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20295: Navigating
a new thread of

media
challenges

- High Churn and Fragmented
Audiences Continual shiftsin
consumer attention make for specific shows or genres
retention efforts increasingly and then churn out just as
difficult. rapidly.

Younger viewers, in
particular, switch platforms

This “serial churn” effect
drives up acquisition costs
and exacerbates audience

fragmentation.



Threading

Multithreading

* Your smartphone is a perfect example
of multithreading in action. When
you're texting, listening to music, and
browsing the web all at the same time,
your phone is handling each of these
tasks on separate threads.

* This means each appruns
independently without slowing down
the others.




* Message threading is a feature

that allows users to ask
@SS@@ questions, give feedback, or
add context to a specific
message without disrupting the

- flow of the original group
r@@ [I n conversion.




Whatis a thread? (in tech)

A thread is, fundamentally, a
clear, well-defined theme,
subject, topic or focus.

How threads make process

A thread may existin human
communication, such as a topical
group chat or email exchange. fhresd | fhreadd

A thread also exists as the Throad 3
processing focus of S
a software program, such as an
operating system (QS)
or application.



https://www.techtarget.com/whatis/definition/chatting
https://www.techtarget.com/searchapparchitecture/definition/software
https://www.techtarget.com/whatis/definition/operating-system-OS
https://www.techtarget.com/searchsoftwarequality/definition/application

What is Media Threading?

® 0@ O

PROCESS OF MULTIPLE USE CREATES AN INTERACTIVE ITISA CLEAR AND WELL-

OF MEDIA PLATFORMS THAT AND REAL TIME DEFINED GROUP OF

RUN INDEPENDENTLY WITH CONVERSATIONS WITHOUT THEMED MEDIA EXCHANGE
EACH OTHER. DISRUPTION. HEIGHTENED BY DIGITAL

TECH TO MAXIMIZE HUMAN
COMMUNICATIONS.
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#1 Short threading media




Short Threading in
digital media

”Short threading" in digital media, posting a series of interconnected text-based
posts (or with visuals) to engage in a conversation or share a longer piece of content
in @ more structured format.

* Sequential posts

Short form

Used by content creators / digital publishers

Easy to follow

Encourages interaction

Versatile (personal to advertising to narrative storytelling)




#1 Short Form Video
Threads

* The popularity of short-form video content will
continue to soar.

* TikTok pioneered this trend, with Instagram
Reels and YouTube Shorts quickly following suit.

* Their appeallies in their brief yet captivating
format.

* Expect more platforms to join the movement.

* The rise of short-form video content, combined
with the ubiquity of smartphones, has popularized
the vertical video format. Expect this format to
remain dominantin the coming year.



https://www.forbes.com/councils/forbesagencycouncil/2024/03/19/short-form-video-content-capturing-attention-in-the-digital-age/
https://www.forbes.com/councils/forbesagencycouncil/2024/03/19/short-form-video-content-capturing-attention-in-the-digital-age/
https://www.forbes.com/councils/forbesagencycouncil/2024/03/19/short-form-video-content-capturing-attention-in-the-digital-age/

CONSUMER BEHAVIOR

Filipino Food Shoppers are
heavy-users of social & short video

Media Consumption Segmentation

5 5 /0 3
wad Social Media (ie. Posts, Stories, Ads)

Heavy User (6+ hours)

Short Videos (ie. Reels) 52%

Filipino Food Shoppers are
heavy browsers of social 0
posts, stories, ads ﬁ Heavy User (6+ hours)

Video (ie.Vlogs) 49%

Heavy User (6+ hours)

o Music Streaming 39%
O Heavy User (6+ hours)
0% 10% 20% 30% 40% 50% 60% 70%

Filipino Food Shoppers

heavily consume short \
\

videos (reels) \

¢

Source: GWI Core - Media Consumption: Filipino Food Shoppers [Q1-Q4 2024]




#2 Micro Drama threading the the feeds.
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Micro-Drama shorts threading as
a quick narrative content.



MANILA, Philippines — Beetzee Play, a short vertical drama streaming service

designed 1o cater to the evolving entertainment needs of Filipino audiences,

was recently launched in the country.

40 Gone are the days when our only post-work priority was catching up on the latest K-
As the first and only "Piso Serye" platform in the Philippines, Beetzee Play is SHARES dramas. Lately, we've found ourselves drawn to something new (and equally addictive):
revolutionizing the way Filipinos experience short-form dramas, offering viewers vertical dramas.
compelling and affordable content at just P1 per episode. (]
At first, they might have popped up as random ads on your Facebook or Instagram feed
In a bold move that aims to make entertainment more accessible to everyone, - —short, dramatic clips that leave you hanging, leading you to install an app just to

Beetzee Play is positioning itself as the go-to destination for budget-friendly, on- watch what happens next. But make no mistake, these aren't just cleverly disguised

demand short drama content by partnering with fintech giants Maya and
GCash.

promos; they're part of a booming content format that's shaking up the way we
consume online series.

