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IMPORTANT: If you are in any doubt about the contents of this prospectus, you should obtain independent professional advice.
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Hong Kong Exchanges and Clearing Limited, The Stock Exchange of Hong Kong Limited and Hong Kong Securities Clearing
Company Limited take no responsibility for the contents of this prospectus, make no representation as to the accuracy or
completeness and expressly disclaim any liability whatsoever for any loss howsoever arising from or in reliance upon the whole or
any part of the contents of this prospectus.

A copy of this prospectus, having attached thereto the documents specified in “Appendix V — Documents Delivered to the Registrar
of Companies and Available for Inspection”, has been registered by the Registrar of Companies in Hong Kong as required by Section
342C of the Companies (Winding Up and Miscellaneous Provisions) Ordinance. The Securities and Futures Commission and the
Registrar of Companies in Hong Kong take no responsibility for the contents of this prospectus or any other documents referred to
above.

See “Risk Factors” for a discussion of certain risks that you should consider before investing in the Shares. Before making
an investment decision, prospective investors should consider carefully all information set out in this prospectus.

The Offer Price is expected to be fixed by agreement between the Sole Global Coordinator (for itself and on behalf of the
Underwriters) and us on the Price Determination Date. The Price Determination Date is expected to be on or about Wednesday, 7
January 2015 and, in any event not later than Tuesday, 13 January 2015. The Offer Price will not be more than HK$7.02 per Offer
Share and is currently expected to be not less than HK$5.85 per Offer Share, unless otherwise announced. Applicants for Hong Kong
Offer Shares are required to pay, upon application, the maximum Offer Price of HK$7.02 for each Hong Kong Offer Share together
with a brokerage fee of 1%, a SFC transaction levy of 0.0027% and a Stock Exchange trading fee of 0.005%, subject to refund if
the Offer Price as finally determined is less than HK$7.02 per Offer Share. If, for any reason, the Offer Price is not agreed by
Tuesday, 13 January 2015 between the Sole Global Coordinator (for itself and on behalf of the Underwriters) and us, the Global
Offering will not proceed and will lapse.

The obligations of the Hong Kong Underwriter under the Hong Kong Underwriting Agreement are subject to termination by the Sole
Global Coordinator (for itself and on behalf of the Underwriters) if certain grounds arise prior to 8:00 a.m. on the Listing Date. Such
grounds are set out in the section headed “Underwriting” in this prospectus. It is important that you refer to that section for further
details.

The Offer Shares have not been and will not be registered under the U.S. Securities Act and may not be offered or sold,
pledged or transferred within the United States, except in transactions exempt from, or not subject to, the registration
requirements of the U.S. Securities Act. The Offer Shares are being offered and sold outside the United States in offshore
transactions in reliance on Regulation S under the U.S. Securities Act.
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EXPECTED TIMETABLE

We will issue an announcement in Hong Kong to be published in South China Morning
Post (in English), Hong Kong Economic Times (in Chinese), the website of our Company at
www.asiaray.com and the website of the Stock Exchange at www.hkexnews.hk if there is any

change in the following expected timetable of the Hong Kong Public Offering.

Latest time to complete electronic applications under
White Form eIPO service through the designated
website www.eipo.com.hk® .. ... ... ... ... 11:30 a.m. on Wednesday, 7 January 2015

Application lists open™® ... ... ... .. .. .. .... 11:45 a.m. on Wednesday, 7 January 2015

Latest time to lodge WHITE and YELLOW
Applications Forms and give electronic application
instructions to HKSCC™ .. .. ... .. ....... 12:00 noon on Wednesday, 7 January 2015

Latest time to complete payment of White Form eIPO
applications by effecting internet banking transfer(s)

or PPS payment transfer(s). ............... 12:00 noon on Wednesday, 7 January 2015
Application lists close® .. ................. 12:00 noon on Wednesday, 7 January 2015
Expected Price Determination Date® .. ... ................ Wednesday, 7 January 2015

(1) Announcement of the Offer Price, the level of
indications of interest in the International Placing,
the level of applications in the Hong Kong Public Offering
and the basis of allocation of the Hong Kong Offer Shares
to be published in South China Morning Post (in English)
and Hong Kong Economic Times (in Chinese)
onorbefore........ ... ... ... Wednesday, 14 January 2015

(2) Results of allocations in the Hong Kong Public Offering
(with successful applicants’ identification document numbers,
where appropriate) to be available as described in the section
headed “How to Apply for the Hong Kong Offer Shares
— Publication of Results” of this prospectus.......... Wednesday, 14 January 2015

(3) A full announcement of the Hong Kong Public Offering containing
(1) and (2) above to be published on the website of the
Stock Exchange at www.hkexnews.hk® and our

Company’s website at www.asiaray.com from. ....... Wednesday, 14 January 2015

Results of allocations in the Hong Kong Public Offering
will be available at www.iporesults.com.hk

with a “search by ID” function from ... ................ Wednesday, 14 January 2015

Despatch of Share certificates on or before™ .. ... ... ...... Wednesday, 14 January 2015
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EXPECTED TIMETABLE

Despatch of White Form e-Refund payment instructions and

refund cheques on or before® ... ..................... Wednesday, 14 January 2015

Dealings in the Shares on the Stock Exchange

Notes:

(1

()

3)

)

(&)

(6)

@)

(3)

©)

tO COMMENCE OM &« vttt et e e e e e e e e e e e e e e e Thursday, 15 January 2015

All dates and times refer to Hong Kong local dates and times, unless otherwise stated. Details of the structure
of the Global Offering, including its conditions, are set out in the section headed “Structure of the Global
Offering” of this prospectus.

You will not be permitted to submit your application through the White Form eIPO Service through the
designated website at www.eipo.com.hk after 11:30 a.m. on the last day for submitting applications. If you
have already submitted your application and obtained a payment reference number from the designated website
prior to 11:30 a.m. on the last day for submitting applications, you will be permitted to continue the application
process (by completing payment of application monies) until 12:00 noon on the last day for submitting
applications, when the application lists close.

If there is a “black” rainstorm warning or a tropical cyclone warning signal numbered eight or above in force
in Hong Kong at any time between 9:00 a.m. and 12:00 noon on Wednesday, 7 January 2015, the application
lists will not open and close on that day. Further information is set out in the section headed “How to Apply
for the Hong Kong Offer Shares — Effect of Bad Weather on the Opening of the Application Lists” of this
prospectus. If the application lists do not open and close on Wednesday, 7 January 2015, the dates mentioned
in this section may be affected. An announcement will be made by us in such event.

Applicants who apply for Hong Kong Offer Shares by giving electronic application instructions to HKSCC
should refer to the section headed “How to Apply for the Hong Kong Offer Shares — Applying by Giving
Electronic Application Instructions to HKSCC via CCASS” of this prospectus.

We expect to determine the Offer Price by agreement with the Sole Global Coordinator (for itself on behalf
of the Underwriters) on the Price Determination Date. The Price Determination Date is expected to be on or
around Wednesday, 7 January 2015 and, in any event, no later than Tuesday, 13 January 2015. If, for any
reason, the Offer Price is not agreed between the Sole Global Coordinator (for itself on behalf of the
Underwriters) and us by Tuesday, 13 January 2015, the Global Offering (including the Hong Kong Public
Offering) will not proceed and will lapse.

The announcement will be available for viewing on the “IPO Allotment Results” page on the Stock Exchange’s
website at www.hkexnews.hk.

Share certificates for the Hong Kong Offer Shares are expected to be issued on or before Wednesday, 14
January 2015 but will only become valid certificates of title if: (i) the Global Offering has become
unconditional in all respects; and (ii) neither of the Underwriting Agreements has been terminated in
accordance with their respective terms at any time prior to 8:00 a.m. on the Listing Date, which is expected
to be Thursday, 15 January 2015. Investors who trade Shares on the basis of publicly available allocation
details or prior to the receipt of Share certificates or prior to the Share certificates becoming valid certificates
of title do so entirely at their own risk. If the Global Offering does not become unconditional or any of the
Underwriting Agreements are terminated in accordance with their respective terms, we will make an
announcement as soon as possible.

e-Refund payment instructions/refund cheques will be issued in respect of wholly or partially unsuccessful
applications, and in respect of wholly or partially successful applications if the final Offer Price is less than

the price payable on application.

None of the websites referred to above or any of the information contained on these websites forms part of this
prospectus.

For details of the Global Offering, including its conditions, and the procedures for

applications for Hong Kong Offer Shares, see the sections headed “Structure of the Global

Offering” and “How to Apply for the Hong Kong Offer Shares” of this prospectus, respectively.
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SUMMARY AND HIGHLIGHTS

OVERVIEW

We are a leading out-of-home media company with a strategic focus on airport and metro
line advertising. For Greater China in 2013, we were ranked first among privately-owned
media companies in terms of revenue from, and number of, airports with exclusive concession
rights to mainstream media resources, and ranked third among privately-owned media
companies both in terms of revenue from, and number of, metro lines with exclusive rights to
mainstream media resources, according to the Frost & Sullivan Report. For Greater China in
2013, we were ranked fourth among all media companies both in terms of all advertising
revenue from airports and in terms of all advertising revenue from metro lines, according to the
Frost & Sullivan Report. In the same year, we were ranked third in terms of number of airports
where we had advertising operations and fifth in terms of number of metro lines where we had
advertising operations, according to the Frost & Sullivan Report. We are also one of the two
out-of-home media companies operating in the metro lines segment in Hong Kong. We have
media resources in 33 cities located throughout Greater China. As at the Latest Practicable
Date, our media resources included: (i) 25 airports where we had exclusive concession rights
to mainstream media resources; (ii) one airport where we had non-exclusive concession rights
to mainstream media resources; (iii) 10 metro lines where we had exclusive rights to

mainstream media resources; and (iv) 360 billboards in Greater China.

We view ourselves as the managers of the space with which media resources owners have
entrusted to us, and aim to deliver integrated, creative out-of-home media solutions to
advertiser customers. We derive revenue principally by selling advertising spaces, as well as
providing design or other creative services to our advertiser customers for specific projects. We
outsource a significant portion of the production and printing of advertisements displayed on
our media resources in order to meet tight production lead times in a cost-effective manner as

we have limited production facilities.

We operate in the out-of-home advertising industry in China and Hong Kong. Out-of-
home advertising includes billboards, light box displays, neon signs and LED displays, as well
as various forms of advertising spaces and media in airports, metro lines and other
transportation. The out-of-home advertising market in China and Hong Kong were valued at
US$12.7 billion and US$356.8 million, respectively, in 2013, according to the Frost & Sullivan
Report.



SUMMARY AND HIGHLIGHTS

Our Media Resources

The tables below set forth a summary of our media resources as at the Latest Practicable

Date:

Airports

As at the Latest Practicable Date, we had exclusive concession rights to mainstream
media resources at 25 airports and non-exclusive concession rights to mainstream media
resources at one airport in China. The table below sets forth our exclusive airport media

resources as at the Latest Practicable Date.

Most Recent

Original Renewal/
Business Commencement Supplemental
Location Model™” Term® Date Contract Date Expiry Date
Yunnan Province . . JV (51%)
Kunming . . . . .. 7 years (with 7 year June 2012 - June 2019
conditional renewal
option)
Dali ... ..... 7 years (with 2 year October 2008 January 2014 December 2020
conditional renewal
option)
Mangshi . . . . .. 5 years (with 5 year October 2008 January 2014 December 2018
conditional renewal
option)
Baoshan . . . . .. 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Simao (Pu’er) . . . 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Zhaotong . . . . . . 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Lincang. . . . . .. 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Lijiang . . . . . .. 7 years October 2008 January 2016 December 2022
Tengchong . . . . . 5 years February 2009 February 2014 February 2019
Diging (Deqen 7 years (with 7 year July 2009 January 2014 December 2020
Tibetan conditional renewal
Autonomous option)
Prefecture). . . .
Xishuangbanna 5 years November 2012 - November 2017
(Xishuangbanna
Dai Autonomous
Prefecture) .
Hangzhou. . . . . . . Direct 5 years (with 3 year March 2010 - February 2015
conditional renewal
option)
Zhengzhou . . . . . . IV (51%) 9 years & 5 months July 2007 - December 2016
Haikou . . . ... .. Direct 10 years January 2008 - December 2017
Urumgi . . . . . ... Direct 4 years December 2010 January 2015% December 2018
Yichang. . . . . . .. Direct 10 years January 2009 - January 2019
Shenzhen® . . . . .. IV (49%) 10 years November 2013 - November 2023
Fujian Province . . . JV (30%)®
Xiamen. . . . . . . 15 years January 2010 - January 2025
Fuzhou . . . .. .. 15 years January 2010 - January 2025
Longyan . . . . .. 15 years January 2010 - January 2025
Wuyishan . . . .. 1 year November 2013 - October 2014
Guangxi Zhuang IV (40%)
Autonomous
Region . . . . . ..
Nanning . . . . .. 8 years (with 8 year July 2012 - June 2020
conditional renewal
option)
Guilin. . . . .. .. 8 years (with 8 year July 2012 - June 2020
conditional renewal
option)
Liuzhou . ... .. 8 years (with 8 year July 2012 - June 2020
conditional renewal
option)
Beihai . . ... .. 8 years (with 8 year July 2012 - June 2020

conditional renewal
option)



SUMMARY AND HIGHLIGHTS
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For our JV business model, our joint venture entered into concession rights contracts with the media
resources owner or concession rights owner. For our direct business model, we entered directly into the
concession rights contracts with the media resources owner.

Refers to the term of the concession rights for the media resources. We expect that we will be able to
satisfy the conditions for renewal of our concession rights.

Prior to the formation of Shenzhen Airport Asiaray in September 2013, we had non-exclusive concession
rights to airport media resources in Shenzhen.

We used to hold 49% but currently hold 30% of Fujian Zhaoxiang Asiaray. Per the terms of a
supplemental agreement dated 3 June 2014 between Shanghai Asiaray and our joint venture partner,
Xiamen Iport Group Co., Ltd. (EMMZELEARAH]) (“Xiamen Iport”), a formal equity transfer
agreement dated 20 October 2014 and a supplemental agreement dated 21 October 2014 in relation to
the above equity transfer, Shanghai Asiaray has transferred 19.0% of its equity interest in Fujian
Zhaoxiang Asiaray to Xiamen Iport for a consideration of approximately RMB10.9 million and
Shanghai Asiaray is entitled to 49% of the retained earnings of Fujian Zhaoxiang Asiaray as at 30 June
2014 which was declared as dividends. After the completion of the transfer, Xiamen Iport’s interest has
increased to 70.0%. Approximately RMB15.2 million which represented the retained earnings as at 30
June 2014 and was declared as dividends to Shanghai Asiaray will be loaned to Fujian Zhaoxiang
Asiaray through entrusted loan arrangement with commercial bank(s) for funding its business
expansion. This loan is interest-free and unsecured, and has a term of six years. Pursuant to the equit
transfer, the joint venture was also renamed Fujian Zhaoxiang Advertising Company Limited (?EEJE
ME S A R/AT]) and we recorded a gain of approximately HK$1.8 million from the above equity
transfer.

The concession rights contract will be automatically renewed upon the expiry date on 31 December
2014.

As at the Latest Practicable Date, we had received a confirmation letter from the media resources owner
of the Wuyishan Airport, confirming that we could continue to operate the media resources in Wuyishan
Airport under the original concession rights agreement upon its expiry from November 2014 until the
new concession rights agreement becomes effective. We are currently negotiating with the media
resources owner of the Wuyishan Airport and expect to successfully renew the concession rights
agreement.

The table below sets forth our non-exclusive airport media resources as at the Latest

Practicable Date.

Most Recent

Original Renewal/
Business Commencement Supplemental
City Model™” Term Date Contract Date Expiry Date
Xi'an . . ... ... Direct 3 years November 2003 January 2013 December 2015
(1)  We entered directly into the concession rights contracts with the media resources owner.

Metro Lines

As at the Latest Practicable Date, we had exclusive rights to mainstream media resources

at four metro lines in Hong Kong, two metro lines in Shenzhen, one metro line in Ningbo, two

metro lines in Wuxi and one metro line in Zhengzhou. The table below sets forth our metro line

media resources in Greater China as at the Latest Practicable Date.

Most Recent

Original Renewal/
Business Commencement Supplemental

City/Metro Lines Model™ Term Date Contract Date Expiry Date
Hong Kong (MTR Direct 2 years January 2008 January 2014 December 2015

East Rail Line,

MTR West Rail

Line, MTR Ma On

Shan Rail Line and

MTR Light Rail). .
Shenzhen Direct 7 years & 2 months October 2010 - December 2017

(Metro Line No. 3).

(with 3 year

automatic renewal

option)



SUMMARY AND HIGHLIGHTS

Most Recent

Original Renewal/
Business Commencement Supplemental

City/Metro Lines Model™” Term Date Contract Date Expiry Date

Shenzhen Direct 3 years July 2010 June 2014 June 2017
(Metro Line No.

Y

Ningbo (Metro Line  Direct 10 years May 2014 - April 2024
No. 1) .......

Wuxi (Metro Lines v 8 years July 2014 and - June 2022 and
No. 1 and No. January 2015 January 2023
2)(2) .......

Zhengzhou® . . . . . v Approximately In or about - December 2025

10 years January 2015

(1)  We entered directly into the contracts with the media resources owner. For our JV business model, our
joint venture entered into concession rights contracts with the media resources owner or concession
rights owner. For our direct business model, we entered directly into the concession rights contracts with
the media resources owner.

(2)  Our operation of Wuxi (Metro Line No. 1) commenced in July 2014 and our operation in Wuxi (Metro
Line No. 2) is expected to commence in January 2015. The joint venture agreement between Shanghai
Asiaray Advertising Media and Wuxi Metro Advertising Media Company Limited will expire in
February 2034.

(3) Henan Daily Newspaper Group ([# H¥t#k3£4EH) obtained the exclusive concession rights to the
media resources in the metro line in Zhengzhou from Zhengzhou Railway Transport Co., Ltd. (EJN 7
A3 A PRy A]) in 2013 for 12 years and subsequently entered into a cooperation agreement with our
Group on 13 February 2014. We expect to form a joint venture with an operating period of 20 years with
Henan Daily Newspaper Group in January 2015. In accordance with the clauses of the cooperation
agreement, upon the establishment of the joint venture, Henan Daily Newspaper Group will sign a
licence agreement with the joint venture, in which Henan Daily Newspaper Group will release and
transfer the concession rights to the media resources in the metro line in Zhengzhou to the joint venture.
The licence agreement will terminate in December 2025 upon the expiry of the original concession
rights agreement entered into between Henan Daily Newspaper Group and Zhengzhou Railway
Transport Co., Ltd.. The term of the licence agreement will be extended in the event that the original
concession rights agreement is renewed upon its expiry.

Billboards and Building Solutions

As at the Latest Practicable Date, we had exclusive concession rights to 360 billboards.
The table below sets forth our billboards as at the Latest Practicable Date.

Number of

City Billboards Term Expiry Date”
Hong Kong. . ... ...... 298 2 months to 5 December 2014 to

years October 2017
Shanghai .. .......... 54 1 to 30 years October 2014 to

January 2030

Guangzhou. .......... 1 9 years December 2020
Chengdu. . ........... 2 1 year and 9 August 2016

months
Qingdao. . ........... 5 1 year January 2015

(1)  Expiry date accounts for renewal options which have already been exercised under the relevant contract.
We began providing building solutions in 2012. We had one and two building solutions

in the year ended 31 December 2012 and 2013, respectively. From 2012 to the Latest
Practicable Date, we had completed a total of six building solutions.

See “Business — Our Media Resources.”
See “Financial Information — Capital and Operating Lease Commitments — Operating
Lease Commitments” for further information about the fluctuation of our operating lease

commitments over the Track Record Period.
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SUMMARY AND HIGHLIGHTS

Our Suppliers

Our suppliers are primarily the media resources owners, or the airport or metro line,
which provide us with our media resources. Concession fees paid for media resources
accounted for 85.4%, 84.0%, 82.7% and 87.3% of our cost of revenue, respectively, in the years
ended 31 December 2011, 2012 and 2013 and the six months ended 30 June 2014.

Our Customers

Our customers include international and domestic brand owners in a wide variety of
industries, such as automotive, retail, fashion, food and beverage and real estate, as well as
third-party advertising agencies. We have strong, established relationships with many major
brand owners and advertising agents in China and Hong Kong. Our central marketing team,
supported by our nationwide sales network, maintains and develops our relationships with
existing and new advertiser customers. See “Business — Marketing and Sales” and “Business
— Customers.”

We formulate and adjust our pricing policy for our media resources in accordance with
industry information and market trends, accounting for factors such as the perceived
effectiveness and attractiveness of our network, amount of available advertising space, number
and scale of airports and metro lines in our network, the level of demand for advertising spaces,
our concession fees paid and the pricing of our competitors. See “Business — Our Operations
— Pricing Strategy.”

COMPETITIVE STRENGTHS

We believe that the following key strengths distinguish us from our competitors and
contribute to our ability to compete effectively. These include our:

. exclusive, long-term concession rights to our media resources;
. position as a market leader with an extensive nationwide network of media
resources;

. well-developed space management approach, which enables us to create value for
our advertiser customers and media resources owners;

. well-known and diverse advertiser customer base; and

. visionary management team with extensive industry knowledge and collaborative
connections.

BUSINESS STRATEGIES

We plan to implement the following strategies to grow our business and maximise
profitability and value for our shareholders. These include our plans to:

. maximise the profitability of our existing media resources;
. increase and enhance our media resources, especially in airports and metro lines;
. focus on adding value to our tailor-made media solutions by utilising our space

management approach; and

. further improve our management system and sales network.

_5_



SUMMARY AND HIGHLIGHTS

KEY FINANCIAL AND OPERATIONAL DATA

Combined Statements of Comprehensive Income

Six months

ended
Year ended 31 December 30 June
2011 2012 2013 2014
(HK$ thousands)
Revenue . . .. ................. 717,536 953,095 1,211,309 612,093
Costofrevenue . .. ............. (618,461) (729,169) (846,764) (390,930)
Gross profit . . ................ 99,075 223,926 364,545 221,163
(Loss)/profit before income tax . . . . (3,600) 97,250 204,620 114,311
Income tax expense. ............ (9,803) (25,448) (37,817) (22,760)
(Loss)/profit for the year/period. . . . (13,403)M 71,802 166,803 91,551
(Loss)/profit for the year/period
attributable to:
Owners of the Company. . ....... (18,051) 59,625 129,261 61,423
Non-controlling interests . ....... 4,648 12,177 37,542 30,128

()

Our net losses for the year ended 31 December 2011 were primarily attributable to (i) ramp-up of our
operations in the Shenzhen Metro Line No. 4; and (ii) calculation of concession fees on a straight-line
basis for all of our media resources. We commenced operations for the Shenzhen Metro Line No. 4 in
July 2010, which were still ramping-up during the year ended 31 December 2011, and therefore recorded
an operating loss. Typically, our concession fees payable escalate year by year over the term of the
contract. However, as a result of the straight-line basis calculation, our concession fees will exceed the
actual amount paid during the early part of the contract term. During the year ended 31 December 2011,
a large number of our concession rights contracts were in the early part of their contract term and
ramp-up phase of operations, as a result of which these operations generated less revenue. As a result
of the foregoing, we incurred net losses for the year ended 31 December 2011.

For our newer operations in the four metro lines in Ningbo, Wuxi and Zhengzhou, we may incur initial
losses during the ramp-up phase and due to the straight-line basis calculation of concession fees.
However, an increasing number of our Group’s airports and metro lines are reaching the stable growth
and scale-up phases of operation or are entering the latter part of term of their concession rights
contracts where the actual amount of concession fees paid will exceed the concession fees recognised
on a straight-line basis. This is expected to offset the losses of our newer operations, including those
in the metro lines in Ningbo, Wuxi and Zhengzhou.

Combined Balance Sheets

As at
As at 31 December 30 June
2011 2012 2013 2014
(HKS$ thousands)

Current assets . ... ............. 350,365 442,999 637,216 799,029
Current liabilities . . . ... ... ...... 475,460 557,986 628,972 663,129
Net current (liabilities)/assets(” ..... (125,095) (114,987) 8,244 135,900
Netassets . .. ................. 9,758 40,071 207,364 286,197
Total assets . .. ................ 497,872 627,069 856,413 982,282

_6—



SUMMARY AND HIGHLIGHTS
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We had net current liabilities as at 31 December 2011 and 2012, primarily attributable to the accrued
concession fees included in trade and other payables. Our concession fees comprised a minimum guarantee
amount that is charged to profit or loss on a straight-line basis over the terms of the relevant concession rights
agreements. As a result, the concession fees charged to profit or loss usually remain relatively stable over the
terms of the concession agreements. As a majority of our concession rights agreements were still in the early
part of their respective terms during the Track Record Period, we accrued concession fees of approximately
HK$238.7 million, HK$214.8 million, HK$199.9 million and HK$219.1 million as at 31 December 2011, 2012
and 2013 and 30 June 2014, respectively. These accrued concession fees will be gradually reversed in the latter
part of the concession agreement terms. Had we excluded the above accrued concession fees, we would have
net current assets of approximately HK$113.6 million, HK$99.8 million, HK$208.1 million and HK$355.0
million as at 31 December 2011, 2012 and 2013 and 30 June 2014, respectively. See “Financial Information
— Liquidity and Capital Resources — Working Capital — Net Current Assets and Current Liabilities Overview.”

Combined Statements of Cash Flows

Six months

ended
Year ended 31 December 30 June
2011 2012 2013 2014
(HKS$ thousands)
Net cash generated from/(used in)
operating activities . . .......... 80,681 94,765 139,657 (11,105)
Net cash used in investing activities . . (46,184) (60,194) (159,613) (3,562)
Net cash generated from/(used in)
financing activities . ........... 25,696 (34,951) 51,714 17,807
Net increase/(decrease) in cash and
cash equivalents . . ............ 60,193 (380) 31,758 3,140
Cash and cash equivalents at
beginning of the year/period. . . ... 97,338 164,190 164,099 200,548
Exchange gains/(losses) on cash and
cash equivalents . . ............ 6,659 289 4,691 (1,688)
Cash and cash equivalents at end of
the year/period . ... ........... 164,190 164,099 200,548 202,000

The table below sets forth a breakdown of our revenue by segments for the periods

indicated.
Six months
ended
Year ended 31 December 30 June
2011 2012 2013 2014
(HK$ thousands)
Exclusive Airports
Yunnan” . ... 63,154 140,792 267,150 133,887
Hangzhou. .. ................ 82,158 103,076 133,606 74,512
Zhengzhou . ................. 66,069 86,479 104,618 57,543
Haikou. . . .................. 65,933 78,845 90,846 46,501
Urumgi . .o ovoe e 10,356 21,522 29,080 16,735
Yichang . ... ................ 2,897 4,035 3,819 2,231
Non-exclusive Airports
Shenzhen®® . ... ... ... 81,459 86,433 71,738 -
Beijing. . ... ... ... L 34,293 33,661 30,220 4,742
Chengdu® ... ............... 8,477 7,869 2,293 -
Xi’an. .. ... 3,524 3,277 5,400 2,196
Airports™® . ... ... ... ... ... ... 418,320 565,989 738,770 338,347




SUMMARY AND HIGHLIGHTS

Six months

ended
Year ended 31 December 30 June
2011 2012 2013 2014
(HK$ thousands)
Metro Lines
Hong Kong Metro Lines®™® . ... ... 113,624 142,639 172,724 82,109
Shenzhen Metro Line No. 3 ... ... 18,439 39,071 67,225 34,033
Shenzhen Metro Line No. 4 . ... .. 11,225 21,341 35,318 16,098
Ningbo Metro
Line No. 1 ................ - - - 6,291
Wuxi Metro
Lines No. 1 and No. 2 . . ... ... - - - 2,999
Metro Lines . . .. .............. 143,288 203,051 275,267 141,530
Billboards and Building Solutions . . 129,557 140,393 155,534 78,757
Others . . .................... 26,371 43,662 41,738 53,459
Total ... ... ... ... ... ... ... .. 717,536 953,095 1,211,309 612,093

(1) Yunnan includes the 11 airports in Yunnan Province operated by Yunnan Airport Asiaray.

(2)  Prior to November 2013, we had non-exclusive concession rights to unipole signs in Shenzhen Bao’an
International Airport. After the establishment of Shenzhen Airport Asiaray in September 2013, we
obtained exclusive concession rights to media resources at Shenzhen Bao’an International Airport. The
profit or loss from Shenzhen Airport Asiaray is accounted for using the equity method. See “Financial
Information — Description of Selected Components of Our Statements of Comprehensive Income —
Share of Profit of Investments in Associates.”

(3)  We terminated the contract early for media resources in Chengdu. As at the Latest Practicable Date, we
did not have any airport media resources in Chengdu.

(4)  This excludes four airports operated by Fujian Zhaoxiang Asiaray and four airports operated by Guangxi
Top Source and one airport operated by Shenzhen Airport Asiaray after November 2013. See “Financial
Information — Description of Selected Components of Our Statements of Comprehensive Income —
Share of Profit of Investments in Associates.” The following table sets forth the revenues of: (i) Fujian
Zhaoxiang Asiaray; (ii) Guangxi Top Source; and (iii) Shenzhen Airport Asiaray for the periods
indicated.

Six months
ended
Year ended 31 December 30 June
2011 2012 2013 2014
(HK$ thousands)
Fujian. . . ... ... ....... 94,034 118,742 139,483 102,964
Guangxi. . . .. ... .. ..... - 8,260 24,320 13,163
Shenzhen™ . . . . ... ... ... - - 15,277 169,122
Total . . ... ... ........ 94,034 127,002 179,080 285,249
(a) See footnote 2 above.

5) Hong Kong Metro Lines include MTR East Rail Line, MTR West Rail Line, MTR Ma On Shan Rail Line

and MTR Light Rail.
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SUMMARY AND HIGHLIGHTS

RISK FACTORS

There are risks associated with any investment. Some of the particular risks with respect
to our business, results of operations, financial condition and prospects, as well as risks in
investing in our Shares, are set out in the section headed “Risk Factors” of this prospectus. You
should read this entire section and the prospectus before you decide to invest in the Offer

Shares.

Our business, results of operations, financial condition and prospects may depend on our
retaining, developing and increasing the media resources in our network. If we are unable to
retain our existing concession rights or obtain new concession rights for media resources, we
may be unable to maintain or expand our operations. If we are unable to maintain exclusivity
over our media resources, we may be unable to maintain our competitive advantage in terms
of price determination and amount of media resources. In particular, the exclusive concession
rights for media resources in one airport and the exclusive rights for media resources at four
metro lines will expire before 31 December 2015. These media resources accounted for
approximately HK$306.3 million, or approximately 25.3% of our revenue for the year ended
31 December 2013.

Our operations in China are subject to certain regulatory requirements. For example, if we
or our media resources owners do not obtain the registration certificates, placement permits or
other licences required by applicable PRC regulations or laws, we may be subject to
administrative sanctions, including discontinuation of our advertisements, loss of media

resources or monetary penalties.

Advertiser customers may decide not to use our services, products or resources if they
believe that our media solutions are not effective, or that consumers are not receptive to
advertisements displayed on our media resources. Therefore, if advertiser customers or
consumers do not accept, or lose interest in, airport and metro line advertising, which are the
focus of our business operations, our business, results of operations, financial condition and

prospects may be materially and adversely affected.

OUR SHAREHOLDERS

Immediately prior to the Reorganisation, our Company was 100% directly held by Media
Cornerstone. Upon completion of the Global Offering and assuming no exercise of the
Over-allotment Option and the Offer Price is fixed at the mid-point of the Offer Price range,
our Company will be 55% held by Media Cornerstone, 20% held by Space Management and
25% held by the public. Mr. Lam, Space Management, Media Cornerstone and Shalom Family
Holding will be regarded as our Controlling Shareholders under the Listing Rules after the
Global Offering.



SUMMARY AND HIGHLIGHTS

NON-COMPLIANCE INCIDENTS

We are required to obtain licences and approvals for our operations in the PRC and Hong
Kong. Our Directors confirm that, as at the Latest Practicable Date, the Company had obtained
all material licenses and permits required to operate its business in the PRC and Hong Kong.
However, we had not obtained certain of the required approvals for our operations in the PRC
during the Track Record Period. The following sets forth our Group’s incidents of non-
compliance in our PRC operations during the Track Record Period:

PRC
. failure to renew placement permits for setting up outdoor media resources in
Shanghai and Guangzhou, involving 12, 12, 16, 12 media resources, for the years
ended 31 December 2011, 2012 and 2013 and the six months ended 30 June 2014;
. lack of placement permits for some of the outdoor advertisements which we have

obtained concession rights from their media resources owners, involving 270, 259,
248, 248 media resources, for the years ended 31 December 2011, 2012 and 2013
and the six months ended 30 June 2014 respectively, in Hainan, Hubei, Yunnan,

Henan, Shaanxi and Zhejiang Provinces; and

. lack of outdoor advertisement registration certificates for the advertisements in
Yunnan Province, Hangzhou, Zhengzhou, Guangzhou, Yichang, Shanghai and
Haikou, involving 60, 88, 349 and 463 advertisements for the years ended 31
December 2011, 2012 and 2013 and the six months ended 30 June 2014 respectively.

See “Risk Factors — Risks Relating to Our Business and Industry — If we do not obtain
the outdoor advertisement registration certificates required, we may be subject to
administrative sanctions, including discontinuation of our advertisements and financial
penalties”, “Risk Factors — Risks Relating to Our Business and Industry — We may be unable
to retain our media resources if the placement permits are not obtained or renewed by the media
resources owners as required by PRC law” and “Business — Regulatory Compliance” for more

information.
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SUMMARY AND HIGHLIGHTS

Hong Kong

Our subsidiaries incorporated in Hong Kong have on various occasions not complied with
certain statutory requirements under the Predecessor Companies Ordinance, including (i)
failing to provide audited accounts that were made within nine months before the date of the
annual general meetings; and (ii) failing to file required notices with the Registrar of
Companies in Hong Kong upon certain changes to our corporate particulars within the
prescribed timeframe. See “Risk Factors — Risks Related to Our Business — We had certain
compliance irregularities which may lead to enforcement actions being taken” and “Business

— Regulatory Compliance” for more information.

In order to ensure future compliance with applicable laws and regulations in our
operations in the PRC and Hong Kong, we have established and implemented a number of
internal measures. Our Directors believe that such non-compliance incidents would not

materially and adversely affect the operations of our Group.

