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CORPORATE BACKGROUND

ABS-CBN Corporation is the Philippines’ leading 

information and entertainment multimedia 

conglomerate. The Company is primarily involved in 

television and radio broadcasting, as well as in the 

production of television and radio programming 

for domestic and international audiences and other 

related businesses. ABS-CBN produces a wide variety 

of engaging, world-class entertainment programs in 

multiple genres and balanced, credible news programs 

that are aired on free-to-air television. The Company is 

also one of the leading radio broadcasters, operating 

eighteen radio stations throughout the key cities of the 

Philippines. ABS-CBN provides news and entertainment 

programming for nine channels on cable TV and operates 

the country’s largest cable TV service provider. The 

Company also owns the leading cinema and music 

production and distribution outfits in the country. It 

brings its content to worldwide audiences via cable, 

satellite, online and mobile.

The Company has interests in content development 

and production, cable and satellite television services, 

merchandising and licensing, mobile and online 

multimedia services, glossy magazine publishing, video 

and audio post production, and overseas services, all of 

which complement and enhance ABS-CBN’s strength in 

content production and distribution.

CORPORATE STRATEGY

Transforming lives by changing the media landscape is 

both ABS-CBN’s vision and passion. The key thrusts of our 

business strategy are:

Anytime, anywhere, in any device or medium

As our audiences demand greater control over how and 

when they will consume our content, we will ensure our 

continued relevance by distributing our content in the 

widest array of platforms that technology will allow.

Our audiences will be able to reach us anytime at any 

place in any medium.

Building on our core strength in content creation

While everything around us changes – the technology, 

the production process, the medium used to access our 

content – our core ability to create quality content that 

touch, inspire and empower our viewers must remain 

constant. We will continue building on our core strength 

of content creation.

Maintain a strong fiscal position and bring value to our 

stakeholders

We will derive the most synergies possible between our 

content and distribution businesses. We will consciously 

operate more efficiently and cost-effectively, as we 

deliver greater value to our audience, customers, clients, 

partners and shareholders.

CORPORATE MISSION
We exist in the service of Filipinos worldwide, as well as

of all humankind.

We exist to inform and to entertain through creative 

content for any distribution platform.

We innovate, diversify and expand into enterprises where 

our expertise in content creation opens new business and 

service opportunities.

We promote the best in Filipino talent, and reflect the 

true sentiment of the Filipino.

CORPORATE VALUES

In achieving our corporate vision, our values guide us 

through the journey.
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Meritocracy

We believe in caring for our people. We believe in 

granting commensurate rewards at the right time for 

good performance.

Excellence

Judgment and Drive for Results

We use best judgment to balance speed, quality and cost 

to attain best returns.

Embracing Change

We continuously explore new ways of doing things. 

We challenge even our past successes to achieve 

breakthroughs and to ensure our continuous 

improvement.

Risk-Taking

In a constantly changing competitive environment, 

we take action based on a careful assessment that 

opportunities and rewards are worth the risks. We ensure 

that everything possible is done to mitigate those risks.

Teamwork

Company Interest and Transparency

We place the good of the team over our own personal 

interests.

Ownership

We take personal accountability for our role, output and 

decision.

Confronting Conflict

We believe in the constructive resolution of any conflict. 

We also believe in taking accountability for any conflicts 

caused.

Teaching and Learning

Our work relies on constant teaching and learning. We 

train our people to become better than ourselves. We 

define areas for development and take deliberate action 

to fill our skill gaps.

Honesty and Integrity

We deliver on our commitments. We speak out and we 

speak true. Our values are non-negotiable.

3
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Journeying with the Filipino

Changes in lifestyles and choices 
opened up opportunities for us to 
engage them in various ways and 
to provide different media 
experiences.

10
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What to watch, read or listen to, when, where 

and how - that’s a decision that many Filipinos 

today want to make for themselves. 

Changes in lifestyles and choices opened up 

opportunities for us to engage them in various 

ways and to provide different media 

experiences.

We now enable them to watch our programs at 

their own time and pace through catch-up 

services. They can customize the channel 

listing on their cabled TV. They can buy our 

music without going to a record store. Or read 

our magazines on their personal gadgets.

From passive viewers and listeners, they are 

now active participants.  They have provided 

reports as citizen journalists.  They have also 

starred in their own show with our 

user-generated video channel.  They became 

online maestros as they made virtual 

masterpieces for a local program website. 

These possibilities and so much more are what 

we can offer as ABS-CBN continues to evolve 

into a multi-platform media company. We are 

ushering in the era in which the company, 

audience, users, customers and partners 

become one collaborative community.

But to stay relevant, we have to have the 

passion to know who they really are, what 

they really want, what they want to become, 

where they want to go.  In our banner year of 

2010, it appears that our new content, 

products and services further strengthened 

our bond with the publics that we serve. Proof 

that our choice to journey with them is always 

the right path to take.
11
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In the past year, we endeared ourselves with 
the audience through television shows that 
embodied love, hope, family unity and triumph 
of the human spirit. We believed there was no 
better way for us to be relevant to our 
audience than to mirror their true lives in our 
characters’ roles and experiences.

Through compelling primetime programs; 
sequels to well-received fantasy series; shows 
that resonated with Filipino talent, culture and 
perseverance; top-caliber performances in the 
afternoon programs; and world-class specials 
that celebrated our heritage - we answered the 
key needs of our core female audience, as well 
as our expanded audience of male, teens, and 
children. We sustained our national rating 
leadership in total day, notwithstanding the 
fierce competition, old and new.

Dahil May Isang Ikaw made every mother, 
child, sibling or friend relate to the twists and 
turns in the lives of Ella, Miguel, Tessa, Jaime, 
Patricia, Daniel, Denise, and Alfred.  Habang
May Buhay, the nurse-serye that starred Judy 
Ann Santos as nurse Jane, made nurses 
working abroad relate to the episodes, as well 
as brought back memories of the tandem that 
was Judy Ann and Gladys Reyes.

Fantasy-drama Agua Bendita had everyone 
loving Agua and hating Bendita, the twin 
sisters who became bitter rivals until a stroke 
of fate reversed their situations.  Family drama 
Kung Tayo’y Magkakalayo was another 
successful pair-up of the popular Kimerald love 
team of Gerald Anderson and Kim Chiu.  The 
action-fantasy Noah, saw a father and son’s 
journey brilliantly portrayed by Piolo Pascual 
and Zaijan Jaranilla.  Meanwhile, the 
breakthrough fashion-serye Magkaribal, Mara 
Clara remake and Imortal, the fantasy-action 
series sequel to the popular series Lobo, kept 
the audience engaged for the most part of the 
second half of the year until the end of 2010.

Achieving Greater Heights with the Finest Programming

12
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We presented sequels to well-received, 
family-friendly fantasy series with Kokey@Ako,
Wansapanataym and the Agimat series with 
“Ang Mahiwagang Daigdig ni Elias Paniki”,
“Tonyong Bayawak”, “Pepeng Agimat” and 
“Tiagong Akyat”.

We staged the country’s biggest nationwide 
talent-reality show Pilipinas Got Talent, a 
franchise of UK’s Got Talent.  Bringing out the 
unique Filipino talent in its weekly broadcast, 
the search ended with Jovit Baldivino winning 
the grand prize.  Further reinventing the Pinoy
Big Brother franchise, we opened the summer 
with Pinoy Big Brother Teen Edition: Clash of 
2010. Half-Australian, half-Filipino Robert 
James Reid emerged as the big winner, besting 
26 other housemates.   

Our afternoon programming featured 
top-caliber performances of Shaina Magdayao, 
in Precious Hearts Romance (PHR) romantic 
drama “Alyna”;  Rafael Rosell and Denise Laurel 
in PHR’s “Midnight Phantom”;  Sam Milby and 
Maja Salvador in PHR’s “Impostor”;  and 
Empress Schuck, in the drama-fantasy-horror 
Rosalka.  These exciting, thrilling and edgy 
stories made the Hapontastic block as engaging 
as our primetime, capturing the young and core 
audience. 

Celebrations of our heritage also characterized 
2010 through the world-class specials we 
staged.  With 60 Years of Soap Opera, we 
featured ABS-CBN’s relevant contributions in 
radio and television production for the Filipino 
family.  The Gawad Geny Lopez Jr. Bayaning 
Pilipino Awards, on its 16th year, continued to 
give recognition to heroic Filipinos who, in spite 
of their own difficulties and shortcomings, still 
managed to rise and emerge as role models in 
their communities. 

We capped 2010 with over 15 out of the Top 20 
shows and a 43% national total audience 
share. This was a result of our commitment to 
stay true to our audience.  While we continue 
to sustain television leadership, we will 
continuously make their interests top of mind, 
and provide them content that brings out the 
best in them.