) - While th tisn't entirel Chinese product t Tencent Video first
The app’s innovative Piso Serye model offers every Maya and GCash user the ile the concept isn't entirely new (Chinese production giant Tencent Video firs

. . P - invested in it back in 2018), vertical dramas have recently gained serious momentum.
opportunity to watch full episodes for as low as P1. This “Piso-to-play’ = ) i . v9
B B R i By 2024, even American production companies are giving it a go. And toward the end of
approach allows users to enjoy a variety of local and international dramas 3
i ) . ) last year, one particular title caught our attention: True Heiress Vs. Fake Queen Bee—or,
without the burden of high subscription fees or commitment to lengthy as we've fondly nicknamed it, The Kaplan Heiress. The buzz it generated among Filipino
contracts. With a wide range of genres, from romance and family drama to viewers sent us deep into the vertical drama rabbit hole. (Okay, full disclosure: the writer
suspense and action, the platform caters to every viewer’s taste. behind this piece has been obsessed with them for months now.)

threading |
e a g COSMOPOLITAN VIDEOS ENTERTAINMENT BEAUTY NEWS STYLE HEALTH LFESTYLE RELATIONSHIPS K-LOKA
What Are Vertical Dramas And Are They The Future Of

P H 'Piso’' per episode: Vertical short drama Streaming?
streaming service launched in the

Philippines

HOME HEADLINES OPINION NATION WORLD BUSINESS SPORTY

MISS UNIVERSE 2024 PINOY POP EVENTS

KATE SARMIENTO

Jan Milo Severo - Philstar.com
March 27, 2025 | 10:27am
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Micro-series
Storytelling

More Filipinos are tuning into bite-sized
episodic content and short-form drama.
Brands can maximize exposure on this type of
storytelling content.

359% 18%

@ Cornerstone Entertainment & !

It's giving kilig! Celebrate love, all month long, with
#SavingSarah, the first Fillpino Vertical Serye on
the first #PisoSerye Platform in the Philippines.
INOW STREAMING exclusively on #BeetzeePlay.

& Show your support

Different
threads same
Interests

%,



Micro-Drama shorts
threading as a quick
narrative content.

Mobile-First Consumption:

The mobile-first trend has greatly benefited short dramas, as they are
designed for on-the-go viewing and fit well with the mobile-friendly format.

Localization and Regional Focus:

Apps are adapting to regional preferences, including subtitles, dubbing, and
localized themes.

Monetization and Advertising:

Short dramas are generating significant revenue through in-app advertising
and paid downloads.

Advertisers are increasingly recognizing the value of reaching afemale,
middle-class audience, a key demographic for short-drama apps.



Micro-Drama shorts threading as a quick
narrative content.

e Short dramas are moving beyond simple entertainment and exploring
complexthemes like mental health, identity, and social justice.

e Latin America, Southeast Asia, and other emerging markets; Innovative
monetization models, such as hyper-personalized recommendations and
shoppable content

/
Im pa ct on the e Short dramas are reshaping entertainment consumption habits, with

E nterta | nment viewers craving quick, engaging content.

e challenging traditional TV and movie models, creating new opportunities

La nd SCa pe: for creators and platforms.




#3 New thread of media mindsets.
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Builders Boomers Generation X Generation Y Generation Z Gen Alpha Gen Beta

Born: 1925-1945 Born: 1946-1964 Born: 1965-1979 Born: 1980-1994 Born: 1995-2009 Born: 2010-2024 Born: 2025
Age: 80+ Age: 61-79 Age: 46-60 Age: 31-45 Age: 16-30 Age: 15 and under

A new thread of consumer media mindsets




Category

Slang terms

Social markers

lconic cars

lconic toys

Music devices

Leadership style

Ideal leader

Learning style

Influence Advice

Marketing

Builders
Borrm: 19251945
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Waorld War Il
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o—s

Maodal T Ford
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Generation Y
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Poon
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2001
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Toyota Prius
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BMX bike

Supporter
Interactive
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Generation Z
Borm: 19952005
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Tesla Model 5
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1
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Ernp=owering

Collaborator
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Gen Alpha

Borm: 2000-2024
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CoOVID-19
2020

o O

Autonomous vehicles
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Fidget spinrer

Srart speakers
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Inspiring

Co-creatosr
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Chatbots

In situ (real-time)
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1950 1960

Labels

[mosor 3 Gobolce

Weekly births

2,586,000

Generation Alphas born globally each week

Top countries of birth

L1 (2] O

India Nigeria

Incoming ) 2 .
technology » e
iPad Instagram  Siri HGEORPé%

| | | | | I
1970 1980 1990 2000 2010 2020

G e n A I p h c' Future size & economic footprint

Once they've all been born they will By 2029, Generation Alpha's
Born 2010-2024 number more than 2 billion, the largest economic footprint will reach
generation in the history of the world. more than US$5.46 trillion.

2,000,000,000 $5,460,000,000

Global population and workforce %

Builders Boomers X Beta

Population Current

3% 1B% 23%

8% 14% 16%
2035

Workforce Cintent

12%

21%

B .. T o0 8

Smart
printers glass Powerwall speakers computing vehicles

3D Google Tesla Quantum ChatGPT Autonomous

Fortnite AirPods Biometrics

The Future Thread: Gen Alpha



Virtual Collectibles In-Game Brand Intergration TikTok-Native Storytelling

' 8 50 of Gen Alpha regularly
% use YouTube

':‘ 60 0/, areactive on TikTok

1 Alpha (born 2010-2024) is stepping into the

tlight—and they’re already influencing household

in global spending nding, brand preferences, and cultural trends.
B power oldest are turning 15 this year, and their

tal behavior is worlds apart from Gen Z,

here They Are
f °f parents say get Facebook and Instagram—Gen Alpha
'. 7 o % Gen Alpha Influences 5 on YouTube Shorts, TikTok, and Roblox.
. purchase d0C|S|°l'IS se platforms aren’t just entertainment
ey're interactive ecosystems where kids

ch, learn, play, socialize, and even shop.

' trust Influencers 'w The Engage
4 % as much as family

; generation responds to interactive, gamified,
creator-led content. Static display ads?

enough. Think:

A new thread for Gen Alpha media habits



Different taste
buds and
preferences.

Sho a strong preference for
convenience foods and
beverages, hasr

meals and instant drinks.

Heavily influenced by social
media trends, often trying new
food and beverage products
that are popular on platforms.

