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2009 China Media Yearbook & Directory

PUBLISHER'S MESSAGE

Welcome to the 2009 China Media Yearbook and
Directory, the most comprehensive insiders' guide to
developments in the world's most complex and dynamic
media market.

Last year was a highly emotional one for China and
its media industries with the human tragedy of the
Sichuan earthquake (which led to national cancellation
of entertainment schedules and commercial advertising)
contrasting starkly with the sporting, political, commercial
and broadcast success of the Olympics and Paralympics.

Momentous changes were also felt towards the end of the
year as the scale of the global economic crisis became
clear. China, despite remaining one of the few fast
growing economies in the world, saw certain sectors of
its media economy fall for the first time in many years,
but these contractions were more than offset by strong
growth in New Media and government stimulus packages
that cover cultural industries.

In particular, following the international success of
Chinese films in recent years, the government is now
providing extra funding for the export of Chinese content
through its "Go Abroad" campaign. In this respect, 2008
will be remembered as the year in which Chinese culture,
in the form of TV dramas, animation and documentary,
started making a commercial impact in overseas markets,
a trend we expect to continue with central government
support.

Indeed, the continued roll-out of multiplex cinemas that
is driving strong domestic box office, positive regulations
to promote HD production and broadcast, and the rapid
growth of original short form content for online and
mobile platforms is combining to provide all China's digital
creatives with very favorable working environments, a
market defined by steadily falling technical costs, fast
expanding distribution channels and fundamentally strong
advertising and retail sectors.

To bring sense to these incredible changes and enable
companies to react appropriately, the China Media
Yearbook & Directory is a unique three-in-one publication
with detailed editorial analysis of major developments
over the last year and analyst projections for the year
ahead; an extended statistical section with proprietary
data from leading sources; and a fully updated directory
of the major media players in China.

While we remain confident that this publication is the
single best reference source available, the Chinese media
market is in a constant state of change and CMM-I offers
a range of knowledge products for senior executives who
need to keep up to date on the market. These include
a weekly CMM-I news service and CMM-I sector reports
which look in depth at the fastest growing sectors.

At the same time, doing business in our industry
requires the building of personal relationships and
CMM-I is dedicated to providing our clients with the best
possible trade platforms in both directions. We organize
participation for international clients at leading PRC
events such as the Shanghai TV Festival, the China RFT
Expo and the Sichuan TV Festival. We are also exclusive
the China agents for international content fairs MIPDOC,
MIPTV, MIP Junior and MIPCOM in Cannes and the Asian
TV Festival in Singapore.

For more information on all these products and services
as well as details on our consultancy services, please do
visit our website at www.cmmintelligence.com.

In closing, we would like to note that the China Media
Yearbook & Directory was first published in 1999. We are
proud to have chronicled and analyzed the remarkable
changes here over the last decade and we are once again
delighted to present the latest installment of the world's
most compelling media story.

Craig Hobbs, Kristian Kender, Anke Redl, Rowan Simons, Tammy Zhao
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TELEVISION

CHAPTER 1: TELEVISION schedule and business agenda.
2008 also saw a fast maturing
1.1 Introduction

2008 was a historic year for the Chinese TV industry on a number of levels. Fueled by

Chinese TV production industry

further engage with the outside
the 2008 Beijing Olympic Games, China's TV advertising expenditure reached new

highs at RMB431.85 billion (US$63 billion) while eight new channels were added and TV
signals now reach 97% of the population, increases of 0.62% and 0.35% respectively over

world via major co-productions
and increased attendance at

international trade fairs.
the year before.

Despite this good news, televi-
sion as a medium for news and
propaganda received unexpect-
ed attention following the Sich-
uan earthquake in May. TV sta-
tions played a prominent role
in helping the nation react to
the disaster, mourn the loss of
70,000 lives and lead a record-
breaking donation drive. The
earthquake also led to a ban on
entertainment shows and com-
mercials in order to maintain
an appropriate and respectful
mood while relief efforts were
underway.