We sustained our national 
rating leadership in total 
day, notwithstanding the 
fierce competition, old and 
new.
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CHANNEL SHARES 2009-2010 (excluding Holy Week)
Source: Kantar Media National Homes

FULL WEEK WEEKDAYS WEEKEND

FULL WEEK WEEKDAYS WEEKEND

2010 TOTAL DAY AUDIENCE SHARES
NATIONAL HOMES

2010 EVENING PRIMETIME AUDIENCE SHARES
NATIONAL HOMES

ABS-CBN
43%

GMA7
33%

OTHERS
16%

TV5
8%

OTHERS
15%

ABS-CBN
44%

GMA7
33%

TV5
8%

OTHERS
19%

ABS-CBN
40%

GMA7
31%

TV5
10%

OTHERS
13%

ABS-CBN
46%

GMA7
33%TV5

8%

OTHERS
11%

ABS-CBN
48%

GMA7
35%TV5

6%

OTHERS
16%

ABS-CBN
41%

GMA7
30%

TV5
13%
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RANK

1
2
3
4
5

CHANNEL

ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN

PROGRAM

MAY BUKAS PA
ROD SANTIAGO’S AGUA BENDITA
DAHIL MAY ISANG IKAW
KUNG TAYO’Y MAGKAKALAYO
NOAH

RTG%

38.6
37.7
34.8
34.2
32.0

WEEKDAY PRIMETIME DRAMA
Total Philippines - Homes

RANK

1
2
3

CHANNEL

ABS-CBN
GMA

ABS-CBN

PROGRAM

WOWOWEE
EAT BULAGA
PILIPINAS WIN NA WIN

RTG%

19.7
14.8
11.5

WEEKDAY NOONTIME
Total Philippines - Homes

RANK

1
2
3
4
5

CHANNEL

ABS-CBN
ABS-CBN
ABS-CBN

GMA
GMA

PROGRAM

THE BUZZ
ENTERTAINMENT LIVE!
SNN SHOWBIZ NEWS NGAYON
SHOWBIZ CENTRAL
STARTALK

RTG%

13.2
9.9
9.1
8.8
8.2

SHOWBIZ TALK / ENTERTAINMENT
Total Philippines - Homes

RANK

1
2

CHANNEL

ABS-CBN
GMA

PROGRAM

TV PATROL (WEEKDAY)
24 ORAS (WEEKDAY)

RTG%

31.2
21.5

WEEKDAY PRIME/ EARLY EVENING NEWSCAST
Total Philippines - Homes

RANK

1
2

CHANNEL

ABS-CBN
GMA

PROGRAM

SHARON
MEL & JOEY

RTG%

19.7
15.4

TALK
Total Philippines - Homes

RANK

1
2
3
4

5

CHANNEL

ABS-CBN
ABS-CBN

GMA
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN

PROGRAM

NAGSIMULA SA PUSO
PRECIOUS HEARTS: MY CHEATING HEART
TEMPTATION OF WIFE
PRECIOUS HEARTS: ALYNA
PRECIOUS HEARTS: MIDNIGHT PHANTOM
MAGKANO ANG IYONG DANGAL?
PRECIOUS HEARTS: LOVE IS ONLY IN THE MOVIE
HE’S BEAUTIFUL

RTG%

19.6
17.1
14.9
14.7
14.7
14.6
14.6
14.6

WEEKDAY DAYTIME DRAMA
Total Philippines - Homes

RANK

1
2
3
4
5

CHANNEL

ABS-CBN
ABS-CBN
ABS-CBN

GMA
ABS-CBN

PROGRAM

PINOY BIG BROTHER DOUBLE UP (WEEKDAY)
PINOY BIG BROTHER DOUBLE UP (SUNDAY)
PINOY BIG BROTHER DOUBLE UP (SATURDAY)
SURVIVOR PHILIPPINES CELEBRITY SHOWDOWN
PINOY BIG BROTHER TEEN CLASH 2010 (WEEKDAY)

RTG%

30.0
26.5
26.3
21.7
20.0

REALITY
Total Philippines - Homes

RANK

1
2
3

CHANNEL

ABS-CBN
GMA
GMA

PROGRAM

ASAP XV
PARTY PILIPINAS
SOBRANG OKEY PARE!

RTG%

15.0
10.4
10.3

MUSICAL - VARIETY
Total Philippines - Homes

RANK

1
2
3
4
5
6
7
8
9

10
11
12
13
14
15
16
17
18
19
20

CHANNEL

ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN

GMA
GMA

ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN

GMA
GMA

PROGRAM

MAY BUKAS PA
ROD SANTIAGO’S AGUA BENDITA
DAHIL MAY ISANG IKAW
KUNG TAYO’Y MAGKAKALAYO
NOAH
TV PATROL
KATORSE
PINOY BIG BROTHER DOUBLE UP
HABANG MAY BUHAY
IMORTAL
EMIL CRUZ JR.’S MARA CLARA
MARS RAVELO’S DARNA
THE LAST PRINCE
ELENA M. PATRON’S MOMAY
MAGKARIBAL
KOKEY @ AKO
TANGING YAMAN
IDOL
FULL HOUSE
CARLO J. CAPARAS’S PANDAY KIDS

RTG%

38.6
37.7
34.8
34.2
32.0
31.2
30.3
30.0
28.9
28.2
27.8
26.4
25.5
24.9
24.4
24.0
23.8
23.6
23.5
23.3

2010 TOP PROGRAMS WEEKDAYS  Total Philippines - Homes

RANK

1
2
3
4
5
6

7
8
9

10
11
12
13
14
15
16

17
18

19
20

CHANNEL

ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN
ABS-CBN

GMA
GMA

ABS-CBN
GMA

ABS-CBN
ABS-CBN

PROGRAM

PILIPINAS GOT TALENT (SATURDAY)
PILIPINAS GOT TALENT (SUNDAY)
AGIMAT: PEPENG AGIMAT
MAALAALA MO KAYA
AGIMAT: TONYONG BAYAWAK
PINOY BIG BROTHER DOUBLE UP (SUNDAY)
THE SINGING BEE (SATURDAY)
PINOY BIG BROTHER DOUBLE UP (SATURDAY)
AGIMAT: ELIAS PANIKI
RATED K HANDA NA BA KAYO?
WANSAPANATAYM
GEORGE AND CECIL
GOIN’ BULILIT
TV PATROL WEEKEND (SATURDAY)
WOWOWEE (SATURDAY)
STAR CIRCLE QUEST FOR THE NEXT KIDDIE SUPERSTAR
TV PATROL WEEKEND (SUNDAY)
SHARON
PEPITO MANALOTO REALITY SITCOM
KAPUSO MO, JESSICA SOHO
PINOY BIG BROTHER TEEN CLASH 2010 (SATURDAY)
KAP’S AMAZING STORIES
TWIST AND SHOUT (SATURDAY)
SHOWTIME (SATURDAY)

RTG%

35.7
34.2
30.0
28.3
26.7
26.5
26.5
26.3
25.5
25.1
25.1
23.8
23.3
21.9
21.0
20.7
20.3
19.7
19.7
19.2
18.8
18.8
18.4
18.2

2010 TOP PROGRAMS WEEKENDS  Total Philippines - Homes
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We journeyed with the people as they decided 
the course of the country’s future.  We 
launched Boto Mo, iPatrol Mo (BMPM): Ako ang 
Simula, which encouraged citizen journalism 
and promoted voter education.  BMPM 
registrants, called Boto Patrollers, came 
together to guard votes and push for clean 
elections. Through this campaign, which 
harnessed the power of the Internet and mobile 
phone technology, ordinary citizens participated 
actively in monitoring election-related events 
and had the venue to inform others through 
our news programs.

Through BMPM, we offered Filipinos, especially 
the youth, the power to become part of the 
change they yearned for.  Registration drives 
were done in different communities. Journalism 
workshops, leadership forums, debates and 
special events were organized to increase 
awareness and sustain the fire of vigilance of 
our Boto Patrollers.  These activities, done 

Our nation’s craving for information that 
empowers and informs made our countrymen 
turn to news.  Last year, our News and Current 
Affairs Division was at the forefront of 
providing awareness and education as the 
presidential election became national agenda.

Through BMPM, we offered 
Filipinos, especially the 
youth, the power to 
become part of the change 
they yearned for.

Bringing Top-notch Reportage On-Air and Online

16
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over the country, drove Boto Patroller
registration up to 81,000 strong by Election 
Day.  These Boto Patrollers, who were 
patrolling the cities and provinces, together 
with our own professional journalists here and 
abroad, made up an army of individuals who 
pledged their commitment for a better country.

We further supported the national elections by 
partnering with government agencies like the 
Commission on Elections (COMELEC) in setting 
up satellite COMELEC registrations wherever 
the BMPM monthly activities were held. 

Our thrust of making a big difference in the last 
election by empowering and educating the 
electorate carried through cable via the 
ABS-CBN News Channel (ANC).  Our Harapan
re-invented election forums. For the first time 
in recent history, Filipino viewers here and 
abroad, had the chance to participate in live 
debates among national candidates.  We 
pioneered the use of a technology called 
WARS, or the Wireless Automatic Response 
System, where the audience voted 
instantaneously if they liked the points and 
rebuttals raised by the candidates during the 
debate. 

Social media, live chats, text messages also 
made the ABS-CBN debates and ANC forums 
the liveliest, most interactive and most 
substantive election activity in Philippine 
media.  The multi-platform approach in 
delivering the national elections coverage 
ensured that there was a wider and broader 
reach.

In 2010, we were strategically set-up to deliver 
news that mattered, encouraged a more 
participative citizenry and ultimately truly 
embodied the corporate mantra – “In the 
Service of the Filipino.”

17
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In DZMM, we held on to our promise to be 
“Una Sa Balita, Una Sa Public Service” and 
continued to be the number 1 AM station 
nationwide.  Running up to the May 2010 
national elections, we launched Halalan 2010: 
Ang Bayan Naman.  Throughout the election 
period, we staged and covered several events:   
The COMELEC Forum, The Kilos Bayan Forum, 
DZMM Halalan 2010 Help Desk, Halalan 2010 
Special Coverage, Joint Congress Proclamation 
2010, and The Inauguration of PNoy.

Making Waves through the Airwaves

In DZMM, we held on to 
our promise to be “Una Sa 
Balita, Una Sa Public 
Service” and continued to 
be the number 1 AM 
station nationwide.

18
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Once again, we were in the middle of 
significant events, reporting them as they 
unfolded, including Jason Ivler’s arrest, the 
Philippine Air Force plane crash in Cotabato, 
the Manila Hostage Crisis, and the Incident 
Investigation and Review Committee (IIRC) 
Coverage. The Basyang and Juan typhoons in 
Northern Luzon sent us gathering news stories 
amidst harsh rain and powerful winds.  The 
Philippine Bar Exam blast on Taft Avenue and 
the Hubert Webb acquittal were particularly big 
stories, which we likewise covered.

Our DZMM Teleradyo continued to be the 
number one news and commentary cable 
channel nationwide, available to over 200 
cable TV systems nationwide and even to our 
TFC subscribers.

