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Market of Internet Advertising in Taiwan
BB E S

Forecast at NTS 13.86 Billion in 2013 FEH[& 8% $13.86 {£(2013)

Internet Search Advertising estimated at nearly NT$4.1 Billion 48 EE#EFE A4S MHA.1{E

Category 5 Year Growth Rate
HH SEER R
2013 Internet Advertising in Taiwan (2013-2017)

@gzﬁﬁg}ﬁﬁzo Website Banner

Ads
3.20%
AR S R
Search
a7 s 4.40%
Mobile
TENES 15.70%
Social/Buzz
HHEEOIRGATHN 8.40%
Video/Rich Media
PR ES 33.80%
Website Banner Ads Search Social/Buzz Video/Rich Media

NTS (Bn) $6.536 $4.074 $1.331  S1.116 $0.803

Sources: Digital Marketing Association and PwC



The Problem
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Advertising Funds Piracy Sites
= A B I B RIS A1 F

A recent study found that the two fastest growing types of Piracy Sites are financed primarily by Advertising.
BT — (B AT T, W BY R a5 DAY 5 At £ V& TR 2K 5
P2P Communities (P2P #+£%):
*  #1 Growth Segment among Piracy Sites (61% increase in Page Views)
TEZS ARG, (S R B ERAYER 77 (B 716 1% A4 5 A SR)
*  Second Largest Segment in the Study (19% of Piracy Sites)
TEFEE T, B EEBIESE R (15 s Mg nhny 19%)
*  86% of funds from Ads
86% BIFK BN ES
Live TV Gateway (Live TV ##H7H):
*  #2 Growth Segment among Piracy Sites (17% increase in Page Views)
TEZShAEnE R, (256 AV ER 77 (B 017 %H 405 A R)
*  Largest Segment in the Study (33% of Piracy Sites)
TEFE T, B EEHESE—K (1 H s AR A5 33%)
*  67% of funds from Ads
67% BFRRENRES
Subscription TR :
*  Growth Information and % of Funds from Ads unavailable from study
S oY R SR AL
*  Smallest Segment in the Study (5% of Piracy Sites)
TEHE R, B ERBE e N (1 FH s i by 5%)
*  Most Vulnerable Segment (e.g. Mega/Kim Dotcom)
« EIYELST (5140 Mega/Kim Dotcom)

Sources: Google and PRS For Music Study



Advertising Funds Piracy Sites
[ 5 R SRR AR AR I Y &R
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The six business models for
copyright infringement

A data-driven study of websites considered to be infringing copyright

Google and PRS For Music Study:

music:)ally

Ads are key funding source for piracy sites claims PRS / Google study

PRS / Google FiZ 15 HiE &5 2 25 iR A E A & &R

Broadband TU News

61% growth in Live TV piracy
Live TV Xk E£]61%

Commenting on the report Google’s Theo Bertram, a former Downing Street adviser said:
“Our research shows there are many different business models for online infringement
which can be tackled if we work together. The evidence suggests that one of the most
effective ways to do this is to follow the money, targeting the advertisers who choose to
make money from these sites and working with payment providers to ensure they know
where their services are being used.” T2 {#EZH4, Google A ETheo Bertram, Hij{f
Downing Street

BAM “TMIRVF S D AErS & R BLE IRA TR Z A — B R =, R IRfT—iE &
{E, —E v DAERAY. 5815 F5 N A VAR T A2 IRIE & <, $HETEE (T A S A Ag G
REFEHESH, HBEREA TG F B S TR C P AR S IR,

Google study reveals growing live TV piracy

teChrada“ Google TS H Live TVZIRK E

The report is primarily concerned with how pirates make money and (of course) how
much rights holders are missing out on, concluding that display advertising makes pirates
the most plunder, although some sites also make money from subscriptions, donations
and even by selling digital files. 3 FERI/E EAFREAIAHREREL (E2N) hRIEEETEIA
KT8 shmAle RN E SR G R ISR - M SRR
HEERRKENGEE » B3k BIEE X

http://www.prsformusic.com/aboutus/policyandresearch/researchandeconomics/Documents/TheSixBusinessModelsofCopyrightinfringement.pdf



http://www.prsformusic.com/aboutus/policyandresearch/researchandeconomics/Documents/TheSixBusinessModelsofCopyrightInfringement.pdf
http://www.prsformusic.com/aboutus/policyandresearch/researchandeconomics/Documents/TheSixBusinessModelsofCopyrightInfringement.pdf
http://www.prsformusic.com/aboutus/policyandresearch/researchandeconomics/Documents/TheSixBusinessModelsofCopyrightInfringement.pdf