GLOBAL OFFERING STATISTICS™

Based on an Offer Based on an Offer
Price of HK$5.85 Price of HK$7.02
per share per share
Market Capitalisation of our Shares at Listing® . . . HK$2,574 million HK$3,089 million
Unaudited pro forma adjusted net tangible assets
per Share™®™ HK$1.85 HK$2.13

(1)  All statistics in this table are based on the assumption that the Over-allotment Option is not exercised.

(2)  The calculation of market capitalisation is based on 110,000,000 Shares expected to be issued under the Global
Offering, and assuming that 440,000,000 Shares are issued and outstanding immediately following the
completion of the Global Offering.

(3)  The unaudited pro forma adjusted net tangible assets per Share is calculated after making the adjustments
referred to in “Appendix II — Unaudited Pro Forma Financial Information” to this prospectus and on the basis
that 440,000,000 Shares are issued and outstanding immediately following the completion of the Global
Offering.

(4)  On 6 December 2014, the Board approved to declare and distribute a dividend in the amount of HK$180.18
million (HK$132.13 million and HK$48.05 million to Media Cornerstone and Space Management,
respectively) for the year ended 31 December 2013. Such dividend will be paid upon or before Listing from
the internal resources of the Company. In particular, the unaudited pro forma adjusted net tangible assets per
Share have not taken into account the effect of such dividend. Had the above dividend amounting to a total
of HK$180.18 million been taken into account, the unaudited pro forma adjusted net tangible assets per Share
would have been HK$1.44 (based on an Offer Price of HK$5.85 per Share) and HK$1.72 (based on an Offer
Price of HK$7.02 per Share), respectively.
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SUMMARY AND HIGHLIGHTS

USE OF PROCEEDS

We currently estimate that our Offer Price will not be more than HK$7.02 per Offer Share
and not less than HK$5.85 per Offer Share. Assuming an Offer Price of HK$6.435 per Offer
Share, which represents the mid-point of the indicative Offer Price range, we estimate that the

proceeds receivable by our Company from the Global Offering, after deducting underwriting

fees and commissions and other estimated expenses paid and payable by the Company in the

aggregate amount of HK$71.6 million, will in total be approximately HK$636.3 million.

We intend to use such net proceeds for the following purposes:

. To expand our media resources at airports, including:

approximately HK$220.0 million, or approximately 34.6% of our net proceeds,
for media resources for the new airport terminal at Hangzhou Xiaoshan

International Airport;

approximately HK$48.9 million, or approximately 7.7% of our net proceeds,
for additional investments in Henan Airport Asiaray and additional media
resources in the new terminal planned for Zhengzhou Xinzheng International
Airport;

. To expand our media resources for metro lines, including:

approximately HK$84.0 million, or approximately 13.2% of our net proceeds,
for concession fees for metro line media resources in Wuxi;

approximately HK$50.3 million or approximately 7.9% of our net proceeds,
for additional investments in our joint venture to be formed for our metro line

operations in Zhengzhou;

approximately HK$84.0 million, or approximately 13.2% of our net proceeds,
for concession fees for metro line media resources for Ningbo Metro Line
No. 1;

approximately HK$24.8 million, or approximately 3.9% of our net proceeds,
for concession fees for metro line media resources for Shenzhen Metro Line
No. 4;

. approximately HK$60.4 million, or approximately 9.5% of our net proceeds, for

media resources for our billboards and building solutions; and

. approximately HK$63.6 million, or approximately 10.0% of our net proceeds, to be

used for working capital and other general corporate purposes.
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SUMMARY AND HIGHLIGHTS

The applications of the net proceeds as stated above are only current estimates and are

subject to changes based on prevailing economic, market and business conditions.

The above allocation of the proceeds will be adjusted on a pro rata basis in the event that
the Offer Price is fixed at a higher or lower level compared to the midpoint of the estimated
Offer Price range or the Over-allotment Option is exercised.

In the event that the Offer Price is set at the high end of the proposed Offer Price range,
we estimate that our Company will receive net proceeds of approximately HK$698.2 million,
after deducting underwriting fees and commission and other estimated expenses paid and
payable by our Company in connection with the Global Offering.

In the event that the Offer Price is set at the low end of the proposed Offer Price range,
we estimate that our Company will receive net proceeds of approximately HK$574.3 million,
after deducting underwriting fees and commission and other estimated expenses paid and
payable by our Company in connection with the Global Offering.

In the event the Over-allotment Option is exercised in full, we will receive net proceeds
ranging from approximately HK$667.2 million (assuming an Offer Price of HK$5.85 per
Share, being the low end of the proposed Offer Price range) to HK$809.8 million (assuming
an Offer Price of HK$7.02 per Share, being the high end of the proposed Offer Price range),
after deducting underwriting fees and commission and other estimated expenses paid and
payable by our Company in connection with the Global Offering.

To the extent that the above net proceeds of the Global Offering are not immediately
applied to the above purposes, we intend to deposit the proceeds in interest-bearing accounts
with licensed commercial banks or financial institutions in Hong Kong. We expect to utilise net
proceeds receivable by our Company from the Global Offering to finance the above purposes.
However, to the extent that such net proceeds are unable to fully finance the above purposes,
we will use our internal working capital.

DIVIDENDS AND DIVIDEND POLICY

During the Track Record Period, we declared and paid dividends of HK$55.0 million. On
6 December 2014, the Board approved to declare and distribute a dividend in the amount of
HK$180.18 million (HK$132.13 million and HK$48.05 million to Media Cornerstone and
Space Management, respectively) for the year ended 31 December 2013. Such dividend will be
paid upon or before Listing from the internal resources of the Company.

After completion of the Global Offering, our Shareholders will be entitled to receive
dividends only when declared by, and at the discretion of, our Board of Directors. At the
discretion of our Board, we may declare dividends in the future, depending on our future
results of operations, financial condition, contractual restrictions and other factors which our
Directors deem relevant.
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SUMMARY AND HIGHLIGHTS

LISTING EXPENSES INCURRED AND TO BE INCURRED

Listing expenses (excluding underwriting commissions to the Underwriters and listing
preparation fees to the Sole Global Coordinator, which amount to HK$26.2 million) represent
professional fees incurred in connection with the Listing. Listing expenses to be borne by our
Company are estimated to be approximately HK$45.4 million, of which approximately
HK$10.6 million is directly attributable to the issue of new Shares to the public and to be
accounted for as a deduction from equity, and of which approximately HK$34.8 million has
been or is expected to be reflected in our combined statements of comprehensive income.
Approximately HK$19.9 million of the listing expenses in relation to services already
performed has been reflected in the combined statements of comprehensive income of our
Group for the three financial years of our Company ended 31 December 2011, 2012 and 2013
and the six months ended 30 June 2014, and the remaining amount of approximately HK$14.9
million is expected to be recognised as expenses for the year ending 31 December 2014.

As mentioned above, all underwriting commissions to the Underwriters and listing
preparation fees to the Sole Global Coordinator, estimated to be approximately HK$26.2
million, will be charged to equity during the year ending 31 December 2014, as they are
directly attributable to the offering of the new Shares. The listing expenses above are the latest

practicable estimates and are provided for reference only, and actual amounts may differ.

NO MATERIAL ADVERSE CHANGE

Our Directors have confirmed that there has been no material adverse change in our
financial or trading position since 30 June 2014 (being the date to which our latest combined
financial information was prepared, as set out in the Accountant’s Report in Appendix I to this

prospectus), and up to the date of this prospectus.

DISCLOSURE REQUIRED UNDER THE LISTING RULES

Our Directors confirm that as of the date of this prospectus, they are not aware of any
circumstances that would give rise to a disclosure requirement under Rules 13.13 to 13.19 of
the Listing Rules.
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DEFINITIONS

context otherwise requires.

In this prospectus, the following terms have the following meanings unless the

“AIC”

“Application Form(s)”

“Articles” or “Articles of
Association”

“Asiaray Advertising”

b}

“Asiaray Advertising Media’

“Asiaray Holdings”

“Asiaray Media”

“Asiaray Media Holdings”

“Asiaray Metro”

“Asiaray Outdoor”

“associate”

Administration for Industry and Commerce, which are
the local counterparts of the SAIC

WHITE Applications Form(s), YELLOW Application
Form(s) and GREEN Applications Form(s), individually
or collectively, as the context may require

our articles of association, a summary of which is
contained in Appendix III to this prospectus

Asiaray Advertising Limited, a company incorporated in
Hong Kong with limited liability on 28 September 2004

and an indirect wholly-owned subsidiary of our Company

Asiaray Advertising Media Limited (HEfLAfERE 2 8 A
FR/yF]), a company incorporated in Hong Kong with
limited liability on 5 August 1993 and an indirect
wholly-owned subsidiary of our Company

Asiaray (Holdings) Limited, a company incorporated in
Hong Kong with limited liability on 27 January 1989 and
a company wholly-owned indirectly by Mr. Lam

Asiaray Media Limited, a company incorporated in Hong
Kong with limited liability on 6 March 2002 and an
indirect wholly-owned subsidiary of our Company

Asiaray Media Holdings Limited, a company
incorporated in the British Virgin Islands as a limited
liability company on 20 May 2014 and a wholly-owned
subsidiary of our Company

Asiaray Metro Media Limited, a company incorporated in
Hong Kong with limited liability on 8 October 2010 and
an indirect wholly-owned subsidiary of our Company

Asiaray Outdoor Media Limited, a company incorporated
in Hong Kong with limited liability on 8 October 2007
and an indirect wholly-owned subsidiary of our Company

has the meaning ascribed to it under the Listing Rules
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DEFINITIONS

“associate companies”

“Beijing Asiaray”

“billboard”

s

“Board” or “Board of Directors’
or “our Board”

“BOCI Asia Limited”

“building solution”

“business day”

“CAGR”

“CCASS”

“CCASS Clearing Participant”

“CCASS Custodian Participant”

for the purposes of this prospectus, refers to entities over
which our Group has significant influence but not
control, in which our Group generally has a shareholding
of between 20% and 50% of the voting rights, and
includes Fujian Zhaoxiang Asiaray, Guangxi Top Source
and Shenzhen Airport Asiaray

Beijing Asiaray Advertising Company Limited* (Jt 5 #
fH4EE 5 A FR/2 F]), a company incorporated in the PRC
with limited liability on 9 July 1998 and an indirect
wholly-owned subsidiary of our Company

an advertising board or sticker usually located in a
shopping mall, commercial building or alongside an

expressway

the board of directors of our Company

BOCI Asia Limited, a licensed corporation under the SFO
for Type 1 (dealing in securities) and Type 6 (advising on
corporate finance) regulated activities as defined under
the SFO

a large size outdoor advertisement attached to the exterior
wall or rooftop of a building or other structure, typically
comprised of a sticker and may include LED lighting
elements wrapped around part or all of the exterior fagade

any day (other than a Saturday, Sunday or public holiday)
on which banks in Hong Kong are generally open for
normal banking business

compound annual growth rate

the Central Clearing and Settlement System established
and operated by HKSCC

a person admitted to participate in CCASS as a direct
clearing participant or general clearing participant

a person admitted to participate in CCASS as a custodian
participant
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“CCASS Internet System”

“CCASS Investor Participant”

“CCASS Participant”

“CCASS Phone System”

“Chengdu Asiaray”

“Companies Law”

“Companies Ordinance”

“Companies (Winding Up and
Miscellaneous Provisions)
Ordinance”

LR I3 CE T

“Company”, “our”, “we”, or “us”

“concession rights”

the website operated by HKSCC to enable CCASS
Investor Participants and, upon authorisation by a
CCASS Clearing Participant or a CCASS Custodian
Participant, stock segregated account statement recipients
of that CCASS Clearing Participant or CCASS Custodian
Participant to access CCASS

a person admitted to participate in CCASS as an investor
participant who may be an individual or joint individuals

or a corporation

a CCASS Clearing Participant or a CCASS Custodian
Participant or a CCASS Investor Participant

the interactive voice response system operated by
HKSCC for enabling CCASS Investor Participants and,
upon authorisation by a CCASS Clearing Participant or a
CCASS Custodian Participant, statement recipients of
that CCASS Clearing Participant or CCASS Custodian
Participant to access CCASS

Chengdu Asiaray Advertising Company Limited* (JiZ#f
A4 A BR/AF]), a company incorporated in the
PRC with limited liability on 20 September 2002 and an
indirect subsidiary of our Company which is owned as to
90% by Shenzhen Asiaray and 10% by Guangzhou
Asiaray, respectively

The Companies Law (2013 Revision) of the Cayman
Islands

the Companies Ordinance (Chapter 622 of the Laws of
Hong Kong), as amended, supplemented or otherwise
modified from time to time

the Companies (Winding Up and Miscellaneous
Provisions) Ordinance (Chapter 32 of the Laws of Hong
Kong), as amended, supplemented or otherwise modified

from time to time

Asiaray Media Group Limited, a company incorporated
under the laws of the Cayman Islands as an exempted
company with limited liability on 20 May 2014 and,
except where the context otherwise requires, all of its
subsidiaries

the contractual or legal right to operate a media resource
or advertising space
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DEFINITIONS

“concession rights contract” or

“concession agreement”

“connected person(s)”

“Controlling Shareholder(s)”

“Corporate Governance Code”

“Director(s)” or “our Director(s)”

“escalator crown panels”

“exclusive concession rights” or

“exclusive rights”

“Family Trust”

“feature ads”

“Frost & Sullivan Report”

a contract or agreement that gives our Company the
contractual or legal right to operate a media resource or
advertising space at airports, metro lines and billboards
and building solutions

has the meaning ascribed to it under the Listing Rules

has the meaning ascribed to it under the Listing Rules
and, in the context of the Company for the proposes of
this prospectus and the Listing, means Mr. Lam, Media
Cornerstone, Space Management and Shalom Family
Holding

the Corporate Governance Code as set out in Appendix 14
to the Listing Rules

the director(s) of our Company or any one of them

the advertising panels displayed on the wall along an
escalator, generally in metro stations

the contractual or legal right to operate a media resource
or advertising space, collectively, at airports, metro lines
and billboards and building solutions. Exclusive
concession rights refer to rights with respect to
mainstream media resources or advertising spaces at
airports and billboards and building solutions, and
exclusive rights refer to rights with respect to mainstream
media resources or advertising spaces at metro lines

The Shalom Trust, a discretionary trust established by
Mr. Lam as settlor of which UBS Trustees (BVI) Limited
acts as the trustee and the beneficiaries of which are Mr.
Lam, certain of his family members and other persons
who may be added from time to time

includes a wide range of advertising formats other than
light box displays, escalator crown panels and digital
media, which may combine a variety of media formats
with the aim of having a higher impact on consumers

an independent market research report commissioned by
the Company on out-of-home advertising markets in
Greater China dated 22 December 2014
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DEFINITIONS

“Fujian Zhaoxiang Asiaray”

“GDP”

“Genesis Printing”

“Genesis Signmaker”

“Global Offering”

“Greater China”

“GREEN application form(s)”

“Group” or “our Group”

“Guangxi Top Source”

“Guangzhou Asiaray”

Fujian Zhaoxiang Advertising Company Limited*
(?EEJEWE%;@BEZ\%), previously named as Fujian
Zhaoxiang Asiaray Joint Advertising Company
Limited* (f8 2 JEFHAE - MERH G B 45 A PR ), acompany
incorporated in the PRC with limited liability on 29 April
2006 and an indirect subsidiary of our Company which is
owned as to 30% by Shanghai Asiaray and 70% by
Xiamen Iport Group Co., Ltd. (EMFHZELEEARA A,

respectively
gross domestic product

Genesis Printing and Production Limited, a company
incorporated in Hong Kong with limited liability on 8
October 2007 and an indirect wholly-owned subsidiary of
our Company

Genesis Signmaker and Construction Limited, a company
incorporated in Hong Kong with limited liability on 8
October 2007 and an indirect wholly-owned subsidiary of
our Company

the Hong Kong Public Offering and the International
Placing

for purposes of this prospectus, refers to PRC, Hong
Kong and Macau

the application form(s) to be completed by the White
Form eIPO Service Provider, Computershare Hong Kong
Investor Services Limited

our Company and its subsidiaries

Guangxi Top Source Media Limited Liability Company*
(B VY TERAE A BR ¥ 4E /A 7)), a company incorporated in
the PRC with limited liability on 20 June 2012 and an
indirect subsidiary of our Company which is owned as to
40% by Beijing Asiaray, 40% by AirMedia Group
Company Limited* (i 5654 A R A]) and 20% by
Guangxi Aviation Industry Development Co., Ltd.* (J& 74
B8 268 A PR F), respectively

Guangzhou Asiaray Advertising Company Limited* (J&
PNHEAL4E B 25 A RN 7)), a company incorporated in the
PRC with limited liability on 26 September 2002 and an
indirect wholly-owned subsidiary of our Company
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“Hainan Asiaray”

“Henan Airport Asiaray”

“HK$”, “H.K. dollars” or
“Hong Kong dollars”
“HKFRS”

“HKSCC”

“HKSCC Nominees”

“Hong Kong”

“Hong Kong Asiaray”

“Hong Kong Legal Advisers”

“Hong Kong Offer Shares”

Hainan Asiaray Company Limited* (i maHEAEAERE & A
F/Z>H]), a company incorporated in the PRC with limited
liability on 10 January 2008 and an indirect wholly-
owned subsidiary of our Company

Henan Airport Asiaray Media Company Limited ({7 %%
WAL A A PR F]), a company incorporated in the
PRC with limited liability on 13 July 2007 and an indirect
subsidiary of our Company which is owned as to 51% by
Shenzhen Asiaray and 49% by Henan Zhengzhou
Xinzheng Airport Management Company Limited* ({1 F§
7 BISPN HT BA [ P 2 PR BRZA W) (“Zhengzhou Airport

Company”), respectively

Hong Kong dollars and cents, the lawful currency of
Hong Kong

the Hong Kong Financial Reporting Standards issued by
the Hong Kong Institute of Certified Public Accountants

Hong Kong Securities Clearing Company Limited

HKSCC Nominees Limited, a wholly-owned subsidiary
of HKSCC

the Hong Kong Special Administrative Region of the
PRC

Hong Kong Asiaray Advertising Limited (&4
H AR/ ], a company incorporated in Hong Kong with
limited liability on 31 October 1995 and an indirect
wholly-owned subsidiary of our Company

Baker & McKenzie, the Hong Kong legal advisers to our
Company

the 11,000,000 Shares being initially offered by our
Company for subscription under the Hong Kong Public
Offering (subject to reallocation as described in the
section headed “Structure of the Global Offering” of this
prospectus)
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“Hong Kong Public Offering”

“Hong Kong Share Registrar”

“Hong Kong Stock Exchange” or
“Stock Exchange”

“Hong Kong Underwriter”

“Hong Kong Underwriting
Agreement”

“Independent Third Party(ies)”

“International Placing”

“International Placing
Agreement”

“International Placing Shares”

the offer by our Company of the Hong Kong Offer Shares
for subscription by the public in Hong Kong as described
in the section headed “Structure of the Global Offering”
of this prospectus at the Offer Price (plus brokerage of
1%, SFC transaction levy of 0.0027% and Stock
Exchange trading fee of 0.005% of the Offer Price) and
on and subject to the terms and conditions stated in this
prospectus and the Application Forms

Computershare Hong Kong Investor Services Limited

The Stock Exchange of Hong Kong Limited

the underwriter of the Hong Kong Public Offering named
in the section headed “Underwriting — Hong Kong
Underwriter” of this prospectus

the conditional underwriting agreement dated 30
December 2014 relating to the Hong Kong Public
Offering entered into by, among others, our Company and
the Hong Kong Underwriter

a party or parties which is or are not connected (as
defined in the Listing Rules) to our Directors, substantial
shareholders or chief executives of our Company, our
subsidiaries or any of their respective associates

the conditional placing by the International Underwriters
of the International Placing Shares outside the United
States in offshore transactions in reliance on Regulation
S, including to professional and institutional investors in
Hong Kong, details of which are described in the section
headed “Structure of the Global Offering” of this
prospectus and on and subject to the terms and conditions
stated in the International Placing Agreement

the conditional placing agreement related to the
International Placing to be entered into by, among others,
our Company and the International Underwriters on or
about the Price Determination Date

the 99,000,000 Shares offered under the International
Placing (subject to reallocation and the Over-allotment
Option as described in the section headed “Structure of
the Global Offering” of this prospectus)
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DEFINITIONS

“International Underwriters”

“Latest Practicable Date”

“LED”

“light box display”

“Listing”

“Listing Committee”

“Listing Date”

“Listing Rules”

“Main Board”

“mainstream media resources”

“Media Cornerstone”

“Mr. Lam”

“Ms. Chan”

the underwriters of the International Placing, who are
expected to enter into the International Placing
Agreement

22 December 2014, being the latest practicable date prior
to the printing of this prospectus for the purpose of
ascertaining certain information contained in this
prospectus

light-emitting diode technology used for lighting displays

an advertising fixture consisting of backlit, translucent
display, often mounted on a wall and commonly used in
the airports, metro stations and shopping malls

the listing of the Shares on the Main Board of the Stock
Exchange

the listing committee of the Stock Exchange

the date, expected to be on or about Thursday, 15 January
2015, on which the Shares are listed and from which
dealings in the Shares are permitted to take place on the
Stock Exchange

the Rules Governing the Listing of Securities on The
Stock Exchange of Hong Kong Limited, as amended,
supplemented or otherwise modified from time to time

the stock exchange (excluding the option market)
operated by the Stock Exchange which is independent of
and operated in parallel with the Growth Enterprise
Market of the Stock Exchange

refers to light box displays of various sizes and unipole
signs used in airports, and light box displays and
escalator crown panels of various sizes used in metro
stations

Media Cornerstone Limited, a company incorporated in
the British Virgin Islands as a limited liability company
on 20 May 2014, a wholly-owned subsidiary of the
Family Trust and Shalom Family Holding

Lam Tak Hing, alias Vincent Lam, our executive
Director, chairman, chief executive officer and

Controlling Shareholder

Ms. Chan Wai Mun, the mother of Mr. Lam
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DEFINITIONS

“Offer Price”

“Offer Shares”

>

“Over-allotment Option’

“Over-allotment Shares”

“PRC” or “China”

“PRC Legal Advisers”

“Predecessor Companies
Ordinance”

“Price Determination Agreement”

the final Hong Kong dollar price per Offer Share
(exclusive of brokerage of 1%, SFC transaction levy of
0.0027% and Stock Exchange trading fee of 0.005%) at
which Offer Shares are to be subscribed for or sold
pursuant to the Global Offering, which is expected to be
not more than HK$7.02 but not less than HK$5.85, to be
determined as described in the section headed “Structure
of the Global Offering — Pricing and Allocation” of this
prospectus

the Hong Kong Offer Shares and the International Placing
Shares including, where relevant, any additional Shares
offered pursuant to any exercise of the Over-allotment
Option

the option to be granted to the International Underwriters
under the International Placing Agreement, exercisable
by the Sole Global Coordinator on behalf of the
International Underwriters, pursuant to which the
Company may be required by the Sole Global
Coordinator to sell up to 16,500,000 additional Shares,
representing 15% of the total number of Offer Shares
initially available under the Global Offering, at the Offer
Price

up to 16,500,000 Shares which we may be required to
issue at the Offer Price pursuant to exercise in full of the
Over-allotment Option

The People’s Republic of China excluding, for the
purpose of this prospectus, Hong Kong, Macau and
Taiwan

Jun He Law Offices, the PRC legal advisers to our
Company

the Companies Ordinance (Chapter 32 of the Laws of
Hong Kong) prior to its repeal and replacement on 3
March 2014 by the Companies Ordinance and the
Companies Ordinance (Winding Up and Miscellaneous
Provisions)

the agreement to be entered into among our Company and
the Sole Global Coordinator (for itself and on behalf of
the Underwriters) at or about the Price Determination
Date to fix the Offer Price
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DEFINITIONS

“Price Determination Date”

“Qingdao Asiaray”

“Regulation S”

“Reorganisation”

“Reorganisation Deed”

“RMB”
“SAFE”
“SAIC”
“SFC”

“SFO”

“Shalom Family Holding”

“Shanghai Asiaray Advertising
Media”

“Shanghai Asiaray”

the date, expected to be on or about Wednesday, 7
January 2015 (Hong Kong time), when the Offer Price is
determined, and in any event no later than Tuesday, 13
January 2015

Qingdao Asiaray Advertising Company Limited* (75 &4
fE4EE 154 FR/2F), a company incorporated in the PRC
with limited liability on 2 July 2013 and an indirect
subsidiary of our Company which is owned as to 51% by
Shanghai Asiaray and 49% by Hong Kong Asiaray,
respectively

Regulation S under the U.S. Securities Act

the reorganisation of our Group in preparation for the
Listing, details of which are set out in the section headed
“History and Development, Reorganisation and Group
Structure” of this prospectus

the Reorganisation Deed dated 25 August 2014 entered
into between the Company and Mr. Lam in relation to the
Reorganisation

Renminbi, the lawful currency of the PRC

State Administration of Foreign Exchange

State Administration for Industry and Commerce

the Securities and Futures Commission of Hong Kong

the Securities and Futures Ordinance (Chapter 571 of the
Laws of Hong Kong), as amended, supplemented or
otherwise modified from time to time

Shalom Family Holding Limited, a company incorporated
in the British Virgin Islands as a limited liability
company on 7 July 2014, a wholly-owned subsidiary of
the Trustee

Shanghai Asiaray Advertising Media Company Limited*
(b VA AL 4 5 4% A FR 22 7)), a company incorporated
in the PRC with limited liability on 29 November 2006
and an indirect wholly-owned subsidiary of our Company

Shanghai Asiaray Advertising Company Limited* (L
A4 A BR/AF]), a company incorporated in the
PRC with limited liability on 27 April 1999 and an
indirect wholly-owned subsidiary of our Company
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DEFINITIONS

“Shanghai Asiaray Media”

“Shanghai Asiaray Media
Communication”

“Shanghai Meidisi”

“Share Option Scheme”

“Share(s)”

“Shareholder(s)”

2

“Shenzhen Airport Asiaray’

“Shenzhen Asiaray”

“Shenzhen Baimoshi”

“Shenzhen Yashi”

Shanghai Asiaray Cultural Media Company Limited* (I
T HEAEHE S B BR A F]), a company incorporated in
the PRC with limited liability on 7 May 2013 and an
indirect wholly-owned subsidiary of our Company

Shanghai Asiaray Media Communication Company
Limited ( FIgREAAERE S EHEEARAR), a company
incorporated in the PRC with limited liability on 7 July
2014 and an indirect wholly-owned subsidiary of our
Company

Shanghai Meidisi Advertising Media Company Limited*
(b S0 3 B {8 4% 45 BR A F), a company incorporated
in the PRC with limited liability on 25 September 2006
and an indirect wholly-owned subsidiary of our Company

the share option scheme conditionally adopted by our
Company pursuant to a resolution passed by the
Shareholders on 6 December 2014 as described in
Appendix IV to this prospectus

ordinary share(s) of HK$0.10 each in the issued share
capital of our Company

holder(s) of Shares

Shenzhen Airport Asiaray Media Company Limited* (¥
YIS HE A4 A FRZA 7], a company incorporated in
the PRC with limited liability on 29 September 2013
which is held as to 49% by Shanghai Asiaray and 51% by
Shenzhen Airport Co., Ltd. (ZEINTH & A0 A PR 7D,
respectively

Shenzhen Asiaray Advertising Company Limited* (ZE3Il
A4 A BR/AF]), a company incorporated in the
PRC with limited liability on 17 March 2004 and an
indirect wholly-owned subsidiary of our Company

Shenzhen Baimoshi Advertising Company Limited* (¥
YE B EE AR/ F]), a company incorporated in the
PRC with limited liability on 3 September 2012 and an
indirect wholly-owned subsidiary of our Company

Shenzhen Yashi Metro Advertising Company Limited*
CRYIHEA: W88 % 2 A BR 22 F]), a company incorporated in
the PRC with limited liability on 3 November 2011 and
an indirect subsidiary of our Company which is owned as
to 45% by Shanghai Asiaray and 55% by Shenzhen
Airport Asiaray, respectively
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DEFINITIONS

“Shenzhen Yatie”

“Sole Bookrunner”

“Sole Global Coordinator”
“Sole Lead Manager”
“Sole Sponsor”

“Space Management”

113 ’

sq.m.

“Stabilising Manager”

“Stamp Duty Ordinance”

“Stock Borrowing Agreement

“subsidiary(ies)”

“substantial shareholder(s)”

“Track Record Period”

“Trustee”

“Underwriters”

“Underwriting Agreements”

“unipole sign”

Shenzhen Yatie Advertising Company Limited* (3%
B 5 AMR/AF)), a company incorporated in the PRC
with limited liability on 9 June 2010 and an indirect
wholly-owned subsidiary of our Company

BOCI Asia Limited
BOCI Asia Limited
BOCI Asia Limited
BOCI Asia Limited

Space Management Limited, a company incorporated in
the British Virgin Islands as a limited liability company
on 18 July 2014, and directly wholly-owned by Mr. Lam

square metre

BOCI Asia Limited or any of its affiliates or any persons
acting for it

the Stamp Duty Ordinance (Chapter 117 of the Laws of
Hong Kong), as amended, supplemented or otherwise
modified from time to time

the stock borrowing agreement expected to be entered
into between the Stabilising Manager and Space
Management

has the meaning ascribed to it under Section 2 of the
Companies Ordinance

has the meaning ascribed to it under the Listing Rules

the period comprising the three financial years of our
Company ended 31 December 2011, 2012 and 2013 and
the six months ended 30 June 2014

UBS Trustees (BVI) Limited, the trustee of the Family
Trust, and an Independent Third Party

the Hong Kong Underwriter and the International
Underwriters

the Hong Kong Underwriting Agreement and the
International Placing Agreement

an outdoor advertising structure mounted on top of a
single steel pole or column, usually located adjacent to
expressways
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DEFINITIONS

“United States” or “U.S.”

“U.S. Securities Act”

“US$” or “U.S. dollars”

“White Form eIPO”

“White Form eIPO Service
Provider”

“Wuxi Asiaray”

“Xi’an Asiaray”

“Yunnan Airport Asiaray”

“Zhejiang Asiaray”

“%77

the United States of America, including its territories and
possessions and all areas subject to its jurisdiction

the United States Securities Act of 1933, as amended, and
the rules and regulations promulgated thereunder

the lawful currency of the United States

the application for Hong Kong Offer Shares to be issued
in the applicant’s own name by submitting applications
online through the designated website of White Form
eIPO at www.eipo.com.hk

Computershare Hong Kong Investor Services Limited

Wuxi Asiaray Metro Media Company Limited* (#5857
fEAFE ML AT FR/A ), a company incorporated in the
PRC with limited liability on 25 February 2014 and an
indirect subsidiary of our Company which is owned as to
90% by Shanghai Asiaray Advertising Media and 10% by
Wuxi Metro Advertising Media Company Limited* (£
b 85 AR A RN FD), respectively

Xi’an Asiaray Advertising Company Limited* (P44 HEft:
HEREEAHR/AF]), a company incorporated in the PRC
with limited liability on 25 June 2003 and an indirect
subsidiary of our Company which is owned as to 80% by
Beijing Asiaray and 20% by Chengdu Asiaray,
respectively

Yunnan Airport Asiaray Information Media Company
Limited*  (EmZWlHEAAESEHEEARAR), a
company incorporated in the PRC with limited liability
on 26 June 2002 and an indirect subsidiary of our
Company which is owned as to 51% by Shanghai Asiaray,
25% by Yunnan Airport Group Limited Liability
Company*  (EEGEBARITEAF)  (“Yunnan
Airport Company”) and 24% by Yunnan Aviation
Telecommunications Company Limited* (E/ RATEF
AR H]), respectively

Zhejiang Asiaray Advertising Company Limited* (#7{L.
AT 4 A BR/A 7)), a company incorporated in the
PRC with limited liability on 31 August 2010 and an
indirect wholly-owned subsidiary of our Company

per cent

*  Translated English names of Chinese authorities, institutions or other entities for which no official English

translation exist are unofficial translations for identification purpose only.
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FORWARD-LOOKING STATEMENTS

This prospectus includes forward-looking statements that are, by their nature, subject to
significant risks and uncertainties. These forward-looking statements include, without
limitation, statements relating to:

. our business strategies and plan of operation;

. our capital expenditure plans;

. financing sources;

. the amount and nature of, and potential for, future development of our business;

. our operations and business prospects;

. the regulatory environment of our industry in general;

. future development in our industry; and

. general economic and political trends in China, Hong Kong and globally.

2 113 2

The words “aim,” “anticipate,” “believe,” “can,” “could,” “estimate,” ‘“expect,”
plan,” “project,” “seek,” “should,” “will,” and

LRI

“forecast,” “intend,” “may,” “ought to,
“would” or similar expressions or the negative thereof, are intended to identify a number of

LR T3 LR I3 LR NS

these forward-looking statements. These forward-looking statements reflecting our current
views with respect to future events are not a guarantee of future performance and are subject
to certain risks, uncertainties and assumptions, including the risk factors described in this
prospectus. One or more of these risks or uncertainties may materialise, or underlying
assumptions may prove incorrect. Actual results may differ materially from information
contained in the forward-looking statements as a result of a number of factors, including:

. general economic, market and business conditions;
. the effects of competition in the out-of-home media industry;
. various business opportunities that we may pursue;

. pending or future legal or regulatory proceedings;
. changes in tax laws or rates;

. changes in rules and regulations applicable to the advertising and media industry in
China and Hong Kong; and

. changes in general political, economic, legal and social conditions in China, Hong
Kong and globally.

Certain statements in the section headed “Financial Information” are forward-looking
statements.

—_ 28 —



RISK FACTORS

You should carefully consider all of the information in this prospectus, including
the risks and uncertainties described below and the Accountant’s Report in Appendix
I to this prospectus, before making an investment in our Shares. You should pay
particular attention to the fact that we conduct significant operations in China, the
legal and regulatory environment of which differs in certain respects from that which
prevails in other countries. Our business, financial condition, results of operations and
prospects may be materially and adversely affected by any of these risks and the trading
price of our Shares may decline as a result. You may lose all or part of your investment.

We believe that there are certain risks involved in our operations, some of which are
beyond our control. These risks can be broadly categorised into: (i) risks relating to our
business and industry; (ii) risks relating to our operations in China; (iii) risks relating to the
Global Offering; and (iv) risks relating to this prospectus.

RISKS RELATING TO OUR BUSINESS AND INDUSTRY

If we are unable to retain our existing concession rights or obtain new concession rights,
we may be unable to maintain or expand our operations.

