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In recent years, for the trend of technology convergence,
all kinds of media contents can be consumed in different
platforms. However, because of the declines of advertising
and the competition of the audience attention, many media
firms either were out of the market, or merged by the
conglomerates. The new merger and acquisition
conglomerates control many important newspapers,

television, magazine and platforms. NCC hopes to find the
balanced regulation, to promote the synergies of cross-
ownership in the convergence age, and also safeguard the
diversity and freedom of speech in the democracy society.
This study will review the current circumstance of the
cross-media conglomerates in Taiwan. Furthermore, from the
experience of the other countries, this study will
construct the cross-media merger and acquisition index.
Finally, this research will analyze the hegemony in the
media organization, in order to understand the monopoly
power in the market structure and competitive strategies.

: Cross-ownership Media, Conglomerate, Convergence, Merger

and Acquisition, Monopoly power, Marketplace of ideas
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Abstract

In recent years, for the trend of technology convergence, all kinds of media contents can be consumed
in different platforms. However, because of the declines of advertising and the competition of the
audience attention, many media firms either were out of the market, or merged by the conglomerates. The
new merger and acquisition conglomerates control many important newspapers, television, magazine and
platforms. NCC hopes to find the balanced regulation, to promote the synergies of cross-ownership in the
convergence age, and also safeguard the diversity and freedom of speech in the democracy society. This
study will review the current circumstance of the cross-media conglomerates in Taiwan. Furthermore, from
the experience of the other countries, this study will construct the cross-media merger and acquisition index.
Finally, this research will analyze the hegemony in the media organization, in order to understand the

monopoly power in the market structure and competitive strategies.
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Abstract

In the convergence age of media, telecommunication and Internet, firms need more media contents,
audiences or platforms to acquire the economics of scale or scope. Some critics argued that the traditional
antitrust law handles the violation of horizontal and vertical merger & acquisition, but not for the
conglomeration. If the conglomerate’s shares are small in each individual market, whether the sum of the
total shares will deter new competitors from entering the market requires further discussion. The KEK, the
index of cross-media concentration used in German, is applied to examine the degree of multiple market
concentration. However, this study found that for most countries they did not analyzed M&A cases by
using the similar KEK index because there are many questions raised in the calculation and definition.
Currently the antitrust law is practicable enough to keep the cross media competitive if the barrier could be

removed and new entry could enter the market.

Key words: merger, acquisition, conglomerate, concentration, cross media, antitrust law
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. Introduction

Traditionally the antitrust law concerns the manipulative market power of the horizontal or vertical
merger and concentration (Horwitz, 2005; Just, 2009; Shelanski, 2006). For those big conglomerates across
different industries, it is hard to regulate their anti-competitive conducts and market structures since they
belong to the separated industries or hard to evaluate the impact of the entry barriers. For example, the
FCC would clearly set the limitation of cable system subscription in the deal of the merger of Comcast and
Warner Brother. However, it is difficult to question whether those conglomerates might charge the

unreasonable prices to control those programming channels from their competitors.

In the digital media age, it is harder to define the originally separated markets. The media compete
for the same advertising and audience attention. There are more and more media conglomerates arising
across mergers of the music, television, newspaper, telecommunication and Internet markets. They maybe
are not big enough to violate the antitrust law in the individual market. However, they can perform great

influence if you count all kinds of media together (losifides, 1997).

Some country regulatory, like KEK in German, began to calculate the index of the cross-media
concentration by weighting the media availability, importance and influence. However, most of the countries
still apply only the antitrust law in the same media market. As the convergence continuing and the mergers
extending to telecommunication and the Internet industry, it is important to understand the real control
powers of the cross-media conglomerates. Therefore, whether to construct a reliable regulatory tool and

index might become vital in the future.

Il Literature Review
1. The trends of Mergers & Acquisitions
In the convergence age of media, telecommunication and Internet, firms require diversities of media
contents to attract audiences, or merge as giant platforms to extend the market power of the economics of
scale or scope. In figure 1, there are more and more mergers & acquisitions (M&A) announced worldwide

in the media & entertainment industry. For example, in the 2014 year, there are several huge M&A cases
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announced in the U.S., for example, Facebook to acquire WhatsApp for $19 billion, Comcast to merge with

Time Warner Cable for $45.2 billion, and AT&T to buy DirectTV for $48.5 Billion.

" Announced Mergers & Acquisitions: 0

Media & Entertainment, A
5.000 500
1985-2013

{inbil. USD}

Number of Transactions
Vaule of Transactions

~ 200

- 100

2002
2003
2004
2005
2006
2007
2008
2009

2001
2010
2011
2012
2013

m— Number Value

Figure 1, the worldwide announced mergers & acquisitions in the media and entertainment industry.

2. The Problem of Media Consolidation and Conglomeration
Many critics concern that the giant conglomerates may favor their own media contents and influence
the free market of opinions (Group of Specialists on Media Diversity, 2008; Noam, 2009). For example, Jung
(2002) suggested Time and Fortune favored their parent company in terms of valence or direction of
coverage of merger, emphasis on the company, and amount of coverage. Similarly, Lee and Hwang also
(2004) found that conglomerate ownership leads to a highly regarded newsmagazine showing favoritism

toward the entertainment products of its parent corporation.

Besides, if the conglomerate also owns the journalistic companies, it will raise the institutional
conflict of interest (Davis and Craft, 2000). For example, if the food product of the parent company violates
the code of the law, could the affiliated journalistic company reports professionally and tries to dig the facts
to beneficial to the society? McKnight (2010) even argued that Murdoch’s News corporation is a media

institution with a mission to exercise political influence in the US, UK and Australia.

Smith (2009) analyzed the newscasts of one of the US first duopolies, a single company to own two
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television stations in the same media market to compare content qualities of the before and after
consolidation newscasts. The results show the number of stories and time dedicated to local news increased
significantly. However, the allocation of reporters to news coverage did not increase. Journalists would be
working simultaneously in several media, including some in which they lacked training, and some felt that

pressures on journalists working in multiple media would provide news of lower quality (Edwardson, 2007).

3. The Current Regulation of Cross Media Concentration
Many countries have implemented cross-media and other ownership restrictions to prevent
excessive concentration of media assets and thus promote a diversity of sources of opinion. However, at
the convergence age, the conglomerates expect to look for the scale efficiency and the regulatory agency
began to reduce of restriction among the dual markets. For example, in 2003 year, the FCC brought
newspaper into its relation of ownership rules when it proposed permitting to own a newspaper and a
broadcast station under some circumstances. The commission created a sliding scale by which a newspaper

also could control broadcast stations in area with at least four television stations (Edwardson, 2007).

