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(TimeOut) X REH2HBRE

What are the characteristics of the Chinese Edition for “TimeQut”?

(TimeOut) HAREF M RIEIFER (SEEC) BEKFHPERTEFTEL

A Chinese Urbanism Bible Win-win cooperation between “TimeOut” Publishing
Group and SEEC Media Group Ltd.

(TimeOut) # Xk BERAE, REFEBT AR, BERTHN, REKRFE. &NE. ZEU. REH
RO TS, XTHTEMERRUES, FLRMEECEREERE,

The Chinese Edition of "TimeOut" applies world-grade format to provide the Chinese urbanized noble crowd the well-
chosen city information, including the richest, most authoritative, most objective and most quality-oriented city life.
It has been highly appreciated in the field and in the mind of readers since it pays attention to the city spirit and the
consumption quality.
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(TimeOut) PXRETRABEREFI:

Subordinated to the Chinese Edition of “Time Out”, there are two publications:

(TimeOutdt X <E#STIY (WET)
“Consumption Guidance * TimeOut Beijing” (Biweekly)
(TimeOut k& “E#ESTIY (BTI)
“Consumption Guidance « TimeOut Shanghai” (Monthly)
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Background

{TimeOut) AXMRRBF M EEER (SEEC Media Group Ltd.) . A F1998FEM M EEHERAZFE
BHE—IENERZER, REBLHAS (BB ERM. HK0205)

ETHAE: (TimeOut) . (ME) . (™). (PEREFEEIR) . (FRT) . (EHFRE) . (FEFER) . (I
FWHETY . (FHBEBI) . (HisLifefsEFY . (L FCrazia) . (BRE =) . TR ME KRB EE,

(TimeOut) dr 3 iR 2 W L% 58 S 4R U5 T 33 K S B AR AT AR IR o

The Chinese Edition of “TimeOut” is subordinated to the SEEC Media Group Ltd. which was founded in 1998. The
SEEC Media Group Ltd., a public company listed at Hong Hong (SEHK Code: HK0205),

is on top of media operation business in China. Suordinated to tie, there are over ten kinds of powerful trending media
publications like “TimeOut”, “Caijing Magazine”, “Real Estate”, “China Auto Pictorial”, “Voyage”, “Better Homes and
Gardens’, “Sports lllustrated”, “Capital Week”, “AutoCar”, “HisLife”, “Grazia”, “PC Magazine”, “www.hexun.com” and so

on.

The Chinese Edition of “TimeOut” is the leveling banner among the life and consumption magazines subordinated to
SEEC Media Group Ltd.
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YEARS

TIME OUT

London
Aug 12-Sept 2

TimeOut London 1 -5 31

{TimeOut) 196848l ¥ F £ 3
* R IRLR AR
* EERE W TERRE
* A FRE DT EFEEZER

The 1° publication of “TimeOut” was initiated in 1968 in London.
* A Top Global Media Brand
* A Chief Global Magazine of City Life
* A City Life Bible Praised in the Field

TimeOut London 16 1 B BAYE TVE=

*HFA2FEHE, 17NER. 30T RTT, Bk
TENHHAEFEFM, (TimeOut) BEBRHEZE ™
ABERIM A F 5 fh i

*BEXL. B, ERESTNUMNEFES, B
LHABENELS, (TimeOut) B RETAMME
WA TR R

RiME (TimeOut ) AEwW: £ A,
REM.BEDR.EE. BE. HINES,

* £ %
BN

* A most worldwide popular magazine brand
appreciated by urban population based on a 42-year
history, released to 17 countries including 30 cities and
published handbooks regarding 75 cities’ life.

% An omni-directional guide on culture, fashion, cuisine,
etc. provided with a selection of practical splendid
information featured by in-depth topics and unique
opinions on city life.

* Most Popular Cities Receiving "TimeOut" : London,
New York, Chicago, Moscow, Barcelona, Hong Kong,
Dubai, Singapore and so on.
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Café society!

BRI FREEMRR, 212 T1968F, BRIT42EMNHE, EHMNE—ABRY {TimeOut London) ZFEEZEH
@ RSP T TE LA EARTHAL, M4 (TimeOut) X TR KX £ HKIE20 N ERFIE100 MK .