Our ability to generate revenues depends largely upon our ability to provide a large and
well-developed advertising network in airports, metro lines, billboards and building solutions.
This, in turn, requires that we retain our existing concession rights. As at the Latest Practicable
Date, our media resources included: (i) 25 airports where we had exclusive concession rights
to mainstream media resources; (ii) one airport where we had non-exclusive concession rights
to mainstream media resources; (iii) 10 metro lines where we had exclusive rights to
mainstream media resources; and (iv) 360 billboards in Greater China. Our retention and
renewal of these concession rights depends upon our performance under the relevant joint
venture and contractual arrangements, some of which may require us to achieve certain revenue
targets, as well as the results of bidding processes for new or existing concession rights.

We plan to renew our existing joint ventures and concession rights, exercise our first
rights of refusal under our concession rights contracts and enter into new arrangements for
additional airports, metro lines and billboards. We also expect to participate in bidding
processes for new or existing concession rights. However, we cannot assure you that we will
be able to retain our existing concession rights or obtain new concession rights on exclusive
or satisfactory terms, or at all. In addition, we cannot assure you that we will be able to secure
new or existing concession rights through bidding processes. Our joint venture under one of
our contracts currently has the right to pre-empt us if they engage new advertiser customers or
media resources owners. In particular, the exclusive concession rights for media resources in
one airport and the exclusive rights for media resources at four metro line media resources will
expire before 31 December 2015. These media resources accounted for approximately
HK$306.3 million, or approximately 25.3% of our revenue in the year ended 31 December
2013. If we fail to retain existing or secure new concession rights for whatever reason, or if
we are unable to effectively expand our network, our advertiser customers may decide not to
use our network, which would have a material adverse effect on our business, results of
operations, financial condition and prospects.
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RISK FACTORS

In addition, our ability to obtain additional concession rights will depend in part on our
reputation as a media solutions provider and the success of our existing operations. Media
resources owners may choose not to grant us concession rights if they believe that our current
operations do not generate sufficient revenue or are otherwise not effective for whatever
reason. Media resources owners that we have not previously worked with may decide not to
grant us concession rights if they believe we will not effectively manage their media resources.
If these media resources owners do not grant us concession rights, we cannot assure you that
we will be able to carry out operations related to these additional airports, metro lines and
billboards and building solutions as specified under the relevant joint venture and contractual
arrangements, and our business, results of operations and financial condition may be materially
and adversely affected. If we fail to maintain or increase our media resources or solidify our
brand name and reputation as a quality media solutions provider, media resources owners may

not use our media resources or to pay fees that we require to grow our profits.

Furthermore, we cannot assure you that our concession rights will not be terminated or
suspended, whether with or without justification. At times, governmental policy changes with
respect to our industry or the restructuring or reorganisation of airports may result in airports
suspending their operations or the use of our media resources, or terminating their contracts
with us. We have also, on occasion, been required to allow PRC government entities to utilise
our media resources for their advertisements for certain periods of time. For instance, during
the Universiade 2011 in Shenzhen, the relevant airport authorities under the PRC government
suspended the use of our media resources at Shenzhen Bao’an International Airport for their
events advertising. The termination or suspension of our concession rights due to the
occurrence of any of the foregoing may have a material adverse effect on our business, results

of operations and financial condition.

If we are unable to maintain exclusivity over our media resources, we may be unable to

maintain or expand our operations.

The scope of the exclusivity provisions for our media resources varies from contract to
contract. These exclusivity provisions may limit the scope of our exclusivity to specific areas
of the airport or metro line or, in certain cases, exclude spaces in areas that an airline has
sub-leased for its own use. One of our contracts specifies that retaining exclusivity may be
subject to our meeting revenue targets set forth in the contract. Although we have historically
been able to meet the minimum revenue target, we cannot assure you that we will be able to
continue to do so in the future. We cannot assure you that we will be able to retain these
exclusive concession rights, with or without exclusivity provisions, upon their expiration. If we
were to lose exclusivity, in particular with major airports and metro lines, we may lose market
share if our advertiser customers decide to place their advertisements with our competitors or

otherwise decrease their spending on our network.
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Our joint ventures have terms ranging from 15 to 30 years, and do not include automatic
renewal provisions. As at the Latest Practicable Date, we had exclusive concession rights to
mainstream media resources at 21 of 25 airports that were obtained through joint ventures.
Renewing these existing exclusive concession rights may depend on the performance of our
joint venture. If our joint venture partner, who is typically the media resources owner, believes
that our operations do not, or will not, generate sufficient revenue, they may decide not to let
us maintain exclusivity with respect to the concession rights. If we are unable to successfully
negotiate, obtain or renew our exclusive concession rights, we may not be able to offer media
resources to our advertiser customers at our preferred rates or at all. If any of the foregoing
were to occur, our business, results of operations and financial condition may be materially and
adversely affected.

We face significant competition, and may not be able to successfully compete against
existing or new competitors and other forms of advertising.

The advertising industry is highly competitive and fragmented, and is constantly
changing. We face significant competition from a variety of competitors and forms of
advertising.

We compete with other out-of-home advertising companies in Greater China. We compete
for advertiser customers primarily on the basis of network size and coverage, location, price,
quality and the range of media resources that we offer, our brand name and value-added
services. We also face competition from other advertising companies for access to the most
desirable locations in cities in China. Airports, metro lines, owners of individual buildings and
other properties may also decide to independently produce, install and maintain their own
advertising displays. Certain areas in certain of our airports with exclusive concession rights
have been sub-leased by airlines or other vendors. These spaces sub-leased by airlines or other
vendors include non-mainstream media resources which they may use for their own purposes,
including advertising. While airlines historically have generally used these areas for their own
purposes rather than sub-lease to advertiser customers, we cannot assure you that airlines or
other vendors will not compete with us by sub-leasing these spaces to advertiser customers in
the future.

We also compete against different advertising methods for overall advertising spending
by advertiser customers. These methods include, but are not limited to, newspapers, television,
direct mail, magazines, radio, Internet-based services, mobile devices/applications, broadband
wireless, public/outdoor fixtures, billboard and public transport advertising companies. Some
of these forms of advertising may have a broader reach or are more widely disseminated than
our media resources. In addition, these forms of advertising may have greater acceptance
among advertiser customers who utilise them in their business operations, or by consumers
who view these media resources to make purchasing decisions.

In the future, we may also face competition from new entrants in the out-of-home
advertising sector or newer advertising methods that are not currently widely-used or utilise
technologies that have not yet been developed. We cannot predict whether future regulatory
changes with respect to, or new developments and technologies that could be used in, the
advertising industry will result in further competition.
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Some of our existing and potential competitors may have competitive advantages, such as
significantly greater financial, marketing or other resources, or exclusive arrangements with
desirable locations, and others may successfully mimic and adopt our business model. In
addition, our competitors may develop services or advertising media resources that are equal
or superior to those we provide or that achieve greater market acceptance and brand recognition
than we achieve. Moreover, increased competition will provide advertiser customers with a
wider range of media and advertising service alternatives. Increased competition for
advertising spending may also lead to lower advertising rates as we attempt to retain advertiser
customers or may cause us to lose advertiser customers to our competitors who offer lower
rates that we are unable or unwilling to match. We cannot assure you that we will be able to
successfully compete against new or existing competitors, and any increase in competition
could materially and adversely affect our business, results of operations and financial
condition.

If we do not obtain the outdoor advertisement registration certificates required, we may
be subject to administrative sanctions, including discontinuation of our advertisements
and financial penalties.

All outdoor advertising in the PRC is subject to the Measures for the Administration of
Registration of Outdoor Advertisements (FHMNESSFEMBIE) (“Outdoor Advertising
Regulations”), which was promulgated by the SAIC on 8 December 1995, amended on 3
December 1998 and 22 May 2006, and became effective on 1 July 2006. Under the Outdoor
Advertising Regulations, all outdoor advertisements must be registered with the local AICs at
or above county level before display. Failure to register outdoor advertisements may result in
forfeiture of income derived from the relevant advertisement, administrative fines, financial
penalties, or removal of certain content from the relevant advertisement. All of our outdoor
advertisements are subject to the prior registration requirements under the Outdoor Advertising
Regulations with the local AICs. We have obtained the outdoor advertisement registration
certificates for most of our advertisements as required by the relevant local AICs. However,
during the Track Record Period, we had not registered 0.6%, 0.9%, 3.5% and 4.9% of our total
number of advertisements for the years ended 31 December 2011, 2012 and 2013 and the six
months ended 30 June 2014, that we operated in Yunnan Province, Hangzhou, Zhengzhou,
Guangzhou, Yichang, Shanghai and Haikou. The revenue contribution of such non-compliant
advertisements was approximately RMB1.7 million, RMB4.7 million, RMB43.6 million and
RMBS58.6 million for the year ended 31 December 2011, 2012 and 2013 and the six months
ended 30 June 2014, representing 0.3%, 0.6%, 4.5% and 12.1% respectively of the Group’s
revenue for the same periods. As at the Latest Practicable Date, we had rectified all of the
non-compliant advertisements and obtained the relevant outdoor advertisement registration
certificates and all of our advertisements on display were compliant with the registration

requirement.

According to our PRC Legal Advisers, the non-compliance incidents, with respect to the
relevant advertisements without outdoor advertisement registration certificates during the
Track Record Period, cannot be cured by registration after the display of the advertisement.
The relevant local AICs may require us to forfeit our income derived from the advertisements
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which are deemed in violation of the SAIC requirements or impose administrative fines on us,
which may have an adverse effect on our business, results of operations and financial
condition. The amount of income liable to be forfeited in relation to the non-compliant
advertisements in Hangzhou, Guangzhou, Yichang, Shanghai and Haikou lacking the outdoor
advertisement registration certificates are expected to be approximately RMBO0.2 million,
RMBO0.4 million, RMB3.3 million and RMB5.9 million for the years ended 31 December 2011,
2012 and 2013, and the six months ended 30 June 2014 respectively. The amount of income
liable to be forfeited in relation to the non-compliance advertisements in Yunnan Province and
Zhengzhou lacking the outdoor advertisement registration certificates are expected to be nil,
RMB282,000, RMB4.1 million, RMB7.3 million for the years ended 31 December 2011, 2012,
2013 and the six months ended 30 June 2014, respectively. See “Business — Regulatory
Compliance” for details of the impact of such incidents of non-compliance.

We may be unable to retain our media resources if the placement permits are not obtained
or renewed by the media resources owners as required by PRC law.

Under the Advertising Law of the PRC promulgated on 27 December 1994 (the
“Advertising Law”) and local regulations concerning the exhibition and display of outdoor
advertisements, the prior permit from the relevant governmental authorities for the placement
of outdoor advertisements must be obtained. The competent governmental authorities may be
those in charge of city appearance and management, city planning, construction, transportation
and public security, depending on the city or province. Failure to obtain the required placement
permits may result in an administrative fine or requirement to dismantle and remove the
relevant advertisements.

According to the relevant PRC laws and regulations, persons who set up the outdoor
media resources are responsible for obtaining the placement permits from the relevant
governmental authorities. Certain of the airport media resource owners from which we have
obtained concession rights have failed to obtain placement permits for some of their media
resources. During the Track Record Period, 2.8%, 2.6%, 2.5% and 2.6% of our total number
of media resources we operated in airports did not have placement permits, and the airports are
responsible for obtaining the placement permits from the relevant governmental authorities.
The revenue contribution of such non-compliant media resources were approximately
RMB49.2 million, RMB51.2 million, RMB47.5 million and RMB24.9 million for the years
ended 31 December 2011, 2012 and 2013 and the six months ended 30 June 2014 respectively,
representing 8.3%, 6.6%, 4.9% and 5.1% respectively of the Group’s revenue for the same
periods.

In addition, as the person who sets up the outdoor media resources in certain outdoor
areas in Shanghai and Guangzhou, we are responsible for obtaining placement permits in such
areas. During the Track Record Period, the placements permits for 0.1%, 0.1%, 0.2% and 0.1%
of the total number of media resources we operated in outdoor areas in Shanghai and
Guangzhou for the years ended 31 December 2011, 2012 and 2013 and the six months ended
30 June 2014, had not been renewed. The revenue contribution of such non-compliant
advertisements were approximately RMB16.5 million, RMB14.1 million, RMB18.6 million
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and RMBI11.0 million for the years ended 31 December 2011, 2012 and 2013 and the six
months ended 30 June 2014 respectively, representing 2.8%, 1.8%, 1.9%, and 2.3%
respectively of the Group’s revenue for the same periods. See “Business — Regulatory
Compliance” for details of the impact of such incidents of non-compliance.

The failure to obtain or renew placement permits for our media resources may result in
the relevant governmental authorities requiring the removal of the advertisements. If a
substantial number of advertisements are removed, our business, results of operations and
financial condition would be materially and adversely affected.

Our business is dependent on the demand for air and metro line travel, as well as the
continued operation of certain airports in China and the general airport advertising
industry in China.

Due to the placement of our media resources, our business, results of operations and
financial condition are directly linked to the demand for air and metro line travel. Such demand
fluctuates from period to period due to a variety of factors, including but not limited to:

. Seasonality. Holiday seasonal travel, down travel periods and seasonal weather
conditions affect the global travel industry, and certain advertiser customers will
adjust their spending levels at specific times of the year to account for changes in
consumer travel habits.

. Downturns in the economy. Business travel is one of the primary drivers of the air
travel industry and it tends to increase in times of economic growth and decrease
during an economic slowdown. Similarly, commuter travel is a primary driver to the
metro line travel industry and tends to be higher under better economic conditions.
Any decrease in air and metro line passengers in China and Hong Kong could lead
to lower advertiser spending on the media resources in our network of airports and
metro lines.

. Terrorist attacks or fear of such attacks. The terrorist attacks of 11 September 2001
in the United States involving commercial aircraft severely and adversely affected
the air travel industry throughout the world. In addition, there have been recent
attempted hijackings of PRC domestic flights, including flights to and from Urumgqi
Diwopu International Airport. There have also been terrorist attacks in various PRC
cities, some of which targeted or occurred in metro lines and other public
transportation facilities. Additional terrorist attacks or fear of such attacks, even if
not made directly on the air or metro line travel facilities, may negatively affect the
air and metro line travel industries and reduce the demand for air and metro line
travel.

. Additional security measures regarding air travel. As a result of various security
incidents, China, the United States and other countries have implemented numerous
security measures that affect airport operations and costs. These increasingly
stringent security measures at airlines domestically and overseas have led to higher
costs for airports and airlines and may cause some air travellers to consider other
travel options, which may in turn lead to higher concession fees and reduced
advertising demand for us.
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. Plane crashes, train derailments or other accidents. A plane crash, train derailment
or other accident could create a public perception that certain forms of travel are not
safe or reliable, which could result in travellers being reluctant to take such form of
transportation.

In addition, nine of the top 30 largest airports in China in terms of passenger throughput
in 2013 contributed significantly to our revenue in the year ended 31 December 2013,
including: Shenzhen Bao’an International Airport, Kunming Changshui International Airport,
Hangzhou Xiaoshan International Airport, Xiamen Gaoqi International Airport, Zhengzhou
Xinzheng International Airport, Urumqi Diwopu International Airport, Haikou Meilan
International Airport, Fuzhou Changle International Airport and Nanning Wuxu International
Airport. We expect these airports to continue to have a material effect on our results of
operations and financial condition in the foreseeable future. Any material business disruption,
major construction or renovation or natural disaster affecting any of these airports could
materially and adversely affect our media resources in such airport, or materially limit where
we can place our advertising media, both of which could result in material adverse effect on
our business, results of operations and financial condition.

Furthermore, our results of operations will also be affected by the provision of airport
media resources, in particular through the display of advertisements in the exterior and interior
spaces of the airport and terminals, such as wall spaces, pillars, light box displays, unipole
signs, wall stickers and posters. Most of our traditional advertising media platforms, such as
billboards and painted advertisements on gate bridges and light box displays, and other
displays, such as logo displays, are located in or near airports. A contraction in airport
advertising industry in China could have a material adverse effect on our business, results of
operations and financial condition.

We may be unable to adapt to changing demands, preferences, advertising trends and
technology needs of advertiser customers and consumers to compete effectively.

The advertising industry is characterised by changing preferences, trends and technology
needs of advertiser customers and consumers. As the majority of our media resources are
located in airports and metro lines, our business growth and prospects primarily depends on
advertiser customers continuing to utilise airport and metro line advertising which, in turn, is
dependent on consumers continuing to be receptive towards these media resources. Demand for
our media resources, and the resulting advertising spending by our advertiser customers, may
fluctuate, and our advertiser customers may reduce their advertising spending for a number of
reasons, including:

. a period of general economic downturn, recession or a period of increased economic
volatility, particularly in the cities where airports, metro lines and billboards in our
network are located;

. a general decline in airline and metro line travel;
. a decision to shift their advertising expenditures to other available advertising
media; and
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. a decline in advertising spending in general.

A decrease in demand for advertising media in general and for our media resources in
particular would materially and adversely affect our ability to generate revenues from our
media resources, and could result in a material adverse effect on our business, results of

operations and financial condition.

Advertiser customers may decide not to use our media resources or media solutions if
they believe that they are not effective in conveying advertising messages to consumers or that
consumer are not receptive to the advertisements displayed on our media resources. For
example, if consumers find some elements of our media resources to be disruptive, intrusive
or offensive, or if consumer advertising preferences otherwise change, our advertiser
customers may choose other advertising alternatives.

In addition, the market for out-of-home advertising requires us to continuously identify
new advertising trends and exercise our creativity to meet the demands and preferences of both
advertiser customers and consumers, which may require us to develop new advertising formats,
features and enhancements for our media resources. We must be able to quickly and
cost-effectively expand beyond traditional formats if advertiser customers begin to prefer these
other formats but we cannot assure you that we will be able to do so.

Furthermore, while we currently feature advertisements in airports, metro lines and
billboards through a variety of traditional, digital and non-digital media formats, such formats
are subject to change and development. In the future, we may use other technologies, such as
advanced printing or lighting techniques, social media platforms and mobile applications. Such
new measures may result in additional research and development costs, which may increase our
cost of sales and expenditures. However, we may not have the financial resources necessary to
fund and implement such future technological innovations or to replace obsolete technology.
In addition, we may not be able to timely respond, or at all, to these changing technological
and advertising preferences to ensure our media resources are responsive and competitive. If
we fail to implement such changes to our media resources, or fail to do so in a timely manner,
our competitors may have a competitive advantage over us, which could have a material
adverse effect on our business, results of operations and financial condition. See “— We face
significant competition, and may not be able to successfully compete against existing or new
competitors and other forms of advertising.”

If we fail to manage our growth effectively, we may not be able to take advantage of
market opportunities, execute our expansion strategies or meet the demands of our
advertiser customers.

To manage our growth and operations, we must develop and improve our existing
administrative and operational systems and our financial and management controls and further
expand, train and manage our work force. We may incur substantial costs and expend
substantial resources in connection with any such expansion or in order to respond to more
challenging market conditions due to, among other things, different technology standards, legal
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considerations and cultural differences. We also will need to continue to expand, train, manage
and motivate our workforce as well as manage our relationships with media resources owners,
advertiser customers and advertising agencies. We plan to expand our operations, and increase
our marketing and sales staff to better manage our relationships with media resources owners
and advertiser customers. As our media resources in our network increase and new and
additional technologies are integrated into our media solutions, we will incur greater
installation and maintenance costs.

All of these endeavours will require substantial management resources, as well as the
incurrence of additional costs and expenditures. We cannot assure you that we will be able to
manage our growth effectively. We may not be able to take advantage of market opportunities,
execute our expansion strategies or meet the demands of our advertising customers.
Furthermore, we cannot assure you that we will be able to efficiently or effectively manage the
growth or changes in our operations, recruit top talent, or properly train our personnel. Any
failure to efficiently manage our expansion or changes in operations could materially and
adversely affect our business, results of operations, financial condition and profitability.

We may suffer losses resulting from damages or injuries arising from the installation and
maintenance of our advertising displays.

Our operations involve the installation and maintenance of billboards, wallscapes, light
box displays, LED displays and other advertising displays in areas of high traffic. Although we
have implemented safety measures, trained the employees responsible for these matters and
maintain liability insurance for personal injuries as well as limited property damage for certain
of our operations, accidents and safety incidents may occur. Any significant accident or safety
incident could disrupt our operations, harm our reputation or, result in substantial uninsured
costs or legal proceedings, all of which may divert our management’s attention or resources.
In addition, the results of any legal proceedings cannot be predicted, and could result in
adverse judgments or penalties against us. The occurrence of any of the foregoing could have
a material adverse effect on our business, results of operations and financial condition.

Our business depends substantially on the continuing efforts of our senior executives, and
our business may be severely disrupted if we lose their services.

Our future success heavily depends upon the continued services of our senior executives
and other key employees. In particular, we rely on the expertise and experience of our founder,
Mr. Lam. We rely on our senior executives, their industry expertise and experience in our
business operations and sales and marketing, and their working relationships with our
employees, our advertiser customers, airports and metro lines, and relevant government
authorities. If Mr. Lam or one or more of our senior executives were unable or unwilling to
continue in their present positions, we might not be able to replace them easily or at all. If any
of our senior executives joins a competitor or forms a competing company, we may lose
advertiser customers, suppliers, key professionals and staff members. Each of our Executive
Directors and senior management has entered into an employment agreement with us, which
contains non-competition provisions. However, if any dispute arises between our executive
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officers and us, we cannot assure you the extent to which any of these agreements could be
enforced in China, where some of these executive officers reside, in light of the uncertainties

113

with China’s legal system. See “— Risks Relating to Our Operations in China — It may be
difficult to effect service of process upon, or to enforce judgments against, our Directors or
members of our senior management who reside in the PRC in connection with judgments

obtained in non-PRC courts.”
We had net current liabilities as at 31 December 2011 and 2012.

As at 31 December 2011 and 2012, we had net current liabilities of HK$125.1 million and
HK$115.0 million, respectively and had net current assets of HK$8.2 million as at 31
December 2013. These amounts primarily reflected an increase of our trade and other payables,
borrowings and current income tax liabilities, which increased primarily due to the growth of
our business operations during the period. See “Financial Information — Liquidity and Capital
Resources — Working Capital — Net Current Assets and Current Liabilities Overview.” Our net
current liabilities position exposes us to liquidity risk. Our future liquidity, the payment of
trade and other payables, our capital expenditure plans and the repayment of our outstanding
debt obligations as and when they become due will primarily depend on our ability to maintain
adequate cash generated from operating activities and adequate external financing. Therefore,
we may not be able to satisfy our current liabilities, or to expand our operations as anticipated.
We may have net current liabilities in the future, which may limit our working capital for the
purpose of operations or capital for our expansion plans, and could materially and adversely
affect our business, financial condition and results of operations.

An increase in our media resources may cause fluctuations to our gross profit and gross
profit margin, and result in net current liabilities.

Our results of operations and profit are significantly affected by our costs of revenues.
Our concession fees constitute a significant portion of our costs of revenues. When we acquire
concession rights to new media resources, it typically takes one to two years for these media
resources to ramp-up, or generate sufficient revenues to cover the concession fees for the
relevant media resources. See “Business — Our Operations — Overview.” Our concession fees
paid to media resources owners typically include a minimum guaranteed amount with an annual
concession fee escalation. Therefore, our concession fees will generally increase over the term
of the relevant concession rights contracts, and are recognised and accounted for on a

straight-line basis over the term of the relevant contract.

As we expand and acquire additional concession rights, we will experience a
corresponding increase in our costs of revenues due to additional concession fees paid.
However, our revenues for these media resources may not be sufficient to offset the concession
fees paid during the ramp-up phase. As such, if a significant portion of our operations are still
in their ramp-up phases, our gross profit and gross profit margin may fluctuate. In line with the
growth of our operations and our accounting policies, as at 31 December 2011 and 2012, we
incurred net current liabilities of HK$125.1 million and HK$115.0 million, respectively. We
incurred these net current liabilities for the relevant periods, and may do so in the future, as
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we reflected and continue to reflect in our balance sheet the relevant non-cash adjustment,
which represents the difference between the actual amount paid and the concession fees
payable that are calculated on a straight-line basis. See “Financial Information — Factors
Affecting Our Results of Operations — Concession Fees for Media Resources” and “Financial

Information — Critical Accounting Policies — Concession Fees.”

We may not be able to obtain additional capital.

We believe that our current cash and cash equivalents and cash flow from operations will
be sufficient to meet our anticipated cash needs including for working capital and capital
expenditures for the foreseeable future. However, we may require additional cash resources due
to changed business and economic conditions, to take advantage of business opportunities, to
expand our operations or as a result of other future developments. If our current sources of
liquidity are insufficient to satisfy our cash requirements, we may seek to sell additional equity
or debt securities or obtain a credit facility. The incurrence of indebtedness would result in
increased debt service obligations and could result in operating and financial covenants that
would restrict our operations, while the sale of additional equity securities or convertible debt

securities would result in dilution to shareholders.

Our ability to obtain additional capital on acceptable terms is subject to a variety of risks
and uncertainties, including:

. investors’ perception of, and demand for, securities of advertising media companies;

. conditions of the capital markets in which we may seek to raise funds;

. our future results of operations, financial condition and cash flows;

. PRC government regulation of foreign investment in advertising companies in the
PRC;

. economic, political and other conditions in the PRC; and

. PRC government policies relating to foreign currency borrowings.

We cannot assure you that financing will be available in amounts or on terms acceptable
to us, or at all. Any failure by us to raise additional funds on terms acceptable to us or at all
could have a material adverse effect on our liquidity, results of operations and financial

condition.
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Any future acquisitions may entail certain risks and uncertainties.

We may acquire businesses, technologies, services or products which are complementary

to our core media solutions business. Future acquisitions may expose us to potential risks,

including:
. the integration of new operations, services and personnel;
. unforeseen or hidden liabilities, including the target’s indebtedness and financial
condition;

. the diversion of resources and management’s attention from our existing business
and technologies;

. our potential inability to generate sufficient revenue to offset new costs;

. the expenses of such acquisitions; or

. the potential loss of or harm to relationships with both employees and advertiser
customers resulting from our integration of new businesses.

The occurrence of any of the foregoing could have a material adverse effect on our
business, results of operations and financial condition.

Unauthorised use of our intellectual property by third parties and expenses incurred in
protecting our intellectual property rights may adversely affect our business.

We regard our proprietary technology, knowhow and trademarks as critical to our success.
Unauthorised use of any of the foregoing intellectual property used in our business operations
may adversely affect our business, results of operations and reputation. We are in the process
of registering the trademarks used in our business in Greater China. We cannot assure you that
third parties will not gain unauthorised access to our proprietary technology or knowhow. In
addition, we cannot assure you that any of our trademark applications will ultimately proceed
to registration or will result in registration with scope adequate for our business. Some of our
pending applications or registrations may be successfully challenged or invalidated by others.
If our trademark applications are not successful, we may have to adjust our branding and
marketing strategies by using different marks, or enter into arrangements with any third parties
who may have prior registrations, applications or rights, which might not be available on
commercially reasonable terms, or at all. In addition, monitoring or policing the unauthorised
use of our proprietary technology, knowhow, trademarks and other intellectual property is
difficult and expensive, and litigation may be necessary in the future to enforce our intellectual
property rights. Future litigation could divert our management’s attention and resources and
disrupt our business. The occurrence of any of the foregoing could have a material adverse
effect on our business, results of operations and financial condition.
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Environmental, health, safety and land use laws and regulations may limit or restrict
some of our operations.

The properties where we install our advertising displays are subject to the laws and
regulations of the relevant jurisdiction relating to the use, storage, disposal, emission and
release of hazardous and non-hazardous substances and employee health and safety as well as
zoning restrictions. These may include environment, health, safety and land use laws and
regulations. Historically, we have not incurred significant expenditures to comply with these
laws. However, additional laws which may be passed in the future, or a finding of a violation
of or liability under existing laws, could require us to make significant expenditures to correct
any deficiencies and otherwise limit or restrict some of our business operations.

We may be subject to claims relating to the content of the advertisements displayed on our
media resources, which may force us to incur legal expenses and, if determined adversely
against us, may materially disrupt our business.

We may be subject to civil claims filed for fraud, defamation, subversion, negligence,
copyright or trademark infringement or other violations due to the nature and content of the
information displayed on our media resources. If consumers find the content displayed on our
media resources to be offensive, the media resources owners may seek to hold us responsible
for any consumer claims or may terminate their relationship with us. We cannot assure you that
the advertisements displayed on our media resources or other aspects of our business do not or
will not infringe upon patents, copyrights or other intellectual property rights held by third
parties. Although we are not aware of any such claims, we may become subject to legal
proceedings and claims from time to time relating to the content of the advertisements
displayed on our media resources in the ordinary course of our business. If we are found to
have violated the intellectual property rights of others, we may be enjoined from using such
intellectual property, and we may incur licensing fees or be forced to develop alternatives. In
addition, we may incur substantial expenses and divert management’s attention and resources
to defend these claims, regardless of their merit. Successful infringement, licensing or other
claims against us may result in substantial monetary liabilities, which may materially and
adversely affect our business and results of operations.

Furthermore, any such breaches of the relevant PRC or Hong Kong laws and regulations
or civil claims made against us may also damage our reputation. If consumers do not believe
our content is reliable, accurate or legally compliant, our business model may become less
appealing to our advertiser customers who, consequently, may be less willing to place
advertisements through our media resources.

Our insurance coverage may not be sufficient to cover all losses.

We maintain insurance policies which cover, among others, physical loss or damage
arising out of operating our media resources, employees’ compensation and third party liability,
as well as a key-man insurance policy. However, there may be circumstances in which we will
not be covered or compensated for certain types of losses, damages and liabilities we may
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incur. We believe we have maintained insurance to protect against certain risks in such amounts
we consider to be reasonable and consistent with industry practice. However, our insurance
may not cover all potential risks associated with our operations. We may also be unable to
maintain insurance to cover these risks at economically feasible premiums and may not be able
to pass on any increased costs relating to insurance to our advertiser customers. If such costs
exceed the levels which we expect, there could be a material adverse effect on our business,
results of operations and financial condition. If we are held liable for uninsured losses or
amounts and claims for insured losses exceeding the limits of our insurance coverage, our
business, financial condition and results of operations may be materially and adversely
affected.

We had certain compliance irregularities which may lead to enforcement actions being
taken.

Our subsidiaries incorporated in Hong Kong have on various occasions been involved in
a number of non-compliance matters. These include incidents of non-compliance in relation to
certain statutory requirements in the Predecessor Companies Ordinance with respect to matters
such as the timely adoption of audited accounts and timely filings of company secretarial
matters with the Companies Registry of Hong Kong. See “Business — Regulatory Compliance.”
We cannot assure you that the relevant authorities will not take any enforcement action against
our relevant Hong Kong subsidiaries and their respective directors in relation to the
non-compliance. In the event that such enforcement action is taken, our reputation, cash flow
and results of operations may be adversely affected.

RISKS RELATING TO OUR OPERATIONS IN CHINA

Economic, political and social conditions, as well as government policies in China could
have a material adverse effect on our business, results of operations, financial condition
and prospects.

A significant portion of our business is conducted in, and over 70% of our revenues are
derived from, the PRC. The economy of the PRC differs from the economies of most developed
countries in many respects, including, among others, the extent of government involvement,
level of development, growth rate, allocation of resources, control of foreign exchange and
allocation of resources. For example, the PRC government also exercises significant control
over economic growth by allocating resources, setting fiscal and monetary policy and
providing preferential treatment to particular industries or companies. Therefore, any
significant change to the political, economic and social environments, as well as government
policies of the PRC may materially and adversely affect our business, financial condition,
results of operations and prospects.

Compliance with PRC advertising laws and regulations may be difficult and could be
costly, and failure to comply could subject us to government sanctions.

As an out-of-home media company, we are obligated under PRC laws and regulations to
monitor the advertising content displayed on our media resources for compliance with
applicable law. PRC advertising laws and regulations require advertisers, advertising operators

_42 —



RISK FACTORS

and advertising distributors, including businesses such as ours, to ensure that the content of the
advertisements they prepare or distribute is fair and accurate and is in compliance with
applicable law in all material aspects. Violation of these laws or regulations may result in
penalties, including fines, confiscation of revenue derived from advertisements deemed to be
in violation of applicable law, orders to cease display of the offending advertisements and
orders to publish advertisements correcting the misleading information. In case of serious
violations, the PRC authorities may order us to suspend our advertising operations or even
revoke our business licence. In general, the advertisements placed on our media resources have
been subject to internal review and verification by the advertiser who produced the content, but
we are still required to independently review and verify these advertisements for certain
content requirements before displaying them. In addition, if a special government review is
required for certain advertisements before they are shown to the public, we are required to
confirm that such review has been performed and approval obtained. For advertising content
related to certain types of products and services, such as tobacco, food products, alcohol,
cosmetics, pharmaceuticals and medical instruments, we are required to confirm that the
advertisers have obtained requisite government approvals, including review of operating
qualifications, proof of quality inspection of the advertised products, government pre-approval
of the contents of the advertisement and filings with local authorities. See “Regulations — PRC

Regulations”.

We cannot assure you that each advertisement that an advertiser provides to us and which
we place in our network of media resources is in full compliance with all relevant PRC
advertising laws and regulations or that such supporting documentation and government
approvals provided to us are complete. Although we take reasonable measures to review
advertising content for compliance with relevant PRC laws and regulations, such as requesting
relevant documents and confirmations from the advertisers, the content standards in the PRC
are less certain and less clear than those in more developed countries and we cannot assure you
that we will always be able to properly review all advertising content to comply with the PRC
standards imposed on us with certainty. We include an indemnification clause in most of our
contracts with our advertiser customers which provide that, in the event that we are held liable
for the non-compliances described above, advertiser customers would have the contractual duty
to indemnify us against losses, expenses and costs. However, the resulting damage to our
business reputation may be irreversible and the disruption to our business may not be
economically compensated.

Changes in laws, rules, regulations or enforcement policies of the PRC government could
have a material adverse effect on our business, financial condition and results of
operations.

A significant portion of our operations are conducted in China. The PRC legal system is
based on written statutes and prior court decisions are not binding. Since 1979, the PRC
government has been developing a comprehensive system of laws, rules and regulations in
relation to economic matters such as foreign investment, corporate organisation and
governance, commerce, taxation and trade. The laws, rules and regulations, as well as
enforcement policies, of the PRC government, including those regulating our industry and
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business, are evolving and subject to change. Changes in laws, rules, regulations or
administrative interpretations, or stricter enforcement policies by the PRC government, could
impose more stringent requirements on us, including significant fines or other penalties for
violations or non-compliance. Changes in applicable laws, rules and regulation may also cause
disruption to our operation or increase our operating costs. In addition, compliance with such
requirements could impose substantial additional costs or otherwise have a material adverse
effect on our business, financial condition and results of operations. Furthermore, regulatory
agencies in China may periodically, and sometimes abruptly, change their enforcement
practices. As a result, prior enforcement activity, or lack of enforcement activity, is not
necessarily predictive of future actions. Any enforcement actions against us could severely
harm our results of operation and financial condition. In addition, any litigation or
governmental investigation or enforcement proceedings in China may be protracted and may
result in substantial cost and diversion of management resources and attention, negative
publicity and damage to our reputation.

