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Executive Summary 
 
Country Overview  

Indonesia is the most populated country in South East Asia, standing at 266.8 million at the 
end of 2018, which equates to 68 million households.  In the past four years, the premium 
video industry has shifted from a predominantly direct-to-home (DTH) TV market with limited 
availability of fixed broadband services outside the two largest cities to one which is 
dominated by IPTV and online video services.    
 

Summary of basic data of Indonesia (2018) 
Criteria Number 
Population 266.8 million  
Households 68 million 
“National” TV penetration  95% in urban areas  

75% nationally (estimated) 
Pay TV penetration1 10% 
     Cable/IPTV subscribers (2018)  3.4 million  
     DTH subscribers (2018) 3.0 million  
     Terrestrial subscribers (2018) 0.13 million  
Freesat viewers  8–12 million  
Local cable operator (LCO) subscribers  4–6 million  
Online video active users  9–11 million  
Mobile penetration  72.5%  
Fixed broadband penetration  12.5%  

Source: Central Bureau of Statistics and AVIA  

 
FTA in Indonesia  

Like many Asian countries, Indonesia has a very well-developed free-to-air (FTA) TV sector 
with one state owned FTA station and more than 210 private FTA TV stations.  Of the private 
stations, ten are considered large private national stations, which are rebroadcast throughout 
the nation via unencrypted satellite C-band transmissions; they hold a 97.5% all time audience 
share of the FTA households.  Four large media groups own nine out of the ten large private 
FTA TV stations.  
 
Traditional Pay TV 

The Indonesian pay TV sector continues to be one of the most fiercely competitive in South 
East Asia with 385 pay TV licenses issued by the government, including 17 DTH, 366 cable TV 
and two terrestrial licenses.  The total number of traditional pay TV subscribers is estimated 
at between 10.5–12.5 million, of which 6.5 million subscribe to reputable “national” 
companies and the rest subscribe to licensed local cable operators (LCOs).  Additionally, a 
further 8–12 million digital FTA satellite boxes have been sold since 2014. 
 
In the past couple of years, the increase in traditional national pay TV subscribers has been 
solely driven through the growth of dual play broadband and cable TV/IPTV subscribers, while 
subscribers for other technologies started to decline.  Indeed, the cable TV/IPTV share of 

                                                
1 Pay TV penetration is defined as paying subscribers as percentage of households 
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paying subscribers has increased five-fold from 13% in 2014 to 51% in 2018 and over the next 
few years the DTH share is likely to erode further as consumers increasingly want bundles 
which include fast broadband internet at home. 
 
Currently, Indonesian DTH pay TV platforms use 34 transponders on nine satellites.  Over the 
past four years, pay TV operators have reduced the number of transponders used, as several 
small DTH platforms have stopped operation and some operators have reduced the number 
of transponders used to reduce costs. 
 
Online Video 

Indonesia’s online video industry has developed rapidly over the past couple of years, with 
increasing availability of reliable and fast broadband combined with falling data prices.  The 
sector is still very much in its infancy; the largest players each attract two to five million active 
monthly users per month.  To date the largest global online video players have been unable 
to achieve high market penetration  for a number of reasons including tough entry barriers 
(Telkom, the largest telco, has blocked Netflix across its entire network); reluctance to set up 
a local presence in Indonesia and high monthly subscription costs.  As a result, four to five 
Asian and Indonesian players have started to emerge as market leaders that have a strong 
focus on Indonesian and Asian content, live sports, as well as Bollywood and Hollywood films. 
 
Advertising Overview  

Indonesia is the largest advertising market in South East Asia valued at US$2.8 billion in 2018.  
As a whole, the advertising industry has performed well growing 11.8% p.a. between 2015 
and 2018 and is expected to continue growing at 13.6% p.a. to reach US$4.1bn by 2022.   
 
Historically, FTA TV has been the key destination for ad spend and although Indonesia has 
more than 200 TV stations, the ten largest private “national” TV stations still attract more 
than a 97.5% all time audience share of the FTA households and in turn absorb 90% of ad 
spend. However, within the ad market, revenues have started to transition across from FTA 
TV to online.  FTA TV is expected to lose an 18% ad share between 2015 and 2023 as FTA TV 
ad revenues grow by slow single digits while online advertising will grow by a 24% 
compounded annual rate of growth (CARG2) over the same period.  Online advertising is also 
expected to eat into other offline advertising segments which will see their ad share drop 11% 
over the same period. 
 
Internet Overview  

In 2017, Indonesia was the fifth largest internet country with 143 million users, equivalent to 
a 55% penetration rate, with more than 84% users connecting via mobile devices.  Growth in 
new internet users started to slow down in 2017, as most Indonesians that want to be internet 
connected are already connected, while many non-users are either outside the coverage area 
or have no current desire to connect to the internet. 
 

                                                
2 CARG estimated by AVIA based on multinational internet players actual growth for SE Asia and Indonesia between 2015 
and 2018 as well as projected growth for 2019–2023. 
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Fixed Broadband Industry Overview 

Globally, Indonesia is the 25th largest broadband market with 8.5 million subscriptions, 
equivalent to a 13% household penetration rate.  There are nine main broadband providers, 
although the largest player – Telkom Indonesia – holds around an 84% market share.  All the 
major fixed broadband providers offer cable TV as a bundled product, although some of the 
new fixed broadband players provide only the network and allow subscribers to join online 
curated content (OCC) subscriptions thereby reducing exposure to content costs. Whilst the 
broadband operators’ network extends to nearly 35 million home passes, a number of homes 
have multiple broadband connections; as such it is estimated that just over a quarter of 
homes have access to high speed broadband.  In terms of broadband speed, Indonesia has 
one of the slowest fixed broadband speeds ranked 110th globally and within South East Asia 
is the fourth slowest at 16.3 Mbps. 
 
