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d Disclaimer

Vviva

This presentation has been prepared by PT Visi Media Asia Thk (the “Company”) and is only for the information of its investors. None of the
information appearing in this presentation may be distributed to the press or other media or reproduced or redistributed in whole or in part
in any form at any time.

This presentation is intended for discussion purposes only and does not create any legally binding obligations on the part of PT Visi Media
Asia Thk. and/or its affiliates (“VIVA"). This presentation does not constitute an offer, invitation to offer or recommendation to enter into any
transaction, it is not a commitment to lend, syndicate a financing, underwrite or purchase securities, commit capital nor does it obligate us
to enter into such commitment. Nor are we acting in any other capacity as a fiduciary to you. By accepting this presentation, subject to
applicable law or regulation, you agree to keep confidential the existence of and proposed terms for any transaction. When making and
investment decision, you should rely on the final documentation relating to the transaction and not the summary contained herein.

Prior to entering into any transaction, you should determine, without reliance upon us or our affiliates, the economic risks and merits (and
independently determine that you are able to assume these risks] as well as the legal, tax and accounting characterizations and
consequences of any such transaction. In this regard, by accepting this presentation, you acknowledge that (a] we are not in the business of
providing (and you are not relying on us for] legal, tax or accounting advice, (b] there may be legal, tax or accounting risks associated with
any transaction, (c) you should receive (and rely on) separate and qualified legal, tax and accounting advice and (d] you should apprise senior
management in your organization as to such legal, tax and accounting advice (and any risks associated with any transaction and our
disclaimer as to these matters.

The information contained in this document is based on material we believe to be reliable; however, we do not represent that it is accurate,
current, complete, or error free. Assumptions, estimates and opinions contained in this document constitute our judgement as of the date of
the document and are subject to change without notice. Any projections are based on a number of assumptions as to market conditions and
there can be no guarantee that any projected results will be achieved. Past performance is not a guarantee of future results. VIVA specifically
disclaims all liability for any direct, indirect, consequential or other losses or damages including loss of profits incurred by you or any third
party that may arise from any reliance on this document or for the reliability, accuracy, completeness or timeliness thereof.
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O VIVA is the fastest growing media company in Indonesia

viva

* VIVA has been growing revenues at 23.5% CAGR 2010-2013 versus industry adex growth of 15.4%
CAGR 2010-2013. In the future the industry is expected to grow by an average of 11.4% for 2015-
2018 (according to MPA] on the back of stronger economic growth and a growing middle income

» VIVA was founded and is managed by two of the most prominent and dynamic TMT figures in
Indonesia: Anindya Bakrie and Erick Thohir. VIVA's key management team has extensive
experience in the media industry and deep understanding of local habits

* VIVA has implemented the Three Pillar Strategy, which has been proven to successfully increase
VIVA's performance. The Three Pillar Strategy consist of:

1. Micro Targeting

2. Low Cost High Impact

3. Innovative Customer Experience
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o VIVA has been growing faster than the industry

viva
Indonesia’s Net Advertising Advertising Expenditure by
Revenues Industry’s Segment
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a VIVA Consolidated: Summary of Financial Performance
wa 2010A-9M14
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Q ANTV is dominating the Top 15 Entertainment program

viva
Entertainment Station
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a tvOne has the # 1 News Channel since its inception

vIvVa
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O VIVA's key management personnel has helped accelerate

growth
viva
ANTV's Milestone tvOne’'s Milestone
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a VIVA’'s Sustainable Strategy

viva

Target a specific viewer segment and deliver

MicroTargening contents designed for that segment

Focus on in-house production
Increase competency, efficiency and synergy
between subsidiaries

Low Cost High
Impact

Innovative Viewers having the ability to access our contents
Customer “Any time, anywhere and any how (through all
Experience platforms and device)”




a VIVA groups’ FTA TV stations specifically target
different audiences

viva

Audience Profile by Index

Target Audience VIVA - wwve @ EMTEC TRANS CORP Il MEDIA

TRANS TRANS7 METRO
Gender Male 91 103 89 104 90 89 91 88 96 104
Female 109 97 111 96 110 111 109 113 104 96
5-9 116 54 82 123 158 98 83 76 69 56
10-14 104 70 95 110 118 128 80 96 90 69
15-24 75 68 89 93 72 99 83 96 90 72
Age 25-34 104 86 94 96 94 90 96 105 107 86
35-44 113 119 106 103 118 101 99 106 104 115
45-54 93 131 119 102 88 105 127 100 121 145
55+ 116 202 125 83 84 89 148 116 114 181
SES A 64 113 82 98 64 68 75 84 91 131
. SESB 95 138 99 96 99 89 100 107 105 138
ch)(:::\‘llic SES C 104 89 102 104 103 104 103 98 102 89
ESD 109 66 99 88 113 129 94 97 81 55
SES E 121 54 106 93 84 95 104 127 82 52

Indeks < 100 less effective

Indeks > 100 more effective
Indeks = 100 effective Source AGB Nielsen Media Research 10 cities, index, 1 Jan - 16 Mar 2015
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The growth opportunity to ANTV as entertainment TV
station is still very high

viva
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viva
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Thank You

For More Information, Visit
www.vivagroup.co.id
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