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Interpublic Group of Companies

A global provider of advertising and
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Changing Thailandmediascene

Total Thailand Advertising
Expenditure

Impact from Digital TV

The Multi Screen

Aging Population
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Industry Spending 2015 Projection
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Source: Nielsen NMR AQX APR 2015




2015 Est. o
industry growth 5/0

2015 Market
inflation 16%
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Foresee market continuously decline
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2015 Top 10 Category Ad Expenditure

2014 reiccom
o I
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+10%
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Source: Nielsen NMR AQX Jan-Apr 15 vs. Jan-Apr 2014




YTD Apr. 2015 Top 10 Advertisers Ad Expenditure
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Thailand Online
Advertising Expenditure
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Increasing Trend Of Digital Spending

2012

19-38%

growth

[] Offline
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Total Online Advertising Breakdown by Category

Commuhications

Cosmetics ) Care

Packaged Food
Fast Food

HH Care

itomotive
Oral Care

Beer & Liquor

Real Estate Hair Care

Toiletries
Beverages

Banks

Travel

2014
Beverages
Banks
Communications
Travel & Tours

Motor Vehicles
Hair Care

Real Estate
Skin-care
Insurance
Dairy Products

Source : DAAT report 2014
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Communications

Oral Care 1.8%
1.99
Fast Food 292{2)
Retail 2.3%
. 2.4%
Oil & Lubes 2.7%
Insurance 2.7% |
. o)
pary >4 /30.7%4.5%4-7%
Real Estate |

Banks

Beverages

Travel Hair Care
Ratio Mix
11%
10%
9%
9%
8%
7%
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5%
5%
4%
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Digital Ad Spend by Platform
100% Ve
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m Creative Prod m Mobile ® Instant Msg m Others

Source : DAAT report 2014 17 Inltlatlve




e The market 1s down

* Key players more
aggressive

 Revisit your media mix

* How much % mix for
your online medium

e 100% FTA or mix with
DTT
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The change of ThailaﬁdWMédia scene

-
Impact from Digital TV

\_
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From 6 channels to 36 channels
A XN N N RN NN RNNNNNNNNNNNNNNNN NN N NN N

Create their own'
watch list
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Fragment & Difficult to Reach

Declining on FTA viewership

60,000 l
50,000 - :
40,000
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WORK

ENTERTAINMENT

POINT

Migrate from Cab/Sat to DTT
Expand audience base
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WORK

ENTERTAINMENT

POINT

Good content generate high rating
Opportunity for partnership

o) J
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HTTV
TV(DTT
NA(TIOl\? TV
(DTT)

The loss from CH7 & 3 shift to many

CH3
CH7
Hog
(DTT)
e NOW TV (DTT)

C
e \[ONO 29 (DTT)

e CHS8 (DTT)
e \WORKPOINT
TV ]%DTT'P
e ONE (DTT)
e PPTV (DTT)
e 3SD (DTT)
e 3HD (DTT)
e AMARIN
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Top 5 programs by Average Rating
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Sample of DTT Cost

70,000 -
o Cost efficiency
’ M)
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Source : : AGB NMR Arianna & Initiative Cost 27 Inltlatlve

(target All 15+ NTW)




Higher investment in 2015

Jan-May 2014 Jan-May 2015
%ADEX Share of TV Platform %ADEX Share of TV Platform

(o)
0.3% 197
1.2%

e, - -

CABSAT
mTVS
mDTT

Actual cost of total TV rating which separate as FTV, DTT, Cab/Sat , true vision
2014 vs 2015 Jan-Apr
28

FTA

CABSAT
mTVS
mDTT
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Advertiser

Spend more to gain

Room for new
partner

Cost saving via
last minute buying

consumer

More variety of choice,
Personalize

the same reach

Win by good
content

Tough situation
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The change of ThailaﬁdWMédia scene

-
The Multi Screen

\
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B®UNDLESS PLATF®RMS

The New Multl-Screen Impact
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Fragmentation on
TV viewership

Expand panel,
lead to major

niclscni.

