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This presentation and the accompanying slides (the “Presentation”) which have been prepared by SinoMedia
Holding Limited (“SinoMedia” or the “Company”) do not constitute any offer or invitation to purchase or 
subscribe for any securities, and shall not form the basis for or be relied on in connection with any contract or 
binding commitment whatsoever. They are only being furnished to you and may not be photocopied, 
reproduced or distributed to any other persons at any time without the prior written consent of the Company.  
This Presentation has been prepared by the Company based on information and data which the Company 
considers reliable, but the Company makes no representation or warranty, express or implied, whatsoever, 
and no reliance shall be placed on, the truth, accuracy, completeness, fairness and reasonableness of the 
contents of this Presentation. This Presentation may not be all inclusive and may not contain all of the 
information that you may consider material.  Any liability in respect of the contents of or any omission from this 
Presentation is expressly excluded

Certain matters discussed in this presentation may contain statements regarding the Company’s market 
opportunity and business prospects that are individually and collectively forward-looking statements.  Such 
forward-looking statements are not guarantees of future performance and are subject to known and unknown 
risks, uncertainties and assumptions that are difficult to predict.  The Company’s actual results, levels of 
activity, performance or achievements could differ materially and adversely from results expressed in or 
implied by this Presentation, including, amongst others:  whether the Company can successfully penetrate new 
markets and the degree to which the Company gains traction in these new markets; the sustainability of recent 
growth rates; the anticipation of the growth of certain market segments; the positioning of the Company’s 
products and services in those segments; the competitive environment; and general market conditions. The 
Company assumes no obligation to update any forward-looking information contained in this presentation.  Any 
forward-looking statements and projections made by third parties included in this Presentation are not adopted 
by the Company and the Company is not responsible for such third-party statements and projections.
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Major AccomplishmentsMajor Accomplishments

1.

2.

3.

4.

5.

Added CCTV-7 with approx. 4,800 min. exclusive advertisement time per year

Completed acquisitions for the media resources of CCTV and regional 
TV respectively

Obtained exclusive rights for online advertisements on 
the news page (新闻频道) of www.cctv.com

Turnover, operating profit & net profit up 53%, 101% & 185% respectively

First main-stream TV advertising operator in thePRC listed on main board 
of overseas’ stock exchange
• Net proceeds post greenshoes: approx. RMB254 million
• Further strengthened financial position for future expansion
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Financial HighlightsFinancial Highlights

+148.0%0.2430.098Basic earnings per share (RMB)

+185.5%120,80042,316
Profit attributable to equity holders of the 
Company

+100.6%

+75.6%

+53.1%

Change (%)

For the year ended 31 December
(RMB '000)

159,71279,630Profit from operations

222,689126,845Gross profit

558,356364,702Turnover

20082007
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Maintained Strong Growth MomentumMaintained Strong Growth Momentum

Revenue driven by increased ASP and utilisation rate, as well as contribution from new clients
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Diversified and Balanced Customer BaseDiversified and Balanced Customer Base
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Increased Increased Minutes Minutes Sold Sold and and UtilisationUtilisation Rate Rate 
in CCTV Advertisementsin CCTV Advertisements
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CAGR: +45.4%
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Achieved an encouraging sales growth of 45.4% in 
CCTV advertising service Utilisation rate improved steadily

Utilisation rate: 

24% 32% 35%
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126.8
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Sustainable Improvement in Profitability  Sustainable Improvement in Profitability  
Margin Analysis

-1.76.7%8.4%

Administrative & 
other operating 
expenses (excluding 
bad debt provision)

+0.3

Change
% pts

For the year ended 31 Dec

4.8%4.5%Selling & marketing 
expenses

20082007As % of total revenue

Expenses

GP% and NP% increased by 5% points and 10% points 

respectively:

– Increased revenue from CCTV’s business

– Breakeven in regional TV advertising services 

(Operating loss in 2007: RMB12.9 million)

– Stringent cost control on key operating expenses
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Net Profit Net Margin

68.8 *

42.3

19% *

* Excluding non-cash charge of convertible redeemable preference shares  
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+72%671389NAV

+3.7 pts22.8%19.1%ROE
(net profit/ average NAV)

+63%

Change

575352Cash position

31 Dec
2008

31 Dec
2007(RMB MM)

Improving Credit Terms & Healthy Improving Credit Terms & Healthy 
Balance SheetBalance Sheet
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1. Accounts receivable days are equal to the average trade receivables divided by revenue and multiplied by the number of days in the relevant period
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Our Unique Business ModelOur Unique Business ModelOur Unique Business Model

Sales & marketing

Media Advertising
Operator

Domestic CompaniesMultinational 
Companies

Advertising AgenciesTourism 
Destinations

Planning & monitoring

Design & production

Advisory

7

Customers

Media Resource 
Suppliers

CCTV related:

Other media suppliers:
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AAbundant Media Resourcesbundant Media Resources

CCTV-1 (National News) CCTV-2 (Finance)

34 Programmes on CCTV-4 (Chinese International)

Leading morning news programme
“Media Headline”

Underwriting rights to sell the advertising time 
of CCTV-2’s “China Finance Report”

7 Programmes on CCTV-7 (Military and Agricultural)

TV signals of CCTV-4 are accessible to almost all regions across China, 
as well as 92 foreign countries and regions

2nd highest household penetration rate after CCTV-1

In light of persistent international financial crisis and China’s domestic 
economic situation, the Group decided not to renew contract with
CCTV-9 after expiration in 31 Dec 2008
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Expanding Media Resources Expanding Media Resources –– CCTVCCTV--77

Enjoys high household penetration rate of 85.7%, ranking the 2nd after CCTV-1

Obtained exclusive rights to sell approximately 4,800 minutes of advertisement time on CCTV-7 
each year

Benefited from the national policy that favours agricultural sector and increasing importance of 
“three agricultural issues”

Set to become the best platform for various commercial brands to tap consumer and agricultural 
sectors

5-year exclusive underwriting rights for advertisement time of 
7 programmes on CCTV-7
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Expanding Media Resources Expanding Media Resources –– www.cctv.comwww.cctv.com

5-year exclusive rights to sell all online advertising space 
in the news page (except 4 programmes)

The only official CCTV information internet portal

Expanded digital media advertising resources and 
gained new business opportunities with great 
potential in the digital era

Fortify the partnership and long-term relationship 
with CCTV 

Further diversify and extend media resources to 
non-TV channel
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Strong Brand RecognitionStrong Brand Recognition

2008 Most Valued Innovative 
Enterprise in China

2007 Top 10 CCTV 
Media Advertising Agency

Selected into IAI China's 
Advertising Works Yearbook 

The Most Renowned Brand in 
China’s TV Advertising Agency

2008 Most Reliable 
Advertising Agency in China

2008 Top 10 CCTV 
Media Advertising Agency

2008 Top 10 Outstanding 
Corporate Image in China

Ms. Liu Jinlan, Founder & CEO of 
SinoMedia, was elected as one of 
the “2008 Top 10 People in Media 

Advertising in China”
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2008 Global Total Advertising Spending

China achieved the strongest growth in total
amount of advertising spending in 2008, 

reaching RMB 441.3 billion
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Future Plans & StrategiesFuture Plans & Strategies

Continue to seize every growth opportunity through partnership and acquisition so as to
enhance our media resources platform

Further implement stringent cost control

Strive to acquire additional advertisement time from CCTV and to increase the utilisation
rate of mainstream media resources

Further fortify the leading market position by offering quality and value-added 
advertising services to our customers

Enhance our presence in the regional TV advertising market and further expand 
our market in Yangtze River Delta and the Peal River Delta regions
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