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SECTION 1

FINANCIAL REVIEW

FINANCIAL YEAR ENDED 31 DECEMBER 2005



SUMMARY OF CONSOLIDATED RESULTS

• Significant growth in revenue which was higher by 20% against 2004 – this is 
especially impressive given Nielsen showed only 1% growth in TV ADEX for the 
financial year ended 31 December 2005 compared to 2004

• EBITDA before EI was favorable by 25% against 2004 due to:
• Higher net revenue on aggressive  marketing – this was however, partly offset 

by higher escalation of content costs associated with deriving higher revenues;
• Continued improved financial performance of 8TV;
• Lower other overheads attributed mainly by lower advertising & promotions 

costs and subscription & periodical costs;
• Also includes start-up losses of about RM5 million for Channel 9 and Fly.fm.
• Decrease in other income due to absence of gain on sale of subsidiaries, 

reduction in interactive revenue, interest income and facilities rental.

• EI arising from provision for fees relating to VSS, EB issuance & investment acquisitions 
and provision for doubtful debts on purchase consideration. These were partly offset 
by write back in TV3 Ghana.

• MPB PBT further improved due to lower depreciation and interest costs due to the 
bond refinancing exercise. PBT after associate recorded a significant increase by 
44% against last year. PAT after MI grew by 47% against the prior year.



CONSOLIDATED RESULTS FOR THE YEAR ENDED 31 DECEMBER 2005

(R M '000) T V3 M TV O thers A B  (A -B )
FYE 2005 FYE 2005 FYE 2005 FYE 2005 FYE 2004 %

Gro ss Revenue 358,576    74,818      34,498      467,892    388,562    20

N et Rev enue 304,419    61,093      34,177      399,689    328,405    22
Ro yalt ies (1,503)      (318)         (127)         (1,948)      (1,530)      (27)

302,916    60,775      34,050      397,741    326,875    22
D irect C o sts (88,807)     (36,629)     (9,582)      (135,018)   (98,330)     (37)
CON TR IBUTIO N 214,109    24,146      24,468      262,723    228,545    15
Other Inco m e 10,811                 928            117 11,856      14,687      (19)
Ov erheads (122,966)        (14,845)      (29,523) (167,334)   (157,293)   (6)
EB ITDA  B EFOR E EI 101,954          10,229       (4,938) 107,245    85,939      25
Exceptio nal Item s (9,852)                 (51)              -   (9,903)      -              (100)
Interest  &  Finance C harges (9,474)             (1,194)        (4,182) (14,850)     (17,928)     17
Depreciat ion (19,842)              (552)        (3,477) (23,871)     (23,685)     (1)
PR E-TA X PRO FIT BEFOR E A SSOCIA TE 62,786      8,432       (12,597)    58,621      44,326      32
N STP- Share o f pro fit -               -           12,684      12,684      5,106        148
PR E-TA X PRO FIT 62,786      8,432       87            71,305      49,432      44
TA XA T ION (8,369)      -              (8,681)      (17,050)    (15,576)    9
PR OFIT A FT ER  TA X (PA T ) 54,417      8,432       (8,594)      54,255      33,856      60
Mino rity Interest  (MI) -               (1,720)      2,934        1,214        3,857        (69)
PA T  & M I 54,417      6,712       (5,660)      55,469      37,713      47

