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The information contained in this presentation is intended solely for your information. Suchinformation comprisesextracts of
operational data and unaudited financial information of the TVB Group for the period ended 30 June 2019 and of certain
comparativefinancialinformation of the TVBGroup. Theinformation includedis solelyfor the use in this presentationand certain
information hasnot been independentlyverified. Suchinformation is subject to changewithout notice and no representationor
warranty,expressor implied, is madeasto, and no reliance,shouldbe placedon, the fairness,accuracy,timeliness,completeness,
fitnessor correctnessof the information or opinionspresentedor containedin this presentation. Thispresentationdoesnot intend
to provide, and you may not rely on this presentationas providing, a complete or comprehensiveanalysisof the TVBDǊƻǳǇΩǎ
financialor tradingpositionor prospects. Youmayrefer to the 2018AnnualResultAnnouncementfor the auditedresultsof the TVB
Groupwhicharepublishedin accordancewith the ListingRulesof the StockExchangeof HongKongLimited. Noneof TVBGroupnor
anyof its respectiveaffiliates,advisorsor representativesshallhaveanyliability (in negligenceor otherwise)whatsoeverfor anyloss
or damagehowsoeverarising from any use of this presentation or its contents or otherwise arising in connection with this
presentation.

Theinformation set out in this presentationdoesnot constitutean offer or invitation to purchaseor subscribefor anysecuritiesor
financial instruments or the provision of any investment advice,and no part of it shall form the basisof or be relied upon in
connection with any contract, commitment or investment decision in relation thereto, nor does this presentation constitute a
recommendationregardingthe securitiesor financialinstrumentsof TVBGroup.

Statementsin this presentationthat refer to businessoutlook, forecast,future plansand expectations,or are basedon projections,
uncertaineventsor assumptionsareforward-lookingstatements. Anyforward-lookingstatementsandopinionscontainedwithin this
presentationare basedon current plans,estimatesand projections,and therefore involverisksand uncertainties. Suchstatements
arebasedon management'sbeliefs,expectationsandopinionsasof the dateof this presentation. Actualresultsmaydiffer materially
from expectationsdiscussedin suchforward-lookingstatementsand opinions. TheTVBGroup,the directors,employeesand agents
of the TVBGroup assume(a) no obligation to correct or update the forward-looking statementsor opinions contained in this
presentation; and(b)no liability in the eventthat anyof the forward-lookingstatementsor opinionsdo not materialiseor turn out to
be incorrect.

Readersare cautionednot to place undue relianceon any of these forward-looking statements,as they may involve significant
assumptionsand subjective judgments which may or may not prove to be correct and involve known and unknown risks,
uncertainties,contingenciesand other important factors, many of which are outside the control of TVBGroup. Therecan be no
assurancethat any of the matters set out in any of the forward-looking statementsare attainable,will actuallyoccur or will be
realisedor are completeor accurate. Moreover,pastperformancecannotbe relied on asa guideto future performance. Nothingin
this presentationshouldbe consideredasa profit forecast. All chartsand the associatedremarksand commentscontainedherein
are integrally related, and are intended to be presentedand understood together. Potential investorsand shareholdersshould
exercisecautionwheninvestingin or dealingin the securitiesof TVB.

Disclaimer 
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1H19 Results Highlights 
Â Profit attributable to equity holders increased by 6% to HK$213 million. Earnings per share increased to 

HK$0.49 per share.  

Â An interim dividend of HK$0.30 per share declared (2018: HK$0.30 per share).

Â Revenue decreased by 12% to HK$1,965 million due to the absence of co-production revenue in 1H19 (1H18: 
HK$194 million). It is anticipated that as the business resumes, co-production income for 2019 can be 
recognised in 2H19.

Â Ad income under HK TV broadcasting dropped by 1% to HK$1,136 million.

Â Income from new media, myTV SUPER and Big Big Channel Business, in aggregate, rose by 37% to HK$287 
million.

Â Total costs dropped by 13% to HK$1,724 million, due to the absence of co-production costs.

SMI Bonds

Â There have been a number of developments since 31 December 2018, including the discovery of unauthorised 
pledges of shares by SMI, and ǘƘŜ /ƻƳǇŀƴȅΩǎ Ǉƭŀƴ to submit a new petition to the court to wind-up SMI 
ŦƻƭƭƻǿƛƴƎ ǘƘŜ ǎŜǘǘƭŜƳŜƴǘ ƻŦ I{./Ωǎ ǇŜǘƛǘƛƻƴ ƛƴ !ǳƎǳǎǘ нлмфΦ 

Â The Board has commissioned an independent valuation of the SMI Bonds, and has formed the view that no 
change in the carrying value of the SMI Bonds was considered necessary at this stage. 

