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Overview

• Negative COVID-19 impact on the Group
• Hong Kong’s strict border controls require incoming vaccinated residents to

quarantine for 7 days
• China’s “Zero COVID” policy prolonged lockdown in China could have a

significant impact on Malaysia and Hong Kong operations

• Geopolitical and economic uncertainties
• Ukraine war
• Inflation
• Political uncertainties in Malaysia
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Total Adex (2022)

RM12,933m 

Total Adex (2021)

RM10,270m 
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2022 2021 % Change

Newspapers 916 927 -1.2%

Magazines 26 21 24.8%

TV (FTA) 3,593 2,734 31.4%

Pay TV 6,809 5,295 28.6%

Radio 386 312 23.9%

Cinema 64 23 174.6%

In-Store Media 44 72 -38.3%

Digital Media 1,095 886 23.6%

Adex Malaysia (April to March)

Source: Independent Market Research Companies 
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Source: Independent Market Research Companies 
(Adex Numbers have not taken into consideration the discounting factor) 
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Total Adex (2022)

HKD100,692m 

Total Adex (2021)

HKD85,306m 

Source: AdmanGo

-3.2%
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Magazines
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4.2%
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9.2%
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27.7%
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11.9%

18%

2022 2021 % Change

Newspapers 13,771 14,316 -3.8%

Magazines 2,345 2,340 0.2%

TV 31,188 26,704 16.8%

Radio 4,199 3,811 10.2%

Desktop 9,252 7,246 27.7%

Mobile 27,931 20,460 36.5%

MTR & Others 12,006 10,429 15.1%

Adex Hong Kong (Apr to March)
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8,284 

7,294 

2022

2021

EBITDA (US$’000)

122,387 

115,679 

2022

2021

GROUP REVENUE (US$’000)

0.02 

(0.08)

2022

2021

EARNINGS PER SHARE (US CENTS) 

FY22 Financial Highlights
Resilient performance in challenging conditions 

1,999 

-1,367 

2022

2021

PROFIT/(LOSS) BEFORE TAX (US$’000)

0.15

0.10

2022

2021

DIVIDEND PER SHARE (US CENTS)

9.63

9.84

2022

2021

NET ASSETS PER SHARE (US CENTS)
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▪ Cost pressures and inflation expected in 2022

▪ Pressure on newsprint prices

▪ Staff cost pressure for recruitment and retention of young IT talents

▪ The duration and severity of the COVID-19 pandemic in China

▪ Weak Ringgit Malaysia-adverse impact on reported results

▪ Market conditions and the impact of political events in Malaysia

▪ The uncertain speed of Hong Kong opening up the borders

Challenging Market Environment 
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We are well-positioned to leverage on the recovery, and our 3 strategic
pillars:-

▪ Diversifying revenue streams through integrated all platforms

▪ Accelerate digital audience and revenue

▪ Efficient Cost Management

Our Strategic Priorities 
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Opinion leaders
Expos
Video 
Productions

Strategic Progress (Hong Kong)

Paid Webinars 
Social media Live
Facebook feed
e-Commerce

• Market channels expansion- Beyond 
Print

• Driving results for customers through 
bundling products/multi platforms

• Increasing brand value through 
content marketing
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- Integration opportunities generating revenue across China 
and Greater Bay Areas 

Strategic Progress (Hong Kong)
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Nanyang 100 Years Elite Books Launch Property Fair, Health Fair, Education Fair, Food Bazaar and etc.

- Leveraging our brands and audiences for events/fairs to create new 
business opportunities

- Developing new products

Strategic Progress (Malaysia)
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- Selling digital audiences not just platforms

Launched “M-Lab” - a one stop solution to reap gains from integrated marketing 
and digital analytics capabilities 

• Tied-up with creative, advertising sales, content creation, distribution, data
analytics and marketing

• Enhance customer experience, which allow right content, promotions and
offers to the right Audience

• Data sharing to improve consumer insight and enhance audience targeting

Strategic Progress 
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New Digital Products launched:

- 就酱YOUNG 
- Sin Chew E-Guide 
- mywheels.my
- Nanyang Property 

- Sense and seek new opportunities, 
adding new digital products

Strategic Progress 
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• Enhancement of Sin Chew+ , China 
Press & Ming Pao  Membership 
offerings through  providing 
premium content 

• Exclusive online events with health 
specialists, industry experts and etc.

• More personalised and relevant 
content

Strategic Progress
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- Growing through audience engagement



Strategic Progress (Malaysia)

Source : Google Analytics
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- Strong momentum in page views 

“inflated “2020 unique visitors due to pandemic stories 

Source : Google Analytics 15



- Digital revenue accelerating
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- Efficient cost management

• Maintained cost discipline

• High newsprint stock cushioning the rising newsprint prices 

• Optimization of printing network

• Driving operational efficiency & synergies
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As more countries transition to the endemic phase of the pandemic, it is expected that the global economy will
continue to recover, supported by sustained progress in vaccination programmes worldwide and the
relaxation of health measures. Hence, the Group is cautiously optimistic that the business environment will
improve in the next financial year, especially for the travel industry as travel starts to resume across the
world fueled by the relaxation of quarantine measures.

Furthermore, Malaysia’s economic recovery is expected to strengthen in 2022, driven by the expansion in
global demand and continued implementation of domestic economic and fiscal stimulus measures.

However, downside risks to global growth remain, given uncertainties surrounding the evolution of the
COVID-19 variants, geopolitical tensions, ongoing supply chain disruptions, escalating energy prices and
inflationary risks.

Moreover, newsprint prices are likely to remain high in the coming quarters which could affect the Group’s
overall performance. The Group will continue to build its digital capabilities and diversify its revenue stream to
keep up with the ever-changing market, while at the same time maintain disciplined cost controls to mitigate
the impact of rising costs.

Outlook
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This presentation includes certain forward-looking statements. All statements, other than statements of

historical facts, that address activities, events or developments that Media Chinese International Ltd expects

or anticipates will or may occur in the future are forward looking statements. Media Chinese International

Ltd.'s actual results or developments may differ materially from those indicated by these forward-looking

statements as a result of various factors and uncertainties, including but not limited to price fluctuations,

actual demand, exchange rate fluctuations, market shares, competition, environmental risks, changes in legal,

financial and regulatory frameworks, international economic and financial market conditions, political risks,

project delay, project approval, cost estimates and other risks and factors beyond the control of Media

Chinese International Ltd. In addition, Media Chinese International Ltd makes the forward looking statements

referred to in this presentation as of today and undertakes no obligation to update these statements.

Forward Looking Statements
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THANK YOU!
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