The British media regulator Ofcom is recommending that local cross-media ownership rules are
liberalized, with companies only barred from owning all three of: more than 50% of the local newspapers in a
regional market, a radio station and the ITV license for the area. The recommendations will be welcomed by
newspaper, TV and radio companies, which have been urging the government to liberalize local cross-media
ownership rules as they struggle with plunging advertising revenues in the recession. However, the regulator
has ruled out relaxing national cross-media ownership rules which restrict cross-ownership of ITV licenses

and national newspapers.

Similarly proposed changes to the Australian cross-media regulation prohibiting the common
ownership of commercial free-to-air television and radio services and daily newspapers in the same market
(Papandrea, 2006). The replacement of the existing bans on cross-media ownership with the proposed
minimum number of voices rule will undoubtedly lead to increased concentration of ownership of main

media with a likely significant consequential impact on diversity.
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For example, the German Commission on Concentration in the Media (KEK) proposed new
measurements for media markets in view of the proposed acquisition of the broadcasterProSiebenSAT1 by
the press group Axel Springer Media in 2006. KEK developed a new weighting system which converted the
market share of press, radio, the Internet into the equivalent in television audience share (Picard, 2009; Just

2009).

L. Research Question

Therefore, this study hopes to review the index of the cross-media concentration constructed and
applied in German, to see what kind of media should be included and how to weigh their importance? Does
the index can really provide enough regulatory information? How to interpret the number of the index? (Just,

2009)

Iv. The Index Construction of Cross Media Concentration

Most countries concern the problems of cross-media concentration in the digital age, and they
usually examine the impacts of merger & acquisition case by case. They analyze the case in the individual
media market, or in the dual markets which share the similar audiences or advertisings. However, few of

them deal with the conglomerate merger case across many different markets.

Currently this study only found that KEK used in the case of Axel Springer AG and ProSiebenSat.1
Media AG in German was the most popular index applied. The Korean Communication Commission (KCC)
also calculated the similar index, except for the advertising market share was also considered. Recently, the
Taiwanese’s draft of the media antitrust law also includes the similar KEK index to calculate the cross-media
market power (Figure 2). However, there are several concepts were used mistakenly by many scholars. The

result of KEK (140%) was overstated.
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Figure 2, Example of Want Want China Times Merger Case KEK Calculation

1. The weighting factors

For various media, originally they are belonged to the separated markets. In order to compare the
sharing in a single market, it is necessary to weigh for each medium. For example, in the KEK case, the
weighting factor was 1 for TV, 2/3 for radio, 1/2 for Internet, 2/3 for newspaper and 1/10 for magazine,

based on their power suggestion, impact potency and availability.

However, whether the factors are suitable for different countries and market should be discussed.
For example, the penetration of radio is less than 30%, compared to 96% of television in Taiwan. Besides,
the influence and advertising of television is much greater than those in radio, the weighting factor of radio

may be reduced from 67% to 50% is more reasonable in the Taiwanese media market.

Table 1, the example to illustrate the problem of the weighting factors

Media Market Share Weighting Factor Adjusted Share
Television 20% 1 20.0%
Radio 10% 2/3 6.7%
Newspaper 10% 2/3 6.7%
Internet 15% 1/2 7.5%
Magazine 5% 1/10 0.5%
Total 2.93 41.4%

2. What kind of media categories should be included?
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In calculating the index of cross concentration, how many categories of media should be separated or
included? For example, if the conglomerate own the terrestrial broadcasting station or 24 hour news station,
whether the index only calculate the TV channel market share in the multichannel television industry, and
the terrestrial broadcasting or 24 hour news industry should be treated separately or included in the same

market?

If the index finally is normalized in the base of 100%, there should be no difference in either way.
However, if the index is to add all different shares from the individual market, the more categories included,
the larger index is. In addition, the content providers and the platforms should not consider as the similar
players and weigh in the same market. For example, the cable system is the platform and has the power to
decide whether to allow most channels to broadcast or not. This is the typical vertical integration, not the

types of horizontal or conglomerate mergers.

Table 2, the example to illustrate the problem of the category numbers

Media Market Share Weighting Factor Adjusted Share
Television 20% 1 20.0%
Radio 10% 2/3 6.7%
Newspaper 10% 2/3 6.7%
Internet 15% 1/2 7.5%
Magazine 5% 1/10 0.5%
Total 2.93 41.4%
Cable System 20% 1 20.0%
Shopping Channel 25% 1/2 12.5%
24H News Channel 15% 1 15.0%
Total 5.43 88.9%

3. To only sum market share or normalized?
After the individual market shares are multiplied by the weighting factors, some analysis only sum up
those results as the index of cross media concentration. This is not correct because the index is not

normalized and the more market categories included, the bigger index is. For example, instead of arguing
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the adjusted market share as 41.4% in the total weighting factors as 2.93, the normalized index should be

13.6% (=41.4%/3.04, in Table 3), based on the market as 100%.

The 41.4% does not make any sense, because if there are more categories of media included, such as
cable system or shopping channel, the total adjusted share will increase to 73.9%. As more and more
different types of media accounted, the adjusted share will even larger than 100%. Therefore, the 73.9%

index should be normalized as 16.4% (73.9%/4.54), based on the market as 100% too.

Table 3, the example to calculate the index of cross media concentration

Media Market Share Weighting Factor Adjusted Share
Television 20% 1 20.0%
Radio 10% 2/3 6.7%
Newspaper 10% 2/3 6.7%
Internet 15% 1/2 7.5%
Magazine 5% 1/10 0.5%
Total 2.93 41.4%
Normalized 14.1%
Cable System 20% 1 20.0%
Shopping Channel 25% 1/2 12.5%
24H News Channel 15% 1 15.0%
Total 5.43 88.9%
Normalized 16.4%

4. How to interpret the index?

The total adjusted share 41.4% or 73.9% does not mean anything as mentioned above, how about
the normalized 14.1% or 16.4%? Originally, the larger market share could be up to 25%. However, after
weighting and normalizing, because of the smaller shares in other media markets, the normalized index is
smaller than 25%. Except for the shares of individual markets are even, otherwise the normalized index will

be much smaller than the biggest originally individual share.

However, the total market size consists of the television, radio, newspaper Internet to magazine and
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the weighting factors added is 2.93. Although the adjusted market share is only 14.1%, the market power
may be similar as the 20% in the television market only, or even bigger if there is integration among the

conglomerates.