Fina ncia l Yea r  Ended  31 Decem b er  2005
Va r ia nce

M PB  GR OUP 



CONTRIBUTION ANALYSIS

2 0 0 5 2 0 0 4 Va rianc e

RM '0 0 0 RM '0 0 0 %

T V3

N o rm a l Co urse  o f O p e ra tio ns

N e t Re v e nue 2 7 7 ,3 5 0        2 6 2 ,2 9 3       6 %

Dire c t c o sts (7 7 ,3 2 4 )         (7 0 ,1 0 2 )        1 0 %

Co ntr ibutio n 2 0 0 ,0 2 6        1 9 2 ,1 9 1       4 %

Spe c ia l P ro je c ts

N e t Re v e nue 2 5 ,5 6 6           1 2 ,1 3 6          1 1 1 %

Dire c t c o sts (1 1 ,4 8 3 )         (6 ,2 1 6 )          8 5 %

Co ntr ibutio n 1 4 ,0 8 3           5 ,9 2 0            1 3 8 %

T V3  Co ntr ib utio n 2 1 4 ,1 0 9        1 9 8 ,1 1 1       

8 T V

N o rm a l Co urse  o f O p e ra tio ns

N e t Re v e nue 6 0 ,7 7 5           2 9 ,9 1 5          1 0 3 %

Dire c t c o sts (3 6 ,6 2 9 )         (2 8 ,3 4 2 )        2 9 %

Co ntr ibutio n 2 4 ,1 4 6           1 ,5 7 3            1 4 3 5 %

Co ntr ibutio n fro m  o the r subsid ia rie s 2 4 ,4 6 8           2 8 ,8 6 1          -1 5 %

T O T A L CO N T RIBU T IO N 2 6 2 ,7 2 3        2 2 8 ,5 4 5       1 5 %

Bro a dc ast



EBITDA Composition  : Quarter vs. Annual
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SECTION 2

BUSINESS REVIEW – BROADCAST BUSINESS
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Source: Nielsen Media Research (Ad Quest) 

TV VIEWERSHIP SHARE – FTA ONLY



Source : Nielsen Media Research

23%28%

3%-

3%4%

11%8%

18%15%

8%10%

34%35%

20042005

MPB Collective Share : 39% in 2005 vs. 37% in 2004
(Total 6+Viewers)

Note: Astro averages 28% share whereas TV3 & 8TV registered share of 
35% and 4% respectively for year ended 2005

TV VIEWERSHIP SHARE (FTA & PAY TV)



TV ADEX SHARE – NON-DISCOUNTED (FTA ONLY)
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TV ADEX SHARE BY STATIONS

R M ' 0 0 0 T V 3 8 T V T V 1 T V 2 N T V 7 C h 9 T o t a l

2 0 0 5

  N o n  d isc o u n te d

   g ro s s re v e n u e  

  - % 4 3               1 7               3                 1 2               2 5               0                 1 0 0             

  - R M '0 0 0 5 6 4 ,7 5 2      2 1 5 ,3 8 6      4 0 ,7 6 6        1 5 4 ,0 6 3      3 3 2 ,0 2 3      1 ,8 0 1          1 ,3 0 8 ,7 9 2   

G ro w th  % (0 )                5 8               5 3               9                 (1 4 )              (9 6 )              1                 

  D isc o u n t  fa c to r 

  - % 3 7               6 5               5 0               5 0               7 6               8 5               5 3               

  - R M '0 0 0 (2 0 6 ,1 7 7 )     (1 4 0 ,5 6 8 )     (2 0 ,3 8 3 )       (7 7 ,0 3 1 )       (2 5 2 ,0 2 3 )     (1 ,5 3 1 )         (6 9 7 ,7 1 4 )     

  G ro ss  R e v e n u e

  - R M '0 0 0 3 5 8 ,5 7 6      7 4 ,8 1 8        2 0 ,3 8 3        7 7 ,0 3 1        8 0 ,0 0 0        2 7 0             6 1 1 ,0 7 8      

  - % 5 9               1 2               3                 1 3               1 3               0                 1 0 0             

G ro w th  % 9                 9 9               5 3               9                 (3 4 )              (9 4 )              6                 

2 0 0 4

  N o n  d isc o u n te d

   g ro s s re v e n u e  

  - % 4 3               1 1               2                 1 1               2 9               4                 1 0 0             