Advertising Funds Piracy Sites
T s A IS Y B

THEBNUWIMI

New international reports will name and shame brands which
USCAnnenberg advertise on websites that feature pirated film and music content
Innovation Lab PRSI ER R ER SRR SR EE (BFEKR

B EYE) i -
USC Annenberg Lab Ad Transparency Report

e Los Angeles Times

This is the first in a monthly series of reports from the Annenberg Innovation Lab at the

University of Southern California that details support by Online Ad Networks of the major Report |inks Google’ Yahoo to Internet piracy SiteS

pirate movie and music sites around the world. The advertising business has always been

a key part of the creative economy from the birth of radio. Advertising dollars have ﬁg%lﬂ Google 'E@‘Yahoo EE&%H&\%\%%%‘BE%

financed the production of television, music and even video games. The rise of ad-
supported pirate networks is a relatively new phenomenon stemming from the birth of peer They're among the tOp advertising networks that su pport major music,

to peer (P2P) Internet sites in 2001. In the last five years, a large number of new fllm and TV piracy Sites, according to a new analysis that USCIS Annenberg
Innovation Lab hopes will help companies avoid exploitative websites.

advertising networks now service the seemingly infinite advertising inventory of the
broadband era. Much of that inventory sits on more than 150,000 pirate entertainment
sites. The top ten advertising networks placing the most advertisements to lllicit file sharing

site:arge;kﬂ usc Annepberg Innovation Lab 5 1t {(Google , Yahoo) 485 5%
2. Google (including Double Click) %@%?ﬁﬁ &?EIYI.EE’J[%%[%%\ZEI °
j ﬁnent ' . ]
Z Ez:jjding Right Media) HO[I; RLEOPQRQEQ
7. Media Shakers -
2‘ :’Tﬁl Study: Google No. 2 in Piracy Ad Placements

16.Iriba\fusion.com %E%E : %Hﬁgﬁvﬁggﬁﬁ GOOgIe ﬁpﬁ%:

The list of top infringing sites was compiled using the Google Transparency Report of . . .
Jonathan Taplin, director of the USC Annenberg Innovation Lab, says

actions need to be taken to prevent pirate websites from getting
advertising support.

Jonathan Taplin, USC Annenberg Innovation Lab - {F-5R 5 S 811 TH8) -
B3 1E AR U B S E AV B

domains with the most Digital Millennium Copyright Act (DMCA) takedown requests.

USC Annenberg Lab Ad Transparency Report:
http://www.annenberglab.com/sites/default/files/uploads/USCAnnenberglLab AdReport Jan2013.pdf



http://www.annenberglab.com/sites/default/files/uploads/USCAnnenbergLab_AdReport_Jan2013.pdf
http://www.annenberglab.com/sites/default/files/uploads/USCAnnenbergLab_AdReport_Jan2013.pdf
http://www.annenberglab.com/sites/default/files/uploads/USCAnnenbergLab_AdReport_Jan2013.pdf

Massey University/ ICSL Study:
TITLE OF REPORT

Mainstream Advertising Support for Online
Piracy in Taiwan.

Dr. Paul A. Watters, Massey University

e MASSEY UNIVERSITY
@ TE KUNENGA KI POREHUROA
e  UUNIVERSITY OF NEW ZEALAND

Methodology 75745

Survey of 10 egregious pirating websites popular in Taiwan
using 10 globally popular Films and TV Shows

S 10T 578 i e H e B 5 IRV 4G, AF 4k {oE A
10f[E] [ P2 R4 1 B 2 B B 1 B i R o

Two weeks of data collection (November 1 — November 14,
2013)  FREIFSFRAVIE L BRI (11 H 1-145%, 2013)

Identified Advertisers through a combination of analysis of
ad objects and manual observation.

MRS e TR T RS

Ad Networks were identified using AdBlock System to
identify Ad Objects

&5 E R4 EHAd Block Systemzic 73 %% Ad Objects, Mi# ik 2]

* NOTE: Many Taiwan websites use domestic/local ad networks,
so many of the common terms or “Easy List” terms in English
did not produce as many results. After the study was
concluded, Chinese Ad Networks released “Easy List” terms.
RZ &ML A S iR d - Fr MRS SRS
aaEy  REET R FEARRSAER o TSR
% P ESEREAET  CRET HE.

