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Survey Detalls

Background:

« With the availability of different free TV players and OTT streaming media players, audiences’ viewing habit has been
constantly changing.

« Under a fast growth of social, the way for how audiences consume video contents has expanded from traditional to
social environment. Traditional, digital and social are becoming the new mix of choices empowering by the audiences
in anytime at anywhere.

Specifications:

Targets: HK residents aged 15-64 who have ever watched any TV or online video in the past 7 days.
Sampling: n=1,000 (£3,10%) with quota on age & gender to well representative for HK population.
Fieldwork: Aug 2 - 10, 2023

Methodology: Hybrid with mix of online and offline approaches
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The respondent profile remains similar across the past years.

Respondent Key Profile
2023 44 56 Pl 12 19 22 | 23 24 2023
2022 47 53 pIyrlll 13 19 22 | 22 24 2022 40 51 9
2021 48 52 PP 13 20 21 | 22 24 2021 41 49 10
= Male mFemale m15-24 m25-34 m35-44 m45-54 m55-64 m Single mMarried with kids ® Married without kids
2023 87 13 2023 54 46 2023 [lmmwit 23 50
2022 85 15 2022 54 46 2022 oI 23 46
2021 84 15 2021 53 47 2021 W 25 25 44
mWorking ® Non-working m University or above  mBelow University B <HK$20k mHK$20k-39k m HK$A0k-590Kk m HK$E0K+

Base: Hong Kong residents aged 15-64 who have watched any online or offline video content in the past 7 days
2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)
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The top 3 players in reach and frequency are TVB Linear, YouTube and Facebook.

Video landscape - Overall

Reach Frequency Time Spent
TV & Digital (P7D) #Day a Week Min Daily Ave
TVB (Linear) #1 57 #1 139 min
. A
YouTube #2 52 #3 48 min _—
wr
Facebook #3 51 30 min
Instagram 4.9 33 min
myrv supcr: S w0 - YouTube
ViuTV (Linear) 37 31 min
etiix 37 42min Facebook
HOY TV (Linear) 33 19 min
HKO1 3.2 12 min
Disney+ 3.2 26 min

YouTube

Facebook

MI e

YouTube

N IQ Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538)
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month



The weekly reach has improved yet the attention paid to each TV channel has dropped.

Video landscape (Free/ Pay TV) — Weekly Reach, Frequency & Time spent

Key Platforms

Weekly
Reach (%)

TVB ViuTVv HOY TV RTHK
(Linear 5 FTA) (Linear 2 FTA) (Linear 3 FTA) (Linear 5 FTA)

Frequency
(days per week)

TVB ViuTVv Now TV HOY TV
(Linear 5 FTA) (Linear 2 FTA) (Linear 3 FTA)

56 59 47

TVB ViuTVv Now TV HOY TV
(Linear 5 FTA) (Linear 2 FTA) (Pay TV Box) (Linear 3 FTA)

Daily Time Spent
(mins per viewer)

% change vs 2022

2023

TVB ViuTV

52 57
H: B 2 I BN

Now TV

2023

TVB ViuTV

4.4
3.7 35 3.6 3.3 3.4 29
2.6 0 -4% -17%

RTHK
(Linear 5 FTA)

2023

TVB  ViuTV
38

31 24 34 19 23 38 13 19
_ _- een Y e -20%  -44%

RTHK

(Linear 5 FTA)

NIQ

Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month
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TVB linear has the highest reach among free/pay TV across all ages, followed by ViuTV and HOY TV.

Reach of TVB linear increases with age.

Video landscape (Free/ Pay TV) — Weekly Reach by age
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N IQ Weekly reach - Base: All respondents aged 15-34, 35-49 and 50-64 T
2023: 15-34 (n=304); 35-49 (n=339); 50-64 (n=357); 2022: 15-34 (n=814); 35-49(n=831); 50-64(n=893); 2021: 15-34(n=855): 35-49(n=852)" BUBH(RLGAG)-C A" Fiants Reservec



Similarly, the average frequency for TVB Linear is the highest among free/pay TV.

The frequency has slightly dropped for TVB linear in 15-49 y.o. while sustained for 50-64 y.o. group.

Video landscape (Free/ Pay TV) — Average Frequency (Number of days per week) by age
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N IQ Frequency - Base: All respondents who have watched video content on the respective channels in past 1 month



TVB linear remained to be the channel with highest daily time spent across all ages.

Video landscape (Free/ Pay TV) — Average Daily Time Spent per week by age
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N IQ Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month
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Audience has a higher reach to a more variety of long form digital platforms with lower

time spent.