Certain advertising content related to certain types of products are subject to government
review and may limit the categories of advertiser customers who use our media resources.

Special government review is required for certain product advertisements before they are
shown to the public in China. For example, advertising content related to certain types of
products and services, such as pharmaceuticals, medical instruments, agrochemicals and
veterinary pharmaceuticals, are subject to prior approval from competent authorities. As an
advertising operator, we are required to confirm that such review has been performed and
approval obtained. We are required to confirm that the advertisers have obtained requisite
government approvals, including review of operating qualifications, proof of quality inspection
of the advertised products, government pre-approval of the contents of the advertisement and
filing with local authorities. See “Regulations — PRC Regulations — Laws and Regulations
Governing the Advertising Business”. Any significant reduction in advertisements of these
product categories due to content-related restrictions could cause a reduction in our direct
revenues from such categories of advertiser customers, which could have a material adverse
effect on our business, results of operations and financial condition.

The PRC government’s anti-corruption campaign may adversely affect consumer
spending on luxury brand items and, consequently, luxury brand owners’ advertising
spending.

In 2013, the PRC government enacted an anti-corruption campaign through policies and
regulations focused on corruption at various levels of the PRC government. In particular, these
policies target bribery and the gifting of luxury items to government officials and provide a
reporting system for formal investigations. The number of investigations and prosecutions has
increased since the anti-corruption campaign commenced. Since the anti-corruption campaign
commenced in 2013, consumer spending on luxury brands, high-end restaurants, tobacco, wine
and travel have also experienced a general slowdown. We cannot assure you that the continued
investigation and prosecution of corruption claims against PRC government officials will not
materially and adversely affect consumer spending for luxury brand owners, which may in turn
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lead to decreased advertising spending by luxury brand owners. Some of our advertiser
customers are luxury brand owners, and any significant reduction in advertising spending by
luxury brand owners may materially and adversely affect our business, financial condition and
results of operations.

It may be difficult to effect service of process upon, or to enforce judgments against, our
Directors or members of our senior management who reside in the PRC in connection
with judgments obtained in non-PRC courts.

One of our Directors resides in the PRC with no permanent address outside the PRC, and
the assets of this Director and certain senior management may also be located within the PRC.
As a result, it may not be possible to effect service of process outside the PRC upon this
Director or other senior management members, including for matters arising under applicable
securities law. A judgment of a court of another jurisdiction may be reciprocally recognised or
enforced if the jurisdiction has a treaty with the PRC or if judgments of the PRC courts have
been recognised before in that jurisdiction, subject to the satisfaction of other requirements.
However, the PRC does not have treaties or arrangements providing for the reciprocal
enforcement of judgments of courts with the United Kingdom, the United States and many
other countries. The PRC and Hong Kong have signed the Arrangement on Reciprocal
Recognition and Enforcement of Judgments in Civil and Commercial Matters by the Courts of
the Mainland and of Hong Kong Special Administrative Region Pursuant to Choice of the
Court Agreements between Parties Concerned (the “Arrangement”, B A B SRR HIIA T
R [ 5 e AR B RR A] FNUA T S AN ek R 0 R H R ZHE) ). According  to  the
Arrangement, the PRC courts would only recognise and enforce final judgments requiring
payment of money arising out of a commercial contract with an exclusive jurisdiction clause
and granted by Hong Kong courts, subject to the requirements and restrictions set forth in the
Arrangement. In addition, Hong Kong has no arrangement for the reciprocal enforcement of
judgments with the United States. As a result, recognition and enforcement in the PRC or Hong
Kong of judgments from various jurisdictions are uncertain.

Under the Enterprise Income Tax Law and other PRC tax laws, we may be classified as
a “resident enterprise,” which could result in unfavourable tax consequences to us and
our non-PRC shareholders.

Under the Enterprise Income Tax Law of the PRC (the “EIT Law”), an enterprise
established outside the PRC with “de facto management bodies” within the PRC is considered
a “resident enterprise,” meaning that it can be treated as a Chinese enterprise for PRC
enterprise income tax purposes. The implementation rules of the EIT Law define “de facto
management bodies” as “substantial and overall management and control over the production
and operations, personnel, accounting, and properties” of the enterprise. Pursuant to the Notice
on Determination of Tax Resident Enterprises of Chinese-controlled Offshore Incorporated
Enterprises in Accordance with Their De Facto Management Bodies ( {BAYEAN M o & 45
JE A SE AR B A P A A AR M 0 5 S R A 26 B LAY %8 1) ), which was issued by the
State Administration of Taxation of the PRC (the “SAT”) on 22 April 2009 and was
implemented retroactively from 1 January 2008, an enterprise controlled by Chinese
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enterprises or enterprise groups and registered outside China will be regarded as a PRC
resident enterprise with “de facto management bodies” located in China (hereinafter referred
to as an offshore-registered resident enterprise), provided that all of the following criteria are
satisfied: (i) the senior management personnel responsible for the execution of the daily
management and operation of production and business of the enterprise and the relevant senior
personnel departments performing such duties are mainly located within China; (ii) the
decisions of the enterprise in terms of finance (e.g., borrowing, lending, financing, financial
risk controls, etc.) and personnel (e.g., appointment, dismissal and remuneration, etc.) matters
are made by or subject to approval of organisation(s) or individual(s) located in China; (iii) the
main properties, accounting ledger, corporate seal, minutes of the board meetings and
shareholders’ meetings, etc., of the enterprise are situated or kept in China; and (iv) 50% or
more of directors with voting rights or senior management personnel of the enterprise
ordinarily reside in China. Moreover, whether or not a Chinese-controlled offshore enterprise
is an offshore-registered resident enterprise is subject to preliminary review by the local tax
bureau where the “de facto management body” of the Chinese-controlled offshore enterprise or
its controller is based and is subject to final confirmation by the SAT.

Pursuant to the above-mentioned laws and regulations, we are of the view that we are not
an offshore-registered resident enterprise because our “de facto management bodies” are
outside the PRC, but it is possible that the PRC tax authorities will determine that our Company
is a “resident enterprise” for PRC enterprise income tax purposes. If we are determined to be
a “resident enterprise,” we would be subject to enterprise income tax at a rate of 25% on our
worldwide taxable income as well as PRC enterprise income tax reporting obligations. By
comparison, there is no taxation on such income in the Cayman Islands. In addition, if we are
treated as a PRC “resident enterprise” under PRC law, our foreign corporate Shareholders may
be subject to PRC income tax on the capital gains realised from the sale of our Shares, and
dividends paid to non-PRC residents with respect to our Shares may be subject to PRC
withholding tax as such income may be regarded as income from “sources within the PRC.”
In each case, our foreign corporate Shareholders may be subject to a 10% income tax rate under
the EIT Law, unless any such foreign corporate shareholder is qualified for a preferential tax
rate under an applicable tax treaty.

RISKS RELATING TO THE GLOBAL OFFERING

Our Controlling Shareholders may exert substantial influence over us and their interests
may conflict with the interests of other Shareholders.

Following completion of the Global Offering (assuming an Offer Price of HK$6.435 per
Share, being the mid-point of the indicative Offer Price range of HK$5.85 to HK$7.02 per
Share, and assuming that the Over-allotment Option is not exercised), the Controlling
Shareholders will own an aggregate beneficial interest of 75% in our issued Shares.
Accordingly, subject to the Articles and applicable laws and regulations, the Controlling
Shareholders will, should they choose to do so, be in a position to exert significant influence
and control over the affairs of our Company, including with respect to the timing and amount
of dividend payments and approving significant corporate transactions. The interests of the
Controlling Shareholders may not align with those of our other Shareholders. We cannot assure
you that the Controlling Shareholders will always take actions that are beneficial to our other
Shareholders.
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RISK FACTORS

Due to a gap of up to five business days between pricing and trading of our Shares on the
Stock Exchange, the initial trading price of our Shares may be lower than the Offer Price.

The Offer Price will be determined on the Price Determination Date by negotiations
between our Company and the Sole Global Coordinator (for itself and on behalf of the
Underwriters), however the Shares will not commence trading on the Stock Exchange until the
Listing Date, which is typically expected to be approximately five business days after the Price
Determination Date. Accordingly, you may not be able to sell or otherwise deal in our Shares
during such period, and may be subject to the risk that the market price of our Shares could
fall below the Offer Price before trading begins as a result of adverse market conditions or
other adverse developments occurring during this period. As a result, you may suffer loss when
reselling your Shares.

There has been no prior public market for our Shares, and an active trading market for
our Shares may not develop or be sustained.

Prior to the Global Offering, there has been no public market for our Shares. The Offer
Price will be determined by us after negotiations with the Sole Global Coordinator (for itself
and on behalf of the Underwriters) and may differ significantly from the market price of our
Shares following the Listing. We have applied to the Stock Exchange for the listing of, and
permission to deal in, the Shares. However, we cannot assure you that an active and liquid
public trading market for our Shares will develop following the Listing or in the future. If an
active public trading market for our Shares does not develop, the Shares could be traded at a
price lower than the Offer Price, and you may not be able to resell your Shares for an extended
period of time or at all.

We may be unable to pay dividends on our Shares.

We are a holding company with no significant operations or material assets other than the
equity interests that we hold in our subsidiaries. We conduct all of our business operations
through our subsidiaries. As a result, our ability to pay dividends is dependent on the
generation of cash flows by our subsidiaries and their ability to make such cash available, by
dividend or otherwise. See “Financial Information — Dividends and Dividend Policy.”

Future sales or perceived sales of the Shares, or major divestment of Shares by any major
shareholder, could adversely affect the market price of our shares.

The sale of or the perception of the sale of a significant number of Shares in the public
market after the Global Offering may adversely affect the market price of our Shares. Save as
disclosed in the section headed “Underwriting” in this prospectus, there are no major
restrictions imposed on the future sale or other disposal of our Shares by our Controlling
Shareholder. Any future sales, or perceived sales, of Shares by any of our major Shareholders
upon the lapse, waiver or breach of these restrictions may cause the market price of the Shares
to fall. In addition, these disposals may make it more difficult for our Group to issue new
Shares in the future at a time and price the Directors deem appropriate, thereby limiting our
Group’s ability to raise capital.
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RISK FACTORS

Investors may experience immediate dilution due to the Offer Price being higher than net
tangible book value per Share.

As the Offer Price of our Shares is higher than the net tangible book value per Share
immediately prior to the Global Offering, purchasers of our Shares in the Global Offering will
experience an immediate dilution in pro forma adjusted combined net tangible asset value of
HK$1.99 per Share (assuming an Offer Price of HK$6.435 per Share, being the mid-point of
the indicative Offer Price range of HK$5.85 to HK$7.02 per Share, and assuming that the
Over-allotment Option is not exercised). If we issue additional Shares or equity-related
securities in the future, the then-existing Shareholders may experience further dilution in their
ownership percentage. Further, such new securities may have preferred rights, options or
pre-emptive rights which make them more valuable than or senior to the Shares.

Fluctuations in exchange rates may result in foreign currency exchange losses and may
materially and adversely affect your investment.

Certain portions of our revenue and expenditures are denominated in RMB. The PRC
government regulates the conversion between RMB and foreign currencies. Over the years, the
PRC government has significantly reduced its control over routine foreign exchange
transactions under current accounts, including trade and service related foreign exchange
transactions and payment of dividends. However, foreign exchange transactions by our PRC
subsidiaries under capital accounts continue to be subject to significant foreign exchange
controls and require the approval of, or registration with, PRC governmental authorities. In
addition, the value of the RMB is affected by, among others, changes in the PRC’s political and
economic conditions as well as government policies. The conversion of RMB into foreign
currencies, including U.S. dollars, has been based on rates set by the PBOC. On 21 July 2005,
the PRC government changed its policy of pegging the value of RMB to the U.S. dollar. Under
the new policy, RMB is permitted to fluctuate within a narrow and managed band against a
basket of certain foreign currencies. Further, from 18 May 2007, the PBOC enlarged the
floating band for the trading prices in the inter-bank foreign exchange market of RMB against
the U.S. dollar from 0.3% to 0.5% around the central parity rate, effective on 21 May 2007.
The floating band was further widened to 1.0% on 16 April 2012. These changes in currency
policy resulted in RMB appreciating against the U.S. dollar and the H.K. dollar by
approximately 30.2% from 21 July 2005 to 30 June 2012. The PRC government may adopt
further reforms of its exchange rate system, including making the RMB freely convertible in
the future. Any significant changes in the exchange rates of the H.K. dollar against the RMB
may adversely affect our cash flow, revenue, financial condition, and the value of and
dividends payable on our Shares in H.K. dollars.

The laws of the Cayman Islands relating to the protection of the interests of minority
shareholders are different from those in Hong Kong.

We are incorporated in the Cayman Islands and our corporate affairs are governed by our
Memorandum and Articles, the Companies Law and common law of the Cayman Islands. The
laws of the Cayman Islands relating to the protection of minority shareholders’ interests differ
from those in Hong Kong in certain respects. Accordingly, some remedies available to our
Company’s minority shareholders may be different from those available to them under the laws
of other jurisdictions. A summary of the applicable Cayman Islands laws is set out in Appendix
III to this prospectus.
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RISK FACTORS

RISKS RELATING TO THIS PROSPECTUS

You should read the entire prospectus carefully and should not rely on any information
contained in press articles, other media or research analyst reports regarding us, our
business, our industry and the Global Offering.

There has been prior to the publication of this prospectus, and there may be subsequent
to the date of this prospectus but prior to the completion of the Global Offering, press, media
and/or research analyst coverage regarding us, our business, our industry and the Global
Offering. Such press, media and/or research analyst coverage may include information that
does not appear in this prospectus. We have not authorised the disclosure of any such
information in such press, media and/or research analyst coverage and do not accept
responsibility for any such press, media and/or research analysts coverage or the accuracy or
completeness of any such information, nor the fairness or appropriateness of any forecasts,
views or opinions expressed by the press, other media and/or research analysts regarding our
Shares, the Global Offering, our business, our industry or us. We make no representation as to
the appropriateness, accuracy, completeness or reliability of any such information, forecasts,
views or opinions expressed or any such publications. To the extent that such statements,
forecasts, views or opinions are inconsistent or conflict with the information contained in this
prospectus, we disclaim them. Accordingly, you are cautioned to make your investment
decisions regarding our Shares on the basis of the information contained in this prospectus only

and should not rely on any other information.

Certain facts and statistics in this prospectus relating to China and Hong Kong and their
respective economies in which we operate are derived from a third party market research
report and may not be reliable.

We have derived information and statistics in this prospectus relating to Hong Kong and
China, their respective economies and industry from a commissioned third party market
research report. For more information, see “Industry Overview.” We believe that the sources
of this information are appropriate sources for such information and have taken reasonable care
in extracting and reproducing such information. We have no reason to believe that such
information is false or misleading or that any fact has been omitted that would render such
information false or misleading. The information has not been independently verified by us, the
Sole Sponsor, the Underwriters or any other party involved in the Global Offering and no
representation is given as to its accuracy or completeness. Due to possible flawed collection
methods, discrepancies between published information, different market practices or other
problems, the statistics, projected industry data and other information relating to the economy
and the industry derived from the third party market research report may be inaccurate,
incomplete or may not be comparable to or consistent with information available from other
sources and should not be unduly relied upon. In all cases, you should give careful
consideration as to how much weight or importance you should attach or place on such
statistics, projected industry data and other information relating to the economy and the

industry, and consult your relevant advisers before investing in the Offer Shares.

—49 —



RISK FACTORS

Forward-looking statements may not be accurate.

This prospectus contains certain statements that are “forward-looking” and uses
terminology such as, among others, “aim”, “anticipate”, “believe”, “can”, “could”, “estimate”,
“expect”, “forecast”, “intend”, “may”, “ought to”, “plan”, “project”, “seek”, “should”, “will”
and “would”, or similar expressions or the negative thereof. Those statements include, among
others, discussions of our Group’s growth strategy and future operations. You are cautioned
that relying on any forward-looking statement involves risks and uncertainties and that any or
all of those assumptions could prove to be inaccurate, and the forward-looking statements
made based on such assumptions could also be incorrect. Accordingly, the inclusion of
forward-looking statements in this prospectus should not be regarded as representations or
warranties by our Group that our plans and objectives will be achieved. See “Forward-looking

Statements.”
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WAIVER FROM STRICT COMPLIANCE WITH THE LISTING RULES

CONTINUING CONNECTED TRANSACTIONS

The Group has entered into and is expected to continue with certain transactions which
would constitute non-exempt continuing connected transactions of the Group under the Listing
Rules after the Listing. The Group has applied to the Stock Exchange for, and the Stock
Exchange has granted, a waiver from strict compliance with the announcement requirement
under Chapter 14A of the Listing Rules for such non-exempt continuing connected
transactions. Further information on such non-exempt continuing connected transactions and

the waiver are set forth in the section headed “Connected Transactions” of this prospectus.
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INFORMATION ABOUT THIS PROSPECTUS AND THE GLOBAL OFFERING

DIRECTORS’ RESPONSIBILITY FOR THE CONTENTS OF THIS PROSPECTUS

This prospectus includes particulars given in compliance with the Companies Ordinance,
the Companies (Winding Up and Miscellaneous Provisions) Ordinance, the Securities and
Futures (Stock Market Listing) Rules of Hong Kong and the Listing Rules for the purpose of
giving information to the public with regard to the Group. Our Directors collectively and
individually accept full responsibility for the accuracy of the information contained in this
prospectus and confirm, having made all reasonable enquiries, that to the best of their
knowledge and belief, the information contained in this prospectus is accurate and complete in
all material respects and not misleading or deceptive, and there are no other matters the
omission of which would make any statement herein or this prospectus misleading.

UNDERWRITING

This prospectus is published solely in connection with the Hong Kong Public Offering
which forms part of the Global Offering. For applicants under the Hong Kong Public Offering,
this prospectus and the Application Forms set out the terms and conditions of the Hong Kong
Public Offering.

The Listing is sponsored by the Sole Sponsor. The Hong Kong Public Offering is fully
underwritten by the Hong Kong Underwriter under the terms of the Hong Kong Underwriting
Agreement. The International Placing is expected to be fully underwritten by the International
Underwriters pursuant to the International Placing Agreement. The Global Offering is managed
by the Sole Global Coordinator, and is subject to our Company and the Sole Global
Coordinator (for itself and on behalf of the Underwriters) agreeing on the Offer Price.

If, for any reason, the Offer Price is not agreed between our Company and the Sole Global
Coordinator (for itself and on behalf of the Underwriters) by Tuesday, 13 January 2015, the
Global Offering (including the Hong Kong Public Offering) will not proceed. For information
about the Underwriters and the underwriting arrangements, see the section headed
“Underwriting” of this prospectus.

RESTRICTIONS ON SALE OF OFFER SHARES

Each person acquiring the Hong Kong Offer Shares under the Hong Kong Public Offering
will be required to, or be deemed by his acquisition of Offer Shares to, confirm that he is aware
of the restrictions on offers of the Offer Shares described in this prospectus and the Application
Forms.

No action has been taken to permit an offering of the Offer Shares or the distribution of
this prospectus and the Application Forms in any jurisdiction other than Hong Kong.
Accordingly, this prospectus and the Application Forms may not be used for the purpose of, and
do not constitute, an offer or invitation in any jurisdiction or in any circumstances in which
such an offer or invitation is not authorised or to any person to whom it is unlawful to make
such an offer or invitation. The distribution of this prospectus, the Application Forms and the
offering of the Offer Shares in other jurisdictions are subject to restrictions and may not be
made except as permitted under the applicable securities laws of such jurisdictions pursuant to
registration with or authorisation by the relevant regulatory authorities or an exemption
therefrom.
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INFORMATION ABOUT THIS PROSPECTUS AND THE GLOBAL OFFERING

APPLICATION FOR LISTING ON THE STOCK EXCHANGE

Our Company has applied to the Listing Committee for the granting of the listing of, and
the permission to deal in, our Shares in issue, the Shares to be issued pursuant to the Offer
Shares to be issued pursuant to the Global Offering and the Shares to be issued upon exercise
of the options to be granted pursuant to the Share Option Scheme. No part of the share or loan
capital of our Company is listed on or dealt in on any other stock exchange and no such listing
or permission to list on any other stock exchange is being or proposed to be sought in the near
future.

SHARE REGISTER AND STAMP DUTY

All Offer Shares issued or sold under the Global Offering will be registered on our
Company’s register of members to be maintained in Hong Kong by the Hong Kong Share
Registrar.

Our Shares are considered to be Hong Kong stock for the purpose of the Stamp Duty
Ordinance and dealings in our Shares which are registered on our register of members through
the Hong Kong Share Registrar will be subject to stamp duty in Hong Kong.

ELIGIBILITY FOR ADMISSION INTO CCASS

If the Stock Exchange grants the listing of, and permission to deal in, our Shares on the
Stock Exchange and our Company complies with the stock admission requirements of HKSCC,
the Shares will be accepted as eligible securities by HKSCC for deposit, clearance and
settlement in CCASS with effect from the Listing Date or any other date as determined by
HKSCC. Settlement of transactions between participants of the Stock Exchange is required to
take place in CCASS on the second business day after any trading day. All activities under
CCASS are subject to the General Rules of CCASS and CCASS Operational Procedures in
effect from time to time. You should seek the advice of your stockbroker or other professional
adviser for details of those settlement arrangements as such arrangements will affect your
rights and interests. All necessary arrangements have been made enabling our Shares to be
admitted into CCASS.

PROFESSIONAL TAX ADVICE RECOMMENDED

Potential investors in the Global Offering are recommended to consult their professional
advisers if they are in any doubt as to the taxation implications of subscribing for, purchasing,
holding, disposal of or dealing in the Offer Shares. We, the Sole Global Coordinator, the Sole
Sponsor, the Sole Bookrunner, the Sole Lead Manager, the Underwriters, any of their
respective directors, officers or representatives or any other person or party involved in the
Global Offering do not accept responsibility for any tax effects on, or liabilities of, any person
resulting from the subscription for, purchase, holding, disposal of or dealing in the Offer
Shares.
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INFORMATION ABOUT THIS PROSPECTUS AND THE GLOBAL OFFERING

PROCEDURE FOR APPLICATION FOR HONG KONG OFFER SHARES

The procedure for applying for the Hong Kong Offer Shares is set out in the section
headed “How to Apply for the Hong Kong Offer Shares” of this prospectus and on the relevant
Application Forms.

STRUCTURE OF THE GLOBAL OFFERING

Further information on the structure of the Global Offering, including its conditions, is set
out in the section headed “Structure of the Global Offering” of this prospectus.

LANGUAGE

If there is any inconsistency between the English version of this prospectus and the

Chinese translation of this prospectus, the English version of this prospectus shall prevail.

ROUNDING

Any discrepancies in any totals, sums of amounts and percentages listed in this prospectus

are due to rounding.

EXCHANGE RATE

In this prospectus, unless otherwise stated, amounts denominated in RMB have been
translated into HK$ at an exchange rate of RMB$1.00 = HK$1.24 and amounts denominated
in US$ have been translated into HK$ at an exchange rate of US$1.00 = HK$7.75 for
illustrative purposes only. Such conversions shall not be construed as representations that
amounts in HK$ or US$ were or could have been or could be converted into HK$ or US$ (as

the case may be) at such rates or any other exchange rates on such date or any other date.
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DIRECTORS AND PARTIES INVOLVED IN THE GLOBAL OFFERING

DIRECTORS

Name Address Nationality

Executive Directors

Lam Tak Hing, Flat 67B, Tower 3 Chinese
alias Vincent Lam (#ff&8) . Grand Promenade
38 Tai Hong Street

Sai Wan Ho
Hong Kong
Yung Chung Man (3£30) ... Room 1101, Block 6 Chinese

Qiangsheng Gubei Garden
Huangjincheng Road
Lane 717

Shanghai

PRC

So Chi Man (B8 30)........ Flat A, 58th Floor, Block 7 Chinese
Banyan Garden
863 Lai Chi Kok Road
Kowloon
Hong Kong

Lam Ka Po (BREEH) ... .. .. Flat 21D, Block 2 Chinese
Academic Terrace
101 Pok Fu Lam Road
Hong Kong

Independent non-executive Directors

Ma Andrew Chiu Cheung No. 6 Price Road Chinese
CERREEY . ..o . Jardine’s Lookout
Happy Valley
Hong Kong
Ma Ho Fai SBS JP 4th Floor, Fontana Gardens Chinese
-7 3 ) P, No. 5 Ka Ning Path
Hong Kong
Chan Chi Fai Andrew SBS JP Flat B 10th Floor Chinese
(BRER . ... Kadoorie Mansion
205 Prince Edward Road West
Hong Kong

See “Directors and Senior Management” for further information about our Directors.
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DIRECTORS AND PARTIES INVOLVED IN THE GLOBAL OFFERING

PARTIES INVOLVED

Sole Sponsor

Sole Global Coordinator,
Sole Bookrunner and
Sole Lead Manager

Legal advisers to the Company

Legal advisers to the Sole Sponsor and

the Underwriters

BOCI Asia Limited

26th Floor, Bank of China Tower
1 Garden Road

Central

Hong Kong

BOCI Asia Limited

26th Floor, Bank of China Tower
1 Garden Road

Central

Hong Kong

As to Hong Kong law:
Baker & McKenzie

14th Floor, Hutchison House
10 Harcourt Road

Central

Hong Kong

As to PRC law:
Jun He Law Offices

25th Floor, Tower 3, Jing An Kerry Centre

1228 Middle Yan’an Road
Shanghai
China

As to Cayman Islands law:
Maples and Calder

53rd Floor, The Center

99 Queen’s Road Central
Hong Kong

As to Hong Kong law:

Mayer Brown JSM

16th — 19th Floors, Prince’s Building
10 Chater Road

Central

Hong Kong

As to PRC law:

Commerce & Finance Law Offices
6th Floor, NCI Tower

A12 Jianguomenwai Avenue
Beijing

China
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DIRECTORS AND PARTIES INVOLVED IN THE GLOBAL OFFERING

Reporting Accountant PricewaterhouseCoopers
Certified Public Accountants
22nd Floor, Prince’s Building
Central
Hong Kong

Compliance adviser Messis Capital Limited
Room 1606, 16th Floor, Tower 2
Admiralty Centre
18 Harcourt Road
Hong Kong

Receiving bank Bank of China (Hong Kong) Limited
1 Garden Road
Hong Kong
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CORPORATE INFORMATION

Registered office

Headquarters in Hong Kong and
principal place of business

Company website

Company secretary

Authorised representatives

Audit committee

Remuneration committee

Nomination committee

Maples Corporate Services Limited
PO Box 309, Ugland House

Grand Cayman, KY1-1104
Cayman Islands

Unit 01-03, 17th Floor
Kornhill Plaza — Office Tower
1 Kornhill Road

Quarry Bay

Hong Kong

www.asiaray.com (Contents of this website

do not form part of this prospectus)

Mr. So Chi Man, HKICPA

Flat A, 58th Floor, Block 7, Banyan Garden
863 Lai Chi Kok Road

Kowloon

Hong Kong

Mr. Lam Tak Hing, alias Vincent Lam
Flat 67B, Tower 3

Grand Promenade

38 Tai Hong Street

Hong Kong

Mr. So Chi Man

Flat A, 58th Floor, Block 7, Banyan Garden
863 Lai Chi Kok Road

Kowloon

Hong Kong

Mr. Ma Andrew Chiu Cheung (Chairman)
Mr. Ma Ho Fai SBS JP
Professor Chan Chi Fai Andrew SBS JP

Mr. Ma Ho Fai SBS IP (Chairman)
Mr. Lam Tak Hing, alias Vincent Lam
Mr. Ma Andrew Chiu Cheung

Mr. Lam Tak Hing, alias Vincent Lam
(Chairman)

Professor Chan Chi Fai Andrew SBS JP
Mr. Ma Ho Fai SBS JP
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CORPORATE INFORMATION

Hong Kong Share Registrar

Principal bankers

Computershare Hong Kong Investor
Services Limited

Shops 1712-1716, 17th Floor
Hopewell Centre

183 Queen’s Road East

Wanchai, Hong Kong

The Hongkong and Shanghai Banking
Corporation Limited

1 Queen’s Road

Central

Hong Kong

Shanghai Pudong Development Bank,
Shanghai Jing’an Sub-branch

669 Beijing Xi Road

Jing’an District

Shanghai

PRC

Bank of China, Shanghai Changning Road
Sub-branch

1170 Changning Road

Changning District

Shanghai

PRC

HSBC Bank (China) Company Limited,
Shanghai Branch

L28, HSBC Building, Shanghai IFC

8 Century Avenue

Pudong District

Shanghai

PRC
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HISTORY AND DEVELOPMENT, REORGANISATION AND GROUP STRUCTURE

MILESTONES IN OUR HISTORY

We have achieved the following key milestones in our development into a leading

out-of-home media company in PRC and in Hong Kong.

Year Key milestones

1993. . ... Mr. Lam established Asiaray Advertising Media in Hong Kong and obtained the
exclusive concession rights to airport television advertising in Shanghai, the PRC.

1996. . . .. We started operations with certain advertising media spaces in the Guangzhou
Baiyun International Airport.

1997. .. .. We commenced our first Hong Kong out-of-home media business by operating a
neon sign for a U.S. automobile company at the Victoria Harbour in Hong Kong.

1999. .. .. We obtained concession rights to some light box displays and banners advertising at
Terminal 2 of Beijing Capital International Airport.

We established Shanghai Asiaray to obtain concession rights to some outdoor
advertising media resources of Shanghai Pudong International Airport. We were
awarded the concession right to operate 36 unipoles on the Shanghai section of
Shanghai-Hangzhou Expressway.

2001. . ... We were awarded the exclusive advertising rights for all indoor light box displays
in Shanghai Pudong International Airport.

2002. . ... We established Chengdu Asiaray to subsequently obtain concession rights to some
airport media resources at Chengdu Shuangliu International Airport and other
outdoor media resources in downtown Chengdu, PRC.

2003. .. .. We established Xi’an Asiaray, to subsequently obtain concession rights to five
outdoor unipoles at Xi’an Xianyang International Airport.

2004. . . .. We obtained concession rights to the light box displays at the Shenzhen Bao’an
International Airport.

We were awarded the exclusive concession rights for 44 international terminal light
box displays in Beijing Capital International Airport.

2006. . . .. In Hong Kong, we obtained concession rights to certain Hong Kong Government
billboards in Central and Tsim Sha Tsui, and 109 billboards in Hong Kong
Government sports grounds.
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HISTORY AND DEVELOPMENT, REORGANISATION AND GROUP STRUCTURE

Key milestones

We obtained the exclusive rights to operate mainstream media resources for four
urban lines (including stations and train bodies but excluding the in-train television
channel) by Hong Kong Kowloon Canton Railway.

We obtained from the MTR Corporation Limited the exclusive rights to operate
mainstream media resources in a number of shopping malls and building facades.

We obtained concession rights to operate some key light box displays in Terminal
3 of Beijing Capital International Airport.

We established a joint venture, Henan Airport Asiaray, with Henan Zhengzhou
Xinzheng Airport Management Company Limited (7154 5 B8l JH 7 51 Bl B i35 2
FR7ZS ), to exclusively operate mainstream media resources in Zhengzhou Xinzheng
International Airport.

We obtained exclusive concession rights to operate mainstream media resources in
The Star Ferry Piers and vessels.

We purchased 51% equity interest in Yunnan Airport Asiaray, which exclusively
operates the mainstream media resources in Kunming Changshui International
Airport.

Our Yunnan joint venture company, Yunnan Airport Asiaray, obtained the exclusive
concession rights to operate mainstream media resources in Lijiang Sanyi Airport,
Dali Airport, Dehong Mangshi Airport, Baoshan Yunduan Airport, Pu’er Simao
Airport, Lincang Airport and Zhaotong Airport.

We obtained the exclusive concession rights to operate mainstream media resources
in Haikou Meilan International Airport and Yichang Sanxia Airport.

We obtained the concession rights to operate numerous unipole signs and other
advertising spaces in Shenzhen Bao’an International Airport.

Our Yunnan joint venture company, Yunnan Airport Asiaray, obtained the exclusive
concession rights to operate mainstream media resources in Tengchong Tuofeng
Airport and Degen Shangri-La Airport.
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HISTORY AND DEVELOPMENT, REORGANISATION AND GROUP STRUCTURE

Key milestones

We purchased 49% equity interest in Fujian Zhaoxiang Asiaray, which exclusively
operates mainstream media resources in Xiamen Gaoqi International Airport,
Fuzhou Changle International Airport, Longyan Guanzhishan Airport and Wuyishan
Airports.

We obtained the exclusive rights to operate mainstream media resources in
Shenzhen Line No. 4 (including stations and train bodies but excluding digital
media), which is managed by the MTR Corporation Limited in Hong Kong.

We obtained the exclusive concession rights to operate mainstream media resources
in Urumgqi Diwopu International Airport.

We obtained the exclusive concession rights to operate mainstream media resources
in Hangzhou Xiaoshan International Airport.

We obtained the exclusive rights to operate mainstream media resources in
Shenzhen Line No. 3 (including stations and train bodies but excluding digital
media).

Our Yunnan joint venture company, Yunnan Airport Asiaray, obtained the exclusive
concession rights to operate mainstream media resources in Xishuangbanna Gasa
Airport.

We formed a joint venture company, Guangxi Top Source to exclusively operate
mainstream media resources in Guilin Liangjiang International Airport, Nanning
Wuxu International Airport, Liuzhou Bailian Airport and Beihai Fucheng Airport in
Guangxi Zhuang Autonomous Region.

We developed our first building solution, a building wrap along the facade of One
Peking in Hong Kong.

We formed a joint venture company, Shenzhen Airport Asiaray, with Shenzhen
Airport Co., Ltd. (FEINTHHIGIEAHEFR/ATR]) (“Shenzhen Airport Company™) to
exclusively operate mainstream media resources in Terminal 3 of the Shenzhen
Bao’an International Airport. We also obtained a priority right to operate any new
media resources in the Shenzhen Bao’an International Airport.