USC Annenberg Lab Ad Transparency Report:

http://www.annenberglab.com/sites/default/files/uploads/USCAnnenberglLab AdReport Jan2013.pdf
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http://www.annenberglab.com/sites/default/files/uploads/USCAnnenbergLab_AdReport_Jan2013.pdf
http://www.annenberglab.com/sites/default/files/uploads/USCAnnenbergLab_AdReport_Jan2013.pdf

Results of Massey University Study: Advertising on Piracy Sites in Taiwan
Massey University A E2SHEA4E B &R PR A rb RS A4k

Ad Types on Rogue Websites
P hReEuh_FEEEA




Results of Massey University Study: Advertising on Piracy Sites in Taiwan
Massey University XELFAERAYEE SR G /E &R R4 E S il

Ad Types on Rogue Websites
EhR4EuE RS EE

High Risk Ad Categories

= R E SR
1. Gambling BgTH  (83.2%)
2. Sex tulE (11.6%)

FE| MRlE | 4
SRR

N 1759 1128 2,887 L F°°d/E?”5“m§; v,
% 60.9% 39.1% 100.0% BV HET(73.2%)

2. Tourism J# (7.2%)

Mainstream Ad Categories




High-Risk Advertisers: Category Breakdown
e\ B B s A A o7

0.4%_0-1%

B Gambling &%

W Sex ()5

= Malware EEEEES
m Scams EER

® Download &

T g EEEE JER T szt
Gambling Sex |[Malware| Scams Download B[]

N 939 131 53 4 1 1128
% 832% 11.6% 4.7% 0.4% 0.1% 100.0%




Mainstream Advertisers: Category Breakdown

FERE S JHA o

2.7%__ 0.3%

B Food/Consumer &%)/ &%
B Tourism Jik##

W Finance &R

B Government EU¥

M Entertainment 4%
W CT

™ Education # &

BYIHES  RE 2R BUrT fREE IcT #HE 4E

Food/Consumer Tourism [Finance Government Entertainment m

N 1288 126 104 98 89 48 6 1,759
% 73.2% 7.2% 5.9% 5.6% 5.1% 2.7% 0.3% 100.0%




Piracy Sites: Category Breakdown

s kA 2H A

Mainstream Ads - B E45: 100%
Taiwan Alexa Rank & &AlexafJE{T: 107

High Risk Ads = E[#ES : 0%

In Taiwan, More Popular Sites - Greater % of Mainstream Ads

EEE, A NREVHENL - ERESRS

L =P o = Taiwan Alexa Rank & &AlexaflE{T: 7,719
3708 B [ |

Mainstream Ads - ZEE 4 0%
www.370kan.com

High Risk Ads = E[#E L : 100%

Alexa Ranks as of February 17, 2014



Piracy Sites: Category Breakdown

s R4 25 ]

Site Name Taiwan Alexa Rank | High Risk % | Mainstream %
AENaE 828 AlexafifT | & FH %

Fun698.com #50 74.6% 25.4%

TW116.com #107 0.0% 100.0%
Funshion.com #271 80.0% 20.0%
Yyets.com #607 37.4% 62.6%
9tvb.com #1,452 3.0% 97.0%
Qiredy.com #1,850 0.4% 99.6%
Dlkoo.com #2,057 1.5% 98.5%
TW115.com #2,080 70.9% 29.1%
2000mov.com #2,489 98.3% 1.7%

370kan.com #7,719 100.0% 0.0%

In Taiwan, More Popular Sites - Greater % of Mainstream Ads
TEE, A RIS — T SRS

Alexa Ranks as of February 17, 2014




Top Mainstream Advertisers
Appearing on Piracy Sites

e Ea i AR F R SR
COCTENEC N,

Taobao Garnier
2 ibidian.com 100 12 Neutrogena 56
3 Baixing 100 13 kbro 54
4 Pampers 92 14 KGCheck 41
5 HKTDC Wine Fair 86 15 DBS Bank 36
6 Maybelline 82 16 yes123 30
7 Anna Sui 81 17 Evergreen 29
8 kijiji 78 18 sxd.txwy.tw 28
9 Taishin Bank 66 19 Nan Ji Ren 24
10 jd.com 64 20 Clarins 22
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Top Mainstream Advertisers
Appearing on Piracy Sites

