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=0 Shanghai Exposure B National Branding jy___=
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There are now less than 50 days until the Shanghai Expo - the world fair which will certainly be
remembered for it's size and prestige. With 194 confirmed participants and a 6-month showcase ahead, Expo
we look a little closer at the event itself and the opportunities for national branding...

Staggering scale such as the 5.28km site on Huangpu river o ' 0
(the biggest in the world fair’s long history), the anticipated =~ SHANGHAI CHINA
visitor turnout of 70 million visitors (also the largest in the

event’s history), and a reported 50 billion dollar expenditure (larger than China’s
investment in the 08 Olympics), sets an unprecedented stage for global business. Of
course, amidst the magnitude of this Expo giant, the hosts have remained focused on
creating a people’s fair: Haibao, the little blue mascot, is formed from the Chinese
character for people, and the Expo’s logo is designed to depict three people,
describing the concept of ‘the big family of mankind’; incidentally the latter concept,
underlying a reference to the Expo’s overall concept of one city, one life, was cleverly
married with the big scale of the event in March 2009, when a Guinness world record
for the was created depicting the Expo’s logo.
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Seemingly, the challenge for the 194 participants is to capture this marriage of scale: a big, powerful presence, with local and
personal offerings to reflect the heart of each country’s business, their work on urban sustainability, and national cultural values.
The real opportunity to express this ‘national branding’ comes from those countries investing in a self-built pavillion - a sort of
stationary parade float or, perhaps more cynically, a super-sized tourist souvenir. So how are these countries faring?

The US have attracted most of the attention in bringing
an expo to Shanghai, with their problems in rousing
interest and corporate investment stimulating the
Chinese to bail out the Americans in terms of initial site
development deadlines. The result is a pavilion which,
like a rumored 1 in 5, may not make the initial opening
date of May 1st.

In terms of looks, the resembles a giant eagle with out-stretched wings, greeting all those in attendance. The 2,500
capacity venue aims to sprinkle the charm of Hollywood on the domestic majority, many of whom have never travelled to
America. The story of the states will be demonstrated with a mixture of film and theatre, pushing the boundaries of digital
expertise whilst spinning the yarn of american-entrepreneurialism in an attempt to strengthen US - China ties. Design and
interior are therefore firmly focused on national-branding appeal, with less emphasis on the international theme of urban
sustainability - this notion is mentioned on the USA pavilion's website, albeit in a small font.

Australia will also be using the event as a prime opportunity to
promote a national brand to unfamiliar eyes. Their pavilion,
which actually looks a little like , will take visitors
through the history of Australia with a focus on the success of
modern Australian cities and popular exports such as food and
wine. Urban sustainability will this time be tacked-on
anecdotally by loose association to what is essentially a national
tour guide.

Others who will be firmly embracing urban sustainability
probably have less at stake in terms of fusing national relations
with China; these countries have arguably cast a wider net,
attempting to capture an international imagination with
innovative architecture and infrastructure catering to a plethora
of modern, global concerns.
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Take Japan for instance; their is focused on a harmonious future stemming from a connectivity between people. The idea
being that major issues, such as environmental concerns, facing the world can be tackled through connection and harmonious co-
existence. In fitting with the organic feel of their agenda, the pavilion is curvy, with few lines and edges, almost resembling a half-
fallen raindrop. Their exhibition is split into three zones, and whilst the first zone will outline the cultural similarities between
China and Japan, the other zones will focus on global warming, aging and Japanese solutions to global challenges.

Perhaps one of the most serious pavilions with regards to the challenge of confronting
urban sustainability by way of example, the have created one of
the biggest and most interesting designs on site. The pavilion is built upon the concept
of a sand dune, with a rippled texture on the side facing the major force of the area’s
wind, and a smooth surface on the opposite side. The style of the building allows for a
large amount of natural light to be utilized inside the complex, with it’s specific shape
designed to adapt to the climactic conditions of Shanghai, making for a very energy
efficient structure with regards to lighting and warmth. The site itself is also minimal
and mobile, with fast construction/deconstruction times creating a smaller amount of
construction waste and the ability for transportation and later re-construction.

European ‘old world’ countries such as Switzerland and France have
adopted twists on age-old cliches, with the former creating an

that demonstrates the transition and contrast between urban
(indoor) and rural areas (a planted-roof) and the latter incorporating a

with running water and energy drawn from

solar power; both serve as perfect vessels to meet mid-way: offering a
relaxed promotion of exports and business whilst demonstrating a
knowledge of sustainable solutions.