Â The Special Taskforce has been working expeditiously with its advisers and the Company on enforcement and 
recovery actions with the objective to maximise the recovery of the amounts invested in the SMI Bonds. In the 
coming months, the Company, together with Special Taskforce, will continue to assess all available options, and 
will further assess the need for impairment, if any, at the end of 2019.
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1H19 Consolidated Income Statement

Note: NM ςnot meaningful

Hong Kong
77%

Malaysia and 
Singapore

6%

Mainland China
12%

USA and
Canada

3%
Other

countries
2%

1H19 
revenue

Revenue by geographical segments  

+2% yoy

HK$ million 1H18 1H19 yoy chg

Revenue 2,231 1,965 -12%

Cost of sales (1,145) (911) -20%

Gross profit 1,086 1,054 -3%

Other revenues & other gains, net 20 26 35%

Interest income 110 97 -12%

SG&A expenses (842) (812) -4%

(Impairment loss)/reversal of impairment loss 
on trade receivables

(6) 43 NM

Impairment loss on bonds securities - (20) NM

Gain on disposal of investment properties 27 - NM

Finance costs (69) (57) -17%

Share of losses of JV & associates (50) (51) 4%

Profit before income tax 276 280 1%

Income tax expense (49) (47) -5%

Profit for the Period 227 233 3%

Profit attributable to equity holders 201 213 6%

Earnings per share (HK$) 0.46 0.49 6% HK TV 
Broadcasting

62%

myTV SUPER
12%

Big Big Channel
3%

Programme 
Licensing

19%

Overseas Pay TV 
3%

+124% yoy

+24% yoy

1H19 
revenue

Revenue by business segments

Total costs reduced by 13% to HK$1,724 million
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Balance Sheet
HK$ million 31 Dec  2018 30 Jun 2019

Financial assets (current and non-current) 3,113 3,105

Less: provision for impairment loss* (526) (546)

Net financial assets 2,587 2,559

Property, plant and equipment 1,811 1,733

Trade and other receivables, prepayment and deposits 2,297 2,079

Cash and bank deposits 1,270 856

Other assets 2,291 2,551

Total assets 10,256 9,778

Total equity 6,307 6,234

5-year Notes due 2021 ** 3,017 2,545

Other liabilities 932 999

Total liabilities 3,949 3,544

Total equity and liabilities 10,256 9,778

At 30 June 2019, the gearing ratio, expressed as a ratio of net debts to total equity, was 30.2% (31 December 2018: 29.1%).

*   At 31 December 2018, an impairment loss of HK$26 million has been made against CERC bonds with nominal amount of 
US$12 million. An impairment loss of HK$180 million has been made against SMI unsecured fixed coupon bonds with nominal 
amount of US$23 million. A fair value loss of HK$320 million has been made against SMI secured convertible bonds with 
nominal amount of US$83 million. At 30 June 2019, a general impairment loss of HK$20 million has been made.

** Net of an cumulative of US$172 million nominal amount of TVB notes purchased, representing about 34% of the total issue.
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Segment Analysis

HK$ million

1H19

External 
revenue 

yoy

change 

1H19

Profit

yoy

change Explanation

HK TV broadcasting                        1,228 -14% 78 -23% Ad income -1%; absence of co-production income  

MyTV SUPER 226 24% 32 >100% Revenue growth further enhanced profit

Big Big Channel business 61 124% 14 NM Became profitable with robust topline growth

Programme licensing and distribution 381 -21% 278 4% Cut cost to sustain profit given lower fees from Singapore  

Overseas pay TV & TVB Anywhere 67 -8% (8) NM Change of business model in Australia

Other activities 2 -93% (3) NM

Corporate support - NM (75) 1%

Subtotal before impairment loss 1,965 -12% 316 18%

Changes in external revenue (by segment analysis)

2,231 1,96544 34

(207) (104) (6) (27)

1H18 HK TV
broadcasting

myTV SUPER Big Big
Channel

Licensing and
distribution

Overseas pay TV &
TVB Anywhere

Other activities 1H19

(HK$ in millions)

268
316

32 34 10 2 0.5

(24)
(6)

1H18 HK TV
broadcasting

myTV SUPER Big Big
Channel

Licensing and
distribution

Overseas pay TV
& TVB Anywhere

Other activities Corporate
support

1H19

(HK$ in millions)

Changes in profit before impairment loss on bond securities (by segment analysis)
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Hong Kong TV Broadcasting

Hong Kong TV Broadcasting (62% of revenue) 
Product placement is set to grow 

Businessmodel: Free-to-air broadcastingof 5 terrestrial TVchannels(Jade,J2, TVBNews,Pearl,TVB
Finance& Information),eachwith clearaudiencetargetsin return for advertisingandproductionrevenue.