We obtained the exclusive rights to operate the light box displays for stations along
Wuxi Metro Line No. 1.
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HISTORY AND DEVELOPMENT, REORGANISATION AND GROUP STRUCTURE

Year Key milestones

2014. .. .. Shanghai Asiaray was awarded the GB/T19001-2008/ISO9001:2008 International
Certificate of Registration by Guardian Independent Certification (Beijing) Co., Ltd.

We obtained the exclusive rights to operate the light box displays for stations along
Wuxi Metro Line No. 2.

We obtained the exclusive rights to operate mainstream media resources for Ningbo
Metro Line No. 1.

We obtained the exclusive rights to operate mainstream media resources for metro
lines in Zhengzhou.

HISTORY AND DEVELOPMENT

The Company was incorporated in the Cayman Islands on 20 May 2014. Upon completion
of the Reorganisation, the Company became the ultimate holding company of our Group.
Details of the Reorganisation are set out in the paragraph headed “Reorganisation” under this
section.

The history of our Group can be traced back to 1993 when it was founded by our chief
executive officer and executive Director, Mr. Lam, with his own source of funding.

The following entities are the major subsidiaries of our Group:
Asiaray Advertising Media

Asiaray Advertising Media was incorporated in Hong Kong on 5 August 1993 as a limited
liability company with an authorised share capital of HK$10,000 divided into 10,000 shares of
HK$1.00 each. On 16 September 1993, two subscribers’ shares in Asiaray Advertising Media
were transferred to Asiaray Holdings (formerly known as Asiaray Limited) and Mr. Lu Yuen
Shun Joseph who held the one share in trust on behalf of Asiaray Holdings, respectively, at a
consideration of HK$1.00 each.

On 19 June 1998, Mr. Lu Yuen Shun Joseph quitted the business and transferred one share
in Asiaray Advertising Media to Mr. Lam, who held the one share in trust on behalf of Asiaray
Holdings.

On 27 April 1999, Asiaray Advertising Media increased its share capital for business
development purpose. Asiaray Advertising Media allotted and issued 2,000,000 shares,
499,990 shares and eight shares to Asiaray Holdings, Mr. Lam and Ms. Chan, who held the
eight shares in trust on behalf of Asiaray Holdings respectively.

On 6 November 2000, in order to streamline the Group’s structure, Mr. Lam transferred
a total of 499,991 shares in Asiaray Advertising Media to Asiaray Holdings at a consideration
of HK$499,991, which was determined with reference to the nominal value of the shares in
Asiaray Advertising Media. Since then and immediately before the Reorganisation, Asiaray
Advertising Media was directly held as to approximately 99.99968% by Asiaray Holdings and
0.00032% by Ms. Chan in trust on behalf of Asiaray Holdings.
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The above-mentioned allotment and issue and transfers of shares in Asiaray Advertising
Media were properly and legally completed and settled.

Asiaray Advertising Media commenced its operation in 1993 and is principally engaged

in provision of billboard and building solutions advertising media services in Hong Kong.

Genesis Printing

Genesis Printing was incorporated in Hong Kong on 8 October 2007 as a limited liability
company with an authorised share capital of HK$10,000 divided into 10,000 shares of
HK$1.00 each, of which one share was allotted and issued to Asiaray Holdings. Since then and
immediately before the Reorganisation, Genesis Printing was directly wholly-owned by
Asiaray Holdings.

The above-mentioned allotment and issue of shares in Genesis Printing were properly and
legally completed and settled.

Genesis Printing commenced its operation in 2007 and is principally engaged in
production, installation and dismantlement of advertisement material for all displays at the four
MTR lines.

Asiaray Metro

Asiaray Metro was incorporated in Hong Kong on 8 October 2010 as a limited liability
company with an authorised share capital of HK$10,000 divided into 10,000 shares of
HK$1.00 each. On 26 November 2010, one subscriber’s share in Asiaray Metro was transferred
to Hong Kong Asiaray at a consideration of HK$1.00. Since then and immediately before the

Reorganisation, Asiaray Metro was directly wholly-owned by Hong Kong Asiaray.

The above-mentioned allotment and issue and transfers of shares in Asiaray Metro were
properly and legally completed and settled.

Asiaray Metro commenced its operation in 2010 and is principally engaged in the
out-of-home advertising business. It has been appointed to exclusively manage all advertising
units along four MTR lines and commuter buses under its long-term service agreement with
MTR Corporation Limited.

Shanghai Asiaray

On 27 April 1999, Shanghai Asiaray, which was held as to 50% by Beijing Asiaray and
50% by Mr. Lin Yingrao (who is an associate of Mr. Lam and held such 50% interest for and
on behalf of Mr. Lam), was established to obtain concession rights to some outdoor advertising
media resources of Shanghai Pudong International Airport.
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On 29 March 2006, Mr. Lin Yingrao (who is an associate of Mr. Lam and held such 50%
interest for and on behalf of Mr. Lam) transferred the 40% interest in Shanghai Asiaray to
Beijing Asiaray at a consideration of RMB400,000 and the 10% interest in Shanghai Asiaray
to Xi’an Asiaray at a consideration of RMB100,000. Such considerations were determined
based on the attributable value of the registered capital of Shanghai Asiaray. Upon completion,
Shanghai Asiaray was held as to 90% by Beijing Asiaray and 10% by Xi’an Asiaray.

On 18 February 2008, Beijing Asiaray transferred its 90% interest in Shanghai Asiaray to
Hong Kong Asiaray at a consideration of RMB900,000; and Xi’an Asiaray transferred its 10%
interest in Shanghai Asiaray to Shanghai Kelefu Advertising Company Limited (_ iR} 4445 &
EAHPFRZF]) (“Shanghai Kelefu”) at a consideration of RMB100,000. Such consideration was
determined based on the attributable value of the registered capital of Shanghai Asiaray. In
2008, Hong Kong Asiaray and Shanghai Kelefu injected RMB13.95 million and RMB1.55
million respectively to Shanghai Asiaray according to their respective shareholdings in
Shanghai Asiaray. Upon completion, Shanghai Asiaray, which has registered capital of
RMB16.50 million, was held as to 90% by Hong Kong Asiaray and 10% by Shanghai Kelefu.
Shanghai Kelefu held such 10% equity interest in Shanghai Asiaray in trust on behalf of Hong
Kong Asiaray.

On 9 July 2010, Hong Kong Asiaray transferred its 10% interest in Shanghai Asiaray to
Guangzhou Yunwei Advertising Company Limited (M 1% % & %A FR/AF]) (“Guangzhou
Yunwei”) at a consideration of RMB13 million (which was determined based on the audited
consolidated net asset value of Shanghai Asiaray as at the end of 2008 and the carry amount
of the profit of Shanghai Asiaray for the year 2009). Upon completion, Shanghai Asiaray was
held as to 80% by Hong Kong Asiaray, 10% by Shanghai Kelefu and 10% by Guangzhou
Yunwei. Guangzhou Yunwei held such 10% equity interest in Shanghai Asiaray in trust on
behalf of Hong Kong Asiaray.

On 18 June 2013, the board of directors of Shanghai Asiaray passed resolutions to
approve the increase in the registered share capital of Shanghai Asiaray by RMB33.50 million
to RMB50 million and the increase in the total investment amount by RMB67 million to
RMB100 million. The increase in registered capital and total investment amount were
completed on 9 May 2014.

On 9 May 2014, in order to streamline the shareholding structure of the Group, each of
Guangzhou Yunwei and Shanghai Kelefu transferred 10% equity interest in Shanghai Asiaray
respectively to Hong Kong Asiaray, at a total consideration of RMBS5.2 million, which was
determined based on appraised value of Shanghai Asiaray. Since then and immediately before
the Reorganisation, Shanghai Asiaray was wholly-owned by Hong Kong Asiaray.

The above-mentioned share transfer and increase in registered share capital were properly
and legally completed and settled.
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Yunnan Airport Asiaray

On 28 July 2008, Shanghai Asiaray purchased 51% equity interest (at a consideration of
RMB12.5 million, which was determined based on the appraised value of the equity interest in
Yunnan Airport Asiaray) in Yunnan Airport Asiaray, which has exclusive concession rights to
operate mainstream media resources in Kunming Changshui International Airport. The
remaining 49% interest was held as to 25% by Yunnan Airport Group Limited Liability
Company (Em#IGEEAREE/AT]) (“Yunnan Airport Company”) and 24% by Yunnan
Aviation Telecommunications Company Limited (/i RATEE AR/ F) (“Yunnan Aviation
Telecommunications”).

On 26 May 2011, the shareholders of Yunnan Airport Asiaray passed resolutions to
approve the increase in the registered share capital of Yunnan Airport Asiaray by RMB4 million
to RMB10 million. The increase in registered share capital was settled by surplus reserves and
undistributed profits. The increase in registered capital were completed on 29 August 2011.
During the Track Record Period and immediately before the Reorganisation, Yunnan Airport
Asiaray was directly held as to 51% by Shanghai Asiaray, 25% by Yunnan Airport Company
and 24% by Yunnan Aviation Telecommunications.

The above-mentioned share transfer and increase in registered share capital were properly
and legally completed and settled.

Hainan Asiaray

Hainan Asiaray (previously named as Yangpu Asiaray Advertising Company Limited* (¥
T AL 4 B4 A RS 7)) was incorporated in the PRC on 10 January 2008 as a limited liability
company with registered capital of RMB1 million, the entire amount of which was contributed
by Shenzhen Asiaray.

On 20 June 2010, the shareholders of Hainan Asiaray passed resolutions to approve the
increase in the registered share capital of Hainan Asiaray by RMB1 million to RMB2 million.
The increase in registered capital was completed on 29 June 2010. During the Track Record
Period and immediately before the Reorganisation, Hainan Asiaray was directly wholly-owned
by Shenzhen Asiaray.

The above-mentioned increase in registered share capital were properly and legally
completed and settled.

Hainan Asiaray principally engages in operation of mainstream media resources at the
Haikou Meilan International Airport.

Zhejiang Asiaray

Zhejiang Asiaray was incorporated in the PRC on 31 August 2010 as a limited liability
company with registered capital of RMBS5 million, the entire amount of which was contributed
by Shanghai Asiaray. Since incorporation and immediately before the Reorganisation, Zhejiang
Asiaray was directly wholly-owned by Shanghai Asiaray.
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Zhejiang Asiaray principally engages in the operation of mainstream media resources at

the Hangzhou Xiaoshan International Airport.
REORGANISATION

In preparation for the Listing, we have carried out the Reorganisation which involved the
following steps:

Incorporation of the Company

On 20 May 2014, the Company was incorporated as an exempted company with limited
liability under the laws of the Cayman Islands. The Company is a direct wholly-owned
subsidiary of Media Cornerstone. On 25 August 2014, the authorised share capital of the
Company was increased from HK$50,000 divided into 500,000 shares to HK$100,000,000
divided into 1,000,000,000 shares by the creation of an additional 999,500,000 shares.

Incorporation of Asiaray Media Holdings

On 20 May 2014, Asiaray Media Holdings was incorporated in the British Virgin Islands
as a limited liability company. At the time of incorporation, Asiaray Media Holdings was
wholly-owned by Mr. Lam.

Share transfer in respect of Asiaray Advertising Media, Hong Kong Asiaray and Asiaray
Media

On 25 August 2014, Ms. Chan transferred eight shares in Asiaray Advertising Media,
representing 0.00032% of the total issued share capital of Asiaray Advertising Media, to
Asiaray Holdings. Upon completion, Asiaray Advertising Media became legally and wholly-
owned by Asiaray Holdings.

On 25 August 2014, Ms. Chan transferred one share in Hong Kong Asiaray, representing
1% of the total issued share capital of Hong Kong Asiaray, to Asiaray Advertising Media. Upon
completion, Hong Kong Asiaray became legally and wholly-owned by Asiaray Advertising
Media.

On 25 August 2014, Ms. Chan transferred one share in Asiaray Media, representing 10%
of the total issued share capital of Asiaray Media, to Asiaray Advertising Media. Upon
completion, Asiaray Media became legally and wholly-owned by Asiaray Advertising Media.

Acquisition of Hong Kong Asiaray

On 25 August 2014, Asiaray Advertising Media passed shareholder resolutions to issue
9,900 shares in Hong Kong Asiaray to Asiaray Media Holdings at a consideration of HK$9,900.
Such consideration was determined based on the nominal value of shares in Hong Kong
Asiaray.
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On 25 August 2014, Hong Kong Asiaray and Asiaray Advertising Media entered into a
shares buy-back agreement, pursuant to which, Hong Kong Asiaray repurchased from Asiaray
Advertising Media the remaining 100 shares in Hong Kong Asiaray at a consideration of
HK$100. Such consideration was determined based on the nominal value of the shares in Hong
Kong Asiaray.

Upon completion, Hong Kong Asiaray became a wholly-owned subsidiary of Asiaray
Media Holdings.

Acquisitions of Asiaray Advertising Media, Asiaray Outdoor, Genesis Printing, Genesis
Signmaker and Asiaray Metro

On 25 August 2014, Asiaray Holdings transferred 2,500,000 shares in Asiaray Advertising
Media, representing the entire issued share capital of Asiaray Advertising Media, to Asiaray
Media Holdings at a consideration of HK$2,500,000, the payment of which was satisfied by
allotment of 25,000,000 Shares in the Company to Space Management. Such consideration was
determined based on the nominal value of shares in Asiaray Advertising Media. Upon
completion, Asiaray Advertising Media became a wholly-owned subsidiary of Asiaray Media
Holdings.

On 25 August 2014, Asiaray Holdings transferred 10,000 shares in Asiaray Outdoor,
representing the entire issued share capital of Asiaray Outdoor, to Asiaray Media Holdings at
a consideration of HK$10,000, the payment of which was satisfied by allotment of 100,000
Shares in the Company to Space Management. Such consideration was determined based on the
nominal value of shares in Asiaray Outdoor. Upon completion, Asiaray Outdoor became a
wholly-owned subsidiary of Asiaray Media Holdings.

On 25 August 2014, Asiaray Holdings transferred 10,000 shares in Genesis Printing,
representing the entire issued share capital of Genesis Printing, to Asiaray Media Holdings at
a consideration of HK$10,000, the payment of which was satisfied by allotment of 100,000
Shares in the Company to Space Management. Such consideration was determined based on the
nominal value of shares of Genesis Printing. Upon completion, Genesis Printing became a
wholly-owned subsidiary of Asiaray Media Holdings.

On 25 August 2014, Asiaray Holdings transferred 10,000 shares in Genesis Signmaker,
representing the entire issued share capital of Genesis Signmaker, to Asiaray Media Holdings
at a consideration of HK$10,000, the payment of which was satisfied by allotment of 100,000
Shares in the Company to Space Management. Such consideration was determined based on the
nominal value of shares of Genesis Signmaker. Upon completion, Genesis Signmaker became
a wholly-owned subsidiary of Asiaray Media Holdings.

On 25 August 2014, Hong Kong Asiaray transferred one share in Asiaray Metro,
representing the entire issued share capital of Asiaray Metro, to Asiaray Media Holdings at a
consideration of HK$1, the payment of which was satisfied by allotment of 10 Shares in the
Company to Space Management. Such consideration was determined based on the nominal
value of shares in Asiaray Metro. Upon completion, Asiaray Metro became a wholly-owned
subsidiary of Asiaray Media Holdings.
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Reorganisation Deed

On 25 August 2014, Mr. Lam and the Company entered into the Reorganisation Deed,
pursuant to which Mr. Lam agreed to procure the completion of acquisitions by Asiaray Media
Holdings of Hong Kong Asiaray, Asiaray Advertising Media, Asiaray Outdoor, Genesis
Printing, Genesis Signmaker and Asiaray Metro, and transfer all the issued shares in Asiaray
Media Holdings to the Company. As consideration, the Company has allotted and issued
88,000,000 Shares and 241,500,000 Shares to Space Management and Media Cornerstone
respectively, pursuant to instructions from Mr. Lam. Such consideration was determined with
reference to, among other things, the nominal value of the shares in Hong Kong Asiaray,
Asiaray Advertising Media, Asiaray Outdoor, Genesis Printing, Genesis Signmaker and

Asiaray Metro.

Establishment of the Family Trust

On 4 September 2014, Mr. Lam, as the settlor, established a family trust with the Trustee.
Mr. Lam has transferred his entire interest in Media Cornerstone to Shalom Family Holding,
a company controlled by the Family Trust for nil consideration for the settlement of the Family
Trust. The sole shareholder of Shalom Family Holding is UBS Nominees Limited, a company
which holds the shares in Shalom Family Holding as nominee for the Trustee. Ultimately, the
Trustee holds the entire interest in Media Cornerstone on trust for the benefit of Mr. Lam and

certain of his family members.
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GROUP STRUCTURE

The following chart sets out the shareholding and corporate structure of our

immediately before the Reorganisation:
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Notes:
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The remaining 0.01% interest was held by Ms. Chan in trust on behalf of Mr. Lam.

The remaining 0.00032% interest was held by Ms. Chan in trust on behalf of Asiaray Holdings.

The remaining 1% interest was held by Ms. Chan in trust on behalf of Asiaray Holdings.

The remaining 10% interest was held by Ms. Chan in trust on behalf of Asiaray Advertising Media.
Shanghai Asiaray has three branches, which are Xinjiang branch, Changning branch and Ningbo branch.

The remaining 51% interest was held by Shenzhen Airport Company. Save for its interest in Shenzhen
Airport Asiaray, Shenzhen Airport Company is not connected to our Group.

Among the remaining 49% interest, 25% interest was held by Yunnan Airport Company and 24 % interest
was held by Yunnan Aviation Telecommunications. Save for its interest in Yunnan Airport Asiaray,
Yunnan Airport Company and Yunnan Aviation Telecommunications are not connected to our Group.

The remaining 51% interest was held by Xiamen Iport Group Co., Ltd. (J&FFHZE4E A BRAA])
(“Xiamen Iport”). Save for its interest in Fujian Zhaoxiang Asiaray, Xiamen Iport is not connected to
our Group. On 3 June 2014, Shanghai Asiaray and Xiamen Iport entered into a supplemental agreement,
pursuant to which, among other things, Shanghai Asiaray agreed to sell, and Xiamen Iport agreed to
purchase, 19% equity interest in Fujiang Zhaoxiang Asiaray according to terms and conditions in the
supplemental agreement. Subsequently, Shanghai Asiaray and Xiamen Iport entered into a formal equity
transfer agreement dated 20 October 2014 and a supplemental agreement dated 21 October 2014 in
relation to the above equity transfer. The above equity transfer has been completed. As at the Latest
Practicable Date, Fujian Zhaoxiang Asiaray was held as to 30% by Shanghai Asiaray and 70% by
Xiamen Iport.

Beijing Asiaray has a branch, namely, Yichang branch.

The remaining 49% interest was held by Zhengzhou Airport Company. Save for its interest in Henan
Airport Asiaray, Zhengzhou Airport Company is not connected to our Group.

Among the remaining 60% interest, 40% interest was held by AirMedia Group Company Limited (i
FEIEEBARAF) (“AirMedia”) and 20% interest were held by Guangxi Aviation Industry
Development Co., Ltd. (& VG B s 288 R A PR 7)) (“Guangxi Aviation”). Save for its interest in
Guangxi Top Source, AirMedia and Guangxi Aviation are not connected to our Group.

The remaining 10% interest was held by Wuxi Metro Company. Save for its interest in Wuxi Asiaray,
Wuxi Metro Company is not connected to our Group.
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The following chart sets out the shareholding and corporate structure of our Group
immediately after the Reorganisation but before the Global Offering:
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Notes:

(1) The Family Trust is set up by Mr. Lam as settlor, with UBS Trustees (BVI) Limited acting as the Trustee,
and the beneficiaries of which are Mr. Lam, certain of his family members and other persons who may
be added from time to time.

(2)  Shanghai Asiaray has three branches, namely, Xinjiang branch, Changning branch and Ningbo branch.

(3)  The remaining 51% interest was held by Shenzhen Airport Company. Save for its interest in Shenzhen
Airport Asiaray, Shenzhen Airport Company is not connected to our Group.

(4)  Among the remaining 49% interest, 25% was held by Yunnan Airport Company and 24% were held by
Yunnan Aviation Telecommunications. Save for its interest in Yunnan Airport Asiaray, Yunnan Airport
Company and Yunnan Aviation Telecommunications are not connected to our Group.

(5)  The remaining 70% interest was held by Xiamen Iport. Save for its interest in Fujian Zhaoxiang Asiaray,
Xiamen Iport is not connected to our Group. We used to hold 49% in Fujian Zhaoxiang Asiaray. On 3
June 2014, Shanghai Asiaray and Xiamen Iport entered into a supplemental agreement, pursuant to
which, among other things, Shanghai Asiaray agreed to sell, and Xiamen Iport agreed to purchase, 19%
equity interest in Fujiang Zhaoxiang Asiaray according to terms and conditions in the supplemental
agreement. Subsequently, Shanghai Asiaray and Xiamen Iport entered into a formal equity transfer
agreement dated 20 October 2014 and a supplemental agreement dated 21 October 2014 in relation to
the above equity transfer. The above equity transfer has been completed.

(6)  Beijing Asiaray has a branch, namely, Yichang branch.

(7)  The remaining 49% interest was held by Zhengzhou Airport Company. Save for its interest in Henan
Airport Asiaray, Zhengzhou Airport Company is not connected to our Group.

(8)  Among the remaining 60% interest, 40% interest was held by AirMedia and 20% interest was held by
Guangxi Aviation. Save for its interest in Guangxi Top Source, AirMedia and Guangxi Aviation are not
connected to our Group.

(9)  The remaining 10% interest was held by Wuxi Metro Company. Save for its interest in Wuxi Asiaray,
Wuxi Metro Company is not connected to our Group.
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The following chart sets out the shareholding and corporate structure of our Group
immediately upon completion of the Global Offering (without taking into account the exercise
of the Over-allotment Option and any Shares which may be issued upon the exercise of any

options which may be granted under the Share Option Scheme):

Group structure immediately after the Global Offering
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Notes:

(1)  The Family Trust is set up by Mr. Lam as settlor, with UBS Trustees (BVI) Limited acting as the Trustee,
and the beneficiaries of which are Mr. Lam, certain of his family members and other persons who may
be added from time to time.

(2)  Asiaray Media Holdings principally engages in investment holding.

(3)  Asiaray Metro principally engages in provision of out-of-home advertising media services in Hong
Kong.

(4)  Asiaray Advertising Media principally engages in provision of out-of-home advertising media services
in Hong Kong.

(5)  Asiaray Outdoor principally engages in provision of out-of-home advertising media services in Hong
Kong.

(6)  Genesis Signmaker principally engages in provision of design, consultancy, construction and
maintenance services in Hong Kong.

(7)  Genesis Printing principally engages in provision of advertising, production, installation and
dismantling services in Hong Kong.

(8) Hong Kong Asiaray principally engages in investment holding.

(9)  Asiaray Media principally engages in provision of out-of-home advertising media services in Hong
Kong.

(10) Asiaray Advertising principally engages in billboard advertising and outdoor advertising facilities
construction businesses in Hong Kong.

(11) Shanghai Asiaray has three branches, including Xinjiang branch, Changning branch and Ningbo branch.
Shanghai Asiaray principally engages in provision of out-of-home advertising media services in the
PRC.

(12) Qingdao Asiaray principally engages in provision of out-of-home advertising media services in the PRC.

(13) Shenzhen Baomoshi principally engages in provision of out-of-home advertising media services in the
PRC.

(14) Shenzhen Yatie principally engages in provision of out-of-home advertising media services in the PRC.

(15) Shenzhen Asiaray principally engages in provision of out-of-home advertising media services in the
PRC.

(16) The remaining 51% interest was held by Shenzhen Airport Company. Save for its interest in Shenzhen
Airport Asiaray, Shenzhen Airport Company is not connected to our Group. Shenzhen Airport Asiaray
principally engages in provision of out-of-home advertising media services in the PRC.

(17) Shenzhen Yashi principally engages in provision of out-of-home advertising media services in the PRC.

(18) Guangzhou Asiaray principally engages in provision of out-of-home advertising media services in the
PRC.

(19) Shanghai Asiaray Media principally engages in provision of out-of-home advertising media services in
the PRC.

(20) Shanghai Medisi principally engages in provision of out-of-home advertising media services in the PRC.

(21) Shanghai Asiaray Advertising Media principally engages in provision of out-of-home advertising media
services in the PRC.
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(22)

(23)
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(32)

Zhejiang Asiaray principally engages in provision of out-of-home advertising media services in the
PRC.

Among the remaining 49% interest, 25% was held by Yunnan Airport Company and 24% was held by
Yunnan Aviation Telecommunications. Save for its interest in Yunnan Airport Asiaray, Yunnan Airport
Company and Yunnan Aviation Telecommunications are not connected to our Group. Yunnan Airport
Asiaray principally engages in provision of out-of-home advertising media services in the PRC.

The remaining 70% interest was held by Xiamen Iport. We used to hold 49% in Fujian Zhaoxiang
Asiaray. On 3 June 2014, Shanghai Asiaray and Xiamen Iport entered into a supplemental agreement,
pursuant to which, among other things, Shanghai Asiaray agreed to sell, and Xiamen Iport agreed to
purchase, 19% equity interest in Fujiang Zhaoxiang Asiaray according to terms and conditions in the
supplemental agreement. Subsequently, Shanghai Asiaray and Xiamen Iport entered into a formal equity
transfer agreement dated 20 October 2014 and a supplemental agreement dated 21 October 2014 in
relation to the above equity transfer. The above equity transfer has been completed. Save for its interest
in Fujian Zhaoxiang Asiaray, Xiamen Iport is not connected to our Group. Fujian Zhaoxiang Asiaray
principally engages in provision of out-of-home advertising media services in the PRC.

Beijing Asiaray principally engages in provision of out-of-home advertising media services in the PRC.
Beijing Asiaray has a branch, namely, Yichang branch of Beijing Asiaray.

Chengdu Asiaray principally engages in provision of out-of-home advertising media services in the
PRC.

Hainan Asiaray principally engages in provision of out-of-home advertising media services in the PRC.

The remaining 49% interest was held by Zhengzhou Airport Company. Save for its interest in Henan
Airport Asiaray, Zhengzhou Airport Company is not connected to our Group. Henan Airport Asiaray
principally engages in provision of out-of-home advertising media services in the PRC.

The remaining 10% interest was held by Wuxi Metro Company. Save for its interest in Wuxi Asiaray,
Wuxi Metro Company is not connected to our Group. Wuxi Asiaray principally engages in provision of
out-of-home advertising media services in the PRC.

Among the remaining 60% interest, 40% interest was held by AirMedia and 20% interest was held by
Guangxi Aviation. Save for its interest in Guangxi Top Source, AirMedia and Guangxi Aviation are not
connected to our Group. Guangxi Top Source principally engages in provision of out-of-home
advertising media services in the PRC.

Xi’an Asiaray principally engages in provision of out-of-home advertising media services in the PRC.

Shanghai Asiaray Media Communication principally engages in provision of out-of-home advertising
media services in the PRC.
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The information presented in this section is derived from the Frost & Sullivan
Report. We believe that the sources of the information are appropriate sources for the
information and we have taken reasonable care in extracting and reproducing the
information. We have no reason to believe that such information is false or misleading
in any material respect or that any fact has been omitted that would render the
information false or misleading in any material respect. The information has not been
independently verified by us, the Sole Sponsor, Sole Global Coordinator, the Sole
Bookrunner, the Sole Lead Manager, the Underwriters or any of our or their respective
directors, officers or representatives or any other person involved in the Global
Offering and no representation is given as to its accuracy or completeness. The
information and statistics may not be consistent with other information and statistics
compiled within or outside of China or Hong Kong.

OVERVIEW OF THE ADVERTISING MARKET

Advertising refers to the use of images, sounds and slogans to communicate an
advertiser’s message to consumers, and it is primarily used for brand building and sales
promotion. For example, it may be used to promote products or services, create and maintain
the advertiser’s image or reputation or advocate for the advertiser’s cause. The advertising
industry can be broadly divided into: television and broadcast, newspaper, magazines, Internet

and out-of-home.

Category Characteristics
Television & . includes television and radio
Broadcast .. ... ... . television uses a combination of audio and visual elements
. television generally limited in time to less than 30 seconds
. broadcast is limited to audio media only
Newspapers . ....... . includes display and classified advertising
. lower cost than broadcast and television
. subscriptions provide guaranteed audience
. frequent publication provides more advertising opportunities
Magazines . ........ . good print quality provides better visual effect
. subscriptions provide guaranteed audience
. less frequent publication than newspapers
Internet . . . ... ... .. . interactive elements wide reach both in-home and out-of-home
Out-of-home . . . . . . .. . includes wide variety of advertising formats
. transportation media provides substantial advertising spaces
. extensive audience of pedestrians and commuter traffic
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Out-of-Home Advertising

Out-of-home advertising is classified into airport, metro, commercial building, bus and
others. In particular, the airport and metro line advertising markets have shown high growth
potential in recent years due to the ongoing construction of new airports and metro lines
nationwide. Out-of-home advertising is characterised by direct visual impact, various
expressions and long release time. The introduction of ink jet printing in the 1990’s was a
turning point for out-of-home advertising. This new application increased the overall growth
potential of the out-of-home advertising market.

Digital technology has increasingly become part of out-of-home advertisements as an
innovative development and to communicate the advertisers’ messages more effectively. For
example, LED screens of various sizes may be used to enhance traditional static displays. Other
types of technology used in the advertising include different printing, engraving and cutting
techniques as well as LED and other lighting effects. Advertising companies will continue to
employ a combination of these technologies as they create more interactive and engaging
advertising content in order to help advertisers reach their audiences. Advertising spaces which
integrate innovative technology are expected to generate more revenue due to the added value.

CHINA’S ADVERTISING MARKET

The advertising industry in China has experienced rapid growth in recent years and is
currently the world’s third largest advertising market. China’s advertising market increased
from US$41.1 billion in 2009 to US$75.9 billion in 2013, and is expected to increase further
to US$127.7 billion by 2018, as domestic consumption and government spending continue
increasing.

The out-of-home advertising market in China is expected to increase faster than the
overall advertising market in China. According to the Frost & Sullivan Report, it is forecast
that the out-of-home advertising market in China will increase at a CAGR of 18.4% from 2013
to 2018, while the overall advertising market in China is forecast to increase a CAGR of 11.0%
for the same period. The graph below sets forth the historical and forecast growth and the
proportion of each type of the advertisement market in China by segment for the years
indicated.
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Out-of-Home Advertising Market of China

Although advertising is subject to government control and censorship in China,
out-of-home advertising is one medium which permits ownership and operation by private and
foreign enterprises. This has contributed to the growth of the out-of-home advertising market
in China.

The graph below set forth the segments and growth in the out-of-home advertising market

in China for the years indicated.
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Transportation media advertising, in particular airport and metro line advertising, has
experienced the fastest growth in market size. As new infrastructure is constructed, new metro
lines have been built throughout China and existing airports have been expanded, improved and
renovated, which has stimulated the development of these two segments in the out-of-home
advertising market. It is expected that the airport and metro line advertising markets will
continue to rapidly develop as air travel and metro line travel continue to develop and become
more important and readily available transportation methods. Meanwhile, improved mobile
devices/applications and Internet accessibility in airports and metro lines will create more
opportunities for advertisers in these two segments.
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Market Drivers

The out-of-home advertising market in China is, and will continue to be, driven by the

following factors:

. Continued growth of the overall economy and increased urbanisation. As the
economy grows and urbanisation progresses, income levels and living standards in
China will continue to improve. The urbanisation rate in China increased from
48.3% in 2009 to 53.7% in 2013 and is forecast to increase to 57.9% by 2018,
according to the Frost & Sullivan Report. As urbanisation progresses, domestic
consumption is expected to increase and consumer preferences to change. Numerous
branded domestic consumer goods are marketed on a regional and even national
basis, rather than locally. Accordingly, these brands are expected to seek to place
their advertisements on platforms that give them nationwide reach. This is expected
to increase demand for advertising services overall and in particular in second and
third tier cities. As such, advertisers’ expenditures on out-of-home advertising is

expected to increase as they target more consumers throughout China.

. Government support and regulation. Government spending is expected to increase
as the PRC government seeks to improve infrastructure and facilities, such as
airports, metro lines and high speed rail. The PRC government regulates the
out-of-home advertising market in China through a series of laws and regulations

which it expects to support the growth of the market.

. Innovative technology. As technology continues to advance, new media and
advanced techniques are integrated into out-of-home advertising, including LED
screens and mobile televisions. In order to meet the demands of advertisers and
communicate more effectively with consumers, out-of-home advertising companies

will continue to develop and implement new technology and techniques.

. Changes in consumer lifestyle and preferences. As the standard of living improves
in China, the general population is expected to spend more time out-of-home dining,
socialising and entertainment. Advertisers will seek to take advantage of this to
reach consumers through the out-of-home advertising channel.

. Increased investment in branding and marketing. Advertisers have begun to
recognise the unique advantage of out-of-home advertising, such as the
effectiveness of advertisements and wide coverage of desirable locations, and will

accordingly invest more in out-of-home advertising.
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HONG KONG’S ADVERTISING MARKET

Advertisers in Hong Kong are allocating more resources on marketing and advertising. As
the advertising market develops and a greater degree of expertise is needed to keep pace with
newer advertising innovations, the revenue generated by the Hong Kong advertising market has
increased. Along with the overall economic growth in Hong Kong, growth of the advertising
market is expected to remain steady. The advertising market in Hong Kong grew from US$2.0
billion in 2009 to US$2.8 billion in 2013, and is expected to increase to US$3.9 billion by
2018, according to the Frost & Sullivan Report.

Television and broadcasting, newspapers and out-of-home advertising were the most
popular media types, representing 34.4%, 28.3% and 12.9% of the total advertising market
value, respectively, in 2013, followed by magazines and Internet advertising. Going forward,
television and broadcasting, newspapers and magazines are expected to account for smaller
proportions of the total market size, whereas the respective proportion of out-of-home and
Internet advertising are expected to increase to 14.3% and 11.0%, respectively, of total
advertising market value by 2018.

Out-of-Home Advertising Market of Hong Kong

As changes in the management of advertising space has evolved, airport, metro line and
bus advertising has become, and is expected to continue accounting for, a large portion of the
out-of-home advertising market in Hong Kong. In particular, the advanced metro system in
Hong Kong has facilitated the development of metro line advertising. In recent years, the
advertising market has become more digitalised and has been enhanced by richer media
formats. This has allowed advertisers to create more innovative displays on traditional
billboards and commercial building advertising, which is expected to contribute to growth in
those segments. Driven by digitalisation and improved space management, the market size of
out-of-home advertisement market in Hong Kong is expected to maintain relatively stable
growth.

