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TVB a terrestrial TV broadcaster in Hong Kong for 52 years &=
Operates three media platforms of leading positions

N = Terrestrial TV broadcasting (1st platform)
Engages wittb.5 millionviewers, captures 81% audience share
7v8 -
News: Clrannel 9¢W Jade channel is the most watched TV channel in HK

Coproduceprogrammeswith Chinese online platforms
&%, | TVB Finance &
~w | Information Channel

Growth drivers: Digital platforms

@ OTT (29 platform)
MY

myTVSUPEI@.B mi”ionusers, 2d most watched TV channel in HK

" TVB Anywhergl 3.7 millionusers including overseas users from third part
@ JLIlIH online platforms carrying TVB content
AriHERE

Social Media (8 platform) and ECommerce
Exceededl4.0 millionusersrfollowers on global basis

| R2LIGAY 3T G{K26AY Big 2L >YREEE A
Events management, social media advertisingg@mmerce & music entertainment
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FY19 Results Highlights

A Revenuedecreased from HK$4,477 million to HK$3,649 million, a decline of 18%.

U Incomefrom advertisers under Hong Kong TV broadcasting decreased from
HK$2,440million to HK$1,910 million, a decline of 22%.

U Incomefrom new media,myTVSUPER and BRjgChannel businesses, in aggregate,
rose from HK$489 million to HK$571 million, an increase of 17%.

A Total costs decreased from HK%$4,062 million to HK$3,698 million, a reduction of 9%.

A Afair value loss of HK$330 million against the SMI Bonds ve@m®gnisedo reduce its
carrying amount to zero.

A Lossattributable to equity holders of the Company amounted to HK$295 million (2018:
HK$199 million).

A In the absence of the fair value loss of HK$330 million, the Group would have reported a
profit attributable to equity holders of the Company of HK$35 million for the Year.

A Adjusted EBITDA was HK$461 million (2018: HK$782 million).

A TheBoard has recommended a final dividend of HK$0.20 per share, making a total
dividend of HK$0.50 per share for the Year.



FY19 ConsolidatethcomeStatement

|
SEE— .
HK$ million FY18 FY19 yoy chg
Revenue 4,477 3,649 -18%
Cost of sales (2,337) (2,167) -71%
Gross profit 2,140 1,482 -31%
Other revenues & other gains/(losses), net (28) 44 NM
Interest income 255 180 -29%
SG&A expenses (1,725) (1,531) -11%
Gain on disposal of bond securities - 21 NM
Net impairment loss on financial assets (232) (22) -91%
Fair value loss on financial assets (320) (330) 3%
Disposal gain of a subsidiary/investment properties 27 21 -22%
Finance costs (128) (107) -17%
Share of losses of JV & associates (113) (55) -51%
Loss before income tax (124) (297) 139%
Income tax expense (53) 18 NM
Loss for the Period 77) (279) 57%
Loss attributable to equity holders (199) (295) 48%
Loss per share (HK$) (0.45) (0.67) 48%
—/

Note: NM¢ not meaningful



Balance Sheet &
A
HK$ million 31 Dec 2018 (31 Dec 2019
Bond securities aamortisedcost (current and nosturrent) 2,257 1,376
Property, plant and equipment 1,811 1,808
Trade and other receivables, prepayment and deposits 2,289 1,722
Cash and bank deposits 1,270 1,185
Programmesnd film rights, stocks 1,011 1,151
Other assets 1,618 1,353
Total assets 10,256 8,595
Total equity 6,307 5,588
5-year Notes due 2021 (note 1) 3,017 1,866
Other liabilities 932 1,138
Total liabilities 3,949 3,004
Total equity and liabilities 10,256 8,592
\ S

At 31 December 201,3he gearing ratio, expressed as a ratio of net debts to total equity 203431 December 2018: 29.1%).

Note 1: The net amount of TVB Notes outstanding had been reduced to HK$1,866m as a result of the purchase of TVB Notes dul
the Year from the open market and through the Tender Offer.
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Segment Analysis

FY19 FY19
External yoy  Profit/ yoy

HK$ million revenue change (loss) change Explanation

HK TV broadcasting 2,190 -25% (304) NM Ad income dropped 22% due to adverse market in 2H19; fewer delivery of cc
production drama due to industrwide regulatory review in 2018/19

MyTV SUPER 442 10% 40  154% Subscription income up 28%, but ad income growth momentum was
disrupted by adverse market in 2H19

Big Big Channel business 129 47% 44 NM Turnaround, as events managemer{fc@nmerce, music entertainment
delivered topline growth