Increasingly opting for healthier

food and beverage options,
ichas o

plant-based alternatives

Notable interest in experiential
dining experiences, such as
themed r aurants and food

festivals.

choosing products that cater to
both adults and children.

Growing preference for locally
sourced and sustainable food
and beverage products.

Prioritize sharing food

experiences, especially on
ions like bir

and enjoy documenting meals

through photographs.

Their interests in tutorials
adesire to keep
learning, potentially tryin




Top online threads for
F&B shopper:

Meta followed by
broadcast TV.

Filipino Food Shoppers spend most
of their time online on mobile




Topic threads
differently by
generation.

Most Relevant Topics by Age Group

*« Gen X: enjoying f¢

ch as Korean cuisine * Boomers: sharir

MILLENNIALS GEN X

44) (45-54)

Top Hashtags Top Hashtags

#trending : d yto

Top Associated Topics
Chicken

Po

Top Correlated Topics Top Correlated Topics Top Correlated Topics Top Correlated Topics

Menu Menu

De¢




#4 Subscription Media threads at arise.




Subscription
Revolution: a
hew media
thread of
subscribed

communities.

>

Streaming services like Netflix and Spotify use subscriptions to
give customers access to large content libraries.

(&

~




0 / r ie or consumers:

J bscriﬁns offer a hassle-free way to ac : ,}' ,
‘service , wWith automatic renewals and recu ts.

Predictable revenue for businesses:

* Subscription models provide a consistentin stream,
allowing businesses to forecast revenue and p ’ or the future.

Customer loyalty and engagement:

with a company and
oyalty and retention.

* Subscriptions encourage ongoing interactie
its products;-leadingtc cased cust

Data collection and analysis:

* Subscription models provide bus with valuable data about
avior and preferences, which can be used to
nd customer experience.

portunities:

ttract more customers and



Other Subscription Media

Patreon is a platform that allows creators
to monetize their content by offering
exclusive access to their work in exchange
for a subscription from their audience

Examples of content and benefits:

Exclusive content: Early access to
episodes, videos, music, or artwork.

Direct communication: Accessto live
streams, Q&A sessions, or private chats
with the creator.

Physical rewards: Merchandise, signed
items, or other physical goods.

Digital downloads: Sample packs,
tutorials, or other digital products.

¢ OnlyFans

&

OnlyFans is an online content
subscription service where you can
receive payment for the content
you post by charging your
followers, or 'fans,' who subscribe
to your content, for a monthly
subscription fee.



ABSHCBN  Halaan 2025 Entert News Metrostyle Ufestyle Sports M

Nearly 5,800 out of 7,747 illegal gambling websites
already blocked': Pagcor

¢ 70 FUNERCONGIVARO S |
S “ ' 7

= Y 6'5 " s .'f
: | ? ° 3 3
Growing threads: A vice in

disguise — online betting apps. S5... wmeme
Php 10.8bn in ad spends

” e
crazywin® l
yw SPORTSPLUS PH




Community

online
threads
continue to
rise.

30%

increase in engagement with online
recipe communities on FB

Increase in followers of online
recipe communities on FB



¥ BOLLYWOOD, GREENBELT

&
TITOS UNITE

8-10PM MAR 26
WEDNESDAY

Tita Culture F Il _—=u

Filipinos love the Titas in their lives who
embody the values of warmth, wisdom and icesian
generosity - often with good taste and
recommendations when it comes to food

HOUSESLANT
PENCY TITA 6 TITO STEREOTYPES «
FAHOUS GARDENS & PARKS -
ESSENTIAL OILS & HERBAL REMEDIES «
WINE WHISKEY, OR COFFEE?
TITO JOKES & PLANTITA MEMES «

e REGISTRATION
LINK IN BIO
25% A e

ANe

Yo

() i

<

Titos and Titas of the UP
Fighting Maroons

UP's Cheering Strategies

UP MBT and Basketball News
1 new sidechat

MEGA Magatine < >

General Chat
Angelo: pwede po iderecho sa oasd

Tito & Tita Threads: A growing
culture // community.

Usaping TICKETS
Looking for 2 tickets for April 23... - Ap

ALL UP Teams and Games

ado and 6 other friends

Of Manila

Here's What You Can Learn From The OG Titas and Titos



Grow your FB Communities with Messenger! . ;
Creators consistently improve

Click-to-Message Ads Marketing Messages results across performance and brand.
to Invite to Re-engage
Send one marketing I 9 O 0
message daily during your J/ o O
messaging campaign

24 - - ou1 ‘-

O O < @ voracwacuons @

Original Coast Clothing

i i e reductionin higher Intent
acquisition costs’ (Brand) Lift?2

create engaging chats

Only targeted to customers
who opted-in to receive
them, with opt-out anytime

‘} R ‘, — . Easily created and bought in
A PITT IS 2 Ads Manager (on Betal!)
3 : -

Influencers |

frroerdibe,
I - Creators are w M ERL
contintieHoRIEE | | R

on different | througfll/I Reels
across Meta

THREADS: technologies

channel + content e

discover new brands and
businesses drive sales.

[ 4.58B

times a day reels are shared.

v 53%

of people surveyed agree they are
more likely to purchase an itemif it’s
i been promoted by a creator on Reels.

—rolemsp). A925 44,77_—5 4 vy

e ther. Spiffelertond

:9€,
M

v,’

IM A CAFFEINE FIEND SOON AS YOU KICK IN #4

] Q o ®




#5 Visayas & Mindanao a loose thread? Winning Rural threads




42.3%

1IN

Visayas &
Mindanao a
loose thread?

But local communities, culture, nuances,
and languages are so diverse,
translation is not enough.

You need cultural
interpreters.