Mobile Industry Overview 

Indonesia is the fourth largest mobile market in the world with an estimated 346 million SIM 
cards in use.  Indonesia’s mobile sector is saturated with more than 90% of adults using 
mobiles; as such the overall mobile penetration rate has remained fairly stable at 70–72% 
over the past five years.  Due to aggressive competition and price undercutting, Indonesia has 
one of the lowest average revenue per users (ARPUs) in South East Asia at US$2.3 per month 
and US$0.71 per GB.   
 
Indonesians have an increasing appetite for data, with smartphones accounting for 74% of all 
mobile connections. Monthly data usage has been doubling every year since 2016 to 3.5 GB 
a month in 2018 and is expected to reach 15.5 GB per month in 2022. 
 
In 2017, mobiles generated nearly half of all internet traffic volumes but this is expected to 
leap to 69% in 2022.  In 2018, the mobile sector generated an estimated US$10.4 billion of 
revenues with data being the main revenue driver; its contribution to revenue more than 
doubled in the past four years to an estimated 57% in 2018. 
 
Content 

As in many countries, football rights are highly competitive in Indonesia as they are 
considered essential viewing to boost subscribers and/or advertising.  Most popular football 
leagues have some games broadcast on FTA whilst the full package of games is broadcast on 
pay TV platforms and some games are live streamed on OCC platforms. 
 
Recently a number of new players to the market have come on the scene and acquired key 
rights, including PT Mola TV, a new local sports rights company made up of a consortium of 
Indonesia, US and Bahrain backers.  That company won the rights to English Premier League 
matches (2019–2021), while PT Futbal Momentum Asia won the exclusive rights to a number 
of prestigious football events including the World Cup 2018 and UEFA Champions League and 
European League (2018–2021). Outside of football, Fox Sports holds the exclusive rights to a 
wide range of other sporting events in Indonesia. 
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Other than sport, all of the major OCC players are heavily investing in developing local content 
to appeal to a wider audience and differentiate themselves.  As most OCC platforms are not 
affiliated with Indonesian media groups / production studios, OCC platforms have come up 
with innovative strategies to develop local content including original series and films as well 
as acquiring exclusive rights to Indonesian blockbuster films. 
 
Challenges facing the industry 

Piracy remains without a doubt one of the main challenges to both traditional pay TV and the 
nascent OCC industry. It is difficult to accurately determine the extent of piracy in Indonesia 
but it is estimated that 6–12 million watch unauthorised content on cable TV and as many as 
15 million watch illegal content online. Indonesian consumers are developing an unhealthy 
appetite for viewing pirated content via illicit streaming devices (ISDs). A recent YouGov 
consumer survey for Indonesia, commissioned by AVIA’s Coalition Against Piracy (CAP), found 
that 29% of Indonesian online consumers use an ISD to stream pirated television and video 
content. Of the 29% of Indonesian online consumers who purchased an ISD for free 
streaming, nearly one in five (17%) stated that they cancelled all or some of their subscriptions 
to legal pay TV services.   
 
Whilst online piracy has grown exponentially as Indonesia’s broadband infrastructure has 
rapidly improved both in terms of download speed as well as coverage and affordability, cable 
piracy continues to be the biggest threat to DTH operators that are operating in rural areas 
which are not served by good broadband.  In rural regions, consumers are often not aware 
that they are subscribing to an illegal operator or that the content may be illegal; they are 
simply concerned about paying the lowest price possible for their entertainment. 
 
The government has taken some measures to try and tackle piracy. In a bid to stamp out cable 
piracy, Kominfo has encouraged LCOs to legalise and obtain a cable pay TV license. However, 
there is no enforcement mechanism in place to ensure the LCOs continue to operate legally 
after they have received their license.  For online piracy, a start was made when an inter-
agency anti-piracy taskforce was established in 2015. This taskforce has taken down 392 
illegal film websites that distributed or streamed pirated content in the last three years. 
However, online piracy remains a significant problem, as the takedown/blocking mechanism 
is slow and not responsive to rapid market changes.   
 
Traditional pay TV platforms face a number of other challenges including rising costs for 
acquiring content and deploying networks.  At the same time revenues are struggling to grow 
due to falling ARPUs as many DTH platforms are starting to see their subscriber numbers 
decline.  For their part, OCC platforms face the difficult challenge of monetising their products 
as Indonesians are very hesitant to pay for content (abetted by free availability on pirate 
networks) and advertising revenues are slow to materialise. 
 
Regulations 

Traditional pay TV is heavily regulated, especially in terms of content, whilst OCC is not legally 
recognised and therefore not regulated at all. The Broadcasting Law only recognises pay TV 
offered through satellite (DTH), cable and terrestrial; thus, content aired through OCC and 
other non-traditional pay TV means are not subject to any pay TV regulations.  
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Indonesia has two governmental bodies that oversee the broadcasting and 
telecommunication sector.  The Ministry of Communication and Information Technology 
(Kominfo) is responsible for setting policies and overall supervision of the broadcasting and 
telecommunication sectors; while the independent Indonesian Broadcasting Commission 
(KPI) is solely responsible for supervising content.  Jointly, Kominfo and KPI are responsible 
for granting broadcast licenses, including pay TV licenses. 
 
KPI’s content regulations are primarily focused on ensuring content meets Indonesia’s moral 
standards; in that respect KPI has a slightly more tolerant standard for pay TV compared to 
FTA TV. 
 
Other regulations focus on classification, parental controls, dubbing/subtitling film-related 
content into Bahasa Indonesia, 10% quota for Indonesian FTA, as well as local content and 
advertising. On the latter, there has been substantial change in the position of foreign adverts 
being inserted into pay TV channels over the past few years.  Extant legislation contains 
restrictions on foreign ads, but KPI is responsible for monitoring adverts. The current 
Commission does not consider adverts a priority area and thus are not actively monitoring 
adverts.  They have not given any formal admonitions about the insertion of foreign adverts, 
a position which is a 180-degree reversal on the previous KPI Commission’s stance on foreign 
adverts that requested all foreign adverts be replaced with Indonesian adverts in March 2015. 
 
