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d Disclaimer

Vviva

This presentation has been prepared by PT Visi Media Asia Tbk (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 Tbk.
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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d VIVA is the fastest growing media company

Vviva

Operating in a young and growing Indonesian population that will be empowered
by a growing domestic economy

VIVA's key management team has extensive experience in the media industry,
with deep understanding of local habits and strong belief in New Media
convergence

Free to Air (FTA) TV is the most influential media platform to reach and acquire
audience in Indonesia. VIVA Is aggressively developing opportunities in new
media by leveraging its extensive FTA audience and integrating New Media
content partnerships.

» VIVA reaches nearly 170mn audience through two Top FTA TV stations and
is looking for opportunities in regional/local network

» QOver 70% of content produced in-house

> Incubated top online news portal [viva.co.id], demonstrating growth
synergies between FTA TV & online.
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a VIVA's Corporate Structure and Business Segment

viva

Q

viva

Vivagroup
(PT Visi Media Asia Tbk.)

89.9% | |

MDIA
(PT Intermedia Capital Tbk.)

\

ANTV
(PT Cakrawala Andalas Televisi)

99,9%

tvOne
(PT Lativi Mediakaryal)

New media (Online)

99%

Vlva .co.id

VIVA.co.id
(PT Viva Media Baru)

A Group member of viva
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VIVA's key management personnel has helped in turning
viva around the company

Key Management Profiles ANTV’'s Milestone
Anindya N. Bakrie =000 5 (IDR bn) Implementation
Gained his MBA degree from Stanford Graduate School of Business in 2001. 4 5000 - of the Three

VIVA
reacquired
ANTV from

Pillar Strategy

Elected as CEQ of VIVA in 2014.
900.0 -

Erick Thohir

Gained his MBA degree from National University, California in 1993. Elected 600.0 1

as CEO of MDIA and ANTV in 2014, previously CEQ of VIVA and tvOne. 300.0 4

Robertus B. Kurniawan _ T_T—T-_'_-_'_-_'._'_._'_._'_. = I‘ - - - s

Gained his MBA degree from University of Wisconsin in 1995. Held position

of Vice President Director of VIVA since 2011. (300.0) -

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Otis Hahijari
Gained his Master of Arts in Management from San Diego State University 1,000.0 -

(IDR bn) tvOne’s Milestone

in 1995 and Master of Science in Finance from Lancaster University,
England, in 1996. He is the Chief of Programming in ANTV and tvOne. 800.0

1

Lativi was re-

) branded to
Anindra Ardiansyah Bakrie 600.0 - VIVA acquired TvOne
Gained his MBA degree from Bentley, McCallum Graduate School of Lativi I

business in 2005. Held position of Director of VIVA since 2011 and also 400.0

serves as President Director of tvOne and viva.co.id
200.0

David Eric Burke
Gained his Degree in Business Economics from London School of
Economics. Elected as Chief of Operating Officer of VIVA in 2015.

L

(200.0)
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

B Revenue ' EBITDA

Karni Ilyas
Graduated with a Law degree from University of Indonesia in 1986. Has
held the positions of Vice President Director and Editor in Chief of tvOne.

A Group member of viva
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0 VIVA Consolidated: Summary of Financial Performance

viva 2012-9M2015A

Revenue

(IDR bn)
oM15

2014A ¥VIrNi

2013A RKSYEX:

2012A VZIR

EBITDA

(IDR bn)

PG 454.6 29 4%

2014A 38.4%
2013A 39.1%

20124
26.2%

EBITDA Margin

*Notes: Net Income figures attributable to owners of the parent and non-controlling interest

P&B Cost

(IDR bn)
I 5215 33.8%
2014A BLeLK:] 31.5%
2013A 23.3%
2012A PEEE 34.5%

% to Revenue
Net Income*
(IDR bn)
-34.2%

2014A 6.4%
2013A 6.3%
o 5.9%

Net Margin
A Group member of viva
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d MDIA Consolidated: Summary of Financial Performance
viva 2012-2015A

Revenue

(IDR bn)