Vismin KOLs can
tighten that loose
thread for brands.

Activating Influencers for Sari-sari Stores.

%,

HIGH VISIBILITY,
LOW ENGAGEMENT

Why 6o you need this:

Big announcements

Davao)

Beverage or food brand summer
campaign

REACH EXPLOSION PACKAGE

WHY THIS WORKS FOR VISMIN:

Scaling VisMin Reach Through relevant
Snackable Content

KOLMIX POST FORMAT PROJECTED COST

MEGA:
30%
(Around 1 pax) $10K - $15K*
FB/IG Reels
usb
MACRO:

70%

(Around 4 pax)

SAMPLE EXECUTIONS:
e I dance:

c

VisMin KOLs possess inherent cultural authenticity and a deep understanding of regional sensibilities
They have a unique and distinct content style, often described as "punchier and braver" than content from

Luzon

They have an emerging and organized ecosystem of content creators

Danieca Goc-ong Marco Yambao Jason Kordovez Tiffany Ronato




Messenger Trade

Acceleration Packages

powered by Cognitive.ai g

Easy-to-mount trade promo technology on __
Messenger to drive better efficiencies and : SEa . e

Meta Frequency Reels x Partnership Mes or Trade effectiveness versus current executions
Amplifier Ads with Regional ARAW vy

for Regions Creators >ackages Automated promo execution and rewards - Uses Al to E— o SR
validate receipts and reduce cost from manual -
encoding/reconciliation and physical bundling, Target
audience based on desired shopper profile
Easy-to-scale retailer-agnostic execution - Activate with
multiple retailers at the same time
Fast implementation - Nationwide launch in as short as 4 ChatinMessonger (@ Send Message
weeks and real-time performance tracking
Advanced data analytics and shopper marketing insights -
Collect 1P data and get access to consumer insights and
advanced measurement solutions with no retailer
integration needed, Track offline conversions generated by
Meta online ads on Ads Manager

00
)

Winning thread in VISMIN
On top to our Traditional TV + Radio + OOH
platforms



Winning the Rural Threads via hybrid media.

8%

of Pinoys in
Rural Visayas & Mindanao
used YouTube
in the past 4 weeks

IKANTAR MEDIA

Among those who do watch TV/online programs...

ISR 76%

slzst:yoaie&i(nwrl‘ijr:glanao = say they used a smartphone
say they don’t own TV sets

0 B 54%

say they used a TV

KANTAR MEDIA

IKANTAR MEDIA

Rural Visayas & Mindanao
Media Habits Survey
Jan-Feb 2025

e 91% SEC DE
e Primary decision makers

KKANTAR MEDIA




Connected TV
a growing
thread on

rural.

/4



Type of telecom account

ural markets Y/

ave high access R

0 smartphones
yet connection = -
still on prepaid.

Device Total Rural VisMin Total Rural Visayas Total Rural Mindanao

Basic Mobile Phone (Basic call & text features only)

Feature Phone (A mobile phone with limited internet access
capability)

Smartphone (A mobile phone that's like a handy computer,
can surf the internet, and can run ownloaded apps)

Stereo/Mini-component/Karaoke

nternet-connected TV




2 VA VA VAN
2 VA VAVAN

UICINER
high internet
access
already

Internet connection at home

Total Rural VisMin

84.45 85.8
15.55 14.2 16.84

Total Rural VisMin Total Rural Visayas  Total Rural Mindanao

IKANTAR MEDIA Base: Tota nterviews N=400, Weighted Popuiaton: 6.5

Whether accessed the Internet anywhere for any activity in the past 4 weeks or not

Total Rural VisMin

71.51 (i ABC1

)

27.19 28.49 25.94 D
E

Total Rural VisMin Total Rural Visayas Total Rural Mindanao

IKANTAR MEDIA Base: Total nterviews N=40 hted Population: 6,515,695



Facebook + Messenger + Youtube are top
digital platforms in rural threads

Apps downloaded/used in past 4 weeks
(Total who normally use smartphone, feature phone, and tablet to access internet)

Total Rural VisMin Total Rural Visayas Total Rural Mindanao

Google Search

Meta / Facebook

Meta / Facebook Lite

Instagram

Facebook Messenger

Youtube surfaced as top OTT platform at 89% Rural Vismin



DRIVERS/
PLATFORMS

Facebook

YouTube

Traditional TV

Trust +
Quality
Content
for
Influencer
Content

Recall

88%
74%
27%

(29% in

Min)
21%

(30% in

Min)

Value of
Time

74%
29%
15%

(17%in
Min)
12%

(18%in
Min)

Purchase
Influence

66%
19%
15%

(20% in
Min)

8%

(13%in

Min)

Rural key
brand drivers



Rural Trends

92% use YT to listen to music and radio programs MWELRON . RINTAL VRIS
online.

At least 47% watched TV anywhere / any platform Re Bk 8w

(72% C2 SEC). IR A nTmuimuTummmn
0 100 80 70 60 54 MW
62% watched traditional TV daily. —— -

58% access Pay TV vs. 16% FTVvs. 20% online TV
viewing.

31% most often watch GMA, 26% Kapamilya
+A27,13% for TV5

16% watch TV via YT videos / streaming
53% listened to Radio anywhere

49% listen to trad radio daily.







Play-to-Earn
(P2E): The Gamer
Revolution

* P2E models democratize
earning opportunities and allow
gamers throughout the globe to
be a part of virtual economies
and earn rewards that they can
trade with real world goods and
services.



Cryptocurrency is Shaping the
Future of Online Gaming and
Entertainment

* Play-to-Earn (P2E) has revolutionized the
traditional games business with the power of users
earning real rewards for playing games. °

* Blockchain gamesincluding Axie Infinity and
Decentraland made the concept popular with users
earning cryptocurrency and non-fungible tokens
based on the activities done within the games.