The government has been trying to revise the current Broadcasting Law to broaden its 
coverage to include IPTV and OCC, digitisation of FTA and a number of other relevant issues. 
However, the draft Broadcasting Law has stalled in the House of Representatives (DPR) and 
is unlikely to be passed before the end of the current government in October 2019, in which 
case it will start the process anew under the next government and optimistically not be passed 
until 2021 at the earliest. 
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FTA in Indonesia 
 
Indonesia has a very well-developed FTA TV sector with one state owned FTA station and 
more than 210 private FTA TV stations.  Technically, Indonesia does not have national FTA TV 
stations as it requires FTA TV stations to be licensed in each area that they operate.  Having 
said that, 15 private stations are effectively “national” FTA stations as they broadcast in more 
than 12 areas; of these 15, ten are considered large private national stations with more than 
1.5% audience share and the other five have smaller coverage and lower viewership.  Finally, 
Indonesia has approximately 190 local FTA stations with city or regional coverage.  Although 
there are more than 210 licensed FTA TV stations, in any given area, the number of FTA 
stations available ranges from seven to 14. 
 
Larger national stations generally focus on general entertainment; four stations (including 
two large and two small national FTA stations) focus on news, while local stations are tailored 
exclusively to the local area’s ethnicity and taste. 
 
Large National FTA Stations  
Four media groups control the national FTA TV stations owning nine out of the ten large 
national stations, with a combined audience share of 97.5%. 
 

National FTA stations 
Station Owner Launch 

Date 
Genre All time Audience 

Share 
Former Names 

TVRI  State Owned 1962 Entertainment 1.1%  
RCTI MNC Group  1989 General 

Entertainment 
31.8%  

MNC TV  1991 TPI (2002–2017) 
GTV  2002 Global TV (1991–2010) 
iNews  2008 News & Sports  <1% SUN TV (2008–2011) 

SINDOtv (2011–2015) 
iNews TV (2015–2017) 

SCTV  Emtek Group  1989 General 
Entertainment 

32.8% Surabaya Citra Televisi (1990–1993) 
Indosiar  1995  
antv Viva Group  1993 General 

Entertainment 
18.5% ANTeve (1993–2003) 

TV One  2002 News, Sports & 
Entertainment  

Lativi (2002–2008) 

Trans 7  CT Corp   2001 General 
Entertainment 

14.1% TV7 (2001–2006) 
Trans TV  2001  
Metro TV  Media Group  2000 News  1.5%  
Net. Indika Group  2005 General 

Entertainment 
<1% Spacetoon (2005–2013) 

RTV  Rajawali Corp 2009 General 
Entertainment 

<1% B-Channel (2009–2014) 

Kompas 
TV  

Kompas 
Gramedia  

2011 News <1%  

Source: AVIA and Nielsen  

 
Large national FTA stations are heavily focused on general entertainment with a heavy 
emphasis on local soap operas known as sinetrons.  Only four out of 15 national FTA stations 
(including two large and two small national stations) focus on news, sports and current affairs.  
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In general entertainment, stations compete strongly for primetime audiences as it is the 
primary driver of advertising revenues.  SCTV (Emtek Group) was the most watched FTA TV 
station in 2018 in both primetime and all-day viewing.  RCTI (MNC Group) primarily focuses 
on primetime where it slipped to second place due to a poor start to the year but audience 
share gradually picked up in the second half of the year.  RCTI is fourth in terms of all-day 
viewing. Indosiar (Emtek Group) was third in both primetime and all-day viewing and 
competes closely with ANTV (Viva Group).  MNC TV (MNC Group’s second general 
entertainment channel) lags behind the leaders with a 9.7% all-day audience share.  Trans 7, 
Trans TV (both CT Corp) and GTV (MNC Group) each hold between a 6.7–7.4% all-day 
audience share.  TV One and Metro TV are both news channels with a 1.5–3.3% all-day 
audience share. 
 

Primetime audience share All-day audience share 

  
Source: Nielsen  

 
At the group level, Emtek Group has nudged MNC Group out from first place to take the crown 
of most watched media group both in primetime and all-day viewing.  MNC Group has lost 
10.7% of its primetime audience, in part due to Emtek regaining audience share lost in 2016 
as well as Emtek carrying a wide bouquet of sporting events, including the EPL and ASEAN 
Games.  Both media groups hold approximately one third of the audience share.  Viva Group 
(with only one entertainment station) holds 16.8% share while Trans Group continues to 
struggle against the other media groups and holds only 12.3% share.  
 

Primetime audience share by media group  

 
Source: AVIA, Nielsen  
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“Regional” Network FTA Stations  
There are approximately seven larger “regional” network stations that have either formally 
or informally grouped together into a network of stations broadcasting across multiple areas.  
Some focus on specific regionals such as East Java while others provide content to other local 
FTA stations.  MYTV is the newest network station launched in 2015 as Banten TV and 
rebranded as MYTV on February 1st 2019; part of the Mayapada Group which also owns 
shares in RTV. 

“Regional” network stations 
Station  Owner Launch 

Date  
Type  Previous Names  

MYTV   Mayapada Group  2015  Television network  Banten TV (26 August 2006 – 31 
December 2015) 
INTV (1 January 2016 – 1 
February2019) 

Bali TV 
Network  

Bali Post Media 
Group  

2002 Television network   

Tempo TV  Tempo Inti Media  2010  Content Provider   
JPMC  Jawa Pos  2007 Network of TV 

stations 
 

CTV   2002 Network of TV 
stations 

 

Top TV  Pertiwi Daya 
Sembada & Gunung 
Subur  

2007   

City TV 
Network  

Mahaka Media  2010 Network of TV 
stations  

 

Source: AVIA  

 
Local Stations 
In addition, there are approximately 180–190 local stations that are broadcast in one or two 
local areas and tailored exclusively to the local area’s ethnicity and taste. 
 