A
—

il

Frequency of Advertisers on Rogue Websites

S R AL A R As EHIREL




Top Ad Networks Serving Advertisements
to Piracy Sites in Taiwan
i Te L

4 o A IS N 5 o 4

il

9tvb.com
baixing.tw
adsense._clicking.com.tw

Source: Ballarat Study



So What Does This Look Like, in Practice?
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Piracy not just a Hollywood Problem.
Well-Known Taiwan Titles Impacted as well
@5 R BT REND S B R A A ERRE,
HAN BB B AR R 2

»W

uuuuuuuuuuuuuuuu

@ 1 gls.

IIIIII

FEAH Monga, 2010

AREEAE » Fff—HEIE Eﬁj@t&, You Are the Apple of my Eye, 2011
%= Love, 2012



Dlkoo Screen Shots

C | www.dlkoo.com/down/2/2012/262573798& html

7 [2012;@%#%&'1] BE%F 1 [BluRay-
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H_‘r E B (2011 EEERE] G —E/ ENZIR
4 51 [BluRay—MEV] [ B h =8
;I :*E | Nin=E£2 hp

b7

B (2012ehEE BRI D] [0vI-1p4]

[sh=2]
Q B =
@ o £EEESR e
[BluRay-MEV] [E Btz ]

FHANEA T [ paRait

Mainstream Ad

¥ (Tag): Bl =fF 2012 720p x264 Eg%lﬁ:{: ‘ﬂ. ‘ %

1

$HAGE e
» Doze, Niu Chen-Zer mm

Bl (4521120422 Running Man E91 3550

: R [EEEEA]
Bl (3R « BER Y (Eo-10E458 ]
L&V (B8] (1585)
3 20|'2allinlovc.com n [BERI) 4 BIEE TR T ) [01-1188/
» EEAR ] [BRE ] [TSKS]

B =2 1120421 1B BET 5%

= RPN




TW115 Screen Shots

Explicit
Porn Ad
BfFES

05:02 ﬁ’
‘E L‘u E $§‘
0.05 (4NTRTELE)

R : R B T B
R TR
L :
s EE

b s#ia

B3 RBEN ERETHPPTV

BhERRITH-RR

| EEBRMGENTT

15% BE:kéa)L 21% 167CM

WA | BRI

R GEES=

@ —=0 @ | e° IR 1SEAMTES AR,
L. BRETHET
| B | ) mer: Pem

B b 20 R
T i o -
BEEAA)

ELEMERRR | IBh BHREHEESERR, Ji TOEERE SR, ERRH SR, HEThil

STA0EEEE ML 88/ ARAT |
BItEAEE -

| ER hEERRIER |

®h

Mainstream Ad

TEES

FoEME: |0 Ry Bl
@ i . 8. WEALL BT

Served by
Scupio
EEH

Scupiofzfit

ASAPERAYA 3CT

DUE

BHFIHER. 5%
&, FEFERTH
b R
FIE, EIZi100 ¢

8 7 Lust,

Caution

Ads Served by Yahoo!
J& &5 FYahoo ! F2




TW115 Screen Shots

€« =2 C| [ twll5.com/movie/9846.html
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m

B > EY > BEA > BLF o Hf—#EEMRE
S 4 = = & N ) - o 4 =
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© EHEN
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B RGN
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-

Ads Served by Yahoo!
& 45 FHYahoo !l #E{i:




TW115 Screen Shots

<« C' |3 twll5.com/player/6223-1-1.htm

Search ‘

Mainstream Ad
—
FEES

% Irlnl'[y’ RIGHT AUDIENCE. REAL ENGAGEMENT.

m

I =B R I
mTHBEHEY ESETNEY? JMER, BE
B R R R !