P&B Cost

(IDR bn)
2015A 1,386.0

2015A 34.3%
2014A 1,345.8 2014A 432.6 32.1%
2013A BRSNS 2013A VAN 33.0%
pIVIN 610.8 2012A 36.6%

% to Revenue

(IDR bn) (IDR bn)
2015A WAk 32.7% 2015A  Zst:Ny 18.6%

2014A B 40.1% 20142 |EZR

26.2%
PGSl 280.7 33.6% 2013A 14.2%
2012A 170.7 28.0% 2012A BEER 7.1%
EBITDA Margin Net Margin
A Group member of viva
e
*Notes: Net Income figures attributable to owners of the parent and non-controlling interest EY 3 @ e
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a Indonesia Summary

viva

Increasing

Intense Attractiveness = |ncreasing

Data & " lLRULES(y Advertising

Media Spend

Usage

Favorable ?7,1% yoy P (MEDIA)
6th highest number of Demograpic Ersct’i"r\::gt'e”d FN\gtA \;\Z?TELE//ISIO"\

"" | Twitter users globally AdSpend “

" [Jakarta is ranked the
13th tweet-city)

Large Population, 40,7%

41m Facebook users = 253?T1illionp[3.5% of world growth in
f 90% of Indonesian population) online

online users (#1 in SE Young Demographics, advertising

Asia) with median age of 28.1 yrs old

0 7,2%
78% Internet- Rising Middle Income growth in TV
enabled phone Segment, with GDP per advertising

penetration
(#2 after Sing
SEA)

_ capita of US$ 3,531,5(2014)
orein

94% of Population has access to TV
FTA

37 million household own TV (59%
penetration)

Source: AGB Nielsen Media Research , PWC Media, MPA database 2014-2015, BPS A Group member of VIvVa
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Indonesia’s demographic is characterized by a young population

iy and growing middle class

Social Economic
Classification (SEC)

79.2% I
37.7 38.0
2015
M 2016
2015 204 19 g e
M 2016 175175 18.7 18.8
228 914 il
18.3 19.6 130134
10.810.6 10.4 10.9
I ﬁﬂs ] ﬁ ﬂ ﬂ
Upper 1 Upper 2 Middle 1 Middle 2 Lower 10-14 15-24 25-34 35-44 45-54

A Group member of viva

Source: 01 Jan 2015- 30 Apr 2016, All Channel, 10 Cities, Reach 000’'s
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Q Media penetration 2015

viva
Simultaneous media
consumption
2012 2014
y/
45% 93%
TV + Radio
13%
% %
5% 5% % 39
v Internet Radio Newspaper Tabloid Magazine
Source: AGB Nielsen Media Research 2008 = 2012 m 7014 B 213  crou member or viva
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FTA TV is the preferred advertising platform, capturing 66.2% of
advertising market. Online is the fastest growing platform taking

YV adshare from print and radio media.

Indonesia’s Net Advertising
Revenues

2,000 7
1,800
1,600 A
1,400 A
1,200 -
1,000 -
800 T
600 A
400 A
200 A

2011 2012 2013 2014 2015E 2016F

ETV ™ Print Online/Mobile ®OOH Radio Other

Source: Asia Pacific Advertising Trends 2015

14

Online/Mobile Segment’s
Net Adex

us$
million

2011 2012 2013 2014 2015E2016F

A Group member of viva
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VIVA groups’ FTA TV stations specifically target different
viva audiences

Audience Profile by Index

VIVA EMTEK ETRANS CORPI MEDIA

SCTV IVM  TRANS TRANS7 METRO

Gender Male 76 107 93 |105| 91 88 85 89 96 102
Female 124 93 107 95| 110 112 115 111 104 98
5-9 109 42 81 |114] 170 73 67 57 71 45
10-14 93 65 107 |123| 125 113 | 93 93 101 66
15-24 81 74 92 81 71 98 81 95 91 77
Age 25-34 97 83 89 99 94 85 90 110 106 83
35-44 114 118 105|117, 117 108 ' 106 99 110 119
45-54 104 145 119| 96 81 118 | 137 113 110 144
55+ 117 192 117 83 81 108 | 143 123 107 181
UPPER 1 68 134 79 86 55 71 89 108 77 162
UPPER 2 95 105 81 |110; 99 94 99 106 104 128
SEC MIDDLE1 | 113 96 102 |105| 112 108 | 99 97 104 90
MIDDLE 2 102 98 114 95| 103 114 ' 111 100 109 75
LOWER 97 69 127| 87| 105 88 93 91 87 58
:zgzi i 188 Irif)sreegfefgg;/ise Source: AGB Nielsen Media Research 11 cities, index, 01 J?S,o_uilexi{fzﬁ,?
Index =100 effective

15 (vt I v 7ne @ v.va,lsg.)