Being a history for 42 years since its foundation in 1968 with its headquarters located at London, England, “TimeOut
London”, the group's first publication, has enjoyed absolutely the lofty leveling banner status among those city life
magazines in England. Nowadays, “TimeOut” has been distributed to nearly 20 countries and 100 cities throughout the
world.

(TimeOut) FIZhR 2T ARFHIZRE?

are the characteristics of the Chinese Edition fo
“TimeOut”?
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Editing Philosophy

AREMPEHEFHIREDR, EMHMNE, ; HHER: BHERESR

Presenting Social Value in Reports of City Life. : Purpose: City Life Bible

* AR RAE A U NS AT SR BN, A R TS * (TimeOut) P TR 45 Jy it ik 418 30 dge 107 . o BUSK . d5c % MRl A2 3%, 8 T 38 3 e P&, 519
* AR I B RS  BEAT AR B, WEAT AR AT R AT via i EEA MR 21

K AR G b R T b TS, HEShRE SR S AR R . * (TimeOut) " 3CRUCTESR TR B . b T %, SEOC TR TN 9 06 AR % .

* Initiating a life to conform the values: Living a dignity life in one’s own values. * The Chinese Edition of “TimeOut” is to promote reader's expense concepts and guide reader's expense custom by
* Initiating a balanced life: Living by both materials and spirit and considering the entire communities and oneself. diligently providing the richest, the most authoritative and the most objective reports about city life.

* Initiating a high standard life: High standard life impetus social progress and self-development. * The Chinese Edition of “TimeOut” pays attention to the city spirit and the consumption quality and pays attention

further to city slickers’ life manner.

8 9



I \\

AN

Advantages

*BEBRKHET: FREKNFESITN, MER
BROTERREFANEAM, 5 (TimeOut) H
XHERALLRTHETERSNSHAS, M
BNEHRESIFENZREEMNZ.

KT A, (TimeOutdb 5 ) XHE Jha—mR
MRAERSEERTITEN “hEHHE” 20084
ERERS, 15, PR AZHBERZRBLIR
MeEE,

KB TFNLH: BMNAEEZTILRAZTHEEERN
RES5ERMEEAB, TimeOut£ R E— AN 21T
NMEGARNERBFHALEEFNEERE, WREF
me S BT AR

* R EFELE: RNBEEALRZHSTERA
HAMMEEALSS, BIAR—FIemRNE
HIEF, RO T =EOMM, FUEBMNEREIRT
BRI PR E B

*FENRE: RNAFRANEANE. XAZHE
EEE. TZHNRTRE. SREANEBRAR, T2
T ZRENSREFRENE.

* RGAMEETR: BREEgEEEEN, RMNET
EREERARBEMESEEN, HHBRTHRL
B, hREITHEREE ARERURNEM TS
SEEER.

* High-speed Growth in Issues: The fast growth in times of
retail sales and subscription as well as major subscription
customers like the Communications Bank group has
enabled the Chinese Edition of “TimeOut” become the
high end magazine issued in highest quantity in Beijing
market and, in addition, the very high rate of circulation
perusal has caused a more widespread of numerous actual
readers.

* Outstanding Professional Word-of-Mouth: “TimeOut
Beijing” has had its unique content to win be evaluated
as the best magazine of 2008 by the media colleagues at
“the Chinese new Sharp Announcement” and outstanding
personal celebrities from Beijing and Shanghai have
become our readers.

* Authoritative Evaluation Mechanism: Being highly
appreciated by various sectors of editors and expert
advisory panels, “TimeOut” has its globally consistent six
star rating system which serves not only as an important
basis for audience consumption choices, but also an

influential industry standard.

* High-quality Reader Data: Forming Readers’Club
composed of a large number of highly qualified personnel
groups, a series of high-quality interactive activities have
been held not only to increase the viscosity of readers, but
also grasping plenty of high-quality readers’data.

* A Wealth of Resources: Powerfully featured group
background, the cooperation of various media sectors, a
wide range of distribution channels and high-level elite
resources could be used to take all-round multi-angle
interactive activities.

* Flexible Forms of Cooperation: Except for traditional
advertising cooperation modes, topics can be implanted
with brand ads in each column and the advantages of
magazine resources can be used for cooperation in respect
to publishing affairs and creative activities in a variety of
market-oriented aspects can be carried out.
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FHANmixE

Subscriber

FESTRARNAYE, B xR55REMABR
AL, FHEWRAEISHTU E,

The most active crowds in cities of China, including the
outstanding, qualified and savored public figures whose
average yearly income is above RMB 350000.