Al-Powered Gaming Threads

NPCs That Act Like Real Characters

It is now possible to create NPCs that retain what
was said to them, have the ability to make decisions
based on players’ actions and have their own
character behavior.

Al-Generated Environments and
Stories means that the game becomes
different when played over and over
again.

Al Assistants That Learn Your Style

An example of an implementation of an

could be an Al that anticipates the
moves of the enemies and warns the player in
advance.


https://www.brandvm.com/post/most-anticipated-games-2025
https://www.brandvm.com/post/most-anticipated-games-2025

eSports as a moving
thread

* Esportsis stillon the move, with professional esports
attracting millions of viewership and offering prize
money as an incentive, which is almost equivalent to
traditional sports.

* itisnotlimited to this type of audience, as casual,
beginner, NET players, streamers, and content
creators have also found the opportunity here.

* Some of the platforms include Twitch and YouTube
gaming where players can make money out of
subscriptions, advertisements, and sponsorships.
The top streamers can take anywhere from six to
seven figures every year.



https://www.forbes.com/sites/mattgardner1/2023/02/09/here-are-the-ten-most-popular-games-for-streamers-in-2022/
https://www.forbes.com/sites/mattgardner1/2023/02/09/here-are-the-ten-most-popular-games-for-streamers-in-2022/

#/7 Threading a new streaming wars




«'* Nielsen

Share of marketers

planning to increase
their OTT/CTV spend in

Connected TV is transforming
advertising thread.

* Therise of CTV and ad-supported
streaming.

* CTVis the fastest growing media
channel.

* CTV encompassing devices like Smart
TVs, streaming media players and
gaming consoles - reshaping how we
access and engage with video content.

* Expanded audience base + enhanced
targeting capabilities with specific
demogs and audience segments -
viewing patterns, profiles and interests.




OTTvs. TTVvs. CTV

TRADITIONAL TV ADS CTV ADS
REACH Massive reach onwide Reach beyond trad TV +
. audience streaming audiences
Content Devices
TARGETING Mass-based Precise targeting
NETFLIX e (streaming habits) Can
hulu build 1%t party data
Device,. BE=X STORYTELLING Visuals & Audio Interactive Ad Formats
m Game creating Impact with real time
Consoles conversations
DEMAND GEN Can drive viewers Programmatic via
subscription-based, One-off purchases online with more in- algorithm with easy to
or pay-per-view depth content click sites and

shoppable links.




Welcome to the

Future of TV Advertising

Deterministic data that leverages precise

targeting with our proprietary ACR

technology. Enhanced by leading data Sl

Actionable media to engage viewers through ) i
partnerships and your first-party data

impactful Smart TV placements in the LG ) )
integration.

Universe. Drive the purchase journey

seamlessly across devices.

>
i et ©
.., “
Channels (G FITNESS i

TvShowsonLG

LG Streaming Week LG Streaming Week
,

R
mited-time offer.

£2.99/mo for 3 months." % ::a‘E%NT U]

Outcomes p—

Actionable media to engage viewers through

impactful Smart TV placements in the LG
Measurable outcomes and KPI-driven results

Universe. Drive the purchase journey

~Are~

TV Screens transforming into ad platforms



The TV Experience Starts at the Home,Sqre?n.,g//

\

~

PN -
Share of Time Spent on LG WebOS Platforms™ o -
BE-=vacan@ 8 . @I
LG Home & Free Video Paid Video i e ,'
WebOS Screens Streaming Apps Streaming Apps .g?ﬁ mk’d »: 3 - i
20% 25% 45% i

97%

Linear TV of LG TV users always
10% . enter the Home Screen

E

0

LG Ad Solutions

Source: LG Ad Solutions Device Data, 2024 *Note: WebOS is the operating system used on LG TVs.



CTV Viewers Overwhelmingly Prefer the
Biggest Screen for Most Types of Content

TV evolving

dS d k| ng on Preferred Platform for Watching Different Content Types
St fream i N g TV Mobile Device PC / Laptop
devices. ik 829 83
74%
3 : 15% )
99 o 13% - 11% 6% 10%
Movies TV Shows Sports Social Videos

Source: The Big Shift, 2025



Big Shift to CTV
(in the US)

* |Inthe U.S., 9in 10 users have an internet-connected TV

» Streaming is highly preferred method of watching TV: more control,
cost effective and content

* 82% prefer ad-subsidized streaming subs, paying a low or no cost
* LG TV users: 8 installed apps on TV sets (active apps at4.1)

* CTV users: 67% prefer streaming free video content vs. paid subs
* 47% areregular FAST (free ad supported streaming TV) users.

* FAST (+109%) user growth has outpaced SVOD (+34) (subscription
video on demand) by 3x




ABS-CBN streaming
IS pulling up the
thread on CTV.

Kapamilya Online Live on Connected TV

ABS-CBN is strongest on CTV.

a =~ A .
Our CTV views and watch hours have already 'I 37 M B 109M e
'- - e
cv

surpassed those of mobile.
watch houry as of Mar 2026 Mobile watch Aowrs as of Mer 2076

Since the launch of KOL, CTV consum, ption
increased by an average of 5]% YoY.

L]
2008504 Nemmy Qi




GMA YouTube Livestream views per device

e Mobile phone
- TV ’/

A new thread for -

150,000,000

viewing GMA via CTV. e

Source: YouTube Analytics

En ga ged Viewi ng GMA YouTube CTV - Average View Duration (in minutes)
Behavior

Smart TVs became the leading device for
GMA livestreams with Kapuso Stream
drawing more viewers to the big screen.

