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miptv..,., Where next for ki dsdé TV? g\
mipcom. The challenge of the impossible question s

Hereds a challenge: what wil/| producers be creating andanbuyer s
impossible question to answer. The viewing patterns, content preferences and platform choices of children are changing at a faster

rate than those of any other segment. But that certainly makes it a fun challenge. In this report we look at Ampere data on viewing

habits and the recent trends in content development and production to see how far we can get in answering the impossible. So,

where next for kidsdé TV?:

0O The home environment for children has evolved significantly s
households are still more likely to have traditional pay TV than homes with older kids of childless homes, but the
likelyhood of having SVoD is roughly equal across all segments (homes with younger kids had been early adopters, but
the increasing ubiquity of SVoD has ironed out the difference).

U Crucially, however, the shifttonon-l i near vi ewing in homes with younger Kkidsd r
homes are far more likely to be substituting for SVoD as a main form of TV.

i Homes with young kids also spend much more time each day watching SVoD and other non-linear forms of TV with
viewing patterns that show significant usage of SVoD between 9am and 5pm, as well as during primetime.

il Catch-up TV is becoming increasingly important for homes with younger kids, particularly in primetime, while online
video is used heavily throughout the afternoon and into primetime.

i Generally there remains significant opportunity to produce more original content for SVoD, with SVoD platforms still
heavily skewed to acquisition over commission for kids content.

il Content wise, there looks to be notable opportunity for licensing and production of teen and tween content for SVoD as
well as for more pre-school.

U Live action and male-focused content also looks underserved.
i In terms of content development for all platforms (including linear), stories that centre on a family, team or group as the

s

|l ead 6characterd rather than an individual are an increasingl
i Themes of friendship and magic are growing areas for exploitation.
i For young boys, vehicle-based anthropomorphic characters should be a growth area.
U Overall there is a move to more gender-neutral content outside of pre-school across content for young kids, teens and
tweens. But we expect a focus on strong female leads to also be an on-going trend.
U Themes of adversity or challenge or adventure/mystery that is aimed at girls or has a female lead looks like a clear
opportunity.



miptv. About this report g@

mipcom. Ampere Analysis takes up the crystal ball challenge

So what have we don e-prongks appreach t@apkedictingdhe futbre of lads TV. First, we take a look at when,
where, and how kids are watching video content, considering different viewing platforms and types of content, as well as devices. We
then analyse kidso6 or i gYob alatformstomseeamndre stieaming sesvicas halvet beep plaeing their bets
when it comes to spending big on original content and exclusive acquisition. Finally, we take a look at major recent (past five months)
commissions of kids programming across linear TV, streaming and digital to see if any consistent trends emerge. All of this is
supplemented with interviews and insight from the industry with full interview transcripts provided at the end of the report.

Note: In | ooking at childrends home environment and Vvi ewi n gsedgmenisafithe populationisi |n g
order to drill down as closely as possible to the direct influence of the in-home child. The three segments are homes with a young child (under 10); homes with an
older child (between 10 and 18) and couples (married or unmarried) with no kids. All three are limited to age 18-44. This segmentation removes the impact of

young childless adults living in shared homes (this is key because young adults also show particular next-generation behaviour skews which would impact a more
general oO6no kidsd home category). Al househol d and c¢ ons umlé¢he USAafeaswiheawise d aft
stated. Source of consumer data: Ampere Consumer Q1 2018. Source of content analysis: Ampere Analytics.




miptv. Old vs. new: What future for traditional pay TV? C~

AMPERE

mipcom. SVoD no longer uniquely defines, but remains key

We | ast |l ooked in detail at the childoés home ent KdstfT\aanathedutute e nv
of entertainment). What emerged then was that homes with children where more likely to take both SVoD and traditional pay TV

services. Some of the differences back in 2016 where stark; and what is clear today is that those differences have started to level out.

