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Target Markets

2nd & new Generation Filipinos

1st Generation Filipinos



FILIPINOS COMPRISE
THE 3RD LARGEST

ASIAN GROUP IN THE
US

22%

20%

4,500 ,000.00

8%

1,500,000 .00

0.00
CHINA NDIA PHILIFPINES VIET NAM KOREA JAPAN

5,025,817 4,402,362 4,037,564 2,104,217 1,887,914 1,466,514 Sources:
| Pew Research Center analysis of 2017-

2019 American Community Survey




FILIPINOS ARE THE 2ND
HIGHEST INCOME EARNERS
AMONG OTHER ETHNICITIES
IN THE US

Median household income varies widely among Asian Americans

Median annual household income, 2019, by origin group

Vietnamese $70K ,
Laotian $61K Korean $72K

Nepalese $55K Hmong Japanese $83K
Burmese $44K I AT CMnese$825J

Y

$40  $50 ) $70 $80 $90 $100 $110

Sources:
» Pew Research Center analysis of 2017-
2019 American Community Survey




TFC VIEWERS OVER-INDEX IN CONSUMPTION
PREFERENCES VS AVG. US HH & comscore

HH’s that purchased products/services at the below categories watch The Filipino Channel at a higher rate than the
average U.S. HH

- An index of 100 is the average and a score above this denotes increased viewer activity during network programming such as inquiries,subscriptions, and purchases.
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EXPANDING REACH THROUGH MULTI-PLATFORM DISTRIBUTION

TV

Pay TV
| 24-hour cable/satellite
subscription service that
offers the best all-Filipino
programming worldwide.

OTT

OoTT
AThrough our owned and

operated OTT platform
iWantTFC
1 Online streaming of all
programs, movies and
specials anytime and on
any device.
1 Available through iOS and
Android App and through
Roku and Smart TVs

TVOD

Theatrical and TVOD
| Theatrical and TVOD

distribution of Filipino films
| Films with subtitles in
multiple languages

ONLINE

Online and Social Media
| Widest digital footprint of

Filipino content in leading
online publishers of news,
entertainment, sports,
music, lifestyle through
ABS-CBN websites

| One of the most
subscribed and followed
accounts on various social
media platforms

EXPERIENCES

On-ground Events
| On-ground events

engaging with audience
face-to-face, and
discovering new markets




¢ VIEWERSHIP IN
TFC® NORTH AMERICA

» O [

CABLE/SATELLITE* OTT* YOUTUBE***

887K 797K 902K

Sources:

*Comscore
**Amplitude
***YouTube Analytics
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US VIEWERSHIP * ? i ¥
HIGHLIGHTS
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| Total Households (|n thousands)
OCTOBER 2024

TFC IS THE MOST - il

WATCHED MULTI - l.
CULTURAL J . [

NETWORK ON US TV.

Viewing Hours (in millions)
OCTOBER 2024
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US VIEWERSHIP °
HIGHLIGHTS

TFC reached more households across key dayparts on weekdays & weekends

Households Reached, Weekdays Households Reached, Weekends
09/30 - 10/27 09/30 - 10/27
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110
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100
111 100 98
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100 95
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44

40
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TOTAL HOUSEHOLDS (+000)
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M am 9am-4pm 4-7pm 7-8pm 8-11 pm 1lpm-2am 2-6am 6-9am 9am-4pm 4-7pm 7-8pm 8-11pm 1lpm-2am 2-6am
ETFC EGMA mTFC mGMA




US VIEWERSHIP °
HIGHLIGHTS

i comscore

A _ | R

TFC has minimal audience overlap with major networks. Comscore’s Second-by-Second data reveals stickiness
of TFC’s audience.

[ S BT R

Total Owverall Audisnce
22 ,832 : on TFC's show Darna 22,416

= comscore
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TIFC

®
'wa nt l FC THE BIGGEST LIBRARY

OF FILIPINO CONTENT

TFC owned OTT and streaming platform serving Filipinos all over the world

-

\|

W iWantTFC LOG IN

t 5 el |
A new, bigger home to binge-watch Filipino

movies and series.anylimeé, anywhere!

= Sign Up to Watch




W iWantTFC

USA Canada
605K 192K
(" Unique Users ) (" Unique Users )
— 24.0M 90.19M
iw // ( Total Views > < Total Views )

ooooooooooooo

watch Source: Amplitude, July  -Sept 2024 & Appstore
h |-




Video Completion Rates by Category

Industry Standard

W
TFC

Average Completion Rate

video adeii REAL ESTATE AND PROPE 81.57%
compared to

general market CARGO 79.39%
standard of :

73.33%. :
AUTOMOTIVE 81.18%

PHARMACEUTICA . 96.72%
BANKING AND FINANC 83.73%
LAW FIRMS 82.82%

| | |
0.00% 20.00% 40.00% 60.00% 80.00%100.00%d.20.00%

2024 average: Amplitude
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Video ads' rate
compared to
general market
standard of
0.10%.

