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PUT THE HEART INTO YOUR LIFE
ENJOY THE MOST BEAUTIFUL HOME LIFE
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TRENDS HOME
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First published in 1999, Trends Home is the first
high-quality journal of modern home life in China.
Trends Home targets audience pursuing high
quality home life, focuses on international home
frends, recommends first class product, and uses
individualized languages to deliver fashionable
home lifestyle to users. In 2018, Trends Home
will continue to improve the concentration on
home life. Integrating with the most popular and
most comprehensive mode of fransmission and
achieving multi-dimensional convergence, Trends
Home takes effort to provide all information on
home life for modermn people.
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LEADING BRAND

Since the publication in 2000, Trends Home has been the real
leading brand for home and interior design. With the advantage
of Trends Media Group, Trends Home have earmed the largest
circulation in the market, consumers with the most consuming
power, and the most cooperations with high-end brand
customers, making it the home brand with the most guiding
force.

TARGETING

Guided by trends, to cover audience with great taste and
purchasing power in China.

CROSS-BORDER COOPERATION WITH
CELEBRITY

Combining with the current tfrend, to cooperate with
celebrities and designers in various forms, to spread the
fashion living philosophy, to show a creative style of life.

FULL-MEDIA PLATFROMS INTERACTION

With the integration of online and offline media
platforms, Trends Home makes full-media platforms
intferaction come true. Through online and offline
synchronous communication, Trends Home meets
different users’ habits and covers a much wider group
of people.

NEW START

In 2018, Trends Home will make more efforts to inject
environmental and public elements into itself and start big
environmental protection IP project in order to help the
construction of environmental causes.
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LOOK FOR 2018 TRENDS HOME'S BIG SHOT OF LIFE
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Trying the business-branded

Trends Home will comprehensively integrate the marketing,
use more diversified and inferesting ways

fo show the marketing communications,

open a new experiential and inferactive marketing,

and then achieve multfi-channel interaction
with the target group.

R (BT R E ) Zei{ IR )= B SEATE AR  LIWBRA e £ 2
WARRUARERAFNXNFIRDERESE  EAEBATIHER
BEENNEEELDNAAN, AR EREEESENEEEEM .

The column BIG SHOT OF LIFE in TRENDS HOME will move towards
more video. Vividly presents the different occupations and
backgrounds people’ s different requirements and attitudes to
the home by video. Looking for the real big shots who love home,
understand life, and could represent the life attitude of Trends Home.
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HOME ANNUAL AWARD

Trends Home Annual Award is the largest annual celebration of Trends
Home, and the celebration gathered many designers,celebrities,
stars, fashion icons, high-end brand representatives and so on.
Trends Home Annual Award won twice the world banquet Oscar-
worthy award—Special Event’ s Best Table Design Award, Industry
Example of Celebration.

The new “Interactive Experience Expo” puts the experiential
marketing model which meets the home industry needs into annual
award, and provide more spread propaganda ways and platforms
for brand. Cooperating with the short-video part of annual award,
“Interactive Experience Expo” will be showed by a more visual and

interesting way.
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TRENDS HOME HOME ART EXHIBITION
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Carrying out the exhibition is for combing the home design with living
art, and then improve the present Chinese cultural equality of home. Art
exhibition can make designers and celebrities as the creators of exhibition
together with home brands, based on the home productions, to start the
second design and inject fresh idea and cultural element into brands,
and being the inspiration and example of the future home design.
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TNDS HOME CARRIES OUT A SERIES OF ENVIRONMENTAL AND PUBLIC [§

&XIE TRENDS HOME GO GREEN

BIG ENVIRONMENTAL PROTECTION PROJECT

R, T e T o

l “HOLD BREATH FOR A MINUTE, BECOME A
VIDEO CHALLENGE

GREEN GIANT”ONLINE

B Trends Home invites starts, industry big names , KOL big shots to act as environmental
X case spokesmen and be ambassadors for the environmental protection projects.
Launching”hold breath for a minute, become a green giant“online relay challenge,
to make more people start from side to focus on and concentrate on environmental
protection by the platform of Trends Home.
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I BEEREE NN TN e V& YTy —=w N TRENDS HOME MOBIL ENVIRONMENTAL POP-UP STORE

* Combined with design brands, Trends Home pushes out limited edition
environmental products of environmental functions and materials.