In public service, we launched the DZMM TLC
(Teaching Learning Caring) with its very visible 
Mobile COWs (Classroom on Wheels and Clinic 
on Wheels).  We reached out to more than 
2,000 medical and dental patients in Rizal, 
Marikina, Caloocan and Taguig and brought 
together 120 youngsters in the 
classroom-on-wheels, all with the help of 
volunteer doctors and teachers.   

Our FM station, Tambayan 101.9 "San Ka Pa!",
powered on amidst a competitive landscape 
and introduced three new shows, as well as 
extended the listener experience online via 
webcast.  The new shows ensured that we 
catered to our listeners’ different needs:  Break
Mo ‘To gave unsigned but talented bands the 
chance to play live on radio;  Usapang 
Tambayan played matchmaker as listeners 
searched for a partner or friend and showed 
success with a December marriage between 
two listeners who met through the program;  
Ano’ng Meron?, listened to callers as they 
unloaded their burdens or shared their 
experiences, good or bad.  Meanwhile, through 
Tambayan 101.9 TV (TTv), we strengthened 
our engagement with our listeners as we 
expanded into live web streaming.

Through our presence in both AM and FM, as 
well as the live broadcasts and webcasts of our 
radio shows, we continued to make our 
presence felt in the lives of Filipinos.  

19
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The fierce competition 
from the other networks 
made us even more 
aggressive in taking care 
of our most important 
assets - our people.

With the largest and most expansive provincial 
network in the Philippines, we continued to 
strengthen and expand our direct links with our 
provincial audience through our Regional 
Network Group (RNG).

We held the fort for the network in the 
countryside.  At the turn of the decade, we 
sustained national ratings, hit record revenues, 
expanded our presence on-ground and online, 
enhanced our organization, mounted local and 
international events, and time-tested public 
service activities, which resulted in profitability, 
market dominance, and priceless viewer 
affinity for ABS-CBN. 

Spreading Success across the Archipelago

20
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Once again, we surpassed the Php 1 billion 
revenue mark.  Revenue continued to grow in 
2010, aided by election spending.  Our 
Kapamilya Fiesta World, which brought shows 
and the fiesta ambience to overseas Filipinos, 
also consistently drove revenue growth in 
2010. 

We opened RNG’s 22nd branch in Puerto 
Princesa, Palawan, bringing ABS-CBN to the 
nation’s last frontier.  To push our online 
presence in the regions, we put up Choose
Philippines, an interactive website about the 
Philippines and everything Filipino.

The fierce competition from the other networks 
made us even more aggressive in taking care 
of our most important asset - our people.  We 
embarked on a massive organizational 
enhancement program. We regularized over 
200 key positions, strengthening our 
organization.

Our formidable public service activities 
solidified viewer affinity across the nation. 
With simultaneous medical missions and job 
fairs, we served at least 50,000 individuals in 
2010. The bi-annual Surgical Mission, which 
gave free surgery to the poorest of the poor, 
made a difference in the lives of 600 indigent 
patients.  We also mounted rescue efforts in 
times of calamity, being the face of ABS-CBN 
Foundation’s Sagip Kapamilya in the 
countryside. 

Every member of the organization contributed 
valuably to the growth of RNG.  We firmly 
believe that success can only be possible with 
teamwork and hard work, foundations that will 
bring RNG to new heights - on-air, on-ground, 
and online - even in the years to come.
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ABS-CBN Sports, the Philippines’ biggest sports 
broadcast organization, completed the offering 
to make us a total entertainment company. We 
could not fall short of our viewers’ need to keep 
abreast of the latest in sports.  We had the 
widest array of sports programs and events 
during the year, providing high impact and 
highly engaging content that made for 
compelling viewing.

We showcased the best of collegiate basketball 
with the UAAP, NCAA and the PCCL (Philippine 
Collegiate Champions League).  We aired the 
UAAP Opening Ceremonies over Studio 23 and 
Balls HD.  Season games were aired live and 
replayed on Studio 23.

In the boxing arena, our multi-year deal with Top 
Rank Promotions International, the most active 
boxing promoter in the world, allowed us to air 
Top Rank fights in the Philippines through 
Channel 2, Studio 23 and Balls and in other 
countries via TFC . We also had a multi-year deal 
with ALA Boxing Promotions, a top boxing 
promoter in the Philippines.  

Meanwhile in billiards, we staged the Women’s 
World 10-Ball Championship, in partnership with 
Dragon Promotions, one of the leading producers 
of billiard programming in the world today.

Taking the Lead in Sports Programming
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2010 was also a year of firsts for our sports group 
as we entered into partnership for cheerleading 
and football.  We signed a broadcast deal with the 
country’s biggest cheerleading championship, the 
National Cheerleading Championship (NCC).
A landmark agreement, we broadcast live for the 
first time a national cheerleading competition, as 
we covered the NCC Coed Division Finals on 
Studio 23.

We also made a breakthrough partnership with 
the Philippine Football Federation, which aims to 
elevate football to one of the most sought-after 
sports for Filipinos in the future.  Our airing of 
several matches of our very own Philippine Azkals
in the ASEAN Football Federation (AFF) Suzuki 
Cup garnered very good ratings. Under this 
partnership, the network, through ABS-CBN 
Sports, shall follow the Azkals’ campaign in the 
Asian Football Confederation Challenge Cup in 
2011.

ABS-CBN Sports, the 
Philippines’ biggest sports 
organization, completed the 
offering to make us a total 
entertainment company.
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In 2010, we repositioned Studio23, our UHF 
channel, to capture a bigger share of the broad 
market. We changed our programming lineup 
to include more locally-produced, fresh and 
innovative shows that delivered the needs of 
male and female, young and old alike.

We strengthened our hold on children in the 
morning with a variety of kid-friendly anime
and very popular cartoon titles from 
Nickelodeon.  Our LBO: Lunch Box Office
offerings of comedy and light romance movies 
captured a steady stream of viewers at 
noontime.  

During the afternoon, we grabbed the attention 
of the males with strong basketball action from 
our long-time partners, the UAAP and NCAA. 
We beefed up our overall sports programming 
with strong titles like WWE Superstars, UFC
and Top Rank Boxing, giving the male audience 
more reasons to keep watching Studio 23.   

Broadening its Appeal

In 2010, we repositioned 
Studio23, our UHF channel, to 
capture a bigger share of the 
broad market. We changed our 
programming lineup to include 
more locally-produced, fresh 
and innovative shows that 
delivered the needs of male 
and female, young and old 
alike.
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Iba-balita hosted by Anthony Taberna, a 
30-minute news program in Filipino, presented 
the bigger picture, sought to explain why they 
made headlines and reported in a more 
comprehensible fashion.  We balanced this with 
News Bites, a one-minute newsbreak in 
English, which featured the latest in local and 
international news.  

We also provided the venue for upcoming 
talents to showcase their skills in hosting and 
comedy. Ryan Bang, the Korean sensation from 
PBB Teen Clash Edition, hosted 3ow Powhz, a 
show where he displayed his love for the 
Philippines through his adventures.  PaBida Ka
with RR Enriquez and Aaron Atayde delivered a 
weekly dose of funny must-see videos.  
Breaking the mold of all comedies was Usapang 
Lalake, which offered the viewers comic 
insights on what made the Pinoy males tick. 

Channel 2 current affairs programs like SOCO
and XXX were aired on primetime in Studio 23 
and completed our balanced programming. Our 
airing helped these shows receive renewed 
interest from the public.

We survived the market shift by listening to our 
audiences as we strive to always address their 
needs. 
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Our Cable Channels and Print Media Group (CCPMG) 
answered the needs of our dynamic and sophisticated 
consumers through entertaining and informative cable 
channel programming and glossy magazines, amidst a 
very cluttered and competitive environment.

Through our Creative Programs Inc. (CPI), we 
successfully delivered an enriched cable viewing 
experience with new features, segments and milestone 
live events.  In Balls, we broadcast the 2010 FIFA World 
Cup including the exciting finals match between Spain 
and the Netherlands, which drew a record number of 
viewers.  We also held the biggest UFC event featuring 
George St. Pierre, one of the top names in the league.  
We launched Sharon at Home in the Lifestyle Network, 
which featured another facet of the local superstar 
Sharon Cuneta.  For Velvet, we introduced a new lineup 
which featured US series like 90210, America’s Next 
Top Model and Keeping Up with the Kardashians - 
top-rated shows that appealed more to the youth.  We 
expanded Cinema One’s offering with Asian films 
dubbed in Filipino, strengthening our position as the 
country’s number 1 cable channel.  For Hero, we 
revitalized its programming with new and more popular 
titles.  Lastly, through tent pole events like MYXMo!,
MYX SlamJam and the MYX Music Awards, we further 
reinforced MYX’s hold on the young males and its 
position as the most-watched music channel.

Creating First-Rate Viewing and Reading Experience
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Meanwhile, we provided magazine readers with 
plenty of enriching, empowering, transformative 
and controversial stories and articles through 
our 13 glossy titles from ABS-CBN Publishing 
Inc. (API).  Our Metro megabrand continued to 
present practical and insightful ways to enjoy life 
via its portfolio of brands: Metro, Weddings,
Home, Working Mom and Society.  The Filipino 
connection was reinforced with our The Buzz and 
Star Studio circulation abroad, both leveraging 
from their continued success and popularity here 
in the country.  We continued to engage the 
youth with the latest and hippest trends through 
MYX and Chalk, while Food Magazine continued 
to offer easy to prepare mouthwatering recipes 
to Filipino foodies.

Our quest to offer fresh concepts drove the 
launches of new and innovative products in the 
market.  We featured the creative side of the 
Megastar Sharon Cuneta through Sharon.  Her 
loyal followers were given a chance to get to 
know their idol on a more personal and practical 
level, as she wrote about her personal tastes 
and preferences in food, arts and crafts, 
gadgets, home entertaining, parenting and even 
relationships.  

