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NO. 1 BRAND OF

CHINESE TRAVEL MAGAZINES

—
FI:' lilﬁﬁ]ﬁT P i T %——‘ % RN (FRIOR) BE SRR B —
nn Wigihsh  (ixiRiE) ERXRSHETRZFAGR R RIEIIE—,

"HiBg) (DRl &M SUV R ERIELBIERIKAEHRFIE—
PRl (i) ia‘f%é’]éﬂ(ﬁ%f‘%#ﬁ%’ﬁ%&ﬂ%%?ﬂp%ﬁ'J’%—
ARSI (RikiE) BEIM R BRRRERRAS RIS

Spending power Goodtrip ranks No. 1 among the same categories of magazines
in terms of the number of readers’ credit cards.
Marketing activity Goodtrip sites ranks No. 1 among the same categories of magazines in terms of the proportion
of free distribution and display at consuming places.
Auto sports Goodtrip ranks No. 1 among the same categories of magazines
in terms of the proportion of readers’ subscription of SUVs.
Digital technology Goodtrip ranks No. 1 among the same categories
of magazines in terms of the number of readers’ digital products.
Life attitude Goodtrip ranks No. 1 among the same categories of magazines in terj
of the frequency at which readers eat out.

HIERIR: HERTHEUIE
Sources of data: SINOMONITOR (seal)
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AN ALL-SIDED SOLUTION
TO THREE MAJOR ASPECTS
IN TRAVEL CONSUMPTION

N() 1

=/
e
ot

AL‘mﬁ::s ,
ON il‘l_L WA

iV iLst
-ﬁh#ﬁ gy

oy ——-—- ——-—ur—
B S u— A ———

ONIATAA

—RE-FEOFH

Pp———
S v amm——

NOIHSVA
;ﬁ%ﬁ@ﬂ'ﬁ"%
—HE BT

LNHIRNIVIGLLNN



S35 2 52 At +

NO)L T

CONSUMPTION FOR BEAUTY

Beauty is indispensable from a stylish and high-quality trip, with emphasis
on full manifestation of temperament throughout the journey

—“‘\ (4
FENNTH R
—RXERE. BRRRT,
AU HHPNERETHEN, XTHNEEESTRAEI
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——[SOLUTION]

According to the destination style, create new propositions of beauty through the celebrity” s demonstration, expert” s

guidance and travel-lover” s experience.

Option 1. Player” s attitude towards makeup; Option 2. Theme-demonstration blockbuster; Option 3. Celebrity” s

equipment for reference

-+
[ RG]
RIEAE B ROMARANER, BYRETE. TRIESEEAER, ITEEMHTERK.
HRL HREESE;, HR2. TRTEAR, AR3. AERRESH,

————[BRAND COLUMN]

[ farg4=H]

Post-travel

XA

LA | e
SRR isH. ol

I
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PR LT T
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HIH— e

COVER STORY

Exclusively plan the feature film of popular celebriies”  journeys,
combining seasonal clothing with the figures”  temperament, to
showcase a positive, sunny and healthy attitude towards life.

HEME
BRENLABERTEAS, BENERBRADSE,
SRR Bt BROFS TSR,

BEAUTY TRIP

The one-stop beauty program with in-
depth exploration will tell you how to
pecome a dynamic lady on the trip
through model” s makeup pictures,
expert” s comments and travel-lover’
S practical experience.

EFNRE
—WRREERTE, B
BA. EREFRAALBER,
BEERATHIEN L Ao

sheabee (301 - 000

Nk s

ri

Vi

o —

REPORT OF CELEBRITIES’ TRAVELLING

Reveal celebrities” private photo aloums of travelling, and
introduce the details of their latest destination, travel notes,
luggage, fashion equipment and shopping list on the trip.

EnikE
BRBERERIARE, SRR NBMS. B, KiT
H. HEEE RO IES,
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®
CONSUMPTION FOR ENTERTAINMENT

Prior to going o a destination, you may wanna have a full and in-depth understanding
about it, to deal with a range of issues inevitably arising during the journey!