While | have only gleaned on the mass array of national snow-shakers springing up around the Shanghai Expo, there are common
dilemmas that will remain the same: 1) the trade-off between dazzle and detail, and 2) the sway of focus between national and
international. Where each pavilion decides to position itself with regards to these factors will essentially create the experience
of the national brand.

For instance, if one pavilion focuses very heavily on local insights and examples, it may establish a strong national identity, but this
could ‘penetrate’ or attract a smaller set of visitors due to the lack of global issues and smaller international scale it creates. In
another situation, if a pavilion focuses too much on dazzling visitors with it’s spectacular appearance and sustainable adherence in
terms of construction, it may miss out on the details, or the visitors may not notice them: the national examples of urban progress,
the reinforcement of familiar exports and cliches - in general, a more personal interaction with a national brand could be missed.
Finally, this doesn’t factor in the types of visitors who will attend: those who’ll read the lines, and those who’ll judge the covers.
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=0 Xi Li Ge or Brother Sharp, a homeless man in Ningbo
becomes Internet sensation

Does this man look like a beggar to you?

This is a picture of a homeless guy who has been roaming the streets of Ningbo, Zhejiang province
in China.

With his tattered clothes, lost gaze and dirty locks, he is now one of the most searched-for figures
on the Internet, reported!Mingpao.com

Since the first picture of him was first posted by a Ningbo resident on the internet Jan. 30, 2010, he
has since gained a following and was elevated to a celebrity status. His photo even showed on the
UK newspaper "The Independent”, in which he was described as “a starkly handsome Chinese man X
walking with a model's measured gait, and wearing a rag-tag but well co-ordinated overcoat on top  pjeet Xj Li Ge - the so-called
of a leather jacket. His eyes peer into the middle distance, in what one fan described as 'a deep and ttest homeless guy in
penetrating way', and he strides confidently forward.” Ningbo, Zhejiang, China.

Adoring netizens have gushed over his look and even compared the way he dressed to
the bohemian styles modeled by fashion icons and celebrities.

His lanky frame was said to rival the models, while that unfocused gaze had been
described as "deep and penetrating”.

On top of that, there are those who gushed that he resembles Asian heartthrobs such
as Zhang Zhen, Takeshi Kaneshiro and even Oscar-nominated Japanese actor Ken
Watanabe.

Dubbed Xi Li Ge (or Brother Sharp) by the netizens, the homeless man first gained
popularity when his picture was uploaded to the Internet, by someone who
accidentally photographed him while trying out a camera in a shop.

Xi Li Ge VS. 2010 D&G Autumn/ Those who have met him said he stands at 1.73m, aged around 36 years old and is
Winter men's collection always spotted with a cigarette in his mouth or between his fingers.



Apart from being the latest icon on the internet, he acts no differently from any other
homeless guy - one that seems to be suffering from mental disorder, that is.

-

Curious netizens from other areas have poured in to Ningbo trying to catch a sight of him.

And thanks to local media’s coverage, the story about Xi Li Ge has even spread to as far
as Japan.

The Ningpo government was soon alerted about the situation. Its spokesperson said the ~ Cheng Guosheng, Xi Li Ge's brother
local government is concerned about Xi Li Ge. (left) and their mother (right)

“It's the local government's responsibility for everyone to experience the kindness of the people in this city,” he said, adding that
Ningbo is famed for its reputation as a city with passionate inhabitants.

"We will continue to care for the homeless guys. This is an essential part of the development of a civilized city,” concluded the
spokesperson.

Xi Li Ge’s identity remains a mystery until 5th March, when Cheng Guosheng, a migrant worker in Taizhou, went with his mother
to the Ningbo Psychiatric Hospital to meet Xi Li Ge and there he recognized that Xi Li Ge was his long-lost older brother.

Xi Li Ge, whose real name is Cheng Guorong, was born on Oct. 10, 1976 and hails from Boyang County, Shangrao City of Jiangxi
Province, according to his brother, who said they had lost contact with him after he left home for work 11 years ago.

At the!Ningbo!Psychiatric Hospital, the attending physician said Xi Li Ge has a certain physical capacity but was in a poor spirit.
After being persuaded by the shelter staff, Xi Li Ge wrote down his and his father’s name on a piece of paper: Cheng Guorong,
my father’s name, Cheng Guangnan.

“Now | can confirm that he is my brother who has been separated from us for more than!10 years! Maybe home is the best
healing place for him after 11-year-long wandering life.” said Cheng Guosheng in a choking voice and insisted to bring his brother
home, while his mother also shed tears.