Video landscape (Digital — Long form) — Weekly Reach, Frequency & Time spent

Key Platforms

% change vs 2022

=& 60 2023
~ 56
§§ 88 31 28 MYTV. Netflix O
c | RS NA Be Bo Be Boao Boo R s
myTV SUPER 7% 39% 51%
(Digital + Netflix Disney+  ViuTV (Digita)  Viu Bilibil HSiYit;V iQiyi N[‘)’i""it;?/ Now E
Connected TV) (Digital) (Digital)
— 2023
>‘§ 40 43 3.7 - 3.4 myTV Disney
o : 3.2 o 3.2 132 . . , 1 i
S = Q& NA 3 Y 31 3131 3128 3 3 29 3 293 dRY Netflix O
23 & |
5 % -8% -16% -4%
L % myTV SUPER Netflix Disney+ Apple TV Bilibili Tencent Video iQiyi HBO GO iCable (Digital) Now E
o (Digital +
Connected TV)
g7 91 2023
=0 69 73
c
25 37 > 43 34 43 38 4 45 42 35 VIS e (S TIEY
% 2 28 27 29 26 25 26 29 o0 26 19 26 19 28 SUPER +
=& 27% -39% -24%
= 2 myTV SUPER Netflix BiliBili Tencent Disney+ iQlYI ViuTV (Digital)  Qianxun HBO GO Now E
S (Digital +
(@)
~ Connected TV)
N IQ Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556) . R ‘ 5
023 Nielsen Consumer C. All Rights Reserved

Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month



Among digital long form, Netflix has the highest reach among 15-34 y.0. while myTV SUPER is leading

for 35-64 y.o. group.

Video landscape (Digital
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— Long form) — Weekly Reach by age
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Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month
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There is a drop of frequency for myTV SUPER among 50-64 y.o. and Netflix across all ages.

Video landscape (Digital — Long form) — Average Frequency (Number of days per week) by age
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NIQ

Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month
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There is adrop in the average daily time spent in most of the channels across ages.

Video landscape (Digital — Long form) — Average Daily Time Spent per week by age
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N IQ Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556) R ‘ T j
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month e e L AR e



Similar scenario is seen in digital short form platforms.

Video landscape (Digital — Short form) — Weekly Reach, Frequency & Time spent

% change vs 2022

73

2023
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Weekly
Reach (%)

YouTube Facebook Instagram TikTok Yahoo TV Xiaohungshu 12% 28% 41%

2023

3.6

<
—
m
vy)
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NA

2% 0% 0%

Key Platforms
Frequency
(days per week)

YouTube Facebook Instagram TikTok Xiaohungshu Yahoo TV

75
2023

41 39 38 48
37
33 30 28 YT FB IG

33
28 23 29
B B = =
-26% -19% -20%

YouTube Instagram Facebook Xiaohungshu TikTok Yahoo TV

Daily Time Spent
(mins per viewer)

N IQ Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month 13



As for short form, YouTube, Facebook and Instagram are the top 3 platforms with highest reach.

Video landscape (Digital — Short form) — Weekly Reach by age
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The average frequency for each platform was mostly stable.

Video landscape (Digital — Short form) — Average Frequency (Number of days per week) by age

<
N
) NA
Instagram Facebook TikTok Xiaohungshu Yahoo TV
(2}
S
S
O
= g
L 0 3.5 34 33
ol NA
>
()
X Facebook Instagram TikTok Xiaohungshu Yahoo TV
3 3.6
o) : NA 31 34
T}
Facebook YouTube Instagram Xiaohungshu TikTok Yahoo TV

N IQ Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)
Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month



YouTube has the longest time spent daily in digital short form platform.

Video landscape (Digital — Short form) — Average Daily Time Spent per week by age
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N IQ Weekly reach - Base: All respondents; 2023 (n=1,000); 2022 (n=2,538); 2021 (n=2,556)

Frequency & Time spent - Base: All respondents who have watched video content on the respective channels in past 1 month
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YouTube continues to be the platform with highest usage and preference, followed by
TVB Jade and myTV SUPER.

