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Abstract

This book is the fourth one of “The Blue Book of Advertisers”. As a study of
China’s advertisers marketing communication, “Advertisers Blue Book” has collected
the latest research reports of Advertisers Research Institute of Advertising Co]lege,
Communication University of China. Since first release in 2005, “ Advertisers Blue
Book” has been Advertisers Research Institute’s feedback to Advertising industry.

“The Blue Book of Advertisers” is led by well-known experts Professor Huang
Shengmin and Dr. Du Guoqing, as well as Dr. Shao Huadong; written by the
members of Advertisers Research Institute. “The Blue Book of Advertisers” includes
the Advertiser’s marketing cornmunications Report, how to carry out a campaign in
China’s rural areas, how to do PR communicating in China in the context of digital
media and so on. Each year the Advertisers Research Institute will carry out an
investment on China’s Advertising Ecology and the findings will be shown in this book.
The impacts of key events happened during 2008 and 2009, such as the 5 » 12
earthquake and the Olympics, will be discussed in this book. For those who want to
understand the current status and future trendy of China’s Advertising ecology, this book

is a nice choice. Besides, management implication can be drawn from this book.



F
W) =K Gl R Pk A

SV EUE-

HAFHELIK, ELFEREMFIALEGOZE/EAT, HH-EME
HRR T P —RPHA, KRERRE, FHRMR, SRR
SHRIEA; “RTEES, BLABER, TREFLSM, ANTHREFEL
. REAREBMAEVFEEE, AHTERERZFHENNAEY, KREZGWH
kBB, HYESD M EENFARS, AMOARE, MELMBREXSN
B, Fx b, £MEMHEERENE. EIl—75mEEeFamET R,
HHBIRMEM, BA—FEXERERR, WHENREEMRERETFEFM
FEAEFPLE, FEAVERET R0 FHRETRERE, BELTHREY
KIEE, KEGROASENAFEMAMMETHEET K, HELRELN
WARE, T4, SHMEVRZIZRE T RELSFERFENERERE, REMD
R R, IEVLA, FRABKRESEN, fREEXLETELSETF RN
HERAMHRTIR S i3

TEBCETT R 30 SERI T R B, o B ol Bk EHA R BRI R 4k UK B9
BATIE, BRSREEMINEMERNR. REFERXMEZ (FEARSHED)
TAE 18 4, EREFREVTE. BFRERZNETEALLEHLTHS
£, Z5FEBRECIEMAFERNR, BIAPDXE, WHFMEEARRIH,
EHREE AL, BRI EEE ‘KK RE. HERALERR, HEARQ
FHARR, ARSI, FREETERS AR, SO R HEH AR
B, BEHANT. BHEGRAF RN, B AU EeelE, T

« BInE, PERITEEHENTER.

001



B EEERH

¥4 B BRI E L RS, AHRERRTSRERATE SR E R
M, RAEDRE, AREREBHSARTERENRENR, A ENTSHIIGERER
], AEEERAREX LAFHBRE HR, X SEFSEHERBR, ©
n, AE—REER, BREEEHALT EH, EABEALTT SRR
HEpk, RIIANEH AL, RITEELBETHHKE, MAHEEHEMEL
BREIH, ERUBGEHREMKELSARTR, EIRTHEFNERER
FOOR B o

EEYEEE - MAEHRE. NBEBFEENREIE. bTHEERHA,
BAETE, REAEHEREMARAXNTEHGERA— & E0V KRR
SR, SABMIE, PREFEKFEEEMRTHEBRERE. REMN
pERERE, MRETEEZH-KRAN SR, SEINEFHHE, IXEFHX
WAEREN, BELHEHRREMY, FARTE., SEMVKEMEA. BEHA
M REHITEERNRR, 2. SEMEEAE DL AEERSEHEREMR
R . MiTMERSLE R RIH R, BRGLALE, R
A EERP R BT RN, RARBRNSENENLREN, XEFH
A F ., FRARBERNER, BERREIMREM AT~ L —EEE
W&, R, —F—EFRBERERERT X PSSR E B 55 R FPTF
FiE. WX DABRUL, MR —FRE, —MERSREE,

SEXBREPEERRET SRENT R & EEHERSE, HEH
BHGERANES, ARREVAXRSENFBYE, EERAILER TREMMEE
R EEFREE. RS, $%. XWBE. RANES, HTFRISPEAL
BIGERIET . BHARAFRAMRENALENL, MXERPE&FEHEFER
HR, BE. MHERE, ERFTEES, JMEREE, Bk, TERE
BREEFEIBRINITH. UM PEERKSE EEMRFAELSHER
PrRER &R, HPETE XSS RERE LS E A NS LRI Z R
BOFIAR S, HEREYLT R B S R B AR 5 SUEDLS BT a0 L AR 4t
By

002



2009: F=H

AR F

BRI EAXNFRE, RERREMT ., BAH WK RGE L ERERERIIX
2009 ERAR KRR B IR, BABRMARILBERRIRIINSES A UK
AR 22 [N N G A H TR,

WRXAHEANEE, WREX—FHEM,

REREPFHEXER T,

BEMARR R —FhEAE . AT 0 RETE 7R BIE BN 2 F B o E Bl 3
o

AMULREIERE, PEAERRHTA, PEOMOIER\AR . FUE
BEDU, XEGXIENEREMAEVIEN D ENFEMRIRT %, BHEER
MEMWERTMRAA R, XBHEXE— IR AR, REALE, KEIE
TR, ALEEER.

iLRNZEXE X, XE—1BE.