We entered into digital distribution to cater to a 
market that preferred to get their magazines 
online.  We introduced the Metro app on the 
iPad, the first in the print industry, which 
became one of the top downloads of 2010. 
E-magazine versions of Metro Home, K Mag,
and Star Studio were also made available on 
pay subscription via Zinio.

Our continued focus on understanding the 
changing needs of our niche markets allowed 
us to surpass our growth targets for 2010 
despite reductions in advertising spending and 
customers’ purchasing.

Our Cable Channels and 
Print Media Group (CCPMG)
answered the needs of our 
dynamic and sophisticated 
consumers through 
entertaining and informative 
cable channel programming 
and glossy magazines, 
amidst a very cluttered and 
competitive environment.
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Since 1993, we have been in the forefront of 
producing quality films, some of which became 
the highest grossing movies in the Philippines.  
This has made us, ABS-CBN Film Production, 
Inc., more popularly known as Star Cinema, 
the country’s largest film production company 
in the last two decades.

In 2010, we produced twelve films grossing 
over Php 1 billion in the box-office, defying the 
supposed decline of movie patronage in the 
country.  These top grossing movies included:  
My Amnesia Girl, the first tandem of John 
Lloyd Cruz and Toni Gonzaga, under the 
direction of Cathy Garcia-Molina; Miss you Like 
Crazy, the reunion movie of the well-loved 
tandem of John Lloyd Cruz and Bea Alonzo, 
directed once again by Cathy Garcia-Molina; 
Here Comes the Bride, a co-production with 
Octo Arts and Quantum Films, launched 

Even after 17 years, we 
continue to strive for 
organizational excellence 
through training programs, 
developing new talents and 
creating groundbreaking film 
products.

Projecting On-Screen Success
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Angelica Panganiban as a comedienne; and I
Love You Goodbye, our Metro Manila Film 
Festival entry directed by Laurice Guillen.

Even after 17 years, we continue to strive for 
organizational excellence through training 
programs, developing new talents and creating 
groundbreaking film products. 

We have produced through the Marilou Diaz 
Abaya Film Institute (MADAFI) promising 
young directors, including Enrico Santos and 
Nick Olanka.  They were launched in the novel 
horror movie Cinco with co-directors Frasco 
Mortiz, Ato Bautista, and Cathy Garcia-Molina. 
The film starred television’s brightest and most 
promising young stars. 

In our tradition of coming up with fresh casting 
combinations, we introduced the young 
television tandem of Enchong Dee and Erich 
Gonzales into the mainstream film market via I
Do, with indie director Veronica Velasco.

We also aggressively embarked on building 
various creative and synergistic 
revenue-generating opportunities through 
brand and product integrations and events for 
key and strategic advertisers. We produced Hair
Is Your Moment, a 10-part micro-episode series 
for Unilever’s Sunsilk Brand, which was aired on 
ABS-CBN. 

In the years to come, we will continuously 
deliver value-laden, heartwarming and inspiring 
stories, with fresh casting combinations, 
providing our audience at home and abroad 
high-quality entertainment.
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Many decades ago, we witnessed the diaspora 
of the Filipinos, either to permanently migrate 
or to temporarily work abroad.  Despite their 
departure, by choice or circumstance, many of 
them wanted and needed to be connected to 
the Philippines.  Thus, the dream of Eugenio 
Lopez Jr. became more relevant -- to see that 
wherever Filipinos are, ABS-CBN is there with 
them.

Through ABS-CBN Global and its flagship 
product TFC, we were able to connect millions 
of Filipinos around the world.  TFC has helped 
alleviate the exhaustion, homesickness and 
anguish of Filipino migrants and workers from 
being away from family and loved ones. 

We expanded our reach in Canada through 
cable partnerships and an effective dealer 
network and management, driving our 
video-on-demand IPTV product.  Our success 
in Canada was also due in part to our 
recognition of the Filipinos’ unique viewing 
needs and schedules as we launched 
value-for-money product packages like Sulit
Tipid, our way of empowering the consumer 
to choose content based on their viewing 
needs and schedules.

Our sense of community was 
felt even more in the 2010 
Philippine Independence Day 
celebrations worldwide, with 
record-breaking attendance of 
overseas Filipinos.

Conquering the Hearts of Filipinos Worldwide
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It was likewise a banner year for Australia and 
Asia Pacific, with the expansion of the 
viewership in Australia and Singapore, the 
launch of TFC services in Taiwan and Hong 
Kong, and additional cable channels in Guam.

In the US, we reached more of the global 
Pinoys in 41 new cities in the United States via 
new cable launches for TFC.  Moreover, Filipino 
on Demand, an ala carte subscription 
video-on-demand service available on cable, 
was launched in additional 32 cities.  Finally, 
our music channel MYX Global, was launched 
in five million households in Sacramento, 
Chicago and Fresno.

In the Middle East-North Africa region, 
acquisition efforts were focused on bringing 
TFC to Filipinos in the hard-to-reach areas of 
Saudi Arabia, Qatar, Bahrain and Libya.  With a 
strong dealer network and partnerships with 
telco companies, we were able to deliver TFC 
on multiple platforms - satellite, cable, 
internet, IPTV and mobile.

In Japan, our subscribers started to enjoy a 
more efficient customer handling service – 
seeing a significant drop in reactivation time of 
TFC services (48 hours to five minutes) after 
renewal payment is made at any of the 25,000 
convenience stores across the country.  They 
were further entertained as they read up on 
their favorite stars in The Buzz and Star Studio
magazines.

Our sense of community was never more felt 
than during the 2010 Philippine Independence  

Day celebrations worldwide, with 
record-breaking attendance of overseas 
Filipinos, their families and friends who came 
together to enjoy a taste of Filipino food, 
products and services, and the ABS-CBN brand 
of entertainment.  Seventy thousand people 
trooped to the 112th Commemoration of 
Philippine Independence in New York City, 
which also kicked off the first TFC Summer 
Saya sa North America festival series staged in 
partnership with the Philippine Independence 
Day Council Inc.  In Lampton Park, Hounslow, 
over 90,000 people attended the 2-day Barrio 
Fiesta sa London organized by the Philippine 
Center.

We have provided the overseas Filipino a refuge 
at the end of every hard day, a companion 
through his daily struggles, and a constant 
reminder of home, of what and for whom they 
have sacrificed.  Moreover, TFC brought 
overseas Filipinos closer together as a 
community.  Together, we celebrated our 
culture and the everyday successes of ordinary 
Filipinos that have brought honor to our nation.  
We rallied behind important issues that impact 
nation-building.  We came together in 
bayanihan to extend our help when our 
kababayans needed us.  

For 16 years now, ABS-CBN Global has 
journeyed hand in hand with the overseas 
Filipino.  In pursuit of our vision, we will 
continue to offer products, services and 
experiences that will enhance and uplift the 
lives of our kababayans, their families and their 
communities.
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Cable, broadband, and voice - through these 
direct-to-home connections, our subscribers 
now have various ways to enjoy Sky. Bundled 
or not, even modest homes had access to 
more value-added services, more speed, and 
more products.  We further delighted our 
subscribers with two new exclusive offerings: 
catch up TV and a venue for user-generated 
videos.

The many combinations of Sky product 
innovations and pricing schemes we offered 
gave our subscribers the freedom and 
flexibility to choose the package that best 
suited them.  We introduced the first and only 
real triple-play service in Metro Manila with 
Sky Bundle Plan Php1099.  The bundle 
included cable TV, broadband, and Internet 
phone, which gave the Filipino home the best 
combination of entertainment, information 
and communication technologies.

We continued our move towards digitalization, 
towards an enhanced viewing experience for 
our customers.  In Metro Manila, 75% of Sky 
Cable pay-TV subscribers acquired the Digibox, 
an increase from 52% in 2009. In Cebu, 23% 
of existing subscribers acquired their 
Digiboxes, which resulted in an improvement of 
5% in monthly revenues. In Davao, on the 
other hand, 71% of our total subscribers went 
digital, a result of our efforts to improve 
penetration rates through the introduction of 
low-priced products.  

In 2010, we also launched the Sky Broadband 
Ultra High Speed, an Internet connection 
subscription that offers speeds of up to 112 
mbps.

Offering Unbounded Viewing Experience
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At the beginning of 2010, our Sky broadband 
subscribers were able to watch their favorite 
ABS-CBN shows and catch up on missed 
episodes on their desktops and laptops via 
iWanTv.  A revolutionary online access to 
entertainment, iWanTv featured TV on 
Demand, Movies on Demand, and Live TV of 
ABS-CBN and other channels, available 
anywhere, anytime.  Foreign shows and movies 
were also made available on video-on-demand 
format. 

The Filipinos just found another medium to 
satisfy their penchant for performing and being 
in the limelight with the launch of CGE.TV, the 
new home of user-generated videos. Both a 
website and a cable channel, subscribers 
became part of a groundbreaking digital 
revolution, which gave them the chance to 
shine and share their talents. 

The many combinations of 
Sky product innovations 
and pricing schemes we 
offered gave our 
subscribers the freedom 
and flexibility to choose 
the package that best 
suited them.
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We saw how technology affected people’s needs 
and transformed their preferences and behaviors 
over the years.  Their desire for information and 
entertainment was hastened by the speed and 
online offerings.

We made our online news, 
www.abs-cbnnews.com and www.tvpatrol.com,
richer through the introduction of an online 
video player that allowed our customers to catch 
up with their news at their convenience.  

We further harnessed the power of new media 
to quickly engage and allow our audience to 
actively participate in areas of concern to them, 
and in the process, form stronger and more 
personal bonds.  Our leading news cable 
channel, the ABS-CBN News Channel (ANC), 
was first in creating a dedicated social media 
team spawning ANC Alerts with over 110,000 
followers on Twitter and more than 50,000 

We in ABS-CBN steadily 
ride the new media wave 
as it rapidly advances and 
as more and more Filipinos 
gain access to the digital 
world.