CCTV remains the dominant
national broadcaster, a position
further reinforced by its cover-
age of the Olympics, with Hu-
nan Satellite TV the top-rated
provincial satellite channel.
During the first half of 2008, Ji-

BOX 1.1: 2008 SNAPSHOT OF CHINA'S TV INDUSTRY

TV Penetration

Cable TV Households

Digital Cable TV Households
Pay DTV Households

TV Stations (2008 End)

TV Channels

TV Adspend

Source: Various

angsu Satellite TV and Sichuan
Satellite TV rapidly increased
their ratings shares to supplant
Anhui Satellite TV and Beijing
Satellite TV in the national con-
science.

Despite some exceptions, there
continues to be significant dif-
ferences in the commercial
development of TV stations
around the country at provin-
cial and municipal levels with
advertising and production in-
dustries strongly concentrated
in the more developed eastern
regions and cities (see Adver-
tising chapter).

It was only as the dust settled
on the dramatic events of the
first three quarters of 2008
that China's TV industry re-
turned to a more balanced

97%

163 million
45 million

4.5 million
2,337

1.2 Policy and Regulation
By the end of 2008, China had
approximately 2,337 radio and
TV stations subject to regula-
tions by the State Adminis-
tration of Radio, Film and TV
(SARFT) and thousands more
audio-visual online streaming
and download services waiting
for more stringent regulation
from SARFT and the Ministry of
Industry and Information Tech-
nology (MIIT).

Convergence continues to test
the ability of regulatory re-
gimes throughout the world
and China is proving to be no
exception. 2008 cemented the
Internet in China as a primary
means for Chinese consumers
to obtain news, information,
and entertainment. This has
prompted SARFT to work ac-
tively to expand its censorship

1,291, including 77 satellite channels
RMB431.85 billion (US$63 billion)
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remit over all "AV content dis-

tributed via electronic means".

SARFT has not done this by try-
ing to license all online content
available on Chinese websites,
but is instead using the "tried
and trusted" method of forc-
ing local websites to adhere to
strict licensing restrictions and
censorship rules, or face retro-
active shutdown and financial
penalties.

New regulations governing
online video came into effect
January 31, 2008. According to
the regulations, jointly issued
by SARFT and MIIT, all online
video sites must be licensed by
both government bodies.

At first, the regulations seemed
to indicate that only entities
with government ownership
could apply for the license.
However, when the regulations
were actually implemented,
privately owned video sites
such as Tudou.com and Youku.
com were given licenses. The
third major online video portal,
56.com, did not initially receive
a SARFT license, but this was
finally granted on December
31, 2008. For further details on
online video regulation, please
see the New Media chapter.

Despite SARFT's keen interest
in extending its regulatory role
to the online world, traditional
television was certainly not
forgotten in the statute books.
Following a meeting of the Na-
tional People's Congress (NPC)

in March 2008, SARFT further
tightened its grip over broad-
cast content when it directed
TV producers not to produce
programs with exaggerated
themes of horror, violence,
thrill-seeking behavior or "bi-

zarre events".

The administration also asked
producers not to over-empha-
size these themes in the spy
dramas that are becoming
increasingly popular. Instead,
SARFT asked producers to aim
for higher aesthetic ideals, by
showcasing "appropriate" view-
points and upbeat themes.

Returning to one of its favorite
areas, SARFT extended its ban
on the broadcast of foreign ani-
mation during primetime by 1
hour. As of May 1, TV stations
were banned from broadcast-
ing foreign animation between
the "golden hours" of 5pm and
9pm in a move the industry
regulator said was "designed
to spur the domestic cartoon
industry". Developing China's
own animation industry, and
limiting the supposed influence
of foreign cartoons, has been a
recurring theme for SARFT.

Following May's deadly earth-
quake in Sichuan, SARFT initi-
ated a ban on entertainment
programming across all broad-
casters initially for an unspeci-
fied period of time. During this
period, China's airwaves were
filled only with programming
related to the rescue effort and
broadcasters were also barred

from airing advertising.