Affinity Towards Different Media Platforms

| BEH %) BEE(%) BHE (%) Yr2022
® Top 1 Ranking Topl Ton2-3 Topl Top2-3 Topl Top2-3
op op2- opl Topz- opl TopZ- = = == 1z e
® Top 2/3 Rankings == RE# iR
YouTube 46 voutube BRI YouTube 48
TVB Jade 40 TVB Jade 32 Netflix [FE 30 YouTube YouTube YouTube
myTV SUPER BER 30 myTV SUPER 28 myTV SUPER 3 28 TVB TVB ’
Netflix
) Jade Jade
Facebook 22 Netflix 27 TVB Jade [ik! 27
myTV myTV myTV
TVB News 21 Facebook g 20 ViuTVv g 19 SUPER SUPER SUPER
Netflix 21 ViuTVv u 18 Facebook > 17 TVB Netflix TVB
News Jade
Instagram 19 Instagram 17 Disney+ n 17
Netflix ViuTVv ViuTVv
ViuTV & 17 TVB News ¢ 16 Instagram !6
TvB 32 b s TVBI2E 14 TVB News £ 15
Disney+ [l 8 Disney+ & 15 TVBJ2 4
NI QL12a/b/c. a5 MR F/ fe K/ S 0 — KU 2 G 1347
Base: All respondents (n=1,000)
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Top 2 channels are seen with improvement in social media with TVB social media has a
large extent of improvement, particularly in YouTube and Facebook.

Social exposure of TV contents

Channel watched in | YouTube Facebook Instagram
Social (%) :
VB 50 i EE— EEE 36 24
viyTy — 19 I 25 T — 29
myTv super NEGEG— 1 E P— 29, K — 21
1
yo N3 — - EE m— 19
TVB variety — 221 E - %Zl -2(2)3 ] 1290
Hoy Tv N 33 E m— 23 K m— 1
1
Seesaws 3?’12 i - 2211 - 22(1) — %88
None WSS 31 I— 41 — A | 55
NI Q4la-c. xE—EW], F5MRA A LEYouTube/ Facebook/ Instagrami$ & i L FEM G E T H ? e e e e 19

Base: Ask all (2023: n=1,000; 2022: n=2,538)




Program Highlights (49%), Review (48%) and Clipping on Coming Program (41%) are the top 3
content audiences commonly watched on TVB / myTV SUPER’s social channel.

Review has gained more usage than in 2022 and becomes the most watched content on social platforms. Positive there are
improvements on attractiveness and continue to watch the relative programs.

TV contents and TVB’s attractiveness

y ¥ Attractive
B Content watched 2022
Bl TVB in social platform (%) — (64%) —
o (60%)
B HIEA 49 45
Attractiveness 26 48 17
=R
D LR E HEE _ 48 42 (13) (26) (38) 22)
Not attractive m\Very attractive
* tpmaa s [ 46
Likely to watch
L . 67%
wis ammia oy [N > B L
- (63%)
Likelihood to
o keep watching in
e - 27 28 other official & a7 20
sources (12) (25) (40) (23)
SLAAAB & H HEA - 18 17 Not likely m Very likely
() denotes figures in 2022
NI Q42C1. 5 MMRIE B AL RS 1 TVB/ myTV SUPERUL FHRLEEINZE 2 ; QA3CLIZ Lefr+EAZIERS b I N BRI 5] P22 /1Q44CL. A % K 0] Bt & S URTE Bt/ H At B 7 T f 4 20

#E? Base: All respondents who have watched TVB/ myTV SUPER contents in any social platforms (2023:n=568; 2022:n=1,361)



B E#ETBEE is more watched by younger audience while 35+y.o0. audience watched SiB{EZ the
most in social platform for TVB.

The attractiveness of content in social platform is higher for 35+ y.o0. group while it's average for 15-34 y.o. group, thus they
are less likely to keep watching in other official sources.

— hed Attractiveness Top 2 boxes
Content watche vs 2022

- TVB in social platform (%) %pt
43 15-34 29 44 14 58%  (19)

56 35-49 22 48 22 70%  (+5)

49
o R HEE 39 - 50-64 28 52 14 66%  (-3)
Not attractive B Very attractive

37
KRR HIHE _ 41
43 Top 2 boxes

Likelihood to keep watching

38 in other official sources VS°/2022
FHBEE A FRBl ) / 1635 % - 41 Ino u opt
33

15-34 29 42 16 58%  (+4)
‘ 26
B2k i 0

e - 35-49 20 44 30 5% (+6)

HCARAB A F A Eﬂ " 35-49 50-64 25 54 15 69%  (+2)

24 " 50-64 Not likely m Very likely

N I Q42H1. FRMREBRMLLZIRIZWEE TVB / myTV SUPEREU N BLRA ? Q43HL. ELEEMRMRE ERNAE - HIRWRSIMZE... ? Q44H1. BE AT BEE S RESEN BB T .
#EUE ? Base: All respondents who have watched TVB / myTV SUPER contents in any social platforms 15-34 (n=198); 35-49 (n=174); 50-64 (n=196)



Review (54%), Highlights (52%) and Celebrity related content (42%) are the top 3 most commonly

watched programs on the social channels.
Clipping on coming programs (32%) has softened than a year ago. The attractiveness and likelihood to watch the relative
programs has slightly softened.