253311400

Sex Ratio of Subscribers

54%

* B ARERSRE, BANEREHEE, 1
K17, BREE. FELEFHEEYTIES,

* I BRELANERE, EFERME R,
MNFRWRE BB XREB. EGRTEHE
EHRIUADEBRNE,

*IEHE KA ERK KB RASHBRGALUERE
SMEN. (TimeOut) 30 kR 2 M1k 2 it 19 & 1%
EYE5EEREE,

* Personages: No matter what age but brimming with
all to a life cult of personality, pursue of fashion while
rejecting nothing of new things and new ideas.

* Yuppies: Followers of high standard living fond of
internationally renowned brands, strong desiring to
consume clothing, automobiles, digital products, food
and drink, luxury goods and so on.

* Elite: People from Macao and Taiwan and Overseas
Chinese settled down to the Mainland of China or for
their long-term public service. The Chinese Edition of
“TimeOut” is the preferred reading and life guidance for
their stay in the mainland of China.

46%

m B M Male
B I M Female

REFRSN

Structure of Subscribers’ Age

a0
1 ar
33.87 27 06
a0k
B 1391
B.46
ol 6.65 5.04
= 24% 25-20% 0-34% 35-30% A0-44% = 45%
MAEBNTER
Individual Yearly Income
a0 r
0T 32.87
2937
30 F
20063
=l 13.21
B4
0 f III 3.92
. i B . . . -
»0.12 0.12-0.25 0.25-0.35 0.35-045 0.45-0.60 > 060
(B BAARM)
TERGITER
Employer Status
o0
a0 3.4
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Columns

26%

9% 7%

5% 13% 5%

10% 9% 10%

B 5 7% Consume
3% R Food&Drink
iC City's Diary
& 7% K| Features
4 SEH 3R People

M iR 7 Travel

1% W X {£Culture

it 3= Beijing 3 Shanghai

HeEER

Special Columns

* TR BT RFINEENE SR, 18
XA EH FREETIMER. RANENS
RiE, SISEH R

KOERTHE: MANESR. TR MEAFE A
THEX, RELAMMIESNE, BABAKRR,

*EFER: BERAMSETUBRALHNERSE
MEFEMER, MEEEBEMANERES, 5ISH
BEFTAEMBRIER,

* BT G-I EFENBHPERRS, ZH
BREMIZBIES.

* REBT100: HEWVHEAGHYLFERTE
FREFEFENI00E, FLLEANETRENG
priR N

*dEF(EF) RE: MTimeOutR R MMM KB
= AEEHPE-AMMEAY, OFWER(LEE)H
B Ao

*bm (EBiE) M. RRIER (LB MTHE, &
84 T B PR AR ELER .

* Cover Features: To capture the latest urban
lifestyle and hot spots and to introduce or report the
relevant people, events, merchandise, lifestyle in a
comprehensive manner and in-depth coverage.

* Consume Features: To integrate fashion trends,
products, materials and the related people in every
detailed topic highlighted with practical and instructive

nature emphasizing users' experience.

* People: To show various sectors of social elite's
attitude towards life and their life quality so as to deliver
the quality-life philosophy to readers who may be guided
to have a better quality of life.

* Food & Drink Features: To describe a gourmet hot
topic terminally and to provide the most authoritative
guide to eating and drinking.

* Top 100 Restaurants: To screen and recommend 100
best restaurants in town terminally by a professional
advisory pannel and list them as the year-end restaurant

candidates to be awarded.

* Public Eye: To take a photograph of one personality
to highlight the character of Beijing (Shanghai) from the
representative visual language of “TimeOut”.

* Inside Beijing(Shanghai): To explore the Beijing
(Shanghai) urban geography and discover its hidden

stories.

14
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Other Columns

*ELETE: MATImeOUtHEBMNAEIR, BRS5ARE
BREXNETETHE, ARE-REHRIR. &
SAMNAE.

*EEDL: MENEHE AR, AEEFR{NELNHE
kR

K BMATE: GHERMEXRNEET G, BENITE
ML, HIREFRHMEIES.

* G BEEHARFAKNTS. BEE, TR
HEFEE R,

* R REETNFESRENARES, LD
AEEBECHSH®.