In our latest data (as of Q1 2018), homes with either young kids or older kids are more likely to take traditional pay TV than couples

without kids, but that when it comes to SVoD, the difference has disappeared.
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Homes without kids (couples) are about equally likely to have SVoD as homes with kids of either age. This is indicative of the
increasingly ubiquitous nature of SVoD within the home entertainment environment. In the time since our last report, overall SVoD
penetration has risen from 30-40% to 60-70% and the homes without kids have caught up with the early adoption of SVoD in child-
driven home. So while the difference between the home environments has disappeared, the influence of SVoD remains key in the
chil dés home.



miptv. Viewing patterns remain starkly different C\
mipcom. More homes with young kids substituting main TV LR

That 6s because when i tSVoDasaanain TVeservce (thatis homestwhoaconsiderf SVoD services to be the

main way they watch TV), homes with kids (and particularly younger kids) are leading the way. Homes with young kids are more than

twice as likely to be using a streaming service as their main way of consuming TV than couples without kids (remember this is despite
overall uptake now being the same among the two groups) pattavs at 6
and behaviour of homes with young kids, with almost 60% of viewing being on a non-linear basis, compared to 40% in homes with no

kids or where an older child is present.
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But proportional changes do not tell the whole story. Behavioural changes around engagement with TV are even clearer when we drill
down at a platform level. Taking the US as an example market, homes with older kids watch the most linear TV in terms of the total
time spent daily in front of a screen: a total of 20% more in terms of minutes than homes with younger kids. Couples without kids
watch the least, in line with their overall much lower daily viewing time.

Platformspecific. Viewing pattern data is based on US market to avoid false trends from the aggregation of multiple nggkegsité\viewing pattern data is based on nine European markets and the US.



miptv. Older kids most focused on linear C*

mipcom.

Time watching scheduled TV (USA) ©
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Linear and SVoD have early morning peak

AMPERE

Scheduled TV viewing patterns (USA,@
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SVoD daily viewing patterns (USA) c
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Platformspecific. Viewing pattern data is based on US market to avoid false trends from the aggregation of multiple nggkegsité\viewing pattern data is based on nine European markets and the US.



miptv...., Catch-up is used throughout the day C‘
mipcom. But young kids have late afternoon peak e

Time spent watching catetpp (USA)

Overall viewing time backs up the SVoD substitution role identified earlier:
viewing patterns in homes with young kids shows they watch the most
SVoD content in terms of overall time. Couple no kids

Patterns of viewing throughout the day also show stark differences Older Kids
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primetime hours for homes where there are no kids, homes with either
young or older children show more consistent viewing patterns throughout

the day, suggesting they are watching significant amounts of SVoD during Free online viewing patterns (USA)
the afternoon and earlier evening.
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fairly even spread in viewing patterns throughout the day, while in homes 15%
without kids, there is a very definite spike in the evening primetime period. 10% —
5% g
0%
&S :LQ@ @?)Q@ @/%Q@ &6\ gb’b@
‘o'b@ q,b(ﬁ‘ ,\,Q@ R R %Qé\ \f),'b

—o—Young kids —m—Older Kids —<«—Couple no kids
Source: Ampere Analysis

Platformspecific. Viewing pattern data is based on US market to avoid false trends from the aggregation of multiple nggkegsité\viewing pattern data is based on nine European markets and the US.



miptv...., Online used by both younger and older kids C‘

AMPERE

mipcom. Kids use free online content in traditional primetime

Free online video is perhaps the most telling of viewing patterns. In
homes, with kids, there are viewing activity spikes from early
afternoon through to the evening primetime, where as in homes
without kids, online free video is more evenly spread throughout the
day, and total time spent on this type of content is around half that of
homes with kids.

Time watching free online video (USA,*
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A SVoD has an important viewing window in the later morning (after
9am) that is slightly more important for younger kids.

A Both young and older kids are using catch-up fairly evenly Free online viewing patterns (USA)

throughout the day but young kids have a noticeable spike in 30%

activity between 5pm and 8pm. 25% 1/\
A Free online platforms like YouTube are particularly important in the 20%
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Platformspecific. Viewing pattern data is based on US market to avoid false trends from the aggregation of multiple nggkegsité\viewing pattern data is based on nine European markets and the US.



miptv. Acquisition still rules for SVoD C‘
mipcom. With young kids the core focus it

Looking for gaps in current content strategies or recent upward trends in programming aimed at kids provides another guide to what

comes next in kids programming. Wedbve | ooked at t w8Voldplafarmstket g
Netflix, Hulu, Amazon, Cmore, Maxdome and others in order to see where the SVoD players are willing to put their hard cash in terms
of commi ssions or exclusive acquisitions; andVabaaossal dlatffornrssh noun c

When it comes to the acquisition and commissioning strategies of Netflixand Amazon,i t 6 s cl ear that for ki ds
still rules. Combined, Netflix and Amazon added 2,718 hours of kids content in 2017, the majority on Amazon Prime. Of this total, 98
hours was original commission or exclusive acquisition. The remainder was acquired.