© 6 0 0.0 0 0 0 0

Consumer behaviors
change

§ nihative




MULTI-SCREEN CONSUMERS
WHO ARE THEY?
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DEVICE OWNERSHIP IS FRAGMENTED ACROSS
MORE DEVICES THAN EVER

80%

(+25%)

21% [+ 2]

(+50%)

Game Console

23%

(+130%) Smart TV

749,

(+72%)

Lapt Smartphone

5 1 L 64%

. Desktop PC (-6%)
avg. devices
owned
(TH 5.1 vs Global 5.6)

46%

(+121%)
Tablet

® 33%
= (-6%)
MP3/MP4
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WORKING ADULTS INTERACT MORE IN
AN "ECOSYSTEM OF SCREENS”

working adults geazs.
5. 1 2 5.5
(aA\,,?Z )dewces owned
‘:l — llleer‘S(aged 12-24)

> 4.8
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THE MORE INTERACT TIME WITH MANY
DEVICES, THE MORE CONCENTRACTION

4.2

hours/day

1

average
3 ] 7 Time Spent 3 . 7

all 12+
hours/day

\ 4

FreeTV : 3.3
2.6 Cab/Sat TV ; 2.5

Watch online . 09 (any devices)
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MULTI-SCREEN
HOW IS IT USED IN DAILY LIFE®
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MULTI-SCREEN LIFESTYLE THE BIG CHALLENGE TO
TRADITIONAL MAIN SCREEN

Ql6a & Q16b Device genera | usage WD/WE — shape of the day : All 12+ (N500)
p— - p—
l @ T\// Smart TV
/ e Comp/ Notebook
V e Smartphone
r N Tablet
T T T k T J T T T T T T T T k T J T T 1
m 5pm 8pm 11lpm PEIN . 5am. 8am. 1lam. 2pm. 5pm. 8pm. 1lpm. 2am.

MOBILE/LAPTOP USAGE PEAK IN DAYTIME
TRADITIONAL PRIME TIME TVR IS IN DANGER
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CONSUMER RELATE TO EACH DEVICE IN
UNIQUE WAYS TO CONTROL THEIR
CONTENTS FLOW

Q16a & Q16b Device general usage WD/WE — shape of the day : All 12-24 (n117)

- 3>
~

70%

60%

-
2~ b
50% ———— y - N
-

40% 1 >

/ 4 e T\// Smart TV

0, _— A —
30% e Comp/ Notebook
20% - \ e Smartph
’ phone

10% f \ \ Tablet

0% T T T T T T T T T T T T T T T T )
5am 8am 1lam 2pm 5pm 8pm 11lpm PEIN 5am. 8am. 1lam. 2pm. 5pm. 8pm. 11lpm. 2am.

“ALWAYS-ON”

. ®

0% T T T T T T T T T T T T T T T
5am. 8am. 1lam. 2pm. 5pm. 8pm.

Q16a & Q16b Device general usage WD/WE - shape of the day : All 25-34 (n153)

70%

60%

50%

40%

30%

20%

10%

1lpm. 2am.

Q16a&Q16b) When do you use these devices on Weekday and Weekend

39
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Source : IPG Mediabrands Multiscreen Tracking Survey 2013 (500 samples, Aged 12+ Bkk & Urban who watched TV/VDO contents in P7D)



ATTENTION SHIFTS FROM PRIMETIME TO "ALWAYS-
ON" YET TV REMAINS KING OF AUDIENCE REACH

merge traditional and digital media
across interchangeable interactive screens.

To maintain the same REACH & ATTENTION
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| How can we manage our TV plan
| | + i among the multiscreen worlde

Mmatrix

Utilize Inititaitve proprietary tool
Opftimization touchpoint mix
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Buy more in prime time is not 100% worth

FTA

50% : 50% 600 105  43%
Cab/sat 45% - 55% 600 100  42.8%

40% : 60% 600 99 42.6%

Utilize I I I at r IX to find out the right mix
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Shift budget to Online VDO to gain more reach
/~ More mix of online VDO will gain higher total GRP )

Optimum

Scenario : Budget mix between TV & online VDO

1000 -
900 - o 786 813 840 - 8¢
388 - . 453 480 706 /33
600 | mamn o8 130 163 196 228 261 204 90