* "old for new" program encourages people to exchange spare furniture and
appliances for Trends Home joint environmental products.
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* With stars and designers, Trends Home redesigns spare furniture and appliances and
cooperate with Taobao and Environmental Protection Fund, sold in Taolbao and donating
money directly to Environmental Protection Fund.

CUSTOMIZED ACTIVITIES

Jointly initiate more environmental activities to meet users' requirements.
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INTEGRATED MARKEIING
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SEFENDE : 6-8 X

BRENAEL : 10-20 A
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Tea culture, is the culture of appreciating the beauty of tea. It is also
regarded as a living art of cooking and drinking tea, a lifestyle that
cultivates the moral character by tea. We invite famous designers
and the industry elites to enjoy the charm of tea culture. We discuss
the fashion frend and development of home industry in a relaxing
way through some tea ceremonies, such as tea making, tea
appreciating, tea smelling and tea drinking, to share the experience
and perception of lifestyle.

Annual times: 6-8 fimes
Each time’ s population: 10-20 people
Activity: discuss life-style topic which be chosen by home industry frends




(2B INTEGRATED MARKETING

» ItF=

38 FEILEERELR
6H biff It RERZRE
9/10 B dt=igi+BA

Lifg

]

38 Rit EE—IMNIRE EFRR T AR

98 LBEERER
FotHETEERRERES
hE( LB ERNBRERRERS

108 HEEREHE#ESS

118 X=EFxRAE(LB)R%ES

[E2EEF

HERBEEARBTURESZMOER, £ 2018
KEZEE, EEREMED.

As the most influential media in home life industry,
Trends Home cooperates with major exhibitions to
spread new ideas of home life.
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"INSPIRING CHINA" DESIGNERS REALITY TV SHOW

EEXEKEF NRIEEAFTHISERITIISI  Select excellent young designers for Designers Reality TV Show by
BEAFEART B BB EI I EL IS S collaborating with universities. Each program mentored by star designers,
If, BEhR ERNERIEIIH TS AL E  TE L the young talented will be divided info different groups with different
FOER, BT ITEHE HERFITREF topics. The outstanding outcomes could be processed for sales. This show
BIEEMMEFREE INR BWEE, FIA%FE  should demonstrate different candidates’ personalities, appearance,
ELLE SRR IR/ NEIRE SEESME  professions, and create topics for promotion and communication. Last
BFEE 5L ERY— M E TR, but not the least, train these young designers to be star ones.

B IR ImEFS T B
ER ARFRRITD, RITTIWKOL, B
SAlngitm

Theme: Designers Redlity TV Show
Cast: Student designers, KOL in design field, cross functional designers

EI BT
KITCHEN VIDEO

LB ns, Sii—EseEe RIETHE.

3 155 AR 7
NIV : YU 5 i1 AR AT
W GIRSET- 3 : A B2 A0 PR F

Channel:
Famous Platform: Youku, Tencent, Letv
Original Platform: Meipai, Miaopai, Kuaishou

Shot in kitchen, each video introduces one special cuisine. Based on

IR MIENAIEE MY B EEB festivals and hot topics, the kitchen videos differ from other cooking videos
REEBND HUENEESHFEATF, 5SEME  incharacters, scenes, guests, soundtracks, cuisines, editing style, etc.

BERETHEFEXR,

Mg AEEILRESRE | EEAREE

RS 3 R EHE

Style: Beijing Style x Thai Food / Beijing Style x Antique-style Wood
Length: 3 minutes, weekly
Tone: Low saturation, low contrast, word art, fresh
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ME LIFE SHORT ACT - THE SERIES OF SHORT TALES TAILOR-MADE VIDEOS
ZHERIH BRI E AR, SERSE—TMRE” Following with a story line, each episode is a short tale focusing on home RIEREFEX, TEHAEVMAS . Customizing video contents to follow brands’ demand.
SEE Sk /N — NN J7)\ life ducts, to aftract sustai ttention. N
iiiaifﬁ J;a;i|§%¢iﬁ3§iu\[§m =%  life products, fo attract sustained attention S AR - Cooperation Package:
AR == Length: 5 minutes, monthly WMZUMERLRNAE, ILSREBAT=R The video focuses on storytelling. Target audience could resonate
B : 5 ofh ( BIE) Theme: Feature MBI SRR, NEEH=EHIS, with the story, and have deep impression on the home life products in
B BEER Cast: Integrate entertaining stars from Trends Home MBI SSZRKEME ™ m. mEEIER video. The cooperation types are diverse, such as insert scenes, props,
BR A AN ERENRERRFEZERIES N, JEIRALES. BA. logo & brand logos, etc.
B LEFNELR,

