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In the Service of the Filipino



ABS-CBN Is the world’s largest
creator and distributor of
Filipino content.

Our mission:
To serve the Filipino wherever
they may be

ABSRICBN
GLOBAL



ABS-CBN’s flagship channel that delivers top quality content to
Filipinos all over the world

information, connecting them to their culture anc
preserving their unigue cultural identity.

erepy

ABS@CBN
GLOBAL



Migrants and Transients

Generation Filipinos
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INSIGHTS INTO THE FILIPINO MARKET
IN THE UNITED STATES

@ TotalPopulationinthe US

4.6M STRONG

@A
5000000 l
Filipinos make up 19% of all
4000000 Asian Americans.
They comprise the 3rd largest Asian-origin
5000009 group, after Chinese and Indian.
2000000
[ ) ®

1000000 i i 4L6% w ﬁ S54%

0

Chinese Indian Filipino Vietnamese Koredan MEDIAN AGE: 44 YEARS OLD

Source: Pew Research Center: Facts about Filipinos inthe U.S. 2025 ABGSLEBN



FILIPINOS COMPRISE THE 2ND HIGHEST INCOME
EARNERS AMONG OTHER ETHNICITIES IN THE US*

Median Incomes of Top 5 (Size) Asian-headed
households differed across origin groups in 2023

Filipino $106.2K

Korean $93.6K

Chinese $102.8K
Viethamese $86K

Sources: Pew Research Center: Analysis of 2023 American Community Survey; Facts about Filipinos in the U.S. 2025

Indian $151.2K

. Healthcare

« STEM

. Education

- Military service

« Management, Business, Science, and Arts
. Sales and Office

. Service
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WHERE ARE THE MOST FILIPINOS IN THE US?

California
Nearly 80% of all Hawaii
FiIipinos in the U.S. Texas l
are clustered within Washington
these 10 states. Nevada

Florida
About 38% live in llinois
California. AT

New Jersey

Average length of stay: ~25 years Virginia

1.7M
383K
234K
194K ) METRO AREAS
181K
es—-Long Beach-Anaheim
178K ~500,000
167K isco-Oakland-Berkeley
290,000-310,000
164K Newark-Jersey City
36,000-250,000
151K
122K
500,000 1,000,000 1,500,000 2,000,000

ABSECBN

Source: Pew Research Center: Facts about Filipinos in the U.S. 2025
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I3 comscore

TFC VIEWERS OVER-INDEX IN CONSUMPTION

PREFERENCES VS AVE US HH

Viewers Consumption Preference Data
According to Comscore’s Q4 2025 report, viewers of The Filipino Channel demonstrate a
strong purchase propensity across the following product categories:
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“ CcCoOMmSscore Comscore TV, Time-Period Ranker, The Filipino Channel, AmeriLINK, Persons 35+ (9/29/2025 - 12/28/2025). Ranked among L+SD Index.
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In the 2021 census, 957,355 people

reported beini of Filipino ethnic oriiin.

POPULATION IN ﬁ‘
CANADA HAS
EXPERIENCED ITS
LARGEST GROWTH
SINCE 2016

PROJECTED TO
SURPASS 1 MILLION
BY2026 = @ = ER—
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https://www.thecanadianencyclopedia.ca/en/article/demographic-data-collection
https://www.thecanadianencyclopedia.ca/en/article/southeast-asians
https://www.thecanadianencyclopedia.ca/en/article/demographic-data-collection
https://www.thecanadianencyclopedia.ca/en/article/southeast-asians

FILIPINO IMMIGRANTS ENJOY AN EMPLOYMENT RATE OF

88.5%, HIGHER THAN THEIR CANADA-BORN COUNTERPARTS
AT 84%

Higher employment rate for immigrants born in the Philippines, 2006 to 2017

percent

95
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Canada Europe Asia = = =Latin America Africa = = = Philippines

Source: Labour Force Survey, custom tabulations.

The numbers are based on what Statistics Canada calls “core working age” of 25
to 54 when individuals are expected to have finished school and not yet retired
from the workforce.

Source: Canadian Filipino 2019
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WHERE ARE THE MOST FILIPINOS IN CANADA?