500 -

£ 400

0300
200 -
100 -

O o

Mix0% Mix1% Mix2% Mix3% Mix4% Mix5% Mix6% Mix7% Mix8% Mix9% Mix10%

Optimum mix of online VDO @8% of total TV spend

50 451 45.8 460 46.4 46.9 47.1 473 g4
428 427 434 444 ' 40

* 2.2 3.1 4.0 4.6 W 5.7 6.1 65 | 3.0

% 40 - - 2.0
9 - 1.0
§ * - 0.0

Mix0% Mix1% Mix2% Mix3% Mixd% Mix5% Mix6% Mix7% Mix8% Mix9% Mix10%

\ mmm TV only TV+Online VDO ——Increamental online Reach
|
intiative”




Cost efficiency by Threat as one TV
mix FTA & DTT channel
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The change of ThailaﬁdWMédia scene

-

Aging Population

\
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Aging population will be the biggest
shrunk in next 10 years

2015

2014
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* Downward trend of birth rate on the other hand the better
performance of Thai health care are caused to expand the ageing
population
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Active Senior ITnactive Senior
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Active
Senior

Support for out of
home activity
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Active Senior

A LMD Yy A A A

- )
Don’t want to be alone

Index vs all age

LIKE TO TRAVELLING 24 = Adult
59 |
LIKE TO HAVE CLOSE FRIENDS TO SUPPORT IN HARD TIMES >0 22
Aging

ENJOY SPEND TIME WITH FAMILY 14

* INitiative

Source : IMS media index 2015 Life Attitude




Active Senior

BLACKMORES

FOR 50+ €D

SUFPORTS DAILY ENERGY LEVE
:Hsm mm and CoQI0

“Sigpets ealthy bones and joints
VERRYSUPPLEMENT [100 CAPSULES | AUSTL 149670

Sfill want to look good Healthy mindset L

Index vs all age

ROACTIVE MULTIY

Index vs all age

HEALTHINESS IS MY 5
ATTRACTIVE 10 BEST WISH = Adult
RELY ON HEALTHY , Aging
FOODS
KEEP YONG LOOKING 19 USUALLY g?KEEEﬁE 3

” INitiative

Source : IMS media index 2015 Life Attitude
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Inactive Senior

continue...

UNIVERSAL
DESIGNS "

Increasing trend of
single life . e Living in town

74

Married status of age 50+BKK

* Small condo / house
 Universal design

SINGLE DIVORCED MARRIED ’ Pet C bUddy
= 2011 = 2015 52 Inltlatlve

Source : IMS media index 2015 vs 2011




High purchasing powder

PROVIDE MY CHILDREN WITH THINGS I DIDN'T HAVE
QUALITY OF PRESTIGE PRODUCTS IS MORE IMPORTANT

BUY PRODUCTS RECOMMENDED BY EXPERTS
WILLING TO PAY MORE FOR FAMOUS BRANDS

CONSIDER PRICE FIRST WHEN SHOPPING

HEALTHINESS IS MY BEST WISH
IMPORTANT THAT MY FAMILY THINKS I'M DOING WELL
LIKE TAKING RISKS

ENJOY LIFE & NOT WORRY ABT FUTURE

Source : IMS media index 2015 Life Attitude

5

6

4

48

2

76

4

31

-
©
a1 w
oy — ©

53

29
pr

46

22
-17

3

19
-14

-23

Index vs all age

Quality = Adult
product

Nel 1 Aging
Health
plan
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4 A
Spend longer time on

internet usage

% time spend of daily 43 43
internet usage

34

= 2014

25
22
2015
0 12

30 Min 31-60min 1-2HRS 2-3HRS 3+HRS

b4

\ Source : IMS media index 2015 )

(

Faster growth of
Facebook user

rf Age45+

Facebook User age 45+Yrs

3,570,00

145,000

2011 2015

INitiative

\Sour‘ce : Facebook Thailand




High usage on instant messaging
Trigger with Visual

00 TRUE-H & 11:55 AM 7 38% W) 000 TRUE-H  11:51AM 1 37% M) 0000 TRUE-H 7 11:51AM 1 37%@_ *#000TRUE-H T 11:55AM

B

Tasug maaely I

LaiTawa anganim v
ua7 lnase

i
#

witiagauw luvnae g
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Device to connect internet

Either mini
size of tablet
olg
bigger size of
smartphone

(not too heavy not too small )
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Online

Shopping
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Aging Population
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