The government eventually
provided unspecified subsidies
to stations that refrained from
airing ads and entertainment
programming was quietly al-
lowed to resume from July 7,
1 month before the opening of
the Olympic Games.

The Olympics certainly count as
SARFT's most successful regu-
latory campaign of the year.
Despite the potential value to
pirate operators and the op-
portunities for guerilla adver-
tisers, SARFT joined with other
regulators to purge the entire
media landscape, proving that
if the political stakes are high
enough, the pirates can be ex-
posed as cowards.

By late 2008, DVD shops were
once again stocking interna-
tional blockbusters and "from
broadcast" copies of US TV se-
ries, while online live streaming
of European football resumed
as the regulator went back to
banning improper programming
on licensed channels. On De-
cember 15, "vulgar" talk shows
that fabricate sensational "real
life" stories in an attempt to

draw viewers came under fire.

SARFT sent national, provincial
and municipal TV stations a
circular asking them to prevent
talk show staff from making up
scandalous "real life" stories to
feature on their shows, then
employing people to pose as
the "genuine guests" involved
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CHAPTER 1: TV STATISTICS

1.1 TV Industry Snapshot

Item Source

TV Penetration by Population 96.95% SARFT

Digital Cable TV Households 45.28 million SARFT

Digital Pay TV Households 4.52 million SARFT

DTH Households 42 million CMMR

TV Drama Production 14,498 episodes (502 titles) SARFT

TV Sets 500 million SARFT

Source: SARFT, National Bureau of Statistics of China (NBSC), CMMR

1.2 Digital Cable TV Subscribers 2004-2008

- Digital Cable TV Subscribers (Million) ~ YoY Growth (%)
2004 0.97 —
2005 3.97 309
2006 12.66 219
2007 26.86 112
- 2008 45.28 69

%]
o
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3
0
o
[92]
>
X
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—

1.3 Top 10 TV Stations by Advertising Income 2008

.1 ccv 16.10 2,357.73
_ Shanghai Media Group (SMG) 3.49 511.11
. 3 BeijingTV 2.50 366.12
_ Jiangsu Broadcasting Corporation 2.09 306.10
5  HunanTv 2.00 292.92
. 6 shenzhenTv 1.63 238.73
. 7 Zhejiang Radio & Television Group 1.62 237.27
~ 8 shandong TV 1.40 205.05
9 AnhuiTv 1.37 200.65
_ Guangdong TV 1.17 171.36
Source: China Radio Film & TV magazine
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1.4 Top 10 Channels by Audience Share and Ratings in Beijing,

Shanghai and Guangzhou 2008

Markets: Beiijing, Shanghai, Guangzhou
Period:

Rank
1

O 00 N O U1 A W N

—
o

2008/01/01-12/31

Beijing
Channel* Share %
BTV 1 9
BTV 4 9
OBLC 7
CCTV 6 5
CCTV 1 5
CCTV 3 4
CCTV 5 4
BTV 2 4
BTV 7 4
BTV 3 3

Source: AGB Nielsen Media Research

Rank
1

© 0 N O U1 A W N

—
o

Beijing
Channel*
BTV 1
BTV 4
OBLC
CCTV 6
CCTV 1
CCTV 3
CCTV 5
BTV 2
BTV 7
BTV 3

TVR %
1.3
1.2
1.0
0.8
0.7
0.6
0.6
0.5
0.5
0.5

Source: AGB Nielsen Media Research

*Channel Codes

BTV 1:
BTV 2:
BTV 3:
BTV 4:
BTV 7:

Dayparts: 02:00-01:59

All Channels

Shanghai
Channel* Share %
STVN 14
STVD 10
OTVE )
OTVF 5
STVCY 5
CBN 4
OSLC 4
STVS 3
CCTV 6 3
Hunan TV 1 3

