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Disclaimer

This document contains certain forward -l ooki ng st atements with respect to Astr oondohaysi a
results of operations and business, and management 6s st r atoetdmitationpl ans
those that express forecasts, expectations and projections such as forecasts, expectations and projections in relation to new  products and

services, revenue, profit, cash flow, operational metrics etc.

These statements (and all other forward -looking statements contained in this document) are not guarantees of future performance  and are

subject to risks, wuncertainties and other factors, some Ibdausevdttuat h ar e
results to differ materially from those expressed or implied or forecast in the forward  -looking statements. These factors includ e, but are not

limited to, the fact that Astro operates in a competitive environment that is subject to rapid change, the effects of laws an d government

regul ation upon Astrof6s activities, its reliance on t ec hhefadttbagAstroishi ¢ h

reliant on encryption and other technologies to restrict unauthorised access to its services, failure of key suppliers, risks inherent in the
implementation of large -scale capital expenditure projects, and the fact that Astro relies on intellectual property and propriet ary rights which
may not be adequately protected under current laws or which may be subject to unauthorised use.

All forward -looking statements in this presentation are based on information known to Astro on the date hereof. Astro undertakes  no
obligation publicly to update or revise any forward -looking statements, whether as a result of new information, future events or  otherwise.

This presentation has been prepared by Astro. The information in this presentation, including forward -looking statements, has not been
independently verified. Without limiting any of the foregoing in this disclaimer, no representation or warranty, express or i mplied, is made as
to, and no reliance should be placed on, the fairness, accuracy or completeness of such information. Astro and its subsidiari  es, affiliates,
representatives and advisers shall have no liability whatsoever (whether in negligence or otherwise) for any loss, damage, co sts or expenses
howsoever arising out of or in connection with this presentation.
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Key highlights of 1H FY17 performance
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4.6mn to 5.0mn customers
65%to 69% HH penetration
1.1mn to 1.5mn NJOI customers

94% on B.yond STBs
Local content drives viewership
75%to 76% share of TV viewership

Go Shop grew revenue 87%YoY
70%to 73% Radex share
35%to 37% TV Adex share

Content IPs
Digitalisation
Operational efficiencies
Product development

Revenue +3%
RM2.70bn Y RM 2.79bn

EBITDA-6%

RM962mnY RM903mn

Adex +10%

RM305mnY RM336mn

PATAMI +7%

RM306mnY RM328mn

FCF of RM531mn

162% of PATAMI

astro
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1H FY17 snapshot

Highlights 1HFY16 1HFY17
TV households (000s{V 7,061 7,162 1%
TV household penetration® 65% 69% 4pp
TV household penetration (000s) 4,590 4,974 8%
Pay TV households (000s) 3,520 3,493 (1%)
NJOI households (000s) 1,071 1,481 38%
Pay TV gross adds (000s) 181 166 (8%)
MAT churn 9.8% 10.9% 1pp
Net adds (000s) 161 156 (3%)
Pay TV households (000s) 10 (57) (670%)
NJOI households (000s) 151 213 41%
B.yond STB penetration 91% 94% 3pp
ARPU(RM) 99.1 99.2 -
Astro TV viewership share® 75% 76% 1pp
Radio listenership (000s)® 12,566 12,758 2%
Adex (RMmn) 305 336 10%
Revenue (RM mn) 2,699 2,791 3%
EBITDA (RM mn) 962 903 (6%)
EBITDA margin 36% 32% (4pp)
PATAMI (RMnn) 306 328 7%
FCF (RM mn) 589 531 (10%)
NEBPS (RMsen) 5.9 6.3 7%

(1) TV household data sourced from the Department of Statistics Malaysia and Media Partners Asia

(2) Household penetration includes both residential Pay-TV customers and NJOI customers

(3) Viewership share is based on DTAM deployed by Kantar Media as of FY17. Comparatives in FY16 are updated accordingly

(4) Radio listenershipis as at 4QFY16 due to the change in the audience measurement partner for the radio industry, which is exp ected to be
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(5) Data presented are for the 6 months ended 31 July

(6) Numbers may not add up due to rounding differences



Our dual -model market approach is resilient in a challenging
operating environment

Residential customers (000s) ARPU (RM) Churn (%)

mPay-TV mNJOI
[0)
103% 98% o405 950 10.0% 0-9%

350535203504 IIIIII IIIIII

1QFY16 2QFY16 3QFY16 4QFY16 1QFY17 2QFY17 1QFY162QFY163QFY164QFY161QFY172QFY17 1QFY162QFY163QFY164QFY161QFY172QFY17
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Upselling of value -added products and services remains a

key priority

5 .yondhp (000s)