A 14
ORI TR
FE—HEHEENCERLD . FANT R,
AR SR AT A SR B HO 52K (o] L |




fx{TiHEESC At

TRAVELLING FOR CATE

Search popular destinations for cate circles, give play to our
professional advantage, make in-depth coverage of specialty
restaurants and give valid recommendations, for your sake in
selection of wonderful gourmand places during the joumey.

ERITE
FHELBENHES, HRREFETNEEH,

— [SOLUTION]

Center around the main body of travelling, make an in-depth excavation of the destination” s essence and conduct a thematic planning, to
tell you how to enjoy a good life in the destination.
Option 1. Feature on a thematic in-depth travel; Option 2. Recommendation on hot places for food; Option 3. Report on hotspot trends

A
[ iR ZE]
BSENRATAR M, BRESE B REER TBILERL, TTE—HIFEE,
FRLEIBDRFE, AR2EREMES, ARIARBEETR,

——[BRAND COLUMN]
[ farg4=H]

11 IR S

I

IN-DEPTH PLANNING

Describe in-depth travelling quality
of a place, make a creative album
about experience at a destination, and
present the proposition of in-depth
travel through the scenic, cultural, AR
historical and fashion coverage. ' Tifit

: RE R
T ——— - Bl b REIRGRARS, KR
R aaa a——ve nsmmo. ; ARl oL, BTRE. A
e e S A———aTA A & A X, BLRAMEEE, SE2
reland Z, .~ TSR

e Ll Bl non o
| A1 el e T With the imagery travelling life and new trends topics as the theme,
by ” f_: : e s '-'_ with the most influential celebrities in consumption and the industry
. S insiders as the object, cover the travelling consumption hot spots

and provide practical information.

HaiEE
BRI E . FEHIEE, MREAERPMNNHER
WRIEAN R, EREERE, RERARES
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®
CONSUMPTION FOR DRIVING

Self-driving traveling has become one of the most frequent, maost popular
and most liberal means of travel in the current travelling life!
A7 (4
PR
BEHBECENA SSHITERPRIME.
RELk. RABNRTARZ—!
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——[SOLUTION]

Gather self-driving travelling opinion leaders, and lead to a style of life riding through line recommendations
and professional experience sharing.

Option 1. Introduction of self-driving travelling lines; Option 2. Recommendations from car owner leaders;
Option 3. Celebrity driving interview.

-
[ fERFEE]
REABRORLIM, BEEBREELTVERNZ, SIPBWEE,
FRLABEENE, AR2ETTHIEE, ARIBEBRHR.

———[BRAND COLUMN]

{ ﬁﬂﬂ*ﬁﬁ] : ' ; — o _' : LT, TR

SEEETN, TIESSOREN,
1504 RIMN, —+RENTR
~mAe. BE. Wl E0, K,
B N, SMEEE—
AEARTENE, ANEYS .,
ERAEENEE. BRI O,

CELEBRITY’S AFFECTION e
TO CARS =
The celebrity” s affection to cars and
self-driving stories will share a high-
quality driving life through the thematic
planning and shooting as well as
presentation of pictures and texts
about private tours.

RERF
PEFXNBEEERESHF,
BT MR ARBEARE, BX
291, HERRERER.

INTERVIEW WITH CAR OWNERS

Gather self-driving travelling opinion leaders from all walks of
life, industry elites, auto-club chairmen and senior players, to
recommend professional, interesting new self-driving lines.

FEh%
SEETHEBROBATH. LRHE, FREKRHA
RRR, DUHEE L. FRORTE S5,

SELF-DRIVING TRAVELLING MAP

Feature of the seasonal self-driving destination, to represent a
wonderful journey and driving performance with pictures and texts
through a good car’ s experiential travelling and in-depth line
analysis.