O VIVA manage to continuously improve its combined TVS

viva

meTRETY
meTRGTV

World C

<

vivak

CTCORP

} ¥

20 1 3 } CTCORP

3 *E Emtek

METRETV meTRETV

16.8% d
A

viva

-[ 2016 } v

2015 } N

16

A Group member of viva

, 16 Goan
Source: AGB Nielsen Media Research 10 cities, Share, all people 2012 - May 2016 Y mm @ vve16¢y
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Number of brands advertising through VIVA reach 53% of total brand in
> Industry. F&B products are the biggest contributor.

Viv

% of number of brand advertising in VIVA, ANTYV,
tvOne vs industri (2011-2015)

52% o4% 53%
490/0 500/0
39%
0,
35% 34934% 35%35% 37350,
32%
| | | 29%
2011 2012 2013 2014 2015

EVIVA  ANTV mtvOne

Source: AGB Nielsen Media Research

Advertising Expenditure by

Industry’s Segment FY 2015

mF&B

M Healthcare

M Telecomunications

M Toiletteries

H Financials

H Property

W Tobacco
Automotive

Household and others

A Group member of viva
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Q ANTV Share Performance
Al Daypart

Source: AGB Nielsen Media Research 11 cities, 1 Jan 2013 — 31 May 2016, TA : ALL PEOPLE

y: V. / y

RCTI 21 16.9 SCTV 19 158 RCTI 1.8 152 RCTI 21 180
+19.3%
SCTV 20 159 RCTI 1.7 144 SCTV 17 144 °_ ANTV 16 136
TRANS 15 120 IVM 14 113 420% IVM 14 123 / IVM 15 125
TRANS7 13103 o0, ANTV 13 112 =3 ANTV 13 114 SCTV 13 107
MNCTV 13 10.7
TRANS 12 102 MNCTV 12 103 MNCTV 12 99
Wb e = MNCTV 1.1 89 TRANS7 0.9 75 TRANS7 09 79
GTV 0.9 7.0
TRANS7 09 79 TRANS 0.8 7.1 TRANS 07 5.9
0.8 6.7
el GTV 07 6.0 GTV 0.7 6.3 GTV 06 54
TVONE 0.5 43
TVONE 06 46 TVONE 0.4 35 TVONE 04 32
L & & METRO 0.3 2.7 NET 0.3 2.9 NET 0.4 3.1
BCHANNEL 0.1 0.8 ' ' ' ' ' '
e - - NET 02 16 METRO 0.3 23 METRO 02 21
BCHANNEL/RT 0.1 1.1 RTV 0.1 1.2 RTV 0.1 1.2

KOMPASTV 0.1 0.5
KOMPASTV 0.1 0.6 KOMPASTV 0.1 0.9 KOMPASTV 0.1 1.2

A Group member of viva
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Share Trend Performance (2014 - 2016%*)
wiva All Daypart

All Station
e ANTV = RCTI SCTV —TRANS ==|\VM e MINCTV —TRANS7
——TVONE GTV =6—METRO e NET KOMPASTV RTV INEWSTV
21.0 -
18.0 -
15.0
=
'cco 12.0 +
wn
>
L=
9.0 -
6.0
3.0
0.0 —
c |l == | > c|35| | al ¥ > 9l c|lo|l=|x| > c|35| W o > vl c|lo|=|=| >
S g /& 832 °/2 80 2882 &8 322 800/ 248 =22 <28
2014 2015 2016
[Month] A Group member of viva
Source: AGB Nielsen Media Research 11 cities, 1 Jan 2014- 31 May 2016, EY B3 @ VIVA o (fu

20 TA : All People SEC



ANTV’s with new strategy proving to be a splash among female
viva audience

Female ===Male
130 127124124
123
119,
115
113 114
110 110 112110
109 109
110 — 105107107107, %8 108108
105 105
o & 04 104104104 102104

101101409 100100/
100
90
80 2013 102 98 82

2014 104 96

2015 111 89 77

2016* 119 82 75
70 [ T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T74T T74\