Viewers now watch
nearly 40 mins per 2019

._,b - session — 2x longer
»S SVAN than in 2019.

2020 2021 2022 2023 2024

The Digital Shift:
How GMA is Adapting & Thriving

2,000,000,000

1,500,000,000

YouTube CTV

1,000,000,000 viewership has grown
tremendously since
500,000,000 2019, as views last
- 2024 are 4X higher
than 6 years ago.

2019 2020 2021 2022 2023

Source: YouTube Analytics




KAPATID wvesrecar TV 5 JOl hed the
: ﬁ% JM thread of CTV
| via Kapatid

FAST TV.

/4



YT is taking similar TV threads:

- first commercial gap approach.

- Roadblocks via unskip ads across
YT channels

BE UNMISSABLE WITH

SECURE YOUR BRAND'S SLOT TODAY!

WITH THE COUNTRY'S BIGGEST NETWORKS

ué-ws MO
: BREAKING ’\
‘ |18 geakinG B §
DR S D) By 8

D ;
t D & [ smwr‘s“‘ MUSIC
/ .
| e m‘ &4
vl &5 2 By .
(4 i) p e s J
< i = 4

SPECIALLY CURATED FROM

NETWORK CONTENT ONLY 5 SLOTS PER CONTENT
ONLY THE BIGGEST NETWORKS VOD & LIVE PACK PER MONTH
YL
UP TO 100% SOV PICK ONE OR MORE SLOTS PER NETWORK
- wish wa) PACK AT ONLY $20K / MON'




Facebook’s buy type threading like TV due to
Increased demand online

*

K

5
From RF(Guaranteed) to Reserve Auction
(Highly Predictable)
Under deliveries -15% (or 85% target deliveries) Pay per performance at a bid level

acceptable range at a guaranteed CPM like CPIRP of ABS-CBN




Shoppable TV Ads

Nearly All CTV Viewers Multitask
while Watching TV, Extending the
TV Experience to Shopping,
Messaging and Gaming

LG Household Extend campaigns reach beyond LG Smart TVs
to mobile, tablet, desktop, and HDMI devices for complete

* Allow viewers to purchase products
right from their TV, streamlining the 95¢, 47% 44% 24%
path from inspiration to purchase. Nttt 8 - ; B B T

Watching TV
* 1in 3 viewers have used their CTV
to purchase after seeing an ad.

* |nteractive CTV ads achieve 4.6x ER —— LG AdSolutior-
vs. mobile and 10.3x vs. desktop
video ads.

2 60/ Always Multitask +8%
'O while Watching TV Yoy




#8 RMN’s: En Emerging Media Thread




Growth of

Retail Media
Networks

Networks

‘MERKLE

=

Retail Media Networks are advertising platforms set up
o)V companies to provide advertising services to third-party
suppliers and brands on the retailer’s digital channels.

Amazon Advertising:

* Amazon's platform offers various ad formats and placements,
including Sponsored Products, Sponsored Brands, and Display
Ads on partner sites.

Walmart Connect:

* Walmart leverages its vast customer data to deliver targeted ads
both online and in-store.

Shopee and Lazada:

* popular e-commerce platforms in the Philippines have
established retail media networks where businesses can place
advertisements and promotions

Grab:

* ride-hailing, food delivery, and other services, Grab also offers
advertising opportunities, allowing businesses to reach a large
and diverse audience.

G-Cash

* Mobile E-wallet transforming into an online bank, insurance,
payment portal et. al.


https://www.retaildogma.com/what-is-retail/

RMN a new thread

Of 1 P data in advertising.

RETAIL MEDIA NETWORK

How It Works

Retailer Advertiser Customer

views the ad

Revenue

1
1
1
1
i
1
1
1
]

A 4

order data
campaign data

measurement & analysi places an order




#9 Al-powered Threads




Al centralizes audience, placement + creative
automation

Meta Advantage+ allows businesses to T ——
automate some or all of their campaign

Advantage+ creative tools to help you diversify your creative

End-to-end solutions
The most efficient way to reach your campaign goals by applying Al across your campaign
[x] The picture
[ New | Pars can'tbe
Advantage+ sales 5 Advantage+ app ) Advantage+ leads displaykd
campaigns* campaigns campaigns

Single-step solutions

individual automation levers to address specific nee

Generate up to 10 new Enhance copy and generate Easily diversify your Opt to enhance your visual
= assets inspired by your message variations likely to background imagery behind creative including
D existing creative and resonate with your audience your featured products (or improving brightness or
= headline text using using text generation.* anY objectyod choose with contrast,

image generation background generation*. or cropping or expanding*

Audience Placement Budget Creative Destination ith teit cueriav™ to fit a gi I t
automation automation automation automation automation Y- o fit a given placement.

Advantages placements Advantages can Advantage* creative Advantages
Advantage+ destination
catalog ad: St

? Creative diversification drives results.
thatincluded at least an image (11 or 4:5 aspect ratio), a video (11 or 4:5 aspect rato), and a vertic with audio
(9:16 aspect raio) had a 7.3% lower CPA' than ad sets that did not include one or more of those creative assets.

*Formerly known as Advantage+ shopping campaigns. This name change is a part of the [ K that's currently rolling out to businesses.




History Bookmarks Profiles Tab Window Help

There is a need to balance investment to

M eta’S AI a dve rt|S | ng h .o:om/artic traditional media to check the real impact
- o and preserve the dynamism of media
takeover to reshape media campaigns.

thread’s diversity.

The Knowledge Agency Report Cards

* “The new Al-powered tools will allow
advertisers to simply submit a product
image or business URL along with a
budget”.

