AirMedia Announces Unaudited Second Quarter 2009 Financial Results
August 17, 2009 4:31 PM ET

BEIJING, Aug. 17 /PRNewswire-Asia-FirstCall/ -- AirMedia Group Inc. (Nasdag: AMCN), aleading operator of
out-of-home advertising platforms in Chinatargeting mid-to-high-end consumers, today announced its unaudited financial
results for the second quarter ended June 30, 2009.

Second Quarter 2009 Financial and Business Highlights

-- Total revenues increased by 23.7% year-over-year to US$36.8 million.

-- Net loss attributable to AirMedia Group Inc.'s sharehol ders was
US$7.0 million. Basic and diluted | oss per ADS were both US$0. 11.

-- Adjusted net |oss (non-GAAP), which is net loss attributable to
AirMedia Group Inc.'s sharehol ders excludi ng share-based conmpensati on
expenses and anortization of acquired intangible assets was
US$5.4 million. Adjusted basic and diluted net |oss per ADS (non- GAAP)
wer e both US$0. 08.

"Despite the weak economic environment in the first quarter of 2009 during which time most orders for the second quarter
were placed, we still achieved a 23.7% year-over-year and 12.3% quarter-over-quarter growth of total revenuesin the
second quarter of 2009. We believe it indicated that the worst impact of the economic slowdown was over," said Herman
Guo, chairman and chief executive officer of AirMedia. " Although bottom-line loss increased as expected primarily dueto
new concession rights added, our market position had never been so strong. In the near term, we intend to shift our focus
to increasing utilization rates of existing mediaresourcesin order to reap the benefits of our strengthened network."

Mr. Guo continued, "Economic statistics for the first half of 2009 indicated that Chinaisin the frontlines of the global
economic recovery. Advertisers have also been encouraged to convert their advertising budgetsinto orders. We believe the
valuable media resources we captured during the economic downturn will return tremendous commercial benefitsin a
period of economic recovery and growth."

Conor Yang, AirMedia’s chief financial officer, added, "Our investments in media resources will start to generate returns
after acertain lead-time. Incremental concession fees for traditional media concession rights in Beijing and Shenzhen
airports were the main reason for the loss in the second quarter of 2009. We expect newly acquired traditional media will
gradually contribute more revenues. In the mean time, we are also in the process of renegotiating with major airportsin an
effort to reduce concession fees. We also expect our nationwide media network covering Sinopec's service stations to be
accretive to earnings from the beginning of 2010."

Fi nancial Results
Revenues
Total revenues by product line (nunbers in US$ 000's except for

per cent ages) :

Quarter Quarter
Ended % of Ended % of
June 30 Total March 31 Total
2009 Revenues 2009 Revenues

Digital franes 16, 474 44. 7% 12, 049 36. 8%
Digital TV screens in airports 9,117 24. 8% 12, 233 37.3%
Digital TV screens on airpl anes 3,932 10. 7% 2,826 8. 6%
Traditional nedia in airports 5,680 15. 4% 3,994 12. 2%
O her displ ays 1,616 4. 4% 1, 684 5 1%
Total revenues 36,819 100.0% 32,786 100. 0%
Net revenues 36, 295 31,702
Quarter % of Y'Y QQ
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Ended June Tot al Gowh Gowh

30, 2008 Revenues rate rate
Digital franes 10, 960 36. 8% 50.3% 36.7%
Digital TV screens in airports 13, 143 44. 1% -30.6% -25.5%
Digital TV screens on airpl anes 4,636 15. 6% -15.2% 39.1%
Traditional nedia in airports 104 0.3% 5361.5% 42.2%
O her displ ays 931 3.2% 73.6% -4.0%
Total revenues 29,774 100. 0% 23.7% 12.3%
Net revenues 28, 489 27.4% 14.5%

Total revenues for the second quarter of 2009 reached US$36.8 million, representing a year-over-year increase of 23.7%
from US$29.8 million and a quarter-over-quarter increase of 12.3% from US$32.8 million. The year-over-year increase
was due to increases in revenues from digital framesin airports, traditional mediain airports and other displays. The
quarter-over-quarter increase was due to increases in revenues from digital framesin airports, traditional mediain airports
and digital TV screenson airplanes.

Revenues from digital framesin airports

Revenues from digital framesin airports for the second quarter of 2009 increased by 50.3% year-over-year and by 36.7%
guarter-over-quarter to US$16.5 million. The year-over-year and quarter-over-quarter increases were due to an increasein
the number of time slots sold which were partially offset by a decrease in the average advertising revenue per time slot
sold (or the "ASP"). Please refer to " Summary of Selected Operating Data" below for detailed definitions of the operating
datacited in this press rel ease.

The number of time slots sold for the second quarter of 2009 increased by 374.0% year-over-year and by 67.6% quarter-
over-quarter to 5,683 time slots. The year-over-year and quarter-over-quarter increases were due to continued sales efforts
and growing acceptance of AirMedias digita frames. AirMedia's digital frames were operated in 28 airports in the second
quarter of 2009, up from 16 airports at the end of the second quarter of 2008, and up from 25 airports at the end of the
first quarter of 2009. The number of time slots available for sale for the second quarter of 2009 increased by 150.7%
year-over-year and by 9.6% quarter-over-quarter to 26,277 time slots. The year-over-year increase was primarily due to
an increase in the number of airportsin AirMedias digital frame network. The quarter-over-quarter increase was primarily
due to the commencement of operations of digital framesin three additional airports during the second quarter of 2009 and
the full-quarter operations of the digital framesin three airports, which AirMedia commenced to operate in the middle of
the previous quarter. The utilization rate of digital frames for the second quarter of 2009 increased by 10.2 percentage
points year-over-year and 7.5 percentage points quarter-over-quarter to 21.6%, primarily due to the increase in the
number of time slots sold.