)

Netflix/Amazon: Change in volume of kidsc%
content (Jan 201-dan 2018)

Kids' SVoD originals (major platforms) ©
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SVoD platforms continue to focus heavily on young kids, but are perhaps under-serving pre-school and older segments. | t 6 s

that across the countries surveyed, 35% of SVoD customers have a young child at home and that this segment is the highest over-
index against average (meaning SVoD homes are far more likely to have young kids than the average home). But still, 25% of SVoD
homes have an older child, tween or teen at home. Addressing this mismatch in focus is a key opportunity for content owners.



miptv. Kids content stays on longer C‘
mipcom. But kids content increasingly curated s

A number of interacting factors are impacting the way kids content is being used by the major SVoD players. As anyone would
expect, kidsod6 content gene$VaDtllyarh asv ear d pevea rrefflreecsthi amtef okni ds ¢
refresh cycle caused by children ageing and changing taste and by the fact that kids like to re-watch favourite shows again and again.
However, there is indication that the curation strategies of Netflix and Amazon are diverging. On Netflix, kids content that is refreshed

(i.e excluding content that is long-term licensed) has a shorter license period than average, a reflection of two factors: Netflix is

actively curating its kids content with more originals and content moving to long term licence periods, but shedding shorter term

content that doesnoé6t wor k well on platform more rapidly.
Refresh rate of kids' content ¢ Average license period* of kids' content c
(Netflix’/Amazon) 16
Kids content
2
c
g m All content
a2 m Kids' content
All content
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% refreshed in 2017 N (A
Source: Ampere Analysis Source: Ampere Analysis

By contrast, Amazon appears to be moving towards a lower rate of curation and leaving kids content that is refreshed (i.e. not long

term licensed or originals) on platform slightly longer than average for other types of content. The take away? Non-commissioned kids
content is increasingly likely to be dumped off SVoDi f it 6s not performing as expected, pot
experimentation with strong content, particularly on Netflix.



miptv. Opportunity for pre-school, live action, male-focus c\

mipcom. Gap analysis suggests under-served areas

The maj or iSVYop origihals krée ainsed at young kids (60%), with equal weight given to pre-school kids (20%) and the
combined tween/teen audiences (20%). Clearly, there would seem to be most headroom for new content among the pre-school
and tween/teen audience on SVoD, particularly when the second key trend is taken into account: That of the noticeable upswing in
live action kids content on SVoD, particularly in 2017. Almost all of the live action titles on SVoD are aimed at tweens or teens
with only one in five titles aimed at younger children. Within live action, roughly half is aimed at female viewers and half is largely

gender neutral, indicating agapinmale-f ocused 1 i ve act asaasll akgotdnsiadly live @atian éonybunger children.
SVoD kids' originals: Change in type ove. SVoD kids' originals: Gender focus by ag. &
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Overall, ani mation stil!]l domi nates in the childrenobds coaheresnt m

no reason why this should change. So Gender-neutral animation across all age categories is likely to be a core on-going focus.



miptv. Human characters dominate C‘

mipcom. But animals outweigh male protagonists

A third of current original kids content on SVoD has a female protagonist and a little under a quarter, an animal anthropomorphic
character. In recent years, there has been an upswing in both male and female character leads, while animal/anthropomorphic
protagonists have declined. Other key growth areas for lead protagonists in kids content (although at much smaller scale than

mal e/ femal e | ead) are teams or groups (that is no singlesdead
that can not be identified as a know organism (such as jelly blobs) or robotic/humanoid-type characters.