« ...itwillautonomously generate
complete ads — images, videos and text
and determine optimal audience
targeting... system will offer budget




campaign

A th tt dia th d
News Analysis The Work The Knowledge Awards Agency Report Cards Events
° ° eg o °
As automation rises, marketers risk losing visibility into targeting decisions, budget allocations, and the true
— . . . . o
, strategic drivers of performance. While campaigns may seem effective, a lack of clear levers can lead to

inefficient spending and optimisation skewed toward reach rather than meaningful impact.

° ® The bigger challenge for APAC is safeguarding the health of its diverse media ecosystem. With vast
a I I S ra e I ‘ r I Ve rS O differences in language, platforms, and media behaviours, the region is especially vulnerable to over-
centralisation. If power is concentrated within a few dominant platforms, the landscape risks losing its

richness and dynamism. What is needed is a balance of campaign transparency, independent verification tools,
and the curiosity to explore beyond default settings.

p e rfo r I I l a I I C e ° To stay relevant, agencies must demonstrate the ability to navigate these emerging challenges and assert

themselves as strategic leaders capable of driving long-term success for their clients.

For SMBs across APAC, this presents an opportunity to run personalised, performance-driven campaigns
without the need for large teams or agency support. It lowers the barrier to entry, particularly in mobile-first
markets with lean marketing operations. Given APAC’s fragmented platforms and diverse consumer journeys,
Meta's tools can automate ad creation and level the playing field. With faster, more cost-effective access to
tailored campaigns, they have the potential to become a powerful catalyst for brand growth in emerging
markets,

Bob Du
MD, Jellyfish Singapore




#10 Radio a thread to remain.




Traditional Radio to remain an important &
influential thread.

Hybrid audio advertising can maximize reach
for brands.

Key Takeaways:

* Rise of Podcasts: Podcasts have gained
significant traction - younger age groups.

* Ad-Supported Streaming: still account for a
smaller portion of audio consumption.

* Age-Based Differences: Younger
demographics (18-34): podcasts and ad-
supported streaming. Older demographics
(35+) still rely on traditional radio.

e Mid to Lower SEC: rely more on Traditional
radio live stream nFB+ YT in the PH

Streaming Music

20%

AM/FM Radio
36% Owned Music 4%,
TV Music Channels 3%

Audiobooks 3%

other 1%

Audio Monthly Reach % Among US Population

Adults 18+ 919% Adults 35-49

32% 32%
22% )
) . . ]

Radio Spotify YouTube Satellite Pandora Amazon Apple Radio Spotify YouTube Satellite Pandora Amazon
Music Radio Music Music Music Radio Music

29%
26%
20% 17%
16%
. . - - =




Did Video Killed The Radio
Star?

*  “Fromthe 1979 song of The Buggles, famously expressed
apprehension for the future of radio, the medium remains relevantin
2025”.

Why?
- “radio’s audience has remained steady over the past three years.”

- “video and radio share the same goal of reaching awide audience
with immediate content”.

- “Radio thrives in its accessibility..... From commuters listening in
their cars.... g while they work, the diversity of the audience is
unmatched.

- “People trusttheir go-to news outlets and DJs and are likely to
recommend them to others”.

- “Radio has an unparalleled ability to cater to niche markets and local
audiences. While big ad platforms focus on mass markets or broad
targeting algorithms, radio fosters community spirit”.




ABOUT US SERVICES OUR CLIENTS

is bright and full of opportunities. From its deep local roots to its seamless integration into digital and on-de
potential for storytelling and connection in 2025.

o adapt, here are a few emerging trends that digital marketers should keep in mind:

¢ 0 <)

DYNAMIC
CREATIVE 3D AUDIO
OPTIMIZATION EFEECTS

VOICE
COMMERCE

Audio ads that allow
listeners to make purchases
directly through voice
commands.

Al-generated ads that tailor Immersive soundscg
messaging based on enhancing the storyte
location, time of day, and aspect of radio adverti

e the McGuinness Media & Marketing team, harnessing radio’s unique strengths is a move that deli

Radio continues to adapt
the changing threads.

* Many traditional stations have
Invested heavily in building
digital versions of themselves,
offering live streams and
podcasts that extend their
reach beyond conventional
broadcasts.



Radio storytelling teaches lessons about
engagement, creativity, and audience connection.

e Radiois atimeless tool for content creation. The medium is immediate and remains
one of the most accessible communication platforms.

* Modern radio embraces digital elements like online streaming, mobile apps, and
podcasts.

* Stations offer simultaneous internet broadcasts, enabling global reach and allowing
listeners to tune in from anywhere.

* Unlike algorithms curating playlists, radio stations feature live hosts who add
personality, storytelling, and relatability to the mix.



#11 Trending Pop emerges with P-Pop threads
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Industry Leaders

SB19

ook Busines. 23 Prosentations and @ Buliding Brand Lov

(<)

alaminl Official Music Video (Y

« nbout P-pop royeity, S812 stands at the top. This five-
nsisting of Pablo, Josh, Stell Ken, and Justin is widely
aring modern P-pop’s global reach. Their journoy from

RING THE NEW WA\

entertainment company to becoming the
nothing short of remarkable

B P A A A

OFFICIAL MUSIC VIDED

Watch on E3Youlube

The “Nation’s Girl Group” BINI has taken 2024-2025 by storm! These eight
talented ladies — Jhoanna, Aiah, Colet, Maloi, Gwen, Stacey, Mikha, and
Sheena - have captured hearts with their infectious energy and girl power
anthems.