FTA digitalisation 
Indonesia is one of the last countries in Asia to start the digital switch-over due to ongoing 
legal issues with the courts cancelling several versions of Kominfo’s digital broadcasting 
regulations, in effect prohibiting digital broadcast. 
 
In the meantime, Kominfo continues to target a digital switch-over by 2020 and has continued 
with its preparations, which include updating the master plan to require digital FTA TV to use 
DVB-T2 standard in the 700 MHz band; and carrying out trials in 12 cities with 40 broadcasters 
using TVRI’s multiplexer.   
 
To meet the 2020 digital switch-over target, either a new Broadcasting Law must be passed 
by DPR which looks increasingly unlikely with the upcoming election and end of parliamentary 
term in October 2019; or the President issues a Presidential Decree and mandates the digital 
switch-over as a government initiative using TVRI’s multiplexer network. 
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The Advertising Market  
 
Overview  
AVIA has measured net advertising based on media players’ net advertising revenues 
recorded in their financial reports which reflects advertising after discount, excluding agency 
commissions, while online ad revenues includes advertising booked overseas for the 
Indonesian market. 
 
Indonesia is the largest advertising market in South East Asia valued at US$2.8 billion in 2018.  
As a whole, the advertising industry has performed well growing 11.8% p.a. between 2015 
and 2018 and is expected to continue growing at 13.6% p.a. to reach US$4.1 billion by 2022.   
 

Net Ad spend by media (2015–2023) 

 
Source: AVIA  
 
However, within the ad market, revenues have started to transition away from FTA TV to 
online.  FTA TV is expected to lose 18% ad share between 2015 and 2023 as FTA TV ad 
revenues are expected to grow by low single digits while online advertising will grow by 16% 
CARG over the same period.  Online advertising is also expected to eat into other offline 
advertising segments which will see their ad share drop 11% over the same period. 
 

Advertising market share by media (2015–2023) 
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Television 
Historically, FTA TV has been the key driver of ad spending accounting for over half of all ad 
spend in Indonesia.  Between FTA stations, ad spend is highly correlated with audience share 
with the top ten largest private “national” TV stations attracting more than a 97% audience 
share, in turn absorbing 90% of ad spend, while the remaining 190 TV stations share 3% 
audience share and 10% of the ad spend. 
 
FTA TV ad spending grew by 5.6% CARG between 2013 and 2018 to reach US$1.37 billion in 
2018.  Ad spend growth has followed economic growth expectations with growth spurts 
during key internal events such as the 2014 and 2018 World Cups; 2014 and 2019 general 
elections and 2018 Asian Games.  Going forward, FTA TV advertising is expected to grow by 
3.7% CARG between 2017 to 2022 to reach US$1.6 billion; however, its share of the ad spend 
will decline to 40% as more ad spending shifts online. 
 
For Pay TV spending on advertising peaked in 2017 at US$27.1 million but declined by 0.8% 
in 2018 to US$26.1 million as major platforms saw slight drops in subscribers combined with 
increased competition from other media for advertising.  MNC Vision and First Media / Link 
Net are the only two pay TV platforms that focus on generating ad revenues which are 
approximately eight percent of subscription revenues.  Going forward, pay TV platform ad 
spend is expected to continue declining at 0.8% per annum to US$25 million in 2023 as 
subscribers continue to migrate to cable/IPTV and online viewing. 
 
Online 
Online ad spend is estimated to have reached US$960 million in 2017.  Global players (i.e. 
Google and Facebook) dominate the segment with 90% share, with much of their Indonesian 
ad revenues booked offshore, however these have been included in the market size.  Online 
ad revenues have grown 36% year-on-year since 2015 propelling online ad share to jump from 
19% in 2015 to 34% in 2017.  Going forward, online ad spend is forecasted to grow by 16% 
CARG to reach US$2 billion in 2022, at which point it will overtake FTA TV as the largest 
advertising segment with 49% share. 
 
Based on Nielsen gross ad spending, nearly two thirds of online ad spending was on search 
and display ads, while online video only attracted 20%.  Going forward, online video ad spend 
is expected to grow at a much faster rate than online search and display ad spend and by 2023 
video advertising will account for a 30.5% share of the online ad spend market. 
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Online advertising share by category (2018–2023) 

2018 2023 

  
Source: Nielsen 
 
Other Offline Media  
Other offline media includes print, radio, out-of-home and cinema and in 2018 was valued at 
US$453 million or a 16% share of the ad spend market.  Print is the primary driver of other 
offline media contributing an 82% share, however print advertising has slowly been 
contracting as readers migrate online. Over the next five years, other offline media 
advertising is expected to fall by 0.4% per annum and in 2023 its share of net advertising 
revenues will have fallen to 11%. 
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TV Consumer Habits 
 
Pay TV Consumer Habits  
 
The following section is based on Nielsen’s Consumer and Media View that covers 640 pay 
TV consumers across 11 major urban areas. 
 
Pay TV penetration across 11 urban areas is 11% with just over half only watching TV on their 
pay TV platforms and the remaining 45% switching between analogue FTA and their pay TV 
platform. However, pay TV is very low compared to FTA TV, which is near saturation level with 
94% watching FTA. 
 
Pay TV consumers tend to be more affluent and educated than FTA viewers.  Some 85% of 
pay TV consumers are from an upper social economic group and 38% have attained a 
university degree.  In contrast only 24% of FTA viewers are from an upper social economic 
group and less than 10% have attained a university degree.   
 