  - R M '0 0 0 5 6 5 ,0 6 0      1 3 6 ,1 9 2      2 6 ,5 9 0        1 4 1 ,0 8 5      3 8 5 ,7 5 3      4 6 ,0 3 3        1 ,3 0 0 ,7 1 3   

  D isc o u n t  fa c to r

  - % 4 2               7 2               5 0               5 0               6 8               9 0               5 6               

  - R M '0 0 0 (2 3 4 ,7 9 5 )     (9 8 ,5 2 2 )       (1 3 ,2 9 5 )       (7 0 ,5 4 3 )       (2 6 3 ,7 5 3 )     (4 1 ,4 2 9 )       (7 2 2 ,3 3 7 )     

  G ro ss  R e v e n u e

  - R M '0 0 0 3 3 0 ,2 6 5      3 7 ,6 7 0        1 3 ,2 9 5        7 0 ,5 4 3        1 2 2 ,0 0 0      4 ,6 0 3          5 7 8 ,3 7 6      

  - % 5 7               7                 2                 1 2               2 1               1                 1 0 0             



TV ADEX SHARE : DISCOUNTED

2005 2004
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UPDATES ON 



Source: NMR (Dec 2005)

CONTINUED STRONG PERFORMANCE BY TV3
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CONTINUED STRONG PERFORMANCE BY TV3 (Cont’d)

On air…TV3 consistently produces and acquires high rated new content
to supplement current hits, catering specifically to local viewers



UPDATES ON UPDATES ON 



3.9

9.8

11.5
12.6

11.5

15.0

24.7
23.8

0.0

5.0

10.0

15.0

20.0

25.0

30.0

Q1 04 Q2 04 Q3 04 Q4 04 Q1 05 Q2 05 Q3 05 Q4 05

Break-even 
cost level 
of RM13.8m 
per quarter

 8TV already No.1  channel amongst Chinese audience

 8TV already accounts for 17% of ADEX share for the year ended 31 December 2005

SIGNIFICANT GROWTH IN REVENUE

*Before agency commission.

TRACK RECORD IN TURNING AROUND 8TV



 Break even within18 months; faster than expected

 Already registered profits in 2Q 2005
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ALL DAY STATION WEST COAST CHINESE 15-34 YRS OLD

FOR FYE 31 DECEMBER 2005
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Source: Nielsen Media Research (Ad Quest) – Audience Chinese Aged 15 to 34 years old



ALL DAY STATION URBAN WEST COAST 15-34 YEARS OLD
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BRINGING THE BEST URBAN AND CHINESE CONTENT

Successfully combining two stations in one channel

Showing top local and foreign Urban and Chinese programmes



Breakdown by sector based on the top 10 advertisers’
spending amongst the free-to-air television stations

Sector RM'm % RM'm %

Fast Moving Consumer 
Goods

74 43% 47 57%

Telecommunications 44 25% 17 20%
Food and Beverage 42 24% 14 17%
Services/ Industrial 
products

13 7% 4 5%

172 100% 82 100%

TV 3 8TV

Source: Nielsen Media Research (Ad Quest)



SECTION 3

OUR M&A STRATEGIES – COMPLETE MEDIA PLATFORM



• Completed acquisition of 100% of 
Channel 9 for approximately RM70m, 
payable over a 4 year period;

• Expected to be re-launched in April 2006.

CHANNEL 9CHANNEL 9

NTV7NTV7

• The Scheme creditors approved the 
proposed debt restructuring scheme on 
27 September 2005 paving the way for the 
acquisition;

• On 27 October 2005, the proposed 
acquisition of 100% of NTV7 was 
announced for a cash consideration of 
RM90 million;

• The acquisition was completed on 30 
December 2005.

Note : Acquisition of Channel 9 and NTV7 is part of rationalisation of the FTA TV industry 

• Completed acquisition of 75% of Max 
Airplay for a consideration of RM1m;

• Test transmission launch on 30 June 2005;

• Commercial launch on 2 October 2005. 