*EFRE: ARTABRBFREREARINENE
HIiER o

*EE: AR R ERELMPEE, RENBX
Hi 357 IR B9 S i 4 BB R

KB ARENBELTE. BE, EREANLD
INE TP E RV

* XM EAERRNENES, #FSTREARBH
ZARCED.ER FU. ARETANED, BHHA
EHMIEE

*MEEEH T BIERRNKREENEEER, HR52.
SHAXNEE, RBRBHANBERRS,

*REIEFA(LBA): BHHFA - (LE)
BANME, REREEI LR ENRL. %
A, RIERB—FHEARE.

* Auto Life: A car version full of unique characteristics of
“TimeOut” around the consumption-related living aspects
to provide the most trends and the most useful content
to the driving clan.

* Equipment: A corner for searching the brand
new products of the present season and providing
personalized consumer choices.

* Digital Life: Purchase guidance is provided to readers
for selecting new kind of digital products whose cost

performance is evaluated.

* Newly Opened: San instruction to some elected shops
and brand stores recently opened and their goods of
characteristics.

* Health: The latest trend guide is provided on health
and fitness so that urban city people may cherish their
health.

* Weekend Trips: The most practical guide is provided
on Weekend trips to the freshest destination.

* Hotels: Experienced comments on all kinds of top
hotels, highlighting the local high-end hotels newly
opened.

* Wine: An introduction of all kinds of new and famous
liquor, spirits and wines to popularize the consumption
concept of Chinese people about red wine, liquor and
spirits.

* Culture: A gathering of the most authoritative authors
at home to recommend and comment local arts,
performances, music, film and television, and reading

activities by carefully selecting of information guides.

* Sex City: Inviting the most outstanding columnist to
talk about love and sex-related stories, reflecting the
urban city people's emotional state.

* Favorite Beijinger (Shanghaier): Telling a story of
a famous Beijinger (Shanghaier) terminally while the
narrators are the close friends and relatives to guarantee
the first—hand celebrity stories.

16
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R (www.timeoutcn.com)
Chinese Website: www.timeoutcn.com

TimeOQutF XM ETimeOutZE B 7T ML, & R SE
FEEAMHNFENERE, ZAEKRMME. S5, Ea
M, A REHRFEBENTIimeOutEES RTENR
Wo BFEMIC. LB, BHE. TR K. FH. FK.
BH.RE.BS. XEBE.BR.HEBE.BFHE. R
B #EFMmTEBS,

The Chinese website of“TimeOut” is the official website
of “TimeOut” magazine, the main force media for
releasing the member information of activities, unifying
its timeliness, high efficiency and interaction to provide
members the fresh splendid “TimeOut” characterized
activity information, including City’s Diary, Food&Drink,
Consume, Art, Books, Film&TV, Music, Performance,
Travel, Nightlife, Home, Health, Sex City, Electronic
Magazine, Hometown, Map, City Calendar and so on.
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Distribution

X

Beijing

BEZE. ITH. KEMX, B7. ERERESMHATREEIERHSHESTH
Distributing to Beijing’s high-end readers themselves in various ways such as retails, subscriptions, bulk of purchases,
displays and directional complimentary

BHRTE: JLRR16T
Single-phase Circulation: 160,000 booklets of Beijing Edition

EREFTHIE

Data of Issues in Beijing

® ¢ ¥ 7 P 5

& Sl 5 0 A E
] o P &9 & &
o PO @;@e"

FE£RHE 350004H/H)
Retail Channel: 35000 booklets terminally

7.50%
5.71% B F)= Newsstand
2.50%
294 A INHEE China Petroleum & Chemical Corporation
EHHEF 5/ Chain-store/Supermarket
21%

A E Hotels

W Mgk / k ZE3h/BIE Subway/Raiway Station/Bookstore

| 117 Airport

24.29%
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FERESERE

Parterners’ Ratail Channel

EEBIRT (BE)

Beijing Newspaper Booth

=G TI. T2, T3 LB BIE
Bookstores in Beijing Capital Airport
RN 7T- 1 ESHERE

7-11 Convenience Stores
IERKZRBHENBIE

Beijing Papertiger Chain Bookstore
PR AT IE B B

Haowangjiao Chain Bookstore

e LS e ES IS

Southern beijing railway station
huizhiguanghua chain bookstore
LR RAES BIE

Huarun supermarket—-kuncheng chain
bookstore

SBMBTENRE

Jinhaigiao Chain Bookstore

KEMHE 7500047/ 1
Bulk of Purchase: 75000 booklets terminally

REEWVIPERERZTBRTEAREAHENLE
BAREFITHNS50000RE , 57 EBHRA. BE#
AR FEETimeOutdb AR,

VIP clients of Ward Financial Group and principal clients
of Bank of Communications have subscribed more than
50,000 booklets by which 50 thousands of personnel
of high-income and high consumption groups read very
edition of “TimeOut+ Beijing” on time.