SVoD kld_s_ onlglnals.tlf[’r:otagonlst of recen. SVoD kids' originals: Evolution of (o]
" oglslg; S (past three years) protagonists
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Demand is likely to continue for kids content with strong female lead-characters, a trend also reflected in our interviews with
executives but, again, male lead characters appear underserved and more demand for vehicle-based (likely to appeal most to young

boys) and non-human protagonists looks likely. Also key is the emerging interest in groups or families (rather than individuals)

as the main o6character 0, a trend that also emerged in our inte




miptv...., Adversity and challenge a growing theme c\
mipcom. But more girls needed AEERE

Analysis of core themes shows that the over-arching theme of adventure & discovery remain a constant, but there has been a

consistent upswing in themes of adversity and challenge in the past few years (tackling adversity as a team or group also fits with the
previously identified trend in group/family protagonists). Friendship has also become more prominent in the past couple of years and

magic has seen a boost in the past 12 months. There is a fairly predictable age bias in themes of existing SVoD originals and
exclusives: pre<s c hool and young kidsdéd content is focused heavily onh di
of content focused on challenge and friendship, while friendship becomes key in the

SVoD kids' originals: Evolution of core > SVoD kids' originals: Core themes by agcc"
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Tween/ Teen content éwith a smatt e Onemrgatlaf apmearg lunderserned iseducatiomay t hr o
content for young and pre-school children (but note there is an educational element to much of the adventure/discovery content

core to this group). Additionally, more lovellife focused content for teens and tweens is one area that may vield opportunity.
Predictable gender bias in themes is also apparent: The largest focus for female-targeted content is friendship, while both male-

targeted content and neutral content focuses most on adventure. Given the growing focus on developing strong female

characters, and gender neutrality, opportunity would seem to exist in filling the adventure/mystery and adversity/challenge

areas with content aimed at a female audience or with a strong female protagonist.




miptv. Gender neutral has become key <.~

mipcom. But live action teen seems like opportunity

If the sectors and segments where SVoD players have been putting their money give a good idea of recent trends and potential future
opportunities, then do recent commissions reveal any additional insight or additional verification of the trends that seem to be
revealed by looking at the SVoD exclusives and originals? What is immediately apparent in upcoming kids content is that gender-
neutral is the largest category for all age groups, particularly pre-school and young kids. Although gender-targeted content persists in
the tween/teen category, gender neutral is now the bigger segment even for this age.

Recently commisisoned kids' shows: type Recently commisisoned kids' shows: type L

& demographic & demographic
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Whil e ani mation is by far the bi gge s-action s t sggificanysubasegmens, grimarilye b o ar
targeting tweens. Potential would therefore seem to exist for more live action teen content and potentially live action for younger

kids. And clearly, gender neutral swing aside, boy-focused content looks a little light. However, in all categories,i t 6 s ¢l ear t h
demand for gender-neutral content will continue and so potential exists in exploring the themes currently under-served by gender
neutr al kidsd6 content . Ke yneatral éaatasy, diversity/challengeeamd lovedife-themedycenedte r




miptv. More group/team-led content emerging c\
mipcom. With friendship and adventure key themes s

Gender neutrality is also reflected in the protagonists of recent commissions. While gender-neutral content is most likely to have a
female lead, increasingly team or group-led content and animal/anthropomorphic or non-human/animal leads are leading gender
neutral content. In upcoming content, the two biggest categories of theme are friendship and adventure/discovery, and most of these-
themed shows fall into gender neutral territory. By contrast, there is a strong theme skew by gender for the remainder: girlsé ontent
skews to friendship and boysdé to adventur e.

Recently commisisoned kids' shows:

Recent commissions: Key protagonist o
theme by gender
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This would seem to back up the patterns and potential we highlighted in the earlier analysis. While there are key changes, emerging,
there is also plenty t bpapdrtunitg mustniveremre exist formeing amdnmabchinoneristing and
emerging trends: that means more adventure/adversity and challenge both for girls and in gender neutral content (strong male and
female partnerships as leads in adventure, perhaps?), and how about more friendship-themes for boys? (but note our earlier
comments that both these themes are well-served with upcoming gender neutral content). One area that seems to be on the up
and helps with gender neutrality and cross over is the potential to use mixed-gender teams or groups rather than
individuals as key protagonist.




miptv. Insight from the industry g@
mipcom. Key trends in the direction of kids content =

As al ways, the greatest insight into the current state of t|lhe
entertainment. We spoke at length to a number of executives from a range of kids sectors in preparing this report (transcripts of
selected interviews follow). There was surprising unity of opinion:

U One of the key trends that emerged both in our content analysis and in the interview work was the importance of family in
todayods kids content. This spans shows that families can watc
larger family groups or where a group rather than an individual is the star of the show:

Viacom I nternational Medi a Networkoés (VI MN), we¥%PePwotnesbbdbngé&t
passion points for kids on both a local and global level: spending time with their family, spending time with their friends and going on
holiday. o0 Thi s vi e Roloiow, SeniohMedialMabager at Animaazard, the company behind Russian smash