The ASP of digital frames for the second quarter of 2009 decreased by 68.3% year-over-year and by 19.1% quarter-
over-quarter to US$2,899. The year-over-year decrease was due to the fact that revenues from digital framesin the Beijing
Capital International Airport, where listing price was significantly higher than those in other airports, accounted for a
smaller portion of total revenues from digital framesin the second quarter of 2009 than in the same period one year ago as
revenues from digital framesin other airports ramped up. The quarter-over-quarter decrease was primarily due to higher
discounts offered in the second quarter of 2009.

Revenues from digital TV screensin airports

Revenues from digital TV screensin airports for the second quarter of 2009 decreased by 30.6% year-over-year and by
25.5% quarter-over-quarter to US$9.1 million, primarily due to a decrease in the number of time slots sold.

The number of time slots sold for the second quarter of 2009 decreased by 26.7% year-over-year and by 29.7% quarter-
over-quarter to 5,856 time slots. The year-over-year decrease was due to the weak economic environment in the first
quarter of 2009, during which time most orders for the second quarter were placed. The quarter-over-quarter decrease was
because advertisers shifted their budget allocations from digital TV screensin airportsto digital framesin airportsasa
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result of higher discounts offered for digital frames. The number of time dots available for sale for the second quarter of
2009 increased by 1.5% year-over-year and decreased by 1.4% quarter-over-quarter to 25,350 time slots. The utilization
rate for the second quarter of 2009 decreased by 8.9 percentage points year-over-year and by 9.3 percentage points
quarter-over-quarter to 23.1% primarily due to the decrease in the number of time slots sold.

The ASP of digital TV screensin airports for the second quarter of 2009 decreased by 5.3% year-over-year, primarily due
to higher discounts offered, and increased by 6.1% quarter-over-quarter to US$1,557.

Revenues from digital TV screenson airplanes

Revenues from digital TV screens on airplanes for the second quarter of 2009 decreased by 15.2% year-over-year and
increased by 39.1% quarter-over-quarter to US$3.9 million. The year-over-year decrease was due to a decreasein the
number of time slots sold. The quarter-over-quarter increase was due to increases in both the number of time slots and the
ASP of digital TV screenson airplanes.

The number of time slots sold for the second quarter of 2009 decreased by 20.1% year-over-year due to the weak
economic environment in the first quarter of 2009, during which time most orders for the second quarter were placed, and
increased by 14.0% quarter-over-quarter to 187 time dots. The number of time slots available for sale for the second
quarter of 2009 remained the same year-over-year and decreased by 13.3% quarter-over-quarter to 468 time dots. The
quarter-over-quarter decrease in time slots available for sale was primarily due to East Star Airlines' suspension of
business in the middle of March. The utilization rate for the second quarter of 2009 decreased by 10.0 percentage points
year-over-year and increased by 9.6 percentage points quarter-over-quarter to 40.0%. The quarter-over-quarter increase
was primarily dueto the increase in the number of time slots sold and the decrease in the number of time dots available for
sae.

The ASP of digital TV screens on airplanes for the second quarter of 2009 increased by 6.2% year-over-year and by
22.3% quarter-over-quarter to US$21,026. The quarter-over-quarter increase in the ASP was due to lower discounts
offered in the second quarter of 2009 as well as the change in the mix of the time slots sold. The number of time dlots sold
on the three largest airlines, which have significantly higher ASPs than those sold on the other airlines, accounted for a
higher percentage in the second quarter of 20009.

Revenues from traditional mediain airports

Please note that part of the prior comparative figure of "Other Displays' has been reclassified to "Traditional Mediain
Airport" to conform to the current presentation.

Revenues from traditional mediain airports for the second quarter of 2009 primarily included revenues from traditional
mediain Beijing Capital International Airport, Shenzhen International Airport and Wenzhou Y onggiang Airport, as well as
revenues from billboards and painted advertisement on gate bridgesin airports. Revenues from traditional mediain airports
for the second quarter of 2009 increased by 5,361.5% year-over-year and by 42.2% quarter-over-quarter to US$5.7
million. The year-over-year increase resulted from a number of new business initiatives including consolidation of revenues
from acquired billboards and painted advertisement on gate bridges in the third quarter of 2008, commencement of
operationsin Wenzhou Y onggiang Airport in November 2008, and commencement of operations of traditional mediain
Beijing and Shenzhen airportsin April 2009. The quarter-over-quarter increase was primarily due to commencement of
operations of traditional mediain Beijing and Shenzhen airports.

The number of locations sold for the second quarter of 2009 increased by 29.9% quarter-over-quarter to 313 locations due
to theincremental sales of traditional mediain Beijing and Shenzhen airports. The number of locations available for sale for
the second quarter of 2009 increased by 85.2% quarter-over-quarter to 1,100 locations due to commencement of
operations of traditional mediain Beijing and Shenzhen airports. The utilization rate of traditional mediafor the second
quarter of 2009 decreased by 12.1 percentage points quarter-over-quarter to 28.5% primarily due to theincreasein the
number of new locations available for sale.
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The ASP of traditional mediafor the second quarter of 2009 increased by 9.5% quarter-over-quarter to US$18,162.
Please refer to "Summary of Selected Operating Data" for more operating data.

Business tax and other salestax for the second quarter of 2009 was US$524,000, representing a year-over-year decrease of
59.2% from US$1.3 million and a quarter-over-quarter decrease of 51.7% from US$1.1 million.

Net revenues for the second quarter of 2009 reached US$36.3 million, representing a year-over-year increase of 27.4%
from US$28.5 million and a quarter-over-quarter increase of 14.5% from US$31.7 million.

