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Games Market in India and Vietnam: With increasing Internet penetration and
large youth populations, these two emerging markets present both opportunities and
challenges to companies seeking to capitalize on emerging markets. These
exclusive reports covers market sizing, business models, industry dynamics and top
products and companies.

Games Market in China: The report provides insights into the $2.8 billion games
market with analysis of emerging trends, top titles, leading companies, and
forecasts. The report will examine the rising development capabilities in the country
and emerging business models and game genres.

Chinese User Opinions on the iPhone including purchase intent. A report
based on one-on-one interviews with Chinese consumers regarding their knowledge
and opinions on Apple’s iPhone.

China Research: Comprehensive Coverage of Technology, Digital Media and
Consumers

Pearl Research's China studies include:

+ Online Advertising

+ Games Market in China (online, console, packaged PC)

+ Web 2.0 (blogging, social networking, video sharing, digital music)

+ Google and Baidu analysis including consumer feedback

+ Games Development and Outsourcing

+ Chinese consumers: online surveys and focus groups

+ Trendspotting for Chinese youth and young adults

+ Individual Games analysis (Sohu's TLBB, EA's FIFA Online, Giant's Zhengtu,
among others)

+ Best Buy in China

Official Casual Games Report

Pearl Research is pleased to have contributed to the trade organization Casual
Game Association’s “Casual Games Report”. The report is becoming the industry
standard for casual games information. This exclusive 60-page report covers
worldwide market sizing, business models, industry dynamics and top products and
companies.

Please visit this link to purchase this report:
www.regonline.com/CGAPearlResearchReport for more information.
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Phoenix Generation series of reports covering Chinese

consumers

300 million strong and with $135 billion in disposable
spending income, China’s consumer youth markets
represent an untapped opportunity.

-Pearl Research’s Phoenix Generation reports are
an in-depth lifestyle study on Chinese youths ages
16 to 30. The qualitative and quantitative study
identifies emerging trends, attitudinal shifts and
“what’s hot” in games, Internet, entertainment,
technology, fashion, and consumer products.

-We focus on trends that have a business impact,
providing insights into the origins and implications of
these trends. The study helps companies
understand this important demographic and what
drives their lifestyle choices and spending habits.

About Pearl Research
Pearl Research is a business intelligence and consulting firm specializing in the

technology, consumer and interactive entertainment markets with a special focus on
emerging markets.

Defining the Phoenix Generation

Pearl Research has coined the term
“Phoenix Generation” to describe
China’s dynamic youth. This
generation grew up during booming
economic times and most do not have
any siblings as the result of the
one-child policy.

Pearl Research believes this
generation will be the core driver of
consumer spending in China. The
Phoenix Generation reports are
exclusive, primary-research reports
dedicated to understanding this
important demographic.

Based in San Francisco and China, Pearl Research provides its clients access to a
vast knowledge base of market research information. The company publishes in-depth
research reports, provides a research advisory subscription service and customized

research and consulting services.

For more information and to sign up on our complimentary mailing list, please contact
us at research (at) pearlresearch.com, visit www.pearlresearch.com, or call

415-738-7660.
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This Licensed Materials is exclusively for the Licensee that has purchased
this study through Pearl Research. If you or your company has not
purchased this report, please discontinue the use of this document.

The materials that are the subject of this Agreement shall consist of reports
and electronic information, hereinafter referred to as the “Licensed
Materials” published or otherwise made available by Pearl Research.

- Licensee shall not permit anyone other than Authorized Users to use the
Licensed Materials. "Authorized Users" are full and part time employees of
Licensee. Unauthorized reproduction and distribution of the Licensed
Materials shall constitute grounds for legal prosecution and damages.

- Licensee shall not reproduce, modify or create a derivative work or create
a database in electronic or structured manual form by systematically
downloading and storing any of the content from the Licensed Materials
without the prior written permission of Pearl Research.

- Licensee may not remove, obscure or modify any copyright or other
notices included in the Licensed Materials.

- Other than as specifically permitted in this Agreement, Licensee may not
use the Licensed Materials for commercial purposes, including but not
limited to the sale, resell, sub-license, rent, lease, transfer or attempt to
assign the rights of the Licensed Materials or bulk reproduction or
distribution of the Licensed Materials in any form.

- Licensee may not allow any person who is not an employee to use and/or
gain access to the Licensed Materials or make the Licensed Materials
available on a computer network except in circumstances such that access
to the Licensed Materials is strictly controlled and limited in to the
employees of the firm.

- Licensee may not use the Licensed Materials in any manner other than in
compliance with applicable laws.

Except for the express warranties stated herein, the Licensed Materials are
provided on an "as is" basis, and Pearl Research disclaims any and all
other warranties, conditions, or representations (express, implied, oral or
written), relating to the Licensed Materials or any part thereof, including,
without limitation, any and all implied warranties of quality, performance,
merchantability or fitness for a particular purpose. Pearl Research further
expressly disclaims any warranty or representation to Authorized Users, or
to any third party.
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