Masha & the Bear: | it hi nk i tdés very important to have a show that the w
watching together with their parents. Bringing families togeth
U Gender neutralityi s i ncreasingly important in todayds environment and
preeschool content, itdéds beginning to spread to other age categ
AMasha suits different audiences in different markets. |®bkeiause

For example we recently found that Masha haBolotBva.% \alwMN éesn ekithlada meoc
been a centr al part of Nickelodeoadadd 6BNANteo odr & datee bg e@n d etsfus me ntg
apart and it's important for viewers to come to the channel knowing that they can expect this type of offering.d0 Samr een Ghani
of Operations at WildBrain, says this is also refl ect eadbkingatsearchrandcthe popular Keyvgrdss e e
parents |l ook for, these tend to be more neutral, e. ginthéwaar t oon
audiences search for content.o



miptv. Insight from the industry Q‘
mipcom. Key trends in the direction of kids content =

U Educational el ements have always been a part of edubatidndnixedwidils en
entertainment is more important than ever:

Accordi ng t o Kds$tdibyovisw themselwes asfighly independent, curious and creative i 88 percent of kids use their
free time to build new skillso Madlene Ker r y, CEO o f MKSRvdductior says dathdsdfety and education are key:
fanimation for small children should be of course interesting, then psychologically safe (which is extremely important nowadays), and
educational if possible.o

U In common with other areas of TV production,budget s f or ki ds & c¢ ont meaninglcalabdratonand up w
co-production are increasingly common:

This applies even in the digital-first space, explains Wi | d B rGaia mWesare increasingly seeing a trend of YouTube or digital-first
content and are being approached to work with new partners who have built their brands using YouTube, to co-finance their next

series. o VI MN6s Hahn notes: Ainternational partners have been
financing/creative quilt. o Partnerships can al Badel Zalwreddine,\Groupn b o o
Director of Brand Management & Digital Businesses for MBC Groupn ot es: #fAl per sonally believe in
fundingandco-f undi ng good content, and we are committed to that caus
correspond, talk, and create strategic collaborations for the betterment of the region when it comes to content creation, since reach
hasnodét really changed, but engagement undoubtedly has. o

i Parents are increasingly concerned about safety in the digita

and content to address that overtly. Accounting for parents concerns about safety is crucial:

Wi | d BrGhiamds notes: fATrusted brands and channels will become mor
suitable for kids, and the brands that hel p parents f i Itheer t he
launching itsown child-s af e environment: Athe main identifier for usr ob6lorgdd
safe content . And t h&vVabs owlhy Ga@B@Zhe(dowrerryewoon) wil |l preci se

M B C &ahreddine.



miptv. Insight from the industry Q‘

H . . . . AMPERE

mipcom. Key trends in the direction of kids content

U Tastes change and keeping up with developments in character is important:

iNowadays, the main popular children's areas are game edudadati o

al so, a special and popul ar genre of s Mallene Eery, @EOoMKt Prdductoht h  mon s

Switzerland. MB C &shreddinea d d i d8 content in the future should allow the Kk

avatar itself grows within the story, as the storyline develops as the kid gets older. That in itself is an immersive, interconnected

parall el |l ife that wultimately transl ates into honi ngugkands 6 kno

adventurous journey!o

0 Ther eds no tldeompbct of EMORA players has been huge, both in terms of entering the market as new buyers and
in influencing through original production. But the big players can be a mixed blessing:

For VI MN6s Hahn, competiltfi oweodire goenemwal Il y ngodiot iewel vk and adap
view the changes happening as opportunities and thrive on the healthy competition. Among all the change, there is one thing that

remains constantd content.0 F or 2ZdiBadding, SVoD is also extending the longevity of kids content (a trend also reflected in

our research on | i c e n sThe ufeearimpadt S\YbD haa liad ie the lomdevityw of prograniis and series past their

first runs, convenience of choice, and the far-reaching audiences they canengage6 , he says. For small er pr
picture is mixed: MK _ Pr od ukKetryisayn ®®Dp |l ayer s are great, Ain the case (when)
in trouble. But the downside is that fApeople hide themsedntses b
and this is kind of dependence on | arge companies, and there i



miptv. Insight from the industry Q‘
mipcom. Key trends in the direction of kids content =