Shanghai
Channel* TVR %

STVN 1.8
STVD 1.3
OTVE 1.1
OTVF 0.7
STVCY 0.7
CBN 0.5
OSLC 0.5
STVS 0.5
CCTV 6 0.4
Hunan TV 1 0.3
Beijing

Beijing TV - Satellite; News & Comprehensive
Beijing TV - Terrestrial; Culture & Arts

Beijing TV - Terrestrial; Science & Education
Beijing TV - Cable; Movies
Beijing TV - Cable; Life

CCTV 6: Satellite; Movies
CBN: China Business Network

Hunan TV 1: Satellite; Comprehensive
STVCY: Shanghai TV - Channel Young

STVD: Shanghai TV - TV Drama

Shanghai

CCTV 1: Satellite; Comprehensive

Target: People Aged 4+

Guangzhou
Channel* Share %
GCTVT] 12
GZTV 34 9
GSTVT] 8
GDTV 2 8
GSTV 4 6
OGLC 6
GZTV 3 5
GSTV 2 4
GSTV 3 2
GDTV 3 2
Guangzhou
Channel* TVR %
GCTVT] 1.5
GZTV 34 1.1
GSTVT] 1.0
GDTV 2 1.0
GSTV 4 0.7
OGLC 0.7
GZTV 3 0.6
GSTV 2 0.4
GSTV 3 0.3
GDTV 3 0.2

CCTV 3: Satellite; Variety
CCTV 5: Satellite;

Olympic Channel, Sports

CCTV 6: Satellite; Movies
OBLC: Other Beijing Local Channels

STVN: Shanghai TV - News
STVS: Shanghai TV - Sports

OSLC: Other Shanghai Local Channels
OTVE: Oriental TV - Entertainment
OTVF: Oriental TV - Film
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Fuzhou ©

° 6.39 min

Sanming
2.57 min

Putian e
2.72 min

Quanzhou @
7.28 min

Zhangzhou @
4.58 min

*Population

FUJIAN

FUJIAN RADIO & TV BUREAU
EEIIBENE
No. 2, Gutian Road, Fuzhou, Fujian, 350001, China

EEAEMHHER2S 350001
Tel: (86 591) 8331 0941 Fax: (86 591) 8331 1945

Capital Fuzhou

Population 35.81 min
Area 121,400 sq. km
GDP (RMB) 924.91 bin
Per Capita GDP (RMB) 25,908
Per Capita Living Expenditure / Urban (RMB) 11,055.13
Per Capita Living Expenditure / Rural (RMB) 4,053.47
Color TV sets per 100 Urban Households 166.91
Color TV sets per 100 Rural Households 115.00
B/W TV sets per 100 Rural Households 4.62
Computers per 100 Urban Households 68.58

Computers per 100 Rural Households 10.93
Mobile Telephones per 100 Urban Households 186.44
Mobile Telephones per 100 Rural Households 146.26
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FUJIAN TV
‘mEBEIS

Address:
No. 2, Gutian Road, Fuzhou, Fujian, 350001, China
EEaEMNTHAERE2S 350001

CHANNELS OVERVIEW

Channel Description

Fujian TV 1 Terrestrial & Cable; Comprehensive
South East TV (SETV) Satellite; Comprehensive

Fujian TV 3 Terrestrial & Cable; Public

Fujian TV 4 Cable; News

Fujian TV 5 Cable; TV Drama

Fujian TV 6 Cable; City & Fashion

Fujian TV 7 Cable; Economics & Life

Fujian TV 8 Cable; Sports

Fujian TV 9 Satellite; Taiwan Straits

Fujian TV 10 Cable; Kids

KEY PERSONNEL ADVERTISING
Station President Timeslot
Shu Zhan (§¥/8) Fujian TV 1
Programming Acquisition Contact 18:35-18:52
Fang Jun (/A %), Director 19:55-19:58
TeI.: (_86 5_91) 8335 368_;2 ' 20:08-20:12
Bai Xiaopin (H/ME), Vice Director,
Tel: (86 591) 8331 4300 SElY
19:30-24:00
Advertising Director 17:50-24:00
Wu Zhiiming (%) ' '
Tel: (86 591) 8335 3988 17:50-24:00
Fujian TV 3
06:00-12:00
14:30-17:30
20:15-22:15

Approx.
Approx.
Approx.
Approx.
Approx.
Approx.
Approx.
Approx.
Approx.
Approx.

