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https://docs.google.com/file/d/17hkn4aPubUGvy53SWGHQWgVReNJ3bDf2/preview

MAKERS. INNOVATORS. § TOMORROW’S

LEADERS.
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— Chef & Founder, Little Bao STEVEN LAM

NSON CHAN
Student, Island School
— Co-Founder & CEOQ, GoGoX

- Co-Founder & CEQ, En'dg,wus SHALINI MAHTAN

- The Zubin Foundation

ALLAN ZEMAN
- Chairman, LKF Gré




For 120 years, the South China Morning Post has
been trusted by both readers and partnersin
Hong Kong and Asia to tell their story.

Advertising+ connects partners to Asian affluent influencers
and business decision makers, through impactful innovative
marketing solutions and culturally relevant content.
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We're for partners who want to shape the next chapter of
Hong Kong and Asia’s story.
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An unrivalled community of influential

aflluent and business decision makers.

C-level executives Average articles
International news brand in read in each session***

MOST

TRUSTED u | 1.7.M  35M

NEWSPAPER IN Affluent audiences MAUSs in Hong Kong Global reach***
HONG KONG International print news brand 1.3M in SG

in Hong Kong** 4.6m in SEA***

Growing our world

for 25 consecutive years.*

entre for Communication and Public Opinion Survey (Print Newspaper)
**Ipsos Affluent Survey Asia Pacific Q2 2022
***March 2023 internal data
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An unrivalled community of influential
aflluent and business decision makers.

. . Publisher 1 Publisher 2 Publisher 3
The South China Morning Post (Global news media) (Local market news media) (Local market specialist media)
Most trusted 0
(SCMP #1 HK - CUHK) —I_

Reach in HK/ SG

(SCMP MAU: 1.7M HK/ 1.4 in SG)

Reach in SEA

(SCMP MAU: 4.6 SEA)

Access to affluent

(SCMP: 569,962 HK & 353,469 SG -Ipsos)

Access to
decision makers

(SCMP: 15,456 c-suites in HK - Ipsos)

Growing our world
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OUR COMMUNITY OF

BUSINESS INFLUENTIAL SOCIETY’S
DECISION AFFLUENT INFLUENCERS
MAKERS

C-level executives*

# 1 L 7 1 705K ng 88K

. Affluent audiences™® HK Affluent reach people have attended students from 490
15,456 [ 57% of C Suite International print news brand (427,769 in SG)* SCMP events in the schools in Hong Kong

C-level executives* in Hong Kong past 12 months read the SCMP
in Hong Kong read the SCMP
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SHAPING OUR WORLD

[ Advert

*No. 1in reaching C-Suites Source: Ipsos Affluent Survey 2022. (P12M brand consumption)
No. 1in reaching affluent audiences with liquid assets >USD200k, Source: Ipsos Affluent Survey 2022. (P12M print)




From our

Editor-In-Chief

The South China Morning Post is an international organisation
with employees of 24 different nationalities. We have a unique
‘East meets West' culture with more feet on the ground and
greater access to Asia than most organisations do.

Our primary function is to keep our readers informed, and we do
so with pride and humility, respecting our readers enough to not
be swayed by ideological bias.

Tammy Tam
Editor-In-Chief

Growing our world
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KEY CONTENT
PRODUCTS

B MYNEWS HONG!

Good morning,
Alexander

"A\'{
City Weekend
My Daily 5

Five daily stories, curated for you

Hong Kong’s pastican
inspire creative new

1 Politics
playgrounds, author says Is Southeast Asia
4 waking up to need for
3 hours ago s (3 [ unity in South China

Sea?
+ Whimsical Shek Lei Playground, long
demolished, still evokes memories for

World
children who played there g ™

lainer | Everything

- Standard features such as slides, swings you need to know about

make for dull, cookie-cutter playgrounds
across city

the US-China tech war

out on luxury, with
little regard for debt

3 China
China’s Gen Z splashes |

4 Politics

US says Australia
suffering from China’s
{oporpive’ hohavin

Online

SCMP.com

Sunday Morning Post

UFEINTHEAGE ol * R 1S ITREALLY THE
OF INFLATION 3:{ LaRRR YEAR OF THE DOG?
103 crunch time for the workd's Nia Cooper, e mother of 2 9-month-old B We may be animal lovers, yet our
e T ; s
AMCODENT
DEATH AND HORROR ON THE 872
T ° °
== South China Morning Pos
GREE i3 swem =
ms ‘LAND SUPPLY IS CYBER RULES ‘AN
SEEE NOT THE ANSWER' INFILTRATION RISK'
e moce affordabie howsing KPMG signs on as sponsor in wake of l s busines goup s Beiing
imation work starts record number of broadcast deals its on f torag:
P
BEIJING TO BLOCK
7 SITES IN DIGITAL

CURRENCIES FIGHT

.........