For example, in Table 4, the two conglomerates (A, B) have the same KEK 20%. However, their
individual market shares in television, radio, newspaper, Internet and magazine are quite different. For
conglomerate A, the sharing in each individual market is the same 20%, so the KEK is also 20%. However,
since the conglomerates B, have very small share in some markets, the rest two or three market shares are

very big. For example, the TV share is 50% and magazine is up to 70% in the conglomerate B.

On the other hand, for conglomerate E, if it does not own any business in the TV, radio, and

newspaper markets, the normalized factor became 0.6 (instead of 2.93). Therefore, the KET increases from

20% to 67%, which is more reasonable to represent the market power of the conglomerate E.

Table 4, the example to interpret the index

Conglomerate TV Radio Newspaper Internet Mag KEK
Weighting Factor 1 2/3 2/3 1/2 1/10
A 20% 20% 20% 20% 20% 20%
B 50% 1% 1% 1% 70% 20%
C 50% - - - 70% 52%
D 1% 1% 1% 50% 70% 12%
E - - - 70% 50% 67%
V. Conclusion

After reviewing most of the index available to calculate the cross-media concentration, this study
found that very few countries had this kind of index constructed. The KEK index of German is the special case
and there is a similar example discussing in the Taiwanese media antitrust law now. However, most

countries still regulate only the merger of dual markets at once, especially for the broadcasting and
42



newspaper industry to maintain their diversities of opinion markets.

Although currently few countries had adopted this kind of index, it still can provide the measuring
tool to understand the circumstance of the cross-media merger and concentration. However, there are still
a lot of questions needed to be addressed, such as the weighting factors, the normalized process, and
criteria to judge. The academics and the regulatory agents should continuously discuss the reasonable and
reliable index. The index might not be used as the single regulatory standard, but could be added as an

evaluation tool, applied with the other concentration ratio of CR4 and HHI.
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Abstract

As more and more media merged by the conglomerates in the digital convergence age, the news
department contributes just the small portion of revenues and needs the subsidy from other diversification.
The institutional conflict of interests may arise among media and other businesses. This study analyzed two
newspaper groups in Taiwan to find how they restructure their media organization, spaces, facilities and
staffs; whether they apply innovative business model to generate new revenue streams; how they would

deal with the dilemma between the revenue and the ethical problem.
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l. Introduction

There are more and more giant media conglomerates in the digital era. Some achieve the goals
through mergers and acquisitions, and the others set up new divisions from scratch (Winseck, 2010). In the
digital convergence age, it is often assumed that a newspaper article might be expanded to a magazine
article; which could become the basis for a hardcover book; which, in turn, could be a paperback; then,
perhaps, a TV series; and finally, a movie. This conceptual advantage, termed synergy, has induced the

diversification of many media companies (Jung & Chan-Olmsted, 2005).

Chan-Olmsted and Chang (2003) analyzed the top 7 global media conglomerates’ product and
geographic diversification strategies. They found that the complementary nature of content and distribution
and the windowing process for media content products play a role. Except for the product diversification,
most of the giant media set up services globally or merge local media corporations to create horizontal,

vertical and diversification synergies.

Stephan (2005) argued two types of differential scope of diversification needed to be discussed:
traditional economics of scope that grant the media firm a short-term competitive advantage over rivals, and
dynamic scope effects that contribute to a sustainable competitive advantage. For example, the major
benefit of diversification results from the media firms’ competence to expand its stock of strategic assets and
knowledge-based resources faster and at a lower cost than its single-business rivals, rather than simply

amortizing existing assets.

However, most of the studies focused on the number of the diversification units (Jaemin &
Chan-Olmsted, 2005), but few researches actually analyzed the details of everyday resources allocated
among different organizations of the media conglomerates. Especially if the newsroom is also one of the
units to compete for the resources, there may be some interest conflict arisen (Davis & Craft, 2000).
Currently, there are more and more news media merged with the food, bank, insurance and hotel

conglomerates in Taiwan and the freedom of speech might need to be further discussed.
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. Literature

1. The Trend of Media Conglomerate Diversification:

One of the motives for diversification that has been suggested is the transaction cost theory, which
states that diversification facilitates the use of excess resources and thereby enhances efficiency. Other
goals for the corporate diversification are to avoid the market failure and reduce the risk of management as
well as the economic fluctuations (Amit and Livnat, 1988). Booz, Allen, and Hamilton (1985) defined
diversification as a means of spreading the base of a business to achieve improved growth and/or reduce
overall risk that may take the form of investments that address new products, services, customer segments,

or geographic markets.

The element of synergy involves developing a single concept for various media and also reduces the risk
of production. For example, a children’s story may be packaged as a comic book, movie, music label, TV
cartoon, and computer game. By doing this, media conglomerates can take advantage of simultaneous

revenue streams, thereby generating as much profit as possible from a single idea (Croteau & Hoynes, 2001).

Another aspect of synergy involves cross-promotion. Media conglomerates have placed more emphasis
on the promotion of their own subsidiaries’ products such as TV programs or movies (Jung, 2002; Williams,
2002). The result is that conglomerates, with their enormous resources and diverse holdings, are able to

develop and promote projects more extensively and efficiently than their smaller counterparts.

Media firms are faced with an increasing need to be less reliant on traditional advertising revenues and
to develop additional revenue opportunities in new media systems. Chan-Olmsted and Chang (2003) believe
that the trend toward global conglomerization will continue because global media conglomerates are in a
more competitive position compared to the nondiversified media firms, because the formers have the

resources to exploit content products via the repurposing process for distribution in multiple platforms
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under different ad/fee structures, to perform cross-platform marketing with complementary distribution
systems, and to be well positioned to deliver products in the developing broadband spectrum with their

diverse holdings and partnerships.

Jung & Chan-Olmsted (2005) examine the impact of media firms’ diversification on their financial
performance based on the product and geographical diversification activities and performance of the top 26
media firms from 1991 to 2002. The empirical results generally indicate that related product and
international diversification contributes to better financial performance. However, excessive diversification,

which leads to a high degree of unrelated diversification, might decrease performance.

2. The Innovation of New Revenue Streams for the Digital Media

Media companies are experienced operators of the two-sided market model. However, the traditional
two-sided revenue stream model in commercial media, with income from readers and advertisers, is difficult
to adapt into digital markets. The core of their traditional revenue model is producing journalistic content
that attracts readers who purchase newspapers, becoming targets for advertisements sold to companies

and published in those newspapers (Barland, 2013).