BERTEFERSFMUEVIPEAEHITN20000%
E L 2AREBHEARTAHASSH. 50N EER
FEPIZEARETImeOutdb AR

China Merchants Bank’s VIP customers of or above
Gold-Card holder level have subscribed more than
20,000 sets and over 20,000 valued customers whose
daily average dealing of capital amount of RMB50000
to RMB500000 in China Merchants Bank would read
“TimeOute Beijing” edition on time.

HEE£HN (BE/EFHBE)
Xidan/Wangfujin Bookstore
RELEERFERERT
Newspaper Booth in College
Dangdang Website

T AW B T IE BE
Longrenshidian Chain Bookstore
TREAE T % B1IE

Quick Convenience Stores
e £

Xinhua Website

TR HAAEBEERERE
Sanlian/Cuckoo Bookstore
HEEREDBE
Guanghezuoyong Bookstore
BRI HRelay &
Relay Bookstore in SHA

FEROVIPEFEFRITHE, AINESITREEE
MTimeOutdE TR, HERE A,

VIP clients of China CITIC Bank have subscribed a
number of sets while the VIP room of various branches
is provided with “TimeOut+Beijing” edition for principal
customers to read.

EZRITEERBEMAZTimeOutdb IR AR
XEDF, ATETHVIPES, BB EEL 5%
FZIZ B ETimeOut,

More banks have gradually joined to the bulk purchase
activities of Beijing version of “TimeOut” which are used
as gifts for their VIP customers by which there will be
more high-end readers s to read “TimeOut”.
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iTi# 300007#/58

Subscription: 30000 booklets terminally

11%

22%

38%

EMEFE 70007/ 5

29% - .
W #3517 ¥ Subscription FM PO

B BH /3175 Self Subscription

& . FHFEWFLE ST H Combined
Subscription FM Beijing Youth/New Beijing

3R iE 17 [¥] Channel Subscription

Directional Complimentary: 7000 booklets terminally

Client Complimentary

SRS REMR
Cooperative Partners Reader Composition
P FAAT ERE). BwmmEAYASEIRRA

Leaders and staff of each 4A ADS companies and high-end brand
enterprises

T L = A 4 4 U 1)
SEEC Media Group Database
Complimentary

HRAEAETA(ME) (FEREER) (B7) (FRT) (FEEFEIR)
(HisLifefth &£ 5E ) F10 R A K HiH1RE
High-end readers of 10 kinds of magazines subordinated to SEEC

Media Group, e.g., "Caijing Magazine","China Auto Pictorial", "Real
Estate", "Voyage", "Sports lllustrated", "HisLife" and so on.

R T 4 1k P 15
Postal Site Database
Complimentary

SEEaE, AHLEEESHESNSHEE
High-end readers selected from the business database of PO
cooperated with us.

Consumption Spaces
Complimentary

) 3 G 1) BN, FOR. BIMET MG & R
Websites Complimentary Cooperative Complimentary to portals of sohu, sina, oicq, etc.
SH 247 i I 59 FHARM. hRFH RRZHEELEEORSIEE AR

Shinkong-place, Chungyu Department Store, Fenglian Square, East
Gate Cinema, etc., where there are crowds of extremely high amount of
consumption

R RREE 130007/ 5

Display Channels in Beijing: 13000 booklets terminally

Readers Club Allies

Featured-clubs, upscale dining rooms,
chambers, etc.