XEE No. 4 UL EIE R, ELSHE—BBRK; X No. 4 RUNEEH,
BEHREFEM; X No 4 FMUEREH, BLHRE MO

LRI EHEE, FENEVEZLEEL, A—HEL—GHEIH
BRIE S AR BMEET, AREERENAEE, AR IEENNA, R
EEHER, RILFR.

001



H *x

BIRE 2008 ~2009 EEFRESTE TERTFERL coorrrrrrrreniennenn TN 001
HE— 2008 ~2009 AEHEITAL & FRAEIRBIIIRE  coovrerererrerrennes 030
4" 2008 ~2009 SEHET SV B BIIR GHEBIFEL  oeerererersvieronnns 045
L= 2008 ~2009 4ET 2 EHIMAIE FITGEIR  cooreeererreeerercresnennnes 062
BWET BHRE T & R E DB IRE e 098
WER FRETH & BB BRI oo eeeresriire e 112
REN SRBIL TS R BT S R B IBIITTR L o vererreeenreereenie 126
WELt SREIME THRET S B BHIITIRE o vvreerrrrrenrerrinnens 131
AN 2008 SFA LI RRAERIITIRE ooeerevemremmsnsninss 139
BEN “BRIE” TSI EYBBERIIIRE e ereneeneen, 153
WET SRR T R B IR IIETIRE v ere e et creeeeneas 170
BET— AT G BB v verevrreeeerrereeeriiiecsiiee e siree s 185
B+ 2008 ~2009 4] E PUMBIRBL FETRITIRLE  covoreeererrereereenes 189
WETE T H5EEI H B EITIIIIRE v ererrreerrrenreeseneesssvenannans 203
WET BHEATI) & S EBIEFITIITIRE e ereereereeeerereenns 220
RETL PRI AN GBI oo 235

001



N

(SN WA
&+t
5= AN
wm&E+ N
&H-1
hE=t—
HE—+=
wE—+=
gy gl
Ho+H
&=+
®E&E—+t

EXBHS
RIS T B o AG T TEEITAR L oo veeeeereeneenneenens 248
N NI 47t Al - RN 276
BUNBEGEE “ALfR”  orvvrerrerirssmrsissinesin e esieeas 293
AP TEHL A S R AR v eeveereererresenseessessensennean, 300
BB RN HT T ITHI L e vevrerrerersesnessnsreseesnesnnessenenns 313
B TR FRHETIIIT -+ erveeveeerereerresresseninstnise s ssesnssneans 318
P S R T IR AR S BB RRIETT v vevverereeernereenes 322
BT TRV FEF REGT -veerererseerersernssnessnansinans 339
2008 ~2009 4ES MBI THIGASE . A SLEMEHIE e 353
2 NEI P NG R BIEIT - +oveereeerrersemssnsnsnenneseenieanan 358
MR SR TI “HITE” BEE coeeremeerrerereninnnn 364
WETTR =14 FEMEE LR B
BFUE T o oeveevrennrerrenienie e M



CONTENTS

Main report: China’s Advertising Ecology Survey Report (2008-2009)

1. The Media Strategy of Advertisers in China (2008-2009)

2. Report on Current Status and Future Trendy of China’s
Advertising(2008-2009)

3. Report on the Usage of Digital Media in China(2008-2009)

4. Report on China’s Advertisers’ Confidence in the Context of
Global Financial Crisis

5. Report on Advertisers’ Marketing Communication Strategy
in the Context of Global Financial Crisis

6. Report on China’s Advertising Industry in the Context of
Global Financial Crisis

7. The Development of China’s Advertising Industry in the Context
of Global Financial Crisis

8. The Marketing Communication of Local Car Companies in China

9. The Marketing Communication Strategy of China’s advertisers
after the Olympics

10. The Marketing Communication Strategy in China’s Rural Areas

11. The Brand Construction in China’s Rural Areas

12. The Usage of China’s Qutdoor Media (2008-2009)

/ 001
/ 030

/ 045
/ 062

/ 098

/112

/ 126

/ 131
/ 139

/ 153
/170
/ 185
/ 189

001



ITEEXEES

13. The Usage of TV Programs in China’s Matketing Communication

14. The Marketing Communication Strategy of Luxury Goods Industry
in China

15. The PR Crisis Management in China

16. The PR Crisis Management under the Context of Digital Media

17. The Development of China’s PR Agcncy'

18. The PR War in the Context of 512 Earthquake Donation

19. The Spokesperson’s Strategy in the Context of PR Crisis

20. The Status of China’s Media Market after the Olympics

21. The Development of China’s Provincial Satellite TV

22. The Advertising Operation of China’s Newspapers in the Context
of Advertisers’ Adjustment

23. Newspapers: How to Live in the Context of Inflation

24, China’s Broadcasting (2008-2009): The Current Status, Future Trendy
and Operation Strategy

25. The Development of Small Local Advertising Agency

26. The Adjustment of China’s TV Media

27. The Fifty “First” in China’s Advertising since 1978

002

/ 203

/ 220
/ 235
/ 248
/ 276
/ 293
/ 300
/ 313
/ 318

/ 322

/ 339

/ 353
/ 358

-/ 364

/ 371