However, media outlets are experiencing a decline in newspaper circulation and are struggling to
develop new revenue streams within digital media. Newspaper publishers are accustomed to a two-sided
revenue model geared towards readers and advertisers. In digital publishing, such two-sided revenue
models must be further developed. Barland (2013) proposals a model in which journalistic content functions
as an engine for digital traffic, and how that market position is used to promote other commercial digital

services.

The point is to take advantage of the heavy online traffic that media houses have achieved; this traffic
has been earned by journalistic content. Digital editions have been published with huge space allocations for

advertisements, but are difficult to exploit commercially. The use of this capacity is at the core of the
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concept of this two-sided market model. Journalistic content is produced and published in the newsroom,
while the business departments of media outlets and/or parent companies get access to the advertisement
space to promote their services. The difference from other advertisers is that the parent companies and

media houses are also the owners of the promoted services (Barland, 2013).

An ethical aspect of this question is whether journalists and editors would prioritize online traffic and
revenues from these services over journalistic ideals. Due to the ownership of the services within the same
group of media houses, the “customer” here is not an external actor. It can be more difficult for an editorial

staff to act independently of these close interests.

3. Emergence of Institutional Conflict of Interests:

The accelerated trend toward media cobranding, joint ventures, strategic alliances and mergers, and
acquisitions with non-journalistic companies raises new ethical concerns about the entanglements created
in the name of synergy. As traditional media companies buy stakes in Internet companies in equity swaps,
the cross-ownership of media creates vast potential for real or perceived conflicts of interest (Davis & Craft,
2000). A crucial aspect of this "battle" that has rarely been explored is whether media content is affected
when the focus is the merchandise and services offered by the corporate parent of a news outlet (Williams,

2002).

In other words, have the news media become a promotional tool? Because many media conglomerates
own more than just news operations, the impact of such ownership invites investigation beyond traditional
news stories of current events. For example, Lee & Hwang’s (2004) findings suggest that conglomerate
ownership leads to a highly regarded newsmagazine showing favoritism toward the entertainment products

of its parent corporation.

Jung (2002) also examined how magazines covered media companies' mergers. Specifically, the

coverage of three mergers involving Time Inc. was content-analyzed to see differences based on ownership
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and magazine type. The findings suggest that Time and Fortune favored their parent company in terms of
valence or direction of coverage of the merger, emphasis on the company, and amount of coverage. Other

results showed the difference in how mergers were framed by news magazines and business magazines.

However, scholars such as Demers (1996, 1998, 1999; Demers & Merskin, 2000) have argued that the
guality of news would not suffer under corporate ownership because large corporations have to adopt a
system of highly specialized divisions of labor. News production, according to them, is under the stewardship

of professional managers rather than corporate owners or publishers.

The influence of political or economic powers on news or editorial is sometimes not directly from
statistic data, but in the certain issues. The biographers and critics of Rupert Murdoch have emphasized
business activity as the overriding and even sole motivation. The dominant interpretation is that Murdoch is
a businessman who is ultimately more interested in profit than politics. In practice, News Corporation has
spent hundreds of millions of dollars over decades in advancing political goals by propping up loss making

newspapers.

McKnight (2010) argued that the influence exercised by the news media of News Corporation is as
much about setting a diffuse political and cultural agenda over the long term as it is about supporting (or
opposing) a particular party or decision. Second, that attributing largely economic motives to Murdoch and
News Corporation ignores the actual ideological beliefs that they seek to advance in favor of a simplistic

economic determinism.

1. Research Questions

In order to survive in the digital convergence age, there are more and more independent media
merged by the conglomerates in Taiwan. What are their business strategies of diversification and economics
of scale? Will the conglomerates merge vertically or set up the new division from scratch? How would the
conglomerates allocate their financial, human, facilities and other resources to maximize profits? Are there

any conflicts of interests between the newsroom and other organizations in the conglomerates?
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V. Methodology

UDN (United Daily News) group and WWCT (Want Want China Times) group are the two major
newspaper corporations in Taiwan. In recent years, they expand their territory to online service, television
and other non-media business to compensate the revenue loss of newspapers. However, the two media
have different strategies of diversification. UDN group sets up the new division totally by themselves, but

WWCT usually merge new services outside the group.

In order to conduct the comparative case studies of the two media conglomerates, this study collects
and reviews of newspaper, financial reports and academic database. Besides, this study interviewed
managers of the conglomerates to understand their mind thinking behind the strategies. The researcher also

observed the field of organization spaces and facilities to understand how the resources allocated.

V. Results and Discussion

1. Organization Structure, Space and Diversification

The WW(CT is owned by a cookie manufacture group (Want Want Group) which invests in China since
1990s. According to the Forbes, currently the owner of the Want Want Group, Eng-Meng Tsai ($9.6B US), is
the richest person in Taiwan. The Want Want Group annual revenue is over 4 billion US dollars and stock

value over 18 billion US dollars. Most of the assets and revenues come from China.

Originally Want Want Group did not have any invest in the media industry. However, in 2008, the Want
Want Group merged the China Times Group, including 3 newspapers, several magazines and news online
services. Later, it also merged one terrestrial broadcasting television station, 3 satellite television channels
and then created the Want Want China Times Group (Figure 1). In 2011, the WWCT group even wanted to

merge CNS, the second largest cable systems in Taiwan. However, because the communication scholars,
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students and society were afraid of the highly media ownership concentration, the deal was conditionally

passed but finally did not complete the merger deal.

Want Want

Group

LIALASIT Food Insurance Hotel
Group
Newspaper Televison Magazine Online Production Advertising Publishing

Figure 1, The Organization Structures of Want Want Group

Unlike WWCT group expanding organizations by merging, UDN group still consider news as their core
values and extend their businesses related to the four newspapers. For example, UDN group develops
digital media, including all kinds of Apps and online services for the newspapers, and also set up the online
video accessing from everywhere (Figure 2). News reporters need to carry notebook and smart phone with
them everywhere in reporting, and sometimes use 4G telecommunication network to live report, like small

Satellite News Gathering (SNG).

Except for the divisions of digital media, UDN group also sets up the multi-businesses related to their
news values, such as education, health care, art and electronic commerce. Those divisions actually sell
products or services. For example, UDN Shopping is an electronic commerce platform, like Amazon to sell
everything. UDN art agent arranges oversea art or cultural group to perform in Taiwan. This is similar as
Barland (2013) mentioned that journalistic content functions as an engine for digital traffic, and how that

market position is used to promote other commercial digital and other services.
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Figure 2, The Organizations of UDN Group

Because WWCT group expand the diversification through merger and acquisition, therefore most of the
media companies were still located in originally different buildings and hard to communicate. On the other
hand, in order to fulfill the goals of media convergence, UDN moved all of the divisions to the same building
in 2009 (Figure 3). The editors and reporters of the four different newspapers are located in the same room

and also share the same news in the editing system.