— %
&% RREE
Location
Description Display Channels .
Points
ERmREETEERAE i VIP 39
Beijing Development Space ADS Co., Ltd. | Airport VIP
HiHVIP BHEHIHTT. T2, T EEVIPE 70
Airport VIP VIP-rooms of T1 terminal, T2 Terminal and T3
Terminal Buildings of Capital Airport
IERFHELRXNEEFRAE BEA. X, WHEE 20K 5 KERH 600
Beijing Shop Brothers Cultural Media|Up to 20 Golf Clubs including Shunyi,
Co., Ltd. Wudaokou, Lidu CBD, etc.
BRI ItREE. AEREE 80
Self-managed Displays 4-star and 5-star Hotels in Beijing
it =R 42 CBD. ®5. £MEEETERRSELAE. &7 2000
New Real Estate Display—frames Restaurants, bars, upscale apartments and
chambers at CBD, Yansha, Finance Street, etc.
REASTE PEMAERFEIASERARER 400
Automobile 4S Shops Rest Spaces at upscale brand automobile 48
Shops
ERRTT B XE. Ty BEAREERTVIPEYE 200
Chinese Banks in China VIP Finance Management Rooms of China
Merchants Bank, Bank of Communication, Bank
of Construction, China CITIC Bank, etc
INERAT BT EEXWHHSBCERITVIPIEY = 20
Foreign Banks VIP Finance Management Rooms of the
Chartered Bank, the Societe Generale, HSBC,
etc.
BEERRBMEFR BEER. SHETERSME 130




Lt
Shanghai

BEZE. ITH. Br. EaBHEEMAX2EIE LESHEETFH
Distributing to Shanghai’s high-end readers themselves in various ways such as retails, subscriptions, displays and
directional complimentary

BHLfTE. EER14.5TM
Single-phase Circulation: 145,000 booklets of Shanghai Edition

EERITERE
Data of Issues in Shanghai

0% % 51%
%
0%
3
a0
10% 1% 1%
ot . . . .
&7 & P & &
& F& &£ S
% 5 a v E
o¥ ¥ & &
o

FERE 6800047/
Retail Channel: 68000 booklets terminally

6% 29
4%
B X 773k 7l =Newsstand
1% §1E F JE /#8 T Chain—store/Supermarket
539% £k /K ZE 3% Subway/Railway Station
35% m iz Airport
B F J5Bookstore
FERESEME
Parterners’ Ratail Channel
i Shanghai
EEAZBTENRE B 32 FF LA AL B Relay &
Shanghai jiuyuan chain bookstore Relay bookstore in SHA

EEBRT(H) EBEERBHENBE

Shanghai newspaper booth Shanghai papertiger chain bookstore

22

ERERNBINRE RERERNBE BT

Foreign language bookstore in PVG Super market in college
ERBERNHRENBIE EERNARXERE

Bookstore, ticketing counter, PVG, Shanghai Shanghai east 8 time zone bookstore
LB BRT EEFEBEENENBE

Shanghai newspaper booth in railway station Shanghai chain bookstores in hotel
EEERBE
Shanghai jifeng bookstore

iTE 735004 /4)
Subscription: 73500 booklets terminally

B & 73175 Self Subscription

3R 3817 ¥ Channel Subscription

ERIEE 15004/48

Directional Complimentary:1500 booklets terminally
LEEBRTEE 20004/8

Display Channels in Shanghai: 2000 booklets terminally

RNMITH: PEBRTLESTITE (ERBEFAF)

Large organizations Subscription: Bank of China

LBME. AEREHEYEERKZMEE
Shanghai four-star five-star hotel(Contains the lobby and rooms)

ERAABESERET. MHEED. BRI, SPA.BRESHE
High-end restaurant, coffee shop chains, club, SPA, fitness club

UEBRRERE. EBERTARKRNSEREL HA
Shanghai Grand Theater, Shanghai Concert Hall as the representative of the high-level performance
venues

UERG, LRIE. BRI EROP LA BER. RIEE

Shanghai Well-known galleries, exhibition halls

#E, XE. B85, BXH. AESFEFAEEEXETS
UK, USA, Germany, lItaly, France and other consulates and chambers of commerce in Shanghai

