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Taiwan Background



@ Taiwan background data & information

Taiwan 2022

Area (km**2)

36,197

Populations

23,198,133

Total households

9,014,700

Average persons per household

2.57

GDP (nominal) per capita (USD)

35,510

Cable Hosueholds

(June, 2022)

4,693,685

MOD (IPTV) Households

(Oct. 2022)

2,049,605

Mobile accounts

(Sept. 2022)

29,872,838

Fixed Broadband accounts

(June, 2022)

6,470,766

52%
23%

72%
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@ Total Available Market of Taiwan

Paid TV Advertisement

US$ + US$

1.1B+ 2.0B+

« Taiwan : 9.0 million households - In Taiwan, total Ad revenue is US$2.6B/yr
» Cable: 4.7 million households - Digital ad is US$1.7B/yr (> 67% of total ad)
« IPTV: 2.0 million households « CTV ad is the next big thing

« OTT service is ramping up rapidly



@ Taiwan Cable’s Cord-Cutting

Cable ( Households) Household Ratio For Cable

5,300,000 62.0%
5,200,000 - 60.0% -
5,100,000 -
5,000,000 >8.0%
4,900,000 56.0% =
4,800,000 54.0% N
4,700,000 52 0%
4,600,000
4,500,000 50.0%
4,400,000 48.0%
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Data source : www.ncc.gov.tw
Cable Cord Cutting due to: lllegal piracy ISD
CHT MOD
YouTube + OTT



@ Taiwan TV ad & digital ads landscape

. 60,000
;J\?VIS'(NTS) 6660 /
40,000 /
30,000 / — Digital ad
s L A NT$17.88 — 'V 2¢

— Other ads
’ /

Data Source : https://maataipei.org



OTT In Taiwan



Livy,

OTT Operators in Taiwan

OTT in Taiwan
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Taiwan OTT Association

Video Platform Music Platform
Independent OTT Media OTT Music OTT
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Taiwan OTT Comparison
Different Content Types, Different Business Models

Services Content type PLIETY (CATCHALAY ——;:i:i NETFLIX Q; 7—;’_{5 fricay myVidee g
LiTV KKTV | LINETV | Catchplay | EBI&48%5 | Netflix | Disney+ | =11Vidol | Kif4gtv | BME EiE SN PEERE
Drama [ ] [ ] [ ] O [ ) [ ] © @) © [ ] [ ] [ ]
Variety Show [ ] O O [ ] [ ] © @) ©) © O
VOD Mqvie [ ) O O [ ) o [ ] O O [ ] [ ] [ ]
Anime [ ] [ ] © [ ] [ ] [ ] O [ ] [ ] [ ]
Children (] © [ ] (] (] [ ]
US Drama [ ) [ ) Q
Linear Channel () O [ ] © ©) ©) [ )
4008
Channel Volume (& VOD 28 90& 2286 68 68 80&
channel)
VOD#&3E [ )
TV devices e | O O O O o | o © | © O O O
Devices & AVOD Variet?/ r;:; ?N few free few free Variet?/r;r:) ?N free few Drama Drama few
Pricing SVOD pricing $150 $149 $199 $100 | $270t | $270 FEEBE|  $199 $250 $199
Channel Pricing $268 $169 $168 $169 free free $168
oTT ([ [ ([ [ [ # # [ [ [ [ [ [
AVOD /FAST c1v () # # () # # () # #

@ Large volume
® Deployed

® Average volume

# Plan to deploy soon

O Small Volume
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Taiwan Cable - MOD & OTT

Cable Telco
: hE= SE/8E| AKKXEHE a8 hEEE
Sl ETillEE CNS Kbro TBC | Top MSO || CHT MOD
LiTV . . .
: Disney+ LITV LiITV :
OTT | Py | mide  wpy | wenv || et
Partners Seocy | LneTV | myvideo HBO Go T
KKTV HBO Go HBO Go

Top five Cable MSO and CHT’s MOD
are all partnering with OTT companies
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Taiwan OTV & TV coverage

Multi-screen viewers account for 66%. Mainly viewers of OTV are ages between 30+ and has rapidly increased in elder

age groups.

