


ntv7 - BRINGING THAT FEEL GOOD
FEELING

It was a feel good year for ntv7 following
the successful restructuring of the
television network after it was acquired by
Media Prima in December 2005. The
turnaround vis-a-vis the 3R (rationalize,
restructure and rejuvenate) strategy saw
ntv7 improve its performance from loss-
making to profitability in 2006.

The Group’s segmentation strategy has
repositioned ntv7 as a preferred channel
among the affluent urban family
households. This was complemented by
the introduction of a new vibrant logo in
July 2006 that reaffirmed ntv7’s aim to
provide superior and quality content to
its discerning viewers.

During the year under review, The Feel
Good Channel dominated the Chinese
6+ viewership segment on the back of
the growing appeal of its Chinese
content. ntv7 cornered 15 per cent of the
viewership and hit a high of 18 per cent
in December 2006. Similarly, the
network maintained its strong presence
in the Urban 25+ segment, closing the
year with 9 per cent market share from 8
per centin 2005.

The combination of compelling content,
including award-winning sitcoms,
dramas and entertainment along with
the Chinese dramas was the turning
point for ntv7. The three-year tie-up with
MediaCorp Studios also paid handsome
returns with a string of successful locally
produced Chinese dramas.

The Beginning, ntv7’s first Made-for-
Malaysia Chinese drama, made a dream
debut with an average 9 per cent rating
or about 427,000 Chinese viewers daily
and emerged as the second most-
watched Chinese drama in its debut
week. Falling in Love, a heart warming
family drama, was a follow-up runaway
success, recording a record high of a 15
per cent rating to emerge as the most
popular Chinese drama in Malaysia.

With the successful introduction of its
local Chinese Drama during the
primetime slot, the station secured itself
as the No. 1 TV station amongst Chinese
viewers in Malaysia.

2006 was another significant year for
ntv7 vis-a-vis the FIFA World Cup. ntv7
garnered 41 per cent of the free to air
ADEX during the month-long
competition, 20 per cent higher than the
previous World Cup. ntv7 also emerged
as the only broadcaster to develop a
successful campaign to allow a non-
World Cup sponsor to participate and be
associated with the station’s World Cup
campaign.

ntv7 also achieved a notable first — the
collaboration with the Malaysian
Philharmonic Orchestra for an innovative
composition of the National Anthem in
conjunction with the Merdeka
celebrations. The recording involved
well-known artistes — Ning Baizura,
Hazami, Dayang Nurfaizah, Syafinaz
Selamat, Vince and Reshmonu.

On the sports front, ntv7 hosted for the
MasterCard ntv7 Platinum Golf Masters
for the 6th consecutive year. The
prestigious amateur golf tournament,
which offered a RM1 million (in kind) prize,
had grown in popularity in recent years
among the increasing number of amateur
golfers in Malaysia, wanting to take a shot
at the lucrative prizes up for grabs.

Moving forward, ntv7 is expected to
leverage on its strong brand equity and
growing appeal among the urban and
affluent audience in 2007. It will invest
over RM30 million on content and
programmes that are unique, different
and relevant to its target audience.

ntv7’S TOP TEN PROGRAMMES IN 2006

NO TITLE GENRE

AIM 2006 (L) MUSICAL/

ENTERTAINMENT

DORAEMON CARTOONS

DORAEMON:-
NOBITA & ROBOT
KINGDOM

MOVIES

CRAYON
SHIN CHAN

CARTOONS

AHMAD ALBAB ~ MOVIES

HARI RAYA SPEC  MOVIES

MALAY MOVIE MOVIES

HONG(SUN)—ACES MOVIES
GO PLACES IV
HONG(TUE)—
THE KUNGFU
C.MASTER
NUJUM PAK
BELALANG

MOVIES

MOVIES

Source: AGB Nielsen Media Research
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8TV — ANOTHER SOLID AND SUCCESSFUL
YEAR

2006 has been another year of reckoning
for 8TV as the coolest and hottest station
in Malaysia as it continued to make
inroads with the urban youth and the
Chinese vernacular markets.

Combining the best of US shows and
Eastern delights, including the unique
flavour of local content, 8TV consolidates
its position further as the fastest growing
network in its target market.

The year 2006 saw 8TV winning several
awards and recognition from around Asia.
The station won two awards at the 2006
Promax Asia Awards for Funniest Spot and
Best Public Service Announcement. It also
received three nominations for Reel
Review, Vector Challenge and Spirit of KL
at the Asian Television Awards.