TV contents ViuTV’s attractiveness

Content watched

ViuTVv in social platform (%) Attractive
2022 —  (68%)  —
(72%)
C BRI H EE 54 56
Attractiveness 25 47 20
Gl 50
RS 52 © @0 (1) 1)
Not attractive m Very attractive
FHEAEE N BB 1) | FE35 5 42 43
Likely to watch
0
B E 32 a1 — @0 7
o (72%)
Likelihood to
keep watching in
JiE 5 Al 28 31 other official & 50 AL
sources ) (23) (54) (18)
HoAtAH B T H HEA 27 28 Not likely m Very likely
NI Q42C2. SHTTE % H A IR ViUTV BL RS 2 ,QA3C2 IEEFER S NS, BHRI S P22 | QAAC2 AT SR T RE & & fi7 I B J L e

Base: All respondents who have watched ViuTV contents in any social platforms (2023: n=489; 2022: n=1,200)



Similarly, E_L#HETBEIE and B TEE are the most watched content in social platform for ViuTV.

15-34 y.o. found ViuTV content more attractive and showed higher interest in watching ViuTV content in other official sources.
Rating of ViuTV and TVB are similar towards 35-64 y.o. audience.

Top 2 boxes
Content watched Attractiveness vso/2022

ViuTVv in social platform (%) opt

54 15-34 24 45 23 68% (+2)

50 35-49 22 49 22 71% (-7)

54
CilERI% S - 54 50-64 30 49 13 620 (-10)
Not attractive ® Very attractive
e YNl |

Likelihood to keep watching Top 2 3‘;2%322

R H S in other official sources %pt

15-34 26 46 24 70% (+2)

m15-34 35-49 21 53 21 74% (-3)

S A A1 B 6 LA -2256 = 35-49 50-64 30 50 13 63% (-10)

30 m50-64

Not likely m Very likely

Q42C2. 5 MRIE S AL BRI VIUTV LU IRLE N 2E 2 ;Q43C2. 08 Le/EA A2 lEHE LI INgs, BMRIVILGI A2 1 Q44C2.45 H K mT Ak € A R /E TE M sl A B 7 -~ S A8 UG 2
N IQ Base: All respondents who have watched ViuTV contents in any social platforms 15-34 (n=188); 35-49 (n=188); 50-64 (n=113) © 2023 Nielsen Consumer LLC. All Rights Reserved 23



Content watched on social platforms are relatively similar as 2022 with Highlights (41%) is the most
commonly watch content on HOY TV’s social platform.

Slightly more has watched the Program Recommendation (23%) on the social platforms than before. Though attractiveness
and likelihood to watch are relatively lower than TVB and ViuTV, however it has improved performance than 2022.

TV contents and Hoy TV’s attractiveness

Content watched

HOY TV in social platform (%) 2022 At;‘;gg/“)Ve
[ 0 =
45%
HHAER 41 44 (45%)
Attractiveness 36 34 14
o ERME HEE 36 36 s ) ) 5
L INGIORE 2 34 34 Notattractive u Very aftractive
Likely to watch
JE 5 B Al 32 34 — (58%) —
0
Likelihood to (51%)
S b E 24 23 keep watching in 30 43 15
other official
sources
HLA AR B & E A 23 18 (13) (87) (37) (14)
Not likely m Very likely

Remarks: HOY TV was named “Z 5 41” in 2022

N | QA42C3. FHRRTE 4 AR HOY TV LUFABEE A 2 ; QA3C UL/ HAZ MY LI, BHRIOMLS| M2 QA4C3 AT S KT it B BB B BB SR o4
Base: All respondents who have watched HOY TV contents in any social platforms (2023: n=329; 2022: n=1,064)



#i B {EE of HOY TV is the most watched content across different ages.

15-49 y.o. group is more likely to watch HOY TV content in other official sources.