OO OO O OO OO T I I I I I I I IIIOLDOLOOLOWLOLOLOLILWL O O 0 O 0

O OO OO OO0 OO O

NNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNSN

c 5553533353855 55638 2358385355553 3530385%85563

—)LI_E<Z—i_’<(.DOZD_)LLZ<z_:;—::<$OZD_)LLZ<Z-)_’<$OZD_)LLZ<Z

Source: AGB Nielsen Media Research, 11 Cities, Index by Month, 1 Jan 2013 - 31 May 2016, A Group member of VIvVa

*without World Cup 2014
21 Y 3 @ waoo @)



a ANTV’s strategy and repositioning indicate share
viva  Jncrease

(TV Share) Audience Share ANTV _ .
14.8 ANTV latest TVS position in 2016
15.0 1 (Jan 01 — May 31, 2016)

14.0 - Reposition 133 138184 3.6

12.9

13.0 All Daypart

YTD 2014: 11.2 4 g0/
120 7 yTD 2015: 11.4 :

RCTI
11.0 YTD 2016: 13.6

+19.3<§/o 18.0

1

.............. iy A . ANTV
10.0 >

IVM
9.0 SCTV
MNCTV

TRANS7

8.0

7.0
After Repositioning, ANTV has TVS

6.0 average of 11,1 TRANS
5.0

e GTV
4.0 & TVONE
3.0 1 5 NET

Before Repositioning, ANTV has

] METRO
2l TVS average of 5,5 :
1.0 : RTV
KOMPASTV
0.0 T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T 1
— o n ~ (@)} — o (49} < < < < < < N N 7o) N LN Tp) (o} (o} (s}
= S 5 53 % 9% 9 % % 9 9 ¥ P DL IF % T I F T
N N N N N N N 8— S & = 5 2 3 5§ © & ] 58 3 S & =
g =z - =2 = w oz - = 3 g 2 - =2 =
(V0]
c
s
A Group member of viva
January 2001 - 31 May 2016, Source: Nielsen, based on the target audience All People, 11 Cities ot Il t7ne| @ viva..2 z(f.)
22 *



ANTV manage to contribute more programs into Top 15

viva Program Industry

Period : (01 Jan - 30 Jun 2015)

Top Program Industry (All People)

Period : (01 Jan - 31 May 2016)

Top Program Industry (All People)

No Program Channel | g ,\/@120 TVR Share No Program Channel | g o\ V2120 TVR Share
1 (D ACADEMY 2 IVM  [Entertainment:Talent| 4.3 | 21.5 1 |ANAK JALANAN RCTI  |Series:Drama 8.0 | 345
2 JODHA AKBAR Series:Drama 2 |TUKANG BUBUR NAIK HAJI THE SER  RCTI  [Series:Drama 46 | 213
3 [PREMAN PENSIUN 2 RCTI |Series:Drama 43 | 229
4 |7 MANUSIA HARIMAU RCTI  |Series:Drama 43 | 187 4 |TOP TUKANG OJEK PENGKOLAN RCTl |Series:Drama 35 | 194
5 |BINTANG PANTURA 2015 IVM  |Entertainment:Talent| 4.1 | 21.4 5 |SASUKE NINJA WARRIOR INDONES| RCTI |Entertainment:Game| 3.4 | 19.6
6 |TUKANG BUBUR NAIK HAJI THE SER  RCTI |Series:Drama 41 | 173 6 |DACADEMY 3 IVM  |Entertainment:Talent| 3.4 | 17.8
7 |MADUN SCTV  |Series:Drama 3.7 | 164 7 |CATATAN HATI SEORANG ISTRI 2 RCTI |Series:Drama 33 | 117
8 [XFI AUDITION 2015 RCTI  [Entertainment:Talent| 3.5 | 18.6 8 |THE VOICE INDONESIA RCTl  |Entertainment:Talent] 3.1 | 185
9 |SAKINAH BERSAMAMU RCTI  |Series:Drama 33 | 188 9 |MERMAID IN LOVE SCTV  |Series:Drama 26 | 113
10 |SAMSON & DAHLIA SCTV  [Series:Drama 32 | 155 10 [SENANDUNG MNCTV |Series:Drama 26 | 111
CINTA DI LANGIT TAJ MAHAL Series:Drama 11 |D'CELEBRITY IVM  |Entertainment:Talentf 2.6 | 13.9
12 |AKU ANAK INDONESIA RCTI  |Series:Drama 30 | 14.0 ANANDHI Series:Drama
13 |AISYAH PUTRI THE SERIES JLBAB | RCTI [Series:Drama 30 | 156 13 |ASISTEN RUMAH TANGGA RCTI |Series:Drama 24 | 173
14 |GANTENG GANTENG SERIGALA SCTV  |Series:Drama 30 | 135 14 |DORAEMON RCTI |Children:Series Anim| 2.3 | 20.1
15 |3 SEMPRUUUL MENGEJAR SURGA | SCTV |Series:Drama 30 | 20.6 15 |UPIN & IPIN MNCTV |Children:Series Anim 2.3 | 16.1
Source: Nielsen, 11 Cities, All People (Existing Program - First Run) A Group member of VIva
ey om @ vwe- ‘\’?')
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O ANTV’s foreign programs are well received