Rate Card (RMB/Slot)

Tel: (86 591) 8331 3789
Fax: (86 591) 8334 8489
Website: www.fjtv.net

Coverage
35 million viewers in Fujian
500 million viewers in China
10 million viewers in Fujian
10 million viewers in Fujian
10 million viewers in Fujian
10 million viewers in Fujian
10 million viewers in Fujian
10 million viewers in Fujian
20 million viewers in Fujian and North America

10 million viewers in Fujian

15 Seconds 30 Seconds
23,500 42,000
18,000 32,300
13,000 23,200
36,000 72,000
34,500 69,000
32,000 64,800

1,500 3,000
2,100 4,200
3,900 7,800

FUJIAN PEOPLE'S RADIO STATION {E2 AR &S
Address: No. 2, Gutian Road, Fuzhou, Fujian, 350001, China

Tel: (86 591) 8331 3789 / 8383 1007
Website: www.fjgb.com

Advertising Department Director: Lin Mu (#f44%)
Published Advertising Rates (30" Prime Time Commercial):

Fax: (86 591) 8334 9421

General News Channel: RMB550-700, City Life Channel: RMB800-1,500, Traffic Channel: RMB220-430, Music Channel:

RMB300-400
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Technicolor BeIJiNg ... uuie it 299
TENCENE . e

THE News Market
The9 Limited.....
ThunderV Entertainment..
Tianjin Daily Press Group. .
Tianjin Film StUdIO.....uiieiiii 328
Tianjin People's RAdiO......vuuiuiiiiiiiiiiiiiini e 157,174
Tianjin Radio & TV BUMEAU .....vviiiiiiiiiiie ittt ees 173
Tianjin Satellite TV . .iu i 174
Tianjin TV (TITV)
Tibet People's Radio Station .......c.vviiiiiiiiiiii s 250
Tibet Radio & TV Bureau..

Toonmax Satellite TV .
TopV Digital TV Media.
Trans Lucid Media .
Travel Magazine ......iueieiiiiiiii e
Travel Satellite Channel..........coocoiiii

Trends Health. ...
Trends HOME .uuiuiiiiii i
TrENAS TraVel couuieiiii i
THDAI DDB 1vuiiiiiciiii it
Tudou .

AAVEIEISING ovniiiiiii e 78, 96
CADIE TV ot 4
[oL=T g =T =] T PP 3
[olo oY [ L o =N 7, 280
digital pay channels .
distributors......... ... 301
..6-7,17, 34, 68,
296-7, 299, 322-3

...................................................................................................... 4
entertainment programming ..........coeevuiininnn 2,7,34-5, 37, 85, 98-9, 109-10
BV NS Lttt 15
[T 0T 15
factual programming........oviviiiiiiiii 8
foreign satellite channels .........ooviiiiiii 263-73
formats.

HD oo
IMIPOIES Lot
INVESEMENL L. 299
NEEWOIKS Lttt 4
OlymMPiC BroadCasts.....cuuuitiiiiiiii i 5
PAY-TV ChaNNEIS ...vuiiiiiiiiiii i 15
post-production... 281-2, 298-9
PrE=-ProAUCEION L..vi it aas 281
production and distribution ..........ccoviiii 6, 14, 20-1,
70-1, 91, 98, 269-72, 276-92, 295, 297-301, 320-7
FAEINGS ettt 5,8, 15, 83
statistics..