23




I & Tl #&

Quotation for Advertisement

20104 E TimeOutdt =——T & Tl 5l #r #&

20104EETimeOut ki—— & FI 6l 48

BR T Position s R~F Trim Size | # Rate (RMB)
HxW (mm)
1 |HEMRW/SMNITT Double Page Gate Fold 273x408 % 260,000
2 |H_¥EmW 1st Double Page Spread 273x412 % 230,000
3 |¥ ¥ 2nd Double Page Spread 273x412 % 220,000
4 |HE =Tl 3rd Double Page Spread 273x412 % 210,000
5 |# = Full Page Inside Front Cover 273x206* 138,000
6 |BF®=T Full Page Facing To Content Page 273x206 % 120,000
7 |k Full Page Facing To Copyright Page 273x206%* 120,000
8 |H#&TT Central Double Page Spread 273x412 % 200,000
9 |NTIEM Double Page Spread (ROP) 273x412 % 180,000
10 | ITIFull Page (ROP) 273x206* 78,000
11 | #=Full Page Inside Back Cover 273x206 % 110,000
12 | #JEFull Page Back Cover 273x206 % 168,000
13 | AT ¥ kR Horizontal Half Page 123x185 48,000
14 | RTT B 3R Vertical Half Page 249x91 48,000
15 | A T14#%1/3kk Horizontal 1/3 Page 81x185 38,000
16 | AT ¥ 1/3kRK Vertical 1/3 Page 249x59 38,000
17 | ITIE1/44R Horizontal 1/4 Page 123x91 28,000
18 | AT B 1/4}R Vertical 1/4 page 249x44 28,000

20105 E TimeOut EiF——H &M - A2 S TFIHIH 48

(RPREK, FEIE, HAEEI, EFSPA, LEH)

AR ™ Position

AR~ Trim Size

i #% Rate (RMB)

Rk ™ Position AU RST Trim Size |1 & Rate (RMB)
HxW (mm)

1 |HEMR/SMITT Double Page Gate Fold 273x408 % 260,000
2 |H#”¥EmW 1st Double Page Spread 273x412 % 230,000
3 |# BT 2nd Double Page Spread 273x412 % 220,000
4 | =871 3rd Double Page Spread 273x412 % 210,000
5 |# Full Page Inside Front Cover 273x206 % 138,000
6 |BX%X3% ™| Full Page Facing To Content Page 273x206* 120,000
7 |RR#X3E T Full Page Facing To Copyright Page 273x206* 120,000
8 |H># T Central Double Page Spread 273x412 % 200,000
9 |NTEM® Double Page Spread (ROP) 273x412 % 180,000
10 | W TIFull Page (ROP) 273x206* 98,000
11 | #=Full Page Inside Back Cover 273x206 % 110,000
12 | #fJiEFull Page Back Cover 273x206 % 168,000
13 | AT ¥Rk Horizontal Half Page 123x185 52,000
14 | AT B kR Vertical Half Page 249x91 52,000
15 | AT 1/3kk Horizontal 1/3 Page 81x185 38,000
16 | AT ¥ 1/3kk Vertical 1/3 Page 249x59 38,000
17 | ITLE1/4kR Quarter Page 123x91 28,000
18 | AT ¥ 1/45R Vertical 1/4 page 249x44 28,000
20105 ETimeOutdb E—— I H &M - £ &SI Bl #&
(IXPRESR. B, HFILI. EAESPA, LEH)

fk ™ Position AR Trim Size |y & Rate (RMB)

HxW (mm)

1 |#/% %R Half Page In Classified 123x185 26,000
2 |®¥pR Vertical Half Page In Classified 249x91 26,000
3 |#1/3ik 1/3 Page In Classified 81x185 20,000
4 |1/6hk 1/6 Page In Classified 81x91 11,000
5 |1/12kk 1/12 Page In Classified 81x44 6,000
6 |[1/24h8% Logo Box In Classified 44x44 3,500

DR EET MR ERERFENYE /282 (B I1LBH: 20101083180

HxW (mm)
1 | # ¥Rk Horizontal Half Page In Classified 123x185 26,000
2 |®Bhy Vertical Half Page In Classified 249x91 26,000
3 |#51/3ik Horizontal 1/3 Page In Classified 81x185 20,000
4 [1/6fk 1/6 Page In Classified 81x91 11,000
5 |1/12kk 1/12 Page In Classified 81x44 6,000
6 |1/24kk Logo Box In Classified 44x44 3,500

2010 ETimeOutdbt R—— 1% & FIBI G4 (FIhF. A ;)

DETEEE: ETEREREAETIYE /2884 (#1LBH: 2010F10831H)

2010 ETimeOut L iF——4 %/ EFIGIME (FIPF. EHRFH)

AR T Position Bm R~ Trim Size |t # Rate (RMB)
HxW (mm)