BRI+ —=#) llllllllllll-lllll-lllllllllllllllllllllllllllllll
SERIES SHORT ACT. A TWELVE STORY

ZRERBINE—%FE 12 FE’JEE**E—F‘EE The series short act is about a 12-story building with 12 different [

MRE=ERER 12 P AL X 12 P AR ST families. These families are totally different in social status,
AR IIEAR . EEAE, EEAFLERRE, occupations, personalities, lives, marital status and quirks. Each
wNEREsEL Ba. k™ BRAREE episode introduces one family’ s life and forecasts another family” s
BoARN/NETF SENB—FPARBEERS  of the end.

X, FEERSIE T —EFAHEE. 12 BH9E
FPHEEERRER, TIE S EINFRW

Length: 5 minutes, weekly

Theme: Feature

B : 5 b (EHE) Cast: Integrate entertaining stars from Trends Home .
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"CRAFTSMEN" VIDEO DESIGN
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Handicrafts and craftsmen has been the symbol of high end and quality.
Made by hand means not only attention to materials, but also personal
emotions infused in his crafts. Mortise and tenon joint structure, a great
Chinese invention, shows Chinese wisdom. Mortise and tenon are souls of
Chinese traditional wooden furniture, which cohere the essence of Chinese
fraditional culture and heritage of traditional handicrafts.

Based on semi-documentary photography,how an old craftsman makes
furniture by hand is shot .micro lens records the details of planing the
wood,craftsman's calluses, using and maintenance of tools,slow motion
of sawdust blew away by craftssnan, exquisite design of old mortise and
tenon. At last, a piece of handmade fumiture appears.With the craftsman's
narration (voiceover and interview), he narrates his apprentice time and litfle
things after employment to make audiences better understand furniture and
handmade fumiture

Length: 10 minufes

Theme: semi-documentary. Fine arts settings and photography style as
lightspots

Cooperation Package:

If the brand has handmade furniture, the process of fumniture making
could be shotto increase sales from crafts and quality (each video).
Brand naming. Each video introduces different home products made
by different craftsmen to make audiences focus on brands and guide
their consumptions.

Channels:

large video platform: Youku, Tencent, Letv

Original video platform: Meipai, Miaopai, Kuaishou

'Ii.

FENMNEEZE WA I, 20 2 HIGAHE,
fH /2 X e 15 )5 it B &5
BLTE, £ 20 55 F 18 K
When we describe craftsmen,
we may use”stubborn” inefficient”and”arduous”.
But the message behind the description is
“dedicated” " masterful”and”perfect”

i
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Trends Home digital media to “build the most valuable
home fashion world”for the purpose. Release home
frends, showcase design works, provide practical tools,
inherit classics and creations as the main tools.Trends
Home digital media launches products direct to the most
influential social media and comprehensively satisfies

MR m, 2T EZ R
XA B RRBFAIFEK

different users'needs.

B H PR BRI RS0 TR B4R,

AR Z o b B 5 T5 2,
T B S B A 46 IR 23 56

Keep a finger on the pulse of life aesthetics, deliver it fo audience by diversified and

three-dimensional interactive experience formes.

These forms include visually infriguing images, videos, audios, music, efc.
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WECHAT PURCHASING

BB L + FmiEE + MIEWL

AEER LHERNBEREEEN, BIERRERE
SUMANSERETEES T ML, LR AN
TEFGIZITES, EXNFRNERLF R BERSE
LA T4 B w5 RO S2 00 7= A4 R BA I 7 iR R IO SLAR, IS |
BRfE& ERMBE,

ZLHE HWUTEAARTSES REEX" | ‘WK
MEENEX”

LIFESTYLE READING +
PRODUCT RECOMMENDATIONS +
WECHAT PURCHASING LINK

INTRODUCTION Sell products through wechat with editors'
professional interpretation from the perspective of lifestyle.
Audience could comprehend not only design philosophy,
but the usage, collocation and impact on life. This would
become an impulse online shopping for the consumers.

