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The China Mode Awards:
there is a place for Google
Filed Under Online Advertising & Search Marketing [OA] / New Technologies, Online Platforms & Media [TM]

An interesting look at the first open and independent Chinese web industry awards: the ChinaMode Awards 2009. The awards are 
run by 14 of the most popular and influential tech bloggers inside of China, including: Appin, Williamlong, Web20share, 
Kenengba, Jandan, MobiNode, Webleon, Showeb20, Vista2.0, Yunkeji, Riku, Herock and China Web2.0 Review.

Nomination was across several categories with voting open to all netizens; votes ran 
from the 15th December to 2nd Jan, with the option to select from 10 candidates in 
each category. The votes have been very well received across China: 123,446 votes 
were recorded within the first 2 weeks of voting; therefore it's a fairly robust test of 
what netizens value in China.

Here are the results, which show strong support for western services - particularly the 
work of Google China:
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Most Recognized International Service

I think these results show that the government's focus on censoring and highlighting the erroneous use of Western websites only 
serves to promote their awareness within China. Also, the fact that the two services - Twitter and YouTube - are most 
internationally recognized, but also inaccessible in China, further underscores how government censorship does not change 
netizen opinion on service reputation and usefulness; if anything, it might add to that services reputation.

Importantly there are also several Google products within the list (Gmail, Reader, Wave), which show the importance of Google 
within China, and the relative lack of service equivalents - even from arch rival Baidu. Other services which are renown, such as 
Dropbox, certainly earn their prestige via a lack of any, currently existing, Chinese equivalent.



Most Concerned About The Chinese Internet and Applications: 

Again, the results of this vote show how positively netizens feel about Google China and the way in which the business is 
supportive and sensitive to the needs of Chinese netizens. Baidu won't rest easy!

Other results further revealed that netizens really do see a place for Google. For the category of best user experience , Google 
China was first place, followed by Sogou's Pinyin input translator portal site, and Alipay, the Chinese equivalent of Paypal. It is 
clear that Chinese netizens value the simplicity of Google China, compared to many Chinese portal sites, which can feel akin to 
sticking one's face in a busy beehive.

Results also suggest that users are looking beyond Google's basic offerings, such as Gmail, and welcoming the potential of new 
services in China, such as Google Music; within the category of new application or site with the most potential , Google music 
was ranked first, followed by Sina micro-Bo (Sina's version of Twitter) and Douban.fm (a similar service to last.fm, recommending 
music based on listening preferences).

There we have it, the first Chine Mode Awards alight to a growing interest in censored services, and a strong appreciation for 
Google, with obvious hope that the search engine will continue to operate in China and roll-out new services. It is also important 
to note that these results were cast and balloted before Google's announcement, meaning that they are an assessment of 
Google's performance taken out of the current, heated context. I believe, based on the awards' support for censored services, 
such as Twitter and Youtube (top in the internationally recognized service award), that if the votes were cast again, there would 
be an even stronger support for Google; netizens will defend the services they value.

Source:
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Baidu - Growing A Nest Egg
Filed Under Online Advertising & Search Marketing [OA] / New Technologies, Online Platforms & Media [TM]

Earlier this week Baidu announced its unaudited financial results for Q4 of 2009 and the financial year as a whole. Although it 
may feel easy to predict an inevitable growth for the nation's most popular search engine, there have been several reasons to 
have some doubt:

1. The change of advertising system, from a mixed paid and natural search 
algorithm, where sponsored results are not distinguished from natural results 
and the top result could very easily be from paid search, to the Phoenix Nest 
platform, an advertising platform where paid for search results are clearly 
distinguished from natural results through a layout that clearly mimics Google's 
current offering.

2. Several senior members of Baidu's management departed at the turn of the year.

3. Baidu continue to expand into video and, most recently, ecommerce - do they 
have enough attention on their search performance?

The answer appears to be yes; although many suspected the change to Phoenix Nest, in giving an improved user experience (with 
less clicks on search ads mistaken for high ranking natural results), would in turn cause a large dip in Baidu's market revenue, the 
opposite could be derived from their annual earnings.