HEShkE
BEALFHABEMBTHE, —RFENERIHCRE
BRAT, ESOF i ZTED IR ST
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FEATURE

Y 4 A N
FEATURE

From a senior player” s perspective, make an in-depth planning for a journey,
and lead to a new kind of enjoyment and attitude!

ol

DIFSRIIR AU RN
RERLY IR, Fol—MIUESSE!
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——————[IN-DEPTH PLANNING]

[ ZREESRXI]

—[HOT TOPIC]

[ FmifRE]

“ NINE NEWLY OPENED
COUNTRIES, HERE WE G0!”
The edition selected nine newly opened
countries in Asian, European and African
continents, respectively with the filed travelling
of nine public figures such as Shao Bing and
Luo Haigiong as the clues, and integrated
Gootrip” s scoring and industry insiders’
professional assessment; whether the desert
oasis, the gold coast or the jungle adventure, it
gave the readers a rich display of a personalized
and increasingly stylish travelling and lifestyle.
The edition won a good market response,
and the industry insiders praised
that “Nine new routes each have
nine ‘star-promotion name cards””

qlﬂ.‘li

?thL}:hI ILE

FRESH TOUR TO BELGIUM
Flowers, music, lighting, street performances,
when such a modern dress is put on by
the ancient architectures in the Middle
Ages, it may also be almost impossible
for even those who have been to Ghent to
figure out its original look. In the Fresh Tour
to Belgium, we not only emphasize the
textures of travelling and the creative spirit,
but also present the characteristics of the
tourist destination through the experiencer’
s “fresh + close-up” actual feeling.
In the coverage of the tourist destination, we
fully cover the quality of travelling and specific
lines, and clearly tell the readers: Which place
is the most amusing?! What to play?! And
how to play?! in order to meet the readers’

reading needs with the most practical logic.

CEEFIET Freding)

"R, ARG ST BRRIE, HRMHIIR

REFEPHENHZEAL, AERERR

BN, BILFLEEBREARMER " —& (LLFIAY, #HEEH) XBRET, RNT™GRE
MR TUR R BIENEH, MEMKRRKRE "HEf+55" NLREZENSDARNE NS E,
TR B RMAIRES, BMEmRASERTHARANEANLRE, RNSBESITEEWR
BEG "B B A | 7 RS AREE, WK R R EEE K

(ChLEFRFFH, FAET! )

YA B I/R/IE = M ET A9 E
%, DRI, FBIREIMLARXRAYE
WMRTHER, HZERTIOITS \E\JLW)\
THE W FE, BRDESEMN. BEEEE
MR, FEHBRI Aﬁﬁ%??ﬂi
AT LA ANAEE o

LT RmERI, U RALEE "Nk
MEEDAEB TR ‘BER " o

(BE-RFmFYmR) (£E.F)
"HEBETIHURZEE, ERIEMTIL
EF XA, FHESSHELE2009 FiK
MATRKEMET, £4FEIFHEERF
RAIE, THRAERHREEBRENR
ES:E

ﬁmr%u "BURINIR" AOS R TAR
W, FRRNAE. BREANKORE, B2
BEMRE R E RS, (HFE-RIIUR
W%>§@WL,“%L TRE, M ik
TIE" B "BHER" , IEBNIRTEB
FEE T 20095 AR AR R

e

THE GREATEST STRATEGY FOR AMUSEMENT IN HONG
KONG

Sitting in a helicopter to get a feeling of Hong Kong - leamn to fly a plane in a real 737 head unit,
have a field trip at the first time for the latest Michelin Restaurant in 2009, to find out Hong Kong”

s most known beefsteak house in the Year of Ox, and pick out the best location to enjoy the
nightscape of Victoria Harbor.