Print

South China Morning Post
& Sunday Morning Post

South China Morning Post

Print & Online

Style by SCMP

Beating
a retreat

Autbar Rajeco Balasubramangim recalls passing through

a ractst Himg Kong on bis path to spinitual enlighteament

AN EVERYMAN FROM. RE:

THE MEDIOCRE BOOK THAT NOWHERT:
BECAME A CULTURAL TOUCHSTONE IN JOKO WIDODO'S UNLIXELY JOURNEY
SOUTH KOREA'S #METOO0 AWAKENING P11, YO THE INDONESIAN PRESIDENCY 920

Print & Online

Post Magazine

Informing 35M+ readers each
month, SCMP.com is definitive
online home of the South China
Morning Post with trusted news,
analysis, features, and columns
spanning Hong Kong, mainland
China, Asia, and the world.

South China Morning Post is printed
Monday-Saturday, with the Sunday
Morning Post on Sundays.

The Sunday Morning Post is a leisurely
read with an in-depth look at the week’s
important stories, thought-provoking
opinion, and feature articles.

The all-new Style is a community platform
bringing together brands and influencers
united by their pursuit of discerning and
intelligent luxury.

Hong Kong's most prestigious Sunday
magazine casting a Spotlight on (HK,
Macau, GBA) art & culture, and
entertainment.

Growing our world
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From our

Chief Operating Officer

South China Morning Post Advertising+ is for brands and
partners who want to shape the next chapter of Hong Kong's
and Asia’s story. We connect partners to quality affluent and
influential Asian business decision-maker audiences.

Our culturally relevant content and events drive connection and
consideration, and our first-party data platform and brand safety
tool deliver impact through insights and context.

feuca Socary

Kevin Huang
Chief Operating Officer

Growing our world
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MARKETING
THAT DRIVE

FOR
PARTNERS

uEI ‘I NA Southeast Asia

SCMP L!VE

Events connecting with communities

and bringing our award-winning journalism to
life, including our flagship China Conference,
and Redefining Hong Kong events.

M rningSwudio

Awards winning branded content marketing arm
of the South China Morning Post specialising in
storytelling with the standards of a newsroom,
and the perspective of a marketer.

SCMP Lighthouse

Unique first-party data to discover
insights and build actionable and
addressable data sets that deliver
efficiency and ROI.

SCMP Signal

Asia's first publisher-built brand safety tool
allowing partners to move beyond the basics of
brand safety into brand suitability. Brand can see
up to 72% CTR increase when using Signal.

Growing our world

ising
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Audemars Piguet

Royal Oak 50

To celebrate the 50th anniversary of
Audemars Piguet’s iconic Royal Oak watch,
Morning Studio produced a multimedia
storybook that takes readers back in time to
witness the birth of this horological legend
and learn more about its creation.

Multiple interactive games, quizzes and
animations were created to provide an
immersive chronicle.

“Legend made of steel”
Paid Post with Audemars Piguet

VISIT PAGES

Paid Post: Audemars Piguet

Click to pick up

- watchmaking 50 years ago *

¥ f in

CH 4 = FROM ICONOCIAST TO ICON

Paid Post: Audemars Piguet ¥ f in

CH 1 — A HISTORY-MAKING TIMEPIECE ~ CH 2 — THE PHONE CALL  CH 3 —“SIR, IT WON'T WORK"  CH 4 — FROM ICONOCLAST TO ICON
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Help Genta move the screw back
into the right position

“axd Post: Audemars Piguet

CH1 — AHISTORY-MAKING TIMEPIECE  CH 2 —=THEPHONE CALL CH 3 —"SIR, ITWON'TWORK" CH 4 — FROM ICONOCLAST TO ICON
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Paid Post: Audemars Piguet

The storyofanicon =
that shook the world of ’

READ MORE

Growing our world
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https://multimedia.scmp.com/native/infographics/article/3190231/legendary-watch-was-born-50-years-ago/
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MarningsStudio

~ ONAMISSION TO CLEAN UP

HONG KONG'S POLLUTED WATERS

Alter seeing how the city's waters endangered the lives of Gish and birds, a former macine
police officer was moved [o spend his relirement helping (o solve the prablem. He now mans a
solar - powered, zero-emissions boal picking up trash in Victoria Harbour as part of the HSBC

Clean Waterways Progranune. What impact has the initiative made so far? We find out,

By Maming Stedis sditors
Decxenlet 39 2001

e a greener future
o b bt

Pancewrac views of Horg Kong s Vickoes | ithowr sre stnseagy ol = y
s srwing w0 e baedockop foe Ty ot Sl o et T
cloasd, Iowwestr, 2nS Titage et guite as ity espen &0 Tl

0TS WAl Quainy.