The graph below sets forth the segments and growth of the Hong Kong out-of-home
advertising market for the periods indicated.
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Historically, transportation media advertising, which include metro lines, airports and
buses, accounted for a significant proportion of the total market size. The metro line
advertising segment had a market size of US$141.5 million, or 39.6% of the total out-of-home
advertising market, in 2013, mainly due to the advanced state of the metro system in Hong
Kong. Due to the application of new technologies and use of multiple media formats,
commercial building advertising has also shown stable growth, with market size reaching
US$51.2 million, or 14.3% of the total out-of-home advertising market, in 2013. Airport
advertising, which is primarily dominated by luxury brand advertisers, has experienced strong
growth with total advertising value increasing from US$39.5 million in 2009 to US$64.8
million in 2013, and accounted for approximately 18.2% of the total out-of-home advertising
market, in 2013.

Market Drivers
The out-of-home advertising market in Hong Kong is, and will continue to be driven by:

. Increasing population density. The high population density and significant number
of tourists visiting the city throughout the year provide a large audience of potential
consumers for advertisers to market their brands, products and services.

. Increased advertising spending. Advertising is a key part of the marketing strategy
for brands and companies competing for market share. In particular, the lower cost
of out-of-home advertising compared to other methods of advertising may attract
more companies to advertise through out-of-home advertising in Hong Kong.

. Increased time spent outside of the home. Hong Kong’s population is spending an
increasing amount of time traveling, commuting, shopping or socialising outside of
the home. Therefore, out-of-home advertising is considered an effective and
impactful means of reaching consumers.

ENTRY BARRIERS TO OUT-OF-HOME ADVERTISING IN CHINA AND HONG
KONG

The main entry barriers to the out-of-home advertising markets in China and Hong Kong
are:

. Access to media resources. Major market participants in China and Hong Kong’s
advertising markets have developed long term, stable relationships with owners of
advertising spaces, such as airports, metro lines and commercial buildings. This
creates a barrier to entry for newer market participants who do not have access to
these advertising spaces, in particular in major cities.

. Technology. Existing market participants have invested significant time and
resources into developing and implementing technology to meet the demands of
advertisers and also to comply with the safety requirements associated with many
types of out-of-home advertisements, such as in airports and metro lines. Smaller
and newer advertising companies will lack the resources and experience to compete
with existing market participants in that regard.
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. Access to customers. Many large brands and advertisers have already established
relationships with existing advertising agencies or directly with advertising
companies. Newer market entrants will have difficulty competing for this market
share.

. Talent management. Existing market participants are better able to attract talented
employees as they can provide a better platform and more resources.

AIRPORT ADVERTISING

Airport advertising is characterised by large advertising spaces, long waiting times with
captive audiences and audiences with purchasing power. This makes airport advertising
especially attractive for brand building campaigns by advertisers in various industries. The
future development of airport advertising will be supported by its higher end audience
comprised of passengers with more purchasing power. Advertisers are expected to continue

targeting airport passengers as a desirable audience.

According to the Frost & Sullivan Report, it is expected that there will be a gradual shift
away from the “media underwriting” or sub-contracting model, where the airport grants
concession rights to its various advertising spaces to multiple advertising companies, towards
a business model based on granting exclusive concession rights to all advertising spaces to a
single advertising company. The majority of market participants in airport advertising conduct
their operations through non-exclusive arrangements with airports and various forms of
transportation media. As the market continues to grow and develop, it is expected that the
market will consolidate as more airport and metro lines advertising shift towards exclusive

management of advertising spaces by a single advertising company.

Market Drivers

Government investment. Growing government investment on infrastructure construction,
including airport construction, extension and refurbishment, has driven an increase in number
of airports in Greater China. Airport construction and refurbishment typically includes the
construction of new airports and terminals as well as the improvement and expansion of
existing airports. Investment in civil aviation infrastructure in China increased from RMB59.5
billion in 2009 to RMB72.0 billion in 2013, and it is expected to further increase to RMB78.6
billion by 2018. The aggregate amount of investment in civil aviation infrastructure in China
for 2014 to 2018 is expected to total approximately RMB379.7 billion, according to the Frost
& Sullivan Report.

Improving living standards. Due to improving income levels and living standards in
China, air travel has become a commonly used means of long distance transportation. The
future development of airport advertising will be supported by its higher end, upscale audience
comprised of passengers with more purchasing power. In particular, advertisers, especially
those in luxury products and cosmetics industries, are expected to continue targeting airport
passengers as a desirable audience, and to focus more on airport advertising.
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Airport Advertising Revenue

Airport advertising revenue in China increased from US$1.2 billion in 2009 to US$2.2
billion in 2013. According to the Frost & Sullivan Report, airport advertising revenue in China
is forecast to further increase to US$3.78 billion by 2018.

Airport Passenger Throughput

Airport passenger throughput in Greater China increased from 540 million in 2009 to 820
million in 2013, representing a CAGR of approximately 11.2%, and is expected to further
increase to 1.28 billion by 2018, representing a CAGR of approximately 9.3%. The graph
below sets forth the historical and forecast passenger throughout in airports in Greater China

for the years indicated.
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Driven by the increase in passenger throughput and partially funded by government
investment, the number of airports and, consequently, the aggregate floor area of airport

terminals in China, is expected to increase.
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Number of Airports

The number of airports in Greater China increased from 167 in 2009 to 195 in 2013, and
is expected to further increase to 278 by 2018. The graph below sets forth the historical and

forecast number of airports in Greater China for the years indicated.
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Floor Area of Airport Terminals

According to the Frost & Sullivan Report, the floor area of the terminals of the top 30

airports in Greater China was approximately 9.01 million square meters in 2013, and is

expected to further increase to 13.38 million sq.m. in 2018 as new terminals are constructed

and existing terminals are refurbished. As such, available advertising spaces in airports is

expected to increase along with the increase in the floor area of airport terminals. The graph

below sets forth the historical and forecast growth in the aggregate floor area of airport

terminals for the top 30 airports in China for the years indicated.
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Entry Barriers

The main entry barriers to the airport advertising market in Greater China include the
following:

. Airport security measures. Airports have high standards of security and safety.
Airports need to ensure that advertisements do not interfere with the safety and
airport operations. Without sufficient years of experience and standardised operating
procedures, it is difficult of new market entrants to comply with these stringent
requirements.

. Established relationships with airports. As major market participants in airport
advertising have developed, long-term, stable relationships with owners of airports,
and occupied more favourable media resources, new market entrants may have
difficulty obtaining advertising spaces in advantageous locations and in forming
media networks across multiple cities to compete with existing market participants.
In addition, new market entrants will have difficulty competing with current market
participants with established media networks for advertisers seeking to extend their
geographical reach.

. Technology. Existing major market participants have the advantage of experience
and access to technological capabilities and resources, allowing them to provide
more effective airport advertising solutions. They are also supported by their
existing operations and greater capital, which allows them to invest in newer
technology for the development of more innovative airport advertisement solutions,
which newer market entrants may not have.

METRO LINE ADVERTISING

Metro line advertising is characterised by a large and diverse passenger throughput and
the interior of trains creating a captive environment. In addition, the metro station and train
platform areas provide advertisers with the opportunity to dominate a large space with their
advertising message. Metro line advertising also allows advertisers to take advantage of
commuters’ time spent out-of-home while in transit.

Market Drivers

The metro line advertising market is expect to continue being driven by urbanisation,
increased passenger throughput and higher standards of living.

Urbanisation. As urbanisation continues in China, rural populations have migrated to
urban areas, which has led to increased use of public transportation systems. The central and
regional governments are expected to continue investing in construction and expansion of
urban metro systems to meet increased demand. As newly-constructed metro lines open, it will
create a large number of advertising spaces, which will drive the development of this segment
market.
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Higher living standards. As living standards in China have increased, travel by metro line
has become one of the most common and important methods of public transportation. As the
audience of metro advertisement increases, advertisers are expected to focus more on metro

advertisement media, which is expected to drive the development of this segment.
Metro Line Advertising Revenue

Metro line advertising has grown, and is expected to continue growing, at a rapid pace.
According to the Frost & Sullivan Report metro line advertising revenue in China more than
doubled from US$0.2 billion in 2009 to US$0.6 billion in 2013, and it is expected to further
increase to US$3.8 billion by 2018.

Number of Metro Lines

Metro lines in the cities usually have a large and steady passenger volume. As a key part
of daily routine of customers, metro lines present numerous opportunities for advertising. An
increasing amount of metro space being reserved for advertisement, with the income generated
from this aspect gradually increasing. As Hong Kong’s transportation system expands and
improves, new metro lines, such as West Island Line, Shatin to Central Link, South Island Line
and Kwun Tong Line Extension in Hong Kong are expected to provide significant development
space for out-of-home advertisement. The number of operating metro lines increased quickly
from 39 lines in Greater China in 2009 to 81 lines in 2013, representing a CAGR of
approximately 20.1%. As various cities in Greater China carry out their infrastructure
improvement plans, the number of operating metro lines in Greater China is expected to grow
from 81 lines in 2013 to 176 lines by 2018. The graph below sets forth the historical and

forecast number of metro lines in Greater China for the years indicated.
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Entry Barriers

The main entry barriers to the metro line advertising markets in China and Hong Kong

include the following:

Stringent safety standards. Metro lines have high safety standards. These safety
standards are difficult to comply with due to the large number of advertising units,
short display period of advertisements and limited hours when installation,
maintenance and dismantlement of advertisements can take place. This is a
significant consideration for advertising operators, who must be able to comply with
these requirements in order to operate in metro lines. Without sufficient years of
experience and standardised operating procedures, it is difficult for new market
entrants to comply with these stringent requirements.

Established relationships with metro lines. Major players in metro advertising
market have already developed long-term and stable relationships with owners of
metro lines, and occupy a large proportion of favourable media resources, which
makes it difficult for new entrants to compete for media resources in key locations.

Talent management. Existing market participants in the metro line advertising
market, especially large advertising agencies, are better capitalised and have better
quality employees, which provide them with a competitive advantage over new
market entrants in terms of experience, organisation and access to resources.

COMPETITIVE LANDSCAPE

Airport Advertising Market Rankings

Exclusive Airports

The table below sets forth the ranking of the top privately-owned media companies in the

airport advertising market in Greater China in terms of number of exclusive airports and in

terms of revenue from exclusive airports in 2013.

No. of
Privately-owned exclusive Privately-owned Market
Ranking media companies airports Ranking media companies Revenue™ share
(RMB billions)
1 Asiaray 25 1 Asiaray 0.51 3.63%
2 Company A 5 2 Company B 0.36 2.56%
3 Company B 4 3 Company A 0.06 0.43%
(1)  Rankings are based on a comparison of out-of-home advertising revenue derived from exclusive

arrangements with airports. Revenue consolidation is based on International Accounting Standards and
excludes revenue from associates over which the company does not exercise control (i.e. holds less than
50% ownership).
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Exclusive and Non-exclusive Airports

The table below sets forth the ranking of the top media companies in the airport

advertising market in terms of revenue from exclusive and non-exclusive airports in 2013.

Number of Market

Ranking All media companies airports’”  Ranking All media companies Revenue® share
(RMB billions)

1 Company C® 44 1 Company C® 1.50  10.68%
2 Company A 31 2 Company A 142 10.13%
3 Asiaray 28 3 Company D® 1.05 7.47%
4 Company E 24 4 Asiaray 0.59 4.20%
5 Company F® 15 5 Company B 0.56 3.99%
5 Company G 15

(1)  Number of airports includes any airport in which the relevant company operates at least one media

resource unit in any format.

(2)  Rankings are based on a comparison of advertising revenue from airports. Revenue consolidation is
based on International Accounting Standards and excludes revenue from associates over which the

company does not exercise control (i.e. holds less than 50% ownership).

(3) Company C, Company D and Company F are airport operations companies which also conduct
advertising operations in China. They are also state-owned enterprises and/or owners of the land on

which the relevant airports are located.

Metro Line Advertising Market Rankings

Exclusive Metro Lines

The table below sets forth the ranking of the top privately-owned media companies in the

metro line advertising market in Greater China in terms of number of exclusive metro lines and

revenue from exclusive metro lines in 2013.

No. of
Privately-owned exclusive Privately-owned Market
Ranking media companies metro lines Ranking media companies Revenue™ share
(RMB billions)
Company B 37 1 Company B 1.42  31.86%
2 Company J 12 2 Company J 0.58 13.01%
Asiaray 6 3 Asiaray 0.23 5.16%

(1)  Rankings are based on a comparison of advertising revenue from metro lines. Revenue consolidation is
based on International Accounting Standards and excludes revenue from associates over which the

company does not exercise control (i.e. holds less than 50% ownership).
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Exclusive and Non-exclusive Metro Lines

The table below sets forth the ranking of the top media companies in the metro line
advertising market in Greater China in terms of revenue from exclusive and non-exclusive
metro lines in 2013.

Number of Market
Ranking All media companies metro lines” Ranking All media companies Revenue® share

(RMB billions)

1 Company B 37 1 Company B 1.42  31.86%
2 Company H 32 2 Company J 0.58 13.01%
3 Company I 27 3 Company H 0.31 6.96%
4 Company J 12 4 Asiaray 0.23 5.16%
5 Asiaray 6 5 Company K® 0.21 4.71%
5 Company K 6

(1)  Number of metro lines includes any metro line in which the relevant company operates at least one
media resource unit in any format.

(2) Rankings are based on a comparison of advertising revenue from metro lines. Revenue consolidation is
based on International Accounting Standards and excludes revenue from associates over which the
company does not exercise control (i.e. holds less than 50% ownership).

(3) Company K is a state-owned enterprise.

SOURCE AND RELIABILITY OF INFORMATION

In connection with the Global Offering, we have engaged Frost & Sullivan to conduct a
detailed analysis and prepare an industry report on the advertising and out-of-home advertising
markets in China and Hong Kong. We incurred approximately HK$0.96 million in fees and
expenses for the preparation of the Frost & Sullivan Report. The payment of such amount was
not contingent upon our successful Listing or on the results of the Frost & Sullivan Report.
Except for the Frost & Sullivan Report, we did not commission any other industry report in
connection with the Global Offering.

Frost & Sullivan is an independent global consulting company which was founded in
1961 and is based in the United States. Services provided by Frost & Sullivan include market
assessments, competitive benchmarking, and strategic and market planning for a variety of
industries. We have included certain information from the Frost & Sullivan Report in this
prospectus because we believe such information facilitates an understanding of the market in
which we operate for potential investors.

Frost & Sullivan’s independent research was undertaken through both primary and
secondary research obtained from various sources. Primary research involved interviews with
leading industry participants. Secondary research involved reviewing company reports,
independent research reports and data based on Frost & Sullivan’s own research database.
Projected total market size was obtained from historical data analysis plotted against
macroeconomic data as well as specific industry drivers. Frost & Sullivan’s research may be
affected by the accuracy of these assumptions and the choice of these parameters.
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The Frost & Sullivan Report was compiled based on, among other things, the below

assumptions:

. The social, economic and political environment in China and Hong Kong will

remain stable during the forecast period.

. Related industry key drivers are likely to drive the market in the forecast period.

See “Risk Factors — Risks Relating to this Prospectus.”
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OVERVIEW

We are a leading out-of-home media company with a strategic focus on airport and metro
line advertising. For Greater China in 2013, we were ranked first among privately-owned media
companies in terms of revenue from, and number of, airports with exclusive concession rights to
mainstream media resources, and ranked third among privately-owned media companies both in
terms of revenue from, and number of, metro lines with exclusive rights to mainstream media
resources, according to the Frost & Sullivan Report. For Greater China in 2013, we were ranked
fourth among all media companies both in terms of all advertising revenue from airports and in
terms of all advertising revenue from metro lines, according to the Frost & Sullivan Report. In
the same year, we were ranked third in terms of number of airports where we had advertising
operations and fifth in terms of number of metro lines where we had advertising operations,
according to the Frost & Sullivan Report. We are also one of the two out-of-home media
resources companies operating in the metro lines segment in Hong Kong. We draw upon our deep
knowledge of and experience in space management to deliver integrated, creative out-of-home
media solutions to advertiser customers, which enable them to develop a more powerful
connection with consumers.

Our media resources consist of advertising spaces in airports, metro lines, alongside
expressways and on commercial buildings in 33 cities throughout Greater China. All of these
media resources are located in metropolitan areas with dense populations. As at the Latest
Practicable Date, our media resources included: (i) 25 airports where we have exclusive
concession rights to mainstream media resources; (ii) one airport where we have non-exclusive
concession rights to mainstream media resources; (iii) 10 metro lines where we have exclusive
rights to mainstream media resources; and (iv) 360 billboards in Greater China.

We strategically focus on airports and metro lines. We target the media resources in these
transportation means due to the high levels of passenger traffic and generally widespread use
and accessibility in Greater China. Airports have large captive audiences due to long waiting
times and frequent passenger traffic. Metro lines typically have high levels of passenger traffic
on a daily basis. As more airports and metro lines are constructed to accommodate increasing
levels of passenger traffic and urbanisation, we believe that advertising opportunities in
airports and metro lines will increase, and that media resources in airports and metro lines will
continue to be desirable and sought-after. Our media solutions also include billboards and
building solutions which have widespread visibility and accessibility in major cities, and also
complement our airports and metro lines to provide total, integrated media resources solutions
to advertiser customers. We believe we will have increasing opportunities to showcase our
creativity and space management by creatively using technologies, applications and techniques

in our billboards and building solutions.

Out-of-home advertising in China has experienced steady growth in recent years, driven
by the growth in China’s economy, increased income levels and higher standards of living, as
well as growth in the travel by airplane, metro lines and other modes of transportation as
urbanisation progresses. According to the Frost & Sullivan Report, China’s out-of-home
advertising market is forecasted to grow at a CAGR of approximately 18.4% from 2013 to
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2018, making it one of the fastest growing out-of-home advertising markets in the world.
Out-of-home advertising is expected to represent an increasingly larger percentage of total
advertising spending, as more advertiser customers choose it to effectively target mobile and
urbanised target audiences in a cost-effective way. In particular, airport advertising in China is
expected to increase from US$2.2 billion in 2013 to US$3.8 billion by 2018, and metro line
advertising in China is expected to increase from US$0.6 billion in 2013 to US$3.8 billion by
2018, according to the Frost & Sullivan Report.

Along with the growth in the PRC advertising industry, we have also grown rapidly in
recent years. Our revenue increased from HK$717.5 million in 2011 to HK$953.1 million in
2012, or by 32.8%, and from HK$953.1 million in 2012 to HK$1,211.3 million in 2013, or by
27.1%, representing a CAGR of 29.9%. Our revenue was HK$612.1 million for the six months
ended 30 June 2014.

Our advertiser customers represent a wide spectrum of industries, including automotive,
retail, fashion, food and beverage and real estate. Our advertiser customers generally consist
of advertising agencies as well as advertiser customers themselves, which include well-known
international and domestic companies, such as Tencent, Samsung Electronics, BMW, Nissin
Foods, Ermenegildo Zegna, H&M, The Wrigley Company, Sun Hung Kai Properties and Circle
K.

We derive revenue principally by selling advertising spaces. We also provide design or
other creative services to our advertiser customers for specific projects. To this end, we view
ourselves as the managers of the space with which media resources owners have entrusted to
us, which distinguishes us from the traditional “buy wholesale, sell retail” approach. Our space
management approach is embodied in two primary objectives that work together in synergy to:

. enhance the overall ambience and optimise the commercial value of airport
terminals, metro stations and trains, cityscapes, office buildings and shopping malls
through the management and operation of media resources; and

. make creative use of all available space in or on an airport, metro station, train or
billboard to enhance the overall impact of the advertisement, for the benefit of our
advertiser customers.

COMPETITIVE STRENGTHS

We believe our success and our ability to capitalise on future growth opportunities are
indicative of our competitive strengths, which include:

We have exclusive, long-term concession rights to our media resources.

Where possible, we secure our media resources on an exclusive, long-term basis with a
view towards having the exclusive rights to all of the advertising spaces in or on the airport
or the entire metro line. Our arrangements with the media resources owners generally range
from one to 15 years. Many of these arrangements also grant us first rights of refusal to new
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or additional advertising spaces in the same venue. As at the Latest Practicable Date, we had
exclusive concession rights to mainstream media resources in 25 airports and 10 metro lines,
and exclusive concession rights to all of our billboards and building solutions in our network.
Our exclusive, long-term rights to media resources offers the following competitive advantages
to our advertiser customers:

. Our exclusivity over all the mainstream media resources in these airports and metro
lines allows us to give our advertiser customers choice and flexibility in locations
for placing their advertisements. We are also not limited to traditional advertising
formats, but have the ability and capacity to creatively use additional spaces such as
floors, ceilings and pillars in a venue.

. Our long-term concession rights allow us to provide our advertiser customers with
reliable media resources for a longer term.

In addition, the duration and exclusivity of these arrangements also create effective
barriers to entry for potential competitors for the media resources in our network because they:

. give us more control over price determination, as we are not subject to pricing
pressures from competitors;

. give us greater control over the overall use of the advertisements;

. allow us to offer more advertising spaces for longer periods of time, which will give
us an advantage with larger advertiser customers who require greater advertising
coverage; and

. give us the benefit of economies of scale in those exclusive airports or metro lines.

Furthermore, we believe our working experience and relationships with our media
resources owners will facilitate and enable us to renew our concession rights, and make it less
likely that competitors will be able to obtain the rights to the advertising spaces in our network.

We are a market leader with an extensive nationwide network of media resources.

We had established a nationwide network of media resources in airports, metro lines and
billboards in 33 cities in Greater China as at the Latest Practicable Date. Our presence and
brand are well-established in these cities, and our distinctive “Asiaray” logo is generally
displayed on our media resources which ensures that advertiser customers, consumers and
other media resource owners remain aware of our presence and dominance in the out-of-home
media industry in Greater China. We had expanded the number of airports and metro lines in
our network in recent years from 21 and six as at 31 December 2011 to 26 and 10, respectively,
as at the Latest Practicable Date.

Airports. According to the Frost & Sullivan Report, we ranked first among privately-
owned media companies in terms of number of airports where we have exclusive rights to
mainstream media resources in Greater China in 2013. As at the Latest Practicable Date, we
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had exclusive concession rights to mainstream media resources in 25 airports and non-
exclusive concession rights to mainstream media resources in one airport in Greater China. We
have exclusive arrangements with nine of the 30 largest and busiest airports in China.
According to the Frost & Sullivan Report, approximately 181.0 million passengers traveled
through our 25 exclusive airports in 2013, which represented approximately 22.1% of total
passenger throughput of all airports in Greater China in 2013.

Metro Lines. We ranked third among privately-owned media companies in terms of
number of metro lines where we have exclusive rights to mainstream media resources in
Greater China in 2013. As at the Latest Practicable Date, we had exclusive rights to mainstream
media resources for 10 metro lines in Greater China. We are also one of two out-of-home media
companies operating in the metro lines segment in Hong Kong. We have a prominent presence

in six metro lines in Hong Kong and Shenzhen.

Billboards. Our media resources also include exclusive rights to the advertising spaces in
11 shopping malls and certain buildings developed by the MTR Corporation Limited. In
addition, we have premium billboards adjacent to major roads and expressways and
commercial buildings in Hong Kong, Shanghai, Chengdu, Qingdao and Guangzhou. As at the
Latest Practicable Date, we had concession rights to 360 billboards. These media resources are
located near dense populations and generally connected to major transit hubs.

Our well-developed space management approach enables us to create value for our
advertiser customers and media resources owners.

We have been providing integrated media solutions to most of our advertiser customers
in China and Hong Kong since 1993. We have adopted a space management approach through
which we seek to enhance the overall ambience and optimise the commercial and intrinsic
value of airport terminals, metro stations and trains, cityscapes, office buildings and shopping
malls by making creative use of spaces for advertising purposes. Under this approach, we
develop innovative media solutions for our advertiser customers, which allow them to connect
with consumers. Our space management approach allows us to extend media solutions beyond
traditional advertising formats. In particular, our media solutions:

. provide advertiser customers choice and flexibility in locations for placing their
advertisements and make use of non-traditional advertising formats such as floors,
ceilings and pillars;

. creatively use all available space, rather than being confined to a single advertising
space;

. engage consumers in an interactive experience by the innovative use of technology
and digital media; and

o extend beyond the visual to stimulate consumers’ sense of smell, touch, hearing and
taste.
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Our exclusive concession rights enable us to implement our space management since we
are able to use all the mainstream media resources in the airport or metro line. The following
are key examples of our space management abilities:

. Sugus. We designed an interactive campaign for Sugus in MTR Kowloon Tong
Station making use of floor stickers to attract passengers’ attention to a wallscape in
a less-frequented area of the MTR station where they had the opportunity to collect
free magnetic stickers printed with lunar new year messages.

. We maximised usable space at five MTR stations by applying advanced technology.
We collaborated with a Hong Kong theme park operator and implemented a mobile
application which allowed users to participate in an interactive ghost-hunting game
through scanning Halloween-themed stickers, as well as placing advertisements
throughout the MTR station, including in second-tier spaces within these facilities.

. Old Town White Coffee. We designed an advertising campaign for Old Town White
Coffee in MTR Kowloon Tong Station, making use of a passageway and an area
filled with structural pillars to simulate the look and feel of an old-style bazaar, and
further enhanced this experience by piping coffee aroma into the area to appeal to
consumers’ sense of smell.

We have a well-known and diverse advertiser customer base.

Our 20-year track record and reputation for providing innovative media solutions has
enabled us to build a strong and diversified advertiser customer base, comprising of leading,
well-known international and domestic advertiser customers, representing a variety of
industries including automotive, retail, fashion and food and beverage and real estate. Our
advertiser customers include 111 of Fortune magazine’s Global Top 500 companies in 2013
and 88 of Fortune magazine’s China Top 500 companies in 2013. Our advertiser customers also
include eight of the top 10 third-party advertising agencies in the Asia-Pacific region. We have
a nationwide sales network with sales offices in 17 cities in Greater China and a marketing and
sales team of 331 employees responsible for building and maintaining relationships with our
advertiser customers.

Our expertise and proven track record in developing innovative media solutions has been
instrumental to our ability to win new advertiser customers and maintain our diverse advertiser
customer base. Although we have long-standing relationships with many of our advertiser
customers, we do not rely on any particular customer. We believe that our diversified customer
base provides us with:

. greater familiarity with the advertising budgets of our customers, which aids us in
planning for our operations, facilitating proactive marketing to advertiser customers;
and

. the ability to enhance the ambience of an airport or metro line with a selection of
different advertisements from a wide range of advertiser customers.

—96 —



BUSINESS

We have a visionary management team with extensive industry knowledge and
collaborative connections.

We have an experienced management team led by our visionary founder and chairman,
Mr. Lam, who has over 20 years of experience in the out-of-home media industry. Guided by
our corporate values of integrity, excellence and benevolence, he has been instrumental in
expanding our business from airport and metro line advertising in China to providing media
solutions to a vast array of leading international and China branded customers in 33 cities
throughout China and Hong Kong. Our experienced senior management team, many of whom
have over 10 years of experience in the advertising and out-of-home advertising industries, has
a proven track record of identifying airports, metro lines and premium commercial buildings
and billboards that are core to our business strategies, and successfully completing the addition
of, and building the commercial and intrinsic value of media resources, new airports, metro
lines, premium commercial buildings and billboards to expand and further develop our
business. Our senior management team is able to build the intrinsic value of our media
resources for our media resources owners and advertiser customers by applying their
experience and industry knowhow. They also oversee our four main centralised functions of
marketing, operations, finance and sales, which support both our day-to-day operations and
business expansion. Our central marketing unit spearheads marketing activities and provides
strategies, proposals and research. Our central operations unit is responsible for general
operations. Our central finance unit ensures our financial reporting, financial management and
cost control measures conform to our internal policies. Our nationwide sales network maintains
our relationships and connections with our numerous advertiser customers nationwide. Many
of our senior management team members have been with our Company for over seven years
and have contributed to our continued success throughout the years. Their experience in the
industry have forged many valuable connections to both advertiser customers and potential
business partners, which benefit us as we continue to expand and increase our media resources.

BUSINESS STRATEGIES

Our objective is to leverage our leading position in the out-of-home media industry and
utilise our capability and experience in media space management to maximise profitability and
value for our shareholders. In particular, we intend to take advantage of the rapid growth in the
airport and metro line advertising markets. We intend to grow our business by implementing
the following strategies.

We will maximise the profitability of our existing media resources.

We ranked first among privately-owned media companies in terms of revenue and number
of airports with exclusive concession rights to mainstream media resources and third among
privately-owned media companies in terms of number of metro lines with exclusive rights in
Greater China in 2013, according to the Frost & Sullivan Report. We have been successful in
leveraging our leading market position and experience to grow the profitability of our media
resources. We believe that we can further optimise and maximise the profitability of our
existing media resources by leveraging our strong market position and experience. We intend
to do so by:
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. Increasing the utilisation of our media resources. We intend to reduce downtime
by employing more effective management and tools to enhance work flow. We also
intend to reduce vacancy rates of our media resources by making more creative use
of existing advertising spaces, implementing more marketing initiatives and

enhancing our sales force, thereby attracting more advertiser customers.

. Enhancing and increasing available advertising spaces. We seek to make use of
and enhance all available space, rather than the limited area of a single advertising
space such as a billboard or light box display. For example, we may make use of
floor spaces, pillars and ceiling spaces in metro stations, as well as the interiors and
exteriors of trains for our media resources. We may also enhance the advertising
spaces by integrating newer technologies, applications and techniques. This
increases and enhances our sellable advertising space and provides additional

advertising options for our advertiser customers.

. Strategically pricing our media resources. We will adjust the pricing of our media
solutions. For example, we may increase prices in line with traffic flow in the
airports and metro lines as increased number of passengers enhances the value of the
advertising spaces. We may also increase prices for media resources which

creatively integrate newer technologies, applications and techniques.

. Offering tailor-made advertising solutions. We continue to emphasise the value-add
that we can offer through our media solutions, proactively tailoring advertising
solutions to meet the specific needs of our advertiser customers. We believe this will
allow us to build advertiser customer loyalty and retain more advertiser customers,
while attracting new advertiser customers seeking effective media solutions, thus

increasing our revenues and profitability.

We will increase and enhance our media resources, especially in airports and metro lines.

We aim to continue expanding our operations and increasing the number of airports and
metro lines and other media resources in our network. We may do so through entering into
concession rights contracts with new airports or metro lines, establishing additional joint
ventures, acquisitions or exercising our first rights to new or additional media resources under
our existing arrangements. Leveraging on our existing nationwide sales network and
centralised supporting operations as we continue to expand, we believe we will be able to
capture additional market share as cities throughout China continue to develop and grow. Due
to our leading market position and many years of experience, we have accumulated a
considerable amount of operational data that we can utilise in bidding for new projects. This
allows us to perform a realistic revenue projection and cost analysis in order to evaluate the
desirability of engaging a new airport or metro line.
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Airports. We expect the airport media industry to evolve from the current “media
underwriting” business model, where the airport grants concession rights to its various
advertising spaces to multiple media companies, towards a business model based on granting
exclusive concession rights to all of its mainstream media resources to a single media company.
According to the Frost & Sullivan Report, between 2013 and 2018, the number of airports in
Greater China is expected to increase from 195 in 2013 to 278 in 2018. We will continue to
assess expected profitability, growth potential, geographic location and passenger traffic in
deciding what airports to target in our expansion. In 2013, 15 of the top 30 airports in Greater
China were operated under exclusive arrangements while the remainder were operated through
“traditional media underwriting.” We believe that the business model for airport advertising
will shift to exclusivity and that we are well-positioned to take advantage of these
opportunities. As a leading market participant, we have extensive experience and proven
success, as demonstrated by our existing exclusive arrangements with 25 airports including
nine of the top 30 airports in Greater China. We believe we are well-positioned to secure
concession rights from additional airports. Several of the airports where we already have
concession rights are in the process of expanding. As at the Latest Practicable Date, new
terminals were under construction at Zhengzhou Xinzheng International Airport, Haikou
Meilan International Airport and Urumgqi Diwopu International Airport, which will result in the

addition of an aggregate of approximately 1.1 million sq.m. of space to those airport facilities.

Metro Lines. As at the Latest Practicable Date, we had increased our number of metro
lines to 10 after adding four metro lines to our media network. Many cities will continue to
implement or expand urbanisation plans, which typically include the improvement of public
transportation. The number of metro lines in Greater China increased from 39 in 2009 to 81 in
2013 and is expected to further increase to 176 in 2018, according to the Frost & Sullivan
Report. Accordingly, we will continue to target metro lines which will be part of city-wide
transportation networks. In cities where we already have a presence, we can utilise and benefit

from our existing local operations team to quickly set up and support new operations.

High Speed Rail. We are well-positioned to expand our operations to the high speed rail
network when the opportunity arises and our industry experience will give us advantages. We
believe there is a significant degree of similarity in airports and high speed rail transportation
networks in terms of passenger traffic and visibility. We also believe high speed rail will be a
venue where many of our existing advertiser customers would like to advertise, and we will be
able to make use of these existing connections to capture additional opportunities to increase

our revenue as we expand.

Billboards and Building Solutions. We will selectively focus on billboards in strategic
locations in city centres with dense populations, connected to major transit hubs and have a
high-visibility profile to form part of the cityscape. We believe that the strategic locations and
high visibility of our billboards give advertiser customers the opportunity to engage in
high-profile brand building, for which they are typically willing to set higher budgets. Building
on our success in Hong Kong, we will continue to target advertiser customers willing to spend

more for unique, creative advertising solutions.
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We will focus on adding value to our tailor-made media solutions by utilising our space
management approach.

In most of our exclusive arrangements with airports and metro lines, we have been
entrusted by the owners of these locations to manage the vast majority of their interior spaces,
subject to relevant safety guidelines. We have accumulated a vast amount of experience and
gained recognition from our media resources owners. With our space management approach,
we are able to build commercial and intrinsic value of media resources to extend beyond the
simple provision of advertising space for our advertiser customers’ campaigns. Using our
innovative and creative means, we believe we have added value for our media resources owners
by improving the overall ambience and optimising the commercial value of airport terminals,
metro stations and trains, cityscapes, office buildings and shopping malls, which in turn
improves the travel experience for passengers and commuters. Accordingly, in 2012, we began
providing building solutions under our space management approach, and expect to continue
assisting advertiser customers with their projects.