i YouTubehas i mpacted content type and some of t hbeingkothaggeod ndbads an

For | inear groups, YouTube is still key. VI MNOs Hahn notaes: fis
speak to more than one platform and WidBrdineYoelnbe ingightaeta islkeynSgys Glsani:i s
ithere are two distinct advantages to creating content rud You
short-form animation in as little as three months. The second is data. When we upload episodes, we can quickly monitor

performance. The data we access on YouTube is anonymous but gives us an indication of where the content is working in which

geographical |l ocation and with which demographic. 0

BuuUMK_ Pr odukeimywodélsas an alternative Vi ew, believing an industry
the project did not score a certain number of likes per day / week / month, then it is no longer interesting. And with this | also do not

agree. That is not the fault of the Youtubeor Net fl i x, this is the perception of the st

U For kids content, animation is still king, despite opportunities in live action, and like other sectors of TV creation,
globalisation prevails:

Wil dbiGhaninos es: fnBased on the data we see across our network of
consumption of animated content. Year-on-year (February 2017 - February 2018) views of animated videos have increased 40% on
YouTube*. There is also a lot of language-agnostic content, with high production values, which is rewarded on platforms such as
YouTube because it appaeaima c iBolatosedtinks some markets still remain challenging, even for pre-

school oM naves alnbost thé whole world (with Masha & the Bear), except for some Eastern Asian territories were are still
looking for partners and trying to understand the market needs and what is popular there. Masha is dubbed into 38 or 40 languages,0
she says.

The following pages contain transcripts of some of the key interviews carried out in production of this report. Hear from Fadel
Zahreddine Group Director of Brand Management & Digital BusinessB8C GroupNina Hahn SVP Production & Development
Nickelodeon, Viacom Int. Media Networl&amreen GhaniHead of Operation$VildBrainand Madlene Kerry, CEOMK _Production
Switzerland.
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miptv. The regional giant &’\
mipcom. MBC Group AVPERE

MBC GROUP (Middle East Broadcasting Center) is the
largest and leading private media corporation and first
private free-to-air satellite broadcaster in the Middle East &
North Africa region.

It was launched in London in 1991 and later moved its
headquarters to Dubai, UAE in 2002, with major offices in
Riyadh, Beirut, Cairo and Amman. To date, MBC GROUP
includes twenty TV channels that span a wide spectrum of
programming and content, as well as FM radio stations, VoD
Services, Gaming Apps, a content drama production
company, robust CSR initiatives, as well as numerous
significant online platforms and digital streams.



miptv. Arabic content is not (yet) up to par Q‘
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mipcom. OTT will drive boom in content creation in the region

What changes have you seen in recent years in the sort of kids

Anything related to kids and teens environment seems to be the in-thing at present worldwide, with various players internationally,

including the BBC who are planning to compete in the global media market in that space, which further reinforces that reality.

However, what 6s key in my view are a few key changes that have spru

regards to the type of content kids are watching. Li kewise, thereds the rise of OTT t hi

traditional way of subscriptions, as well as the not i dinallydhe unb

change to the whole viewing ecosystem away from |Iinear T& that

change in the di ve rneddcbnteattasveelhas aghregatinginsoie platformsteswatch that very same content.

With the above in mind, and way ahead of the game, MBC GROUP h
identifying key components of that demographic, and weoérital i nt e
grids, as well as sound investments towards this crucial segment for the future.

Are there any characteristics of kidsd content made for the Mi
differences?There are obvious differences, but that echoes more the cultural and socio-economic disparities rather than a common
denominator with the misconception of what works for kids abroad is the same for kids in the Middle East.

The main reason is that Arabic contentiand | 61 | b el iwmtrup topa mddamgparison to abroad, simply because
thereds no sound ROI for corporations to invest in prestdroized ng c
content seems to have been the standard. However, as OTT is thriving, we will in turn witness a gradual boom in proper content

creation in the region. Continuedé



miptv. Wedore | ooking at aggr essi Q\
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mipcom. For whatos safe, entertai

€That being said, and especially with kidso6é content, t hahere ar e

donét. We tend to think that what is produced in the U.tSnaysbe e ms
o1l 1

true, but | e evemlocally-produced content may yot &t imess work locally, due to the diversity within
the region; its dialects, customs and protocols. You see, the biggest fallacy is cluttering everything under one theme being the
Middle East! That is not one country, but no less than twenty-two countries collaged in your question!