Online sales branding area and quick purchasing with
discount area offers different products options.
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The center of contemporary youth
fashion has the most followers than
the similar kind of weibo. It releases
the latest home frends and responds
home renovation enquiries.
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MORE INFORMATION,
PLEASE SCAN QR CODE.
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TRENDS HOME OFFICIAL

RIshaE
WECHAT INTROCUCTION

oxRBEERTES e 708
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RSTRASFEEES
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ECHAT /

© Trends Home official wechat account with 700,000 followers
Gathering 700,000 tasteful life lovers with undersfanding of life.

© Multi-frequency release every day

Releasing customizable wechat news three times every day.

© Fragmentation reading
Catering to young users’ requirements.
© Multi-platform

Intfegrating home life Weibo, official websites and magazines.

OFFICIAL WECHAT PLATFORM COVERAGE RATE

*’\ég

Tg’rol Iillowers 70 O/ O O O
H19[515e48

Daily relti:ws 20 O/ OO O

HiY#% Ak E
Daily repi’rs 40 O O

TN 4000/0

Guangzhou

L8 6.66%

Shanghai

b=

8.95%

Beijing

ZERE 06 359,

E5

Gender

73.41%

Female

iPhone 56.32%

w2y
Device

Android 43 . 3 OO/O

[=] =2

Channe

FIHT 25
RIEBEZ 555l

£

MORNING PICTURE

HERERE MEMENFaRm BRRASEE XFE
B A SmBES  FEATFRAIZEIIR.

Released in Weibo and Wechat; beautiful pictures and concise
texts. Combined with brand accords with the youth's reading
habits.
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O HEE SHEAE, BRBRSHFEEE.
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=S,

[

L e T TR SE P TR ]
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0 Audi combined product color with fumiture attribute, the novel
form attracted amounts of reading.

@ KIC cooperated with stars which brought much aftention.

@ Sony implanted with advertorials. High readability with pictures
and graphics.



253 DIGITAL MEDIA

\

r=i=y N
A RKESHESR

3
4

=
=

TRENDS HOME OFFICIAL TOUTIAO ACCOUNT

SLEZSRITRHFE
To%liolléwersg 25'000’000

R RESIEHLEEB 2015 FIARE1E, BRISMA
SHAFLEBRFRERENRS, TUSHLNENSR

Cooperation with Toutiao in 2015, Trends Home has
become core home life media account to interact with
users.
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TRENDS HOME OFFICIAL WEBSITE

E B IE]
CASESTUDY CHANNEL

RERENHEENRERG, 28R, =AM FIMR
&, BRr I E, Mg, KA ER;

Case study includes Trends ltems and Living Space,
audience could get more relevant articles by different
categories, such as chic, space, genres, etc.

SEME
ATTITUDE CHANNEL

EESE, PAAETRNREXRIGEX, REEINS
¥ ERPEREFEENTE;

A more delicate home and fashion theme
community on lifestyle and attitude to life. Audience
could showcase their own quality home life.

i 3
LIFESTYLE CHANNEL

EEER, KERIDAEAAIRIGHR, REEWIEE
&, AP RRTE;

A life experience and home decoration theme
community. Audience could interchange their home
style views.

AsiE
ON TRENDS CHANNEL

Focus on hot topics, reveal latest home life frends.
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Monthly featured by conceptual space . '. .
shape. : : :
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Ak ERIBAE
TRENDS HOME EDITOR COLUMN
Inf 2 BB 1 2 35 )5 2UBEARN o # B A 5¢ ) A2 i 1 24
KI5 G 3= it TASTE

A THE , 5/ 47210 T HIG o
Fashionable and interesting life-style book.
Delicate and elegant home living guide. Report the most fashionable trend, the
Focus on good designs, good ideas and good products.
We believe, home is the source of happy life.

RiNATEE HMITERMm, LLLBE

lasted fashion item, and must-buy listing.

I gk
TRENDSHDM}/‘ o

Kbz {E
MASTERPIECES

BR—XIMEBER, RITEEFEEH
=, 2B ERE,

IM Ilili 2 ..J l{ _ < 3 J s 48 : Monthly showing a masterpiece with
ﬁ"\‘ | et <7 B ' - - comprehensive professional interpretation of
TRENDS__HGME n g e . its design philosophy and story in hide
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NEWS

REERRHm ERRERRT

Report the latest productions, interior and
building designs from all over the world.
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TRENDS

BSEDITRITEEER .
Enjoy design exhibitions around the world

and evaluating and summarizing the fashion
frends without leaving room.
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Share brilliant public space decoration
cases.
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Find wonderful places around, such as
restaurants, shops.
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Arts at Lelt Design at Righy
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PORTRAIT
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Face-to face interview of designers around
the world.
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CHINA DESIGN
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), 2EXEPERITAIZERD .