Figure 3, The Space and Location of UDN Group

The managers of either WWCH group or UDN group in different sub-companies or sub-divisions will
have the regular monthly meeting to discuss the collaboration of strategies. However, since sharing the same

working space, it is easy or comfortable to communicate to each other in UDN group. There is also the
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system of rotation of jobs to train workers to be able to use digital media for their staffs in the group.

2. Innovation and Business Model

Both of the WWCH group and UDN group continuously spread new services and diversification.
However, WWCH group usually expands through merger and acquisition, but UDN group creates new
divisions related to their core value, digital and social media goals. For the past few years, there are many
new Apps created for the UDN group. For example, the UDN plus (the interactive news for iPad), UDN
News Database including all news and pictures since the year of 1951, and Data Journalism create innovative
values based on the original news (Figure 4). Therefore, the revenue ratio of newspaper vs. non-newspaper

had changed from 7:3 in 2011 to 5:5in 2014.
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Figure 4, The Innovation Example: iPad UDN plus, News Database, Data Journalism

On the other hand, although Want Want group quickly made revenues and cost balanced after merging
China Times newspaper, most of the revenue streams come from the placement marketing of China, and
there is limited investment of innovation. For the past few years, the only progress of China Times website
was to integrate the contents of the WWCT group, including magazines, newspaper and television together.
Except for the better user interface, the mind thinking to manage the website is still the same of ten years

ago.
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3. |Institutional Conflict of Interests

There are a lot of criticisms to WWCH group since most of the businesses, such as food, liquors, hotel,
hospital, real estate and insurance are in China. There are still existing historical and political conflicts
between China and Taiwan. Although the owner considers himself without any political bias, most people in
Taiwan recognize that WWCT news favor China when there is any controversy. This is the similar situation
of News Corporation in the USA (McKnight, 2010). Therefore, in the past few years, several senior journalists

left because of the institutional conflict of interests.

The strategy of UDN group is to make more revenues to support the core value of news which is hardly
to rely on either advertising or audience subscription. For example, UDN group generate many news and
reports related to health care. Instead of leaving news as history tomorrow, UDN group creates the website
(health.udn.com) and manage all health news articles and pictures according to the types of diseases, health
topics or expert column. The health news is not history anymore but knowledge in the database. People
will find related information and stay in the website even longer. Then UDN group can analyze their key word

and articles searching to provide the proper advertising for the UDN Shopping.

Many managers of UDN group accept for the product placement marketing as long as there is no harm
to the publicinterest. For example, if there is the scandal related to the brand of Gucci, UDN may not
actively report the news since it is a luxury and their advertiser. However, if there is a food safety problem

related to the public health, UDN will still investigate the issues based on their news professionalism.

VL. Conclusion

This study finds that the newspaper conglomerates are enthusiastic about diversification or merging
with other media in Taiwan, because it is not easy for them to make money just from the traditional
newspaper industry. However, there are arguments of interest conflicts among the media conglomerates.

The news department was integrated into the organization and might need to help promote the products of
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the conglomerates (Dailey, Demo & Spillman, 2005). As there are more and more news media merged by
other industries, such as the food, insurance and hotel in China, to maintain the real freedom of speech

might become very difficult for WWCT group.

The example of UDN group continues to invest in newspaper as the core value and then transform
those contents as other digital media formats, such as online services, Apps, television everywhere or
database. UDN group establishes new businesses related to the news core and digital media, including the
health care, art exhibition and education. The innovation of business model may not completely avoid the

interest conflicts but at least it reduces the directly political influence and commaodification.
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Abstract

As more and more media merged by the conglomerates in the digital convergence age, the news
department contributes just the small portion of revenues and needs the subsidy from other
diversification. The institutional conflict of interests may arise among media and other businesses. This
study analyzed two newspaper groups in Taiwan to find how they restructure their media organization,
spaces, facilities and staffs; whether they apply innovative business model to generate new revenue

streams; how they would deal with the dilemma between the revenue and the ethical problem.



l. Introduction

There are more and more giant media conglomerates in the digital era. Some achieve the goals
through mergers and acquisitions, and the others set up new divisions from scratch (Winseck, 2010). In
the digital convergence age, it is often assumed that a newspaper article might be expanded to a magazine
article; which could become the basis for a hardcover book; which, in turn, could be a paperback; then,
perhaps, a TV series; and finally, a movie. This conceptual advantage, termed synergy, has induced the

diversification of many media companies (Jung & Chan-Olmsted, 2005).

Chan-Olmsted and Chang (2003) analyzed the top 7 global media conglomerates’ product and
geographic diversification strategies. They found that the complementary nature of content and
distribution and the windowing process for media content products play a role. Except for the product
diversification, most of the giant media set up services globally or merge local media corporations to create

horizontal, vertical and diversification synergies.

Stephan (2005) argued two types of differential scope of diversification needed to be discussed:
traditional economics of scope that grant the media firm a short-term competitive advantage over rivals,
and dynamic scope effects that contribute to a sustainable competitive advantage. For example, the
major benefit of diversification results from the media firms’ competence to expand its stock of strategic
assets and knowledge-based resources faster and at a lower cost than its single-business rivals, rather than

simply amortizing existing assets.

However, most of the studies focused on the number of the diversification units (Jaemin & Chan-
Olmsted, 2005), but few researches actually analyzed the details of everyday resources allocated among
different organizations of the media conglomerates. Especially if the newsroom is also one of the units to
compete for the resources, there may be some interest conflict arisen (Davis & Craft, 2000). Currently,
there are more and more news media merged with the food, bank, insurance and hotel conglomerates in

Taiwan and the freedom of speech might need to be further discussed.



l. Literature

1. The Trend of Media Conglomerate Diversification:

One of the motives for diversification that has been suggested is the transaction cost theory, which
states that diversification facilitates the use of excess resources and thereby enhances efficiency. Other
goals for the corporate diversification are to avoid the market failure and reduce the risk of management
as well as the economic fluctuations (Amit and Livnat, 1988). Booz, Allen, and Hamilton (1985) defined
diversification as a means of spreading the base of a business to achieve improved growth and/or reduce
overall risk that may take the form of investments that address new products, services, customer

segments, or geographic markets.