Programme licensing and 740 -15% 412 -1% Licensing revenue dropped given lower fees fistarHuband Astro. Profit

distribution remained stable due to streamlining of costs

Overseas pay TV & TVB 144 3% (10)  -37% Growth in subscription income due to launch of TVB Anywhere+ app. Loss

Anywhere narrowed by 37% supported improving results of new media platforms

Other activities 4 NM (5) NM

Corporate support - NM (151) 1% Interest expense related to TVB Notes

Subtotal before impairment loss 3,649 -18% 26 -94%

Revenue by geographical segments Revenue by business segments
USA and Oversefg\s Pay TV
Canada Other 4%
0 i Programme
3% countries Licensing

Mainland China
15%

3% 20% ‘

Big Big Channel

Malaysia and FY19

: FY19 4%
Singapore revenue
70 revenue +47% yoy —
myTV SUPER— HK TV
Hong Kong 12% 0 Broadcasting
72% +10% yoy 60%

Note: NM¢ not meaningful



Hong Kong TV Broadcastifg0%of revenue) =
Maintain as the leading broadcaster serving HK with high viewership

Businessmodel. Freeto-air broadcastingof 5 terrestrial TV channels(Jade,2, TVBNews, Pearl, TVB
FinanceX Information),eachwith clearaudiencetargetsin return for advertisingand productionrevenue

Hong Kongr'Vv Broadcasting

HK$ in millions

2,973

50

2,923

FY18

2,779

194

2,234

44

2,190

FY19

2,538

(304)

O External revenuel Inter-segment revenudll Cost B Profit/(loss)

>

>

External revenue dropped by 2&r HK$733m to
HK$2,190m, mainly due to:

g Income from advertiserdeclined by 22% or
HK$530m to HK$1,910m

g Fewer ceproduction projectst N2 Y [/ KA Y Il Qa
platforms due to industrywide regulatory review,
income dropped by5% or HK$194no HK$105m

Cost decreased by 9% or HK$241m, due to fewer co
production projects and increased use of acquired
dramas

Future developments:

\/ Accelerate efforts to develop business in the
Greater Bay Area

\/ Secured three cgroduction projects for delivery
in 2020. Among these three, one title was
completed before 2019 year end. Explore further
co-production opportunites



Raising content standare-ontinued to invest in content creation
Investing in digitat myTVSUPER OTT contributes to significant TV ratings
Developing new markets co-produce content with Chinese online platforms

@

These prime time blockbusters received high audience applause at home and abroad, and are in great demand for

TVratingsh2 ¥ WI RS [/ K| ypfoBuced drama2Sedienin 019t F

1st
2nd . . 3rd
The Defected Big White Duel Barrackh QY | NJY
AT Average rating Average rating
28.8 TVRs (5.2 TVRs mgTVSUPER 28.6 TVRs (5.2 TVRs wig TVSUPER OTT  27.0 TVRs (4.9 TVRs vig TVSUPER OT
OTTplaform) platform) platform)

Coproduced with Tencent i&ifl

Note (1) Consolidated ratings is defined as the summation of TV set ratings\ghISUPER ratings.



Coproduction drama serials, expect more in 2020 and beyond -
Strategic cooperation with leading online operators on production of platform .
exclusive drama serials, deliver notable successes

Benefit : Increase TVB presence in Mainland China and provide higher production budgets.

Businessnodel: B2B Under this drama eproduction arrangement, TVB, as the production house, execute the entir
production for a fee. Exploitation of the associated rights are allocated between the respective online partners (tak
the PRC rights) and TVB (taking all of the-R&C rights including HK and Macau).

Booked ceproduction income based on percentage of completion, booked HK$105 million in 2019
Secured pipeline for delivery in 202Qine Walker 3, Legal Mavericks 2, Armed Reaction 2020
Currently negotiating additional cgproduction and variety projects with more online video platforms.

In 2017 In 2018

R [ &

Line Walker: HeartAnd Greed Deep In the Realm Another Era The Defected

The Prelude of Conscience R
Tencent i  Tencent it Tencenimin  IMYIZESZ Tenceni i
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myTV SUPER (128%revenue
Increased consumption translated into promising growth in sub revenue -

Businesamodel: Combinationof advertisingand subscriptionmodel Bundlingarrangementswith telco partners
continued LaunchednyTVGoldpremiumpackageo attract subscription UseDataManagementPlatform(DMP)
to distribute targetedad, work with Googleon addressabledvertisingsolutionto enhancemonetisation

myTV SUPER

HK$ in millions

445

=

402

429

FY18

16

466

N |

442

FY19

426

40

O External revenue M Inter-segment revenue B Cost B Profit

External Revenue Mix

HK$ in millions

$402m

190

FY18

10%

$442m

m Subscription
m Advertising
E Others

176

FY19

-1%

L]

>

>

>

y
-

External revenueip by10%or HK$40m to
HK$442m

q Promisinggrowth insubscriptionincome
(28%yoy)

q Growth momentum of advertising income
disrupted by adverse market in 2H19

Profit improved to HK$40 million

Subscription: Launched myTV Gold (premium
package) at competitive price to attract
subscription. Raise price for basic paid service.

