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Online Survey x @ m
Using Milieu’s proprietary

online panel Methodology Samp|e Size Audience

Data representative of adult

population aged 16 and

above in Thailand Online research via N=1,000 samples Representative of
Margin of error of +/- 3% at Milieu’s proprietary Thailand resident
95% confidence panel population of adults

Data collected in August aged 16 and above.
2023 Quotas set for age and

gender
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» Services covered by the research:

Premium OTT Social Media & Video Sharing
AlS Play iQlyl Bilibili Twitch
Amazon Prime Video LOOX TV Facebook Twitter/ X
Apple TV MONOMAX Instagram Vimeo
Bugaboo TV Netflix SnackVideo WhatsApp
CH3 Plus (Beci) OneD Snapchat YouTube
Disney+ Hotstar TruelD Telegram
HBO Go Viu TikTok

iFlix WeTV
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Offers Best Quality Content

65% 68%
55%

23%
Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users
Video Users Users

milieu CIViCI

ASIA VIDEO INDUSTRY ASSOCIATION
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Offers Best Quality Content (OTT Users | n=475)

65% 63%
53%

18%
Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users
Video Users Users

milieu CIViCI

ASIA VIDEO INDUSTRY ASSOCIATION
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Feel Most Immersed Whlle Watchmg (OTT Users l n-475)

59% 60% 03%

18%
Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users
Video Users Users

milieu CIViCI
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Highest levels of attention ( OT User I n=475

62% 64%
52%

9%
Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users
Video Users Users

milieu CIViCI
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Most Likely to Recomend (OTT ss - \ =5) »

65% 65%

38%

9%

Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users

mi||'eu Video Users Users GVIG
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Most Likely to Notice Advertising
85%
78%

64%

47%

Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users

mi||'eu Video Users Users aViq
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Ads Feel Too Intrusive

59%
48%

33%

20%

Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users

milieu Video Users Users GVIG
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Highest Qty ds ( T sers /

10
47% 47% 51%

27%

Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users

mi||'eu Video Users Users GVIG
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Sought More InfoAfterSeemgAds (OTTUsers I n-475)

59%
46%

37%

27%

Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users

mi||'eu Video Users Users GVIG
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Made a Purchase After Seemg Ads (OTTUsers I n-475)

49%
42%

31%

27%

Premium OTT Users UGC + Social Media Messaging Apps Video Linear TV Users

mi||'eu Video Users Users aViq

ASIA VIDEO INDUSTRY ASSOCIATION



Premium OTT . UGC + Social Media

. Scheduled Linear TV

UGC / social platforms are
disposable, as 5 of the top 6
platforms that TH consumers would
drop first were UGC / social.

Messaging App
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ASIA VIDEO INDUSTRY ASSOCIATION



& www.avia.org

Offers Best Quality Content (OTT Users | n=475)

81%
78%

: ‘

B Premium OTT Services

‘

B UGC/ Social Media Services

B Scheduled Linear TV

milieu S o |7/ (o
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Feel Most Immersed While Watching (OTT Users | n=475)

75%
73%
73%

B Premium OTT Services

45%
45% B UGC/ Social Media Services

B Scheduled Linear TV

milieu S o |7/ (o
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Highest Levels of Attention While Watching (OTT Users | n=475)

78%

75%

B Premium OTT Services

B UGC/ Social Media Services

B Scheduled Linear TV
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Has Content They’re Most Likely to Recommend (OTT Users | n=475)

79%
77%

| |

B Premium OTT Services

I
[
X

44% B UGC/ Social Media Services
43%

B Scheduled Linear TV
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30%

24%

23% 23%

20%

17% 17%

14%

Amusement Relief Happiness Optimism Hopefulness Sadness

)

H Overall ®WPremium OTT M UGC / Social

milieu

Most video consumers feel positive emotions after
watching an hour of TV, mainly amusement, relief and
happiness. However, Premium OTT users are
significantly more likely to have stronger positive
emotions after watching TV.

11%

9% 9% 9% gy 0% g 10% 9%

" _ ‘7% 5 - : - m

Stress Frustration Fear Anger Something else
not listed

® ® ) ®
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28%

23%

21% 21%

160 160 17%
. & 14%

13% 13%

10% 10%

Fear

)

M Premium OTT mUGC / Social

Sadness

&)

Relief

Amusement Happiness

Optimism Hopefulness

H Overall

milieu

Similarly to TV, Premium OTT users are significantly
more likely to feel stronger positive emotions after
watching an hour of movies.

9% 8% w 9%

5“%

Nothing

Frustration

)

Stress

)

Anger

)

7% 7% 6% 7% 6% 6% % 6%

5% 49 5%

Something else
not listed
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Executive Summary

At a category level, premium OTT outperforms linear but is generally on par with UGC / social

Across all of the attributes tested (i.e. quality content, immersion, etc.) premium OTT outperformed linear and messaging. However,
performance was consistently on par with UGC/social for almost every attribute. UGC doesn’t necessarily outperform premium as
the ratings were close for key attributes like quality content, immersion, attention levels, etc. (see slides 6 to 14)

Premium is generally viewed as having high quality content, is viewed as immersive and commands high attention levels.
Although UGC / social marginally outperformed premium at the category level in terms of as having high quality content (see slide 6),
this result was driven mainly by two high volume UGC platforms. When we look at individual services, 7 of the top 10 platforms
ranked as having the highest quality content were premium (see slide 16). Furthermore, when it comes to the highest attention
levels, 6 of the top 10 services were premium. And for video platforms that TH consumers would recommend, 7 of the top 10
platforms were premium (see slides 18, 20 and 22)

UGC / social content is highly disposable

When asked which platforms they would give up first, 5 of the top 6 were UGC / social, and only 1 of the 16 premium services test
ranked in the top 6. (see slide 15)

Premium content drives happiness
Users of premium platforms are more likely to feel positive emotion after watching an hour of TV and movies. Furthermore,

they’re also more likely to feel a wider range of positive emotions, including amusement, relief and happiness. (see slides 34
and 36)
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