FLY FMFLY FM

HOT FMHOT FM

• Part of the NTV7 Group acquisition;

• WaFm ceased transmission on 1 October 
2005;

• Launched as a Malay station on 6 
February 2006.

MPB BUSINESS PLAN: COMPLETING THE MEDIA PLATFORM

25



SECTION 4

POST CONSOLIDATION OUTLOOK



MEDIA PRIMA GROUP STRUCTURE

43.3%

75.0%

Television 
Broadcasting

80%100% 100.0%100.0%

Content 
Creation

Events 
Management

Print Media Radio Outdoor

100.0%

100.0% 100.0%

Media Prima Group is the only media group listed on the Bursa Malaysia with a 
complete media platform having exposure to both broadcast and print businesses



CURRENT AUDIENCE SHARE
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* Channel 9 ceased transmission from 1 February 2005 onwards



DOMINANT POST CONSOLIDATION ADEX SHARE 

--- FTA and Pay TV ------- FTA TV only ----12 months ended
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Media Prima Group will dominate the FTA TV ADEX market with about 85% lion share



STATION SEGMENTATION REVEALED

Clear segmentation strategy : Giving advertisers and viewers what they want to capture 
greater share of viewership and advertising revenue

FMCG products, non 
traditional advertisers, 

government

Traditional Malay skewed 
content with a mixture of 

drama, real-life and 
current affairs

Mass Market skewed 
towards “traditionalist”

Malay audience

Brands targeting the Young 
Urban; sports, energy drink, 

fashion, and Chinese 
viewers; health and wealth 

related

Tastemaker, energetic and 
differentiation in content –

“We are different”

Young Malaysian Urban, 
Chinese,

15-24 years old

Brands targeting the 
Malaysian Urban middle to 
high class; image products 

and lifestyle

Television as an escapade 
–

“My Feel Good Channel”

Malaysian Urban 
Households

25-45 years old
Kids & Chinese

FMCG products, 
communications, services,

transportation

Channel synonymous with 
family, real-life, 

entertainment and news 
content leaning towards 

cultural proximity

Mass Market skewed 
towards Malay audience, 
with progressive mindsets

Advertising focusPositioningTarget ViewersStation



SECTION 5

PRINT BUSINESS REVIEW



2005 FINANCIAL REVIEW



2005 Actual 2004 Actual

Group
Non 

Publishing Publishing Publishing Variance
RM'000 RM'000 RM'000 RM'000 RM'000 %

Revenue 531,927  3,063         528,864    491,136      37,728   8         

EBITDA 62,588   2,369         60,219      57,327       2,892     5         

Depreciation (44,439)  (983)           (43,456)     (45,053)      1,597     4         

Finance Cost (12,195)  0 (12,195)     (11,781)      (414)       (4)        
Profit before associated 
companies 5,954     1,386         4,568        493            4,075     >100

Associated companies 6,481     -             6,481        (942)           7,423     >100
PBT before exceptional 
items 12,435   1,386         11,049      (449)           11,498   >100

Exceptional items 16,890   (3,191)        20,081      10,251       9,830     96       

PBT after exceptional items 29,325   (1,805)        31,130      9,802         21,328   >100

Tax (16,903)  (904)           (15,999)     (9,310) (7,711) (83)

PAT 12,422     (2,709)           15,131        492 14,639 >100

CONSOLIDATED RESULTS VS LAST YEAR CONSOLIDATED RESULTS VS LAST YEAR 



Highlights

Advertising revenue up 2% - driven by Malay products

Circulation revenue up 16% as a result of cover price increase

EBITDA now positive 5% up as opposed to 30% contraction in      
FY2004

Net gearing remains low at 0.24 times

Share of profits in MNI improved from loss of RM1m to profit of 
RM6.5m. Still no dividend declared by MNI since inception