Content watched
HOY TV in social platform (%)

40
45
3

B HESR

2 LM H A

FHR N KIB ) [ AE38 5

R B

R LRI H RS

m15-34

A AR B AT E A ﬂ m35-49
32 m50-64

Remarks: HOY TV was named “Z 5 41” in 2022

15-34
35-49
50-64

15-34
35-49
50-64

Top 2 boxes
Attractiveness vs 2022
Yopt
31 29 19 48%  (+4)
35 39 16 55% (+10)
47 35 5 40% (-14)
Not attractive ¥ Very attractive
i ; i Top 2 boxes
Likelihood to keep watching
. .. vs 2022
in other official sources %pt
21 45 17 63% (+20)
27 46 18 63% (+12)
48 35 6 41% (-19)

Not likely mVery likely

Q42C3. GRS AL L BHEHBICE T HOY TV LR ABLEINES © ; Q43C3AB LR AT RS LI INES, BRI S PE 2/ Q44C3. 45 # K v it & & IR e S A BCHA B U7 ~F & #4icE 2
N IQ Base: All respondents who have watched HOY TV contents in any social platforms 15-34 (n=121); 35-49 (n=123); 50-64 (n=85) © 2023 Nielsen Consumer LLC. All Rights Reserved 25
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TVB and ViuTV has similar audience profile, with TVB has the highest reach among FTV
across all age groups.

FTV Audience Characteristics

& TVB

84% Weekly reach

Weekly reach by age group

77 81 >

15-34 35-49 50-64

* Female (56%), Male (44%)

* A15-34 (28%), A35-49
(33%), A50-64 (39%)

* MHI $73,383

Married (68%) and 82%

with kids

*  74% Insurance products
* 76% Saving products

* 71% Stock or bonds

* 33% Virtual bank account

67% Spent on supplements
(Monthly spending
HK$1,407)

ViuTV

52% Weekly reach

Weekly reach by age group

56
46 53

15-34 35-49 50-64

* Female (52%), Male (48%)

* A15-34 (27%), A35-49
(37%), A50-64 (36%)

* MHI $75,346

» Married (67%) and 82%
with kids

* 75% Insurance products
* 75% Saving products

» 74% Stock or bonds

» 36% Virtual bank account

67% Spent on supplements
(Monthly spending
HK$1,405)

N IQ Only top 2 FTV with highest reach is shown.
Base: TVB Linear viewers (n=838); ViuTV Linear viewers (n=519)
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57% of TVB Linear audience have viewed ViuTV Linear in the past 7 days.

Audience Duplication for FTV

TVB Linear v.s ViuTV Linear

A .
< TVB ViuTV
0
84% —
36% 48% 4%

Unique TVB viewers: Unique ViuTV viewers:
15-34: 11% 15-34: 1%
35-49: 10% 35-49: 2%
50-64: 15% 50-64: 1%

TVB: 5FTA
ViuTV: 2FTA

Only top 2 FTV with highest reach is shown.

NI Q9. & R IR AT (TEERFH it P LU N AG S BE 1 Bl H B A
Base: All respondents (n=1 OOO)
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YouTube and Netflix have more single audience while myTV SUPER skewed to married
family and more likely to invest on self-improvement.

OTT/ Social Audience Characteristics

YouTube + Female (55%), Male M”TV

(45%) SUPER
* Al15-34 (33%), A35-49

(33%), A50-64 (34%)

82% Weekly « MHI $70,550 60% Weekly

reach - Married (62%) and reach

81% with kids

Weekly reach Weekly reach

by age group *  74% Insurance by age group

products

* 74% Saving products
* 72% Stock or bonds

89
79 77
*  36% Virtual bank 59 68
account o1
69% Spent on I I

_ i _ supplements (Monthly i _ i
15-34 35-49 50-64 spending HK$1,336) 15-34 35-49 50-64

Female (54%), Male
(46%)

A15-34 (26%), A35-49
(33%), A50-64 (41%)
MHI $78,222

Married (75%) and
87% with kids

*  75% Saving products

*  72% Insurance
products

* 70% Stock or bonds

*  33% Virtual bank
account

Willing to invest time &
money for self
improvement. Average
allocated HK$25,022 on
advanced study annually

Netflix

46% Weekly
reach

Weekly reach by
age group

63
50
I I .

15-34 35-49 50-64

* Female (56%), Male
(44%)

* A15-34 (41%), A35-49
(37%), A50-64 (22%)

+ MHI $80,838

* Married (63%) and
84% with kids

*  75% Insurance
products

*  73% Saving products

e 72% Stock or bonds

*  42% Virtual bank
account

74% Spent on
supplements (Monthly
spending HK$1,611)

N IQ Only top 3 OTT with highest reach is shown.