Pay TV penetration  Pay TV consumers – income level  

  
Most watched content on pay TV Pay TV consumers – education attainment 

 

 

Source: Nielsen  
 
On average, pay TV is watched for four hours per day. Although consumers subscribe to pay 
TV, they are primarily watching Indonesian FTA channels that account for 60% of viewing on 
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pay TV systems.  In terms of premium channels, kids’ TV and movies are still the most popular 
and account for 20% of viewership, with a further 4.5% watching general entertainment. 
 
In terms of age groups, all generations watch FTA with near total saturation, with internet 
being popular amongst Millennials and Generation Z.  Pay TV has a slightly higher penetration 
among Generation X and Millennials, as well as Generation Z. 
 

Generational preference for media  

 
Source: Nielsen  
 

Online TV Habits  
A global piracy report conducted by the University of Amsterdam in 2018 provides good 
insights into Indonesian internet users’ consumption of film and video (excluding linear TV).  
Nearly as many internet users watch illegal content (65%) as they do legal content (78%).  
Streaming is the most preferred method to access content, with 73% accessing it legally 
compared to 60% illegally. Likewise, with downloading, 64% do it legally compared to 58% 
illegally.  
 

Internet users’ consumption of TV and video from any source 

 
Source: Global Online Piracy Study (University of Amsterdam) 
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In terms of per capita consumption of films and TV series by internet users, the highest 
consumption is through digital means with 27.9 titles being consumed legally and 25 titles 
illegally.  In terms of streaming, 18 titles are consumed legally compared to 10.2 illegally. 
 

Per capita consumption of film & TV series by any means (internet population) 

 
Source: Global Online Piracy Study (University of Amsterdam) 
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Internet Overview 
 
Overview 
In 2017, Indonesia was the fifth largest internet country with 143 million users and more than 
84% of those connecting via mobile devices. 
 
Number of internet subscribers and penetration rate  
Based on the Indonesian Internet Service Provider Association (APJJI)’s 2017 internet 
penetration and behaviour survey there were 143.3 million internet users in 2017, equivalent 
to a 55% penetration rate.  As expected, internet penetration is much higher in urban areas 
reaching 72% compared to 48% in rural areas.  
 
Growth in new internet users started to slow down in 2017, as most Indonesians wanting to 
be internet connected are already connected and many non-users are either outside coverage 
area, or have no desire to use the internet. 
 
Geographical split of internet users per island is in-line with population share with 58% of 
internet users based in Java and 19% in Sumatra. 
 

Internet users and penetration rate Internet users’ geographical spread  

  

Source: Association of Internet Service Provider Indonesia (APJII) 
 
Usage Habits  
Indonesians are glued to their screen with more than two thirds of internet users going online 
every day and just over half of users spending more than four hours a day online. 
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Number of days per week going online Daily internet consumption 

 
 

Source: APJII 
 
Given that Indonesia is one of the most active countries on social media, it is not surprising 
to see more than 87% of internet users chatting and/or connecting to social media sites.  
Some 70% of internet users watch or download videos. 
 

Online usage habits 

 
Source: APJII 
 
Internet traffic 
Cisco’s 2018 VNI report estimates that in 2017, Indonesian internet users generated 932 PB 
internet traffic per month, of which 60% was from fixed line devices and 40% from mobiles.  
By 2022, mobiles are expected to account for 55% of all internet traffic. 
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Indonesia’s monthly internet traffic 

 
Source: CISCO VNI Complete Forecast Highlights- Indonesia 
 

Consumer IP traffic accounted for 89% of all IP traffic in Indonesia in 2017. Internet video 
traffic made up 57% of all consumer IP traffic, which breaks down into 9% generated from IP 
VOD and internet-video-TV and 91% of other forms of video including short and long form, 
video calling, internet PVR and video surveillance.  By 2022, video traffic is expected to 
account for 80% of all consumer IP traffic. 
 

Consumer IP traffic breakdown  

 
Source: CISCO VNI Complete Forecast Highlights -Indonesia 

 
In terms of device diversity, there was a fairly even split between smartphones and PCs in 
2017 with smartphones generating 47% of IP traffic compared to 43% by PCs.  However, in 
terms of data usage smartphones averaged 2.1 GB per month compared to 19.8 GB on PCs.   
By 2022, smartphones will account for 69% of IP traffic using on average 8.4 GB while PC’s 
share of IP traffic will have fallen to just 16% with 34.6 GB average monthly usage. 
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Mobile Industry Overview 
 
Overview 
Indonesia is the fourth largest mobile market in the world with an estimated 346 million SIM 
cards in use, with smartphones accounting for 74% of mobile connections.  Due to aggressive 
competition and price undercutting, Indonesia has one of the lowest ARPUs in South East Asia 
at USD$2.6 per month and USD$0.58 per GB.  Indonesian appetite for data usage is still 
relatively small at 3.4 GB per month but is rapidly increasing and is expected to top 15.5 GB 
per month in 2020.  In 2017, mobiles generated nearly half of all internet traffic volumes but 
is expected to leap to 69% in 2022.  
 
Subscribers  
The number of mobile subscribers topped 438 million at the end of 2017.  In a bid to clean up 
operators’ databases and combat SIM card misuse, Kominfo required all pre-paid subscribers 
to re-register their SIM cards before end of April 2018. As a result, mobile operators reported 
a combined 27% drop in subscribers to 321 million by the end of 2018. Due to poor and 
inconsistent network coverage and a wide array of carrier promotions on offer, Indonesians 
on average have 1.6 active mobile devices. The mobile market is close to saturated with a real 
mobile penetration rate close to 75%, which has remained stable over the past five years as 
most Indonesian adults and teenagers that are within mobile coverage area, and want a 
mobile device, are already connected. 
 