Foarmes manne pol ioc offoer Tony =an caw Lhis isoue IR Sioe o)
COMoer ofF mere 1han 3 Yo, mua™ of WKh Was Spent Sn e o
waterways He wardy namembers The acens that often gresles
Cmpseway fmy Typoon Sheter, I sxinarely poliied ol

; wollew apmpeiatx blad s rstuniess” be s

HSBC
Clean Waterways Programme

A multimedia infographic experienced produced by SCMP Morning Studio
This multimedia content uses a human-centric storytelling approach with
a compelling narrative around statistics, eye-catching visual elements, and
educational mini game making the story highly interactive. The appealing
visual, engaging copy and carefully curated headline have contributed to
high reach and engagements, which attracted readers to consume the full
multimedia content.

In its campaign period, the page saw significant unique traffic to the
page, and a particularly long engagement time of over 3 mins,
outperforming SCMP's organic editorial average of under 2 minutes.

VISIT PAGES
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https://multimedia.scmp.com/native/infographics/article/3160919/cleaning-hong-kong-waters/

Hong Kong Tourism Board

Morning Studio, in collaboration with

the Outdoor & Extreme team from

the SCMP’s Sports desk, hiked and
cycled around Hong Kong to create a
custom publishing project for the HKTB,
featuring Hong Kong's Great Outdoors.
The guidebook, which features selected
hiking trails, cycling tracks and other
outdoor attractions, including Hong Kong
Unesco Global Geopark, offers a host of
invigorating experiences to stimulate the
senses, plus engaging human stories and
stunning photography.

-

28 Honckone | © OUTDOOR & EXTREME

Growing our world
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Hong Kong Tourism Board

Great Outdoors Guidebook

With the help of a complimentary
advertorial hosted on on SCMP.com,
SCMP has helped extend the reach of the
campaign from offline to online and to
our interested readers.

™ ping your toes ilo oy water or ranming vour i RIS Vel et oo rew
stimmiates feelmps that can only be experienced, and never accurately

magined. A tactile awareness of her surroundings enrches the yogl's

one flows into another “When my Teet are Bappy, Tam happy,”

Distribution of the advertorial includes

an eDM blast, T SCMP Sport Twitter
post, 2 SCMP Facebook posts, 1 slot in
the Outdoor & Extreme newsletter, and
500,000 impressions of 1 banner creative
across SCMP.com.

GREAT OUTDOORS HONG KONG 2020-2021

15497

romEwET 3 KOLs (ChauKei Ngai, Kelvin Yuen, and
oo e Christian Yang) were also invited to

(§ o - promote the campaign on their IG and

Facebook pages.

As Hong Kong people are keen to point out, the green lungs of their aity offer

many memorable expenioences that engage the [1ve senses, 002 af a time of

all atonce. The natural Deaury of the clty 1s best enjoyed by getcing up close . ASENSE OF PLACE

0000

A personaiwath 1t

W I% the thime to dive into the ceal Hong Kong, Discover s unigoe blend of

13 Ahate Bow Thoy wie g, Bearing, Laste, smell 202 t2exh !
eryoy the Oty's natural worde

Get the Inside scoop

B ot e Wormiog Mot

000C@®O0

ritu and conmtruaids reunl i the cencaatinne aned makees wedsr nlan 20 tales in

VISIT PAGES

IOSKOS | © OUTDOOR & EXTREME
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https://www.scmp.com/native/lifestyle/arts-culture/topics/wellness-hong-kong/article/3187434/how-hong-kongs-great
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Belinda Tse Josi Yan Darryl Choo T
Business Director, SCMP Business Director, SCMP Business Director, International, SCMP <D
belinda.tse@scmp.com josi.yan@scmp.com darryl.choo@scmp.com %
Hong Kong Hong Kong Singapore, Asia & International markets >
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