viva

Series:Drama
Series:Drama

3 DORAEMON RCTI Children:Series Anim/Puppe 2.3 20.1
4 UPIN & IPIN MNCTV  Children:Series Anim/Puppe 2.3 16.1

| 5 |VEERA ANTV  [Series:Drama
| 6 |KAALI & GAURI AN Series:Drama

Top Program Foreign — All Genre

7 ELIF SEASON 2 SCTV Series:Drama 2.2 11.3
CHAKRAVARTIN ASHOKA SAMRATANTV  [Series:Drama
ANTARA NUR & DIA ANTV  [Series:Drama

10 ROBIN HOOD MNCTV  Children:Series Anim/Puppe 1.9 13.9

11 ALVINNN!!I AND THE CHIPMUNKS MNCTV  Children:Series Anim/Puppe 1.9 15.2

12 THE NEW ADVENTURES OF PETERF MNCTV  Children:Series Anim/Puppe 1.8 12.7

13 BERNARD BEAR MNCTV  Children:Series Anim/Puppe 1.7 14.9

14 GANGAA SCTV Series:Drama 1.7 12.0

15 |FATMAGUL ANTV Series:Drama 1.6 9.8

Source: AGB Nielsen, 11 Cities, 01 Jan — 31 May 2016, TA: All People A Group member of Viva

24 [a vt/ tv7ne] @ VIVa o @



Q ANTV’s Top Program series #1 in Slot time

viva .
Series Performan®
VEERA
2.2 -
= i 1.6
S ,
o
EiUUUUU
| | | | A d
ANTV ~ MNCTV  SCTV RCTI TRANS7 TRANS GTV TVONE METRO
Source: AGB Nielsen Media Research, 11 Cities, 18 Jan — 31 May 2016, All People
2.4 ANANDHI
S 1.5 1.5
o : ,
- UUUUU
l J | | L J
ANTV RCTI TRANS7 MNCTV SCTV TRANS GTV TVONE METRO
Source: AGB Nielsen Media Research, 11 Cities, 01 Apr — 31 May 2016, All People
4.0 38 UTTARAN
g N
@
g b 0.6 0.4 0.3
\ 1 \ } l ] A d A d
ANTV RCTI SCTV MNCTV TRANS7 TRANS GTV TVONE METRO

Source: AGB Nielsen Media Research, 11 Cities, 01 — 31 May 2016, All People
25



o The New Eat Bulaga

viva
\ >t ‘bxi.‘"’;géa'/
V0 7
TA : MF 30-44 MIDDLE
|J
The New Eat Bulaga Indonesia # 1 in
Morning Entertainment Program (06.00
10.7 ~ 11.00).
8.4
X
7))
>
-
3.8
2.5
THE NEW EAT CCTV DAHSYAT(CO06) INBOX(CO6) RANKING 1 SUPER PAPA
BULAGA! INDONESIA
Source: AGB Nielsen Media Research, 11 Cities, 01 Mar - 31 May 2016 (Weekdays] slot Time 06.00-11.00 A Group member of VIVa

26 (vt I v 7ne @ VIVa coro Q



Q@ super Family 100

viva
: SUPER : TA : ALL PEOPLE
. r— = -
. ETNARN . i l aan |
: '- ,
HHEHH 2 Super Family 100
N 0. # 1 di Top Program Entertainment Quiz & Game
Show
2.2
1.7
X 1.3
o 1.1
>
- 0.7 0.7
0.4 0.4
SUPER FAMILY BAPER THE BIGGEST LAKI LAKI JUARA KSATRIA STRONGMAN RANKING 1 1000 TANYA
100 GAME SHOW TANGGUH CHAMPIONS
LEAGUE
Source: AGB Nielsen Media Research, 11 Cities, 01 Apr - 31 May 2016 (Weekdays) SRS