We have always been embracing an attitude of having fun from homework towards urban
tourism. Our innovative point of view and proposal-type travelling reports have always been

able o arouse a strong resonance among the readers. The Greatest Strategy for Amusement in
Hong Kong special report included the first part and the second part, and has given the most
authoritative interpretation of Hong Kong” s charm in travelling in 2009 from traveling amusement
to spiritual enjoyment.
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GOOTRIP’S READER FILE
CHUSRIRIE) B

HEALTHY/ POSITIVE / VIGOROUS
B e/ 6/ 65 s

INTELLIGENT AND ELEGANT
BOLD AND PROGRESSIVE
SUNNING AND INDEPENDENT
25-40 YEARS OLD

ML T
KRBT RIR
H:p AT LA
25-40 $Z |q]

FEMALE 60% MALE 40%
£ 60% ¥ 40%

AVERAGE AGE
00% OF HIGHLY EDUCATED THER

BSZENEER 2 9 . 2 5

Junior college 01 20—25 years old 11%
Undergraduate 916 26—30 years old 37%

Master Degree Candidate 8.0 31-35 years old 28%
Doctoral candidate 0.3 36—40 years old 20%

41 years old and above 4

BAERIR . FERTHENNA
Source: SINOMONITOR

READERS’ POSITION AND INCOME
ARSI

AVERAGE PERSONAL MONTHLY INCOME 7 480 R M B

FHNTARBAN

15200RIVIB

AVERAGE HOUSEHOLD MONTHLY INCOME
FHREABN

35.5%

19.8%

16.8%

12.2%

1.1%

9.4%

5.2%

Enterprise/company” s senior management
il / AEH. SEEEAR

Enterprise/company” s general management
=l /AT —REEAR
Enterprise/company” s general staff
Ak / AS—RRER G
Intermedia te/senior professionals (engineers / doctors / lawyers, etc.)
gk / BT AL (TRRIF/ A /I )
Junior professionals
ME LW A+
Party and government organization/ association/ institution cadres
SEEANK /4L E / S AT ER

Private owner/ freelance
REN E / BB E

THE AVERAGE ANNUAL INCOME OF THE READERS OF THE SAME CATEGORIES OF MEDIA

ISR P ION

Unit: ten thousand yuan

B: AT
8.9880
i
8./600 8.7080
8.0700
World Traveller National Geographic Chinese Travel + Leisure Voyage
Traveller National Geography

B P 7 PEERMEE  PEMZKWE  FRT

BRRIR . FERTWIFLE A
Source: SINOMONITOR
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GOOTRIP’S READERS HAVE THREE SHARP-CUT CHARACTERISTICS:

(BesCTikliy) AL A B

AFFECTION FOR SELF-DRIVING,
AFFECTION TO CATE, CONSUMPTION AND SHOPPING

ENBE. ZEHER. HEWY=XIHIE

DEFINITION OF LIFE CONSUMPTION

Gootrip” s readers are economically well-being, with household monthly income far exceeding the national average.
They belong to the high-consumption class, willing to continue to fully enhance individual life quality through travelling / consumption.
Gootrip” s readers have 3.17 credit cards on average.

Their average monthly consumption on cosmetics / clothing / bags / shoes is about 1,585 yuan.

They eat out 3.6 times on average per week, and pay attention to food quality and features.

They travel 3.8 times on average annually, 50% of whom travel five times/year.

LRSI

(BZRIRIF) MRBERFER, FTEARNIZIZBIT & EFHKRFE,

M= EENE, BERENBILIRT / JHRkREER A DA ERMA AL,

(BUERIRME) BEFHMEEAR 3.17 5K,

FH ARG / RE /B / #5540 1,585 7T,

FHEENEFRE 3.6 X, FIERERESHE.