Empowering Access through New Media
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Facebook likes. We also launched TV Patrol’s
Twitter account with almost 23,000 followers 
and up to 42,000 likes on Facebook.

We created Push, www.push.com.ph, the 
one-stop ABS-CBN Entertainment news portal, 
which brought together entertainment news, 
photos, and television shows, and made access 
to everything related to entertainment faster 
and easier. Meanwhile, every Star Cinema film 
had its own website full of photos, videos and 
some mobile promos, expanding the audience’s 
movie experience into something beyond just 
watching on the big screen. 

The TV series Imortal was supported by a web 
campaign, www.imortal.com, in recognition of 
the universal appeal of the vampires and 
werewolves folklore.  Imortal’s online presence, 
with over 260,000 registrants and over 10 
million page views, contained: Anino’t 
Panaginip, a collection of 5-minute 
exclusive-on-the-web episodes; Likhang 
Imortal, a venue for artists to submit original 
art creations of underworld avatars which will 
be voted on by the Imortal web community; 
Pangil, the first television-based role-playing 
game. 

We deployed iWanTV, a web enabled video 
on-demand and catch-up TV.  This, together 
with Studio 23’s Catch Up TV website, allowed 
our viewers to follow their schedules and to still 
enjoy our shows at their convenience.

As long as we remain in tune with our 
customers, going where they are and striving to 
be where and when they need us to be, we in 
ABS-CBN, will be poised to take advantage of 
and maximize the development of new media.

35

AR2010.indd   35 5/7/11   6:27 AM



36

With ABS-CBN Licensing, we continued to extend the strong brands created 
by our ABS-CBN programs, celebrities and advocacies, into licensed products 
and consumer goods that can be directly purchased.  These items created 
tangible connection that led to deeper relationships with our customers. 

Despite a continuously challenging retail market, we experienced revenue 
growth in 2010.

Our celebrity licensing partnerships grew as we added Celebrations by 
Sharon, a welcome introduction of her line of cookware, bakeware, culinary 
herbs, and kitchen appliances.  In sports, we closed multiple licenses for 
homegrown sports properties, such as the UAAP, allowing us to carry 
promotional products of this prestigious collegiate basketball league.  Our 
promotional licensing expanded with key strategic partnerships for various 
brands and campaigns, including in-store promotional tie-ins with major 
clothing retailers; premium promotions with some of the country’s biggest 
fastfood chains; and character licensing tie-ups with various consumer goods 
brands.  We saw in retail shelves the various product lines for ABS-CBN 
programs such as Noah, Kokey, Pilipinas Got Talent, Matanglawin, and the 
children’s animated film RPG Metanoia.  Lastly, we also supported our public 
service efforts through licensing campaigns for Bayanijuan and Run for the 
Pasig River, and other public service efforts of the various ABS-CBN 
platforms.

Despite a continuously challenging 
retail market, we experienced revenue 
growth in 2010.

Creating Tangible Connections
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Amidst a competitive music industry, we 
remained steadfast in producing, developing 
and distributing audio and video content; music 
publishing; events production; and music artist 
management.  With a roster of highly talented 
artists and a diverse pool of composers, we 
produced hit songs year after year, many of 
which were also award winning.

ABS-CBN’s Pilipinas Got Talent first season 
grand champion, Jovit Baldivino, was a singing 
sensation waiting to shine. Launched as the 
new Pinoy pop rock icon in 2010, he dominated 
the radio airwaves with his singles Too Much 
Love Will Kill You, Carrie, Ika’y Mahal Pa Rin, 
and Faithfully.

Our record sales were top-billed by Jovit’s 
Faithfully, Piolo Pascual’s Decades 1, Juris’ Now
Playing, I-Star 15th Anniversary, 60 Years ng 
Musika at Soap Opera and Willie Revillame’s 
Ikaw na Nga. We pushed album sales by 
bundling them with live shows, averaging 12 in 
a month, in malls and bars featuring our 
recording artists.

As Star Records turned 15 in 2010, we 
continued to re-invent ourselves and keep pace 
with the evolving music industry.  Our digital 
music distribution continued to increase its 
foothold since its launch two years ago.  To 
further boost revenues, we launched Music
Uplate Live on Channel 2, a late night music 
show which showcased our artists.  With this, 
we not only captured the young and male mass 
market but also pushed more viewers and 
audiences into our online store.

Star Records was also the most awarded record 
label in 2010, with 12 Awit Awards, 2 Catholic 
Mass Media Awards, 8 PMPC’s Star Awards for 
Music and 2 Lopez Achievement Awards. 

As Star Records turned 15 
in 2010, we continued to 
re-invent ourselves and 
keep pace with the 
evolving music industry.

Attaining Notable
Achievements in Music
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We took on the challenge to revive the 
27-kilometer Pasig River by first rehabilitating 
the Estero de Paco, one of the 48 tributaries 
connected to the river.  Bantay Bata 163, 
which started its operations in Manila, opened 
additional nine branches nationwide. Bantay
Kalikasan’s Save the La Mesa Watershed 
Project rehabilitated 92% of the whole forest. 
E-Media continued to help less fortunate public 
elementary schools through its Educational TV 
(ETV) package. Sagip Kapamilya pressed on to 
reach out to families affected by calamities. 

Kapit Bisig Para sa Ilog Pasig (KBPIP)
Rehabilitating the Pasig River

What used to be an impossible dream slowly 
became a reality as we celebrated KBPIP’s first 
anniversary through a canoe ride along Estero
de Paco.

The biggest achievement of rehabilitating the 
tributary was the application of Coco Coir 
Technology to filter the wastes, a technology 
developed by Dr. Bo Arboleda. Endless 
possibilities to improve the estero presented 
themselves as several agencies joined forces to 
help in KBPIP’s next target, to restore the 
splendor of the network of esteros behind 
Malacañang Palace, converting the whole area 
into a tourist destination and a zone of 
economic prosperity.

Unwavering Commitment to Create a Better World

Our  socio-civic arm, 
ABS-CBN Foundation Inc. 
(AFI), grew into a diverse 
non-government
organization that 
addressed the issues of 
environment, community, 
children, education, and 
disaster support. 
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Our 10.10.10: Run for the Pasig River made it 
to the Guinness Book of World Records with the 
most number of runners in an eco-footrace.
A total of 116,086 runners joined this event, 
toppling down the 110,000 runners of the San 
Francisco Bay to Breakers run. 

The appointment of our Managing Director Gina 
Lopez as Chairman of Pasig River Rehabilitation 
Commission fortified the objective of 
rehabilitating the Pasig River.

Bantay Kalikasan
Paving the Way for a Better Environment

Our Save the La Mesa Watershed Project was 
unstoppable. A total of 1,550 hectares had 
been rehabilitated, equivalent to a 92% 
restoration of the whole forest.

Our Magandang Pilipinas Ecotourism program 
in Puerto Princesa, Palawan had notable 
achievements. The Iwahig River won the 2010 
Pacific Asia Tourism Association (PATA) Awards 
in Macau. Ecotourism in Puerto Princesa, with 
all of its success and awards, did not rest on 
its laurels. Puerto Princesa’s newest attraction 
– a zip line - was set-up for tourists to enjoy. 
It was constructed right beside Ugong Rock.

Bayanijuan (BNJ) sa Southville 7 
(Calauan, Laguna)
Rebuilding the Philippines one community 
at a time

The residents of BNJ sa Southville 7 in Calauan 
Laguna, who used to be informal settlers 
squatting along the banks of Estero de Paco,
began to enjoy the benefits of a decent 
community with access to economic activities 
and basic services.  Livelihood programs that 
included basket weaving, marathon 
bracelet-making, shoemaking, massage 
therapy, culinary and production of Holiday 
products, gave them opportunities to earn 
money.

On September 3, 2010, we launched Palengke 
ni Juan to provide fresh goods and other 
products for Calauan residents. Recognizing 
the role of education in community-building, 
with funding from Oscar M. Lopez, we 
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rehabilitated the Dayap Elementary School, 
which catered to more than 2,000 students. 
Toddlers also began their learning in two day 
care centers in First Ville and in SMC Ville. 

SM Foundation funded the establishment of a 
multi-center to ensure the good state of health 
and well-being of the residents. A clinic that 
promoted alternative medicines was opened. 
We instituted cleanliness around the 
community through pedicabs that roamed 
around three different sites to collect garbage. 
Gathered refuse was then processed in a 
Materials Recovery Facility and converted into 
pavers, tiles, and hollow blocks. BNJ 
management also appointed marshals and 
block leaders from the residents to guarantee 
peace and order in the community.

Bantay Bata (BB) 
Upholding the rights of the child

We were 13 years old in 2010 and we 
remained true to our core of creating a better 
and safer environment for needy Filipino 
children. Bantay Bata 163 (BB 163) was no 
longer a hotline number but a full child-care 
organization.We set up BB Laguna during the 
year, with priority focus on serving BNJ sa 
Southville 7, where it conducted school-based 
feeding projects; operated a bakery to produce 
Nutripan - Tinapayan sa Eskwelahan; ran two 
day care centers serving 150 children; and 
implemented medical programs including the 
operation of the BNJ Clinic. 

Our Bicol office opened another desk in Daet, 
Camarines Norte to effectively address the 
concerns of the community through 
once-a-week visits.  We also continued to 
provide temporary shelter for abused and 
neglected children in Luzon (Children’s Village) 
and in Mindanao (Davao Children’s Home).
We conducted international fund-raising events 
in the Middle East, USA and Singapore, which 
were warmly received by the Filipino 
communities in these areas. 
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E-media
Pioneering in educational television

In 2010, our E-media program expanded its 
horizon from producing educational radio and 
television shows to venturing into 
co-management of schools and community 
development programs that have transformed 
the lives of thousands. 

Through its project AFI for Public School of 
Excellence, we  opened the school year with the 
inauguration of Dayap Elementary School 
Annex (Oscar M. Lopez Campus) – a public 
school co-managed with the Department of 
Education in BNJ resettlement site in Calauan, 
Laguna. 