P
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@ ANTV #1 with Pesbuker

viva
TA : ALL PEOPLE
v
PESBUKERS
1 st Position on Top Entertainment Comedy Program
2.1
X
oc
>
-

1™

PESBUKERS(C10) OPERA VAN BRO & BRAY ILK INDONESIA IMPROVISASI STAND UP ISENG BANGET
JAVA LAWAK KLUB SELEBRITI COMEDY SHOW
Source: AGB Nielsen Media Research, 11 Cities, 01 Apr - 31 May 2016 A Group member of VIva

P
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g ANTV # 2 with Animation Program

TA : KIDS 05-14

27.1
2 14.6
2 12.3
10.0 »
6.5 6.3
4.6
L —
MNCTV ANTV GTV RCTI SCTV TRANS7 IVM TRANS TVONE METRO

ANTV has increased its time slot on children animated program, Curious George has reached 15t position in
industry on target audience Kids 05-14

A Group member of viva
Source: Nielsen Media ; 11 Cities; 01 Apr — 31 May 2016 (Weekdays), Slot Time 05.30-08.00 V] @ Gk o 22l )
29 vone) 7
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Q BAALVEER

viva
TA: KIDS 5-14
)
BAALVEER
# 1 drama series on its slot with TA KIDS 5-14
1.6
o\o 1.4
o 1.2
2
0.8
0.6 0.6
0.2
0.1
H [W—
ANTV MNCTV SCTV RCTI IVM TRANS7 GTV TRANS TVONE METRO

Source: AGB Nielsen Media Research, 11 Cities, 01 Jan - 31 May 2016, TA: Kids 5-14

A Group member of Viva
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Q NEXT ANTV PROGRAM ON 2016

viva

TURKEY

Condor

\‘Hero \d
| EALTTES Ry )| 4 ! \'
-

muumb“ 158!

————

A Group member of viva

Unparalleled know-how in discovering global content, S - O
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2016 >

S &
- e

2015

2014
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Q tvOne lead in terms of number of viewers in all
categories

viva

9%
10%
22%
19%
17%
12%
11%

51% Male
49% Femal

e

0.2

B TVONE

12% Academy+

0.4
62% Secondary+

oa

5% Not Formal

Elementary

METRO

Source: Nielsen 10 Cities TV Rating (%] Jan 1 - May 31, 2016
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B TVONE
METRO
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21%
10%
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m TVONE

METRO

Socio Economic Classification (SEC)
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WL ocupation

5 8% Entrepreneur
3% Professional

19% Housewife

36% Worker

34%

Student
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o tvOne dominates TOP 10 Talkshow Program

viva
tvi?ne
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LAWYERS CLUB  JOKOWI MENJAWAB JOKOWI MENJAWAB MATA NAJWA(FO05) - WAWANCARA APA KABAR NSI NEWS STORY DEBAT CALON MENCARI MEJA BUNDAR
- SCTV - IVM METRO EKSLUSIF INDONESIA MALAM  INSIGHT - METRO KETUA UMUM NEGARAWAN KERJA
GOLKAR UNTUK - METRO
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Source: Nielsen 10 Cities Jan 1 - May 31, 2016 TA 15+ Upper Middle 1 Sue
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atVOne's Top Program

viva
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No Program
1 APA KABAR INDONESIA PAGI (FO03)
2 LAWYERS CLUB

3 7TAHUN MILAD DAMAI INDONESIAKU
4 BREAKING NEWS (F03)

5 WORLD BOXING (L)

6 MENYINGKAP TABIR

7 DAMAI INDONESIAKU (G04)

8 WAWANCARA EKSLUSIF

9 KABAR MALAM

10 ONE PRIDE MMA INDONESIAN MIX (L

INDONESIA
WILS

Ub

AWYERS

Source: Nielsen 10 Cities Jan 1 - May 31, 2016 TA 15+ Upper Middle 1

Genre

Special News

News TalkShow

Religious Preach/Dialog
News Special News

Sport Match

News Feature

Religious Preach/Dialog
News TalkShow

Hard News

Sport Match

TVR Share
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viva
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Thank You

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