G FEARIF 3.8 X, HA 50% BIIEE 5K/ Fo

GOOTRIP READERS’ ATTITUDE TOWARDS LIFE

(HUCTiklE) PE NS

(Index = 100 Overall level of the same media; Index > 100 Outstanding advantageous characteristics)
($E#(— 100 FZEEMESIAENKE  F520 >100 HARAIRBAFE )

BB A B

| like frequent se\ffdri\vi}qg travelling
I3

Consumption can present one” s taste
JHIRRERIAMIRAL

I 'am usually an early user of new products
BB T REHNERE

The use of brand can increase
one’ s identity
AR I
REaCH S

I like trying unique cate
9 ?ﬁéiﬁt%ﬁtﬁ%\ﬁﬂiﬁ

| like collecting the information of travelling
and shopping from the magazines
HERIEESF EH
TN RS2 like to try to Use other brands
BRI R,
The fun of travel is the access DRBEF M
to different natural and cultural landscap

[ think am an open-minded person

AAAIASCE FAB TR — BEIFRA

| pay more attention to pragmatic
consuming bghaviors
HEEEZILHRTA

Gootrip readers
(B %

[ General readers of travel journals
BAEKIR . ERTRENA W oA EE R

SINOMONITOR

| favor a certain brand, but also would

PIONEER CONSUMPTION

JeHE

95.2%

86.3%

93.6%

93.6%

80.1%

Willing to spend money on beauty
BREEERR LTS

Need ad to guide my fashion shopping
BEEABIESHEEEY

Must keep up with the latest fashion —
EER ERFRITE

My dressing is stylish
HHEFFERE RS

[t s worthy of higher price on the premium brands
ML eaEEsEn

TRAVEL - LABEL OF QUALITY
TRAV] ELL ¢
iRET - bR

Readers travelling frequency per year
B FERFEIR

7 times or more

12%
1-3times
37%
4-6 tmes
51%

100%
80%
60%
40%
20%
0%

97.3%

64.8%

75.7%

86.3%

I” ve been abroad for travel over the past year
S E—FRE R EINRIE

I” ve ever tried to buy the beauty products in the ads
BERMEE PSR E R

| believe an investment in skin care products is an investment in my skin
INAR B BR fR st R AR R A AR

Willing to experience new brands and products
FERARE H B AR AN 5

Readers” individual budget for
travelling consumption
IRE I HRONEE R T

2000-4000yuan

20,000 yuan or more

5%

The area to which the readers plan to go in the coming year

RERK—F AT RIRR I X

83%
6/% 62%
Around " Other Overseas areas
the residential place  domestic areas  #4hhX
B EL [E P HoAth 3 X

10%
Others14%
12000-20000 yuan
10% 4000-6000 yuan
39%

6000-12000 yuan
22%

The form of travel which the readers plan to take in the coming year
EEREFRIT IR AR

100%
80% 77.6%

60% £5.8%

40% 2787
20% -

o

Self-driving travel 'Independent ravel Group travel
BE L Elbic iz

BaEKIR . FERTFENYA
Source: SINOMONITOR
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COMPETITION COMPARISON IN TERMS OF CAR SUBSCRIPTION

11 PR R T 2 A 13

Gootrip readers’  car consumption expectation is very strong, preferring intermediate and high-class sedans and SUVs.
CBLERRME) BRI EBMIARZL, NP ESRGFEM SV BT EES.

Car ownership rate in the travelling media

Mo BEHAERAR
9 19 /5%
80% 62.8% 67-1% 7o
60% 54-3% viyays
40%
20%
0%
Survey population  Gootrip World Traveller \oyage National Chinese National
AWE B TR AR HRATE FHRAT Geographic Geography
Traveller | 2R 3
B 1 ik ol
Car subscription rate in the travelling media
HRM SRR T L &
40%
22.7% .
20% 4% o 103% A% 5-2
0%
Survey population  Gootrip World Traveller \oyage National Chinese National
BE B TR MATHE FRAT Geographic Geography
Traveller FPEE R
B 7 ik
Subscription car types in the travelling
TOM S GARTIIE R 2 B
Voyage
FRET
Chinese National
Geography
PEEZR IR
National
Geographic Traveller
B e ik 0
World Traveller
RATH
Gootrip
e )19
Survey population
DEESSYN
0.00% 20.00% 40.00%
Sports car + luxury cars Ordinary models Intermediate models SUV Luxury cars Sport cars
s gk PR Suv SR ik