Ontario 445K
Nearly 80% of
Filipinos in Canada  gritish columbio 243K
are concentrated
in five provinces, Alberta 240K
led by Ontario,
British Columbia, Manitoba 96K 9 57 K
and Alberta. | FILIPINOS

Saskatchewan 9S7TK

0 100,000 200,000 300,000 400,000 500,000

Source: The Canadian Encyclopedia 2024
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TFC*

The leading entertainment and lifestyle powerhouse
serving overseas Filipinos across multiple platforms
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IZING REACH ACROSS A POWERFUL
\ULTI-PLATFORM ECOSYSTEM

NVEBSITES SOCIALS EVENTS BRANDED CONTENT

flagship  One of the most Live, on-ground High-impact, custom
ation followed Filipino experiences that storytelling that
media networks connect brands with integrates brands
across YouTube, consumers through  seamlessly into
Facebook, immersive content.
stagram, TikTok, activations.
d X. Designed to align
Drive emotional with brand
assive engagement, objectives while
time community building, authentically
and and memorable engaging the target
t brand interactions.  audience.




VIEWERSHIP DATA

MERICA UNITED STATES CANADA

°077K 489K 87K

AVERAGE MONTHLY VIEWERS AVERAGE MONTHLY VIEWERS AVERAGE MONTHLY VIEWERS
CABLE/SATELLITE* CABLE/SATELLITE* CABLE/SATELLITE*

AVERAGE MONTHLY UNIQUE USERS AVERAGE MONTHLY UNIQUE USERS AVERAGE MONTHLY UNIQUE USERS
OTT** OTT** OTT**

.2M 2.5M 983K

MONTHLY UNIQUE USERS AVERAGE MONTHLY UNIQUE USERS AVERAGE MONTHLY UNIQUE USERS
YOUTUBE*** YOUTUBE***

Sources:

*Comscore (US) / Internal Subs Data (CA) November 2025

***Amplitude Last 5Q 2025;
**Internal Subs Data December 2025 @
***YouTuhe Analytics November 2025



AUDIENCE DATA: LINEAR

. Core audience: Viewe
up the largest share, anc
TV consumption.

AGES 50-54 AGES 55-64
12% 10%

AGES 35-49
16%

- Balanced reach: Linear viewersh
evenly distributed across the
following age groups:

o 18=20
o 21=24
o 29=34 AGES 25-34

18%

O 35—49 AGES 21-24

18%

AGES 18-20
19%

Source:
Comscore (US) / Internal Subs Data (CA) October 2025



AUDIENCE DATA: OTT

- Younger-skewing a
n h . AGES §5-54
viewers fall within the 1€ 16%

AGES 55-64
10%

« Prime demo strength: OTT st
reaches digitally engaged, worl

consumers. |
| AGES 18-24

AGES 35-44 | 17%
22%

AGES 25-34
28%

Source:
Amplitude November 2025; Internal Subs Data September 2025



AUDIENCE DATA: YOUTUBE

, 54 AGES b55-64
AGElS4ﬂ}05-54 Aegg.g; 64 AGES;F 54 " e
AGES 13-17
65 UP 7.1%
7.4% \
AGES 35-44
AGES 13-17 16.8%
3.1%
AGES 35-44
20.6%
o g
AGES 25-34 AGES 25-34
26.8% 31.3%
N
YOUTUBE - NEWS YOUTUBE - ENTERTAINMENT
News viewers: 60% of YouTube News Ente
viewers fall within the 25-54 age range, Entertain
representing a mature, high-value age group, h
audience. yo

Sources:
YouTube Analytics November 2025
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SHIP HIGHLIGHTS

Household Reach Hours Viewed - in Millions
Dec 2025 Dec 2025
133,362 11,248,305
140,000 12,000,000
120,000 y 93,883 10,000,000 ¢
100,000 FC* TFC*® 6,433,999
- 8,000,000
80,000
0,000 &,000, 000
' 27,845
40000 20,483 19,951 4,000,000
| 9 & iy amy G
20,000 2,000,000 '
0
0
The Filipino GMA Pinoy TV Asia PHMNA fee TV The Filiping GMA Pinoy TV Asia PHNA Zee TV

Channel

Channel

MARKET LEADER IN REACH: Reach at 133K+, outperforming its closest

#1 IN ENGAGEMENT: mpetitors in time spent.
LARGEST FILIPINO AUDIENCE: ilipino viewers in the U.S.
CATEGORY DOMINANCE: ents TFC as the undisputed



KTSF26

TFC extends its reach in Northern Californ
leading multicultural broadcaster serving the
Asian-American audience across 10 counties, Iinc
Francisco, Oakland, and San Jose.