We intend to use our capability and experience in space management to continue to focus
on offering comprehensive and tailor-made media solutions to our advertiser customers. In
doing so, we intend to:

. leverage our creativity and use of technology to overcome the physical limitations
naturally present in the airports, metro lines and buildings;

. use digital media and other technology as tools to enhance our creativity rather than
as a solution or replacement for traditional media;

. engage independent research agencies to conduct market research on passenger
traffic and profiles to cater to advertisers desiring a more precise, targeted marketing

campaign; and

. create a more interactive experience for consumers by appealing to their sense of
smell, touch, hearing and taste in addition to vision.

We will further improve our management system and sales network.

In order to facilitate our expansion plans, we have developed and will continue to improve
our management and organisational functions and capabilities to ensure our new projects are
established in a rapid, orderly manner. Our key centralised functions comprise our centralised
marketing, operations and finance units and a nationwide sales network. We currently have 331
employees in 17 cities across Greater China responsible for our marketing and sales activities.
As we obtain additional media resources across China, we intend to gradually increase the size
of these units accordingly. For example, we will continue to build and develop our local
marketing and sales teams in additional cities in China and further strengthen our relationships
with advertisers. We will also seek to increase the number of our operations employees so that
we can carry out installation and maintenance works more efficiently.
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We will continue to improve the efficiency of our internal management by improving our
information technology systems. We intend to improve our management information system by
further integrating its various functions, including sales management and media resources
booking for better information sharing across our operations. In particular, we intend to
improve the efficiency of our management information system for metro lines by automating
certain functions. We will continue to improve upon our application of new technologies by
maintaining our knowledge library and databases. Our centralised marketing unit provides
regular systematic training to team members in each region to strengthen their skill sets. We
expect to continue regular meetings with our regional managers on relationship management
of local media resources owners, in particular metro lines. We also conduct regular sales
trainings using case studies to give our sales team a better understanding of and ability to
anticipate the needs of our advertiser customers. These continued improvements will help us
to streamline our day-to-day operations as well as ensure the efficiency of our expansion.

In addition to our own employees, we often hire sub-contractors to execute specialised
aspects of our integrated media solutions. For example, we may engage a mobile technology
expert to program a mobile application for use in connection with an advertising campaign or
engage a printing company for the production of printed materials. We will continue to work
with and maintain our relationships with these sub-contractors in order to remain up-to-date on
the latest trends and developments in their area of expertise. We believe this will allow us to
offer our customers a wider range of creative media solutions, supported by the latest
technologies, applications and techniques.
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OUR MEDIA RESOURCES

We had established a wide network of media resources with operations in 33 cities in
Greater China, comprising operations at 26 airports, 10 metro lines and 360 billboards as at the

Latest Practicable Date.

The following map sets forth the reach of our network of media resources in China and
Hong Kong as at the Latest Practicable Date:
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are:

The full name of our exclusive airports and metro lines as at the Latest Practicable Date

Exclusive Airports™

Exclusive Metro Lines

ey

(2)

Shenzhen Bao’an
International Airport®
Kunming Changshui
International Airport
Hangzhou Xiaoshan
International Airport
Xiamen Gaoqi International
Airport

Urumgqi Diwopu
International Airport
Zhengzhou Xinzheng
International Airport
Haikou Meilan International
Airport

Fuzhou Changle
International Airport
Nanning Wuxu International
Airport

Guilin Liangjiang
International Airport
Lijiang Sanyi Airport
Xishuangbannna Gasa
Airport

Dehong Mangshi Airport

Yichang Sanxia Airport
Beihai Fucheng Airport
Wuyishan Airport
Liuzhou Bailian Airport
Tengchong Tuofeng Airport
Deqgen Shangri-La Airport
Dali Airport

Baoshan Yunduan Airport
Pu’er Simao Airport
Lincang Airport
Zhaotong Airport
Longyan Guanzhishan
Airport

Hong Kong MTR East Rail
Line

Hong Kong MTR West Rail
Line

Hong Kong MTR Ma On
Shan Rail Line

Hong Kong MTR Light Rail
Shenzhen Metro Line No. 3
Shenzhen Metro Line No. 4
Ningbo Metro Line No. 1
Wuxi Metro Line No. 1
Wuxi Metro Line No. 2
Zhengzhou Metro Line No. 1

Excludes Xi’an Xianyang International Airport, where we have non-exclusive concession rights to

media resources.

For more information, see “Financial Information — Description of Selected Components of Our

Statements of Comprehensive Income — Revenue.”
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Airports

As at the Latest Practicable Date, we had exclusive concession rights to mainstream
media resources at 25 airports and non-exclusive concession rights to mainstream media
resources at one airport in China. The table below sets forth our exclusive airport media

resources as at the Latest Practicable Date.

Most Recent

Original Renewal/
Business Commencement Supplemental
Location Model™” Term® Date Contract Date Expiry Date
Yunnan Province . . JV (51%)
Kunming . . . . .. 7 years (with 7 year June 2012 - June 2019
conditional renewal
option)
Dali . ....... 7 years (with 2 year October 2008 January 2014 December 2020
conditional renewal
option)
Mangshi . . . . .. 5 years (with 5 year October 2008 January 2014 December 2018
conditional renewal
option)
Baoshan . . . . .. 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Simao (Pu’er) . . . 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Zhaotong . . . . . . 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Lincang. . . . . .. 7 years (with 7 year October 2008 January 2014 December 2020
conditional renewal
option)
Lijiang . . . . . . . 7 years October 2008 January 2016 December 2022
Tengchong . . . . . 5 years February 2009 February 2014 February 2019
Diqing (Deqen 7 years (with 7 year July 2009 January 2014 December 2020
Tibetan conditional renewal
Autonomous option)
Prefecture). . . .
Xishuangbanna 5 years November 2012 - November 2017
(Xishuangbanna
Dai Autonomous
Prefecture)
Hangzhou. . . . . . . Direct 5 years (with 3 year March 2010 - February 2015
conditional renewal
option)
Zhengzhou . . . . . . JV (51%) 9 years & 5 months July 2007 - December 2016
Haikou . . . ... .. Direct 10 years January 2008 - December 2017
Urumgi . . . . . . . . Direct 4 years December 2010 January 2015 December 2018
Yichang. . . . . ... Direct 10 years January 2009 - January 2019
Shenzhen® . . . . . . IV (49%) 10 years November 2013 - November 2023
Fujian Province . . . JV (30%)®
Xiamen. . . . . . . 15 years January 2010 - January 2025
Fuzhou . . . .. .. 15 years January 2010 - January 2025
Longyan . . . ... 15 years January 2010 - January 2025
Wuyishan . . . . . 1 year November 2013 — October 2014®
Guangxi Zhuang IV (40%)
Autonomous
Region . . . . . . .
Nanning . . . . .. 8 years (with 8 year July 2012 - June 2020
conditional renewal
option)
Guilin. . . ... .. 8 years (with 8 year July 2012 - June 2020
conditional renewal
option)
Liuzhou . ... .. 8 years (with 8 year July 2012 - June 2020
conditional renewal
option)
Beihai . . ... .. 8 years (with 8 year July 2012 - June 2020

conditional renewal
option)
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For our JV business model, our joint venture entered into concession rights contracts with the media
resources owner or concession rights owner. For our direct business model, we entered directly into the
concession rights contracts with the media resources owner.

Refers to the term of the concession rights for the media resources. We expect that we will be able to
satisfy the conditions for renewal of our concession rights.

Prior to the formation of Shenzhen Airport Asiaray in September 2013, we had non-exclusive concession
rights to airport media resources in Shenzhen.

We used to hold 49% but currently hold 30% of Fujian Zhaoxiang Asiaray. Per the terms of a
supplemental agreement dated 3 June 2014 between Shanghai Asiaray and our joint venture partner,
Xiamen Iport Group Co., Ltd. (EIMFIZEEEGRAR]) (“Xiamen Iport”), a formal equity transfer
agreement dated 20 October 2014 and a supplemental agreement dated 21 October 2014 in relation to
the above equity transfer, Shanghai Asiaray has transferred 19.0% of its equity interest in Fujian
Zhaoxiang Asiaray to Xiamen Iport for a consideration of approximately RMB10.9 million and
Shanghai Asiaray is entitled to 49% of the retained earnings of Fujian Zhaoxiang Asiaray as at 30 June
2014 which was declared as dividends. After the completion of the transfer, Xiamen Iport’s interest has
increased to 70.0%. Approximately RMB15.2 million which represented the retained earnings as at 30
June 2014 and was declared as dividends to Shanghai Asiaray will be loaned to Fujian Zhaoxiang
Asiaray through entrusted loan arrangement with commercial bank(s) for funding its business
expansion. This loan is interest-free and unsecured, and has a term of six years. Pursuant to the equity
transfer, the joint venture was also renamed Fujian Zhaoxiang Advertising Company Limited (ff#JE
R 5B/~ F]), and we recorded a gain of approximately HK$1.8 million from the above equity
transfer.

The concession rights contract will be automatically renewed upon the expiry date on 31 December
2014.

As at the Latest Practicable Date, we had received a confirmation letter from the media resources owner
of the Wuyishan Airport, confirming that we could continue to operate the media resources in Wuyishan
Airport under the original concession rights agreement upon its expiry from November 2014 until the
new concession rights agreement becomes effective. We are currently negotiating with the media
resources owner of the Wuyishan Airport and expect to successfully renew the concession rights
agreement.

The table below sets forth our non-exclusive airport media resources as at the Latest
Practicable Date.

Most Recent

Original Renewal/
Business Commencement Supplemental
City Model™” Term Date Contract Date Expiry Date
Xian . . .. ... Direct 3 years November 2003 January 2013 December 2015
(1)  We entered directly into the concession rights contracts with the media resources owner.

Metro Lines

As at the Latest Practicable Date, we had exclusive rights to mainstream media resources

at four metro lines in Hong Kong, two metro lines in Shenzhen, one metro line in Ningbo, two

metro lines in Wuxi and one metro line in Zhengzhou. The table below sets forth our metro line

media resources in Greater China as at the Latest Practicable Date.

Most Recent

Original Renewal/
Business Commencement Supplemental
City/Metro Lines Model™” Term Date Contract Date Expiry Date
Hong Kong (MTR Direct 2 years January 2008 January 2014 December 2015

East Rail Line,
MTR West Rail
Line, MTR Ma On
Shan Rail Line and
MTR Light Rail). .
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Most Recent

Original Renewal/
Business Commencement Supplemental

City/Metro Lines Model®” Term Date Contract Date Expiry Date

Shenzhen Direct 7 years & 2 months October 2010 - December 2017
(Metro Line No. 3). (with 3 year

automatic renewal
option)

Shenzhen Direct 3 years July 2010 June 2014 June 2017
(Metro Line No.

)

Ningbo Metro Line Direct 10 years May 2014 - April 2024
No.1........

Wuxi (Metro Lines v 8 years July 2014 and - June 2022 and
Noz.)l and No. January 2015 January 2023
)

Zhengzhou® . . . . . 1Y Approximately In or about - December 2025

10 years January 2015

(1)  We entered directly into the contracts with the media resources owner. For our JV business model, our
joint venture entered into concession rights contracts with the media resources owner or concession
rights owner. For our direct business model, we entered directly into the concession rights contracts with
the media resources owner.

(2)  Our operation of Wuxi (Metro Line No. 1) commenced in July 2014 and our operation in Wuxi (Metro
Line No. 2) is expected to commence in January 2015. The joint venture agreement between Shanghai
Asiaray Advertising Media and Wuxi Metro Advertising Media Company Limited will expire in
February 2034.

(3)  Henan Daily Newspaper Group ({1 Fg H#cfit3£4E M) obtained the exclusive concession rights to the

media resources in the metro line in Zhengzhou from Zhengzhou Railway Transport Co., Ltd. (ElJH 7
M A FRZA E]) in 2013 for 12 years and subsequently entered into a cooperation agreement with our
Group on 13 February 2014. We expect to form a joint venture with an operating period of 20 years with
Henan Daily Newspaper Group in January 2015. In accordance with the clauses of the cooperation
agreement, upon the establishment of the joint venture, Henan Daily Newspaper Group will sign a
licence agreement with the joint venture, in which Henan Daily Newspaper Group will release and
transfer the concession rights to the media resources in the metro line in Zhengzhou to the joint venture.
The licence agreement will terminate in December 2025 upon the expiry of the original concession
rights agreement entered into between Henan Daily Newspaper Group and Zhengzhou Railway
Transport Co., Ltd.. The term of the licence agreement will be extended in the event that the original
concession rights agreement is renewed upon its expiry.

Billboards and Building Solutions

As at the Latest Practicable Date, we had exclusive concession rights to 360 billboards.

The table below sets forth our billboards as at the Latest Practicable Date.
Number of

City Billboards Term Expiry Date”
Hong Kong. . ... ...... 298 2 months to 5 December 2014 to

years October 2017
Shanghai . ........... 54 1 to 30 years October 2014 to

January 2030

Guangzhou. .......... 1 9 years December 2020
Chengdu. . . .......... 2 1 year and 9 August 2016

months
Qingdao. . ........... 5 1 year January 2015
(1)  Expiry date accounts for renewal options which have already been exercised under the relevant contract.

We began providing building solutions in 2012. We had one and two building solutions
in the year ended 31 December 2012 and 2013, respectively. From 2012 to the Latest
Practicable Date, we had completed a total of six building solutions.
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See “Financial Information — Capital and Operating Lease Commitments — Operating
Lease Commitments” for further information about fluctuation of our operating lease
commitments over the Track Record Period.

Advertising Faces and Formats

Our media resources include over 40 different advertising formats, such as billboards of
varying types, light box displays of varying types, unipole signs, escalator crown panels, LED
display and features ads (which may combine multiple advertising formats). In addition, our
media resources also include unquantifiable spaces such as stickers on wall, ceiling, floor
spaces and pillars and other media resources available which are used on a project basis. Each
of the airports and metro lines where we have operations has a variety advertising formats. For
example, Haikou Meilan Airport has approximately 130 media resources, comprising more
than 10 different formats, which can be further grouped into over 60 categories by size.

The table below sets forth our number of advertising faces that incurred sales during the
Track Record Period, which include all of our light box displays, unipole signs, escalator
crown panels, LED displays and billboards, and exclude media resources which cannot be
quantified, such as stickers on wall, ceiling, floor spaces and pillars as at the dates indicated.

As at
As at 31 December 30 June
2011 2012 2013 2014
Airports .. ... ... 1,240 1,548 1,716 1,723
Metro lines . . ............. 7,696 7,690 7,707 7,696
Billboards . . .. ............ 321 320 346 139
Total. .. ............... 9,257 9,558 9,769 9,558

OUR BUSINESS MODEL

Our media resources can be classified into three major categories: airports, metro lines
and billboards and building solutions. The key elements of our business model are: (i) to secure
exclusive long-term rights to media resources; and (ii) to optimise the commercial value of our
media resources through effective marketing and management. We may secure these
concession rights either by directly contracting with the media resources owners or through
joint ventures. In addition to airports, metro lines and billboards, we also provide creative
building solutions on a shorter term project-basis to advertisers.

Securing Concession Rights

We and major market participants secure concession rights to media resources through:
negotiation or bidding. Negotiation may be conducted directly or through a joint venture. We
secured our concession rights for 19 of our 25 exclusive airports and one non-exclusive airport,
Xi’an Xianyang International Airport, through negotiation, four of our exclusive airports
through open bidding, and two of our exclusive airports through invited bidding. During the
Track Record Period, we did not participate in any bidding process for obtaining airport media
resources. We secured seven of our 10 exclusive metro lines through bidding and three of our
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exclusive metro lines through negotiation. During the Track Record Period, our average
success rate for obtaining metro line media resources through bidding was approximately
33.3%. We secured our concession rights to billboards and building solutions through either
bidding or negotiation. During the Track Record Period, our average success rate for obtaining
concession rights to billboards and building solutions through bidding was approximately
80.0%.

We are typically invited to present our business plan and terms to the media resources
owners for their consideration. When using joint ventures to secure concession rights, we
negotiate and determine the terms of the joint venture arrangement, including the concession
rights and concession fees prior to establishing the joint venture. The major benefit of forming
joint ventures is the availability of concession rights of a longer duration and exclusivity to
media resources, as our joint venture partners are the media resources owners themselves.
Concession fees paid by the joint venture to the media resources owners are negotiated based
on the amount and location of the advertising spaces, passenger throughput in the airport or on
the metro line. Our joint venture partners may also take into consideration future business
opportunities that we may be able to provide when negotiating the concession fees. Through
the joint ventures, we collaborate with the media resources owners and provide input on the
management of advertising space, which we believe increases the potential for longer-term
cooperation and development.

We may be invited by media resources owners to present bids or we may submit bids
through open bidding for available media resources. The invited bidding process is limited to
a smaller number of bidders at the invitation of the media resources owners, compared to open
bidding which allows any qualified party to submit a proposal to the media resources owners.

Concession Rights in the PRC

As advised by our PRC Legal Advisers, except for (i) Guangdong Province; (ii) Zhejiang
Province; (iii) Hainan Province; and (iv) Xinjiang Uyghur Autonomous Region, the local
governments of all the other Provinces in the PRC where the Group operates have not laid
down specific requirements relating to the method of obtaining concession rights to media
resources. See “Regulations — PRC Regulations — Laws and Regulations Governing the
Advertising Business — Concession Rights.”

Shanghai Asiaray has obtained the concession rights to the media resources of Shenzhen
Bao’an International Airport in Guangdong Province through negotiation. As advised by the
PRC Legal Advisers, the Measures of Guangdong Province for Implementing the Tendering
and Bidding Law of the PRC ( (& Eifi<# A\ RILA B TR LSHRE) ) is not
applicable to the Group’s concession rights to the media resources in Shenzhen Bao’an
International Airport on the basis that the Shenzhen Bao’an International Airport does not fall
into the scope of “trading sites” as interpreted by the Guangdong Development and Revolution
Committee. Therefore, the Measures of Guangdong Province for Implementing the Tendering
and Bidding Law of the PRC is also not applicable to the granting of concession rights in
Shenzhen Bao’an International Airport by Shenzhen Airport Co., Ltd. to Shenzhen Airport
Asiaray. Furthermore, the Guangdong Development and Revolution Committee gave an
official written confirmation in November 2014 directly confirming that the Measures of
Guangdong Province for Implementing the Tendering and Bidding Law of the PRC is not
applicable to the Group’s concession rights to the media resources in Shenzhen Bao’an
International Airport. We have fulfilled all the requirements set out in the negotiation
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documents and the transfer method, scope of transfer and pricing standards of the concession
rights were approved by Shenzhen Airport Co., Ltd. (ZEIITIHIGAG A B/ F]) which was
confirmed verbally by an officer of Shenzhen Airport Co., Ltd. during an interview conducted
in August 2014. Shenzhen Airport Co., Ltd. operates Shenzhen Bao’an International Airport,
including the advertising spaces in Shenzhen Bao’an International Airport. It is a joint stock
company listed on the Shenzhen Stock Exchange (stock code: 000089). The Administrative
Measures of Shenzhen Municipality on Bao’an International Airport ( CEIITH EL %[5 B
L) ), published by the Shenzhen Municipal People’s Government in 2006, is not
applicable to the granting of concession rights of the media resources in Shenzhen Bao’an
International Airport, as confirmed by the official of the Airport Division of the Transport
Committee of Shenzhen Municipality (ZEYITACH M ENZ: B &2 W) in an interview
with our PRC Legal Advisers in September 2014. According to the Airport Division of the
Transport Committee of Shenzhen Municipality, the basis of this inapplicability is because: (i)
Shenzhen Airport Co., Ltd.’s decision to choose Shanghai Asiaray as its joint venture partner,
with the joint venture being the sole media resources operator of Terminal 3 of Shenzhen
Bao’an International Airport; (ii) the transfer of concession rights in Shenzhen Bao’an
International Airport from the Shenzhen Airport Co., Ltd. to the joint venture, Shenzhen
Airport Asiaray, the majority equity of which is owned by Shenzhen Airport Co., Ltd., are
considered legitimate business decisions; and (iii) Shenzhen Airport Co., Ltd. has the
discretion to determine its business methods, including the operation of the media resources in
Shenzhen Bao’an International Airport through a joint venture subsidiary. The PRC Legal
Advisers are of the opinion that the officer interviewed from Airport Division of the Transport
Committee of Shenzhen Municipality is a competent officer with the authority to provide the
foregoing verbal confirmation and that the Airport Division of the Transport Committee of
Shenzhen Municipality is a competent governmental authority capable of providing the
relevant confirmations.

Shanghai Asiaray has also obtained the concession rights to the media resources of
Hangzhou Xiaoshan International Airport in Zhejiang Province through negotiation. Apart
from the examination and approval of the Hangzhou Xiaoshan Airport Company Limited, we
are not required to go through other examination or obtain other approval. The Notice on
Strengthening the Collection Management of Income for the Use of Outdoor Media Resources
( BRI 5 AR 5 A (A AU AR B3 HN) ) and the Supplemental Notice on
the Relevant Rules on the Collection Management of Income for the Use of Outdoor Media
Resources ( B FHME 5 ERAE 6 A BURCE B BIRLE 46 724 %0) ), published by
the Zhejiang Provincial Department of Finance and Department of Construction in 2006 and
2007 respectively, is not applicable to the granting of concession rights of the media resources
in Hangzhou Xiaoshan International Airport, as confirmed by the official of Comprehensive
Division of the Zhejiang Department of Finance (WiVL#& MEMESEA)E) and the City
Construction Office of the Zhejiang Department of Construction (¥ V1.7 s BEN &) during
interviews with our PRC Legal Advisers in August and September 2014, respectively. The
Zhejiang Department of Finance advised that these regulations require that the concession
rights to media resources in publicly-owned spaces to be transferred through a bidding or
auction process, and since the Hangzhou Xiaoshan International Airport owns its own media
resources in the airport, the advertisements therein do not occupy publicly-owned spaces and
these regulations are not applicable. As at the Latest Practicable Date, our media resources in
Zhejiang Province were all located in the Hangzhou Xiaoshan International Airport. The PRC
Legal Advisers are of the opinion that the officer interviewed from Comprehensive Division of
the Zhejiang Department of Finance is the competent officer with the authority to provide the
foregoing verbal confirmation and the Comprehensive Division of the Zhejiang Department of
Finance is the competent governmental authority capable of providing the relevant
confirmations.
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Hainan Asiaray has obtained the concession rights to the media resources of Haikou
Meilan International Airport in Hainan Province through invited bidding, in accordance with
the Advices to the Management of Tenders and Bids of Outdoor Media Resources in Hainan
Province ( MFFEIHE FAMNE S R EMBFEEHAE L) ), published by the Finance
Department of Hainan Province in 2006.

Shanghai Asiaray has obtained the concession rights to the media resources of Urumgqi
Diwopu International Airport in Xinjiang Uyghur Autonomous Region through invited bidding,
in accordance with the Management of Occupancy Fee Collection of Outdoor Media Resources
in Urumgqi ( SR P AMNE 80 22 I & I A5 & B0 BEHHE) ), published by the

Urumgqi Municipal People’s Government in 2007.

Our PRC Legal Advisers are of the view that, as far as the Group’s activities are
concerned, all the concession rights awarded to the Group in the PRC are in full compliance
with all relevant laws and regulations in all material respects. As at the Latest Practicable Date,
we had not received any notice of penalty regarding the transfer of media resources rights from
any government authorities in the PRC.

Airports

We were ranked first among privately-owned media companies in terms of revenue and
number of airports with exclusive concession rights to mainstream media resources in Greater
China in 2013, with exclusive media resources in nine out of the top 30 airports in Greater
China. We had exclusive concession rights to mainstream media resources at 25 of 26 airports
in our network as at the Latest Practicable Date. Mainstream media resources in airports
include light box displays and unipole signs. We also have concession rights to additional
advertising spaces, such as billboards and LED displays, under certain contracts. Airports
provide a captive environment and unique ambience for advertisers to build and enhance the
perception of their brands large advertising spaces and passengers often have long waiting
times before boarding flights. In addition, passengers in airports have generally higher than
average disposable income, which makes them a desirable target audience for advertiser
customers. In this regard, our advertising displays are typically located in high-traffic locations
where passengers spend significant waiting time, such as arrival and departure halls, security
check areas, boarding gates, boarding bridges, baggage claim areas and the exteriors of the
terminal buildings.

In selecting these airports, we primarily consider the following factors:

. the geographic location of the airport;

. the level of passenger traffic at the airport;

. cost of media resources;

. the amount of media resources and advertising spaces at the airport;
. synergies offered by any of our existing operations in the region; and

. growth potential and future opportunities.
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Joint Ventures

In order to secure exclusive concession rights to advertising spaces in airports, we have

formed joint ventures with the media resources owner. Our joint venture partners are typically

the airport, which may run one or more airports in a province. Our joint venture agreements

in Yunnan and Fujian Provinces and Guangxi Zhuang Autonomous Region each cover multiple

airports in their respective regions. As at the Latest Practicable Date, we operated joint

ventures for 21 out of the 26 airports where we had concession rights.

The table below sets forth a summary of our joint venture arrangements as at the Latest

Practicable Date:

Our
Joint Venture Percentage Joint Venture Year of
Entity Interest Partner(s) Term™ Expiry

Airports Covered

Yunnan Airport
Asiaray . .. .....

51% Yunnan Airport Group 30 years 2037
Limited Liability

Company (EFH#EE

EA AL A

(“Yunnan Airport

Company”) (25%);

Yunnan Aviation

Telecommunications

Company Limited (£
R RS A FRA A
(24%)

Henan Zhengzhou
Xinzheng International
Airport Management
Company (777 & HJH
T I PR AR LA R
A A)) (“Zhengzhou
Airport Company”)

Henan Airport 51%

Asiaray . ... ....

20 years 2027

(49%)
Fujian Zhaoxiang 30% Xiamen Iport Group 30 years 2036
Asiaray® . ... .. Co., Ltd. (EMMELE

EHRAE]) (70%)

Guangxi Top Source. 40% AirMedia Group
Company Limited (i
AL E AT R A D)
(“AirMedia”) (40%);
Guangxi Aviation
Industry Development
Co., Ltd. (J& P4 Rfif
AR T
(“Guangxi Aviation”)
(20%)

Shenzhen Airport Co.,
Ltd. (IS A
AR A (“Shenzhen
Airport Company”)
(51%)

30 years 2042

Shenzhen Airport 49%

Asiaray . ... ....

15 years 2028

Kunming Changshui
Lijiang Sanyi

Dali

Dehong Mangshi
Baoshan Yunduan
Pu’er Simao
Zhaotong

Lincang

Tengchong Tuofeng
Deqgen Shangri-La
Xishuangbanna Gasa
Zhengzhou Xinzheng

Xiamen Gaoqi
Fuzhou Changle
Longyan Guanzhishan
Wuyishan

Nanning Wuxu

Guilin Liangjiang
Liuzhou Bailian
Beihai Fucheng

Shenzhen Bao’an
International Airport

ey

This refers to the term of the joint venture. The concession rights granted to us by the media resources owner
or concession rights owner may vary from contract to contract and ranges from seven to 15 years.
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(2)  Per the terms of a supplemental agreement dated 3 June 2014 between Shanghai Asiaray and our joint venture
partner, Xiamen Iport, a formal equity transfer agreement dated 20 October 2014 and a supplemental
agreement dated 21 October 2014 in relation to the above equity transfer, Shanghai Asiaray has transferred
19.0% of its equity interest in Fujian Zhaoxiang Asiaray to Xiamen Iport for a consideration of approximately
RMB10.9 million and Shanghai Asiaray is entitled to 49% of the retained earnings of Fujian Zhaoxiang Asiaray
as at 30 June 2014 which was declared as dividends. Our equity interest has decreased to 30.0% and Xiamen
Iport’s interest has increased to 70.0%. Approximately RMB15.2 million which represented the retained
earnings as at 30 June 2014 and was declared as dividends to Shanghai Asiaray will be loaned to Fujian
Zhaoxiang Asiaray through entrusted loan arrangement with commercial bank(s) for funding its business
expansion. This loan is interest-free and unsecured, and has a term of six years. Pursuant to the equity transfer,
the joint venture was also renamed Fujian Zhaoxiang Advertising Company Limited (& &JEFJE A4 FRA A),
and we recorded a gain of approximately HK$1.8 million from the above equity transfer.

Concession Rights Contracts

We and our joint ventures have entered into concession rights contracts with media
resources owners for media resources at airports. As at the Latest Practicable Date, we had
entered into concession rights contracts with:

. five media resources owners through our joint ventures for exclusive concession
rights to all the mainstream media resources in 21 relevant airports;

. four media resources owners directly for exclusive concession rights to all the
mainstream media resources in four relevant airports; and

. one media resources owner directly for non-exclusive concession rights to
mainstream media resources in the one airport.

In addition to exclusive concession rights to mainstream media resources granted to us
under the concession rights contracts, we may also have rights to additional advertising spaces
such as digital screens, pillars, exhibition areas, boarding bridges and unipole signs. In certain
cases, we also have first rights of refusal to additional advertising spaces. These additional
advertising spaces include existing advertising spaces currently operated by other parties and
new advertising spaces constructed as the airport expands.

Our and our joint ventures’ exclusive concession rights have terms ranging from one to
15 years, subject to renewal upon further negotiation. We have generally been successful in
renewing or extending these contracts upon expiry. Our non-exclusive concession rights
generally have terms of three years. During the Track Record Period, we successfully renewed
all 11 of our concession rights contracts for exclusive airports upon expiry and one out of three
of our concession rights contracts for non-exclusive airport upon expiry. The media resources
owners have the rights to terminate our concession rights agreements for reasons specified in
the concession rights agreements, including without limitation, failure to pay agreed fees
within a prescribed time, and other material breaches. Some of our concession rights
agreements include automatic renewal clauses where the term of the contract extends
automatically if there is no material breach and that the media resources owners are satisfied
with our performance. We have priority rights of renewal in certain of our concession rights
agreements. During the same period, we decided to early terminate one of our concession rights
contracts for a non-exclusive airport and did not renew one of our concession rights contracts
for a non-exclusive airport after re-evaluating the concession fees charged by the media
resources owner and the financial performance for those media resources.
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We or our joint venture pays a yearly concession fee to the airport for the rights to the
advertising spaces in the airports. Concession fees are either: (i) fees under the concession
rights contracts with escalation, meaning increases over each year of the agreement; or (ii)
variable fees based on the percentage of revenue earned by the joint venture company, subject
to fixed minimum guaranteed fees with escalation over the term of the concession rights
contract. Depending on the contract, concession fees are generally paid quarterly in advance.
See “Financial Information — Critical Accounting Policies — Concession Fees” for the
accounting treatment of concession fees. The concession fees for each airport are negotiated
between us, or our joint venture, and the media resources owner, or agreed upon during the
bidding process, taking into consideration factors such as passenger volume, future growth
potential and the city where the airport is located.

Our primary responsibilities under these arrangements typically include:
. sales, marketing and promotion of the advertising spaces;
. screening the content of proposed advertisements;

. nominating key management members, including the general manager of the joint
venture, who oversees the overall business of the joint venture with our support;

. making available our advertising resources, such as software or knowhow, to the
joint venture for the purpose of carrying out advertising activities;

. providing training to the joint venture’s employees;
. providing consultancy services to the airport regarding advertising activities; and

. the installation, maintenance and removal of the advertisements while adhering to
the airport’s safety standards.

The primary responsibilities of a media resources owner under these arrangements
typically include:

. providing the advertising spaces in the airport to us;
. improve and maintain the media resources of the airport; and
. promptly review and approve our advertising plans and provide appropriate support

for implementation of approved plans.

We and the media resources owner discuss our advertising plans and pricing regularly. For
example, a media resources owner may have preferences regarding specific types of
advertisements being placed in certain sections of an airport.

In the years ended 31 December 2011, 2012 and 2013 and the six months ended 30 June
2014, our airport media resources (excluding revenue from our associate companies, Shenzhen
Airport Asiaray, Fujian Zhaoxiang Asiaray and Guangxi Top Source) generated HK$418.3
million, HK$566.0 million, HK$738.8 million and HK$338.3 million, respectively, which
accounted for 58.3%, 59.4%, 61.0% and 55.3% of our total revenue for those periods.
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Metro Lines

According to the Frost & Sullivan Report, we are ranked third among privately-owned
media companies in terms of revenue and number of metro lines with exclusive rights to
mainstream media resources in Greater China in 2013. We are also one of two out-of-home
media companies operating in the metro lines segment in Hong Kong. Our experience and
success with our metro line media resources in Hong Kong has helped us to secure additional
metro line resources in China. According to the Frost & Sullivan Report, an increasing number
of cities in China are developing metro lines in line with the spread of urbanisation and
rapidly-growing populations.

We had exclusive rights to the interior spaces inside the metro stations, and in most cases
the trains themselves, for 10 metro lines in Hong Kong, Shenzhen, Ningbo, Wuxi and
Zhengzhou as at the Latest Practicable Date. We believe that our advertiser customers advertise
on metro lines due to the high levels of passenger traffic and diverse demographics. Metro line
passengers represent a wide spectrum of individuals in terms of age, income level, profession
and other characteristics, including professionals, families and tourists. This allows advertisers
to utilise advertising campaigns in metro lines to either target a large general audience or a
specific demographic. Our metro line advertising displays, like our airport advertising
displays, are located in high-traffic locations, such as walkways, entrances and exits, train
platforms and inside the trains themselves. In addition, metro stations are good locations for
“point of sales” advertising since they run through city centres, and provide an effective means
for advertisers to promote specific products or services.

We enter into concession rights agreements with the media resources owners, who are
typically the metro line owner or operator, for exclusive rights to the advertising spaces owned
by them. The term of these agreements ranges from two to 10 years. During the Track Record
Period, we successfully renewed all of our exclusive rights for metro line media resources upon
expiry. The advertising spaces provided to us include spaces in the metro stations, such as light
box displays, panels, wall spectaculars, escalator crown displays and in-train tube cards. We
may separately negotiate for the rights to additional advertising spaces, such as train interiors
and exteriors, train door and window stickers, screen doors, station pillars, posters, staircases
and other designated areas in the metro stations. The media resources owners have the rights
to terminate our concession rights agreements for reasons specified in the concession rights
agreements, including without limitation, failure to pay agreed fees within a prescribed time
and other material breaches. Some of our concession rights agreements include automatic
renewal clauses where the term of the agreement extends automatically if there is no material
breach and we have fulfilled our duties in achieving revenue targets and paying all concession
fees. We have priority rights of renewal in certain of our concession rights agreements. Under
only one of our contracts, if we are unable to meet a specified yearly revenue target, we may
not be able to maintain exclusivity. However, failure to meet the yearly revenue target does not
result in the termination or non-renewal of the contract. During the Track Record Period, we
successfully met our revenue targets.