In celebration of the July Nutrition month, we 
launched the “Nutrilino” or Nutrisyon para sa 
Talino campaign, a nutrition education and 
supplemental feeding project in 16 public 
elementary schools, benefiting a total of 3,000 
students. In partnership with ALSTOM, we also 
embarked on a holistic coastal community 
development program in Bataan called Project 
3E. In November 2010, we aired our new 
television show, I Got It, a unique edutainment 
magazine for children co-produced with 
Goethe-Institut, UNESCO and six Southeast 
Asian Countries (Cambodia, Indonesia, Laos, 
Malaysia, Thailand and Vietnam). In time for 
the United Nation’s declaration of 2010 as the 
“International Year of Biodiversity”, we 
co-organized with the Embassy of France, 
Goethe Institut, UNESCO, Department of 
Education and Asean Centre for Biodiversity, 
the first Science Film Festival (SFF) in the 
Philippines themed “Sinesensya - Kamanghaan 
ang Samu’t Saring Buhay sa Daigdig” (“Be 
Amazed by the Diversity of Life”). 

Sagip Kapamilya (SK) 
Providing timely response to emergencies

Our SK fulfilled its mission in alleviating 
humanitarian crisis caused by emergencies. 

We conducted seminars on disaster risk 
reduction to different public elementary schools 
in the areas of Caloocan, Marikina, Bagong 
Silangan, Muntinlupa, Pasay, Tondo, Bulacan, 
Quezon, Laguna, Ilocos Norte, Nueva Ecija and 
Pangasinan. A total of 17,556 participants 
attended the seminar. Our relief operations 
provided immediate goods to 21,228 families 
from 64 barangays in 44 cities and 
municipalities in NCR, Laguna, Ilocos Norte, 
Albay, Cagayan, Isabela, Pangasinan, La Union, 
Dagupan, Tarlac, Apayao, Aparri and Oriental 
Mindoro. In partnership with DZMM, Kapamilya 
Shower Na served 3,476 individuals affected by 
fire incidents. 
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ABS-CBN recognizes the importance of corporate 
governance in enhancing the stakeholders’ interests 
in the Company and the Board of Directors commits 
itself to the principles of good corporate governance.  

The principles for corporate governance of ABS-CBN 
are contained in its Articles of Incorporation, By-Laws, 
as amended, its Manual of Corporate Governance in 
compliance with SEC Memorandum Circular 2, Series 
of 2002 with a copy of the manual submitted to the 
Securities and Exchange Commission (“SEC”) in the 
same year.

As an organization, ABS-CBN reaffirms its mission of 
being in the service of the Filipino, and espouses that 
there is no dichotomy between doing good business 
and practicing the right values. Through values 
cascading within the organization, the Company 
has identified the core values necessary to guide its 
leaders and employees in formulating and making 
business decisions, which in the end must always 
remain consistent with this mission and goal of 
service.

ABS-CBN’s commitment to adhere to best corporate 
governance practices was recognized for two 
consecutive years on May 27, 2010 and April 22, 2009 
by the Institute of Corporate Directors (“ICD”) by 
naming the Company as one of the highest-scoring 
companies to garner a score of 90% or higher in both 
the 2009 and 2008 Corporate Governance Scorecard, 
a survey of corporate governance practices among 
172 publicly-listed companies in the country. ICD 
further cited that the awarded companies were at par 
with corporate governance practices of companies in 
more advanced economies. 

The ICD conducted the survey in partnership with the 
Philippine Stock Exchange (“PSE”), the SEC, and the 
Ateneo School of Law. They judged publicly-listed 
companies based on a questionnaire that measured 
corporate governance practices which include 
shareholder rights, treatment of shareholders, 
the role of stakeholders, disclosure policies and 
transparency, and board responsibility. The SEC 
mandated the participation of publicly-listed 
companies in the survey.

THE MISSION OF THE ABS-CBN BOARD OF DIRECTORS

The ABS-CBN Board of Directors (the “Board”) represents 
the stakeholders’ interest in pursuing a successful business, 
including optimizing financial returns. The Board’s mission is 
to determine that the Corporation is managed in such a way 
to ensure this result while adhering to the laws and rules of

jurisdictions in which it operates, observing the highest 
standards of corporate governance and observing high 
ethical norms. The Board establishes the overall goals, 
strategies and policies of the Company. The Board strives 
to regularly monitor the effectiveness of management’s 
decisions and the execution of the strategies. In addition 
to fulfilling its obligations for increased stockholder value, 
the Board has responsibility to the Company’s customers, 
employees, suppliers and the community.

THE BOARD OF DIRECTORS

The Board consists of 11 members, elected by shareholders 
during the last Annual Stockholders’ Meeting. For the 
year 2009 to 2010, these directors are Eugenio L. Lopez III, 
Chairman and Chief Executive Officer; Augusto Almeda-
Lopez, Vice Chairman; Maria Rosario N. Santos-Concio, 
Oscar M. Lopez, Presentacion L. Psinakis, Federico R. Lopez, 
Federico M. Garcia, Salvador G. Tirona, Manuel M. Lopez, 
Justice Jose C. Vitug, and Pedro N. Dy-Liacco. In compliance 
with the SEC’s requirement to have independent directors 
with no material relationship with the Company comprising 
at least 20% of the Board, two independent directors — 
Messrs. Dy-Liacco, and Justice Vitug — were elected. These 
directors are independent of management, and free from 
any relationship that may interfere with their judgment. 

Selection of Directors

The Board itself is responsible, in fact as well as procedure, 
for screening its own members and in recommending 
them for election by the stockholders. The Chairman and 
Chief Executive Officer has direct input in the screening 
process. The final approval for the nominees as directors 
is determined by the full Board. In case of vacancies in the 
Board between annual stockholder meetings, the Board may 
elect directors to serve until the next annual meeting.

Mix of Directors

There is a mix of executive, non-executive and independent 
directors on the Board. Senior management executives 
other than the Chairman and Chief Executive Officer and the 
Chief Operating Officer attend Board meetings on a regular 
basis even though they are not members of the Board. On 
matters of corporate governance, while the Board assumes 
decisions will be made by the independent directors, input 
in any policy formulation and discussion from directors who 
are employees is welcome and expected unless the issue 
involves an actual conflict of interest with such directors.

Criteria for Independence for Independent Directors 

The Board assesses the independence of each director and 
of each individual nominated for election to the Board 
as an independent director. As part of this analysis, the 
Board must review and conclude whether each nominee 
for independent director satisfies the requirements of the 
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rules of the SEC, the by-laws and the Manual of Corporate 
Governance.  Under the Manual of Corporate Governance, 
independent directors (i) are not directors or officers or 
substantial stockholders of the Company or its related 
companies or any of its substantial shareholders (other 
than as independent directors of any of the foregoing); 
(ii) are not relatives of any director, officer or substantial 
shareholder of the Company, or any of its related companies 
or any of its substantial shareholders; (iii) are not acting as 
nominees or representatives of a substantial shareholder of 
the Company, or any of its related companies or any of its 
substantial shareholders; (iv) have not been employed in 
any executive capacity by the Company, or any of its related 
companies or by any of its substantial shareholders within 
the last 2 years; (v) are not retained as professional advisers 
by the Company, any of its related companies or any of 
its substantial shareholders within the last 2 years, either 
personally or through their firms; (vi) have not engaged and 
do not engage in any transaction with the Company or with 
any of its related companies or with any of its substantial 
shareholders, whether by themselves or with other persons 
or through a firm of which they are partners or companies of 
which they are directors or substantial shareholders, other 
than transactions which are conducted at arms length and 
are immaterial; and (vii) do not own more than 2% of the 
shares of the Company and/or its related companies or any 
of its substantial shareholders. Mr. Dy-Liacco and Justice 
Vitug do not possess any of the disqualifications enumerated 
under Section II (5) of the Code of Corporate Governance and 
Section II (D) of SEC Memorandum Circular No. 16, Series of 
2002.

BOARD PERFORMANCE

The Board regularly meets monthly, as much as possible, to 
review the performance of the Company and its subsidiaries, 
approve any pertinent plans, budgets, and financial 
statements, set guidelines for management, and discuss any 
various matters requiring Board attention and approval. Any 

member of the Board may ask management to give special 
reports and analysis on certain issues.  

From January 1, 2010 to December 31, 2010, the Board 
had 10 regular meetings. The record of attendance of the 
directors at the Board meetings met the requirements of the 
SEC of at least 50% attendance.

Compensation of Directors

Members of the Board each receive per diems amounting 
to Php5,000.00 for their attendance to Board meetings. 
There are no other arrangements for remuneration either by 
way of payments for committee participation or consulting 
contracts.

BOARD COMMITTEES

There are seven Board committees that have been 
established to address any issues requiring the directors’ 
attention. The Programming Committee deliberates on the 
programming issues and strategies of the network, and is 
primarily a business strategy committee. It is composed of 
Federico M. Garcia, Ma. Rosario Santos-Concio and Pedro N. 
Dy-Liacco.

The Compensation Committee reviews any 
recommendations on incentive schemes and issuance of 
stock options to employees. It is composed of Augusto 
Almeda-Lopez, Justice Jose C. Vitug and Federico R. Lopez.

The Succession Planning Committee ensures that there 
is a pipeline to key positions in the organization, and that 
there are ready replacements for any key positions that are 
suddenly vacated. It oversees the replacement planning 
table of the organization, and identifies successors and gaps 
in succession, as well as any measures needed to fill such 
gaps. It is composed of Salvador G. Tirona, Pedro N. Dy-Liacco 
and Augusto Almeda-Lopez.

Board Attendance to Meetings in 2010

1 Resigned July 28, 2010
2 Resigned July 28, 2010
3 Elected July 28, 2010
4 Elected July 28, 2010
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The Compensation Committee for the Chairman and the 
Chief Executive Officer is composed of Augusto Almeda- 
Lopez, Federico M. Garcia, and Justice Jose C. Vitug.