During the year under review, 8TV took
centre stage with a series of locally
produced reality shows and on-ground
activities, including One In A Million
which has been dubbed the mother of all
talent search shows.

Expanding Our Reach

8TV continued to mesmerize its viewers
with a series of hit TV series. These
included Lost, Prison Break, Alias, Gilmore
Girls, The Bachelor, Desperate Housewives,
Legend of Condor Hero, My Lovely
Samsoon, My Girl, The Hospital, Go Travel,
Gol & Gincu (The Series), Realiti and many
more!

Staying Innovative and Creative

In 2006, 8TV continued to make headways
with reality-based shows like One In A
Million, a testament of its commitment to
offering the reality-based programmes.
The all-new talent search show was
consistently the highest-rated show on
8TV and has proven its credibility with the
discovery of fresh and new talents.

Other popular in-house productions
included Project Superstar, Malaysia’s
Most Beautiful, | Wanna Be A Model, Ho
Chak!, Crime Scene, Step Forward,
Trippin’, and The Top Kid.

In 2006, 8TV introduced the first Chinese
breakfast talk show — Hey! Morning —
covering topical issues of interest to the
Chinese community. It also moved its
Mandarin News slot to prime time at 8pm,
in order for it to reach a wider segment of
its Chinese audience.

Interactivity 8TV has strong brand equity,
which is second to none as it continued to
leverage on its effective on-ground
activities with hands-on approach to woo
audiences from all walks of life and ages.

The 8Team and the 8 Warriors are 8TV’s
street teams that interact with its target
audience in a series of nationwide road
shows at popular shopping malls in major
towns.

8TV’s Summer Live Concert, one of the
biggest concerts in Asia, continued to be
a huge success when the music
extravaganza was held in Johor Bahru
following its successful debut in Penang
in 2005. Over 120,000 thronged the
venue, which featured the best artistes
from this region, including Taiwan, Hong
Kong, Singapore and Korea.

2006 marked an important phase as 8TV
emerged as a bolder, sexier and cooler TV
station. 8TV is steadily on its way of
becoming the No.1 channel of choice for
the urban youth and Chinese audience in
Malaysia.

8TV’S TOP 10 PROGRAMMES IN 2006

NO TITLE GENRE

1 ONEINAMILLION REALITY TV

GR.FINAL (L)

2 PROJECT REALITY TV
SUPERSTAR
GRAND FINAL

3 SUMMER LIVE MUSICAL/
CONCERT (L) ENTERTAINMENT

4 8 E-NEWS ‘07
C.STREET PARTY (L)
5 BEST OF T.EAST

MISCELLANEOUS

DRAMA/SERIES

6 THE6TH MUSICAL/
GLO.CHIN. ENTERTAINMENT
MUSIC AWARDS

7 CHINESE MOVIES
MOVIE-MAGIC
CRANE

8 PER.PM SEMPENA MISCELLANEOUS
HARI MERDEKA

9 TVBHOUR DRAMA/SERIES

10 FULL HOUSE DRAMA/SERIES

(Source AGB Nielsen Media Research)
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GRAND BRILLIANCE SDN BHD (GBSB)

Grand Brilliance Sdn Bhd (GBSB), one of
the largest production houses in
Malaysia, was set up on 1 October 1994.
GBSB was established to produce and
market local content comprising high
quality theatrical and TV movies, docu-
mentaries, magazine shows, children and
infotainment programmes. GBSB’s vision
is to be the leading and profitable
producer and distributor of visual
contents in Malaysia.

GBSB’s strategies during the year under
review continued to be delivering exciting
and sought after content via feature films
and television dramas. GBSB also continued
in its efforts to bring in quality foreign films
for local distribution and also becoming the
media planner and distributor for selected
local films. Apart from the feature films and
television dramas segments, GBSB also
acted as the international sales arm for all
Media Prima content.

Feature films & television dramas - local
For the year under review, GBSB
continued to take the lead in the
production of Malaysian movies with a
total of four Malay movies released in
2006. In line with its strategy of producing
different genres that can attract viewers of
all kinds, GBSB’s 2006 Malaysian movie
releases range from mass-market comedy
to suspense thriller. Two of the Malaysian
movies released by GBSB in 2006, “Buli
Balik” and “Nana Tanjung” garnered box-
office status.

