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All you need to know Research [Basic figures]

Basic figures

® Men @ \\omen Young in years’
62%
. 57%
‘ 43%
38% Age SCMP SMP
o
Under 20 17% 8%
2010 29 28% 28%
30to 39 30% 30%
couth china Morming post ; . 40 to 49 18% 23%
ou |?saCM:;n|ng 0S Sunday (l\;l;‘r:)mg Post 50 plUS 70/0 110/0
nghly educa-ted1 University or colleage graduates>

SCMP 69%
Sunday Post 76%
Ming Pao
HKET

Apple Daily

Oriental Daily

University HKE

Postgraduate or College
40% 48%

The Sun 23%:

Hong Kong Daily 23%:

Sing Tao

Sing Pao 17% :

I Average for newspaper readers (22%)

Multi ethnic

Other 2%

Caucasian 39% Chinese 46%

Asian 13%

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Better salaries’

Average personal monthly income (HKS$)

SCMP 44,000

SMP 47,237
Ming Pao 42,019

HKET 40,771

Oriental Daily

Apple Daily

Better combined income’

Average household monthly income (HK$)
SCMP 70,083
SMP 72,797
Ming Pao 67,415
HKET 65,598
Apple Daily 64,763

Oriental Daily 64,623

SCMP readers have the highest
average monthly income

More high-fliers’

Job title / Position

Professional Manager Vice-president
(i.e. doctor, lawyer, Department head Director
engineer) General manager

Influentials'
40% of readers are PMEs
35% hold influential positions

Technician
CEO, President Executive ~ Owner Associate
Chairman Supervisor  Partner Professional
Managing director Officer Proprietor Service staff

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Basic figures

Loyal readers

Less than 1 year 5%

Have read

3-5 years 9% SCMP for 5
years or
more 78%

Frequent readers

Less than once a week 4%

1-2 times a week 6% ‘

3-4 times a week 10% Read every day /
almost every day

80%

Engaged readers

Less than 30 minutes 21%

Read SCMP
on average
30 minutes

or more

79%

Most read section’

M 1-2 times per week
H 3-4 times per week
M Every day / Almost every day

Main News International City News City Life
News

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Basic figures

Better content’

H scmp
H regular English newspapers read regulary

Has good balance
between local &
international news

79%
21%

o 71%
Is more entertaining

29%

Keeps up with
changing times

Better newspaper

H scmp
Il Chinese newspapers read regularly

87%

Is more

credible RIS

Is more 83%

objective 18%

Is more 79%

authoritative 21%

Has good balance
between local &
international news

76%
24%

Provides better 74%

business analysis 26%

Contains more 68%

insightful analysis 3206

Most read content

Main
Read almost
whole section
69%
City

Read almost

whole section

66%

é
’

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Basic figures

Most trustworthy’

SCMP 25%

HKET 20%

HKE) 18%

Apple Daily 16%

Oriental Daily

Of all local newspapers,
SCMP has the highest
percentage of readers who
will make time to read it’

Important business reading’

of all local newspapers, SCMP has the highest percentage
who regard it as important business reading

SCMP 22%
HKET 17%
HKE) 16%

- Ming Pao 3%
- Oriental Daily 2%

I Apple Daily 1%

Important current affairs reading

More than any other local newspaper

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 o Q4 2005 Report, 4. ABC Audil January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report



Positive

Or driven. South China Morning Post readers tend to do very well in their
working lives. They have the education, application and vision to make things
happen. Which is probably why our paper has a much higher percentage of
middle and senior management readers than other newspapers in Hong Kong.
But it’s not only high-flying executives. There are lawyers, doctors and other
professionals. And then there are the entrepreneurs, owners and risk takers
who add a spark to the business world. In fact, take a look at the top of any
sector and you'll find our readers. And if they’re not there yet, they will be soon.

Multiple personalities made for success.