The Audit Committee reviews the financial reports and 
risks, examines internal control systems, oversees the audit 
process as well as the company’s compliance with laws, and 
evaluates the company’s business conduct. It is composed of 
Pedro N. Dy-Liacco, Salvador G. Tirona and Augusto Almeda 
Lopez. 

In March 2010, the Board approved the creation of two 
new committees to improve corporate governance: a Risk 
Management Committee and a Nomination and Election 
Committee.

To highlight the importance of risk management among 
the Company’s strategic priorities, the Board of Directors 
created the Risk Management Committee to oversee the 
formulation and establishment of an enterprise-wide risk 
management system, including the review, analysis and 
recommendation of policies, frameworks, strategies and 
systems to be used by the company to manage risks, threats 
and liabilities. It is composed of Salvador G. Tirona, Federico 
M. Garcia, and Justice Jose C. Vitug.

The Nomination and Election Committee will review and 
evaluate the qualifications of all persons nominated to the 
Board and other appointments that require Board approval, 
and assess the effectiveness of the Board’s processes and 
procedures in the election or replacement of directors. It is 
composed of Eugenio L. Lopez III, Ma. Rosario Santos-Concio, 
Justice Jose C. Vitug and Pedro N. Dy-Liacco.

AUDIT

Independent Public Accountants

The principal accountants and external auditors of the 
Company is the accounting firm of Sycip, Gorres, Velayo & 
Company (SGV & Co.). The accounting firm of SGV & Co. has 
been the Company’s Independent Public Accountants for 
the last 5 years. There was no event in the past 5 years where 
SGV & Co. and the Company had any disagreement with 
regard to any matter relating to accounting principles or 
practices, financial statement disclosure or auditing scope or 
procedure.

The aggregate fees billed to ABS-CBN and its subsidiaries 
for each of the last 2 fiscal years for professional services 
rendered by the external auditor are as follows:

The Audit Committee’s approval policies and procedures 
for the above services from Sycip, Gorres, Velayo & Co., 
the external auditors are discussed in Section 7 of the 
Company’s Manual of Corporate Governance filed with 
the SEC on September 2, 2002.

Internal Audit

The Internal Audit Division provides independent assurance 
and advisory services to the Company’s Board of Directors 
through its Audit Committee by evaluating the adequacy, 
effectiveness and efficiency of the Company’s internal 
control system, developing necessary recommendations 
for its improvement, and establishing an effective follow-
up system on related implementation. The Group, which is 
composed of certified public accountants, three certified 
internal auditors and a certified information systems auditor, 
report to the Audit Committee. 

Regular audits of the Company and its Subsidiaries are 
conducted based on a 3-year audit cycle and an annual audit 
plan approved by the Audit Committee. Special audits are 
also undertaken as necessary.

In 2010, the Internal Audit Division presented to the 
Audit Committee audit status updates, highlights and 
presentations on completed and on-going audit activities 
in accordance with the Audit Committee-approved internal 
audit plan.

The Internal Audit division also worked closely with the 
Company’s Investor Relations and Corporate Planning group 
in preparing the Company’s responses to the 2008 and 
2009 Corporate Governance Scorecard for publicly listed 
companies where the company got high citations as earlier 
cited.

Compliance Officer

The Company has appointed a Compliance Officer who is 
tasked to ensure the Company’s observance of corporate 
governance best practices and provide recommendations 
to the Board for continuous improvement towards full 
compliance and adoption of global best practices. The 
Compliance Officer also issues an annual certification on 
the compliance of the Board with the Company’s Corporate 
Governance Manual. For 2010, the Compliance Officer is Mr. 
Paul Michael V. Villanueva, Jr.

The Company submitted to the SEC a certification of 
the Board’s compliance with the Company’s Corporate 
Governance Manual last January 27, 2011.

CODE OF CONDUCT

The Company also has a Code of Conduct. The Code defines 
the behaviors that are acceptable or not acceptable within 
the organization. It details the offenses versus the company’s 
or the person’s property, the schedule of penalties for each 
offense according to its gravity, and the grievance process, 
and defines the roles of the different people involved in 
disciplinary action. The Code covers all directors, employees, 
consultants, product and service providers, and anyone who 
acts in the name of ABS-CBN.

Assisting in the dissemination and implementation of this 
Code of Conduct is the Ethics Committee, which focuses 
on conflict-of-interest situations. The Committee helps 
make decisions and clarify stands in cases of personal 
or professional conflict, or in which the employee or the 
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company stands to gain unfairly from an arrangement, 
relationship, or procedure. Essential to the idea of good and 
ethical conduct is the upholding of common corporate and 
individual values, which are disseminated through a process 
of values cascading.

RISK MANAGEMENT

ABS-CBN’s Board of Directors and management are mindful 
of the potential impact of various risks to the Company’s 
ability to deliver quality content across multiple platforms 
and consequently, as a result of its operations, value 
to shareholders. In 2009, the Audit Committee of the 
Board of Directors provided oversight on Enterprise Risk 
Management.  In 2010 this responsibility was assumed by 
the newly created  Risk Management Committee.
At the same time the Board of Directors of the Company 
approved the appointment of Mr. Johnny Sy as Chief Risk 
Management Officer, reporting directly to the Board of 
Directors, concurrent with his responsibilities as Head, 
Digital Consumer Devices. As Chief Risk Management 
Officer, he will provide the overall leadership, vision and 
direction for enterprise risk management by establishing and 
implementing an integrated risk management framework to 
cover all aspects of risks across the Company’s organization, 
and improve the Company’s risk management readiness.

The Company’s corporate strategy formulation and business 
decision-making processes always take into account 
potential risks and the steps and costs necessary to minimize, 
if not eliminate, such risks. As part of its stewardship 
responsibility and commitment to deliver optimum value 
to its stakeholders, ABS-CBN ensures that it has the proper 
control systems in place, and to the extent possible, adopted 
global best practices, to identify and assess, analyze and 
mitigate market, operating, financial, regulatory, community, 
reputational, and other risks. 

DISCLOSURES AND FINANCIAL REPORTING

ABS-CBN’s financial statements comply with Philippine 
Accounting Standards and Philippine Financial Reporting 
Standards that in turn conform with International 
Accounting Standards.

The annual consolidated financial statements provide 
information on the financial condition and results of 
operations of the businesses of ABS-CBN and its subsidiaries. 
These financial statements include detailed information on 
the total assets, total liabilities and shareholders’ equity, 
revenues, costs and expenses, operating income and income 
before tax, net income attributable to shareholders of ABS-
CBN and minority interest, earnings per share, and EBITDA.

Business segment information is likewise provided for 
major business categories and includes information such as 
revenues, operating and net income, assets and liabilities, 
capital expenditures and depreciation and amortization 
expenses.

Dealings in Securities

ABS-CBN requires all members of the Board of Directors and 
principal officers to report any purchase, sale or change in 
their shareholdings of the Company’s common shares or 
Philippine Depositary Receipts within five trading days, in 
compliance with the PSE’s requirement for such disclosure.

SHAREHOLDER AND INVESTOR RELATIONS

ABS-CBN fully respects shareholder rights and complies with 
regulatory and legal requirements that enforce and ensure 
that such rights are respected. These requirements include 
due and proper notification for general meetings and 
provision of adequate, transparent and timely information 
due shareholders.

As a publicly listed corporation, ABS-CBN is subject to 
reporting requirements prescribed by regulatory authorities, 
including the SEC and the PSE, among others. ABS-CBN 
is compliant in submitting timely structured and non-
structured reports and disclosure filing required by the SEC 
and the PSE. 

To complement these disclosures, ABS-CBN’s Investor 
Relations group also holds regular analyst and press briefings 
coincident with its quarterly and annual report submissions 
that further explain, elaborate on and contextualize the 
Company’s operating performance and financial condition 
and results. ABS-CBN’s Chief Finance Officer, its Chief 
Research and Business Analysis Officer, and its Head of 
Investor Relations and Corporate Planning are always 
present at these investor, analyst and press briefings to 
address any questions that may be raised concerning the 
Company’s operating and financial results.

In addition, ABS-CBN’s Chief Finance Officer, its Chief 
Research and Business Analysis Officer and its Head of 
Investor Relations and Corporate Planning, meet with 
representatives of institutional investors and investment 
funds upon request and at various investor conferences 
throughout the year for more intimate and detailed 
discussions about the Company’s businesses, operating and 
financial results, business prospects and long-term plans. 
Inquiries from institutional and individual investors received 
by regular or electronic mail are also duly acknowledged and 
addressed in a timely and transparent manner.

ABS-CBN maintains an investor relations website that 
contains information on the history and businesses of the 
company, its Board of Directors and senior management 
executives, financial information and reports and disclosures 
filed with the SEC and the PSE, share price performance and 
dividend history, and investor relations contact information. 

ABS-CBN’s Investor Relations website may be found on
http://ir.abs-cbn.com
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MANAGEMENT’S DISCUSSION & ANALYSIS 
OF FINANCIAL CONDITION AND RESULTS OF 
OPERATIONS FOR 2010

ABS-CBN Corporation (“ABS-CBN” or the “Company”) 
generated unprecedented profits of P3.2 billion in 2010, 
almost double the net income of P1.7 billion recorded 
in 2009 primarily from the surge of political ads in the 
first half of the year and later sustained by the growth 
momentum in recurring advertising revenues in the 
second half of the year. 

Consolidated revenues for the year reached an 
exceptional level of P32.2 billion, posting a 30% growth 
from a year ago.  Advertising revenues accounted for 
68% of consolidated revenues, while consumer sales 
accounted for the remaining 32%.  Net of revenues from 
political advertisements and political advocacies, the 
contribution share of consumer sales would be at 36%.

Total expenses in 2010 grew by P3.8 billion or 20% 
year-on-year to P23.4 billion, stemming from higher 
production costs brought about by increased original 
programming that better suits our viewers changing 
needs.