Base: YouTube viewers (n=817); myTV SUPER viewers (n=599); Netflix viewers (n=459)
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Stronger overlapping is seen among myTV SUPER and YouTube, while solus

audience is low.

Audience Duplication for OTT

myTV SUPER v.s YouTube v.s Netflix

YouTube

82%

Unique YouTube viewers:
15-34: 5%
35-49: 7%
50-64: 5%

Only top 3 OTT with highest reach is shown.

17%

/VﬂgTT’
SUPER
60%
Unigue myTV SUPER viewers:
15-34: 2%
35-49: 4%
11% 50-64: 5%
22%
3% Netflix
25%
46%
1%
Unique Netflix viewers:
18% 15-34: 0.2%
35-49: 0.6%
50-64: 0.1%

Netflix

ST R 1 FF DL A B B =)

N I Q9. FifH
Base: AII respondents (n=1 OOO)
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myTV SUPER and TVB Jade Enhanced the Total Reach to 84%

Viewership of Past 7 Days - myTV SUPER v.s TVB Jade (Ch.81) (By age)

Total 15-34 35-49 50-64
11% 49% 24% 15% 36% 27% 14% 45% 23% 5% 63% 24%
myTV myTV myTV myTV
60% 73% 51% 63% 59% 68% 68% 87%

Total reach — 84% Total reach — 78% Total reach — 82% Total reach — 92%

Calculation illustration on Total aged 15-64:
e Total reach — 11% + 49% + 24% = 84%
* Incremental of additional channel to base channel

o myTV SUPER to TVB Jade: 11%/ 73% = 15% * MyTV SUPER: OTT + APP +Web + Smart TV
o TVB Jade to myTV SUPER: 24% / 60% = 40% * TVB Jade: Ch.81 Free-to-Air channels

NI QY. AR BT TTENHEE F DL MR AT B 2Ge A
Base: All respondents (n=1,000)



myTV SUPER and TVB J2 Enhanced the Total Reach to 82%

Viewership of Past 7 Days - myTV SUPER v.s TVB J2 (Ch.82) (By age)

Total 15-34 35-49 50-64
17% 43%  20% 20% 31%  20% 19% 40%  21% 13% 55%
myTV myTV myTV myTV
SUPER TVB J2 SUPER TVB J2 SUPER TVB J2 SUPER

60% 63% 51% 51% 59% 61% 68%

Total reach — 80% Total reach — 71% Total reach — 80% Total reach —88%

Calculation illustration on Total aged 15-64:
e Total reach — 17% + 43% + 20% = 80%
* Incremental of additional channel to base channel

o myTV SUPER to TVB J2: 17%/ 63% = 27% *  myTV SUPER: OTT + APP + Web + Smart TV
o TVBJ2to myTV SUPER: 20% / 60% = 33% *  TVB J2: Ch.82 Free-to-Air channels

NI QY. AR BT TTENHEE F DL MR AT B 2Ge A
Base: All respondents (n=1,000)
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myTV SUPER and TVB News Enhanced the Total Reach to 82%

Viewership of Past 7 Days - myTV SUPER v.s TVB News (Ch.83) (By age)

Total 15-34 35-49 50-64
19% 41% 22% 21% 30% 23% 20% 39% 21% 15% 53% 22%
myTV myTV myTV myTV
SUPER TVB News SUPER TVB News SUPER TVB News SUPER TVB News
60% 63% 51% 53% 59% 60% 68% 75%

Total reach — 82% Total reach — 74% Total reach — 80% Total reach — 90%

Calculation illustration on Total aged 15-64:
¢ Total reach —19% + 41% + 22% = 82%
* Incremental of additional channel to base channel

o myTV SUPER to TVB News: 19%/ 63% = 30% *  myTV SUPER: OTT + APP + Web + Smart TV
o TVB News to myTV SUPER: 22% / 60% = 37% * TVB News: Ch.83 Free-to-Air channels

NI Q9. F5MEMREAT A FH A N ARG B R A H B A 33
Base: All respondents (n=1,000)



myTV SUPER and TVB Pearl Enhanced the Total Reach to 72%

Viewership of Past 7 Days - myTV SUPER v.s TVB Pearl (Ch.84) (By age)

Total 15-34
31% 29% 12% 23% 28% 13%
myTV myTV
SUPER TVB Pearl SUPER TVB Pearl
60% 41% 51% 41%

Total reach —72% Total reach — 64%

Calculation illustration on Total aged 15-64:

e Total reach = 31% + 29% + 12% = 72%

* Incremental of additional channel to base channel
o myTV SUPER to TVB Pearl: 31%/ 41% = 76%
o TVB Pearl to myTV SUPER: 12% / 60% = 20%