Their Q4 performance represented a year-on-year growth in online marketing revenue by 39.8% to 184.7 million dollars. In the 
same period their operating profit grew by 51.7% to 67 million dollars; overall net income year on year for Q4 revealed a 48.2% 
increased to 62.7million dollars. Not a bad quarter atall, with clear signs that the Phoenix Nest system transition has been 
handled well by Baidu, been utilized with vigor by businesses, and adopted by netizens in a way which remains extremely 
profitable for the local search engine.

Overall, Baidu has revealed it is still trending with the dramatic growth in China's digital market: marketing revenues grew last 
year by 39% compared to 08, with overall net income growing by 41.7% to 217.6 million dollars. This is clearly reflected in the 
continued growth in Chinese digital marketing and the digital population as a whole: Baidu reported that their active online 
marketing customers grew 13.2% YoY and 3.2 QoQ (showing an uptake with Phoenix Nest) to 223,000; furthermore the average 
revenue per user grew by 23.9% to 5,700 RMB/828 Dollars YoY. It should be noted that the average revenue per user did drop 
slightly by 3% in the final quarter, representing some deficit in the transition to Phoenix Nest.



Remarking on the financial results, Robin Li, a CEO at Baidu , gave this statement:

ÒThe year ended on a positive note as Phoenix NestÕs better than anticipated performance helped us to exceed expectations for 
the fourth quarter. This encouraging performance is a reflection of BaiduÕs relentless focus on execution and innovation. With a 
solid base of users and customers, our foundation is stronger than ever and we will continue to drive innovation to capture 
market opportunities ahead.Ó

Surrounding this excellent financial performance, Baidu must be eying up another year of tremendous growth with a potential 
Easter egg if Google were to part ways with China; when asked if Baidu are anticipating the benefits of Google's run-in with the 
government, Haoyu Shen, the Senior Vice President , gave this statement via conference call (SeekingAlpha.com):

ÒAs far as whether we have factored any impact from some potential competitorÕs moves, no. We are not. We are really based 
on what we are seeing on our numbers so far.Ó

So, a good financial year and relatively nonchalant views about Google's potential departure from China. It's business as usual for 
Baidu and one can see why they may have little care for whether their biggest competitor does sink or swim; Baidu will improve 
and grow even more this year, with Li rolling out further awareness and training for customers on the Pheonix nest algorithm, 
Baidu's much-anticipated launch of an online video service to compete with Taobao, and Baidu's recent partnership with Japanese 
shopping platform Rakuten - bringing the largely unchanged Japanese e-commerce model overseas to compete with Taobao et al. 
Lastly, Baidu is also beginning to move more operating budget into gaming, licensing online games for netizens and splitting 
revenues with the developers.

It appears while Google play their last gambit in China, Baidu has been building a house of cards. Who will fall this year?

Source:
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Chinese Warcraft ÒMovieÓ Deals With Internet 
Censorship & The Battle For Government Re-approval

This 64-minute video, called "War of Internet Addiction," was ÒshotÓ entirely within the virtual World of Warcraft land of Azeroth 
and performed by more than 100 WoW gamer's.

The following is an excellent summary of the story  written by Bill Bishop 
who saw this a few weeks ago.

The film tracks the fight between The9 and Netease over the renewal 
rights to Activision BlizzardÕs World of Warcraft, the requirement that 
skulls be removed from World of Warcraft (hence the Skull Party), the 
bureaucratic battles between GAPP and the Ministry of Culture over the 
re-approval of WoW in China, the money-obsessed Uncle Yang and his 
Internet addiction camps and electro-shock therapy, and the attempts to 
impose ÒGreen Dam Youth EscortÓ software on Chinese web users. The 
movie concludes with an impassioned speech calling for Chinese World of 
Warcraft players to end their silence and raise their hands in protest to 
fight attempts to harmonize ChinaÕs Internet and keep them away from 
World of Warcraft, followed by an agreement between the warring 
bureaucracies-GAPP and MOCÐto put aside their dispute and go after 
Netease for more money.