Cost of Revenues

Cost of revenues for the second quarter of 2009 was US$36.8 million, representing a year-over-year increase of 110.4%
from US$17.5 million and a quarter-over-quarter increase of 42.1% from US$25.9 million. The year-over-year and quarter-
over-quarter increases were primarily due to an increase in concession fees in connection with the expansion of AirMedia's
business. Cost of revenues as a percentage of net revenues in the second quarter of 2009 was 101.3%, representing a
year-over-year increase from 61.4% in the same period one year ago and a quarter-over-quarter increase from 81.7% in the
previous quarter.

AirMediaincurs concession fees to airports for placing and operating digital TV screens, digital frames, traditional media
in airports and other displays, and to airlines for placing programs on their digital TV screens. Most of the concession fees
are fixed with an annual escalation. The total concession fee under each concession rights contract is charged to the
consolidated statements of operations on a straight-line basis over the agreement periods, which are generally between
three and five years. Concession fees for the second quarter of 2009 were US$28.1 million, representing a year-over-year
increase of 146.5% from US$11.4 million and a quarter-over-quarter increase of 47.8% from US$19.0 million, primarily
due to newly entered or renewed concession rights contracts during the respective period. Concession fees as a percentage
of net revenues in the second quarter of 2009 was 77.3%, compared to 40.0% in the same period one year ago and 59.9%
in the previous quarter. The year-over-year and quarter-over-quarter increases were primarily because incremental
concession fees associated with new concession rights contracts were fixed once concession rights contracts were entered
into while revenues generated from newly signed concession rights contracts would take time to ramp up.

Gross Profit/Loss

Gross loss for the second quarter of 2009 was US$488,000, compared to gross profit of US$11.0 million in the same
period one year ago and gross profit of US$5.8 million in the previous quarter.

Gross loss as a percentage of net revenues for the second quarter of 2009 was negative 1.3%, compared to gross income as
a percentage of net revenues of 38.6% in the same period one year ago and 18.3% in the previous quarter. The
year-over-year and quarter-over-quarter decreases in gross profit as a percentage of net revenues were primarily dueto the
increase in concession fees.

Qperati ng Expenses

Operating expenses (nunmbers in US$ 000's except for percentages):

Quarter Quarter
Ended % of Ended % of
June 30 Net March 31 Net
2009 Revenues 2009 Revenues
Sel ling and marketing expenses 2,741 7.5% 2,970 9. 4%
CGeneral and admi nistrative expenses 5,178 14. 3% 5,111 16. 1%
Total operating expenses 7,919 21.8% 8,081 25.5%

Total operating expenses excl uding
shar e-based conpensati on expenses
and anortization of acquired
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i ntangi bl e assets (a non- GAAP

measur e) 6, 303 17. 4% 6, 253 19. 7%
Quarter % of Y'Y QQ
Ended June Net G owth G owth
30, 2008 Revenues rate rate
Sel ling and marketing expenses 2,110 7.4% 29. 9% -7.7%
Ceneral and administrative expenses 2,849 10. 0% 81. 7% 1.3%
Total operating expenses 4,959 17. 4% 59. 7% -2.0%

Total operating expenses excl uding
shar e-based conpensati on expenses
and anortization of acquired
i ntangi bl e assets (a non- GAAP
measur e) 3,769 13. 2% 67.2% 0.8%

Total operating expenses for the second quarter of 2009 were US$7.9 million, representing a year-over-year increase of
59.7% from US$5.0 million and a quarter-over-quarter decrease of 2.0% from US$8.1 million.

Total operating expenses for the second quarter of 2009 included share-based compensation expenses of US$1.0 million,
compared to share-based compensation expenses of US$1.1 million in the same period one year ago and US$1.2 millionin
the previous quarter. Adjusted operating expenses (non-GAAP) for the second quarter of 2009, which excluded
share-based compensation expenses and amortization of acquired intangible assets, were US$6.3 million, an increase of
67.2% year-over-year from US$3.8 million, and remained approximately unchanged from the previous quarter. Adjusted
operating expenses as a percentage of net revenues (non-GAAP) in the second quarter of 2009 was 17.4%, compared to
13.2% in the same period one year ago and 19.7% in the previous quarter.

Please refer to the attached table for areconciliation of operating expenses under U.S. GAAP to adjusted operating
expenses (non-GAAP).

Sedlling and marketing expenses for the second quarter of 2009 were US$2.7 million, including $233,000 of share-based
compensation expenses, representing a year-over-year increase of 29.9% from US$2.1 million and a quarter-over-quarter
decrease of 7.7% from US$3.0 million. The year-over-year increase was primarily due to the expansion of the direct sales
force and higher marketing and promotion expenses. The quarter-over-quarter decrease was primarily dueto lower
marketing expenses partially offset by the increase in the expenses related to the expansion of the direct sales force.

General and administrative expenses for the second quarter of 2009 were US$5.2 million, including US$777,000 of
share-based compensation expenses, representing a year-over-year increase of 81.7% from US$2.8 million and a quarter-
over-quarter increase of 1.3% from US$5.1 million. The year-over-year increase was primarily due to higher amortization
of acquired intangible assets, increased professional expenses, headcount increase, increased expenses of office and
utilities, and higher travel expenses.

Income/L oss from Operations

Loss from operations for the second quarter of 2009 was US$8.4 million, as compared to income from operations of
US$6.0 million in the same period one year ago and loss from operations of US$2.3 million in the previous quarter.