35-49 50-64
33% 26% 11% 35% 33% 12%
myTV myTV
SUPER TVB Pearl SUPER TVB Pearl
59% 37% 68% 45%

Total reach — 70%

Total reach — 80%

myTV SUPER: OTT + APP + Web + Smart TV
TVB Pearl: Ch.84 Free-to-Air channels

R B 62 FF B A B L o

Q9. F5[H:
Base: All respondents (n=1 OOO)
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myTV SUPER and TVB Finance & Ino. Enhanced the Total Reach to 74%

Viewership of Past 7 Days - myTV SUPER v.s TVB Finance & Info. (Ch.85) (By age)

Total 15-34
26% 34% 14% 24%  27% 11%
myTV TVB Finance myTV TVB Finance
SUPER & Info. SUPER & Info.
60% 48% 51% 38%

Total reach — 74% Total reach — 62%

Calculation illustration on Total aged 15-64:

Total reach — 26% + 34% + 14% = 74%

Incremental of additional channel to base channel

o myTV SUPER to TVB Finance & Info: 26%/ 48% = 54%
o TVB Finance & Info to myTV SUPER: 14% / 60% = 23%

35-49 50-64
26% 33% 15% 27% 41% 16%
myTV TVB Finance myTV TVB Finance
SUPER & Info. SUPER & Info.
59% 48% 68% 57%

Total reach — 74%

Total reach — 84%

myTV SUPER: OTT + APP + Web + Smart TV
TVB Finance & Info: Ch.85 Free-to-Air channels

Q9. 55 MR BT TEEH iz FH LA
Base: All respondents (n=1 OOO)

N RSCE AT HEGE R
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87% of YouTube viewers can be gained by TVB platforms
- With Unique Reach of 17% from TVB that Cannot be Reached by YouTube

Viewership of Past 7 Days — TVB v.s YouTube (By age)

Total 15-34 35-49 50-64
1% 71%  11% 10%  72% 17% 19% 68%  11% 23% 71% 6%
TVB TVB TVB TVB
Linear + Digital YouTube Linear + Digital YouTube Linear + Digital YouTube Linear + Digital YouTube
88% 82% 82% 89% 87% 79% 94% 77%

81% YouTube viewers 86% YouTube viewers 92% YouTube viewers
can be gained by TVB can be gained by TVB can be gained by TVB

87% YouTube viewers
can be gained by TVB

platforms platforms platforms
<72%I89% = 81%> <68%/79% = 87%> <71%/77% = 92%>

platforms
<71%I82% = 87%>

e TVB: 5FTA + myTV SUPER
*  YouTube: All platforms

NI QO. FARSFRT (HIF AT LL AR B H sl H 36
Base: All respondents (n=1,000); 15-45 (n=304); 35-49 (n=339); 50-64 (n=357)



57% of YouTube viewers can be gained by myTV SUPER platforms

- With Unique Reach of 13% from myTV SUPER that Cannot be Reached by YouTube

Viewership of Past 7 Days - myTV SUPER v.s YouTube (By age)

Total

13% 47%  35%

myTV
SUPER YouTube
60% 82%

57% YouTube viewers
can be gained by myTV

SUPER platform
<47%I82% = 57%>

15-34

8%  43% 46%

myTV
SUPER YouTube
51% 89%

48% YouTube viewers
can be gained by myTV

SUPER platform
<43%/89% = 48%>

35-49

16% 43% 36%

myTV YouTube
SUPER
59% 79%

54% YouTube viewers
can be gained by myTV
SUPER platform
<43%/79% = 54%>

50-64

15% 53% 24%

myTV
SUPER YouTube
68% 7%

69% YouTube viewers
can be gained by myTV
SUPER platform
<53%/77% = 69%>

myTV SUPER: OTT + APP + Web + Smart TV
YouTube: All platforms

NIQ & #rmmimsn
Base: All respondents (n=1,000)
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Brand Perceptions (By Attributes) (Aged 15-64)

No.1
O% IQ% ZQ% 39% 4Q% SQ% GQ% Rank Player

e R R RIS A &N : 1 Tve
HEERESSBUBTUE 1 TVB
FE&IEH  BEe—XKAWE 1 TVB

BEEWRE/ZA 1 TvB
EENENMEH 2 YT

ERPSAS: 2 YT

g EBEAREEY, BESIEARTR® 1 TVB/YT
BREE/MEROKRNE 3 YT
EOISEEEYSE=T PN 2 YT

ESEEEE2 v 3 YT
HiBRNA A RAG 1 TVB
EEMRMERE 4 YT

—€—TVB Linear —&—myTV SUPER =—¢=ViuTV -—=YouTube Netflix ~=+3=Disney+




Brand Perceptions (By Attributes) (Aged 15-64)
——TVB Linear =—e—myTV SUPER =—+=—ViuTV =—S—“ouTube