HiRRIR : FENTHRENHA

Source: SIN

NOMONITOR

60.00%

COMPETITION COMPARISON IN 3C SUBSCRIPTION
ol S 3 > e
3C AT B4 bLEE
Gootrip holds an absolute advantage in terms of readers”  expected consumption in communication / digital / laptop
(CRRIN) EETTBI / HAD / LT A BRI S 2R G B4 P,

The ratio of planning to buy 3C products in the coming year
ARK—FPIHRIME 3C >~ FhtbZ

48.8% 46.6%

A42.72% 40.9% 42.5%

34.8%

Survey population  World Traveller Voyage Gootrip National Chinese National

WE B RAITE HRAT LRI Geographic Traveler — Geography
B 5 7R i [E| E R b 3

The ratio of planning to buy digital products in the coming year
AR U I T ERD P L 2

Voyage

FHRAT 259

Chinese National Geography .
FEIER IR 12%

National Geographic Traveller 159
B P4 B 5%

World Traveller 9

RATE 27%

Gootrip

BTHR AR

Survey population o
UEE==YN L%

32%

The ratio of planning to replace the communication products in the coming year
RE—F PRI R E BT~ A &

Voyage
FHRAT 39.8%

Chinese National Geography .
FEERMHIE 27.6%

National Geographic Traveller o
B MRS 38.8%

World Traveller

RATE

Gootrip

B2 V32

42.1%

45.3%

Survey population o
B RBIR 3%

BRI ENTHENHA

Source: SINOMONITOR
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CIRCULATION
CBLshRifE) K17

DISTRIBUTION METHODS AND PERCENTAGE

22% Subscriptior

Gootrip subscribers are mainly composed of white-collar workers
working in offices and living in medium and high-grade communities,
between the ages from 25 to 35, with income between 4000 and 12,000
yuan, characterized by high education level, high income and high
consumption, who are the mainstream social groups with the greatest
consumption power, so as to ensure the effectiveness of advertising
communication.

0% Retai

Gootrip adopits the retall kiosks as the main channel, covering more than
2000 newsstands and kiosks in Beijing, more than 3,000 newsstands
and kiosks in Shanghai, 1000 newsstands and kiosks in Guangzhou,
as well as core newsstands and kiosks in key areas of Shenzhen,

Chongaing, Chengdu and other cities, but also covering more than 100
metro stops in Beijing and Shanghai for sales. In terms of the above-
mentioned channels, Gootrip” s sales stay at the forefront among the
fravel magazines

8% Special channels

Gootrip adopts flexible and diversified sales channels, to win the genera
onsuming readership market

Settling in the selling points of Capital Airport, Honggiao Airport, Pudong

Airport and other airports in major cities across the country.

Settling in Paper Tiger press sales network and 7-Eleven press sales

network.

Settling in Carrefour, Quick, Wumart and other press sales networks.

Settling in the metro retail outlets in Beiing and Shanghai and Shanghai

Family Mart.

Gootrip has built more than 20,000 high-end display outlets in Beijing,

8% kR

(Bgors) REBRESTRHERE, R XBEHREETS.

— B EEYIZ. ATV BRI R EE ST BTSSR

—HIFRERRTISHER .. 7-11 EFERTIHER
—HEBESURAE. RE. WESTIHER,
—HBHIER. EEMHIELR. LEE5EBT.

B

B2

BIT. AS IES P TIERUR o
— HEEEERYISEIE 150 MR R

g

1= i

Publication areas
With Beijing, Shanghai and Guangzhou as the core, Gootrip disseminate

<<ﬁ%%ﬁ’r€iﬁ?>> EEIER S ARER E R BN S AR AE 20000 sk S ik RN AL, FE S B IS . WIHET.