Â External revenue dropped by 14% or HK$207m to 
HK$1,228m, mainly due to:

ɋAbsence of co-ǇǊƻŘǳŎǘƛƻƴ ƛƴŎƻƳŜ ŦǊƻƳ /ƘƛƴŀΩǎ 
online platforms (1H18: HK$194m)

ɋIncome from advertisers dropped by HK$15m or 1% 
to HK$1,136m

Â Cost decreased by 13% or HK$179m, due to absence of 
cost of co-production dramas and increased use of 
acquired dramas 

Â Profit margin of 6% (1H18: 7%)

Â Future developments:

VWill increase product placements in programmes

VSecured commitments on four co-production 
projects: Two will go into production in 2H19, while 
the rest will begin in 2020.

HK$ in millions

1,435 
1,228 

18 

22 

1,351 

1,172 

102 78 

1H18 1H19

External revenue Inter-segment revenue Cost Profit
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myTV SUPER

myTV SUPER (12% of revenue)
Increased consumption translated into promising growth in revenue

Businessmodel: Combination of advertising and subscription model. Bundling arrangementswith trusted
network partnerscontinued. UseDataManagementPlatform(DMP)to distribute targetedad,work with Google
on addressableadvertisingsolutionto enhancemonetisation.

Â External revenue up by 24%to HK$226m

ɋPromising growth in advertising income 
(26% yoy) and subscription income (29% 
yoy)

Â Profit improved to HK$32 million, 13% profit 
margin 

Â Subscription: Launched myTV Gold at 
competitive price to convert traditional pay TV 
subscribers to our platform

Â Targeted ads: Enhanced our digital and data-
driven capabilities and increasing emphasis on 
measurement, attribution and analytics. 

Â Future developments:

VGrow our STB penetration further 

VUnlock the ad-spend potential of SMEs 
with ¢±.Ωǎ ŘƛƎƛǘŀƭ ŀŘǾŜǊǘƛǎƛƴƎ solutions

HK$ in millions

97
126

78

98
7

2

1H18 1H19

Subscription

Advertising

Others

Revenue Mix

$226m

$182m

HK$ in millions

182 
226 

22 

12 
204 206 

0.08 

32 

1H18 1H19

External revenue Inter-segment revenue Cost Profit



myTV Gold offering premium sports, movies, documentaries at a highly 
competitive price, ŎƻƴǾŜǊǘƛƴƎ ǘǊŀŘƛǘƛƻƴŀƭ Ǉŀȅ ¢± ǎǳōǎŎǊƛōŜǊǎ ǘƻ ¢±.Ωǎ h¢¢ ǇƭŀǘŦƻǊƳ 
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New service tier offering 55 channels and more than 68,000 hours of VODs, 
priced at only HK$148 per month

As of 30 June 2019, registered users exceeded 7.7 million.  Weekly consumption reached 20.7 million hours, 
equivalent to 16.5 hours weekly time spent per USV. All-day-all-time rating 1.88 TVRs, prime time 3.22 TVRs.

5.4 million via apps (equivalent 

to 83%** of TV audience) 1.0million via portal

1.3 million via boxes 

(equivalent to 51%*of 

household penetration)

*Based on total number of TV households of 2,508,000 in 2019, according to Office of the Communication Authority and CSM Media 
**Based on total number of TV audience of 6,546,000 in 2019, according to Office of the Communication Authority and CSM Media Research
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Big Big Channel Business

Big Big Channel Business: Monetise both online and offline
Focus on events management, social media advertising and e-commerce

BigBigChannel: 13.2 million followers,focuson content-basedadvertisingviaself-producedshortvideos.

Big Big Shop: Earnscommissionincome, adopting a άǎƘƻǿƛƴƎon TV, selling in e-ǎƘƻǇέmodel by marketing
advertiser-sponsoredproductson¢±.Ωǎprimetime showsandexecutesaleson BigBigShop

Eventsmanagement: Organiseeventsfor clientsandpromotethem on socialmediasites

VoiceMusicEntertainment: Engagesin musicproductionsandpublishing,concertsandŀǊǘƛǎǘŜǎΩmanagement.