To understand the clever subtleties in this video, you should have a good sense of current Chinese Web culture, and the fast-
changing society. To really follow it, you'll need quite a bit of context; you have to be clued into a great ream of recently popular 
Internet memes specific to Chinese netizens. This public Google doc should help guide you through the video's themes and ideas.

At first the video was just popular among WoW users, but news soon spread online by many people sharing details via twitter, SNS 
and file-sharing websites. Because the video mentioned a great array of government "Sensitive Topics", it was inevitably deleted 
from Youku, perhaps in an attempt to display the video community's objection to the material; however, Youku must have 
cottoned on to the fact that viral videos are exactly that -viral- and the video as well as serving as an excellent source of net 
traffic, will also be repeatedly uploaded by passionate netizens: it's therefore now up again, having received millions of views.

English subtitled version !

!
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After watching it youÕll realize that itÕs not just about World of Warcraft, but about the relationship between young, tech-savvy 
netizens and a paternalistic, authoritarian state. The Òimpassioned speechÓ toward the end of the movie moved many viewers to 
tears. The lines are translated selectively by Kaiser Kuo below:

When we work hard for a whole day, come home to an apartment with a monthly rent of 2000 RMB, we face such a distorted 
version (of the game, as the effect of censorship is felt in China's version), all we can feel is helplessness. You make no mistake, 
yes, we are indulging, but not in the game itself. ItÕs the feeling of belonging, and four yearsÕ friendship and entrusting (in this 
virtual community we can not give up)ÉWe persevered no matter what...

We know itÕs impossible, but we still swim tirelessly to the North Pole, to the edge of the (global) map, to the place where 
there is no water, but we still canÕt see that icy land! In the past year, I, just like others who love this game, diligently go to 
work on a crowded bus, diligently consume all kinds of food with no concern of whatever unknown chemicals (they may 
contain). We never complain that our wages are low, we never lose our mental balance due to those big townhouses you bought 
with the money you took from my meager wage. We mourned and cried for the flood and earthquake, we rejoiced and cheered 
for the manned space flight and the Olympics. From the bottom of our heart, we never want to lag to any other nations in this 
world, but in this year, because of you, we canÕt even play a game we love whole-heartedly with other gamers all over the 
world.

We swallowed all the insults (as we are 
forced to go to overseas servers and 
caused other gamersÕ inconveniences). 
Why canÕt we be entertained at the cheap 
rate of 40 cents an hour? Just because we 
are here?Ó

You taught me since my childhood that a 
house of gold or silver is never as good as 
my own tumbledown home, but whatÕs the 
reality? You forced me to live temporarily 
in my own country. Why is it so hard to 
grant me to simply dwell in my own 
country spiritually?



Thanks to all you so-called Brick Owners ( ! ! , a homophone for " ! , expert) and Shouting Beasts "# # , a homophone for $
%, professor), arenÕt there enough eulogies, cosmetics and anesthetics? Everyday, you have nothing else to do but enjoy your 
prestigious social status, and point at us from an ethical high-ground. Have you ever wondered why five million gamers are 
collectively taking this Net poison (as you so describe our addiction to the virtual game), and the deep-rooted social reasons 
that are covered?

We naively believed that here there are only gardens, that we can touch the ideal if 
only we work hard enough. When we look up to those servers on the top of the 
pyramid, we are forced to hold the happiness bestowed from you. We retreat into 
the so-called freest Internet on earth, communicate at low cost, and salve the pains 
in daily life with the game. ItÕs just like this, but they, for the sake of interests, they 
are exploiting in every possible wayÉwe are so accustomed to silence, but silence 
doesnÕt mean surrender.

We canÕt stop shouting simply because our voices are low; we canÕt do nothing simply 
because our power is weak. ItÕs okay to be chided, itÕs okay to be misunderstood, itÕs 
okay to be overlooked. But itÕs just I no longer want to keep silent.

The director of this video, Corndog said he made the video for fellow World of Warcraft players, and didn't expect it to resonate 
with a wider audience.