Display Chinese designers, Chinese design
events, Chinese design tfrends and focus on
the way of Chinese design.
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BIG SHOT OF LIFE
KEIHHIEES I KOL KES
Collect life-style KOL in home field.
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ARTIST

ERERW, BMEIEBMLEA A,

Watch what artists do, and make your life be
arfistic.
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HOME FIELD

FEREERIBBLAFSE,

Report the man and the thing in home field.
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*BEAUTIFUL HOUSE""MAISON’,
"DESIGNER'S HOME'

BIxREEIRE, 2ENsnRxEEE.

Report home decoration cases. Showcase
high grade home life.
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TRENDS STORY
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Lead and spread the concept of fashion
life-style.
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fad R G A # E X
"FEATURE’,"FURNITURE","APPLIAN
CES"/KITCHEN","PRODUCTS""M
ATERIAL

SSAESERY, 81 ER, BRKE
EIRAIETHER

Special report of pragmatism, each issue
a them, is for solving various home design
problemes.

ot Rk Sk EREE
"DECO IDEA"'INSPARITION”,
"RUMINATION","FOOD AND

UTENSILS”
EASHRIER, miRtIBRmR, TXRE
REIVE S0

Report surprising models and original scenes.
Giving readers a shocked visual enjoyment.
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\ ; Age structure: Highly centralized in adults group with 20-44 years old accounting for over 85%.
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Strongly cover comprehensive
market and niche market superior
audience
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MARITAL STATUS ANNUAL HOUSEHOLD INCOME Audience of Trends Home are
reading and purchasing products we

32% SEASREEEMN Cpp, - A recommend
© RIg Annual Average 39 '| 2 s ‘31@/57% - .

UNMARRIED Household Income N sl ( 7 qy,ym Trends Home provides
NS St | comprehensive service to audience
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Bachelor or higher degree 82.3%
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Annual Household Income 391,837/
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YOUNG SUPERIOR AND ELITE GROUP
CROWD COVERAGE NO.1

SEREMBRST PR
BEE NO.1

WELL-OFF GROUP
CROWD COVERAGE NO.1

X5 | =2
HXHEERPEESZE No1

HOME RENOVATION GROUP
CROWD COVERAGE NO.1

RESEDRSIREERAY
HRZESZE No1

LUXURY CAR CONSUMER GROUP
CROWD COVERAGE NO.1

EEEFEAPRESEZE No.1

HIGH-END APPLIANCE CONSUMER GROUP
CROWD COVERAGE NO.1
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A STRONG LEAD OF MARKETS AT ALL LEVELS
COMPREHENSIVE MARKET AND METROPOLIS

AVERAGE READING RATE NO.1
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DATA DECLARATION DATA DECLARATION
AN I 1 95%
Tier-one City Beijing, Shanghai, SEL Tier-one Group Advocating high mpy 0.62%
Guangzhou, Shenzhen quality life, consumption level in top 10% Suv 13%"
. ‘o
Tier-two City Tianjin, Harbin, Dalian, SEL Tier-two Group Advocating
Shenyang, Jinan, Qingdao, Hangzhou, middle-end product, consumption level
Wenzhou, Ningbo, Nanjing, Suzhou, in next 20%
Wuxi, Xiamen, Fuzhou, Foshan, Wuhan, SEL Tier-th 6 Ad i
ier-thr r
Changsha, Chengdu, Chongaing, Xi'an e ee Group , voca m.g
mass product, consumption level in
Tier-three City Changchun, middle 30%
Shijiazhuang, Taiyuan, Zhengzhou, Hefei,
Nanchang, Haikou, Nanning, Guiyang,
Kunming, Urumai, Lanzhou
| (Bdfeis<f= ) TRENDS HOME |




A MAGAZINE
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CIRCULATION SUMMARY
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b= ris TN sl
BEIING SHANGHAI GUANGZHOU SHENZHEN
== 189937 176074 60296 52948
o) 7~
é / O Displays
O/ &5 — Rt
8 A) Complimentary \ TIER-ONE CITY
|
]90/ jalz /. N AR BB Ve i Bk N =5 X2
O subscription HANGZHOU NANJING  CHENGDU SHENYANG  DALIAN  CHONGQING  SUZHOU  QINGDAO  TIANJIN
’ 48493 36838 24531 13062 11812 11559 8563 7366 10450
'l'lo/ ML E o
O Intemnet Sales Retail 6 /O
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PROVINCIAL CITY (LAFEUEAREF O —if )

s (Metropolis and Tier-one cities do not contain)