Targeted ads: Enhanced our digital and data
driven proficiencies through targeting
technology using big data analytics.

Clickable TV ads: Connect viewers with
I R @S NI-doareMd fatfolms
Futuredevelopments:
\/ Grow subscription ofmyTVGold
V§§®$f 2-@]t d(l@ﬁ’@ 0dze ¢ | R a
O LI dzN#&dw-bugra B&H¢ O2 y & dzY ¢
behaviour
9



myTV Goldbffering premium sports, movies, documentaries at a highly /=

.- . -
competitive price of HK$148/month -
As of 15 March 2020ggisteredusers exceede®.3 million.
' MNMATV
1.3 million viaboxes » M_-E%E” _ ~ ﬂ SUPER
T 1051 %0t 5.9 ml||I00n viaapps (equivalent N |
household penetration) + to 90%of TV audience) + 1. I million via portal

A Consumption during the last week of 2019: Weeklgnsumption reache®0.8million hours, equivalent to17.9
_ hours weekly time spent peuanique stream viewer.
A Rating performance: Altlay-all-time rating 1.89 TVRs; priméme 3.17TVRS.

U Develop a remote control app
on mobile to encourage
) further engagement with
i OWY. ox OASHSNE (KNPdz3 |

L J
P screen.
On Call 36/)\8§#8(®]
sasne U With the good response from
ol A ® clickable TV adkunched in
= o 2019, we are ready to extend
T 5 j 3 X2 H0(%/W)[PG] . . -

Enzence 82 Eminzniees this service by offering a

a A 3 : FAMIE BRE .
Ay seamless connection between
:;:;::Bll] @7\ S é S N\E I y R I R ¢
— e-commerce platforms using
WRIGEEN #31 [8/00) I3 . . I3 7 -4
— coneclickbuyingg U2 Ol
xR 508 O2 Yy a dzY S-Ndv-Quy-G a S ¢

- i | Yy 2 ¢béhaviour

BEAENE)
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Big Big Channel Businegsx of total revenue) Turnaround
Focuson events management, social media advertising anda@ammerce

U

BigBigChannel Over14 million followers,focuson contentbasedadvertisingvia selfproducedshort videos

Big Big Shop Earnscommissionincome, adoptinga & a K 2 @rih W3ellingin e-a K 2 madel by marketing
advertisersponsoredproductson ¢ + . pfhde time showsandexecutesaleson BigBigShop

Eventsmanagement Organiseeventsfor clientsand promote them on socialmediasites

VoiceMusic Entertainment Engages musicproductionsand publishing,concertsandl NI AndatiaGeinént

o _ A External revenue up 47% or HK$42m as events
Big BigChannel Business management, e&eommerce and music streaming
HK$ in millions businesses contributed to toplingrowth

>

Circle K is now our fulfilment service partner a,nd
194 also carry Bigig{ K2 LJQa LINB RdzOua |

150
65

129

>

Opened an eshoponTacba@ ! {t A0l 0 Qa

102 121 commerce platform for TVB products

>

Segment turnaround, delivered a HK$44m profit

>

Futuredevelopments:

\V Expand customer base and further exploit e
commerce potential for Hong Kong and Greater
Bay Area with business partners

87

I
FY18 (19) FY19
V' The explosion of various online video formats in
O External revenue m Inter-segment revenue M Cost B Profit/(loss) mainland China have promised a new business
direction for further cooperations

11



BigBigChannel Businessionetisesboth online and offline _—
Product placement (Terrestrial TV), social media advertising @gg_hannel), ecommerce (BlgBlgShoW

Lo and Beholdweekday sitcom), with an extended cast and popular guest appearance, TV ratings increase:
26.4 TVR& 2019.This popular sitconoffers monetisation opportunities in many ways.

Title Sponsorship on Terrestrial TV Tailor-made Spin off Programme
YWUG <-.T+% :
Product Sponsorship on Terrestrial TV Social Media Advertising E-commerce

Showing
Sponsored products on TV,

are naturally Big Big Channel carrying Se_lllng_ in
integrated in the St A Bafiied Content Big Big
setting and storyline based advertising placed on Shop

major social media sites 12