The element of synergy involves developing a single concept for various media and also reduces the
risk of production. For example, a children’s story may be packaged as a comic book, movie, music label,
TV cartoon, and computer game. By doing this, media conglomerates can take advantage of simultaneous
revenue streams, thereby generating as much profit as possible from a single idea (Croteau & Hoynes,

2001).

Another aspect of synergy involves cross-promotion. Media conglomerates have placed more
emphasis on the promotion of their own subsidiaries’ products such as TV programs or movies (Jung, 2002;
Williams, 2002). The result is that conglomerates, with their enormous resources and diverse holdings, are

able to develop and promote projects more extensively and efficiently than their smaller counterparts.

Media firms are faced with an increasing need to be less reliant on traditional advertising revenues
and to develop additional revenue opportunities in new media systems. Chan-Olmsted and Chang (2003)
believe that the trend toward global conglomerization will continue because global media conglomerates

are in a more competitive position compared to the nondiversified media firms, because the formers have



the resources to exploit content products via the repurposing process for distribution in multiple platforms
under different ad/fee structures, to perform cross-platform marketing with complementary distribution
systems, and to be well positioned to deliver products in the developing broadband spectrum with their

diverse holdings and partnerships.

Jung & Chan-Olmsted (2005) examine the impact of media firms’ diversification on their financial
performance based on the product and geographical diversification activities and performance of the top
26 media firms from 1991 to 2002. The empirical results generally indicate that related product and
international diversification contributes to better financial performance. However, excessive

diversification, which leads to a high degree of unrelated diversification, might decrease performance.

2. The Innovation of New Revenue Streams for the Digital Media

Media companies are experienced operators of the two-sided market model. However, the traditional
two-sided revenue stream model in commercial media, with income from readers and advertisers, is
difficult to adapt into digital markets. The core of their traditional revenue model is producing journalistic
content that attracts readers who purchase newspapers, becoming targets for advertisements sold to

companies and published in those newspapers (Barland, 2013).

However, media outlets are experiencing a decline in newspaper circulation and are struggling to
develop new revenue streams within digital media. Newspaper publishers are accustomed to a two-sided
revenue model geared towards readers and advertisers. In digital publishing, such two-sided revenue
models must be further developed. Barland (2013) proposals a model in which journalistic content
functions as an engine for digital traffic, and how that market position is used to promote other

commercial digital services.

The point is to take advantage of the heavy online traffic that media houses have achieved; this traffic

has been earned by journalistic content. Digital editions have been published with huge space allocations



for advertisements, but are difficult to exploit commercially. The use of this capacity is at the core of the
concept of this two-sided market model. Journalistic content is produced and published in the newsroom,
while the business departments of media outlets and/or parent companies get access to the advertisement
space to promote their services. The difference from other advertisers is that the parent companies and

media houses are also the owners of the promoted services (Barland, 2013).

An ethical aspect of this question is whether journalists and editors would prioritize online traffic and
revenues from these services over journalistic ideals. Due to the ownership of the services within the same
group of media houses, the “customer” here is not an external actor. It can be more difficult for an

editorial staff to act independently of these close interests.

3. Emergence of Institutional Conflict of Interests:

The accelerated trend toward media cobranding, joint ventures, strategic alliances and mergers, and
acquisitions with non-journalistic companies raises new ethical concerns about the entanglements created
in the name of synergy. As traditional media companies buy stakes in Internet companies in equity swaps,
the cross-ownership of media creates vast potential for real or perceived conflicts of interest (Davis &
Craft, 2000). A crucial aspect of this "battle" that has rarely been explored is whether media content is
affected when the focus is the merchandise and services offered by the corporate parent of a news outlet

(Williams, 2002).

In other words, have the news media become a promotional tool? Because many media
conglomerates own more than just news operations, the impact of such ownership invites investigation
beyond traditional news stories of current events. For example, Lee & Hwang’s (2004) findings suggest that
conglomerate ownership leads to a highly regarded newsmagazine showing favoritism toward the

entertainment products of its parent corporation.

Jung (2002) also examined how magazines covered media companies' mergers. Specifically, the

coverage of three mergers involving Time Inc. was content-analyzed to see differences based on ownership



and magazine type. The findings suggest that Time and Fortune favored their parent company in terms of
valence or direction of coverage of the merger, emphasis on the company, and amount of coverage. Other

results showed the difference in how mergers were framed by news magazines and business magazines.

However, scholars such as Demers (1996, 1998, 1999; Demers & Merskin, 2000) have argued that the
guality of news would not suffer under corporate ownership because large corporations have to adopt a
system of highly specialized divisions of labor. News production, according to them, is under the

stewardship of professional managers rather than corporate owners or publishers.

The influence of political or economic powers on news or editorial is sometimes not directly from
statistic data, but in the certain issues. The biographers and critics of Rupert Murdoch have emphasized
business activity as the overriding and even sole motivation. The dominant interpretation is that Murdoch
is a businessman who is ultimately more interested in profit than politics. In practice, News Corporation
has spent hundreds of millions of dollars over decades in advancing political goals by propping up loss

making newspapers.

McKnight (2010) argued that the influence exercised by the news media of News Corporation is as
much about setting a diffuse political and cultural agenda over the long term as it is about supporting (or
opposing) a particular party or decision. Second, that attributing largely economic motives to Murdoch and
News Corporation ignores the actual ideological beliefs that they seek to advance in favor of a simplistic

economic determinism.

1. Research Questions

In order to survive in the digital convergence age, there are more and more independent media
merged by the conglomerates in Taiwan. What are their business strategies of diversification and
economics of scale? Will the conglomerates merge vertically or set up the new division from scratch? How
would the conglomerates allocate their financial, human, facilities and other resources to maximize profits?

Are there any conflicts of interests between the newsroom and other organizations in the conglomerates?



V. Methodology

UDN (United Daily News) group and WWCT (Want Want China Times) group are the two major
newspaper corporations in Taiwan. In recent years, they expand their territory to online service,
television and other non-media business to compensate the revenue loss of newspapers. However, the
two media have different strategies of diversification. UDN group sets up the new division totally by

themselves, but WWCT usually merge new services outside the group.

In order to conduct the comparative case studies of the two media conglomerates, this study
collects and reviews of newspaper, financial reports and academic database. Besides, this study
interviewed managers of the conglomerates to understand their mind thinking behind the strategies. The
researcher also observed the field of organization spaces and facilities to understand how the resources

allocated.