Number of mobile SIM cards and penetration rate 
(2013–2018) 

Mobile operators’ subscriber share 
(2018) 

  
Source: AVIA, company reports  
Mobile operators’ subscriber share excludes Bolt as its license was terminated on December 28, 2018. 
 
Number of mobile operators and their market shares  
There are five main mobile operators in Indonesia: 
• Telkomsel 
• Indosat Ooredoo 
• XL Axiata  
• Hutchison 3 (Tri Indonesia) 
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Telkomsel Indonesia (Telkomsel) is a joint-venture between the state-owned telco, PT Telkom 
Indonesia, and Singtel. It is the pioneer of mobile services in Indonesia. Telkomsel has 
maintained its status as market leader through providing the most extensive coverage area 
and fastest connection speeds, compared to its peers. At the end of 2018, Telkomsel was 
more than three times the size of its closest competitor, with 51% share of mobile subscribers, 
equivalent to 163 million subscribers, while it attracted 60% of mobile revenues. 
 
The next two players, Indosat Ooredoo and XL Axiata, compete head-to-head to be the 
second largest mobile operator.  For several years, Indosat Ooredoo maintained a slight edge 
over XL Axiata but lost this advantage in 2018 due to its slow roll out of 4G network and 
inferior data speeds compared to its peers; consequently, many high value customers 
migrated to better networks.  At the end of 2018, Indosat Ooredoo had 58 million subscribers 
making it the second largest operator in terms of subscribers with an 18% subscriber share.  
Over the past 18 months, the Indosat Ooredoo subscriber base has seen wild swings; at the 
end of 2017 its subscriber base jumped 29% only to fall 47% during early 2018.  Due to an 
inferior network, Indosat Ooredoo has had to increasingly focus on low value legacy and SMS 
business while other operators focus on the high value data users.  In 2019, Indosat Ooredoo 
intends to aggressively upgrade its network so that it can compete with XL Axiata again. 
 
On the other hand, XL Axiata aggressively expanded its network outside Java during 2018 and 
positioned itself as a data-centric operator targeting data savvy smartphone users. As such it 
is more focused on revenue and ARPU rather than absolute subscriber numbers. At the end 
of 2018, XL Axiata had 54.9 million subscribers or a 17% subscriber share. 
 
Smaller operators, Hutchison 3 Indonesia (Tri Indonesia) and Smartfren are both data-centric 
operators.  Tri Indonesia was the most affected by the SIM card re-registration program losing 
49% of its subscriber base to end the year with 32.1 million subscribers or a 10% subscriber 
share.  Smartfren ended the year with 13 million subscribers or a 4% share.  
 
Bolt, a 4G Broadband Wireless Access (BWA) provider, had its license terminated at the end 
of December 2018 due to non-payment of IDR708 billion (US$49.1 million) in radio spectrum 
fees.  Its operation was taken over by Smartfren.   
 
Sampoerna Telekomunikasi Indonesia (STI) previously provided code-division multiple access 
(CDMA) service under the Ceria brand but rebranded to Net1 in 2017 and launched an LTE 
service.  Net1 is focused on the rural areas as it is the only operator on the 450 MHz bandwidth 
and claims that each base transmission station (BTS) has 60–100 km radius coverage.  The 
operator is still very small and at the end of 2018 was estimated to have 40,000 subscribers. 
 
Revenue 
Mobile operators generated IDR142 trillion (or USD$10.1 billion) in revenues in 2018.  
Revenues dropped 8% in 2018 in response to Kominfo blocking more than 25% of SIM cards 
that were not re-registered during the SIM card registration program.   
 
In terms of operators’ revenue share, Telkomsel had the highest ARPU in the industry which 
translated to a 60% revenue share.  XL Axiata, focusing on higher value data customers, was 
the second largest player in revenue terms with a 15% share.  Due to lack of investment, 
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Indosat Ooredoo ARPU dropped to 40–50% of its peers, which in turn pushed down its 
revenue share to 13%. Tri Indonesia and Smartfren revenue share was in-line with their 
subscriber share at 9% and 3% respectively. 
 

Mobile revenues (2013–2018) Revenue share (2018) 

  
Source: company reports 
 
Data has been the main driver of revenue during the past four years with its contribution 
towards total revenues doubling over the past four years to 57% in 2018.  However, due to 
an aggressive price war between operators, the price per gigabyte (GB) of data has fallen by 
87% over the same period to IDR8,132 (USD$0.58) per GB, making it one of the cheapest in 
Asia. 
 

Share of mobile operators’ revenues derived 
from data  

Price of GB of data  

  
Note: Based on Telkomsel, XL Axiata and Indosat Ooredoo 
Source: Company reports  
 
In terms of regional spread, Telkomsel is by far the most diversified, generating 60% of 
revenues from outside Java.  In comparison, XL Axiata currently generates 30% of revenues 
from outside Java, but is aggressively expanding its 4G network and is focused on increasing 
ex-Java share of revenues in the next couple of years. Indosat is still heavily focused on Java 
with only 10% of revenues generated outside Java.  Tri Indonesia and Smartfren do not 
release data on regional split of revenues but are both heavily focused on Java. 
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Network coverage  
In early 2019, 4G coverage was available in 97% of cities/districts and 77% of villages.   
 
In terms of operators’ coverage, Telkomsel has the most extensive network covering all of 
Indonesia’s 34 provinces and is available in 97% of cities while XL Axiata and Indosat Ooredoo 
are available in 86% and 80% of cities respectively. 
 
In reality, 4G coverage is extensive in Java, Bali and Southern Sumatra but in other areas 4G 
is often limited to a small footprint in the city centre with much of suburban and rural areas 
outside 4G coverage. A comparison of mobile operators’ coverage footprint is illustrated 
overleaf. 
 