GBSB’s alter ego, Alternate Studio
released “Cinta” in November 2006, a
full-length feature shot entirely on HD.
“Cinta”’s beautiful storyline, enigmatic
cinematography, elegant songs, powerful
cast and most importantly, a different and
integrated approach to promoting the
movie brought both critical and
commercial acclaim. Malay Mail dubbed
“Cinta” as the coolest Malaysian movie
released in 2006.

f“

GBSB undertook distribution and
promotion services for local films in 2006
starting with “Bujang Senang”, and
played a major role in the promotions of
the movie which turned out to be a huge
box office hit and one of the top four
grossing Malay films in 2006. GBSB also
undertook another distribution service for
“CICAKMAN” which became the highest
grossing Malay movie for the year.

In 2006, GBSB continued to produce
quality and highly rated made for
television movies and drama series for
Media Prima, including the telemovies
“Syurga Di Mana” and “Korban Kala”
which were both nominated for Best
Telemovie of The Year award and the
television dramas “Salina” and “Mya
Zara” which were both nominated for Best
Television Series of The Year award at
Anugerah Skrin Ke-8.

Feature films & television dramas - foreign
GBSB continued its efforts from the
previous year by sourcing foreign films
deemed suitable and feasible for local
distribution. In 2006, GBSB released
seven foreign films — made up of three
Indonesian films, three Hong Kong films
and a Tamil film.

Of the three Indonesian films released by
GBSB in 2006, “Heart” turned out to be
the biggest box-office hit and is currently,
the highest ever grossing Indonesian film
to be released in Malaysia, beating the
record set by “Tentang Dia”, released by
GBSB in 2005.

One of the Hong Kong films released was
“The Banquet”, a big budget and
sumptuous historical epic directed by
acclaimed director Feng Xiaogang and
starring the internationally renowned
actress Zhang Ziyi, which was recently
nominated at the Academy Awards 2007.
“The Banquet” was the first big budget
foreign film to be distributed by GBSB.

International marketing and content sales
2006 saw GBSB recording its highest
revenue figure for international and content
sales. Amongst the markets penetrated in
2006 were China, Cambodia, Pakistan and
Turkey.

Apart from securing foreign movies for
local cinema distribution, GBSB managed
to secure home video rights for some
foreign titles, which were then sold to
local VCD distributors. GBSB also began
revenue sharing with TV9 on their Malay
movie slot, which took off in May 2006,
garnering good ratings for TV9 as well as
advertising revenue for Media Prima.

Moving forward

Moving forward, GBSB intends to leverage
on Media Prima’s strategy of being a
holistic media platform by careful
execution of its strategic plan including its
focus to produce high quality content and
expanding its content distribution business
by selling into regional and international
markets.

GBSB also would leverage on Media
Prima’s strength as a media group to
promote movie releases and offer its
services as media planner and distributor
to other local producers. Lastly, GBSB
plans to participate as an active buyer in
major film markets and seller of home
video rights of its content in relevant
international markets while simultaneously
establishing contacts and confidence
against established local distributors.
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THE NEW STRAITS TIMES PRESS
(MALAYSIA) BERHAD

The softening of the total print advertising
expenditure market in Malaysia coupled
with high newsprint prices did not
dampen the performance of The New
Straits Times Press (Malaysia) Berhad
(‘NSTP’) Group for 2006. The Group
registered a net profit of RM24.6 million,
98 per cent higher than the RM12.4
million recorded in the previous year.
Excluding the one-off exceptional item,
the Group achieved operating profit
before tax of RM16.2 million, 31 per cent
higher than the RM12.4 million recorded
in 2005.

The encouraging operating performance
was achieved through stringent cost
control measures adopted throughout the
Group’s publications, and included the
Voluntary Separation Scheme
implemented in the first quarter of 2006.
In addition, although the print
advertisement expenditure in the country
was soft, the advertisement spending in
the Group’s Bahasa Melayu newspapers
grew by 6 per cent.

The Group also continued its focus on its
publishing business by enhancing its
stable of core products for readers and
advertisers alike. In March 2006, the New
Straits Times introduced its “seamless”
format in which the paper adopted an
integrated content approach for its layout.
The paper started to dedicate more pages
towards the ‘opinion editorial’ section,
garnering new readers attracted to the
daily writers’ columns, public opinions
published and strong editorial content in
general. The New Straits Times also
entered into the second year of the School
Sponsorship Programme (‘SSP’) to help
English proficiency among school
children. Through the SSP, individuals and
companies are invited to sponsor copies
of the paper at a subsidized rate to
schools of their choice.