KTSF’s digital and streaming platforms further amplify re
across the U.S. and Canada, strengthening visibility beyonc

linear TV.
TFC’s flagship news program
TV Patrol airs on KTSF weekdays
| at 5:30 PM

TV spot placements are available at
$150 per 30s
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iIs now the

HOME OF FILIPINO FEELS!

iWant goes beyond streaming. It’s a mirror of life’s best and most
heartfelt moments. Get ready for rich and fresh stories that grow
alongside Filipinos experiences and feels.

Stronger Positioning

The new iWant reflects the
essence of Filipino emotions,
stimulating their feelings
deeply through affecting
stories, and authentic stars.

World-Class Ul/UX

The overall look and feel of
the platform was refreshed,
offering a sleeker, more
emphatic customer-first user
experience

Breakthrough Content

The platform broadens its
content lineup by co-creating
Originals with partners,
reviving iconic shows, and
introducing new ways to
experience live events.

ABSRICBN
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VIEWERSHIP DATA

NORTH
AMERICA

198K STATEs ~ CANADA
73 EM 147K 23K

53.6M 19.9M

Source:
*Amplitude Last 5Q 2025 ABS@CBN
GLOBAL




































UPDATE @

Hero Carousel can be geo-targeted on country level as of
January 2026












TFC*

THE FILIPINO CHANNEL

WEBSITES & SOCIAL ASSETS+

Strengthen your brand through new audience connections
with strong reach and engagement platforms.

ABSEICBN
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WEBSITES

The ABS-CBN.com flagship website delivers a seamless, all-in-one digital
experience, fully integrated with the network’s top-ranking social and
entertainment platforms.

ABSEICBN
GLOBAL



7\
Anmid

Average Monthly
Active Unique Users*

4.5M

Page Views*

16M

Avg. Monthly Impressions

_ Available*
Sources:

*Amplitude 2025 last 5Q
**GAM, Video + Display

- N

NORTH AMERICA

WEBSITES

1.37M

Average Monthly
Active Unique Users*

3.7M

Page Views*

12M

Avg. Monthly Impressions
Available*

&>

216K

Average Monthly
Active Unique Users*

800K

Page Views*

4 M

Avg. Monthly Impressions
Available*




TFC US

480K ‘ e ’
followers =

TFC Canada 267K

followers \

TFC’s

TFC 2 .2M massive reac

The Filipino Channel followers America anc
Filipinos where

ABS-CBN LM+ real-time engageme

followers of its programming fa



WEBSITES & SOCIAL ASSETS+

Your gateway to connections & culture, powered by world-
class talent.

ABSEICBN
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MEX

MY X Global is the leading Filipino music and youth
culture channel, spotlighting P-Pop, OPM, and global
Filipino artists.

TOTAL DIGITAL FOLLOWING YTD DIGITAL AGGREGATED REACH TOTAL NORTH AMERICA
LINEAR REACH

1SM 77.9M 136K

FB: 8.7M | TIKTOK: 597K | 1G: 491K AS OF DECEMBER 2025 AS OF DECEMBER 2025
X:4.3M | YT:1.48M ON CABLE | IPTV | DTH |
TARGET DEMOGRAPHICS IWANT
FEMALE/MALE
f ’ ' 16-29 Y.O | BROAD BCD DIRECTV COX. MTA
>
t"“ Interests: OPM / Asian :‘” Spectrum»
. 2
X > Music, Culture, Brands comcAsT KPU CommVision
| with advocacies, Concerts,
Music Festivals
) \ -~
N r
ABSCBN

d GLOBAL
of
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FOLLOWERS FOLLOWERS

FOLLOWERS FOLLOWERS FOLLOWERS



£

- medningfu| brand impact through on-ground
activations in a fast-growing U.S. market.
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FLAGSHIP EVENT: ASAP LIVE COMMUNITY EVENTS

A live, international showcase of the Philippines’ Grassroots cultural celebrations powered by TFC
most iconic musical variety show, bringing top and MYX, offering brands intimate, high-impact
Filipino artists directly to North American audiences. connections with Filipino communities.