"The last part of the video moved many people, including those who do not play the game, since we actually live in the same 
society and we are facing the same Internet environment," he said in an emailed response to questions from a Phoenix TV 
reporter last month. The strong response "should make decision-makers ponder."

The movie concludes with a sobering warning for opponents of Internet control. As celebration breaks out after the climactic 
victory of Kan Ni Mei and his allies over Crying Beast, the Harmony computer system warns them that "This war will never end." 
Then American rocker Jon Bon Jovi's "Bells of Freedom," a song about standing up against adversity, plays as the credits roll.

Source:
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In Fear Of Losing Google, China Conceives Goojie
Filed Under Online Advertising & Search Marketing [OA] / New Technologies, Online Platforms & Media [TM]

Yes Google, say hello to your sister (jiejie being the pinyin pronunciation for sister
and affix for said site). Go there now if you wish, and marvel at yet another Chinese
copycat site ( www.goojje.com ); interestingly the logo of the site also incorporates
an element of Baidu's blue paw logo, and here's where the science comes in...this
may not be simple Shanzhai (Chinese imitation).

The idea behind the creators, apparently, is to end the brand polarity between
Google and Baidu; indeed they claim to love Baidu and Google equally, hoping to
motivate the latter to remain in China whilst offering healthy competition in the
search market. Is this ludicrous?

Goojie, or Sister Goo, also features a slogan underneath the logo, which loosely translated says: "Brother remains the sister and 
brother is haunted by his sister". The meaning, in a roundabout way, links to Google's statement that they would possibly leave China: 
with Sister Goo 'embodying' the values of the brother, Google, the sister shows an appreciation of the site that inturn motivates the 
brother, Google, to remain in the market and also remain 'haunted' into competition. I'm glancing back at this paragraph with the 
realization that I have, in all earnest, interpreted the equivalent of a Tarot card. Nevertheless, make of it what you will.

Like the term Shanzhai, which refers to mountain strongholds controlled by thieves and 
warlords - out of the state's control - it appears this hatched idea spawned from a young female 
entrepreneur residing near the mountains of Guangdong province; furthermore, since the 
announcement by Google, many would-be Shanzhai-workers have flocked from all parts of 
China to be involved with the Goojie project.

So, how is the site doing since launch? Alexa shows a spike from Jan 25th, which runs into 
February, tailing off to a tiny percentage of Global reach (0.005). In terms of Chinese sites on 
Alexa, it currently ranks 13,970...still some way to go then, with clear signs that the average 
netizen approach to this latest piece of Shanzhai is no more than a quick novelty browse...

In related Shanzhai, Youtube's compulsory exit from China (due to GFW) has also been counteracted. The site, Youtubecn.com, 
claims to mirror the youtube.com feed in terms of featured and most popular videos. It hasn't been blocked by China yet, so 
here, perhaps is an example of when Shanzhai fills a western shaped hole within the suitably obscuring, mountainous plains of 
Eastern cyberspace.
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Allods Online: MMORPG to rival Warcraft?

In an interesting development, China owned games developer Giant Interactive Group have agreed a deal with Russian internet 
portal and games developer Mail.Ru to bring the latter company's massively multiplayer online role playing game "Allods Online" 
to China. Gaming in China is growing rapidly, and this development marks the major attraction of China's 3.37 billion dollar 
market  (Nikon, 2009) to overseas developers.

The CEO of Giant Interactive, Yuzhu Shi , released this statement:

ÒWe are pleased to work with Mail.Ru and the Astrum Nival team once again, and are very 
excited to bring the award winning Allods Online to the Chinese market. With its visually 
stunning graphics, engaging storyline and exciting gameplay, Allods Online has attracted a 
fervent following in Russia. By leveraging our robust development talent, extensive game 
operations platform and strong sales and marketing capabilities, we believe Giant will be well 
positioned to help build Allods Online into a hit game in China.Ó

The game was launched in Russia during the last quarter of 2009, with testing also beginning in Europe and North america around 
this time. The game is very significant for Russia, with success a must due to its large development budget of 12 million US 
dollars (making it the largest gaming investment in the country's history). Domestically the game is already successful, having 
won several awards at the Russian Game Development Conference and already making up a large chunk of Mail.Ru's gaming 
community, Astrum Nival, which currently has 30 million gamers in Russia.