Adjusted loss from operations (non-GAAP) for the second quarter of 2009, which excluded share-based compensation
expenses and amortization of acquired intangible assets, was US$6.8 million, compared to adjusted income from
operations (non-GAAP) of US$7.2 million in the same period one year ago and adjusted loss from operations
(non-GAAP) of US$436,000 in the previous quarter. Adjusted operating margin (non-GAAP) for the second quarter of
2009, which excluded the effect of share-based compensation expenses and amortization of acquired intangible assets, was
negative 18.7%, compared to 25.4% in the same period one year ago and negative 1.4% in the previous quarter.
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Please refer to the attached table for areconciliation of income/loss from operations under U.S. GAAP to adjusted
income/loss from operations (non-GAAP).

Income Tax Benefit

Income tax benefit for the second quarter of 2009 was US$653,000 compared to income tax benefit of US$74,000 in the
same period one year ago and income tax benefit of US$123,000 in the previous quarter. The effective income tax rate for
the second quarter of 2009 was 8.5%, compared to negative 1.0% in the same period one year ago and 8.7% in the
previous quarter. The year-over-year increase in effective income tax rate was primarily due to the cessation of tax
exemption period for one of our most profitable subsidiaries which ended in fiscal year 2008.

Net Income/L oss

Net loss attributable to AirMedia Group Inc.'s shareholders for the second quarter of 2009 was US$7.0 million, compared
to net income of US$7.3 million in the same period one year ago and net loss of US$1.3 million in the previous quarter.
The basic net loss per ADS for the second quarter of 2009 was US$0.11, compared to basic net income per ADS of
US$0.11 in the same period one year ago and basic net loss per ADS of US$0.02 in the previous quarter. The diluted net
loss per ADS for the second quarter of 2009 was US$0.11, compared to diluted net income per ADS of US$0.11 in the
same period one year ago and diluted net loss per ADS of US$0.02 in the previous quarter.

Adjusted net loss (non-GAAP) for the second quarter of 2009, which is net income attributable to AirMedia Group Inc.'s
sharehol ders excluding share-based compensation expenses and amortization of acquired intangible assets, was US$5.4
million, compared to adjusted net income (non-GAAP) of US$8.5 million in the same period one year ago and adjusted net
income (non-GAAP) of US$577,000 in the previous quarter. Basic adjusted net loss per ADS (non-GAAP) for the second
quarter of 2009 was US$0.08, compared to basic adjusted net income per ADS (non-GAAP) of US$0.13 in the same
period one year ago and basic adjusted net income per ADS (non-GAAP) of US$0.01 in the previous quarter. Diluted
adjusted net loss per ADS (non-GAAP) for the second quarter of 2009 was US$0.08, compared to diluted adjusted net
income per ADS (non-GAAP) of US$0.12 in the same period one year ago and diluted adjusted net income per ADS
(non-GAAP) of US$0.01 in the previous quarter.

Please refer to the attached table for a reconciliation of net income and basic and diluted net income per ADS under U.S.
GAAP to adjusted net income and basic and diluted adjusted net income per ADS (non-GAAP).

Cash, Restricted Cash and Short-term |nvestments

AirMedia continued to maintain a strong balance sheet. Excluding restricted cash of US$25.6 million, Cash and short-term
investments totaled US$118.9 million as of June 30, 2009, compared to US$146.8 million as of March 31, 2009, and
US$161.5 million as of December 31, 2008.

ADS Repurchases

On December 29, 2008, AirMedia's board of directors authorized, but not obligated, AirMedia to repurchase up to US$50
million worth of its own outstanding American Depositary Shares ("ADSs") throughout 2009. AirMedia didn't conduct
ADS repurchases in the second quarter of 2009. As of August 17, 2009, the aggregate number of ADSs AirMedia had
repurchased on the open market was still 1,646,502 ADSs, the same as the number disclosed in the first quarter 2009
earnings release.

Other Recent Developments

AirMedia have ingtalled three mega-size LED screens, each measuring 76 square meters (or 818.38 square feet), above all
of the domestic security check areasin Guangzhou Baiyun International Airport and started to operate them in August
2009.
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In July 2009, Intel ChinaLtd. and AirMedia entered into a strategic collaboration on innovative, next-generation digital
signage solutions. The cooperation is expected to significantly enhance the ability of AirMedia's digital framesto display
more innovative and diversified advertising formats such as flash and video.

On July 10, 2009, under its 2007 Share Incentive Plan, AirMedia granted certain employees, directors and consultants
options to purchase atotal of 5,434,500 ordinary shares with the exercise price of US$2.69 per ordinary share, or
US$5.38 per ADS, same asthe closing price of its ADSs on July 9. These options will vest on a straight-line basis over a
three-year period, with one-twelfth of the options vesting each quarter from the date of grant. The quarterly incremental
share-based compensation expenses associated with this grant will be US$587,000.

In June and April 2009, AirMedia separately entered into definitive agreements to acquire 100% of the equity interest in
Dominant City Ltd., and 100% of the equity interest in Beijing Union of Friendship Advertising Media Co., Ltd., which
operate various media resources in a number of airports including Guangzhou and Hangzhou airports, with total
consideration of US$7.8 million. The transactions were closed in the third quarter of 2009.

In April 2009, AirMedia started to operate traditional advertising formats at Terminals 1, 2, and 3 of Beijing Capital
International Airport.

In April 2009, AirMedia started to operate the light boxes in the arrival walkways of Terminals A and B of Shenzhen
International Airport.

In the second quarter of 2009, AirMedia started to operate TV -attached digital framesin an additional three airports
located in Guiyang, Jiujiang and Ganzhou, which expanded AirMedia's digital frame network to 28 airports.

Business Outlook

AirMedia currently expects that its total revenues for the third quarter of 2009 will be in an amount ranging from US$37.0
million to US$40.0 million, representing a year-over-year increase of 9.8% to 18.7% from the same period in 2008.