ARRNE T

Y

MOVIE EVENTS + MEET & GREETS
Cinematic experiences that bring Star Cinema

films and top ABS-CBN stars closer to fans
through premieres and live interactions.

ABS@CBN
GLOBAL




FLAGSHIP EVENT

ASAP LIVE is the longest-running, most successful and
multi-awarded musical variety show in the Philippines.

\17’ ’
I ‘l :? -

e '—Vancouver, Canada with two sold out shows and an

o

i 4 ' B audience size of more than 13K!

Brands have a chance to engage this audience in-person.

ABSRCBN
GLOBAL




TFC and MYX artists bring the excitement,
and draw the crowds, in these events.

» b o >
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A
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i
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Brands are able to engage the consumerina
more intimate way through booth activities,
on-ground promotions and stage time.

COMMUNITY EVENTS

@
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A Christmas Celebration
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mﬂ-- One Voice ~ JesseBarrara 1o Sebastian

Get your tickets now!
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With 2,800+ attendees, the all-day celebration showed strong
community pull and cultural resonance.

As a sponsored activation, it offered valuable touchpoints for
TFC and MYX, strengthening brand affinity and reinforcing
their role as cultural hubs for Filipinos in California.

ABSERCBN
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ABS-CBN Global concerts are high-energy
showcases that spotlight the best of Filipino
talent on the global stage.

These events deliver world-class performances
while celebrating Filipino artistry and pride
across international markets.

Backed by ABS-CBN’s integrated ecosystem—
Star Music for talent development and MYX for
amplification—concerts serve as powerful
launchpads for artists while giving brands
access to highly engaged fan communities.



STAR CINEMA

ABS-CBN’s top stars light up
the silver screen in
Star Cinema'’s biggest films,
bringing powerful Filipino
storytelling to global cities
like LA, San Francisco, and

EVENTS + B v s in Frane
CAST MEET & GREET Brands can tap into this

momentum with integrated
promotions, on-ground
activations, and digital
campaigns that connect with

passionate fans and
celebrate love, family,
identity, and Filipino pride.

@



TFC*

THE FILIPINO CHANNEL

BRANDED CONTENT

Drive deeper brand engagement through intuitive,
story-driven branded entertainment.

ABSRICBN
GLOBAL



ABS-CBN Global can conceptualize, line
produce, promote and air co-branded content
partnerships with advertisers or content
creators.

BRANDED
CONTENT

TALKSHOWS/INTERVIEWS
CELEBRITIES/LIFESTYLE/TRAVEL

BRGY (TFC) is a talk-magazine
show led by Bianca Gonzalez

dedicated to the Global Pinoy
audience.

It explores essential themes

Are You G? (TFC) is an
unfiltered, fun talk show

hosted by MJ Felipe.

It dives into the real-life
stories, challenges, and

"game-changer" personalities
of Filipino celebrities, using a
signature blend of heart and
humor.

HOST: MJ FELIPE
NEW SEASON TO BE CONFIRMED

HOST: BIANCA GONZALEZ-INTAL
NEW SEASON TO BE CONFIRMED

like culture, health, and

inspiration, featuring
iInterviews with both
celebrities and everyday
people to connect Filipinos
worldwide with their heritage
and shared experiences.

