmGaEs. &
“HRAERE” BT 2009 4E) A EEMARESSEINIAR, EERZ
, R TERT . WE. &, RERSRIT LR ERERESISE. ®
, BERAS, RIERTH. BT X R SRR B T BRI
. PUMNCER A S A REEE IR R, NO.S HKEL T ¢ B AT
R SER 5 PEZREERTRERARDE SEHE" .

Btz 4h, NO.5 JIsRIERIER, 5190848,

TR AR R, RN R SRR E TR BEAT o

2010 4F, EZMERMPEE, IERATRFBEH S, EFEEERTMES, F
FhETHOAR S . BTAOTEIEVE BRI L. B, SEEREMIMIMIRZIE

F 5 koo

002



2009 ~ 2010 SEHEIT™ Bt AR e von vamions sos swmsd s RS auas Sasis 5awhs e Bine 001
o M
S 2009 ~ 2010 4F 2l B RIS EAHE  wveereeereeeereeerreren 035
R4 2009 ~2010 4EFRE S EREFIEMAGEVETIIT  crrerrereeeerereeeeeenn 046
B 2009 ~ 2010 4 S Al 2 B TE SRR wveeeereeeereerererreesree 076
BEN SEMSTEEE . SO AR RS oo ieennnnns 082
R T Wl Y LT P2y s = R A 2 O P PP OPRPPRN 085
B 2010 SESIFTAY I T BB TS EAH orevrrrereeeererreesrne 100
AL 2010 4] 35 EE B ERRI RIS B wovveverevesensensennenns e 108
G T P NIRRT FTIEST s ovvevererrerrrscrnseinneetesiensennesaannns 118
WS 2009 ~2010 4E R EARITF AL B G FEIBIIEIT  -ooeeervrnrereevmmmmereeeecnnnnns 141
&+ 2009 ~2010 £ EIREIT W B RIIEIBRIETT  -orvevrvereeererriseeerennnnns 155
&+ — 2009 ~2010 4E B HBFEFT A BB AEIEIFGE  wooverrvrnmnmnnneneneneneennns 177
A+ 2000 ~2010 4ERIEE AT ILE BFEHE R RIVR SRABIFT - 201



B RS

wE+=
s+
wE+H
[ 4= WA
W&+
&N
&+

H_t

=t —

2009 ~2010 4EREEFT ) B RS AEIBETHETIEIT  vvvvvrvrnnnrssereereonanns 234
2009 ~2010 4B (ZIE BRI 36 B LB MERTIE - vvvveeeeeeeerenn 244
e S T o LB BRI | o v 0 53R 465 565 BN ma e ommas s 264
S A A T R R BB IE B oo eeeeeerrererrnrnieeseeineeinsnienninns 269
2009 4E+ K RABBBIRAANYFEDTTAE  cvvvrrrrrerrrrrmmrrreeeeneeenaenen, 278
2010 AEFRAY T L5 BRI vvvrvnnnrreeereeerrreeii e 290
D010 AR LT ST IR H)  swnswwsmv sos sowmnsens vomennssi oo i s s suivs 4653 299
o e AT R FP BRI < ereenmss swn snsns ses sumessns sman swwisss s sws 306

o E 0 A BE VB IR T MG TIEGE - eeeeereremmnnnnnnnnnnanneaenns 313

[(pepwommmsfE TG )



VCONTENTS z ||

General Report

China’s Advertising Ecology: Advertisers (2009-2010) /001

Special Reports

1. Report on Current Status and Future Trendy of China’s Advertising

(2009-2010) / 035
2. Report on China’s Advertisers’ Usage of Digital Media (2009-2010) / 046
3. Outlook on the Trendy of Marketing Activities in Typical Trades

(2009-2010) ' / 076
4. National Advertisers’ Media Release Strategy in the Market

of the second-tier and the third-tier Cities / 082
5. Report on Advertisers’ Interactive Marketing Communication / 085

6. Outlook on the Trendy of Advertisers’ Interactive Marketing

Communication in Typical Trades(2009-2010) / 100
7. Reflection and Expectation of Advertisers’ Interactive

Marketing Communication(2009-2010) / 108
8. Report on Advertisers’ Usage of Outdoor Digital Media / 118
9. Report on Marketing Communication of China’s Bank Trade(2009-2010) / 141

001



10.

11.

12,

3.

14.

15.

16.

17.

18.

19

20.
21.

ITEETER$

Report on Marketing Communication of China’s Automobile Trade
(2009-2010)

Report on Marketing Communication of China’s Real Estate Trade
(2009-2010)

Report on Marketing Communication of China’s Health-Care
Food Trade (2009-2010)

Report on Marketing Communication of China’s Clothing
Trade(2009-2010)

Reading on Communication Operating Agencies’ 3G Marketing
Communication Strategy(2009-2010)

Report on the Culture Marketing Communication of Time
Honored Brand

Central Enterprises’ Social Responsibility and

Communication Activities

Read the Corporate Social Responsibility from 10 cases in 2009
Newspaper Advertising Business Trendy in 2010