Jeyond pvQ (000s)

S .yondirtv (000s)

Penetration @
1,915 1,888 1,890 1,938 1,939 1,924

1Q16 2Q16 3Q16 4Q16 1Q17 2Q17

Multiroom (000s)

ras 786 831 g77 903 908

1Q16 2Q16 3Q16 4Q16 1Q17 2Q17

astro--#@ downloads (000s)

59 62 62
1 i I I I
1Q16 2Q16 3Q16 4Q16 1Q17 2Q17

SUPERPACK SUPERPACK VALUEPACK(000s)

393 404 409 411 412 413

1Q16 2Q16 3Q16 4Q16 1Q17 2Q17

NB

2132 2307 2633
1,462 1,580 1781

1Q16 2Q16 3Q16 4Q16 1Q17 2Q17

(1) Asa % of customers with B.yond STB
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B Superpack/Superpack Plus = Valuepack

E

1Q16 2Q16 3Q16 4Q16 1Q17 2Q17

astro



Our content priorities

Create & Own Winning IPs Create Digital Content Cost Management

Differentiated Continuous Going Beyond Malaysia
Content Offering Engagement
6 | 2QFY17 results aStrO



Our vernacular content & viewership

@
Pay-TV Underpinned by a focus on signature brands and new IP creation
185 Maharaja Lawak Anugerah Meletop Dia Semanis Honey
channels Mega Akhir Era / ”
6 8 it -
Astro-branded el E 4 a
4R 4.1mn
channels Viewers Viewers Viewers
HD channels Viewership Share Avg. Daily Viewers ( mn)
NJOI *:15%
30 13.6 13.8 ‘_3_5%
8.5 8.2
channels
H1FY16 H1FY17
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(1) Number of channels as at 31 July

continue to grow

Evening Edition
7 &) 4 £
R30f%0%0
L L e
“ i ?l/f) 271K

Viewers

Thigil S3

Avg. Time Spent/Day

*:10.9%
*:2.4%
3:48
2:00 2:03
H1FY16 H1FY1l7
astro



EURO 2016The best EURO ootball

REACH

10 mil

Throughout the EURO
2016 Campaign

EURO2016

FRANCE

TV VIEWERSHIP

126k

Final match:
Portugal vs France
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astro

~ ARENA

TV

Astro Arena dthe leading destination for Olympic Games viewing

Leading the way for the Rio Olympics 6b

(Ri0016.

Digital

Engaging younger audiences online via Astro Arena

Highest Sports Event Reach

12.4 mil

Unique Viewers

1st ever live Views on the Qstro
. . Arena YouTube
Streamm.g for all 21 I I ”I channel during the
Msians

Olympic period

Highest Sports Viewership

3.9 mil

Mends Singles
(Dato Lee Chong Wei vs Chen Long)

Fi nal

Positive social

Chats during live
media buzz

streaming

190K

Over 500 postings on social media
across our assets

/0k 2m 83m

shares likes reach

ok




Go Shop continues to grow from strength to strength

PENGHANTARAN
PERCUMA

“Semenanjung

JAMINAN

A Mal aysiads first 24 hour Malay (Ch. 118) and Chinese | anguag

A Providing a differentiated shopping experience to Malaysians through TV, phone, e -commerce and m-commerce

A Key performance metrics for 1H FY17:

463k 790k 60% 44.1mn 30.9mn RM138mn

products repeat pageviews pageviews revenue

customers

served sold customers online on mobile
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Investing and positioning Go Shopfor further growth
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To increase LIVE shows :
2 LIVE shows perday per channel on average

e To increase thematic programmes

To support the expansion to other language
channels d Indian channel

astro \
VAANAVIL

astro
VINMEEN [HD)




Tribe , our mobile -first OTT product, expands to new shores

@
Tribe

IT'S YOUR SHOW
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Tribe dour differentiated over -the-t op (0OTTO6) online vi
service, launched in its first market of Indonesia in March, via
collaboration with XL Axiata
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>

Aimed particularly at millennials, Tribe aims to create a regional
community of fans around content genres of choice

>

Via a collaborative approach with partners across ASEAN, Tribe is
able to leverage on its content expertise and invested platform to
achieve regional scale

>

Prospectively launching Tribe in the Philippines in Q4 in
collaboration with Globe Telecom, with more partnerships to
come in FY18
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