TV/0TV VIEWING BEHAVIOR OTV AUDIENCE BY GROUP
86 % Unit- ‘000
watch TV
(-2%) 3000
“fgl“‘ow o 2500 2403 2482 24371
(+3%)

Base: people aged 12-65 years

Source : Mielsen MI & LI Taiwan 2018 & 2019

TV population= P1D TV viewers
OTV population= Current viewer

watch TV on 1987 2070 2121
(-3%) 2000
1500
1000
500
: i N

15-29F 1529M 30-44F 3044M 4565F 4565 M

. Coverage YOy

Base: Internet users aged 12-65 years.
Source: Nielsen MI & LI Taiwan 2019 .

* 68% of LiTV AVOD users are still watching cable TV.
* 61% of paid LiTV subscribers are still watching cable TV.

16%
14%
12%

o]
Ea
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Strategy for OTT
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OTT Business Model

SVOD

Subscription VOD

Movie, Drama, Variety shows

AVOD

Advertising VOD

Drama, Variety shows

Linear channel

Paid or Free

News, Drama, Variety Shows, Movie

Most of Taiwan OTT operators are using
SVOD : Movies, exclusive Drama

AVOD : Drama

SVOD + AVOD : Hybrid business model

15



@ OTT Business Model - is moving toward AVOD

TOP OTT Providers

SVOoD SVOD + AVOD
5| BT B RS 5 B U e (s + B S I R R 1

NETFLIX e mmp hU HBOMOIX

prime video 'tv+ € discovery+ g)ﬁ

p ) S aramount +

peacock:

Slide from () theTradeDesk
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2011 - 2020 Traditional TV ad vs. Digital Ad in Taiwan

W EEES(ErT) BRES (Bm) — ERERES IS (M JF ML) (fB5T)

800 762 300
739

71

TV advertising

508 609 revenue decrease
600 L year by year 225
\\ Mobile, computer ad
400 \\ revenue increases year 150
240.6 248.1 245.9 \\
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CTV ad market is growing significantly USA

CTV ad Growth

US$29.5B

3.3xin 5 yaers

$29.50

US$9.03B
$1910

47.5%
40.6%

2019 2020 2021 2022 2023 2024
B CTVadspending [ % change [ % of total media ad spending

MNote: digital advertising thot appears on CTV devices; includes display ods thot appear on
home screens and in-stream video ads that appear on CTVs from platforms like Hulu, Roku,
and YouTube; excludes network-sold inventory from traditional lingar TV and addressable TV
advertising

Source: eMarketer, Oct 2021

270285 eMarketer | Insiderinteligence.com

https://www.insiderintelligence.com/content/us-ctv-advertising-will-approach-60-growth-
by-year-end

Combined US Linear and Connected TV (CTV) Ad
Spending, 2019-2026

billions
Bl : 1018 (=7m) $103.77

$99.47

$95.71

$87.24 $90.21
$77.01 $79.85 o
$70.79 $18.89 | s23.90 | ¥285
$6.42 A $1419
$70.59 ] $61.76 J $65.66 § $68.35 || $66.31 §} $6717

2019 2020 2021 2022 2023 2024
M LinearTV [l Connected TV (CTV)

CTV Ad
$33.54 37.4% f

Traditional TV
Ad 62.5% ¢

$65.93 § $64.94

2025

Note: linear TV includes broadcast (network, spot, and syndication) and cable TV, excludes
digital; CTV includes digital advertising that appears on CTV devices; examples include
display ads that appear on home screens and in-stream video ads that appear on CTVs from
platforms like Hulu, Roku, and YouTube, excludes network-sold inventory from traditional
linear TV and addressable TV advertising

Source: eMarketer, March 2022

275631 eMarketer | Insiderintelligence.com
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Livy,

YouTube is pushing CTV Ad

PRESSLAB ) \it | “ Send to
www.moztech.cc/collections/%ES... e - phone

Shoppable CTV Ad

Skip >l

19



YouTube is pushing CTV Ad

YouTube : Traditional TV = 68% : 32%

Best

Reach Practice

7.5M  67%

Total Reach Reach

100% traditional
TV budget

5.08M 45%

Total Reach Reach

£ YouTube

20



Id

The advantage of CTV Ad

Trough CTV Household Graph data

CTV ads can precisely target right audience

CTV ads can re-target audience through different devices

Traditional TV ads

Y
B
LINEAR

TV ad

Lean back
mode

Premium Ads
High VTR

+ Digital video ads

Target right
Audience

Ad exposure
replaces
ratings

DIGITAL
Video ad

Viewers see different CTV ads when watching the same program

21



Livy,

The largest domestic OTT in Taiwan

22



LiTV Taiwan Inc. - Two Business Groups

LiTV - OTT Service LIAD - Ad service
400 TV channels and 60,000 hrs VOD Alliance with 100+ media companies
Supports CTV, mobile, PC, car vehicle Covers CTV, OTT and OTV
over 8 million OTT users per month Ad across - devices, media, platform, data