TV Advertising Market Trends in 2010

Local Advertising Companies’ Principle of Survival

Report on the Status and the Strategy of the Communication

with Aging Population

002

/ 155

£ 177

/ 201

/ 234

/ 244

/ 264

/ 269

/ 278

/ 290

/ 299

/ 306

/ 313



2009 ~ 2010 4E ) B ABNRA

—  LURE. 2009 £, BEZIFABEFEINT
fE T AR 5 KR

(—) BHBENZHFERREFMN

A F LTS | & B A BR R T fE ML 4 28 2009 47, SFRAFFIIRME T =R
> EARRGF LB EHERR, PE AR RRMEL S, 2008 FEH
ﬁ%@ﬁﬁmuﬁﬂo@%%ﬁ%w%ﬁﬁﬁ%,m%ﬁﬂ1ﬂwﬁ@5ﬁ%ﬁ
Ly HOTTAR L PRI, R T R R I S AR R SRR SR A U

. IR R R E SRS R4 2000 4E] A S RA RS, R, ok, TR, 37t
B BUTAMTE: FEN PUTAIK. BREL. BRI, Ml BREAURR. BREIE. R W
s ke, . XM, A7, BREERS . F P, RIRERRH (2009 R PR LR
HEUREY . (2009 4 FF  E T AR E IR ) . (2009 47 BE A E T 2 T R A R AR
&y SAMREAR, AHTEE (BURTHE) 2010 58 1, 2, 3 8. AR W AA AR,
rh E R T BRSO AT T R AR TS

001



B FETERS

FEOH AT . FRE ST EIFEEMR, 762009 4 —FEHRIIRMA,
NSy AR HEAT R A5 RO HEmS, VRMIRXT 2009 SRR TIU, BEHET 2B

BT D VAR G HLAT SR 7 B, SREUT AR U BB FNE B B
WMBUR”, HBEAWTCHWESRR S, REELHE - IRMAR . — R
A S ATTRIECR G5, BCRITIATE 2009 4£55 —FH B I, LMKt
BV R BUF— RSB A2, IREWEBEY . KBTS 5N
R AR BE TR B oR . FEIRE T TE 2009 SF B BRI 257, K
T &M REHE RO R KRWHIZ . ERBET SEERGESIT, #E 2009 4
10 A 31 H, BT Z™MHESBRB 500 KK, k508 2T, FFHE LT
RIEIER, T T R R AL b 2009 4 2 A BRA - 1. 6% JT ARG B Tt

2009 R E R GDP BB ER A A, HEAHHASE =, FN4ER T 2R&EHRE
HRE (WLEO0-1), FEZFREW RIFERIE K MBUF — R FI5RA J1 B RIBEE
T AN TP o

—~12

% 10.6 10.4 o

lO e 9

5T 7.1 7
6.1

6|

|
2 |
0 - 1 - 1 1 - 1 1 - 1 ]
& oo& & F & & o

S & s

EO0-1 2008 £ Q1 ~2009 & Q3 HEE M E~ SERLIERKE
BRI BERGR.

(2) TlHEBARERPBSRS D

MGEit R R A EIEE , 2008 459 A &MEVLITMHE A, 22008 4 12 A B}
EREFHIIERER RS EM. R & F1E 2008 4K 85 B 188 BA B,
XF T 2009 SEH T B H AR, L4 KRBT RFRIBOR, K T #HE BiR.
I 2 T A F {88 7= AT T TR B i

002



2009 ~2010 fﬁﬂﬁ B & 4SBT Z ]

(BR, HEA 2009 48, REFIAHI T BEREMNIORHE. TLIERN
B PR ge T R L MR G A R BB B AR X T R T
Bk B, SAh, BRIERIIR Y R 2 1 RN 2009 4] 44 H — BB T, Bk
EBOMRR . (AR SR, 7E 2009 4F 9 A i TRMOH . MR BRI
Bl ST AR SRR AU /D, B R HALP= S TE 2009 4F |42k
SR ATHAT AL 458 . 2009 4R 4T Al AR Ve W8 5 5 1Y B BB T AT O,

1. Bl RGBSR, BETHESRABK

EEYOR A B AL BB BT, — BRI T LR, A
2000 4 B4R AT AL AR BB ST 0, 450050 H I8 B A 2008 4R ) — i 4,
4 A S A AL A T SR, ST R R LT

B, POlE (REBUOR. B RANTH AR LSRR, TR
BN . FUR IR . B SR E R

FOR, ORI E SN 4 K BT B A R, RS B 5K
HESES SHEES, TR SEEHER EFh, 59 E R ORIk
FHTL B EEREZ

K, SEEHLEE E el bRk, S4REHE . ALK
B, s CEIER K MR R T 2 AR BT T, TR
AR £ OB S SO R PR SE S R, OBl B
B PP B . B LTl WAEZE K, AT 9 35 SRR AR X SR
B, AL AR AERTE -HES, BREEMENA T ALl —
Lo, B ALE BRI R R, fodk 2010 4EHINAE S E IR, TR
SO TSR AT LS SN e K R B, FFRA ST FALE Sk K BB
B

2. MLENEAT AT 54 4

EEE, SRREELERK T, BEFE, EHHR T RROKABE,
B AHR 2 E R BB AR 5, M 2009 4E 3 1 USRI B — EAE T JT 1A
b TR AR 5 ERHE IR B AT, K. BEEET 2 MRS,
R T ARAT I S, KT RAN R . B4, R EEN—RBER 16
FHHER R DA T BT FI A R BB . X —BORBM T A RIERR, HH
fR3h T /INHER T8 8 4 OB