AirMedia currently expects that concession fees will be at least US$29.5 million in the third quarter of 2009 and US$35.5
million in the fourth quarter of 2009. The increases of concession fees are primarily due to the concession fee
commitments under additional concession rights contracts that were recently entered into, such as concession rights of
megarsize LED screensin Guangzhou airport and outdoor advertising platform in Sinopec's service stations, and other
concession rights contracts expected to be entered into soon.

The above forecast reflects AirMedia's current and preliminary view and is therefore subject to change. Please refer to our
Safe Harbor Statement for the factors which could cause actual results to differ materialy from those contained in any
forward-looking statement.

Summary of Sel ected Operating Data

Quarter Quarter Quarter
Ended June Ended March Ended June
30, 2009 31, 2009 30, 2008
Digital TV screens in airports

Nunmber of airports in operation 40 41 41
Nunmber of time slots avail able

for sale (1) 25, 350 25,714 24,982
Nunmber of time slots sold (3) 5, 856 8,334 7,993
Utilization rate (4) 23. 1% 32. 4% 32. 0%
Aver age advertising revenue per

tinme slot sold (5) US$1, 557 US$1, 468 US$1, 644

Digital TV screens on airplanes

Nunmber of airlines in operation 9 10 9
Nunmber of time slots avail able

for sale (1) 468 540 468
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Nunmber of time slots sold (3)
Utilization rate (4)
Aver age advertising revenue per
time slot sold (5)

Digital frames in airports
Nunmber of airports in operation
Nunmber of tinme slots avail able
for sale (2)
Nunmber of time slots sold (3)
Utilization rate (4)
Aver age advertising revenue per
time slot sold (5)

Traditional Media in airports

Nunbers of |ocations available for
sale (6)
Nunbers of locations sold (7)

Uilization rate (8)
Aver age advertising revenue per
| ocation (9)

Digital TV screens in airports
Nunmber of airports in operation
Nunmber of time slots avail able
for sale (1)

Nunmber of time slots sold (3)
Utilization rate (4)

Aver age advertising revenue per
time slot sold (5)

Digital TV screens on airplanes
Nunmber of airlines in operation
Nunmber of time slots avail able
for sale (1)

Nunmber of time slots sold (3)
Utilization rate (4)

Aver age advertising revenue per
time slot sold (5)

Digital frames in airports
Nunmber of airports in operation
Nunmber of time slots avail able
for sale (2)
Nunmber of time slots sold (3)
Utilization rate (4)
Aver age advertising revenue per
time slot sold (5)

Traditional Media in airports

Nunbers of |ocations available for
sale (6)
Nunbers of locations sold (7)

Uilization rate (8)
Aver age advertising revenue per
| ocation (9)

Not es:

Y'Y Gowh Rate

187 164 234

40. 0% 30. 4% 50. 0%
us$21, 026 Us$17, 199 Us$19, 799
28 25 16

26, 277 23,971 10, 483

5, 683 3, 390 1,199

21. 6% 14. 1% 11. 4%
Us$2, 899 US$3, 585 Us$9, 138
1,100 594 N A

313 241 N A

28. 5% 40. 6% N A
Us$18, 162 US$16, 581 N A

QQ Gowth Rate

-2.4% -2.4%
1.5% -1. 4%
-26. 7% -29. 7%
-8. 9% -9.3%
-5.3% 6.1%
0. 0% -10. 0%
0. 0% -13.3%
-20.1% 14. 0%
-10. 0% 9. 6%
6.2% 22.3%
75. 0% 12. 0%
150. 7% 9. 6%
374. 0% 67. 6%
10. 2% 7.5%
-68.3% -19. 1%
N A 85. 2%

N A 29. 9%

N A -12. 1%

N A 9. 5%

(1) We define a tinme slot as a 30-second equi val ent advertising tine unit

for digital

TV screens in airports and digital

TV screens on airpl anes,

whi ch is shown during each advertising cycle on a weekly basis in a
given airport or on a nonthly basis on the routes of a given airline,

respectively. Qur

us to sell a maxi mum of 50 tinme
slots available for our digital

ai rport advertising prograns are shown repeatedly on
a daily basis during a given week in one-hour
progranmm ng i ncludes 25 minutes of advertising content,

cycl es and each hour of
whi ch al | ows

slots per week. The nunber of tinme
TV screens in airports during the

period presented is calculated by nultiplying the time slots per week
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per airport by the nunber of weeks during the period presented when we
had operations in each airport and then calculating the sumof all the
time slots available for each of our network airports. The | ength of
our in-flight prograns typically ranges from approximately 45 m nutes
to an hour per flight, approximately five to 13 ninutes of which
consi st of advertising content. The nunber of tine slots available for
our digital TV screens on airplanes during the period presented is
calculated by multiplying the time slots per airline per nonth by the
nunber of months during the period presented when we had operations on
each airline and then calculating the sumof all the tinme slots for
each of our network airlines.

(2) We define a tinme slot as a 12-second equi val ent advertising tine unit
for digital franes in airports, which is shown during each adverti sing
cycle on a weekly basis in a given airport. Qur airport advertising
prograns are shown repeatedly on a daily basis during a given week in
10-mi nute cycles, which allows us to sell a maxi mumof 50 tine slots
per week. The nunber of time slots available for our digital franmes in
airports during the period presented is calculated by multiplying the
time slots per week per airport by the number of weeks during the
peri od presented when we had operations in each airport and then
calculating the sumof all the tine slots avail able for each of our
network airports.

(3) Nunmber of tinme slots sold refers to the nunber of 30-second equival ent
advertising time units for digital TV screens in airports and digita
TV screens on airplanes or 12-second equival ent advertising tinme units
for digital franes in airports sold during the period presented

(4) Uilization rate refers to total time slots sold as a percentage of
total tinme slots available for sale during the rel evant period.

