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New content technologies
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Impact: Less loyalty

* More competition — from new entrants and new Consumers
types of competitor

* Increase in volume and diversity of media products

* Flat growth, declining revenues, combined with enhanced need to
invest in technology and innovation

* Changing patterns of consumption, fragmented markets

* Value chains becoming more complex, powerful new
entrants with capability of acting as gatekeepers




2019-20204F [#Hia] 18 H e

[ o SEER () oo SR | [[] oo D
& \mse/ R 4R35 \..,,70/ ARHEE Ny go—”

D) oo R 25 o D
Nrr0”  mE \-1. 90/

(A o R () e

7.1%

"L LR, P




20218 i 2 AT 2RI

AR (E0E=) 47.2
& LCEmeT 15.3
PEEFMOD 13.9
FRARES 13.3
AF3E | 03

0 20 40 60

80

%



2013-20204 [AHELL] 7T HES KR

CVS %
530 62
60.80 60.41 -

o 60.16 59.97
59.67 “
510 59
58

500

57
56

55
54
53

52

O

490
480 | 500
470 |
: 20
102 103

104 105 106 107 108 109 &
Pl EESEERITEY —e—HiaEHREITREE




20228 FB (R EZEFE] A

YouTube 70.0
VA N
HNE(TikTok) 20.6
Vimeo 41
HEERRE 240
AHE | 26

50

70



2023F4% Fow [ H )

I 33 5%
O
B 14.2% o

. 30.7% =
AR B R m "B IERA

EH(Smart TV / ESEBRE)




Evolution of TV

((i)) e cicact/ Broadcast/Linear TV

Linear TV Cable TV

Broadcast/Linear TV
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Demand (VOD)

Mobile

INternet
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Media value creation: Standard model

INPUTS
Investment Finance
Talent and brand Skill and experience Sales effort Sales effort
Market analysis Talent management Network Customer relationships
Strategy Tech Tech Technologies
Development | ¢ > Production i > Distribution i > | Monetisation
Intellectual property Finished product IP footprint Cashflow
Sales IP library Customer base Sustainable customer base
Infrastructure Scaleable franchise Asset base

Equity value
VALUE CREATION
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Strengths are what Opportunities are
your company does external forces your
well and that you organization is well
should build upon. positioned to act and

benefit upon.

What do you want
to build on?

What do you want
to capitalize on?

O

Threats are external
forces or barriers that

Weaknesses are
internal barriers that

limit or interfere with may prevent you from
reaching your desired reaching your
future state. objectives.
What do you need to What do you need to

shore up? mitigate?
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