Reach over 16 million consumers per month

23
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Linear Channel :

Video-on-Demand :
Devices supported :

Members :

Digital Ads:

LITV OTT

The largest domestic OTT in Taiwan

* > 400 channels

* Users use EPG to select programs
in VOD-channels

* with CTV ad enabled

* > 60K hours content
* support AVOD - SVOD - TVOD

2, £3¥E Google Play

EE N
*OTT STB » Smart TV * Cable STB @ 2019FEEH IR
WERR  (mmmgarp) (BEMRIEAPP )

* PC  Mobile / Tablet - Car

* AVOD : MAU 8 millions

* Mobile/Tablet - PC + Outdoor Two 2019 Goggle Play Awards
*CTV ad (OTT & Cable)
* reach > 16 millions users/ month

24



YOUTUBE, LITV, NETFLIX LEAD DAILY USER ENGAGEMENT

I AVERAGE DAILY TIMESPENT BY PLATFORM I

100
90
80
70
60
50
4
3
2
1

Minutes/day
o o o o

o

YouTube

Netflix

iQlyl Taiwan
Friday
KKTV

MyVideo
Apple TV+
WeTV

Source: AMPD Research, Q2 2021

NAVIGATION

SECTION |: DECODING ONLINE VIDEO IN TAIWAN

Hami Video

Line TV
CatchPlay+

HBO Go
Yahoo TV

Amazon Prime...

GTTV

ELTAOTT TV

Vidol

PTS+

=
|_
oo
=t

Taiwanese VOD users spent the longest
time daily on YouTube, with the average
user streaming 85 minutes per day in Q2

2021.

Among SVOD / freemium platforms,
average daily time spent on LiTV was the
highest with 80 minutes, supported by
strong consumption of its linear channel
content, especially news, infotainment,
and kids during the COVID period.

Average daily time spent on other
platforms: Netflix (68 min.), iQlYl Taiwan
(66 min.), Friday (65 min.), KKTV (65
min.), and MyVideo (60 min.).

Vidol, PTS+, and 4gTV had the lowest
average times at 33, 28 & 25 minutes,
respectively.

AMPD» 25



LITV CTV

excellent TV watch experience

LiChickes
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The advantage of CTV Ad

Can target audience’s City, Gender, Age, Interest

Businessman Engineer Student

Traditional TV viewers watch the same TV ads
CTV viewers watch different CTV ads
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&I CTVad - advanced ad technology

Live / FAST Channel »

) B SSAI live channel

m Play-out channel
® VOD-channel

2 (o]

T

WaMRRA \

5899-
(TR L TTRE 1) 4§38 L1 R}
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AVOD inventory »
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&9 SSAl-Server-Side Ad Insertion

TV News Advertisement TV News

a*aq L Ll =P HD

TV N Original TV Ad m@%mﬁwnmwv
ews 8%
channel 2 p3 p4d p5
OPLA'F/H 1}§L,('F/E
Dynamic placement | o SHB7IES | BRRREEETEAR
CTV SSAI AD BREI¥D T

D

ERBER & fil’iﬂl&ﬂiﬂs 49%

TV News >B »C >D >E ‘IIEEEBV EE
channel 0

:w-sa MEFRIESY, \VEX BRI ER TR
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&P CTV ad: support household data

ID#00123

e Support Household profile 9P20@®
— Know family members J_ -
— Know their devices ’ 1 7 Y
— Know family members’ interests m ‘
UID#04
e CTVad -~
? 5

— With target audience enabled UibHoL UIDHO2 UIDHO3 '-‘
. 00

— With ad frequency cap supported £
— Can send re-target ad to ' = \ l N ¢
members’ personal devices .ﬁ o' Ox

