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General Information

1. Name: Survey Report on Search Engine Market in China 2006

2. Data Collected by: August 2006

3. Survey Method: Telephone Interview

4. Sample Size: Totally 4500 effective samples in Beijing, Shanghai and Guangzhou, 1500

samples in each city.

5. Number of Pages: 90 Pages

6. Number of Figures and Tables: 111

7. Value Added Services:

I Provide extra accessories, release supplementary reports on the market environment

1 In-depth data analysis, providing comparative analysis services based on the “Survey
Report on Search Engine Market in China 2006” and the “18th Statistical Survey
Report on the Internet Development in China”

I Other in-depth consultation services regarding the content and statistics of the report

8. Link: http://www.cnnic.cn/index/0E/manual/102/index.htm

About the Report

Based on CNNIC’s data and experiences accumulated from its surveys, taken CNNIC’s
scientific survey methodologies and strict quality control, CNNIC published the Survey

Report on Search Engine Market in China 2006.

Comparing with the report published in September 2005, the new report issued continued
the survey with consistent methodology and survey range. It reserved most important
questions for asking, and added a few hot issues which were newly emerged in 2006,
through which the report can keep up with the development of the market, and totally
comparable to last year’s report as well. Furthermore, CNNIC enlarged the sample
volume to improve the accuracy of the survey. With the significant reference value, the

continuous two survey reports will surely benefit the researches on the changes, users’


http://www.cnnic.cn/index/0E/manual/102/index.htm

flows and development directions of China’s search engine market.
Besides, the publication of the Survey Report on Search Engine Market in China 2007 is

scheduled in the same period next year. CNNIC will continuously provide comparable

survey reports to the people of the search engine industry.

Price Table for English Version

Selling Type Year Price (in RMB)
Main Report 2006 45,000
Bundled 2005 and 2006 63,000
Bundle and
2006 and 2007 (scheduled) 81,000
Booking
Bundle and 2005, 2006 and 2007
99,000
Booking (scheduled)
Note:

1. The reports are all electronic versions in PDF format

2. Pay 5000 Yuan RMB for Chinese versions

Consultation and Payment

1. Consultation
Contact person: Mr. Hong Tao
Telephone: 86-10-58813181

Fax: 86-10-58812666-124

Email: hongtao@cnnic.cn

Link: http://www.cnnic.cn/index/0E/manual/102/index.htm

2. Payment Method
Beneficiary: Computer Network Information Center, Chinese Academy of Sciences

Account Number: 0200049609200016431
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http://www.cnnic.cn/index/0E/manual/102/index.htm

Bank of : Industrial and Commercial Bank of China, Haidian Branch
Address: 4, South 4™ Street, Zhongguancun, Beijing 100080, China

P.O.Box: Beijing 349 branch 6, China Internet Network Information Center (CNNIC)

Methodology

In consider of good randomicity and accuracy of telephone interviews, we choose
telephone as the sole approach to collect samples, and carried out the survey from August
11 to 27, 2006.

The interview targets of the survey are the citizens of Beijing, Shanghai and
Guangzhou. The telephone numbers were randomly generated, while limited by local
exchange numbers. We drew numbers of home/dormitory phones and personal access
phones to carry out interviews. Interviewees are people who had ever used search
engines and had been accessing the Internet in recent 6 months. We collected 1500
samples in each city, the total sample volume is 4500. In the confidence degree of 95%,
with the design effect of 1.8, the max absolute error allowable of the main market share is
less than 2%.

Survey methods:

I Generate telephone numbers: Using all local exchange numbers as the first four
digits of the telephone number, then randomly generate the rest digits.

I Carry out interviews: Dial the randomly listed numbers one by one, looking for
qualified samples.

I Besides strictly control telephone numbers, we also adopted the following methods to
guarantee the randomicity and accuracy in collecting the samples: 1) during working
days, the interview starts after 18:00 to make office workers feel appropriate, while
last the whole day during weekends; 2) for busy numbers, the interviewers dial at
least three times to reduce its influence to the randomicity; 3) the interviewers are
prohibited to give any hints to the questions of which the options are unnecessary to
be read, and they shall ask until getting a proper answer to avoid the interview being

affected by personal viewpoint of the interviewers.



I Data collected were pretreated after each telephone interview. We checked the
values of and logical relations between the variables, and delete all disqualified

samples.
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A Brief Introduction of CNNIC

General Information:

China Internet Network Information Center (CNNIC), the state network information center of
China, was founded as a non-profit organization on Jun. 3rd 1997.

CNNIC takes orders from the Ministry of Information Industry (MIl) to conduct daily
business, while it was administratively operated by Chinese Academy of Sciences (CAS).
Computer Network Information Center of Chinese Academy of Sciences takes the responsibility
of running and administrating CNNIC. CNNIC Steering Committee, a working group composed
of well-known experts and commercial representatives in domestic Internet community supervises

and eval uates the structure, operation and administration of CNNIC.

M ain Business:

1. Domain Name Registry Service
In light of the authorization of the governmental authorities, CNNIC takes the responsibility of
China’s domain name registry to operate and administrate “.CN” country code top level domain

(ccTLD) and Chinese Domain Name (CDN) system.

2. IPAddress and Autonomous System Number (AS Number) Allocation Service
As a National Internet Registry (NIR) of Asia-Pacific Network Information Center (APNIC),
CNNIC initiated the IP Allocation Alliance, providing IP address and AS Number application

services to domestic | SPs and users.

3. Catalogue Database Service
CNNIC is responsible for setting up and maintain the state top level network catalogue database,
providing information search services of Internet user, web address, domain name, AS number and

SO on.



4. Technical Researches on Internet Addressing
For the sake of keeping pace with the global development of the Internet addressing, CNNIC
carries out relevant technical researches and takes on technical projects of the state based on its

administrative and working experiences on traditional network technologies.

5. Internet Survey and Reevant Information Services

Since the forming of CNNIC, it has actively carried out series of statistical surveys on the Internet
information resources for public welfare. The authority and objectivity of CNNIC’s statistical
survey reports were wildly recognized by domestic and international communities. Some of
indexes were brought into the National Informatization Quotient (N1Q). Furthermore, CNNIC also
provides the Internet technical query services, CNNIC certification trainings and issue website

pageview certifications to the society.

6. International Liaison and Policy Research
Asthe national network information center (NIC), CNNIC maintains cooperative relationship with

many International Internet Communities, working closely with NICs of other countries.

7. Secretariat of the Internet Policy and Resource Committee, Internet Society of China (1SC)

The aim of the committee is to stand on a forward position of the Internet development; actively
participate in the research work on the domestic Internet devel opment and administration policies;
provide policy and legislation oriented suggestions to promote the healthy growth of China’s
Internet; facilitate the development and application of Internet resources and relevant technol ogies,
discuss on application and administration pattern of these Internet resources; perfect the survey of
information resources on the Internet and relevant information services; unite with domestic
Internet communities and carry out international communication and cooperation regarding

Internet addressing technol ogies and administration policies.