Industry Leaders and faves continue to
trend and thread with rising stars

BINI achieved major international recognition this past year with:

* A show-stopping performance at KCON 2024 Los Angeles
* The prestigious “Voices of Asia” award at Billboard K Power 100
* Viral success with tracks like “Pantropiko” and "Karera”

O80T A0e - QOO

Soures 3 Mesertatora and @ duadeg s tov. £ Sootty trgetng ®



Profiles Tab Window Heiu

URAT! X | M Midte x | [ 27a0 x | & AOY/ X

oups/

roduct  OQ Facebook Busines... Ty Presentations and... @ Building Brand Lov... m Spou.

Alamat

Watch on @3 Youlube

If you're looking for a group that truly represents Filipino cultural diversity,
look no further than Alamat. This boy group stands out by incorporatin-
the Philippines’ rich ethnic traditions into their music and performan’

Their achievements include:

e Featuring traditional Filipino dances like tinikling and pe
“Maharani” music video

e Writing lyrics in multiple Philippine languages ad~’
social themes

«s Profiles Tab Window Help @ & O . R )

- U-BEl X URAT X | M Midte x | [ 2740 x | & AOY/ X | & AOYE x | [ THR: X | «» Pamoi X

e X 27A0° x | & AOY/ x | & AOYE X THR: X | «» Parro
.om/popular-p-pop-groups/ b4
curity DigiBank. £ Product 09 Facebook Busines. 123 Presentations and. @ Building Brand Lov... [ Spotify Targeting. ®
.uct  OQ Facebook Busines... 23 Presentations and... @ Building Brand Lov... m Spotify Targeting... ® The
1621BC

G22
e 1621 - Bagamundo (MusicVideo) © (ad

Watch later  Share

Watchon (3 YouTube

These Dream Maker survival show alumni have quickly established
themselves as ones to watch in the P-pop scene. The six-member boy
group consisting of JM, JC, Pan, Win, Migz, and DJ brings a unique sound

that blends hip-hop with traditional Filipino influences. Watch on @3 YouTube

Their 2025 track "“BAGAMUNDO" landed a coveted spot on Spotify “bbed "P—pop’s Female Alphas," this fierce trio of AJ, Alfea, and Jaz has

Philippines’ New Music Friday, introducing them to an even wider \ climbing the charts with their bold concepts and powerful
audience. What sets 1621BC apart is their dedication to showcasing mances. They're not just pretty faces — these ladies can rap, dance,

"mino culture while delivering contemporary pop performances that get 5 S s 2 i A
& POFSLYRIPP g It high notes while maintaining their signature attitude.

“eaming!

Bl 7 A G e -l made waves by:

“hina's popular variety show “Show It All”
*ngs for major Filipino films including “Shake, Rattle

The next thread of P-Pop
Rising Stars



2025 Breakout Acts

6ENSE

GAT

@ GAT 'Daleng Dale’ (Official Music Video) 0 a4

Watch later  Share

04%) SENSE AMIN AMIN MV,

\\m
" P

. nmn‘nmqu
Watch on (3 YouTube F'*f

This Sony MUSIC PH group has taken TikTok by storm lth their catchy

“Amin Amin" challenge. Their smooth vocals and boy-next-door charm
Watch on (3 YouTube

have earned them a rapidly growing fanbase that can't get enough of their
content.

After making their debut at the prestigious Araneta Coliseum, GAT has
GAT firmly established themselves as serious contenders in the P-pop scene.

@ : -~ ) » Under Viva Entertainment’s guidance, they're bringing a fresh take on
GAT 'Daleng Dale' (Official Music Video)

NG Filipino pop music that's resonating with Gen Z audiences.

Cultural Impact

What makes P-pop unique is how these modern groups incorporate

2025 Breakout Acts open new thread for P-Pop ements:

~ with regional languages (check out

2 - 0000 e
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P-pop music gives hype and
flavor to TV teen romantic
series.

Mutya ng Section E

* is a Philippine teen romantic
comedy television series. It is based
on the Wattpad book trilogy of the
same name by the Filipino author
Lara Flores, who is better known by
her pseudonym Eatmore2behappy.
The series stars Ashtine
Olviga, Andres Muhlach and Rabin
Angeles. It premiered on Viva One on
January 3, 2025.



https://en.wikipedia.org/wiki/Teen_film
https://en.wikipedia.org/wiki/Romantic_comedy
https://en.wikipedia.org/wiki/Romantic_comedy
https://en.wikipedia.org/wiki/Wattpad
https://en.wikipedia.org/wiki/Pseudonym
https://en.wikipedia.org/wiki/Andres_Muhlach
https://en.wikipedia.org/wiki/Rabin_Angeles
https://en.wikipedia.org/wiki/Rabin_Angeles
https://en.wikipedia.org/wiki/Viva_One

What makes P-pop uniquely popular?



#12 Re-searching RESEARCH threads




youtube

Story threads on the streets clash
y ~-facebook

!
™ ako

1lang ng media

music

U-Belt Manila daming
 Vendor

* Tricycle Driver

e Commuter

e Student
e Sari-sari store owner
e Service crew

e Barista




Re-Search
Research!

Reinvent methodologies:

* Creative techniques to avoid
fatigue:
 Gamified approaches

* Crowdsourcing techniques
fused with data gathering

* Thread Deep Dives

* Streetnography—a
proprietary study on the
street profiles.

* Reddit Re-search!



From Threads to
Threats

* Cross-screen measurement & currency: a challenge.

* Marketers need to activate 15t party audience data to
ensure on-target delivery and ROAs.

* Collaboration is getting tighter and harder.

* Lowered Spends & Fees and escalating Brain Drain in
the industry.

* Al-powered advertising due to automation by few
giants — Meta, Google and Tiktok will lead to over-
centralization —risk of losing landscapes richness and
dynamism — need of balance of campaign
transparency & independent verification tools.

e Clutterin online media giants = under deliveries in
media KPIs = increased demands from marketers E/
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