We generally pay the media resources owner: (i) the higher of a minimum guaranteed
amount or a fixed percentage of the revenues earned from our advertising activities; (ii) a fixed
percentage; or (iii) a fixed sum. The minimum guaranteed amount is generally fixed with
escalation, meaning increases over each year of the agreement.
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Our primary responsibilities under a concession agreement typically include:
. sales, marketing and promotion of the advertising spaces;
. screening the content of proposed advertisements;

. the installation, maintenance and removal of the advertising spaces while adhering

to the metro line’s safety standards; and

. providing consultancy services to the media resources owner regarding advertising

activities.

The primary responsibilities of a media resources owner under a concession rights

contract typically include:
. providing the metro line’s advertising spaces to us; and
. constructing and maintaining the relevant advertising spaces.

In the years ended 31 December 2011, 2012 and 2013 and the six months ended 30 June
2014, our metro line media resources generated HK$143.3 million, HK$203.1 million,
HK$275.3 million and HK$141.5 million, respectively, which accounted for 20.0%, 21.3%,
22.7% and 23.1% of our total revenue, respectively.

Billboards and Building Solutions

In addition to our media solutions for airports and metro lines, we also provide media
solutions in the form of billboards and building solutions. We began providing high-end unique
building solutions in 2012, as part of our space management approach. These projects have
widespread visibility and accessibility in major cities, and also complement our airports and
metro lines to provide total, integrated media resources solutions to our advertiser customers.

In selecting these billboards and the locations for these building solutions, we consider:
. their strategic location and visibility;
. fees and other terms of the concession rights agreements;
. technical feasibility; and
. demand from advertiser customers for the type of advertising space.
For building solutions, we take into account the creative potential of the specific projects

in order to determine whether it is a good opportunity for us to showcase our creativity or use

certain technologies, applications and techniques.
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Billboards

Our billboards consist of digital and non-digital billboards in high-visibility areas
adjacent to major roads and expressways, commercial buildings and in shopping malls, which
are located in Hong Kong, Shanghai, Chengdu, Qingdao and Guangzhou. The high visibility
of these commercial buildings allow advertisers to reach a wide audience of city residents. We
had 360 billboards in five cities as at the Latest Practicable Date.

We lease the advertising space from the media resources owner and offer the advertising
space to advertisers. These advertising spaces consist of billboards on the commercial
buildings or at the transportation interchanges owned or managed by the media resources
owner. The terms of these leases range from approximately two months to 30 years. During the
Track Record Period, we successfully renewed 60.8% of our concession rights for billboards.
We pay the media resources owner either: (i) a fixed fee; or (ii) the higher of (a) a minimum
guaranteed amount, or (b) a percentage of the revenues received from our advertising activities.

Our primary responsibilities under a concession agreement typically include:
. sales, marketing and promotion of the advertising spaces;

. screening the content of proposed advertisements, which may be subject to the
media resources owner’s additional review and approval; and

. the installation, maintenance and removal of the advertising spaces while adhering
to relevant safety standards.

The media resources owner’s primary responsibility under the agreement is to provide us
with the advertising space, and in certain cases, construct and maintain the relevant advertising
spaces, including bearing related overhead costs.

Building Solutions

We began providing building solutions in 2012 as part of our space management
approach. From 2012 to the Latest Practicable Date, we had completed six building solutions
for various advertiser customers, including Nike, Ermenegildo Zegna, H&M, a large global
financial institution and two leading automotive manufacturers. Our building solutions
primarily consist of the standalone or combined use of building wraps, dismountable LED and
other lighting displays on commercial building facades in Hong Kong. These building wraps
are large scale displays, and may combine multiple media formats. As they are generally
installed on highly visible commercial buildings in city centres, we exercise our space
management to improve the building’s appearance and maximise the visual impact of the
advertisement on consumers. At the same time, we also try to minimise interference with the
cityscape and avoid obstructing the windows for people working inside the commercial
buildings. For examples of our building solutions, see “— Space Management.”

We do not enter into concession rights agreements for the media resources used for our
building solutions. Instead, we locate suitable media resources for our advertiser customers’
advertising campaigns and enter into project-specific agreements with the building owner. We
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enter into agreements with building owners for the use of their advertising spaces for specific
projects for advertiser customers. Generally, these advertising spaces comprise the entire
facade of the relevant commercial building. Most of these projects are for advertising
campaigns ranging from three to six months. However, in certain cases, the advertiser customer
may decide to continue the campaign and accordingly, we may renew the agreement term for
an additional three to five months. Because our buildings solutions projects are specific to each
advertiser and its designated campaign, the term for these agreements is relatively shorter than
for our other media resources. We pay the media resources owner a fixed fee for the advertising
spaces. The agreement may provide for payment in instalments over the term of the agreement.
Our responsibilities under these agreements vary according to the requirements of the
advertiser customer and may include design or other creative services.

In the years ended 31 December 2011, 2012 and 2013 and the six months ended 30 June
2014, our billboards and building solutions generated HK$129.6 million, HK$140.4 million,
HK$155.5 million and HK$78.8 million, respectively, which accounted for 18.1%, 14.7%,
12.8% and 12.9% of our total revenue, respectively.

SPACE MANAGEMENT

We view ourselves as the managers of the space with which the media resources owners
have entrusted us, which distinguishes us from the traditional “buy wholesale, sell retail”
approach. Our space management approach is embodied in two primary objectives that work
together in synergy to:

. enhance the overall ambience and optimise the commercial value of airport
terminals, metro stations and trains, cityscapes, office buildings and shopping malls
through the management and operation of media resources; and

. make creative use of all available space in or on an airport, metro station, train or
billboard to enhance the overall impact of the advertisement, for the benefit of our
advertiser customers.

With our space management approach, we create media solutions which:

. make use of all the media resources provided, including traditionally less valuable
advertising spaces;

. creatively use all available space, rather than being confined to a single advertising
space;

. engage consumers in an interactive experience by the innovative use of technology
and digital media; and

o extend beyond the visual to stimulate consumers’ sense of smell, touch, hearing and
taste.
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These media solutions are integrated to enhance the overall design and architecture of
airport terminals, metro stations, cityscapes and office buildings and shopping malls. This, in
turn, improves the travel experience for airport and metro line passengers and the day-to-day
living of city residents and professionals. Our media resources include a wide range of
advertising spaces in different formats, such as light box displays, wall spaces, exhibition
spaces and digital screens. Accordingly, we are often able to combine several of these media
formats into an advertisement for greater exposure and a stronger impact on consumers. Due
to our exclusive concession rights, we are not limited to the expanse of a single advertising
space, but have the ability to develop additional available spaces including floor spaces,
ceilings inside trains, pillars and other wall spaces. This contributes to our goal of increasing
sellable advertising space as well as giving our customers more options and flexibility for their
advertising campaigns. We also enhance the value of our media solutions by integrating new
technology or digital media. In this manner, we are able to maximise the impact of our
advertising campaigns.

The following are key examples of our space management:

. Sugus. We initiated and implemented an interactive campaign for Sugus in MTR
Kowloon Tong Station making use of floor stickers to attract passengers’ attention
to a wallscape in a less frequented area of the MTR station where they could collect
free magnetic stickers printed with lunar new year messages. We believe we
provided an interactive and engaging experience for consumers but also increased
the effectiveness of the advertising message and created a longer lasting impact.
This demonstrates our ability to use second-tier advertising spaces as well as
provide innovative means for our advertiser customers to deliver their messages to
consumers.

. We collaborated with a theme park operator in Hong Kong and placed Halloween-
themed stickers and advertisements throughout MTR Kowloon Tong, East Tsim Sha
Tsui, Mong Kok East, Hung Hom and Sha Tin Stations. Passengers were able to
download a mobile application which allowed them to scan these images as part of
an interactive ghost-hunting game played by consumers. This enabled us to optimise
the usable space, including second-tier spaces, in these MTR stations, and
demonstrated our successful application of advanced technology to create an
interactive experience for consumers.

. We also initiated and implemented an advertisement on the exterior wall of a carpark
building near the major interchange for the Cross Harbour Tunnel using visual
effects to create an optical illusion to promote a new attraction at a theme park in
Hong Kong.

. Old Town White Coffee. We initiated and implemented an advertising campaign for
Old Town White Coffee, making use of the pillars in the MTR Kowloon Tong
Station to simulate the look and feel of an old-style bazaar, making use of a
passageway and an area filled with structural pillars. We further enhanced the
experience by piping coffee aroma into the area. We believe this demonstrates our
design creativity by providing a more engaging experience, while appealing to
consumers’ sense of smell rather than only using traditional visual effects.
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. We initiated and implemented an advertisement for a major automotive
manufacturer that integrated a wallscape with the luggage carousel in the baggage
claim area of the Hangzhou Xiaoshan International Airport. In addition to ultra-thin
electroluminescent lighting effects, we positioned the vehicle such that the conveyor
belt delivered passengers’ baggage through the trunk of the vehicle for a dynamic
effect.

. Ermenegildo Zegna. We developed a building wrap along the facade of One Peking,
a commercial building located along Victoria Harbour on the Tsim Sha Tsui-side of
Hong Kong. The design had the effect of dressing the curvilinear facade of One
Peking in the iconic fashion of the designer. We used a special perforated building
wrap in order to allow people working inside the office building to still be able to

see outside the windows with minimal obstruction.

. H&M. We developed the use of and installed an LED animated building wrap, which
allowed fashion images and other messages, such as holiday greetings during
Christmas and the western and lunar new year seasons, to be showcased along the
entire existing fagade of CITIC Tower, a commercial building located along Victoria
Harbour on the Admiralty District-side of Hong Kong. The LED lighting used for
this project was completely dismountable and allowed LED lighting to be used
without the need for built-in LED technology.

OUR OPERATIONS

Overview

Our operations involve media resources at airports and metro lines, and we measure the
growth and development of these media resources in a particular manner. According to our
management’s experience and our performance during the Track Record Period, the growth and
development of these segments can be divided into three phases: ramp-up, stable growth and

scale-up.

Ramp-up occurs from when we acquire the concession rights to the media resources from
airport or metro line and begin operations to when our operations for that particular airport or
metro line become profitable. Generally, the ramp-up period is one to two years. After ramp-up,
our operations reach a phase of stable growth, at which point our customer base and operations
are well-established for the relevant airport or metro line. This phase of our operations has
generally been characterised by a steady increase in revenue. The ability to ramp-up and reach
stable growth and profitability is dependent on the development and management of the media
resources, as well as the negotiation of a competitive concession fee with the media resources

owner.
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As passenger throughput increases over time, we are typically able to increase our selling
prices and the media resources owner may renovate or build new terminals to accommodate the
increased passenger volume. Upon an increase of media resources at the relevant airport or
metro line, which is generally due to the opening of a new terminal at an airport or significant
expansion of the metro line or station, our operations will enter the scale-up phase. During the
scale-up phase, revenue and profit typically experience a sharper increase than during the
stable growth phase. As these new operations become more established, our performance will
also stabilise and our revenue and profit growth will return to stable growth phase.

The table below sets forth the number of airports and metro lines (excluding the airports
operated by our associate companies Fujian Zhaoxiang Asiaray, Guangxi Top Source and
Shenzhen Airport Asiaray) by phase of development for the periods indicated.

Year ended 31 December Six months ended 30 June

2011 2012 2013 2013 2014

(number of airports/metro lines)
Phase of development

Ramp-up
Airports. . .. ... .. .. 3 2 - - -
Metro lines. . . ... ... 2 2 1 1 3
Stable growth
Airports. ... ....... 17 7 9 9 18
Metro lines. . .. ... .. 4 4 5 5 5
Scale-up

Airports. . ......... - I 1w 1w -
Metro lines. . . ... ... - - - - _

M Includes 11 airports operated by Yunnan Airport Asiaray.

Utilisation of Media Resources

Our media resources in each airport and metro line comprise a wide spectrum of media
formats, including billboards of varying sizes, light box displays of varying sizes, unipole
signs, escalator crown panels, wall, floor and ceiling spaces of varying dimensions, LED
display and features ads. Each of these media formats may be further categorised by sizes and
grades, determined primarily with reference to the location of a media resource.

Our local management monitors the utilisation of each specific format, grade and
category of media resources at each of our airports and metro lines. Due to the numerous types
of media formats included in our media resources and the varying characteristics of each
airport and metro line, our management would not monitor the overall or average utilisation of
all of our media resources. We focus on increasing our revenue by maximising utilisation for
our higher grade mainstream media resources, which generally comprise advertising spaces in
prime locations in an airport or metro line which can command high selling prices. For our
lower grade media resources with lower selling prices, we focus on increasing our revenue by

offering different packages instead of only maximising utilisation.
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Pricing Strategy

We formulate and adjust our pricing policy in accordance with industry information and
market trends. We take into account several factors when pricing our media resources,
including the attractiveness of our network to advertiser customers, amount of available
advertising space, number and scale of airports and metro lines in our network, the level of
demand for advertising spaces, and the perceived effectiveness by advertisers of their
advertising campaigns placed on our network. We also consider the concession fees and the

pricing of our competitors.

Consistent with industry practice, we devise rate cards which effectively provide quotes
for standard advertising packages depending on the amount and type of advertising space
required. These prices quoted on these rate cards are based on data collected from our industry
experience and market information. The selling price for the advertising format of our media
resources ranges widely depending on its location. For example, the annual selling price of a
similar-sized light box display ranges from approximately RMB400,000 to RMB2,500,000
across different airports. The selling price for the same advertising format may also vary within
the same airport or metro line depending on its location. For example, the annual selling price
of a similar-sized light box display ranges from approximately RMB600,000 to RMB2,500,000

in Hangzhou Xiaoshan International Airport.

In order to suit the needs of our advertiser customers, we also offer tailored advertising
packages which include several types of media resources and additional services such as
production, installation and dismantlement services. In those cases, we adjust the price

according to the services provided, taking into account the following factors:

. the city in which the airport, metro line or other advertising space is located;

. the number of light box displays and the extent of other advertising space coverage

required;
. the duration of the advertising contract; and
. technology, labour and maintenance and other costs required to develop and set up

the required media.

We may also be required to confer and agree with the media resources owners regarding
the prices we charge our advertiser customers for their use of the media resources. We
re-evaluate our pricing and rate cards at the end of each year, considering any adjustments
necessary to reflect inflation factors, the industry and market for each type of media resource
and adjustments or changes in pricing by our competitors. We may also make pricing
adjustments throughout the year as needed upon major market developments.
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Industry Knowhow

We maintain a knowledge library, built on our years of experience and research, is a
valuable company asset. We build our knowledge library by:

. adding our project files as we complete new projects; and

. adding case studies of recent advertising campaigns after discussion among our
media management, planning and development, and marketing and sales teams.

These teams have collaborative meetings every two to three weeks to discuss market
trends and technology. They review and evaluative advertising campaigns and projects that we
have launched in the past and also study recent advertising campaigns by other local and
overseas media companies. After these meetings, we add our case studies of these campaigns
to our knowledge library so that we may easily access them for reference on our future projects.

As at the Latest Practicable Date, we had 35 employees in Hong Kong, Shenzhen,
Shanghai and Beijing responsible for exploring and testing the integration of different
technologies and techniques in our media solutions, such as LED and other lighting
applications, mobile applications, new printing materials, simulated 3D printing effects and
colour management. For example, they may explore the option of using mobile phone
technology and applications to create a more interactive experience for mobile phone users,
which can quickly spread the advertiser’s message to a wider audience through various
messaging or social media platforms. In order to stay updated with the latest technology, we
also communicate frequently with contractors whom we regularly work with regarding recent
technologies and applications.

We have printing facilities in Shenzhen where we test and develop new printing processes
and techniques to allow us to improve the colour management process and produce higher
quality printed advertisements. We believe this technique will attract new customers who seek
higher quality printed advertisements with better visual effects.

With the support of our extensive industry knowhow, we are able to deliver creative,
comprehensive media solutions to not only meet the unique advertising needs of our advertiser
customers but also proactively provide them with creative suggestions.

Centralised Functions for Operations

In order to standardise our operating procedures and facilitate our expansion plans in a
rapid, orderly manner and streamline our operations, we have centralised four of our key
functions (i.e., marketing, operations, finance and sales).

Our centralised functions ensure that we are able to maintain our standards of operations
consistently at the local level across our new and existing operations in China and Hong Kong.
As we expand, our centralised units can provide training and transfer the relevant skills and
knowledge to the local operations and finance teams. In this manner, we are able to implement
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our risk management policies and maintain the quality of our operations and services from
central management downwards. Our marketing unit provides market research and support,
utilising our extensive experience to assemble feasible and attractive marketing proposals for
our sales unit to pitch to customers. Our sales unit can share their customer network with our
new and existing operations in China and Hong Kong so that we can capture opportunities as
they arise. See “— Marketing and Sales”. During the ramp-up period for our newly added media
resources, we must quickly and efficiently replicate our business and operations and transfer
our operational knowledge and skills.

Installation and Maintenance

After an advertiser customer decides to use our media resources for their advertising
campaign, we work together to produce the advertisement for display. While some of our
advertiser customers provide us with their advertisements, we may also provide design and
other value-added services to our advertiser customers. Our creative team works with the
relevant marketing and sales team to create proposals and mock-ups for the advertiser
customer’s consideration. We then revise the design of the advertisement according to the
advertiser customer’s further specifications or requests. During this process, we also review the
advertisement for compliance with censorship and other requirements, and if necessary,
complete the applications of the relevant authorities. We have compiled a list of relevant laws
and regulations under the laws of Hong Kong and the PRC, which may be applicable to the
products or services advertised by the advertisements displayed on our media resources. Our
media management team, headed by our Chief Marketing Officer in Hong Kong and the
director of the media management team in the PRC, reviews and examines all advertisements
before publication and ensures that the contents of the advertisements comply with the
applicable legal and regulatory requirements in the jurisdiction in which they are published. We
check and verify that the images and logos which appear on the advertisements do not violate
any intellectual property rights, and that the overall designs and messages of the
advertisements do not suggest or provoke discrimination. We monitor the status of the
registration of the relevant permits. As at the Latest Practicable Date, we had not received any
complaints regarding the contents of the advertisements displayed on our media resources.
After we approve and finalise the advertisement with the advertiser customer, we will either
print the advertisements at our printing facilities or outsource to a third party printing house
depending on the specifications of the advertisement. We then coordinate with the media
resources owner to arrange the timing of installation.

Our front-line operations unit is responsible for setting up local teams to handle
installation, maintenance and removal of advertisements. They handle the advertisements
displayed in airports and metro stations. They also ensure that the appropriate safety standards
are applied and followed consistently at the local level. During the display period, we perform
maintenance checks and repair or clean the advertisement displays as needed up until
dismantlement. Our centralised operations units provides overall training and support to our
local front-line operations team to maintain our high standards as we continue to expand. Our
central operations unit is also responsible for ongoing quality control. We have designated
employees who inspect our advertisements to ensure that they are properly and securely
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installed in the correct location for the correct period of time and that they are consistently kept
clean and in good working order. If any problems are detected, our employees make a written
report with photographs, which is kept in our central records, and our front-line operations
make the relevant repairs. After installation of the advertisement, we provide a report back to
the advertiser customer which details the type, quantity, display period and other details about

the advertisement.

We liaise with qualified, third party engineering companies and contractors to complete
installation, maintenance and removal of advertisements for some of our media resources in
airports. We also contract with these third parties for installation, maintenance and removal of
advertisements for our metro line media resources other than light box displays and posters and
our billboards and building solutions. However, our own operations unit employees supervise
and oversee the work done by these sub-contractors.

Information Technology

Our information technology (“IT”) systems assist us in managing contract administration,
sales, customer management, media resources inventory and media resources bookings. We
utilise a proprietary IT-based workflow platform and systems developed by our in-house
software team in conjunction with external software developers with ongoing input from our
business and operations departments. We had 11 employees dedicated to the operation and
maintenance of our IT systems who also work with third party service providers as at the Latest
Practicable Date.

Our IT system integrates our key processes and controls and is capable of handling our
key business transactions in China and Hong Kong. Through our sales and customer
management systems, our employees are able to share information on our advertiser customers
and their preferences as well as keep track of recent meetings. Customers are able to request
and reserve advertising spaces through our media resources booking system. We intend to
improve the efficiency of our IT systems. For instance, we aim to further automate our
management information system for our metro line operations so that media resources and sales
information can be shared across our operations. We believe this will enable us to replicate our
operations more efficiently as we implement new media resources in additional cities.

SUPPLIERS

Our suppliers include media resources owners who provide us with advertising space, as
well as suppliers for materials for the construction of advertisements and installation and
maintenance of the advertisements in our media network. During the Track Record Period, our
top five suppliers, who were the media resources owners from whom we obtained our
concession rights to advertising spaces, accounted for 57.0%, 55.6%, 56.8% and 61.3% of our
cost of revenue in the years ended 31 December 2011, 2012 and 2013 and the six months ended
30 June 2014, respectively. Our single largest supplier accounted for 20.6%, 20.6%, 19.4% and
17.5% of our cost of revenue in the years ended 31 December 2011, 2012 and 2013 and the six
months ended 30 June 2014, respectively.
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Our top five suppliers in the year ended 31 December 2013 were:

. MTR Corporation Limited, from which we obtained exclusive rights for four metro
lines and 11 shopping malls and three buildings managed by the MTR Corporation
Limited in Hong Kong;

. Hangzhou Xiaoshan Airport Company Limited, from which we obtained concession
rights for one airport in Zhejiang Province;

. Yunnan Airport Company, from which we obtained concession rights for 11 airports
in Yunnan Province;

. Shenzhen Airport Company, from which we obtained concession rights for one
airport in Guangdong Province; and

. Henan Zhengzhou Xinzheng Airport Management Company Limited, from which
we obtained concession rights for one airport in Henan Province.

To the knowledge of our Directors, none of our directors, their respective associates or
any shareholders holding more than 5.0% of our issued share capital had any interest in any

of our five largest suppliers as at the Latest Practicable Date.

CUSTOMERS

Our advertiser customers purchase advertising spaces from us either directly or through
third-party advertising agencies. As such, our advertiser customers include third-party
advertising agents and international and domestic brand owners. We have strong, established
relationships with many major brand owners and advertising agents in China and Hong Kong.
We believe that we attract and retain our advertiser customers on the basis of:

. our exclusive concession rights, which provides long-term reliability and flexibility
for advertisers;

. the desirable locations of our media resources in major metropolitan areas of Greater
China; and

. our expertise and experience in providing media solutions.

We have worked with a variety of advertiser customers in different industries. Our
advertiser customers generally consist of advertising agencies as well as advertiser customers
themselves, which include well-known international and domestic companies, such as Tencent,
Samsung Electronics, BMW, Nissin Foods, Ermenegildo Zegna, H&M, The Wrigley Company,
Sun Hung Kai Properties, Circle K, Nike, Old Town White Coffee and Refresh. These
customers accounted for an aggregate of 1.2%, 2.4%, 3.5% and 2.8%, respectively, of our total
revenues in the years ended 31 December 2011, 2012 and 2013 and the six months ended 30
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June 2014. While these are not among our top five customers, we believe that the
well-recognised brand names of these customers demonstrates our strong position in the
out-of-home media industry and enhances our brand for the benefit of our long-term
development. Our advertiser customers include 111 of Fortune magazine’s Global Top 500
companies in 2013 and 88 of Fortune magazine’s China Top 500 companies in 2013. We also
maintain good relationships with major advertising agents who are able to recommend us to
their extensive customer base, including eight of the top 10 third-party advertising agencies in
the Asia-Pacific region. These advertising agencies, especially those we have previously
worked with, refer customers to us.

Our advertising contracts generally relate to a particular advertising campaign, which
may be short-term campaigns of less than a month, medium-term campaigns of one to four
months or long-term campaigns of up to three years. The average term of our advertiser
customer contracts during the Track Record Period was approximately six months. In many
cases, our customers consecutively renew their contracts with us for their short-term
campaigns. We use standard advertising contracts for which typically specify the advertising
spaces reserved, the unit, prices and other services provided. Content may be supplied by the
advertiser customer or developed in conjunction with our marketing team depending on the
advertiser customer’s requirements. We may offer a standard advertising package or a tailored
plan designed specifically to address a particular advertiser’s need for a creative advertising
solution. We generally require our advertiser customers to pay a deposit in advance. Our
advertiser customers typically pay us on an instalment basis as specified under the relevant

contract.

In 2013, we had approximately 1,627 advertiser customers, which included 589 third
party advertising agencies, advertised using our media resources. During the Track Record
Period, our top five customers accounted for 7.7%, 7.6%, 9.0% and 10.4% of our revenues in
the years ended 31 December 2011, 2012 and 2013 and the six months ended 30 June 2014,
respectively. Our single largest customer accounted for 2.1%, 2.0%, 2.8% and 3.3% of our
revenues in the years ended 31 December 2011, 2012 and 2013 and the six months ended 30
June 2014, respectively. Five, four, four and four of our top five customers were third party
advertising agencies in the years ended 31 December 2011, 2012 and 2013 and the six months
ended 30 June 2014, respectively.

To the knowledge of our Directors, none of our directors, their respective associates or
any shareholders holding more than 5.0% of our issued share capital had any interest in any
of our five largest customers as at the Latest Practicable Date.

MARKETING AND SALES

We have experienced marketing and sales teams comprising over 300 employees in China
and Hong Kong who are responsible for developing our marketing plans and serving as the
contact points for our customers.
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Marketing

We take a marketing-driven approach to marketing and sales as we believe the
groundwork performed by our marketing team provides the platform for our sales team to
present our media resources and added-value services to our advertiser customers. Our
marketing team is responsible for promoting our products and services and maintaining our
brand to our advertiser customers, media resources owners and consumers. We promote our
products and services via our regular newsletters and other updates, media workshops, press
releases advertisements and sponsorships in media magazines and other special promotion
activities. In order to enhance our brand reputation, we also participate in industry events, such
as forums and conferences with advertiser customers and media resources owners in
attendance. We maintain an Internet presence through our website and various social media
platforms.

Our central marketing unit based in Hong Kong spearheads our marketing and sales
activities and is responsible for the overall supervision and training of our local marketing
teams. Our central marketing unit provides guidance to our local teams and draws from the
databases in our information management system to refer advertiser customers to our local
marketing teams to develop further business opportunities. They also conduct feasibility
studies, including research on practical or safety concerns and market research on passenger
traffic and profiles. They engage independent third party research agencies to conduct market
research so that we can maintain the most current information on the out-of-home media
industry, passengers and consumers. This background work enables us to prepare researched
proposals for further use by our sales team. It also assists in the establishment of local
marketing and sales teams for new cities in our media network and provides training and
assistance on technical skills in executing our media solutions. Our local teams work with sales
teams to devise rate cards, proposals and routinely conduct market research at the local level.
See “— Our Operations — Pricing Strategy” for information on our rate cards.

Sales

Our nationwide sales network includes our key accounts unit based in Shanghai and our
16 local sales offices throughout China. Our key accounts unit focuses on third party
advertising agencies and is responsible for cross-selling our media resources to our key
accounts and other advertiser customers in different cities. They are also responsible for
maintaining good relationships with our key accounts customers (both advertisers and
agencies) and assisting local sales teams in presenting and exploring creative options with key
accounts customers. Our sales teams are organised by industry and as such, are familiar with
the practices, budgets and demands of our advertiser customers in that particular industry. They
work closely with our marketing team, making use of our marketing research and strategies to
present our advertiser customers with thoroughly-researched proposals that demonstrate our
strengths, experience and abilities. They devise our rate cards and develop and follow sales
leads. As the main contact points with our advertiser customers, our sales team is able to
provide direct feedback from our advertiser customers which can then be used to improve our
ongoing and future campaigns.
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In order to comply with the requirements under the Regulation on Clear Pricing of
Advertising ( JE5IRBSRSEE(EHRIE) ), our sales teams send updated rate cards to our
existing advertiser customers every year and circulate them to potential customers and
advertising agencies from time to time. We will also provide our rate cards to members of the

general public upon request through email or telephone inquiry.

We believe our years of experience and established relationships with our advertiser
customers, including advertising agencies with a broad network of end-customers, allows us to
retain existing customers’ loyalty as well as to obtain new advertiser customers. For the years
ended 31 December 2011, 2012 and 2013 and the six months ended 30 June 2014, we spent
approximately HK$44.2 million, HK$59.5 million, HK$75.0 million and HK$33.9 million,
respectively, on selling and marketing expenses, which represented 6.2%, 6.2%, 6.2% and

5.5%, of our revenue for the same periods.
INTELLECTUAL PROPERTY

Our Asiaray trademarks are critical to our business and we rely on trademark laws to
protect them. As at the Latest Practicable Date, we had two registered trademarks in China. We
believe the following selected trademarks, which we had applied for registration in China and

Hong Kong, are material to our business operations and competitive position:

Trademark Application Dates

28 May 2014 (Hong Kong)
and 5 June 2014 (PRC)

*Asiaray

28 May 2014 (Hong Kong)

;A(ASiaray Media Group and 5 June 2014 (PRC)

AL RIRER

28 May 2014 (Hong Kong)

;A(Asi aray and 5 June 2014 (PRC)

Inspiration Everywhere

28 May 2014 (Hong Kong)

)A(ASiaray Media Group and 5 June 2014 (PRC)

BUERBERER

See “Appendix IV Statutory and General Information — 8. Intellectual property rights of

our Group.”
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AWARDS AND RECOGNITIONS

Our Group has earned numerous awards and recognitions throughout our operating
history, which we attribute to the reputation of the Group and the quality of our services and

products. The following table sets out the major awards and recognitions we have received:

Awards Year Associations

The Spark Awards for Media Excellence, 2014 Marketing Magazine
Best Media Campaign — Out of Home.

The 7th ROI Festival Awards, Best 2014 Market Builder Media
Media Company of the Year . ......

The 7th ROI Festival Awards, OOH 2014 Market Builder Media
Media Category, Gold. . .. ........

GB/T19001-2008/ISO9001:2008 2014 Guardian Independent Certification
International Certificate of (Beijing) Co., Ltd
Registration (Shanghai Asiaray)

Famous Trademark in Shanghai 2014 Shanghai Administration for Industry
(Shanghai Asiaray) ............. and Commerce

The 6th ROI Festival Awards, Best 2013 Market Builder Media
Media Company of the Year .. ... ..

China Most Influential OOH Media 2013 China Advertising Association
Resources . . .......... ... . ...

The 20th China International Advertising 2013 China Advertising Association
Festival — China Advertising Great
Wall Awards, Creative Awards,

Bronze .. ...... .. ... L.
The 5th China Creative Communication 2013 21st Century Marketing Multimedia
International Awards, Service Industry Platform
Category & Small Budget Category,
Gold. .. ... ... ..
The 6th ROI Festival Awards, OOH 2013 Market Builder Media
Media Category, Gold. . . .........
The 9th China Advertising Forum, 2013 China Advertising Association

Winner of 2012 China Most
Influential Creative Advertising

2012 China Advertising Outdoor Annual 2013 China Advertising Magazine
Awards, Skyscraper Category, Gold . .

The 4th Tiger Roar China Classical 2013 China Advertising Trends Forum
Communication Awards, Corporate
Image & Events Promotion Category,

Gold. .. ... ... ... . ..
First-class Advertising Agency of China 2011 CAA Certificate Committee for Class-
(Media Service) (Shanghai Asiaray) . . qualified Advertising Agencies of

China
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COMPETITION

The advertising industry is highly competitive and fragmented, and is constantly
changing. We face significant competition. We compete for advertiser customers on the basis
of, among other things, the location of our media resources, the amount of media resources we
have to offer, the value-add that we offer with our creativity, price and the range of services
provided. We believe we are able to compete effectively based on our distinct space
management and creativity as well as the wide reach of our media network.

We compete with other out-of-home advertising companies in China and Hong Kong.
According to the Frost & Sullivan Report, our direct competitors include advertising
companies that operate in airports and metro lines, such as JCDecaux, Balintimes, TOM Group,
Vision China Media and AirMedia. We compete for advertiser customers primarily on the basis
of network size and coverage, location, price, quality and the range of media resources that we
offer and our brand name. We also face competition from other advertising companies for
access to the most desirable locations in cities in China. Airports, metro lines, owners of
individual buildings and other properties may also decide to independently produce, install and

maintain their own advertising displays.

We also compete against different advertising methods for overall advertising spending
by advertiser customers. We compete with newspapers, television, direct mail, magazines,
radio, public/outdoor fixtures, billboards, Internet-based services, mobile devices/applications,
broadband wireless and public transport advertising companies. Some of these forms of
advertising may have a broader reach or are more widely disseminated than our media
resources. In addition, these forms of advertising may have greater acceptance among
advertiser customers who utilise them in their business operations, or by consumers who view

these media resources to make purchasing decisions.

In the future, we may also face competition from new entrants in the out-of-home
advertising sector or newer advertising methods that are not currently widely-used or utilise
technologies that have not yet been developed. We cannot predict whether future regulatory
changes with respect to, or new developments and technologies that could be used in, the

advertising industry will result in further competition.

However, we believe that major market participants in China’s advertising market have
already developed long term, stable relationships with media resources owners. This creates a
barrier to entry for newer market participants who do not have access to the advertising spaces,
in particular in major cities. Many large brands and advertisers have established relationships
with existing advertising agencies or directly with advertising companies. Therefore, smaller
and newer market entrants may lack the resources and experience to compete with the existing
market participants to meet the demands of advertiser customers.
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EMPLOYEES

As at the Latest Practicable Date, we and our associate companies, had 767 employees,
including 105 in Hong Kong, and 662 in China. The following table sets forth the breakdown
of our employees by department as at the Latest Practicable Date:

Function No. of employees

Management . . . . ... 28
Marketing and Sales . . . ... ... .. L L 331
Finance. . . . ... ... 86
Operations Management . . . . ... ... ... ... 117
Front-line Operations . . . ... ... .. ... 75
Creative Team and Research and Development. . . .. .............. 27
Others. . . . . 103
Total . . . . 767

We believe we have good relations with our employees and aim to foster a strong sense
of loyalty and dedication in our employees. We strive to motivate our employees with a clear
career path which provides them with opportunities to improve their skills. We provide
mandatory training to our employees upon hiring and on an ongoing basis as appropriate for
their assigned duties and to enrich their skills sets. In particular, we have regular trainings for
our marketing and sales teams. We provide regular safety training for our front-line operations
employees. We appoint safety officers, who have undergone the relevant safety training
courses, to oversee the work performed in the course of installing, maintaining and dismantling
the advertisements displayed on our media resources to ensure that safety requirements are
properly implemented. In addition, our safety officers conduct random checks on the work
performed by our front-line operations team to ensure compliance with safety requirements.
Any safety incidents or injuries are reported to our management for their further handling and
recordkeeping.

Compensatio