All you need to know Research [Business]

Business

Nature of business

Banking & Finance / Investment 17%

Education & Training 11%
Government 6%
Legal 6%
Trading 50,

Building & Construction 50

Manufacturing

Healthcare / Pharmaceutical / Medical

Retail / Wholesale

Property / Real Estate / Security 3%
Media / Publishing 3%
Transportation / Logistics 3%

Insurance 3%

Business leaders

SCMP 20% 7% 13%
SMP 19% 8% 11%
Ming 13% 5% 8%
Pao
HKET 13% 4% 5%
Apple 12% 6% 3% Il Made executive decision
Daily - Il Worked on international
- strategies
Oriental 11% 50 7%

Daily M Formulated business plan

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Business decision makers’

More than any other newspaper!

Of all local newspapers,
SCMP has the highest
percentage of opinion leaders’

e s
Public figures
SCMP 9% 9% 13%
SMP 13% 12% 18%
Ming 6% 5% 7%
Pao
HKET 4% 4% 8%
A[l))zg)illfl 500 2% 7% B Addressed conference
) Il Published article
Oriental
Daily 4% 3% 5% Il Been interviewed

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report



Smart

Or business savvy. Our readers invest and they do so more than the readers of other
newspapers. They invest widely and wisely in everything from stocks, shares and currencies
to property, pensions and gold. Some are planning for the long-term. Others are fulfilling
short-term goals. They may be saving for retirement, the next generation or that dream
yacht they deserve. In property, it might be a splendid family home, lettings portfolio or

a special place in the sun. It could just be the thrill of an opportunity spotted and a chance
taken. Whatever their motivation, you can bet they’re well informed - they must be, they
read the Post.

Multiple personalities making smart decisions.
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SCMP readers are serious investors

M Have used Intend to use

Life insurance I —oto

25%

Medical insurance. I ——"

26%

Household insurance o

24%

private banking I

19%

Mortgage I ——o

22%

Equity investment IS

19%

Funds investment IS 20

17%

Offshore banking Il

16%

Wealth management _

16%

Bonds investment _

13%

FOREX investment TG

12%

57% invest in stocks, securities or bonds’
25% hold a unit trust fund or mutual fund’
46% have foreign currencies as investment’
25% have offshore accounts’

51% own privilege/ priority banking’

)1t 2005, 3. Synovate PAX Q1 o Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Percentage of readers with
property for investment

HKET 20%

Ming Pao 19%

Apple Daily

Oriental Daily 14%

Sources: 1. SCMP Readership Survey 200!

SCMP readers have high property
purchase intentions

SCMP readers
live in large apartments

3,000sqft 2,000~ 1,500~ 1,000~  under
orabove 2,999sq.ft 1,999 sq.ft 1,499 sqft 1,000 sq.ft

Media Index M Report 2005, 3. Synovate PAX Q1 to Q

Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report




Sp@Nntaneous

Or considered. Our readers are successful and they are rewarded
well. So it’s no surprise they’re keen to enjoy the fruits of their hard
work and live life to the full. Yes, they invest in the sensible things
to secure their future. But they also enjoy the finer things in life.
For some it’s all about shopping, especially for designer clothes and
luxury items. For others its a fast car, fine wine or a gourmet meal
with friends. But whether it’s about arts, entertainment, travel,
beauty, fitness or technology - it's always about the best.

Multiple personalities embracing life.
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Lifestyle

41% of income is disposable’

Beauty Personal
Dining out Vacation Clothing Entertainment Health Gadgets

Biggest credit card spenders’

Il $30,000 plus
Il $20,000 - 30,000

Il $10,000 - 20,000

4%
5%

SCMP SMP Ming HKET Apple Oriental Sing
Pa Daily Daily Tao

Expensive taste’

56% of SCMP readers and 52% of SMP readers
have a watch worth US$500 plus

55% of SCMP readers and 56% of SMP readers
have jewellery worth US$500 plus

42% of SCMP readers and 41% of SMP readers
have designer clothes worth US$500 plus

27% of SCMP readers and 29% of SMP readers
have designer accessories/footwear worth US$500 plus

DDDDDD 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report



All you need to know Research [Lifestyle]

Active diners

50% of SCMP readers and 47% of SMP readers
dine at a Chinese restaurant at least once a week

36% of SCMP readers and 34% of SMP readers
dine at a Western restaurant at least once a week