All mobile operators have aggressively rolled out 4G networks in the past couple of years; 
with the number of 4G BTS jumping more than three-fold since 2016 to reach 138,475 at the 
end of 2018.  Telkomsel as the forerunner in 4G services owns 41% of the installed base of 4G 
base transmission station (BTS), while XL Axiata has 22%.  The other three operators are 
similar in size, each with a 12% share of 4G BTS.   
 

Growth in 4G base transmission station (2015–2018) Operators’ share of 4G BTS (2018)  

  
Source: company reports  
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Telkomsel’s coverage 

 
XL Axiata’s coverage 

 
Indosat Ooredoo’s coverage 

 
Tri Indonesia’s coverage 

 

 
Source: https://www.nperf.com  
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Mobile Internet Speeds 
Indonesia has one of the slowest mobile internet speeds, ranked 118 out of 136 countries as 
tracked by speedtest.net in February 2019.  Mobile internet speeds are improving with 
download speeds reaching 10.45 Mbps in February 2019, up from 7.4 Mbps in 2016, and by 
2022 is expected to reach 24 Mbps. 
 
Mobile operators’ performances is tracked by opensignal.com.  Between August – October 
2018, Telkomsel had the fastest network with 4G download speeds topping 14.4 Mbps, while 
average download speeds were approaching 10 Mbps. XL Axiata and Smartfren came in 
second, while Indosat and Hutchison have the slowest networks with 4G download speeds of 
4 Mbps. 
 

Average download speed by mobile operator (August – October 2018) 

4G download speed  Average download speed  

  
Source: Opensignal 
 
Shift in usage patterns  
Some 98.1% of mobile subscribers are on pre-paid plans spending on average IDR37,000 
(US$2.6) per month. 
 

Mobile users’ average monthly usage  
Subscription type   ARPU  Monthly data usage 

 

Telkomsel* IDR41,000 3.70 GB 
XL Axiata  IDR32,000 4.10 GB 
Indosat Ooredoo IDR18,700 3.40 GB 
Smartfren NA NA 
Tri Indonesia  IDR36,820 6.05 GB 
   

Source: Company reports  
*Telkomsel data for Q3 2018  
 
Over the past five years, there has been a marked shift in mobile usage patterns.  Subscribers 
connecting via smartphones have nearly doubled in the past four years and at the end of 2018 
accounted for 74% of subscriptions.  Users have a small but growing appetite for data with 
monthly usage doubling every year since 2016 to 3.7 GB per month in 2018 and by 2022 is 
expected to reach 15.5 GB per month. 
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Smartphone connections as share of mobile 
subscriptions 

Growth in monthly data usage (2014–2018) 

 
 

Source: Company reports  
Monthly data usage: based on the number of data users  
Growth in monthly data usage based on Telkomsel, Indosat and Xl Axiata data  

 
The shift in mobile users’ usage patterns is best illustrated by Telkomsel’s operating 
performance data that shows data load doubling year-on-year while SMS are declining more 
than 40% per annum and voice traffic remaining fairly static. 
 

Shift in mobile usage patterns (2013–2018) 

 
Source: Telkomsel 
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Fixed Broadband Industry Overview 
 
Overview  
Indonesia is the 25th largest broadband market with 8.5 million subscriptions. All of the main 
fixed broadband providers offer cable TV as a bundled product, with take up rates ranging 
from 25% to 97%. Some of the players entering the fixed broadband market in the next couple 
of years plan to only provide the network and allow subscribers to make their own 
subscriptions to OCC providers, thereby reducing exposure to content costs. 
 
Subscribers and penetration rate  
At the end of 2018, some 8.5 million subscribed to a fixed broadband service, a growth of 38% 
year-on-year, primarily due to Telkom’s aggressive push for new subscribers. Fibre broadband 
has jumped from just 14% of fixed broadband subscriptions in 2014 to 73% in 2018, however 
there are still 2.2 million internet users subscribing to Telkom’s older ADSL service. 
 
Fixed broadband penetration rate has doubled over the past five years to 13% in 2018; while 
fibre broadband has risen from 1% in 2014 to 9% in 2018. 
 

Growth in fixed broadband subscribers by 
technology (2014–2018) 

Broadband and fibre broadband penetration 
rate of households 

  
Source: Company reports  
 
Main Players and their Market Share 
Indonesia currently has 9–10 broadband providers, although the top two held a 93% share of 
subscribers in 2018. All providers, with the exception of Telkom, only offer full fibre 
broadband. 
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market share shrink by 3% due to Telkom’s aggressive push to grow the market, as well as 
increased competition from newer players.  Other players, combined, hold a 7% share. 
 
In terms of the full fibre broadband market, Telkom is still the dominant player with an 81% 
share, followed by Link Net with 9%. The next tier fibre broadband players all entered the 
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MNC Group, with a 3% share; followed by MyRepublic, part of the Sinar Mas Group, and 
Biznet, both with a 2% share. Other players have mostly entered the business within the last 
couple of years and are slowly building up their home pass network. 
 

All fixed broadband market share Fibre fixed broadband market share 

  
Source: Company reports  
 
New Entrants  
The fibre broadband sector is set to become more competitive in the next couple of years 
with XL Axiata and Indosat Ooredoo both announcing plans to develop a fixed broadband 
network.  XL Axiata appears to be the most aggressive with plans to roll out 500,000 home 
passes by the end of 2019. 
 
Infrastructure 
Broadband operators have rapidly rolled out full fibre home pass networks in the last five 
years to cover more than 35 million homes3 in terms of Fibre to the Cabinet (FTTC).  In reality, 
homes within upper- and middle-income districts in primary and secondary cities in Java and 
Sumatra are within the home pass network of two to four operators, as such around 35–40% 
of homes are within the FTTC coverage area. 
 