Around 3:00p.m., Cheng Guorong left the hospital with his brother and mother.

Source:
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¢ Mad About Microblogging - 4
Even Hu Jintao is Having a Go!

| thought it might be helpful to shed some light on the Chinese Microblogging sites competing
for a little of China's digital chi...

To call Twitter a revolution in digital communication may at first seem a little optimistic from a Chinese perspective: Twitter was
famously blocked around July, 2009 during the Xinjiang riots and shows no signs of ever being emancipated. However, Twitter
could almost be thought of as a sort-of Holy Grail in China: a service that, although never fully utilized or embraced, still felt
like an allegory to digital success.

Consequently, we now sit in China surrounded by a plethora of microblogs, with new ones appearing every other month. Some
microblog services are offshoots from bigger portals, cannibalizing from the popularity of the parent site; others are start-ups
with big ideas and few followers; the quest amongst all is the same: to be THE number 1 microblogging site in China!

Ok, that last statement might have been a little general and decisive; while most of the microblogging sites | will describe are
certainly competing for the attention of general netizens, there are a few exceptions which have taken the model of Twitter and
used it for communicating other, more specific, values, such as politics. Below is a run-through of the micro-blogging missionaries:

Zuosa

Firstly, it's not called a tweet on this site, it's called a Zuosa. Secondly, it is extremely similar to
'& og Twitter in terms of the aesthetics and overall style. Although Zuosa has achieved a good copy of all
ZUOSA the basic elements which make Twitter popular, it is important to add that the microblog has adopted
— m— some innovations that go beyond it or Twitter arguably copied:

e Location-specific tweets/Zuosas are available, allowing you to see what has been said on a national and local level in China-
this has been recently adopted on some level by Twitter.

e Like the latest update of Facebook, Zuosa allows the user to add photos,videos and music files to each Zuosa; this is a very
sensible move for a Chinese microblogging site, as sharing of opinions about music and video are really popular right now in China
(see Douban.com, China's 'up and coming’! music and video SNS). Where as Westerners see Twitter as a place to exchange
messages and share words, Zuosa seems to be thinking of microblogging with a larger multimedia vision- and | believe netizens in
China are far more intersted in this kind of sharing.



e An area for the big fish: Zuosa also caters for the most active message senders, celebrating their message frequency by
updating the top ten users by post volume on your homepage. This appears to be a potentially moot feature, as the top users are
not necessarily useful or interesting to the user concerned. Just as | don't want to read the tweets of @aplusk, | wouldn't wan't
the spammy members of Zuosa or Twitter being celebrated on the homepage.

In terms of popularity, Zuosa is still very much a small fry. Because it has not got the association or support of one of the big
portals, there is only a small growth rate it can expect, with most new users to Zuosa having had to theoretically avoid or ignore
the snare of the microblogging sites sitting at their favourite portals.

Another small fry is Digu.com. Like Zuosa it is also a small microblog with a copycat take on
Twitter. Like Zuosa, the challenge for Digu.com is in offering some incentive to attract users who
U “ & U Qﬁoa would normally join the microblog of their favourite portal. The key to this lies in several things:
& S innovative and unique elements within the microblog, a collection of interesting and diverse
microbloggers (celebrity or renown bloggers would be helpful), information and communication
elements that traverse Chinese portals and therefore require netizen membership beyond the
range of portal homesteads.

Sina Microblog

Sina Microblog is the main reason why smaller Microblogs such as Digu.com and even Myspace

China's 9911 have yet to enjoy the a Twitter-like boom. Unlike Myspace (which is still struggling

in China) and Digu.com, Sina as an immense amount of traffic and an enormous stronghold of
S,na)ﬂfﬁ@ registered users (top 20 site in terms of global traffic- Alexa). Although it might seem simple to
put down the success of Sina to the large throng of loyal portal users, the microblog also happens
to be extremely innovative and easy to use- even giving Twitter some things to think about:

sina.com.cn

e You can comment. Twitter can sometimes feel a little like one-way traffic; | mean sure, you can @aplusk and write something
directly at him, but the very nature of this is more account-centered rather than subject-centered; inevitably @aplusk will not
reply and this message you have written does not have to directly concern in any way the last tweek @aplusk has written. With
Sina the nature of what has been said takes a stronger focus as the site allows you to comment on users messages. This means
that if | was following @aplusk (which I'm not), | could read his latest message and click comment allowing a message that can be
viewed by the person in question and anyone who is following the account. | think this really puts the ‘blog’ in Microblog and must
be making Twitter's cogs move.