T EFEENGFHER
DARPHINF EWS B EHE, 2AuhEk-4

S ELE Explicit Porn Ad
. J = A
SR, HEE R tBEES

L AN BITHRENREE . SHRR - Nadh
| ST BA—SETE

PREETRERE AR
Bt SRREE{EKE -

Ad Served by Yahoo!
J& &5 HiYahoo 2




Example of Mainstream Ads on Piracy Sites in Taiwan:
Qiredy.com

RILE] - M | 2R | BRI | =8 28 | SE | =B S5 BE - EiEs BR | ZRBIR &R | & MR

LR

) Wy BErie A A
Mainstream Ad @Zﬁm |

T EE

BE EH 2R ¥ um
BHEZT kA RATHSO FORAFTSe MEAR BLR2SI TP 2R BH BT A® RIE AW

PLEDSE ALLEBIANCE S F | RROR-FRL BAR REN RS EEH Changhua
>
o 2@ ﬁ;ﬂ; Department of
U sumnze Labor Affairs
2013-10-07 18:35:40 Fiz - 2013 t S

ALRRBUE S L

s - ZEShowtimesg il
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IBE12E - 2 EmEIE
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PO [y
@ TEETEAESEFRNEERG SETH -
s T =01
. YOUKU ti8s
Mainstream Ad -
2K B1E

Yy
104 ABEBPR 104 HAMS AAEER
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Example of Mainstream Ads on Piracy Sites in Taiwan: Qiredy.com

B 12 ik 5 0 £ 2R 25 Qiredy.com

€& C] [ www.giredy.com/occident/guotuanquandisanji/ Qe =

CECEN Mey  SoE @5z ewey Kan

PR A ER Bl XRl 5Bl BE &E OB

W : . & ¢ & ¥

Y SN | mErassssenane. Q| ‘ /& W

RiE BA <SR 8@ UE

I J QIREDY.COM THREIESS SRENSE EXE SEAS2 TRIEE FLRiFSe BEESS TF B By RE &
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* ZHMEE - MR SN > AN RELRWEE  BETOMIA

i =l EEEME EiZeHE=F

Served by Google
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Example of Mainstream Ads on Piracy Sites in Taiwan: Qiredy.com

WAl : AF 5 I 4t &5 Y F 22525 Qiredy.com

‘ = ~ Video Ad shown on YouTube
Malnstream Ad s 1 e s o utube BE T
TEES

PUMA evoPOWER

‘(Gu

Additional Links o evoPOWERHIGHR2IE [THEES
to Ads within the Y ~

Initial Ad
35%[‘*? é\ﬁﬁ

2% g 5 AHAE | Mainstream Ad
TEES

When you click on Video Ad, served by Google, it shows an advertisement on YouTube with multiple ads layered in the
initial ad on the Piracy Site.

1ER4ELEH, BE A GoogleFR(iLAVEL &5 1%, & #E xYoutube FAYIES:, G147 FAEL N )52 @iy




Example of Mainstream Ads on Piracy Sites in Taiwan: TW116.com

(B4 AE s A A s B (Y 25 5 TW116.com

w11 6.com/occident/meiguokongbugushinvwujihuidisanii,

Switching Simplified QMW HD

e

Home Action Sci-Fi

mtrias
AR A ':';“

Video Search :: ::

Select the type
Maovie Title

keyword [N

Video Search

B a6
S EIER

EEEuSEHESE
kB TESEmL
It EH ERE2018802-82

F-618360

KIERE-a L IE
=

AT REE A B
INIIN=RESE )
EFEH‘“&? }Eﬂﬂfzﬁﬁm%

Comedy Romance Drama Horror

PELE AR E

BERMEETTE, S dr
TI1E. #ta@22es:, SHEEAT
Nora Download: Android versi

_ L Mac Edition - 5.8 full version - gree on 5.7

: Message seeking film - user reading - Nora VIP - Nora downleads -

War documentary drama continent Gan

SEBAREARE & ﬁ&ﬁj]]_]_u ) Eiﬂiiﬁ.@
B e

hao1232 navigation

Title: American Horror Story: coven in Che third quarter
Status: end

Mainstream Ads

T ERES

Starnng: Jessica Lange
Type: European and Am
e: English
Year release

Popularity: 170,445

fFOVEN R £2

Langua

AMERICAN HORROR STofrY

01 Set Section 02 sets




Example of High Risk + Mainstream Ads on Piracy
Sites in Taiwan: Yyets.com

[ www.yyets.com/resource/30859

Served by Baidu |
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The Response
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International Trend: Facing the Problem and Dealing with it

PR ) - TETES R - AR R

* Following the USC Reports, the US industry moved quickly.
USCHE DU% » EEITTER L TED