TVUB8 ittt ittt
u
UIUMGT TV e e 254
v
Vanke Film and TelevisSion .........ccviiiiiiiiiiiiiiii 300
ViSION ChiN@...ieiiiii e 66
Vivi..... 376
Vogue China .......... 377
Voole ONline CINEM@ .....iuiiiiiiiiiiiii i 62

w
Walk-0On AdVErTiSING ..uuiuiiiiiiiiiiiiii e 407
WAP (wireless application protocol).........cceuviiiiniiniiniiiiinins 127, 313-17
Warner Bros International Cinemas (WBIC). .31
Warner China Film HG Corporation........ . 300

Weber Shandwick .... . 407
Weinstein Company, The ... 25
WENhUI DAIlY .ovuisiiiiiii e 356
Wenhui Xinmin United Press GroUp ..........cveuviiiiiiiiiiiiiiiieinieiie e 345
Wenzhou Daily NeWSPaper GrOUP.......uiuiuiuiiiiiiiiinisiieisiiieseneasiansaannns 345
West China Metropolis Daily .......cccviiiiiiiiiiiiiii e 363
WeStern FilM GrOUP c.uuuiuiiiiiiiiiici i as 329
Whitehorse Adshel... 153-5, 407
AT Te E=Yo] g oY g oo ] =1 o] o 407
WiINGS MEAIA ..uiiniiiiiiiiii e 301
K0T 3 =T g =T I - 377
WOMAN's WOTId ...vviieiiiii i 377

Wuhan Evening News..
Wuhan TV ...,

Xi'an Film Archive .. ...ooiiiiii
Xi'an Film Studio Corporation .

Xi'an Mei Ah Culture Communication ........cccuviiiiiiiiiiiiniii 329
Xi'an Qujiang Film & TV Investment . 301
Xi'aN TV (XATV) e etiiiiii it e e 242
Xing KoNg Wei Shi ..uuuiiiiiiiiiiiiiiiii e 273
Xinhua Daily Press GroUP ....c.iuisiiiiiiiiiiiiiiiie e eeanaans 147, 346
Xinhua NEeWS AGENCY . .vuiiuiiiiiiiiiieir e 62, 116, 384
Xinhua PR NEWSWIFE ....uiiuiiiiiiiiiiiciiiis s 411
XiNING TV 1ot 236

Xinjiang People's Radio Station..
Xinjiang Radio & TV Bureau ...

Xinjiang TV........... 253
Xinmin EVENING NEWS .. ..iuiiiiiiiiiiiii e 356
Y
Yangcheng EVENING NEWS ....uuiuiiiiniiiiiiiiiiiiii et eae e 358
Yangcheng Evening NeWS Press GroUP......c.uiiuiiriieiiiiiiiiniiiiieisiisinnaaneanes 346
Yangtse EVENING POSE ...uvuieiiiiiiiiiiiin e

Yemaozhong Marketing
YinChuan TV. .

YOULh DIgESE .uvniiiiiiiiii e
Yunnan Daily Press Group....
Yunnan Nationality Film Studio .........ccoviiiiiiiiiiiii 330
Yunnan People's Radio Station
Yunnan Radio & TV Bureau ..

YUNNAN TV o 256
z
Zenithoptimedia .......oiviiiiiii 408
Zhejiang Daily Press INdUSEry GroUP ....c.vvviiiiiiiiiiiiiiiisiiein e 347
Zhejiang Film StUiO ....uiviiiiiiic e 330
Zhejiang Golden Globe PiCtUIrES .. ...uvuiiiiiiiiiiiiici e 330
Zhejiang Hengdian World Studios . 330
Zhejiang Huace Film and TV.....oiieiiiiiiii e e 301
Zhejiang People's Radio Station........cccovvviiiiiiiiii 259
Zhejiang Radio & TelevisSion GroUP ......vicveviiiiiiiiiiiiiiieeieeineeaninaas 157, 259
Zhejiang Radio & TV BUI€AU.....iuuiiuiiiiiiiieiiiii ettt ea e 258
Zhejiang Satellite TV ... 107, 259
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