ID#0401 ID#0402



Illegal piracy in Taiwan

31



@ Piracy - The biggest challenge for OTT

- illegal piracy content
« Website - App ' ISD

* illegal piracy content signal source

« Using content links from YouTube : DaliyMotion
* International server sites with local CDN
* Free cloud storage (the most popular way now)

32



Livy,

Piracy - The killer of OTT business

all content pool life-time Free
(Drama, Movie) ( Linear channels)

Impact OTT - Cable Impact Cable

lllegal piracies do not bear content and CDN cost
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@ Big business loss due to illegal piracy

AGE % (26428F)
X
1780 _E4AEEH) (90%)
X

R EZEERLLH (91.1%)
X

RTELEHI (77.9%)
X

VIFAFREETREGE

ZhR 4814/ APPfERLEL I (79.9%)

OTTEYHE (NTD 175) &
X 28318 JE/E

12{EH USS$9.5B/yr

FE 2018Q3

AGEE(F) 26,421,183 ARIGE : NCC
FE 2018Q3
T8 EABLER 90%
K EEEFEMLA 91.1% -
KRITEELH 77.9% EHHRE: ;

BHRBIL/APPERILLE]  79.9%  RFBEEF(201810)

OTTEE fRFZIEE B#%(7w)
ELTAOTT &8  LiveBi&& 129
BHE E2VIPES 166
LTV S S 199 o
friDay® & EEIE Fiskd 199 AR
myVideo BE=FTEE 199 LT
KKTV KKBOX Prime 199
N=8 LtES BERER 168
REHE : RAF

Data source : Institute of Information Industry
BRg 2018
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@ Example : piracy - Maple (8maple.ru)
W ol d

PnEKBEER
(This Domain Has Been Seized)

E%@E&#ﬂiﬁ‘é{?*EEE%nﬂ'—fl%&%Eéﬁiﬁiﬁ » ZERSER D AR MEIR > IEEASF]

The website is in violation of the Copyright Act of the Republic of

China (Taiwan) for its unauthorized use of materials. Investigation is
currently underway.

ABEFEBREN S ERBEEAR B

Criminal Investigation Bureau (Taiwan)

April 8, 2020
Crack down Effects: CDN bandwidth +35%
DAU +100%
Daily new paid subscribers +300%
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@ Actions to Fight Back Piracy in Taiwan

Due to freedom of speech : Taiwan has no site blocking

IWL : Block piracy sites” ad revenue
BSMI : Block ISD hardware sales

Copyright Law : Article 87-1-8

BSMI : Bureau of Standards, Metrology and Inspection
ISD : lllicit Streaming Devices (set-top box)

36



@ Copyrlght Law Article 87-1-8 01953

H871%

B MNIBEZ—2&  BRNEZEREIN  BARZZFEARRE

J\ -~ BRI A RNREZES A REBR 7 EFEE2FMER  SEHARERBEREEZSEE - 5 M
B2z —m=RBEHES

(&) REAREHEEZSZFEEMI ZERER -

(D) 152 - BB R EH AR ERE 7EikE -

(=) S BANEESEE —H /EREN R ENRM -

AIRSE TR B\RZITR/A - KENESHEMIGBENR - & - FE - B - RRARFAE - RE

w2 2E -
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@ Copyrlght Law Article 87-1-8 01953

Article 87

Any of the following circumstances, except as otherwise provided under this Act, shall be deemed an infringement of
copyright or plate rights:

8. Knowing that the works broadcast or transmitted publicly by another person infringe economic rights, with the
intent to provide the public to access such works by the Internet, acting as follows, and to receive benefit there
from:

(1) To provide the public with computer programs which have aggregated the Internet Protocol Addresses of
such works.

(2) To direct, assist or preset paths to the public for using computer programs in the preceding item.

(3) To manufacture, import or sell equipment or devices preloaded with the computer programs of the first item.

A person who undertakes the actions set out in subparagraphs 7 or 8 above shall be deemed to have "intent"
pursuant to that subparagraph when the advertising or other active measures employed by the person instigates,
solicits, incites, or persuades the public to use the computer program or other technology provided by that person
for the purpose of infringing upon the economic rights of others.
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www.litv.tv

Ta-Wei Chien

twc@tgc-Taiwan.com.tw
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