Harian Metro’s meteoric rise in the past
few years has continued its momentum in
2006. By the second quarter of 2006,
Harian Metro was proclaimed as the
number 1 daily Bahasa Melayu
newspaper by the Audit Bureau of
Circulation. Not wanting to rest on its
laurels, the paper underwent a layout
revamp in July 2006. The new look has
since been well received by its readers,
consolidating further its position as the
leading Bahasa Melayu paper. During the
year, the paper also introduced ‘I’Metro’,
a mobile interactive service enabling
readers’ opinions, views and photos sent
via SMS and MMS to be published in the
paper and on its the website.

The other Bahasa Melayu paper within the
Group, Berita Harian continued to
enhance its educational supplements,
Didik, Minda Pelajar, and Skor aimed at
helping primary and secondary school
students sitting for the UPSR, PMR and
SPM exams. During the first quarter of
2006, the paper also introduced its
mobile interactive service ‘Rakan BH’ and
as with its other Bahasa Melayu
counterpart, enjoyed good acceptance
throughout the year.

The revamped Malay Mail and its
weekend counterpart, Weekend Mail was
introduced in May 2006, focusing on a
clear and differentiated brand positioning
to create a platform for higher advertising
revenue. The paper is now aimed at a
younger and urban market with a
contemporary news reporting style being
adopted. Being a niche market product,
the Malay Mail and Weekend Mail
requires a longer gestation period for
market acceptance. The financial impact
of the paper does not significantly affect
the Group’s financial performance as a
whole; nevertheless the Group is
constantly looking at ways to improve the
paper to raise its marketable value.

The Group ended the year 2006 with the
disposal of its outdoor advertising arm to
Media Prima Berhad, in line with the
Group’s commitment to concentrate on its
core business of newspaper publishing.
The subsidiary, The Right Channel Sdn
Bhd was disposed to Media Prima to
establish a complete media platform.

79



TIGAEVENTS

1
(A MEMBER OF MEDIA PRIMA GROUP)

TIGA EVENTS SDN BHD (3E)

Incorporated on 31 July 1995, Tiga Events
Sdn Bhd (3E), a wholly-owned subsidiary of
Media Prima, is one of the largest event
management companies in Malaysia, with
business activities segmented into local
and international concerts, family
entertainment, sports, and other third-party
events such as corporate and government-
based engagements, exhibitions,
expositions, and seminars besides offering
technical production services.

TESB’s strategy during the year under
review remains to continue with its focus
to create its own high-value events,
undertake larger high-value events and
increase its brand visibility.

Concerts

Kicking off 2006 with a bang, 3E
successfully organised Peterpan Live in
Kuala Lumpur concert, which attracted a
crowd of approximately 20,000 people to
Stadium Merdeka. During the middle of the
year, 3E, in cooperation with 8TV, ventured
into staging its first Chinese concert called
Summerlive 2006, held at Danga Bay in
Johor Bahru, which featured a host of local
and international artistes from Taiwan,
Thailand and Korea, attracting a frenzied
crowd of 80,000. Rounding off the year,
3E successfully organised another
international concert in the form of the S2
Celebration Concert featuring the talents of
Slank, a highly established Indonesian
rock band with a huge fanatical following at
Stadium Merdeka.
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Family Entertainment

In its efforts to build strategic alliances
with local or regional event managers, 3E
partnered with BEC-Tero, a Thai event
management company, to organise
Disney Live! Winnie the Pooh in Kuala
Lumpur, which was the first live Disney
show of its kind in Malaysia. This event
increased 3E’s visibility locally and
internationally. 3E was also the media
partner for Disney on Ice, which was held
in Kuala Lumpur and Penang. The event
was a huge hit and 3E was again offered
to become the preferred media partner for
this eventin 2007.

Sports

3E staff were selected to be involved in
the technical production of the Opening
and Closing Ceremonies, and Production
of the 2006 Asian Games in Doha, Qatar.
In December 2006, 3E in collaboration
with ntv7 successfully organised the
Millionaire Mastercard Golf Challenge
tournament.