(5) Average advertising revenue per tinme slot sold for digital TV screens
in airports, digital TV screens on airplanes and digital franes in
airports is calculated by dividing our revenues derived fromdigita
TV screens in airports, digital TV screens on airplanes and digital
frames in airports by its own nunber of tinme slots sold, respectively.

(6) We define the nunber of locations available for sale in traditiona
nmedia as the sumof (i) the nunber of |ight boxes and billboards in
Bei ji ng, Shenzhen, Wenzhou and certain other airports (light boxes and
bill boards), and (ii) the nunber of gate bridges in 10 airports (gate
bri dges).

(7) The number of locations sold is defined as the sumof (i) the nunber
of light boxes and billboards sold and (ii) the nunber of gate bridges
sold. To cal culate the nunber of |ight boxes and billboards sold in a
given airport, we first calculate the "utilization rates of I|ight
boxes and bill boards" in such airport by dividing the "total value of
i ght boxes and bill boards sold" in such airport by the "total val ue
of light boxes and billboards" in such airport. The "total value of
Iight boxes and bill boards sold" in a given airport is calculated as
the daily listing prices of each |ight boxes and billboards sold
nmultiplied by their respective nunber of days sold during the period
presented. The "total value of |ight boxes and billboards" in a given
airport is calculated as the sumof quarterly listing prices of al
the Iight boxes and bill boards during the period presented. The nunber
of light boxes and billboards sold in a given airport is then
cal cul ated as the nunber of |ight boxes and bill boards avail able for
sale in such airport nultiplied by the utilization rates of |ight
boxes and bill boards in such airport. The nunber of gate bridges sold
in a given airport is counted based on the contracts.

(8) Uilization rate refers to total |ocations sold as a percentage of
total locations available for sale during the period presented.

(9) Average advertising revenue per location sold is calcul ated by
di viding the revenues derived fromall the l|ocations sold by the
nunber of | ocations sold during the period presented.

Earnings Conference Call Details

AirMediawill hold a conference call to discuss the second quarter 2009 earnings at 8:00 PM U.S. Eastern Time on August
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17, 2009 (5:00 PM U.S. Pacific Time on August 17, 2009; 8:00 AM Bejing/Hong Kong time on August 18, 2009).
AirMedia's management team will be on the call to discuss the financia results and highlights and to answer questions.

Conference Call Dial-in Information

UsS.: +1 866 713 8563
U K : +44 207 365 8426
Hong Kong: +852 3002 1672
International: +1 617 597 5311
Pass code: AMCN

A replay of the call will be available for 1 week between 10:00 p.m. on August 17, 2009 and 10:00 p.m. on August 24,
2009, Eastern Time.

Replay Dial-in Information

u.s.: +1 888 286 8010
International: +1 617 801 6888
Pass code: 63530248

Additionally, alive and archived webcast of this call will be available on the Investor Relations section of AirMedia's
corporate website at http://ir.airmedia.net.cn .

Use of Non-GAAP Financial Measures

AirMedia's management uses non-GAAP financial measuresto gain an understanding of AirMedia's comparative operating
performance and future prospects. AirMedia's non-GAAP financial measures exclude certain specia items, including (1)
share-based compensation expenses, and (2) amortization of acquired intangible assets. Non-GAAP financial measures are
used by AirMedia's management in their financial and operating decision-making, because management believes they
reflect AirMedia's ongoing business and operating performance in a manner that allows meaningful period-to-period
comparisons. AirMedia's management believes that these non-GAAP financial measures provide useful information to
investors and others in understanding and evaluating AirMedia's operating performance in the same manner as management
does, if they so choose. Specifically, AirMedia believes the non-GAAP financial measures provide useful information to
both management and investors by excluding certain charges that we believe are not indicative of our core operating results.

The non-GAAP financial measures have limitations. They do not include all items of income and expense that affect
AirMedia'sincome from operations. Specifically, these non-GAAP financial measures are not prepared in accordance with
GAAP, may not be comparable to non-GAAP financial measures used by other companies and, with respect to the
non-GAAP financial measures that exclude certain items under GAAP, do not reflect any benefit that such items may
confer to AirMedia. Management compensates for these limitations by also considering AirMedias financial results as
determined in accordance with GAAP. The presentation of this additional information is not meant to be considered
superior to, in isolation from or as a substitute for results prepared in accordance with US GAAP. For more information
on these non-GAAP financial measures, please see the table captioned "Reconciliation of GAAP Income/(Loss) and EPS
and non-GAAP Adjusted Income/(Loss) and EPS" set forth at the end of this release.

About AirMedia Group Inc.

AirMedia Group Inc. (Nasdag: AMCN) is aleading operator of out-of-home advertising platformsin Chinatargeting
mid-to-high-end consumers. AirMedia operates the largest digital media network in China dedicated to air travel
advertising. AirMedia operates digital TV screensin 41 major airports, including al of the 30 largest airportsin China.
AirMedia also operates digital framesin 28 mgjor airports. In addition, AirMedia sell advertisements on the routes
operated by 12 airlines, including the three largest airlinesin China. In select major airports, AirMedia also operates
traditional media platforms, such as billboards, light boxes, and other digital media, such as mega LED screens.

In addition, AirMedia has obtained exclusive contractual concession rights until the end of 2014 to develop and operate
outdoor advertising platforms at Sinopec's service stations located throughout China. AirMedia plansto install its
advertising platformsin at least 3,500 service stations in major cities throughout China by the end of 2011, and in at |east
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8,000 service stations by the end of 2014.

For more information about AirMedia, please visit http://www.airmedia.net.cn .