V. Results and Discussion

1. Organization Structure, Space and Diversification

The WW(CT is owned by a cookie manufacture group (Want Want Group) which invests in China since
1990s. According to the Forbes, currently the owner of the Want Want Group, Eng-Meng Tsai ($9.6B US), is
the richest person in Taiwan. The Want Want Group annual revenue is over 4 billion US dollars and stock

value over 18 billion US dollars. Most of the assets and revenues come from China.

Originally Want Want Group did not have any invest in the media industry. However, in 2008, the Want
Want Group merged the China Times Group, including 3 newspapers, several magazines and news online
services. Later, it also merged one terrestrial broadcasting television station, 3 satellite television channels

and then created the Want Want China Times Group (Figure 1). In 2011, the WWCT group even wanted



to merge CNS, the second largest cable systems in Taiwan. However, because the communication scholars,
students and society were afraid of the highly media ownership concentration, the deal was conditionally

passed but finally did not complete the merger deal.

Want Want
Group
WWCT Food Insurance Hotel
Group
Newspaper Televison Magazine Online Production Advertising Publishing

Figure 1, The Organization Structures of Want Want Group

Unlike WWCT group expanding organizations by merging, UDN group still consider news as their core
values and extend their businesses related to the four newspapers. For example, UDN group develops
digital media, including all kinds of Apps and online services for the newspapers, and also set up the online
video accessing from everywhere (Figure 2). News reporters need to carry notebook and smart phone
with them everywhere in reporting, and sometimes use 4G telecommunication network to live report, like

small Satellite News Gathering (SNG).

Except for the divisions of digital media, UDN group also sets up the multi-businesses related to their
news values, such as education, health care, art and electronic commerce. Those divisions actually sell
products or services. For example, UDN Shopping is an electronic commerce platform, like Amazon to sell
everything. UDN art agent arranges oversea art or cultural group to perform in Taiwan. This is similar as
Barland (2013) mentioned that journalistic content functions as an engine for digital traffic, and how that

market position is used to promote other commercial digital and other services.
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Figure 2, The Organizations of UDN Group

Because WWCT group expand the diversification through merger and acquisition, therefore most of
the media companies were still located in originally different buildings and hard to communicate. On the
other hand, in order to fulfill the goals of media convergence, UDN moved all of the divisions to the same
building in 2009 (Figure 3). The editors and reporters of the four different newspapers are located in the

same room and also share the same news in the editing system.

Figure 3, The Space and Location of UDN Group

The managers of either WWCH group or UDN group in different sub-companies or sub-divisions will
have the regular monthly meeting to discuss the collaboration of strategies. However, since sharing the
same working space, it is easy or comfortable to communicate to each other in UDN group. There is also

the system of rotation of jobs to train workers to be able to use digital media for their staffs in the group.



2. Innovation and Business Model

Both of the WWCH group and UDN group continuously spread new services and diversification.
However, WWCH group usually expands through merger and acquisition, but UDN group creates new
divisions related to their core value, digital and social media goals. For the past few years, there are many
new Apps created for the UDN group. For example, the UDN plus (the interactive news for iPad), UDN
News Database including all news and pictures since the year of 1951, and Data Journalism create
innovative values based on the original news (Figure 4). Therefore, the revenue ratio of newspaper vs. non-

newspaper had changed from 7:3 in 2011 to 5:5in 2014.
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Figure 4, The Innovation Example: iPad UDN plus, News Database, Data Journalism

On the other hand, although Want Want group quickly made revenues and cost balanced after
merging China Times newspaper, most of the revenue streams come from the placement marketing of
China, and there is limited investment of innovation. For the past few years, the only progress of China
Times website was to integrate the contents of the WWCT group, including magazines, newspaper and
television together. Except for the better user interface, the mind thinking to manage the website is still the

same of ten years ago.

3. Institutional Conflict of Interests

There are a lot of criticisms to WWCH group since most of the businesses, such as food, liquors, hotel,



hospital, real estate and insurance are in China. There are still existing historical and political conflicts
between China and Taiwan. Although the owner considers himself without any political bias, most people
in Taiwan recognize that WWCT news favor China when there is any controversy. This is the similar
situation of News Corporation in the USA (McKnight, 2010). Therefore, in the past few years, several senior

journalists left because of the institutional conflict of interests.

The strategy of UDN group is to make more revenues to support the core value of news which is hardly
to rely on either advertising or audience subscription. For example, UDN group generate many news and
reports related to health care. Instead of leaving news as history tomorrow, UDN group creates the website
(health.udn.com) and manage all health news articles and pictures according to the types of diseases,
health topics or expert column. The health news is not history anymore but knowledge in the database.
People will find related information and stay in the website even longer. Then UDN group can analyze their

key word and articles searching to provide the proper advertising for the UDN Shopping.

Many managers of UDN group accept for the product placement marketing as long as there is no harm
to the publicinterest. For example, if there is the scandal related to the brand of Gucci, UDN may not
actively report the news since it is a luxury and their advertiser. However, if there is a food safety problem

related to the public health, UDN will still investigate the issues based on their news professionalism.

VI. Conclusion

This study finds that the newspaper conglomerates are enthusiastic about diversification or merging
with other media in Taiwan, because it is not easy for them to make money just from the traditional
newspaper industry. However, there are arguments of interest conflicts among the media conglomerates.
The news department was integrated into the organization and might need to help promote the products
of the conglomerates (Dailey, Demo & Spillman, 2005). As there are more and more news media merged by
other industries, such as the food, insurance and hotel in China, to maintain the real freedom of speech

might become very difficult for WWCT group.



The example of UDN group continues to invest in newspaper as the core value and then transform
those contents as other digital media formats, such as online services, Apps, television everywhere or
database. UDN group establishes new businesses related to the news core and digital media, including the
health care, art exhibition and education. The innovation of business model may not completely avoid

the interest conflicts but at least it reduces the directly political influence and commaodification.

VII. Key References

1. Amit, R,, & Livnat, J. (1988). A Concept of Conglomerate Diversification. Journal Of Management, 14(4),
593-604.

2. Barland, J. (2013). Innovation of New Revenue Streams in Digital Media. NORDICOM Review, 34, pp.99-
112.

3. Boogz, Allen, & Hamilton. (1985). Diversification: A survey of European chief executives. New York: Booz,
Allen and Hamilton, Inc.

4. Chan-Olmsted, S. M., & Byeng-Hee, C. (2003). Diversification Strategy of Global Media Conglomerates:
Examining Its Patterns and Determinants. Journal Of Media Economics, 16(4), 213-233.