Beautiful figures’

Highest % of car owners’

Readers who own at least one car

sove [T
Pao
Apple
Saiy
Oriental
Daily

~

ources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Lifestyle

Achievers’

SCMP readers are leaders, brand sensitive and health conscious

Believe | can reach my goals

Prefer to be a leader than follower 17 Goal Achievers

Want to stand out as an individual

Believe in
working and
playing hard

Good luck more important than hard work
Enjoy life to heart’s content

Enjoy fun shopping Brand sensitive,

Pay higher price for famous brands not price driven
Pay close
attention to
their health

My health is better than my peers
Exercise often

Significance Level = 100

Very health conscious

. Percentage of readers who agree

| pay close attention to my health and well-being 76%
Work out regularly in a gym 62%
Take vitamin supplements 48%

Take other health supplements 27%

Buy exercise equipment for your home 18%

Personal advancement'

Believe it is important to look for further Take an educational
education and life-long learning course of any kind

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Travel

Business

52% of SCMP
readers intend
to take at least
6 business trips
in Asia in the
next 12 months

Considerably more

Leisure

81% of SCMP
readers intend
to take at least
2 leisure trips in
Asia in the next
12 months

More frequent
business flyers

Percentage of readers flying
3 times or more a year

SCP
g
Pao 15%

Apple
Gaily

Oriental
Dally 12%

More frequent
leisure flyers

Percentage of readers flying
3 times or more a year

-
Pao 20%
Apple
ey
Oriental
Daly

More comfort’

Number of readers flying
business or first class

Ming
Pad 13,876
HKET 13,685
0 I
Daily 31,721
oy Y]
Daily

More comfort’

Number of readers flying
business or first class

SCMP 26,926
SMP 15,280
"¢ I
Pad 17,593
HKET 14,562
' I
Duily 23,187

Oriental
Daily

16,093

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - Jus

ne 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report




Connected

Or plugged in. South China Morning Post readers - more than those of any other newspaper

- are way ahead of the technology curve. For some it’s all about staying in touch with family and
friends. For others it’s business efficiency and keeping ahead of the pack. Many want to make the
most of their free time with state-of-the-art home theatre, the smallest cameras or smartest music
players. Some just want to be the first with the latest. No wonder then that our readers are the

earliest adopters and biggest gadget enthusiasts in Hong Kong.

Multiple personalities on the cutting edge.
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Technology

Well connected at home’ Well connected at work’

87% 78%

Access internet at home Access internet at work

67% of SCMP readers and
62% of SMP readers own
a mobile phone with
internet function’

Well equipped

88%

own a desktop computer own a laptop

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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19% intend to buy a 3G phone

35% of SCMP readers and
37% of SMP readers say
they keep up with
modern technology

Gadget enthusiasts

% of readers owning a handheld PC/Palm/PDA

Pat 28%

Apple
L'))gily 28%

Oriental
Daily

Early adopters of new gadgets’

% of readers who are “often one of the first to buy new
product/gadget”

SHP
Ming

P2
HKET

Apple
oy 10%

Oriental
Daily

Sources: 1. SCMP Readership Survey 2005, 2. Media Index Mid-year Report 2005, 3. Synovate PAX Q1 to Q4 2005 Report, 4. ABC Audit January - June 2005, 5. Ipsos Media ABRS 2006 Hong Kong Report
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Research methodology

Research International
(SCMP Readership Survey 2005)

Research methodology

Objectives:

To obtain updated information on reader profile and interests.
Relevant information includes reading habit, experience, lifestyle, as
well as consumption behaviour and attitude.

Sampling method:
Print survey insert which respondents self-complete and mail back via
a post-paid envelope to Research International.

Main paper:

96,000 surveys inserted in the paper on June 20th and 24th.

HK$20 donation to Community Chest / WWF Hong Kong / UNICEF on
behalf of each of the first 1,000 respondent. A total 1,788 replied
surveys were received, with a 1.9% response rate.