Safe Harbor Statement

This announcement contains forward-looking statements. These statements are made under the "safe harbor" provisions of
the U.S. Private Securities Litigation Reform Act of 1995. These forward-looking statements can be identified by
terminology such as"will," "expect," "anticipate," "future," "intend," "plan,” "believe," "estimate," "confident" and similar
statements. Among other things, the Business Outlook section and the quotations from management in this announcement,
aswell as AirMedia Group Inc.'s strategic and operational plans, contain forward-looking statements. AirMedia may also
make written or oral forward-looking statementsin its periodic reports to the U.S. Securities and Exchange Commission on
Forms 20-F and 6-K, etc., initsannual report to shareholders, in press releases and other written materials and in oral
statements made by its officers, directors or employees to third parties. Statements that are not historical facts, including
statements about AirMedia's beliefs and expectations, are forward-looking statements. Forward-looking statements
involve inherent risks and uncertainties. A number of important factors could cause actual results to differ materially from
those contained in any forward-looking statement. Potential risks and uncertainties include, but are not limited to: if
advertisers or the viewing public do not accept, or lose interest in, our air travel advertising network, we may be unable to
generate sufficient cash flow from our operating activities and our prospects and results of operations could be negatively
affected; we derive substantially all of our revenues from the provision of air travel advertising services, and recent
slowdown in the air travel advertising industry in China may materially and adversely affect our revenues and results of
operation; our strategy of expanding our advertising network by expanding into traditional media and building new media
platforms may not succeed, and our failure to do so could materially reduce the attractiveness of our network and harm
our business, reputation and results of operations; if our customers reduce their advertising spending due to an economic
downturn in Chinaand/or elsewhere or for any other reason, our revenues and results of operations may be materially and
adversdly affected; if we are unable to retain existing concession rights contracts or obtain new concession rights contracts
on commercialy advantageous terms that allow us to operate our advertising platforms, we may be unable to maintain or
expand our network coverage and our business and prospects may be harmed; a significant portion of our revenues has
been derived from the five largest airports and three largest airlinesin China, and if any of these airports or airlines
experiences amaterial business disruption, our ability to generate revenues and our results of operations would be
materially and adversaly affected; AirMedia's limited operating history makes it difficult to evaluate our future prospects
and results of operations; and other risks outlined in AirMedias filings with the U.S. Securities and Exchange Commission.
AirMedia does not undertake any obligation to update any forward-looking statement, except as required under applicable
law.

nn

Ai rMedia Group Inc.
UNAUDI TED CONDENSED CONSOLI DATED BALANCE SHEETS
(In U S. dollars in thousands)

June 30, Decenber 31,
2009 2008
as adjusted(1)
ASSETS:
Current Assets:
Cash 93, 838 161, 534
Restricted cash 25, 552 --
Short-terminvestnents 25, 095 --
Accounts receivable, net 46, 715 38, 386
Prepai d concessi on fees 35, 140 32, 706
O her current assets 9, 969 7,830
Deferred tax assets - current 578 380
Total current assets 236, 887 240, 836
Prepaynment for business acquisition 7,757 --
Acqui red intangi bl e assets, net 8,011 9, 027
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Property and equi pnent, net 69, 296 62, 443

Long-term deposits 19, 365 14,724
Long-terminvestnments 1,179 1,099
Deferred tax assets - non-current 2,282 1,762
Total Assets 344,777 329, 891

LI ABI LI TIES AND SHAREHOLDERS EQUI TY
Current Liabilities:

Account s payabl e 15, 515 15, 696
Not es payabl e 23,032 --
Accrued expenses and other current

liabilities 6, 285 5, 664
Def erred revenue 8, 827 2,929
I ncome tax payabl e 20 852
Anpbunts due to related parties 408 408
Total current liabilities 54,087 25, 549
Deferred tax liability - non-current 2,383 2,659
Total liabilities 56, 470 28, 208
Shar ehol ders' equity
Ordi nary shares 131 134
Addi tional paid-in capital 264, 181 268, 881
Statutory reserve 5,593 5,593
Accunul at ed earni ng 7,825 16, 070
Accunul at ed ot her conprehensive

i ncone 9,791 10, 054
Total AirMedia Goup Inc.

sharehol ders' equity 287,521 300, 732
Noncontrol ling interest 786 951
Total sharehol ders' equity 288, 307 301, 683
Total Liabilities and Sharehol ders'

Equity 344, 777 329, 891

(1) Anpunt in relation to noncontrolling interest, fornerly nanmed nminority
interest, as of Decenber 31, 2008 is reclassified in accordance with
FASB St atement No. 160, Noncontrolling Interest, which was adopted by
the Conpany on January 1, 2009.

Ai rMedia Group Inc.
UNAUDI TED CONDENSED CONSOLI DATED STATEMENTS OF OPERATI ONS
(In U S. dollars in thousands, except share rel ated data)
Three Mont hs Ended
June 30, March 31, June 30,
2009 2008 2008
as adjusted(1)

Revenues 36, 819 32,786 29,774
Busi ness tax and other sal es tax (524) (1, 084) (1, 285)
Net revenues 36, 295 31,702 28, 489
Cost of revenues 36, 783 25, 885 17, 486
Gross profit/(loss (488) 5,817 11, 003
Oper ati ng expenses:

Selling and marketing * 2,741 2,970 2,110

General and adninistrative * 5,178 5,111 2,849
Total operating expenses 7,919 8,081 4,959
I ncome/ (1 oss) from operations (8, 407) (2, 264) 6, 044
I nterest incone 461 692 1,218
O her income, net 222 152 135
I ncome/ (1 oss) before incone taxes (7,724) (1, 420) 7,397
I ncome tax expense/ (benefit) (653) (123) (74)

Net incone/(loss) before net
i ncome/ (1 oss) of equity accounting

i nvest ment (7,071) (1, 297) 7,471
Net incone/ (loss) of equity

accounting i nvest nent 37 44 (137)
Net incone/ (| oss) (7,034) (1, 253) 7,334
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Less: Net incone/(loss)
attributable to noncontrolling

i nterest (39) (2) 6
Net incone/(loss) attributable to
Ai rMedia Group Inc. sharehol ders (6, 995) (1, 251) 7,328