e Are they following me? Although there are applications for Twitter, such as 'Friend or Follow', there is no easy way within
Twitter for seeing 1) If the person you are following is following you or 2) Who another person is following when you are viewing
your followers. This problem is rectified by Sina as you can see who the people you are following are also following- all within
your main list of followers.

e A better hub than Twitter: Sina's public page. The page, although a little portal-like, is a great way of bringing users to a useful
focus for their tweets. The advantage over Twitter is basically in the detail: with the pub page Sina offers detailed such as the
most popular users, most suggested users, most retweeted posts, the most popular topics and full search functionality. It just
seems more robust and user-friendly than Twitter's main page.

Does Sina’'s microblog have anything to think about in terms of the Chinese market? Answer: Yes, the other major portal
microblogs.

QQ’'s Taotao, 163.com and Sohu

~_ ___Inspired by Sina’s success QQ released Taotao a few months ago; unfortunately the site has been
“;; T! o szt-i' ‘Zﬁ up and down due to maintenance work: like all portals QQ knows a large part of their microblog's
- U\A success lies in the already-existing QQ members; therefore it is temporarily halting the site until
I ES0HE it is technically compatible with the QQ's popular QQ Space- allowing for easier registration and
use of the Taotao service.

In terms of the latter two portal-based microblogs, 163.com and Sohu, these are still being developed but we can expect they
will offer many challenges to, as well as duplications of, Sina's microblogging features.

Different Agenda

In February, the People's Daily, who are essentially a mouth-piece for the Government CCP, /\' ‘Z f;f( h‘l}
launched its own Microblogging service called t.people.com.cn. t.people.com.cn

As a newsnode devoted to reporting on interests and topics concerning the government, this microblog is extremely different in
terms of topic and microblog function. In this case, the microblog is essentially operating as a way for government officials,
journalists and politically-interested individuals to interact within a Twitter-like interface. The content of the majority of
messages we read concerned topics related to national success, community statistics underlying government success etc.



For many in China and beyond, this could be seen in a positive light as it allows potentially for direct and open communication

between the government and lay-people. On the other hand, it could also be seen as the latest propaganda machine, betraying
netizens with an apparently transparent and open interface for communication, yet blocking and censoring all those users and

comments which fall in opposition to the microblog’s government agenda.

Which ever way you see it, key government players are indeed participating on this microblog. Hu Jintao is a certified user on
the site; although he has not 'tweeted' yet, he has already got 13,671 followers.

The site has some innovations which are useful and others which you would expect from a government-funded project. For
example, there is identification verification needed to open an account for account retrieval following a hack or 'malfunction’.
This will require the use of your national ID: a clever way of making sure any harsh words said will not remain anonymous. Other,
more useful features, include a variety of following options that go beyond the web interface: you can also follow by MSN, Email,
or GTalk.

Microblogging?

8& Many in China will tell you that iTieba, Baidu's popular BBS board, is essentially a microblog;
-0 B DigiTrends did post an article last year, which at the time questioned Shu Xun's (Baidu's Tieba
Bal @ mﬁﬂm division manager) denial that the service was a microblog in nature. In the climate of last year, it
T R seemed apt that Baidu would deny interest in microblogging and try their best to separate the
service's values from those of a microblog. We thought Baidu may slowly attempt to develop iTieba, eventually imitating the
essential functionality of something like Twitter once the attention around Xinjiang had faded.

Fast forward to today and we might conclude that Baidu are telling the truth. ITieba has remained the same in terms of
functionality: acting as a BBS board with several similar elements to Twitter, such as following users and sending messages in real
time; yet amongst the growth and success of microblogs in China, Baidu ITieba remains largely unchanged, presumably satisfied
to operate a BBS board which adopts some of the useful functionality of a microblogging service, without the account-centered
nature and full-range of communication options available to a microblog.

So there you have it. Although you might not have thought it, China is indeed very keen on Microblogging. Currently there is a
rich plethora of Microblogging sites vying for the attention of Chinese netizens, and this will only get richer and more complex in
the months to come. The challenge for all the blogs essentially lies in not simply imitating Twitter, but as we have seen in Sina’s
case, actually going beyond and innovating the microblogging platform for the future.

References:
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= AChange To BaiduOs Ad Program, Baidu Alliance - what
could this mean for smaller publishers?