Â Events management, e-commerce, social media 
advertising and music streaming businesses 
contributed to topline growth

Â Segment turned around, delivered a HK$14m 
profit, 16% profit margin 

Â Future developments:

VExpand client base of Big Big Shop and further 
exploit e-commerce potential for Hong Kong 
and Greater Bay area

VWith Circle K becoming our fulfilment service 
partner, we are ready to scale up our business

HK$ in millions

27 

61 
4 

25 

51 

72 

(20)

14 

1H18 1H19

External revenue Inter-segment revenue Cost Profit/(loss)
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Business model: B2B.  Licensing of TVB produced programmes to operators of pay TV, online videos for exhibition 
on their traditional and digital platforms.  

Programme Licensing and Distribution (19% of revenue)
Cost reduction to sustain profitability 

Programme Licensing and Distribution

Â External revenue decreased by 21% or HK$104m

ɋLower traditional licensing revenue from Singapore 
(HK$86m) as a result of new supply contract 

ɋHigher new media licensing revenue from Mainland 
China

ɋPolice drama The Defected was licensed to Netflix

ÂCosts had been cut by 46% or HK$114m

ÂProfit margin improved to 67% (1H18: 52%)

Â Future developments:

VOverseas content distribution will gradually be replaced 
by OTT operation (i.e. switching from limited-reach 
traditional licensing to a wide-open OTT distribution to 
expand customer base and revenue potential) 

HK$ in millions

485 

381 

31 

32 

249 

135 

267 278 

1H18 1H19

External revenue Inter-segment revenue Cost Profit



11

Overseas Pay TV and TVB Anywhere

Overseas Pay TV and TVB Anywhere: Extend ¢±.Ωǎ ǊŜŀŎƘ ƛƴ 
overseas markets by way of digital services with TVB Anywhere OTT

Businessmodel of TVBAnywhere:¢±.ΩǎoverseasOTTservicecurrently coversterritories outsideof HongKong
but excludingMainlandChina,USA,Taiwanand Malaysia. In the USA,TVBlicensesmainly to DISHNetwork for
distribution throughsatellite(thisarrangementwill end in November2019).

Â External revenue decreased 8% or HK$6m

ɋSubscriber base continued to grow but the change in 
business model in Australia operation resulted in lower 
income

Â Future developments:

VExtend our service coverage from Chinese speaking 
audience residing overseas to mainstream audience in  
key markets in Southeast Asia by working with more 
local OTT operators and telcos

V In discussion with DISH on contract renewal, migrating 
from predominantly pay TV subscription to a mix of pay 
TV, OTT and advertising revenues

73 
67 

75 75 

(1.5)

(8)

1H18 1H19

External revenue Cost Profit

(HK$ in millions)



CǳǊǘƘŜǊ ǎƻƭƛŘƛŦȅ ¢±.Ωǎ ƳŜŘƛŀ ǇƻǿŜǊ ŦǊƻƳ ǘŜǊǊŜǎǘǊƛŀƭ ǘƻ ƻƴƭƛƴŜ
Enhanced monetisation via product placement, social media advertising and e-commerce
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Sponsored 
products are 

naturally 
integrated in 

the setting and 
storyline

Title Sponsorship on Terrestrial Tailor-made Spin off Programme Reverse Product Placement

Come Home Love: Lo and Behold(weekday sitcom),  with an extended cast and popular guest appearance, 
TV ratings increased to 27.8 TVRs in 1H19. This popular sitcom offers monetisation opportunities in many ways. 

Ỏוֹ :

Social Media AdvertisingProduct Sponsorship on Terrestrial TV

Big Big Channel carrying 
ŎƭƛŜƴǘǎΩ banner. Content-

based advertising placed on 
major social media sites 

E-commerce

Showing on TV, 
Selling in Big Big Shop



ά{ƘƻǿƛƴƎ ƻƴ ¢±Σ {ŜƭƭƛƴƎ ƛƴ .ƛƎ .ƛƎ {ƘƻǇέ
{ǘƛƳǳƭŀǘŜ ŎƻƴǎǳƳŜǊΩǎ ƛƳǇǳƭǎŜ ǘƻ ōǳȅ ǘƘǊƻǳƎƘ ǎƘƻǿƛƴƎ ǇǊƻŘǳŎǘǎ ƻƴ ǘŜǊǊŜǎǘǊƛŀƭ ¢± 

Example 2:  A popular cooking programme, άDƻƻŘ /ƘŜŀǇ 9ŀǘǎέ

Exclusive offerings (i.e.: new product launch, free gifts) 

13

Example 1: Scoop (A daily infotainment programme) featuring the latest happenings

Circle K (300+ stores in HK) as 
our fulfilment partner 