5. Croteau, D., & Hoynes, W. (2001). The business of media. Thousand Oaks, CA: Pine Forge.

6. Dailey, L., Demo, L., & Spillman, M. (2005). The convergence continuum: a model for studying
collaboration between media newsrooms. Atlantic Journal of Communication, 13(3), 150-168.

7. Davis, C., & Craft, S. (2000). New Media Synergy: Emergence of Institutional Conflicts of Interest.
Journal Of Mass Media Ethics, 15(4), 219-231.

8. Demers, D. (1996). The menace of the corporate newspaper: Fact or fiction? Ames: lowa State
University Press.

9. Demers, D. (1998). Structural pluralism, corporate newspaper structure, and news source perceptions:
Another test of the editorial vigor hypothesis. Journalism & Mass Communication Quarterly, 75(3), 572-
592.

10. Demers, D. (1999). Corporate newspaper bashing: Is it justified? Newspaper Research

Journal,20(winter), 83-97.



11.

12.

13.

14.

15.

16.

17.

18.

Demers, D., & Merskin, D. (2000). Corporate news structure and the managerial revolution. The Journal
of Media Economics, 12 (2), 103-121.

Jaemin, J., & Chan-Olmsted, S. M. (2005). Impacts of Media Conglomerates' Dual Diversification on
Financial Performance. Journal Of Media Economics, 18(3), 183-202.

Jung, J. (2002). How Magazines Covered Media Companies' mergers: The Case of THE Evolution of Time
Inc. Journalism & Mass Communication Quarterly, 79(3), 681-696.

Lee, T. & Hwang, H. (2004). Journalistic Ideologies versus Corporate Interests: How Time and Warner's
Merger Influences Time's Content. Communication Research Reports, 21(3), pp. 188-196.

McKnight, D. (2010). Rupert Murdoch's News Corporation: A Media Institution with A Mission.
Historical Journal Of Film, Radio & Television, 30(3), 303-316.

Stephan, M. (2005). Diversification Strategy of Global Media Conglomerates: A Comment. Journal Of
Media Economics, 18(2), 85-103.

Williams, D. (2002). Synergy bias: Conglomerates and promotion in the news. Journal of Broadcasting &
Electronic Media, 46, 453-472.

Winseck, D. (2010). Financialization and the "Crisis of the Media": The Rise and Fall of (Some) Media

Conglomerates in Canada. Canadian Journal Of Communication, 35(3), 365-393.



)

PRI R TR S R A T A

Al

p #:2016/01/31

P e

PR LA B R B R AT R TR & A0

T

3% S 102-2410-H-004-138-MY2 BlFAgLE: Bi2REH R

Py LRy 83




102 A LA 5777 & % § 4

PEIEA R

33 %% 0 102-2410-H-004-138-MY2

PR B E B i F TR A G

21 e (s
& & IEp FReES|FFHRES|2TER| g éi??ii;
ﬁ‘i(?ﬁta‘%i #w (7 7% ”?r%?-’/%'ﬁ - L 54T 2 4
FrEd) [cdiE) | s Lt %)
8 )% 0 o] 100%
4 it Ry AR 2 /PR 4 0 0| 100% -8
it g e 0 o] 100%
L2 0 o 1004 [%/%
by s 0 o _toox |
i S B 0 o] 100%
i 0 of 100w | «
L 0 o 1004 | <=
L 9 o] 1004
PR 0 o] 100%
(#®#) |g1upmy g 0 ol 1w |
L 0 o] 100%
8 )% 0 o] 100%
4 it VR I E e i S 0 0| 100% -8
Bt g e 9 o] 1004
L2 0 o 1004 [%/%
by s 0 o _toox |
s S B 0 o] 100%
e E 0 o| 100w | ¢
L 0 o 1004 | ==
L 0 o] 100%
PR 0 o] 100% ,
GUET DI Py 0 of 1000 |
P 0 o] 100%
Hie =% BETH B ROFAS LY BT SRS S ANHET S o

(m2NEitiE2
X R oy B kS §
CEEER CEER
HEE ST AR
(e AR T
AEPEE 2B
REFEE 2
FAEHE ] o)




X %5 P g kA= R

Bl L (z Frradl) 0

2 HA/ Ho e 0
By [T 5% it ki1 B 0
st 0
z AR e 0
B |7/ ey 0
W CETRr 0
0

FEAEREZ 22 (BRE) &k




PRIAHLEET P E SRR A

PRELRFERFEADPARR EFTY PR R BT
(f %+¢%wﬁa\&a~%ﬁ~%§*ﬁ bR i) A Eag
BERH T L Y S -gvﬂ'} |~ A BFRAH B

a”ﬁfﬁgl% BE o IT- LR

Gal

NEERIFLEAEAR - E SRS EFRE- FE
e (Fp > 2100% 5 )
% % @ %7

(4 # & 7]
B

T % g gL Y R E R
%v:[k@w>l%%$1v%[ﬁﬂw L
B0 &® Y 3¢ HE
B[] B DWM | Ed
His o (100F %)

. ’F l;g,{ﬁr‘:’\' L»‘J}i,{‘]ﬁrﬁ «‘er"?‘ ﬁ*g—g fgﬁ_%f_’%
(FRAcHES % TR A2 R & HE - BES
500—? )

oy fafts S S MEkC e m e E Y PEFEZI D EMAFEREY R
g REEt R SRR ﬁ’*pr’?ﬁ AR T RS s o T W
T # 1mﬁ:l§]n“$ggﬁi£—’t » A Pa;i'""t;é'mmj—)-@j\ﬁrg » Rk pE S
o BAgRg s o adFd s AR GT o A EEAEE B ER 4
i¢5®€7%’@$%L@%ﬂﬁhiﬁm@o& ‘ﬁﬂﬁw@uwﬂﬁmﬁgﬁi

o R oBERI A EERTe FREHDELE T mD HfES ’ﬁv%—«‘UB
LA I U »'h@w%§w$?ﬁﬁﬁﬁwé Gl R E= R R

Ik Az ¢k B F 1?%4 H s w&§£¥§§ '&’?m;}%‘%l | % "7% ’ “L%’% E.‘f

6 B e KEK4p # 2 7h > 8 =< ¢§iml§]ﬁ—7 YL E R IR rﬁ%‘ﬁ?@J 2l %\
> 1 7,3—’)5 oo R sl > e E / ) ﬁ%ﬁ T I AR ~ B g Bk Ry
AESEED G 0 AT USSR H RS B P 1 A -

a*ﬂ"—u"'ﬁﬂ;‘jz“%‘%‘i’,ﬂﬁ?‘\l)‘% % e
iE- BT al) (1

-mh“'gf =8

3