LR OB HRELIRE . RS HEA. RASSRBEES S RBEEERREE,

TR R AT X Ik E

‘ ‘ " ) by echelon a new proposition for travelling life - "practical consumption' 36.5% AE5T Beijing
Shsn%ha\, C:enlgdu, ?homgqmg, Hamgszhﬁu and Etherlcmes for display In North China, with Beijing as the center, covering Tianjin, three  30.9% 7 Shanghai
al \g.fend otels, cates, res;aurants,A S ODS‘Ot erpac‘es‘ } Northeastern provinces, Hebei, Shanxi and other areas; 19.9% M Guangzhou
Gootrip has more than 150 display spots in Capital International Airport K
o p d free distributior piay sp P port In East China, with Shanghai as the center, covering Hangzhou, Wuxi, 1.6% $HT Zhejiang
- S Ningbo, Nanjing and other cities in the Yangtze River Delta region; 9 (SRR
Cooperation with Beiing” s high-quality consumer databases, national n Sgouth Chjmag with Guangzhou as thegcenter ooveringgShenzhen 1.3% /L7y Jiangsu
high-end clubs, club membership database and a number of other Zhuhai and other coastal economically developed cities in the Pearl 1.3% 79J11 Sichuan
database resources. River Delta region. 1.2% iT757 Liaoning
1.0% L% Shandong
1.0% #BdE Hubei
T aTa » e s 1.3% EE K Chongging
J‘yf” i e LT T AL ; % Tianji
vy N . f BTk 1.3% Fi#E Tianjin
. (BUERls ) A SOPTE AR U, BEREREIRT TR L AVEZR” FEsik 0.5% BkPE Shanxi
T - HEIEMXDUFERAH D, BERIE. K= 740, LRSI, 9 N
EATIi AR T LA IS e, T8 KT = F R AN s, T T 0% AR Hunan
22% T T, 0.2% 25T Heilongjiang
o 1] LR X DU AL, BETRT = A XASRYI. BRESREE 2.0% HAbHX Others

(BRI ITRPEEANTEESFE. BEETSEERANEEH
AThE, FREFEAR 25~35 S (6, WATE 4000~12000 T,
BEERENSHEN. sl SERNES, EREEBRINTS

TRBHE, REETT EEREABME.

70% BE

(IRARHF) UBERTI=AHERE, BEILFEHEX 2000 KRIEZ.
BB, 783000 SRS WEE, TN 1000 RIR=RAE, AR
R ER. AERSH T E A XA OIRS. RE, ANBELE
b5, SR EHNES N EAHTING, T LREEFR (IR
) SHEERBEREETIRIS.

PRI T o

- i

CONVENIENCE MALL ROADSIDE
NEWSSTAND

SUBSCRIPTION AIRPORT

BOOKSTORE SUBWAY
NEWSSTAND STORE




IRIT/HERSE g

MARKETING

+

HH




1T HE AR

Three-dimensional
communication
Two journals and

INTEGRATED MARKETING vy

D
g =] %ﬁ
Brand com-
munication
Efficient and
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he first to create the Belgium Flanders "All-around trave
Gootrip has made a number of in-depth integrations of International Tourism Bureau, airlines,
travel agencies and other resources associated with the tourism industry chain.
This event cooperates with Belgium Flanders Tourism Bureau, Hainan Airlines and Beijing UTS
International Travel Service, and recruits senior members of Gootrip Reader Club, to head for
"the heart of Europe" in a party of more than 30 people. This event has been known as "the
upgrade version of in-depth European travel" in the industry.

Ten thousand free walkers in Hong Kong" member recruitment acti

As one of the series activities for "Global Players”  Journey" — Gootrip works together with
Beiling” s newspapers, periodicals, Internet, television and other mainstream media, to organize
30 tourism-related businesses, 20 international companies and nearly ten thousand mainstream
travelers in Beijing to head for Hong Kong. The "Ten thousand free walkers in Hong Kong"
activity lasts for four months, departs everyday, to head for Hong Kong.