Reported EBITDA hit a record high of P8.6 billion, 33% or 
P2.1 billion higher than reported EBITDA in 2009.

Net income for 2010 jumped 87% to P3.2 billion, P1.5 
billion higher than the reported net income a year ago. 

Consolidated Revenues

For the year ending December 31, 2010, ABS-CBN 
generated consolidated revenues of P32.2 billion, P7.3 
billion or 30% higher than a year ago.

Because of the extraordinary boost to advertising 
revenues by election-related advertising this year, the 
contribution of consumer sales to total revenues is 
consequently lower at 32%, from 42% a year ago.

Without revenues from political advertisements and 
political advocacies, the contribution share of consumer 
sales would be at 36%.

Advertising Revenues

Consolidated advertising revenues across all platforms 
and subsidiaries rose 50% or P7.3 in 2010 reaching P21.7 
billion. This total includes approximately P3 billion of 
advertising revenues from political advertisements and 
political advocacies.

Without political advertisements and political advocacies, 
consolidated advertising revenues reached P18.7 billion, 
registering growth of 36% year-on-year or P5 billion. 
The increase is attributable to the surge in total 
advertising minutes sold this year and programmed rate 
increases that took effect in February.

Total advertising minutes sold by Channel 2 for twelve 
months leaped 43%, driven by strong growth in regular 
advertising minutes which likewise grew 35%.  Regular 
advertising minutes during the year accounted for 95% 
of total minutes, while election-related advertisements in 
the first semester contributed 5%.

Underpinning the surge in advertising growth is the 
strong national program ratings and high audience 
shares.

ABS-CBN maintained its national audience share 
and ratings leadership with total-day audience share 
averaging 43% in 2010, with a lead of ten percentage 
points over GMA7’s 37%, going by Kantar Media National 
TV Ratings’ figures. 

ABS-CBN’s programs continued to dominate the Top 20 
programs list. In 2010, ABS-CBN programs held over 15 
of the top 20 slots for weekdays and weekends, enjoying 
ratings as high as 39% .

46

AR2010.indd   46 5/7/11   6:28 AM



47

Weekday and weekend entertainment programs 
launched or aired in 2010— Agua Bendita, Dahil May 
Isang Ikaw, Habang May Buhay, Imortal, Kokey@Ako, Kung 
Tayo’y Magkakalayo, Mara Clara (remake), Noah, Pilipinas 
Got Talent, Tanging Yaman, Wansapanataym, Rosalka and 
the Agimat Series with “Ang Mahiwagang Daigdig ni Elias 
Paniki”, “Pepeng Agimat”, “Tiagong Akyat” and “Tonyong 
Bayawak”.—kept the audience enthralled and enjoyed 
national program ratings prominence in their respective 
timeslots.

The high-rating entertainment shows were ably 
complemented by erstwhile but constantly relevant 
and evolving news and current affairs shows — Bandila,
Matanglawin, Rated K, TV Patrol, Umagang Kay Ganda,
to name a few.  These programs have become a staple 
not only in the delivery of news but also a source of 
knowledge.

We endeared to a greater number of audiences as the 
nation turned its focus to the national elections last 
year. The documentaries, the sponsored debates with 
our pioneering efforts in the use of Wireless Automatic 
Response System or WARS and through Boto Mo, iPatrol 
Mo: Ako Ang Simula campaign of news and current affairs, 
kept the viewers informed and properly educated.  These 
programs became a source of empowerment and made 
people more vigilant and protective of their respective 
votes.

Consumer Sales

Consumer Sales in 2010 amounted to more than P10 
billion, posting a slight 1% increase or P60 million from a 
year ago, mainly from Sky Cable.

ABS-CBN Global’s revenues rose by 3% year-on-year in 
US dollar terms.   In peso terms, however, it declined by 
2% as the appreciation of the peso stunted the growth.
The Philippine peso’s exchange rate to the US dollar has 
appreciated by 5% or P2.53, from an average of P47.63
in 2009 to P45.10 in 2010. 

Strong double-digit subscriber growth in cable TV 
subscriptions hoisted the growth in ABS-CBN Global’s 
overall viewer count as it increased by 18% year-on 
year. With new cable distribution partnerships driving 

subscriber acquisition, overall subscriber count grew at 
a double-digit rate in Canada.  In Australia, satellite TV 
subscriber generated a 10% growth as affordable and 
flexible plans continued to attract new direct-to-home 
subscribers.

Sky Cable’s consolidated revenues from cable TV and 
broadband services grew 10% year-on-year, powered 
by a 64% increase in broadband service revenues. 
Broadband service subscriptions that carry higher ARPUs 
surged 36% year-on-year, while subscriptions to Sky 
Cable’s post-paid cable TV offering grew by 5%.

Sky Cable pursued its thrust to enhance viewing 
experience for its customers with continued move 
towards digitization.  Together with the introduction of a 
tiered pricing mechanism, penetration rates in cable TV 
viewing steadily improved. 

In 2010, Sky Cable launched the Sky Broadband Ultra 
High Speed Internet connection subscription that 
offers speeds of up to 112 mbps.  This offering greatly 
complemented the revolutionary online access to 
entertainment product- iWanTv, which also originated in 
2010.

ABS-CBN Film Productions, Inc., continued to produce 
and/or co-produce compelling genres that are well 
received by the public.  In 2010 the movie arm released 
a total of twelve movies with four of them – I  Love You, 
Goodbye, Miss You Like Crazy, Here Comes the Bride, and 
My Amnesia Girl – exceeding P100 million in box office 
receipts and earning local blockbuster status.

Our consolidated net revenues in 2010 — which are 
consolidated revenues minus revenue deductions —
amounted to P27.8 billion, 26% or P5.7 billion higher than 
consolidated net revenues of P22.0 billion registered in 
2009.

These revenue deductions consist of agency 
commissions, sales incentives and co-production 
partners’ share of revenues, as prescribed under the 
new income statement presentation standards that took 
effect in 2010.

Expenses

Total expenses grew by P3.8 billion or 20% year-on-year 
to P23.4 billion, driven mostly by higher production costs 
and general and administrative expenses (GAEX). 
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Production Costs

Total production costs in 2010 rose by P1.6 billion or 25% 
to P7.9 billion, as we strategically increased programming 
hours of in-house produced primetime dramas, afternoon 
programs, and variety shows to meet viewer needs and 
advertiser demand. Cash production costs went up by 
P1.5 billion or 31% year-on-year, mostly from increases in 
talent fees, salaries and benefits of production personnel. 
New programs also raised equipment rentals and 
service fees, and other expenses for sets and set rentals, 
transportation and catering.

Non-cash production costs increased by 4% or P56 
million to P1.4 billion, even as amortisation of program 
rights fell by P74 million. The decrease is offset by the 
increase in depreciation charges of P130 million or 16% 
to P920 million following the accretion in our capital 
expenditures.

Cost of Sales and Services

Cost of sales and services grew by only 1% or P96 million 
to almost P7.0 billion.

ABS-CBN Global’s cost of sales rose at a faster rate 
of 4% versus the 1% growth in its subscription and 
merchandising revenues in peso terms. In contrast, Sky 
Cable’s cost of sales grew by 5% year-on-year even as its 
revenues accelerated at rate of 10%.

General and Administrative Expenses 

Among all the major expense buckets, total General 
and Administrative Expenses (GAEX) rose the highest 
with a 32% or P2.1 billion year-on-year increase to P8.2 
billion, inclusive of P1.3 billion one-time expenses for 
performance-based pay and non-recurring corporate 
initiatives. 

Setting aside these one-time expenses, recurring 
consolidated GAEX amounted to P6.9 billion, and the 
corresponding year-on-year GAEX increase is only 10% 
for the period.

Cash GAEX went up by P1.9 billion to P7.5 billion, of 
which more than half is accounted for by personnel 
expenses for reasons explained and cited above.

The growth in the three major expense buckets is 
programmed and well within expectations and budget.

Net Income

With strong advertising revenue inflows and continuing 
financial discipline, the Company generated net income 
of P3.2 billion in 2010, 87% or nearly P1.5 billion more 
than last year, and increasing net profit margin this year 
by three percentage points to 10%. 

EBITDA

Total reported EBITDA for the year ending December 31, 
2010 reached P8.6 billion, a 33% or P2.1 billion increase 
from the P6.5 billion total reported EBITDA in the same 
year-ago period. This translated to an EBITDA margin of 
27% versus 26% from a year ago.
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The management of ABS-CBN Corporation is responsible for all information and representations contained in 

the financial statements for the years ended December 31, 2010 and 2009.  The financial statements have been 

prepared in conformity with generally accepted accounting principles and reflected amounts that are based on 

the best estimates and informed judgment of management with appropriate consideration to materiality.

In this regard, management maintains a system of accounting and reporting which provides for the 

necessary internal controls to ensure that transactions are properly authorized and recorded, assets are safe-

guarded against unauthorized use or disposition and liabilities are recognized.  The management likewise

discloses to the Company’s audit committee and to its external auditors: (i) all significant deficiencies in the

design or operation of internal controls that could adversely affect its ability to record, process, and report

financial data; (ii) material weaknesses in the internal controls; and (iii) any fraud that involves management

or other employees who exercise significant roles in internal controls.

The Board of Directors reviews the financial statements before such statements are approved and submitted to 

the stockholders of the Company.

SyCip Gorres Velayo & Co., the independent auditors appointed by the stockholders, have examined the

consolidated financial statements of the Company in accordance with generally accepted auditing standards 

in the Philippines and have expressed their opinion on the fairness of presentation upon completion of such 

examination,  in their report to the Board of Directors and stockholders.

Signed under oath by the following:

EUGENIO L. LOPEZ III     MA. ROSARIO SANTOS-CONCIO
Chairman and Chief Executive Officer   President and Chief Operating Officer

ROLANDO P. VALDUEZA
Chief Finance Officer  
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