ABSRICBN
GLOBAL



TFC(” CO-BRANDED /ORIGINAL CONTENT

S ‘Tis the season for Pinoy Christmas carols! * l

TFC® i parvershipvih [ Remitly:
UMAMASKO PO

From Remitly with Light and Love

Martin Nievera

DECEMBER 19 Do
US/ CANADA (EST/PST) ® AUSTRALIA (AEDT) ® UK (GMT) | 6PM :
| re Live Streaming on § KapamilyaTFC
: Also available on '® KapamilyaTFC

DECEMBER 20
US/ CANADA | ?PM (EST) AND (PST) ® SYDMEY | 6PM ® ASIA | 3PM
Telecast on TFC and TFC IPTV

REPLAYS ON DECEMBER 21
US/ CANADA | 11:30 AM (EST) AND (P5T) ® SYDNEY | 6FPM ® ASIA | 4:45PM
Telecast on TFC and TFC IPTV

iwant TFC* —

=
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TFC(" INFLUENCER MANAGEMENT

o ¢ J

TFEC’s wide range of content creators catering to North American audiences:
With TFC’s supervision, Western Union leveraged Pri Astle’s social media
platforms for a branded content post aimed at boosting awareness and driving

conversions for Western Union’s services in Hawaii, with a specific focus on the
Filipino Hawaiian community.

ABSRICBN
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TFC% ADVERTISER OPPORTUNITIES

« Branded promotional artcard « Spot buys liguidation
and plug - Branded promotional materials
« INn-program segment « Product incidentals
sponsorship « Endorser or brand representative
« Customized games guesting
« Celebrity endorser guesting - Branded segments
« Product intrusion « Major intrusions
« Program graphics « Program graphics
« Edit downs for posting on - Branded spiels
TFC/ABS-CBN social . Edit downs for posting on
media/YouTube TFC/ABS-CBN/ advertiser’s social

media/YouTube

ABSRCBN
GLOBAL



RATE CARD - TFC US TV SPOTS
30s 15s 45s 60s

In USD

10 am - 5 pm (Day Time) S 305.00|S 183.00|S 45750 | S 610.00
5-11 pm (Prime Time) S 399.00 S 240.00| S 599.00 | $ 799.00
11 pm - 10 am (Overnight to Morning) S 21000(|S 126.00| S 315.00 | S 420.00

US RATE ===

In USD

CA R D Video Rolls , up to 30's, Skippable S 35.00
Video Rolls , up to 30's, Non-Skippable S 40.00

:ﬁ:: CARD =TFCUS OTHER EXECUTIONS Cost Platforms / Shows / Other details:

Art Card / Photo / Story / Link Post S 550.00
Reel / Video Highlights / Video Post S 650.00
FB Cover Photo/Cover Video (1 Day) S 650.00
" " Linear, Digital
Linear, Digital
Lower Screen Graphics: S 240.00 Limited to 1 per show
Minimum of 51k buy
11 pm - 6 am (Overnight to
Branded Segment: 60s - 90s $2,000.00

. TFC News
Emal Mar $1,00000
mail Marketing
$_1000 ABZEICEN




RATE CARD - TFC CANADA TV SPOTS
30s 15s 45s 60s

In CAD

10 am -5 pm (Day Time) $ 12000 |$ 72.00|$ 180.00|$ 240.00

5-11 pm (Prime Time) $ 15000 |$ 90.00 |$ 225.00 [$ 300.00
11 pm - 10 am (Overnight to Morning) S 90.00|$ 54.00|S$ 135.00(S 180.00
C a R D RATE CARD - TFC CANADA DIGITAL ADS cPm Platforms
In CAD

Video Rolls, up to 30's, Skippable S  49.00
Video Rolls, up to 30's, Non-Skippable S 56.00

RATE CARD - TFC CANADA OTHER EXECUTIONS Cost Platforms / Shows / Other details:

In CAD

Art Card / Photo /Story / Link Post S 660.00 Facebook, Instagram, X, Tiktok
Reel / Video Highlights / Video Post S 780.00 Facebook, Instagram, X, Tiktok
FB Cover Photo/Cover Video (1 Day) S 780.00

Linear, Digital
Lower Screen Graphics: S 90.00 Limited to 1 per show
Minimum of $1k buy

Branded Segment: 60s-90s $2,400.00

$1,20000
Email Marketing
ABSRICBN
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THANK YOU!

visit https://mytfc.com/advertise/northamerica
or email us at clientsolutions@abs-cbn.com

ABS@CBN
GLOBAL