UNITES INTERNATIONAL TOURISM BUREAU
TO LAUNCH THE OFFICE BUILDING EXHIBITION TOUR EVENT
7 ey R | SN B RER 3 (Y )

THE "10 MAJOR HYPERMARKETS SHOW" EVENT IN BEIJING
JEASHBIX “F-KIeks SHOW” {63h

GOOTRIP READER CLUB MEMBERS’ WINTER MOUNTAINEERING EVENT
(LK) B BURIR2 AT 3)
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2010ADVERTISING PRICE LIST OF GOOTRIP

POSITION SIZE W*H (MM) PRICE (RMB)
Front cover gatefold 424*%275 336,000
First spread page 424*%275 300,000
Second spread page 424%275 280,000
Third spread page 424%275 246,000
Directory / Full page facingmasthead 212%275 150,000
Inside back cover 212*275 156,000
Outside back Cover 212*275 238,000
Common inner page 212*%275 138,000
Common spread page 424%275 228,000
Half page (horizontal / vertical) 212*138 /105%275 88,000
1/3 page (vertical) 71*%275 60,000
Cover implantation 60,000

ADVERTISING EXPLANATION

1. All the advertising materials must be real and effective. The ads the
advertiser provides Gootrip to post must comply with The People's
Republic of China Advertising Law and relevant regulations. In case of any
violation of the Advertising Law and its relevant provisions, Gootrip has the
right to refuse publishing.

2. No third-party legal dispute (for example: portrait rights, copyrights, efc.)
should exist in the advertising content the advertiser provides to Party B;
and in case of any dispute arising advertising after publishing the ads, all
the responsibilities will be borne by the advertiser.

3. Color seal samples of ads and other materials should arrive 10 days
prior to publishing.
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1. Order cancellation: If the advertizing content provided by the
advertiser is contrary to Advertising Law and Gootrip” s requirements,
and is stil unqualified after modification, Gootrip has the right to cancel
the advertiser” s orders, but will not bear any responsibility as a result
of the client” s reasons. If the advertiser unilaterally cancels the order,
Gootrip will charge 20% of the order amount as liquidated damages.

2. Payment: The advertiser shall pay prior to publishing; and if the
advertising fees fail to be paid by the specified date, Gootrip has the
right to refuse publishing the ad.
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Domestic Unitary Issue Number: CN11-1341/K, International Standard
Issue Number: ISSN 1000-7253

Advertising agent: Yong Bang Time (Beijing) Culture & Media Co., Ltd.
Bank: China Merchants Bank Co., Ltd. Beijing Jianguo Road Branch
Account name: Yong Bang Times (Beijing) Culture & Media Co,, Ltd.
Account No.: 86 268 485 221 0001

Advertising Department Tel.: 010-96096966

Shanghai Office Tel.: 021-62132131

Address: B12/15, No.58 Free Town Plaza, Dongsanhuan South Road,
Chaoyang District, Bejjing, China (100022)
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Printing specifics
and material requirements

Trim size (Single page): 212mm (W) x 275 mm (H)

1. Please provide a finalized document. Format is required to be TIFF / JPG; if it
is a TIFF or JPG file, please ensure it is of the CMYK mode, and monochrome
pblack should be adopted for the text in black; and the resolution should be
300dpi

2. Leave 3mm of bleeding with the same color with the background around
the ad manuscript (including all non-full-page ads). The manuscript” s texts
and pictures that must be retained should be more than 3mm away from the
bleeding line.

Notes for the ads published on Gootrip (Glue-binding magazine):

@ The front page (including the inside front cover and the first page) and the
final page ad glue-binding parties give up 7mm (excluding the bleeding);

® The second page and the penultimate page ad glue-binding parties give
up 5mm (excluding the bleeding);

@ The ad glue-binding parties of the remaining pages give up 3mm (excluding
the bleeding)