Third Party Events

3E organised a host of events ranging
from sports to carnivals for corporate and
government clients. Amongst them were
Laman 2006, the biggest landscape fair in
Malaysia, Fiesta Pulau Indah, Le Tour de
Langkawi and National Teachers’ Day
Exhibition. 3E was also the organiser for
Media Prima Group events such as
Karnival Jom Heboh 2006, TV3’s
Mentor Road Show 2006, 8TV’s One in a
Million Road Show 2006 and TV9’s
Perkampungan Hadhari 2006.

8 Unit

In 2006, 8 Unit added the winners from
Malaysian Idols, Project Superstar and
One in a Million to its burgeoning stable
of talent. From its new and existing pool
of talents, 3E’s 8 Unit continued to secure
performing engagements and lucrative
endorsement deals from companies such
as Proton, Segi College and Pepsi.

Amongst other initiatives undertaken in
2006 included restructuring 3E’s
organisation structure to streamline
marketing activities. 3E, in collaboration
with GBSB also successfully organised
Showtime 2007 in November 2006 at
Sime Darby Convention Centre in which 3E
presented its offerings for the coming year
to potential sponsors and clients to
educate them on the potential of
sponsorship and promotions via its
products. 3E also rendered its production
services for Engelbert Humperdinck’s
Truly Amazing Tour, INXS “Switch On”
World Tour Live in Kuala Lumpur, and
Cartier Launch.




TV3 GHANA

The year 2006 saw TV3 Ghana taking
television programming to new heights
and establishing itself as the most
watched Free-To-Air (FTA) television
station in Ghana. Awarded Best TV News
Reporter and Best Environmental Report
Award by the Ghana Journalists
Association, the most respected media
organisation in the country, is testament
that TV3 Ghana is still first in news.

Poised to maintain its position as the
“Best in Entertainment”, in the year under
review, TV3 Ghana had introduced the
first ever reality show, TV3 MENTOR I. This
13-week singing reality programme format
was copied from TV3 Malaysia’s popular
reality show. The network then continued
with a second season — MENTOR /I, which
became more successful from the pilot
version. TV3 MENTOR raised the bar to be
one of Ghana’s ‘must watch’ programme.

Riding on the success of MENTOR, TV3
Ghana introduced another reality show,
LOOKING FOR LOVE, a localized version of
TV3 Malaysia’s popular reality programme
titled ‘Mencari Cinta’.
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Aside from reality shows, The GARDENER’S
DAUGHTER is the most watched telenovela

on Ghana TV. With the country
experiencing power outages at the
moment, the network receives many
requests for repeats. AFRICAN THEATRE
also continues to be a big hit with viewers.

In term of sports, TV3 Ghana had in the
year under review, introduced “LA LIGA
SEASON 2006/2007” (Spanish League),
arguably the best soccer league in the
world, to the viewers. TV3 Ghana will keep
on showing LA LIGA SEASONS 2007/08 &
2008/09 as part of its long term
commitment to bring the best of soccer to
the viewers.

In terms of coverage, 2006 saw the
expansion of TV3 transmission to Cape
Coast, in the Central Region in December
2006. This has completed 65 per cent
penetration. TV3 is on course to expand to
Sunyani, in the Brong-Ahafo Region; Ho,
in the Volta Region; Tamale, in the
Northern Region; and Bolgatanga in the
Upper East Region, to make 90 per cent
penetration in 2007/08.
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2006 also saw TV3 Ghana initiated a few
ground activities, including an appeal for
funds for two hole-in-heart boys, who
were operated on successfully, and a
leukemia patient. A Family Day was
organized during the Christmas period
where all live programmes were held
outdoors on the day, which afforded the
public the opportunity to see how
programmes were produced. A Blood
Donation drive and eyes screening was
held on the premises at the same time
whilst games of all kinds were also
available for children.

TV3 GHANA’S TOP 10 PROGRAMMES IN
2006

NO TITLE GENRE
1 THE GARDENER’S TELENOVELA
DAUGHTER

2 TV3 MENTOR REALITY TV

3 TIMELESS TELENOVELA

4 AFRICAN THEATRE MOVIE

5 EFIAWURA DRAMA SERIES

6 LOOKING FOR LOVE  REALITY TV

7 ABRABOR MUM ASEM CHAT SHOW

8 TODAY’S WOMAN TALK SHOW

9 NATIONAL INTEREST  POLITICAL TALK
SHOW

10 SPORTS STATION DISCUSSION

Source: TV3 Network Limited In-House Information
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