BEST PRACTICES GUIDELINES FOR AD NETWORKS TO ADDRESS PIRACY AND COUNTERFEITING

To reflect these important principles, Ad Networks will voluntarily seek to observe the following best practices:

General Commitment:

(a) Maintain policies prohibiting websites that are principally dedicated to selling counterfeit goods or engaging in
copyright piracy and have no substantial non-infringing uses from participating in the Ad Network's advertising
programs and post such policies on the Ad Network's website;

(b) Maintain and post these best practices guidelines on the Ad Network's website;

(c) Ad Network policies will include language indicating that websites should not engage in violations of law;

(d) Participate in an ongoing dialogue with content creators, rights holders, consumer organizations, and free
speech advocates.

ADWEEK

Stop Online Piracy:
Move Follows White House Push
For Voluntary Industry Action”

“White House, Ad Networks Release “Ad Networks Agree New Anti-
Anti-Piracy Best Practices” Piracy Guidelines”



UK “Principles” are now the Gold Standard for Ad Guidelines
FeEERY  CTRAT HAGEE SRS

* The UK “Good Practice Principles for the trading of Digital Display
Advertising” is the best international example.

11 [s]AN “Good Practice Principles for the trading of Digital Display
Advertising” 72 f 4 HY BRI P A i

ICWEBS

oint Industry Committee for Web Standards

DTSG “Digital Display Ad Market Unites To

UK Good Practice Principles for the Trading Stamp Out Ad Misplacement”
of Digital Display Advertising

The UK Good Practice Principles have been drafted by a cross-industry

group called the Digital Trading Standards Group (DTSG) for review and -
adoption by www.jicwebs.org. The intention of the Principles is to
significantly reduce the risk of the misplacement of display advertising on

digital media properties, uphold brand safety and protect the integrity of
digital advertising. The work of the DTSG also reflects a common goal: that

digital display advertising should not support inappropriate or illegal "Safety Guidelines Drawn Up To

content or services. - .
Prevent Online Ad Misplacement”



Other Industry Associations Also Moving Rapidly
R T 2R A & T8 — itk

 Germany’s ZAW (German Advertising Federation) is finalizing a self-
regulation “code of conduct.” Announcement expected Q2 2014.

TEEHY ZAW REESERR H flRRED - 2014 428 AR E
e Austrian and Polish Federations developing their own codes of
conduct. Others will soon follow.

BRLI R ESLR7 T H BT ZE (A5 2 48 CLHYRRED © pllEYE o2 Bl R A
* International Chamber of Commerce (ICC) and World Advertising

Federation (WAF) just announced a statement urging industry
groups around the world to take action.

e (1ICC) BB EEE (WAF) EMElEE{E S =Y
T BHIRT T ED.




International Chamber of Commerce:
Safeguarding Against the Misplacement of Digital Advertising

R R EE T ES

Findings

ICC POLICY STATEMENT: SAFEGUARDING AGAINST

THE MISPLACEMENT OF DIGITAL ADVERTISING : : .
* All actors in the online advertising eco-system should work

Commission on Marketing and Advertising together to take affirmative steps to reduce the likelihood of
ads being placed on sites dedicated to either engaging in or
facilitating illegal activity, and/or on or around content that
an advertiser deems to be harmful. Advertising revenue
should not help support illegal activity

* |CC recommends the entire online advertising eco-system
work to develop self-regulation to address the misplacement
of advertisements:

1. Using commercially reasonable efforts and measures
to reduce the risk of ads being placed on sites
dedicated to either engaging in or facilitating illegal
activity, nor on sites that the brand identifies as
undesirable for its products/services; and

2. Developing commercially reasonable policies and
processes for removing or excluding sites dedicated
to either engaging in or facilitating illegal activity
from their marketing campaigns and/or services,

IGC ClABER and the development of an industry-wide standard

for expeditiously terminating such noncompliant ad
placements.

ICC Safeguarding Against the Misplacement of Digital Advertising
http://www.iccwbo.org/Data/Policies/2014/ICC-Policy-Statement-Safeguarding-against-the-misplacement-of-Digital-Advertising/
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Problems and Responses
[ ElE RS

So we’ve seen that there is a big problem in Taiwan — just like in many
other markets.
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In other markets, responses are being developed and implemented. All
players in the online ad market join in these efforts.
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So, in Taiwan, what will the response be?

sa 0 EEHY ol BB TE g = A] 7