FTERE
RETAIL CHANNELS
D b . N . . . . I &R =M [Sic] il peiple I
EPRE DB VG OESERE . KBEEBH..PB Newsstands over the country, gas stations, airports, chain convenient GUANGDONG YUNNAN SHANXI ;-IUBEI ;-IEBEI :” ANGSU
SN == stores, large supermarkets, book stores, online markets, etc 13110 13093 11359 9110 7963 7609
BiRERERE e s s = -
COMPLIMENTARY DISPLAY CHANNELS e &L ] g R AT
LIAONING HEILONGJIANG GUANGXI ANHUI FUJIAN ZHEJIANG
OasReE O Social celebrities 8814 8503 3874 7624 6392 5514
OFAASFR, BRER © Private clubs, clubs
ORBRITREERUE © VIP Rooms in Large Banks WZR o)l STRg Xiea] i STFg
ONBEEREE ) VIP Lounges at Airports SHANDONG SICHUAN HENAN HUNAN GANSU JANGXI
O EERSEES IR ARE © High end Consumers from Trends Group database /010 s e o0 J1e ouse
O BB ThRERRIGT © Fancy restaurant and entertainment venues
OF= =[=37 N AL/ L== N © Upscale department stores, shopping malls =K S = 7
OMEHHAHLAT © Famous market research company JILIN GUIZHOU XINJIANG SHANKXI
(Ol s NETIS Y =1=F3% © Direct mailing to listed company executives 0000 o aaaa /7o
OTRBENBELIUNAERAIS © Top service apartments, 4 or 5 star hotels SHE
ﬂluﬂ' .

OTUERIRERRE 45 15
O IHEES

© 45 Stores of top brand cars
© Coffee shops

MONTHLY TOTAL:
I

813,983
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HEHTR Front Cover Gatefold

F—ER Page 1

BER Page 2

B=ER Page 3

EESEDY Double -page spread before content
BHRERER Full catalogue side page

1/2 &” 1/2 Page

1/3 W 1/3 Page

EZEER Double-page spread

H= Inside Back Cover

Back Cover

LETS I Special format

ST

IEEMEINK Specific position

)

A

850,000.00
800,000.00
690,000.00
680,000.00
400,000.00
340,000.00
110,000.00
90,000.00
340,000.00
250,000.00
350,000.00
600,000.00
fHSEIY

( Negotiate )

S SR

ADVERTISEMENT F

IFRESE - ETFIERD 40 R,
MEINZER - (HfUtSEMRZ, TN SHZEAY 20%.

EUETT) S  METIERT 50 RLABEAZZLEAN,
BT HLERBRAIAN 50% FNE . | SEFIUER
i NRHAE (5% MERIEHEXRIEM

TERE B SRERGEPEARTNE
(&%) BXAE, T EREFRLHFEZATF
BETE, FHERELED S,

[TEREK . BRI SRERENETER, B
RE TIF. PG, EPS #8TURISM, FHERMHZIBHE
FXHRFEER . RSB EBAHIERI FERH
REMARFERREESK . B S5%0
CMYK PUfs, 300dpi. ENRIMLZ 175,

428mm

RMAT NOTICE

PAYMENT TIME: 40 days prior to publication.

ADDITIONAL COSTS: Any specific positions are subject to 20% of the

advertising prices.

CANCELLATION OF THE BOOKED ADVERTISEMENT: Notice to be made
in written 50 days prior to publication. A 50% penalty will occur if past
the date. Advertisers shall submit related permits according to the

Advertising Law of the People's Republic of China.

ADVERTISEMENT CONTENTS: All advertisement contents shall follow the
Advertising Law of the People's Republic of China. No advertisement
shall be published unfil the examined consent of our magazine. We

have the right fo refuse any advertisements.

ADVERTISEMENT PHOTO REQUIREMENTS: All advertisement photos shall
provide 4/C proofs. Please provide TIF, JPG, EPS files on CD. Please
note the version of your software, the system requirements, and the
storage format of your file when providing. All advertisement shall be

in CMYK, 300dpi, 175Ipi.