Sample size for report analysis: 1,000

Nielsen Media Research - Media Index
(2005 Mid-Year Report)

Research methodology

The Nielsen Media Research - Hong Kong Media Index has been
conducted since 1969. It is a multi-media survey providing a
comprehensive picture of the media consumption of the Hong Kong
population.

The survey employs a multi-stage stratified probability sampling
method to ensure the individuals selected are representative of the
Hong Kong population. The methodology of the survey is as follows:

Interviewing method:  Door-to-door personal interviewing

Sample definition: Individual aged 12 - 64

Sample size: 5,031

Population estimate: 5,188,000 (Estimated number of people aged
12-64 in Hong Kong during the survey period)

Survey period: 1 July 2004 to 30 June 2005

Synovate PAX (1 to g4 2005 Report)

Research methodology

The PAX survey has been conducted since 1997. It is a cross markets survey to provide a
currency to track media, prosperity and influence of the affluent group. The survey runs

continuously with monthly balanced samples and quarterly updates.

PAX covers a wide range of demographic information, consumption behavior and business
activities of the elite audiences. The methodology of the survey is as follows:

Cities covered:
Interviewing Method:  Computer Assisted Telephone interview
Sample Definition:
Sample Size: 1, 732 (Hong Kong)
Population Estimate: 1,274,000 (Hong Kong)
Report Period: Quarter 1 to Quarter 4 2005

Definition of PAX Universe
- Affluent Adults with monthly household income of HKD40K+
- Top Management (Chairman, CEO, COO, Director, GM, VP)
« Business Decision Makers
+ MPI of HKD20K+
- Work in company with at least 10 staff
+ Management or supervisory position

Bangkok, Hong Kong, Jakarta, Kuala Lumpur, Manila, Singapore, Taipei

Adults aged 25-64, meeting PAX universe definitions

Ipsos Media
Asian Business Readership Survey (ABRS) 2006

Research Methodology

Methodology: Telephone screening, followed by postal questionnaire.
Fieldwork was carried out from September 2005 to January 2006.

Sampling sources for HK: Business telephone directories and business
database (Dun and Bradstreet)

Geographic Coverage: Hong Kong, Singapore, Indonesia, Malaysia, The
Philippines, South Korea, Taiwan, and Thailand

Respondent Criteria

Asia’s top business executives, i.e. head of function at:

- medium and large sized business and commercial establishments (with
50+ full time staff for HK),

- establishments of high importance (e.g. local headquarters of major
multinationals, banks, international accountancy firms)

+ but some establishments are excluded (e.qg. retailers, wholesalers,
restaurants, government offices)

Projected population in HK = 31,550 (with sample size of 670 in HK)

Hong Kong Audit Bureau of Circulation (HKABC)

(July to December 2005)
Research methodology

Objective:
HKABC, member of the International Federation Audit Bureaux of Circulations (IFABC) and the Association of Asia
Pacific Members of IFABC (APABC), provides an ir ionally recognized independent system of validation of

circulation figures, ensuring that the claims and comparisons of circulation figures of member publications are
accurate, objective and comparable conforming with international standard. The HKABC seeks to encourage a
higher standard of circulation data management within and outside its membership, thereby upholding the
integrity of advertisers, media buyers and media owners.

Audit method:

During each audit period, member publications must maintain detailed records and documentation to prove the
validity of all circulation claims and data. Following the end of the circulation period, the member publication
submits its completed audit return form.

The HKABC will then arrange for its appointed auditing firm to conduct the on-site audit, usually within 30 days
from the submission of the audit return. On-site audits generally take two to three working days to complete.

The circulation audit is conducted by the HKABC's appointed auditors, PricewaterhouseCoopers, through an official
engagement approved by the Committee. Audits are conducted in accordance with the HKABC Rule Book.

Audit period:

Audits are conducted in intervals of 3 months (quarterly), 6 months (bi-annually) or 12 months (yearly), as chosen
by the publisher. Regular audit periods are Jan through Mar, Apr through Jun, Jul through Sep, Oct through Dec for
quarterly audits; Jan through Jun and Jul through Dec for bi-annually audits; Jan through Dec and Jul through Jun
next year for yearly audits.