Do you think the way chil drends stories are being told has cha
platforms like YouTube?

The importance is that stories continue to be told, regardless to which platforms! Our job is incomplete if we do not create the means

for which children can access their content through anhereardnot he
norms anymore, but instead, the creation of more choices.

Worl dwi de figures attest to the fact that young audi en<danandar e

vi ewing, and whatoés i mportant is that families (and parents in
storytelling may present to their young ones, unlike the unboxing model which is a hard sell, and that obviously parents would not
appreciate. So, the way childrenés stories are being paehdskdas

choices of what their kids watch, as well as the diversity of content choices through ancillary content and alternative platforms. In all,
itds about t he-goirglengdgamentdhat isokky herp.

What is your approach to using kids content on YouTube and other social platforms?

Webre | ooking at aggressive strategies forward to be i mpdeime nt
line with our existing channels such as MBC3, and SVoD channels that have permitted us to become more discerning and thorough
in both our approach and the responsibility we carry ily. bringi

However, rather than simply identify the positives, the concern over the negative effects of technology are more predominant as Gen
Zers become increasingly mobile-oriented, so the main identifier for us forging ahead, is that our brands are centred around
6controll edd safe cont ent . SVobrode launchdad desy saom) will pEcCisRIP lfil thié aucial objeeive.



miptv. Wedr e | aunc komrgledoSNoDeservice Q\
mipcom. Exclusive content more readily available in SVoD (

Have you seen any innovative or new ways of financing or distributing kids content?

At MBC GROUP, and for the last 26-years, we have been spearheading quality through hard but studied choices, and with that type

of responsibility as the most respected and trusted media conglomerate in the region comes an expectancy from our millions of

viewers, as well as a clear internal strategy to always innovate, create and assess accordingly. Many players worldwide have come

up with innovative ways that satisfy the mar ket they sgeartoe, an
what our viewers; and essentially kids 1 through their parents i want and need.

Withthatinmind, we 6 r e | aunchi ng GOB O Zontrolled kedb vides entertammeneSVoD service available
across all major platforms: (Web, 10S, Android) in Arabic, English and French. GOBOZ will feature an extensive library of the best
curated, animated and live action films and series, responsibly selected and rated, in order to protect kids from harmful content, and
of course, without forgoing quality, cultural affinity and the vast potential for learning. GOBOZ is in fact the answer to extending our
distribution platforms.

| personally believe in the future of the MENA region in funding and co-funding good content, and we are committed to that

cause. Thatoéos why we invite gl obal brands to take not eentafthe r e s
region when it comes to content creati on, since reach hasnot r
HasSVoDhad any particular 1 mpact on kidsd content and the way It
I toés stildl in its early stages to have a tangi bl e i mpaexcase-t hat
specific content, rather than carry forward whatoés r ernpacty ava

SVoD has had is the longevity of programs and series past their first runs, convenience of choice, and the far-reaching audiences
they can engage.

In effect, case-specific and exclusive content will be more readily available exclusively on SVoD as the offerings intensify and
demand rises with more amenities starting with safe choices, premium alternatives, easier navigation, and even personalized

individual profiles. Because of changes in the family roles and specifically with kids, recent decades have seen sharp increases in
kids' direct influence on spending, and that SweD I be inclusive



miptv. Wedl |l continue to experin g@
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mipcom. What worked in past will not necessarily work in future

I f you had to predict what sort of kidsé content wil/l be sell.
Kids are much more in-tuned consumers than ever before, and the ecosystem around them is ever-changing as a consequence.

What does all this mean us? It means that what worked in the past will not necessarily work in the near future, and what may
work today will need to be up to par to what kids expettose ot he
tough customer!

Kids content in the future should allow the kids avatars to be part of the narrative, and the avatar itself grows within the story, as the
storyline develops as the kid gets older. That in itself is an immersive, interconnected parallel life that ultimately translates into
honing kidsd knowledge, skills, intelligence, and all the mean

As a result, kids are a core segment we are focusing on at MBC GROUP. Our principal drive is to serve this restless
demographic with the best of what.6sl mavtaa n daebnh,e wend Itlh icso mteiwn Leec otsc
idea stage with new concepts, new technologi es, decedrcaouyrlite nt | o
based, and readily available that wultimately transl at estmormt o i
so, an effective work-plan!
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