Group’s cash flow strength is not dependant on dividend from 
MNI



Breakdown of Exceptional Items

• Writeback on impairment of fixed assets 24,885

• Allowance on impairment of investments ( 6,818)

• Allowance on impairment of non trade debts ( 1,177)

16,890

RM’000

Breakdown of Taxation Change

Current tax

Current period 546

Over accrued in prior years (658)

Deferred tax 17,015

16,903

RM’000



Source: AC Nielsen
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33314% Change

4,158.36275.19172.021,300.712,410.44FY  2004

4,285.99284.78178.191,309.862,513.16FY  2005

TotalOthersRadioTVNewspapersRM Million

ADEX BY MEDIA FY 2005
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CIRCULATION REVENUE - TOTAL
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SECTION 6

DIVIDEND POLICY



DIVIDEND POLICY

Dividend payout ratio shall be based on consolidated Profit 
After Tax and Minority Interest ("PATAMI").  

MPB to pay its dividends based on its PATAMI on tiered basis 
ranging from:-

(i) Minimum of 20.0% for the first 3 years
(ii) Maximum of 50.0% thereafter.

Flexibility to the management to adjust the Dividend Payout 
Ratio (within the range of 20.0% to 50.0%) based on:

• PATAMI 

• Funding requirement (Capital Expenditure and Investments)

• Availability of cashflow

• Availability of Section 108 tax credits



• Proposed first and final dividend of 2 sen less tax of 28% for 
the financial year ended 31 December 2005 (subject to 
shareholders’ approval at the forthcoming Annual General 
Meeting).

• The proforma calculation for dividend payout is as follows:

PROPOSED DIVIDEND – Financial Year Ended 2005

3 1  D e c e m b e r  2 0 0 5

I s s u e d  a n d  fu lly  p a id  o r d in a r y  s h a r e s  o f R M 1  e a c h  ( '0 0 0 ) 6 0 0 ,1 0 9                        

P r o fit a fte r  ta x  a n d  m in o r ity  in te r e s ts  ( R M '0 0 0 ) 5 5 ,4 6 8                          

P r o p o s e d  fin a l g r o s s  d iv id e n d  p e r  s h a r e  ( s e n ) 2 .0                                

P r o p o s e d  to ta l fin a l g r o s s  d iv id e n d  ( R M '0 0 0 ) 1 2 ,0 0 2                          

D iv id e n d  P a y - o u t R a tio 2 1 .6 %



SECTION 7

STRATEGIES GOING FORWARD



EXPECTATIONS GOING FORWARD 

 Market environment expected to be more challenging though we 
expect adex to continue to track economic growth.

 MPB’s revenue expected to continue to grow with the acquisition of 
NTV7 and the launch of Channel 9. 

 Cost rationalisation already underway at NTV7 and is in line with 
estimated cost savings (VSS completed and negotiation to reduce
transmission charges nearly completed).

 Gestation period losses of Channel 9 and the radio networks.

 Cost rationalisation is underway at NSTP to mitigate the increase in print 
price.



OUR STRATEGIES GOING FORWARD 

Operational 
restructuring and 

consolidation

Expand revenue 
through cross media 

platform

Reduce discount for 
TV Adex

Improve circulation & 
advertisements for 

NSTP 

 Cost cutting measures through consolidation of back office 
operations, renegotiation of existing contracts with suppliers /
service providers

 Consolidate FTA TV to reduce disruptive competition due to 
large discount

 Enhance cross marketing efforts to provide better marketing 
solutions to advertisers

 Improvement of content and branding to increase circulation 
and advertisements 

Implement portfolio 
segmentation 

 Identify clear positioning statement for all four television 
networks to ensure minimised cannibalisation



For information
www.mediaprima.com.mywww.mediaprima.com.my

Inquiries, Suggestion and Comments
investors@mediaprima.com.myinvestors@mediaprima.com.my

THANK YOU

QUESTIONS AND ANSWERS 


