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Social Networking Services
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Have some degree of trust* in the following forms of advertising
April 2009

V'thurnmlnd ations from people known
Consumer opinions posted online

Brand websites

Editorial content (e.g. newspaper article)
Brand sponsorships

™

Newspaper

Magazines

Billboards [/ outdoor advertising

Radio

Emails signed up for

Adsbefore movies

Search engine results ads

Online videoads

Online banner ads

Textads on mobile phones

Source: The Mielsen Company

*Eg. 90 percent of respondents trusted “completely”™ or “somewhat” recommendations from people they know

3

" ®
=21 A ki)

4F ( BREKFER

Y7 &)

X

i

= Szl

= (B sE)

&£

cn

FRRFER
(NtFREE

xﬁfi)

158 R RAREZE

it




“"hpx°g0

Yy asV

J -



http://www.kaixin001.com/award/duofen/
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HOMBR FRBULESR: 47.5%  HOAEAR: 68.8% AAFEHBRA:40127c/8
Data source: Nielsen Online kaixin001 brand page marketing value survey2010.08-09

PEEEME  sumursm. 114% 0 HAZAR: 35% AAFHBBA:17257T/8
Data Source: CNNIC 27th Intemnet Development Statistics
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nielsen [09/2010 i 03/2011]
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