Baidu's advertising program, designed, like Google Ad Sense, to offer cheap and accountable CPA-style display advertising, has
this month announced some key policy changes that will affect the participation of many smaller publishers.

From March 1st, Baidu Alliance halted business specifically with non-contracted website navigation sites, which have been using
Baidu Alliance as a means to receive and profit from the search engine publisher's ad traffic; this is thought to be the first in a
series of steps in which Baidu Alliance aim to evaluate the quality and value of their co-operating partners.

The catalyst for these recent changes to Baidu's policy stem from the large number of unsatisfied advertisers, many of whom are
surprised when their advertising appears within "sub-standard” websites, or simply opt out from the service due to the poor
performance metrics.

The next stage of Baidu Alliance’s cull may see more specific qualities penalized amongst the publishers, yet at this time, and for
this initial policy-change, the general manager Cai Hu insisted that the policy adjustment "does not target a specific industry”; he
further highlighted the basic premise that all "high-valued sites” remain, and will remain on Alliance.

These changes incidentally come at a time when Baidu has launched a large ramp-up in Client servicing, creating an all-
encompassing client department to deal with the face of three previous departments, including the client software and client
business departments.

As the demand for accountability, client satisfaction,
and overall value increases in China, it appears Baidu
is responding with an improved internal structure, as
well as tweaks in policy to improve advertisers'
experiences of Baidu services. The client department
also announced that it will further improve the
development and design of current and future client
products- so expect some more changes to come in
the following months.




Another question remains: what will come of the publishers marooned by Baidu? Although this initial cull, if we are to believe
Baidu, only represents the non-contracted, low-quality publishers within Alliance, it is questionable and subjective as to what
“low-quality” equates to in Baidu's assessment. Furthermore, as the digital market is developing, inevitability more websites of
lower and higher qualities will emerge and client’s will become increasingly sure and demanding as to the qualities they expect
from publishers; what | think interminably precipitates from these developments is a stronger middle ground.

A stronger middle ground does of course mean a higher level of online publishing, containing premium advertising networks
combined with higher buy-ins and more promises regarding performance; however, more interestingly, this middle-ground would
also result in a situation where there are more small publishers, and the "low quality"” sites are of such range that a large sum of
them are of suitable quality to offer some satisfaction and value to the right client; the result of this: a real potential for further
developing affiliate marketing in China, especially as larger brands like Baidu begin to ignore smaller sites, with increased policy
regarding standards leading to an inevitable middle-class of affiliate websites.

The key to the new-age of Affiliate Marketing in China would be the ability of smaller
publishers to offer niche marketing options to advertisers in China. This would mean an
affiliate market which was truly transparent and in which clients could pick and choose the
publishers it wanted to work with: based on performance, portfolio or a direct request made
on the network.

The performance of these affiliate campaigns could be detailed and specific to each
publisher, offering the possibility for more personal partnerships between small publishers
and advertisers, with the opportunities for bespoke goals and targets. The tracking could
also be much more accountable for both advertiser and publisher, with deep-tagging and
click-fraud measures resulting in specific CPA targets, which are a world-away from Baidu
Alliance’s large emphasis on the CPC metric. In this situation, Affiliate marketing suits the
scale of smaller chinese publishers, but also allows the potential for the stronger, and high-
performing affiliates to rise and gain acknowledgment for quality.

Of course, | do not expect an Affiliate Network to develop in exactly the same vein as western Affiliate sites; this is extremely
unlikely considering the current brand of Chinese affiliate networks that address a style of advertising firmly accepted in the
local market. | simply think smaller publishers can seize these changing times in an affiliate system that creates more ways for
both clients and publishers to offer true, quantifiable value for each other. To be continued...
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20 Digl Doufu:

Our Monthly Pick of ChinaOs Viral Videos

Filed Under

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 it’s positive to see big names amongst local brands

this month.

Enough said, here is our pick:

Wanna be your code
(Microsoft -
Visual Studio)

A girl shoot this video
for her programmer
boyfriend and said
that she liked to be
his code.

Be a man
(Motorola - ME600)

9 |

A boy is trying to do
backflip for 600 times.

Copyright © 2010

Magic power
(Sprite)

(it 7

Another viral video
by the new-generation
director from Shanghai.

Who stole my egg?
(Movie:
Embarrassing Life)

Interview
(ChinaHR.com)

OCan you speak
English?0

Ol don't know and |
don't even care who
stole Zhang YiMouQOs
egg.0
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http://www.youtube.com/watch?v=ptv9lB_XJ88
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