0%

EMRE
HEBARIREE
RAREEBLEABK
B E

AR ESE

AR

BE=CiES

SIREHNS

g

= o BEEEMNMETRIER
R ERIRBIE
HIRMNES A S HER MR
REBYRHBEENSZEM
LIRNESHERAIEE
BERAZTE/ B8NS
RAREESmENETRE

10%

20% 30% 40%

Metflic =—3=—Disney+

50%

60%

.’

56
55
53

52
51

51
50

TVB
Rank

1

BR(N (RN |k

No.1
Player

TVB
TVB
TVB
TVB
TVB
TVB
TVB

YT

TVB
TVB
TVB
YT
TVB
YT
TVB




Brand Perceptions (By Attributes) (Aged 15-64)

—i—my TV SUFER  —8—“ouTube Metfiix == Disney+

R 0% 29% 40% 60%

AN\
A Ban

)

B /s / »
S BIENIE (e.g B IE, BHE) .

EEALSREMRHELESNR

HEMASEAM, ASHEAREBIOEE /T}

SEAL - AR / 2

S VIR 0K R080 B B T B a
FeATSNTBH RS
BLEEMNET S, B EREHE S
STEAIA N EEDSHSE

NEEH  BHEER
—i—myTV SUPER  —8=—"ouTube Metfiix  —O—Disney+
WESHE

No.1
Player

YouTube

YouTube
YouTube

YouTube
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myTV SUPER Audiences are......

All platforms: 28% (39%in2022)

4 N\ 31% Both (5% in 2022)
© YT : \
[ |
— = AMUTY
1 . . . = | -~ 9 SLRER
64 min (87) daily time spent per viewer | ' .
9 SUPER
E
27% (37%) viewers watch everyday 83% Connected TV e
0 71% OTT (80% in 2022)
viewers watch 4.0 d ays (4.3) aweek gsgcy/oo if\ ZPOI;Z) 50% Smart TV g?ﬁ{‘}n\’goez%
on average \ ' ’ \ ’
() is 2022 data 46% Both 33% Both

(52% in 2022) (42% in 2022)

NIQ



Overall satisfaction level has further enhanced with more have shifted from neutral to fans.

Level of satisfaction

T2B
Overall satisfaction (%) _ Vs 2022
Haters  Neutral Fans § %opt
2021 B 39 37 11 o 1534 (+10)
< (19) (37) (33) (11)
3 (14) (32) (37) (17)
@ ) (53) (12)

m Not satisfied ®mNeutral = Somewhat satisfied ®Very satisfied

AT 2 etk < gt ¢
N I ng Tﬁim o /J\jtfn’.]yTV SUPER/ﬁ ?‘;”l[’ﬂ“, ’ © 2023 Nielsen Consumer LLC. All Rights Reserved 44
Base: myTV SUPER viewers (Ever) by age 2023 Total (n=836); 15-34 (n=242); 35-49 (n=288); 50-64 (n=306); 2022 (n=2,018); 2021 (n=2,100)



myTV SUPER Audiences are......

Gender Age University

O 222 B
.

11% A15-24 (+3pts)

Working
)
N

87% 86%

47% 49%

46% vs 54% 16% A25-34 ((-2pts)) 51% s50%
~ 21% A35-44 (same

(+1p) (-1pY 24% A45-54 (+1pt) MM
29% AB5-64 (-2pts)

Married Grocery Head of
(X Shoppers Household
114 — o

S &

/5% Married 8805 88% 81% 83%

& & 9 out of 10
(() have Kids

Household
Monthly Income

55% HK$60k+

2022 (52%)

Median of HK Household:
HK$30,000*

Personal
Monthly Income

57% HK$30k+

2022 (53%)

Median of Personal Income:
HK$19,100*

Source: 2023 Video Consumption Landscape Survey (n=1,000) Aged 15-64 HK Citizen who watched any online or offline video in the past 7 days)
N I Base: All viewers who have watched myTV SUPER content (Box/App/Web/ Smart TV) in the past 7 days; 2023 (N=599); 2022 (N=1,423)

* Source: HK Census and Statistics Department
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Thank you.
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