1 | FIFF (KTT105g%8—16p) Inside Publication 240x206 % 420,000
FIth T (A TI64gME e 40—16p) Inside Publication 240x206% 360,000
= # 5 (48p) Custom-made Handbook 169x105 % 360,000
IEEECHFHESESMNMN (RS KR T |B/N) AEE, ERFEEFTSELFINEHRIA
2. EHIAMITMAE 3. * AR XAHIER, FEMBEZMImmEM 4. BFXHEKREE H350dpi
X t, PDF SJPGHER, Wik E S BITH

AR ™ Position AR~ Trim Size |t #& Rate (RMB)
HxW (mm)
1 | FdF) (KTT105g%8—16p) Inside Publication 240x206 % 420,000
TR (RTI64gM 4 —16p) Inside Publication 240x206 % 360,000
E #I 3 (48p) Custom-made Handbook 169x105% 360,000
rE&E L HRHESERMMN (RS KR, 8 RN AEE, BREETEZABUEHIA

ML, PDF SJPGHER, MK EGRF EITH

2. ERIBIMITALED 3. * AR HIER, FEMBDZMImmE M 4. BFXHEKREE AH350dpi
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Splendid Advertisement Cases

20104F L F - S HEHIR (AT 2010 LIS HeEAR (AT)
Timetalbe of Advertising Timetalbe of Advertising
TimeOut Beijing (Biweekly) Shanghai (Monthly)
mEWAE | T OH TTRE LR | wREIER TH T B [ F) £ ITHRE LR | R
mse e | DR | Daves omsom |0 |fomiem | 1oReom
18198 |[1B218 |1BsH 1138 1B298 |2B# 18158 1A258
2828 2848 1822A 18278 2F268 [3B% 2H158 2A198
3828 3848 2A198 2H248 3298 |4BH 3B158 3F248
3A168 |3A188 |3A5H 38108 4F288 |5AH 48158 48218
38308 | 481\ 38198 3F248 58288 [6AH 58148 5A218 BX%8 ThinkPad
4F138 | 4B158 |4A28 4878 68288 |7B# 68158 65220
48278 | 48298 |4A16RH 4B218 7B278 [8BH 78158 78218 &
5A11B | 58138 | 4830\ 5858 8A308 [9BH 8A16H 8H20A : - :
f iy [ ¥ lh‘ﬂﬁ_
5258 | 58278 | 58148 58190 9B28H [10A# 98158 98228 = EATOTIE
6H8H 68108 |5828H 6828 108298 [11AH 108158 108228
68228 |68248 |6B11H 6F15H 118298 |12B4 1181508 118238
7H6H 7H8H 68250 6H30A N .
7H208 |7B228 |7A9A 7A148 i : - CA}{KTT{E}{TRF%‘;&{VRES
8H3H 8A5H 7B23H 7B28H
8H17H 88 19H 8H6H 8H11H Adidas
8A318 | 9828 8H20A 8H25H
9A148 |9A168 |9A3H 9H8H
98288 |9830B |9B17H 9F22A
108128 | 108148 | 10818 10868
108268 | 108288 |108158 108208
11898 [11B118 |10B20B | 1183AH
118238 | 118258 118128 118178
12878 | 12898 |11B26R 12818
12A218 | 128238 | 128108 128158
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Brilliant Advertisement Cases
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Yearly Successful Events

| R@ITE (F3AH: 12A)
* BE TimeOutkE Mk R EE = X AIEIE R 5
KOLRBER. XUF. ZAR BER. AaREELBZRNMEEFRENEE

NEBFXE (E3AH:1A)
* B R A BT 1T
* BRTUNFEES, BRREENINERSHERMIE

NERXE (EzhAf: 6A)
KB TR & AT AR A & R
*BEREREFEEENES

i =

l. City Heroes Evaluated (December)

* Evaluation full of “TimeOut” spirit and extremely significance of subversion

* Gathering heavyweight celebrities and top international brand grand feast from business circle, cultural sector, art
segment, entertainment world, public welfare field, etc.

Il. Enjoys of Restaurants (January)

* The most authoritative evaluation of restaurants in China

* The professional yearly grand occasion for restaurants, including the domestic and foreign major high-end dining
brand

Ill. Enjoys of Bars (June)
* The professional yearly authority's inventorying for bar night shops
* The yearly grand meeting for brand bar night shops
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F 1R Banner| 748*90

316*215
PIX Video | (TTHRIEE
aiGES)

$%4A1 Button 1|  118*42

mpg2/4. avi. wmv
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