BT ={|DOUBLE-PAGE SPREAD

214mm 71mm
s & PR/ SINGLE PAGE SPREAD 1735t | 275mm

1/3PAGE
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140 FLIA, BERTE 9 5KLAR
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Entia

09:00~12:
: 00

16:00 ~ 18

14 : 00
20 : 00

14 : 00
20 : 00

09:00 ~12:
16 :00 ~ 18 :

00
00

BET. e

Name

Single wechat news

First news

Second news

Single news + H5

Video implant

Product trial

Name

Advertorial

Questionnaire

Online reward activity

Topic discussion

Video implant

Price

80,000.00

80,000.00

50,000.00

100,000.00

Customize

50,000.00

Price

20,000
50,000
30,000
30,000
20,000

Amount

—

TRENDSHOME WEIBO

(Including less than

TRENDSHOME OFFICIAL WECHAT

Format
Copy+Pic
Copy+Pic

Copy+Pic

Copy+Pic+H5, C0P0y+H5
pages
H5 production )

Copy+Pic+Video implant

Copy+Pic+H5
Need to provide more than
5 items to have product trial )

Extras
Within 140 characters and 9 pictures
Multiple topic

Repost, @, comment

Publish time
09:00~12:00
16 : 00 ~ 18 : 00
14 : 00

20 : 00

14 : 00

20 : 00
09:00~12:00
16 : 00 ~ 18 : 00

Every Tuesday and
Thursday 1 news

Trendshome raise a topic for users to a comment and repost
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B g RI(WH) (uBER prl.e-Sidl IrEER Name Price Size(WH) Position MediaTypes  AD Type
BRELSE 3G /A 1000 x 494 BRELRE1-4 JPG/GIF CPD/CPM Homepage focus picture 30,000/week 1000 x 494 Homepage-focus picture 1-4 JPG/GIF CPD/CPM
EPSELS 2F /B 1000 x 200 BERESETS JPG/GIF,Flash CPD/CPM Homepage-content list 20,000/week 1000 x 200 Below the focus picture JPG/GIF,Flash CPD/CPM
B R E 15/3 650 % 328 MBEEERE JPG/GIF CPD/CPM Channel focus picture 10,000/week 650 % 328 Fixed focus picture of the channel JPG/GIF CPD/CPM
BB 15/ 1000 x 200 ESETA JPG/GIFFlash ~ CPD/CPM Channel banner 10,000/week 1000 x 200 Below the focus picture JPG/GIF,Flash CPD/CPM
JRE DU 35 /B 222%315 JRETGEE{ JPG/GIF CPD/CPM Bottom line recommendation 30,000/week 222%315 Bottom line recommendation JPG/GIF CPD/CPM
= == H-1s
\
PIus SR S SPECIAL FORMART OF WEBSITE ADVERTISING
ke nm\ e t
=L ks BRAIE FIRRIEfLE I-&HE Name Price Location Information Free resource AD Scheduling
HNBEER (K3Z) ST :
WENBE 55/ ERESE RIS 3 NTHER | Content ' Key word list
225 N B 5ER RRERTHEE Adverforial Implant sef 50,000/set Homepage focus picture Search page recommendation 3work days
- Case study content list
o R Mini Site ( &&% ) EETUER Mini site (topic) Bottom line recommendation
mEAEEE 575/ BRERE KgEIE 3 M IAFH Brand content topic 50,000/topic Homepage focus picture Keyword list 3work days
ABE R E BRERTUEE (L , .
Hot spot channel focus picture Search page recommendation
SN EEREE N\ /e a Mini site (trial activity) , ,
I AERD Mini Site ( Z78 ) s -
T e £E | SEREIUER Trial activity 100,000/event  Homepage focus picture Bottor line recommendation
i AEDh 105/ EIIIES 51T 1EH . of lifestyle/Attitude channel Swork davs
SIS E S E ST Focus picture of hotspot channel e e 2
£E/SEREERE 0 T = Focus picture of lifestyle Hofse S’rul' J:/ stpage
/Attitude channel otspotlist page
BEEOE (Z@ ) Research i [ [
. N questionnaire (topic)
EESEIES 55 /1 ERESE Y=L IE Dl 5 4NTER . . , .
e S Research questionnaire  50,000/event Homepage focus picture Hofspot list page Swork days

WEBSITE ADVERTISING

Focus picture of hotspot channel