Ofcourse there will be much legislation and regulations  for porting this game over to the Chinese market; Giant Interactive are 
well aware of this and have stated they will localize the game to meet all of the requirements based on the government's online 
gaming laws: including player-player violence restrictions, level of violent details and gore, character and place restrictions and 
other politically sensitive elements. The game, failing any government roadblocks, should be launched near the end of this year.

What is the game like? What does this mean for the monopoly of World of Warcraft and it's 4.2 million players in China 
(2009 figures)?

Well, firstly the game will probably follow the suit of Europe and be subscriptionless, meaning it should cost absolutely nothing 
to start playing except a free Giant Interactive account; this will be a big factor favoring the take-up of the game at the initial 
stage... but does the game have enough substance?



The site massively.com, who regularly produce first impression reviews  of MMORPGs, stated that at first glance it does appear 
like a "World of Warcraft clone"; however this, as massively.com infer, is basically a ruse to familiarize the user with the new 
MMORPG, which it then takes into new and challenging directions: for example, the game has more of a sci-fi, space opera, 
element and story to it; it has improved user interface features for an MMORPG such as mini maps, with different gameplay 
elements which are entirely unique to Allods; and finally, the artistic talent which has created the game has been described as 
groundbreaking and beautiful.

With World of Warcraft the clear and, really only, big MMORPG currently in China, this new and interesting game should 
guarantee some healthy competition later this year. It has a similar look and feel to World of Warcraft, but there are elements 
above and beyond it, as well as stylistic features which give it a unique tone and appeal to netizens. All in all, this I believe 
marks the beginning of the next stage of MMORPG growth in China, where improved online gaming availability and variety will 
grip an already game-hungry nation; competitor quality and choice are also the factors which remove obscurity from a market, 
perhaps delivering the world of MMORPG's to a more mainstream audience.

Finally, hopefully Giant Interactive won't encounter the 
operating problems which plagued Netease in their revival of 
World of Warcraft , leaving many WoW fans appealing in 
desperation to enter the world once more; it is the netizen's 
frustration surrounding this type of long-winded bureaucracy 
which, if Allods Online can avoid will have already gained an 
edge over its competitor.

Comment Question: do you think Allods can remain free when 
ported over to China? Or will it follow the World of Warcraft 
offering, requiring a paid version of the game?

Source:

http://www.digitaleastasia.com/2010/02/09/giant-interactive-
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Check out a trailer for the game here
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Digi Doufu:
Our Monthly Pick of ChinaÕs Viral Videos
Filed Under Viral Media & Internet Word-of-mouth [VW]

Digitrends introduces Digi Doufu, a new monthly article serving you a selection of vibrant, viral media circulating around China. 
This month, we pick 5 of the most popular videos shared in China.

It is important to see an increasing number of local, homegrown businesses contributing viral videos to the video sharing 
communities in China; viral video is the real leveler for brands in China, and itÕs positive to see big names amongst local brands 
this month.

Enough said, here is our pick:

Hong Kong girl takes
revenge on her ex
(The Perfect C)

China link | Global link

This video is part of
a guerilla marketing
campaign by a
Hong Kong health
products company.

Copyright © 2010 China Digital Trends  by Profero Beijing

Animal world
(Alibaba)

China link | Global link

Another viral hit
about the ÒApartment
DwellerÓ in China by
satirist HuGe.

School beauty throwing
famous-branded goods
(Zhonghua)

China link | Global link

Another viral video
by a China local
toothpaste brand
owned by Unilever.

The secret to
getting girls, 2010
(Huawei)

China link | Global link

This viral video
released for their
3G mobile, T2211.

Happiness in China
- Our dream
(Coca-Cola)

China link | Global link

Video created
especially for the
Shanghai Expo 2010
by Liu Xiang.
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