Net incone/(loss) attributable to

Ai rMedi a Group I nc. sharehol ders

per ordinary share
Basi ¢ (0.05) (0.01) 0. 05
Di |l uted (0.05) (0.01) 0. 05
Net incone/(loss) attributable to

Ai r Medi a Group I nc. sharehol ders

per ADS
Basi c (0.11) (0.02) 0.11
Di | uted (0.11) (0.02) 0.11

Wei ght ed average ordinary shares
out standi ng used in conputing net
i ncone/ (1 oss) per ordinary share -
basi c 130, 564, 714 132,801,682 133, 454, 562
Wei ght ed average ordinary shares
out standi ng used in conputing net
i ncone/ (1 oss) per ordinary share -
di |l uted 130, 564, 714 132,801,682 139,116, 185
* Shar e- based conpensati on charges
included are as foll ow
Sel ling and marketing 233 285 260
General and administrative 777 940 861

(1) Anpunt in relation to noncontrolling interest, fornerly naned nminority
interest, for the three-nonth period ended June 30, 2008 is
reclassified in accordance with FASB Statenent No. 160, Noncontrolling
I nterest, which was adopted by the Conpany on January 1, 2009.

Ai rMedia Group Inc.
RECONCI LI ATI ON OF GAAP NET | NCOVE (LOSS) AND EPS TO NON- GAAP ADJUSTED NET
| NCOVE (LOSS) AND EPS
(In U S. dollars in thousands, except share rel ated data)

Three Mont hs Ended

June 30, March 31, June 30,
2009 2009 2008

GAAP net incone/(loss) attributable

to AirMedia. Group Inc.

shar ehol ders (6, 995) (1, 251) 7,328
Anortization of acquired intangible

assets 606 603 69
Shar e- based conpensati on 1,010 1,225 1,121
Adj usted net inconme/(loss) (non-

GAAP) (5, 379) 577 8,518
Basi ¢ adj usted net incone/ (Il oss)

per share (non- GAAP) (0.04) 0. 00 0. 06
Di | uted adj usted net incomre/ (|l oss)

per share (non- GAAP) (0.04) 0. 00 0. 06
Basi ¢ adj usted net incone/ (Il oss)

per ADS (non- GAAP) (0.08) 0.01 0.13
Di | uted adj usted net incomre/ (|l oss)

per ADS (non- GAAP) (0.08) 0.01 0.12

Shares used in conputing adj usted

basi ¢ net incone/(loss) per share

(non- GAAP) 130, 564, 714 132,801,682 133, 454, 562
Shares used in conputing adjusted

diluted net incone/(loss) per

share (non- GAAP) 130,564,714 132,801,682 139,116, 185
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Not e: The Non- GAAP adj usted net income per share and per ADS are conputed
usi ng Non- GAAP net adjusted inconme and nunber of shares and ADS used
in GAAP basic and diluted EPS cal cul ati on, where the nunber of
shares and ADS is adjusted for dilution due to share-based
conpensation pl an.

Ai rMedia Group Inc.
RECONCI LI ATI ON OF GAAP OPERATI NG EXPENSES TO NON- GAAP ADJUSTED OPERATI NG
EXPENSES
(In U S dollars in thousands, except for percentage)

Three Mont hs Ended

June 30, March 31, June 30,
2009 2009 2008
GAAP operating expenses 7,919 8,081 4,959
Anortization of acquired intangible
assets 606 603 69
Shar e- based conpensati on 1,010 1,225 1,121
Adj ust ed operating expenses (non-
GAAP) 6, 303 6, 253 3,769
Adj ust ed operating expenses as a
percent age of net revenues (nhon-
GAAP) 17. 4% 19. 7% 13. 2%

Ai rMedia Group I nc.
RECONCI LI ATI ON OF GAAP | NCOVE(LOSS) FROM OPERATI ONS TO NON- GAAP ADJUSTED
I NCOME (LCSS) FROM OPERATI ONS
(In U S. dollars in thousands, except for percentage)

Three Mont hs Ended
June 30, March 31, June 30,

2009 2009 2008
I ncome/ (1 oss) from operations (8, 407) (2, 264) 6, 044
Anortization of acquired intangible
assets 606 603 69
Shar e- based conpensati on 1,010 1,225 1,121
Adj usted I ncone/ (loss) from
operations (non- GAAP) (6, 791) (436) 7,234
Adj usted Operating margi n (non- GAAP) -18. 7% -1. 4% 25. 4%

For further information, please contact:

Ai r Medi a Group, Inc.
Raynond Huang
I nvestor Rel ations Director
Tel : +86- 10- 8460- 8678
Email: ir@irnedia.net

Brunswi ck Group

Cynthia He
Tel : +86- 10- 6566- 2256
Emai | : che@runsw ckgroup.com

SOURCE AirMedia Goup Inc.

- 0- 08/ 17/ 2009

/ CONTACT: Raynmond Huang, |nvestor Relations Director, AirMedia Goup, Inc.
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+86- 10- 8460- 8678, or ir@irnedi a.net; Cynthia He, Brunsw ck Group,

+86- 10- 6566- 2256, or che@r unswi ckgroup. com
/Wb site: http://ww.airnedia.net.cn
http://ir.airmedia.net.cn/

(AMDN)

CO AirMedia Goup Inc.

ST: China
I'N: M.M ADV CPR PUB
SU.  ERN ERP CCA

DY-MB
-~ ONWD45 --

/

1532 08/17/2009 16: 30 EDT http://ww. prnewswi re. com

Page 15/15