Click-Through Rates by Category

Industry Standard

HEALTH AND BEAU
GOVERNMENT(}
CARGO
ENTERTAINMEN
FINANCE [0#18
FOOD/RESTAURAN

AUTOMOTIVERFILY

0.00%

2024 average; Amplitude

0.50%

1.00%

1.50%

2.00%




W
TFC*

The Filipino Channel S O




ABSCBN WEBSITES

Canada

329K

EXPLORE ABS-CBN ADVERTISE WITH US

= ABSBGICBN ENTERTAINMENT
EXPLORE ABS-CBN | ADVERTISE WITH US

Uniques*

ABSGCBN NEWS

5 O O k EXPLORE ABS-CBN ADVERTISE WITH US

ABS@CBN

Ave. M * ression@*@ve. Monthly Impressions

Jul-Sept

Sources: Google Analytics



ND SOCIAL PLATFORM

ABS- CBN SOCIAL MEDIA PAGES _ kapamilyatfc  Follow
46 7 K TF C Y, 22,906 posts 133K folls
‘ TEC (The Filipino Channel)
' FO I IOwe rS* Always at Home with You Med ia,-"’li"lIEE".-"'l.:SlI::i;E na I-E.-nne
T e
, IR C\Q“\ Q‘)(\‘V
@ \ 1 3 3 K . 3 MALI'?A\YAGICII_ PASKO, L
| . PAMILYA!
* Followers* " . . S!?\.Pek.
’ @ &Uﬁ\" ﬂ\‘;i \llﬁﬂ “ p

. (j‘ ‘ ABSEICBN

As of DECEMBER 2024
*US Facebook Followers
**Global Followers




2024 INVENTORY FORECAIT
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2024 INVENTORY FORECACA

VOD Livestream News
October 2024
November 2024
December 2024

f

VIDEO Display

2,763,178 521,359
2,853,586 333,738
3,208,484 294,186



Ad Products

Take advantage of endless possibilities and ways to promote your products and services.

LINEAR TV DIGITAL / ONLINE ON-GROUND EVENTS

» Video commercials: 1bs, « Video commercials: Bs, » Booth set-up « Community Events
30s, 45 15, 30s » Stage time «» Branded Events
+ Interstitials: 60s, 90s, * Banner displays » Banner displays
120s, « Site take-over
« Segment Sponsorships « Social media posts

« Opening Billboards, « Website articles
Closing Billboards, Lower « Customized landing

Screen Graphics pages or microsites
« Online radio ads and
sponsorships
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&) Remitly

Remitly provides money - sending

L. X b (1 ﬂ

5 2\ T J - +

Increase brand awareness during

the high money sending season,
through a special Christmas Show
produced by ABS - CBN that featured

o - 2\ = i J J + 2\ oc o

Duration: 45 mins
December 2024

EXECUTIONS

Digital Ads/Social Media Posts

DECEMBER 20, 6PM
US, CANADA, UK AND AUSTRALIA

Streaming on ‘§ KapamilyaTFC and '* ABS-CBN Entertainment

TFCE w osrthorship with @Remutlg

7%% B

A PINOY CHRISTMAS TRAD

Martln Nievera Reiven Umali Lyka Estrella

DECEMBER 21

US & CANADA 9PM (PST) | 9PM (EST)
AUSTRALIA 5:30PM (AEDT)
Watch it on TFC Cable, DirecTV and IPTV Live

Replay on December 22
US & Canada 11:30AM (PST) | 11:30AM (EST)
Australia 2:30PM (AEDT)

rship with (5] Remitly

" APINOY CHRISTMAS TRADITION YEAR 8

Other executions:

A Video Plugs on Linear and
Digital Platforms

A Video shorts aired on linear,
digital and social platforms

A Streamed on ABS - CBN FB
and YT channels and aired
on TFC linear channel




EXECUTIONS

Linear and Digital Placements

Q WorldRemit

N\ T ) (o] " 6 o ‘ F ‘
(Your House Your Win) o

After a successful Season 1, World Remit

and TFC are launching another season JO'N & WIN
A BRAND NEW

of Bahay Mo, Panalo Mo with more .
f (\ N
prizes and another brand - new house | HQMS[E & m

I-download ang WorldRemit App

and IOt' o magpadala para sa chance manalo |

CAMPAIGN OBJECTIVES PROMO PERIOD: STRESISERTS IN THE UK, US AND CANADA ONLY
AUGUST 30, 2023 - JANUARY 26, 2024 - HOUSE SHOWN IS FOR ILLUSTRATION PURPOSES ONLY

. TERMS AND CONDITIONS APPLY AND MAY NOT “i”‘ EXACT REPRESENTATION OF THE GRAND PRZE

)K : . - (1 t k ] k

WorldRemit .

)K (. 1 (. 1 £ 1

customers. @ *

. ¥ ¢ T,
X~ _ .. ... . WordRemits _ | .
annual house and lot giveaway ) BAHAY MO,
«PANALO MO/

campaign. Z. |
én/.l-WOrldRemit Mo! ~

O
Campaign Period: October 2024 - | VEAR2

January 2025




N EXECUTIONS

SENDWAVE Linear & Digital Placements

BACK-TO-SCHOOL
PAPREMYO

(BACK-TO-SCHOOL PRIZES GIVEAWAY)
CAMPAIGN OBJECTIVES
A Activate new customers for  Sendwave .
A Maintain loyalty among existing
customers.
A Launch a year -on-year promotional

0 purchase necessary to enter or win.
s apply. Promo avallable in the US, UK & CA.

Cam p ai g n th at S e n dwave Can romo runs fri sendwave.com/bts-papremyo for restrictions.

exclusively own

Campaign Period: June -Sept 2024



\ Western
Union
Hello Love Again
Movie Screening

Western Union proudly joined the
Hello Love Again screening in
Canada, celebrating the Filipino
community through a
heartwarming story of love and
resilience. The event highlighted
Western Union's commitment to
bridging distances and
strengthening relationships
across borders.

EXECUTIONS

Linear & Digital Placements; Event Participation