Telkom has very aggressively rolled out its FTTC network adding on average 13.1 million 
homes per year during the past two years (2017–2018) and at the end of 2018 its home pass 
network covered 30.1 million homes.  In comparison, the next two largest players’ home pass 
network covers 2.2 and 1.4 million homes respectively at the end of 2018, with both players 
adding around 0.2 million home passes per annum; while smaller players’ home pass 
networks cover between 0.1–0.5 million homes and expand their network by 20,000–50,000 
home passes per annum. 
 
As a result of Telkom’s aggressive push to roll out its fibre network, its share of fibre home 
passes has jumped from 59% in 2015 to 85% at the end of 2018.  Meanwhile, Link Net has 
seen its share reduced from 27% to 6% during the same period.   
 
 

                                                
3 Home pass coverage is defined as FTTC rather than Fibre to the Home (FTTH).  Operators will connect fibre from the 
cabinet to homes when demand is sufficient from the district to make it economically viable. 
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Number of home passes Market share of home passes 

 
 

Source: Company reports  
 
Internet Speeds 
Comparatively speaking, Indonesia has one of the slowest fixed broadband speeds ranked 
110th globally.  In February 2019, download speeds averaged 16.3 Mbps with an upload speed 
of 9.7 Mbps. Slow broadband speeds are in part due to just over a quarter of broadband 
subscribers still connecting via ADSL as their homes are not yet within the full broadband 
coverage area, combined with consumers subscribing to the cheapest full fibre broadband 
package that typically offers 10–12 Mbps download speeds. 
 

Regional comparison of fixed broadband download speeds (February 2019) 

 
Source: speedtest.net/ global-index 

 
Put into context, Indonesia’s fixed broadband speeds are more than sufficient to stream 
1080p HD content which requires 4–8 Mbps and just about sufficient to stream 4K ultra HD 
content that requires 15 Mbps.  In 2018, only 23% of flat screen TVs were 4K, but this is 
expected to jump to 72% by 2022. 
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Traditional Pay TV 
 
Overview  
The Indonesian pay TV sector continues to be one of the most fiercely competitive in South 
East Asia with 392 pay TV licenses issued by the government, including 17 DTH, 366 cable TV, 
two terrestrial and seven IPTV licenses.  The total number of traditional pay TV subscribers 
that subscribe to a legal service is estimated to be between 10.5–12.5 million, of which 6.4 
million subscribe to reputable “national” companies and the rest subscribe to licensed local 
cable operators (LCOs).  Additionally, a further 8–12 million digital FTA satellite boxes have 
been sold since 2014. 
 
In the past couple of years, the increase in traditional national pay TV subscribers has been 
solely driven through the growth of dual play broadband and cable TV/IPTV subscribers, while 
subscribers for other technologies started to decline.  Indeed, the cable TV/IPTV share of 
paying subscribers has increased five-fold from 13% in 2014 to 51% in 2018 and over the next 
few years the DTH share is likely to erode further as consumers increasingly want bundles 
which include fast broadband internet at home. 
 
Number of players 
The Indonesian pay TV sector continues to be one of the most fiercely competitive in South 
East Asia. As of December 2018, the government has issued 392 permanent pay TV licenses 
including 17 DTH, 366 cable TV, two terrestrial and seven IPTV licenses. 
 

Number of pay TV licenses issued (2015–2018) 
 January 2015  November 2017  January 2019 
DTH TV  33 23 17 
Cable TV  230 346 366 
Terrestrial TV  2 2 2 
IPTV  2 5 7 
Total  267 376 392 

Source: Kominfo  
NB Includes temporary and permanent licenses  

 
In total, Kominfo has issued 34 DTH licenses of which eight are fully operating; one is 
operating but stopped acquiring new subscribers, eight players have ceased operating and 
the remaining 17 DTH license holders never made it to commercial launch. Further 
consolidation is expected over the next couple of years.  The number of DTH license holders 
has steadily dropped as operators have officially given their licenses back to Kominfo and 
stopped paying annual fees. 
 
In addition, Kominfo has granted 366 cable TV licenses.  Between 2014 and 2017, the number 
of cable TV operators with permanent licenses increased nearly five-fold as Kominfo sped up 
the licensing process and many operators with temporary licenses, or in the process of 
applying for a license, have been awarded full permanent licenses.  However, the number of 
companies applying for a cable TV license has slowed down in 2018 as Kominfo only issued 
20 new cable TV licenses. Although all cable TV operators are granted a local area license, 
realistically there are five run by large reputable companies and as such are considered 
“national-level” operators, while the remaining 361 licensees are LCOs.  33 out of Indonesia’s 
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34 provinces have licensed LCOs, of which just over half of Indonesia’s provinces have more 
than ten LCOs.  The highest concentration of LCOs are in Riau (Sumatra), South Sulawesi, East 
Kalimantan and East Java. 
 

Dispersion of LCOs across Indonesia  

 
Source: Kominfo  
 
Kominfo has only issued two pay TV licenses for terrestrial television networks (DTT) and is 
not expected to issue any more pay-DTT licenses. The largest DTT player stopped acquiring 
new subscribers in March 2019 while the other is a niche player targeting in-car viewing.  
 
Seven consortiums have been granted IPTV licenses. An IPTV consortium is made up of three 
companies: a) licensed pay TV operator, b) licensed ISP and c) licensed network operator. IPTV 
players effectively offer a similar service to cable TV platforms as service is limited to their 
own closed loop network. 
 
National Players  

As of December 2018, there were 15 large pay TV operators in operation including eight DTH4, 
six cable/IPTV and one digital terrestrial operator5. 
 
 
 
 
 
 
 
 
 
 
 

                                                
4 Includes one pay TV platform that stopped acquiring new subscribers in December 2018  
5 The digital terrestrial operator subsequently stopped acquiring new subscribers in March 2019  
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Indonesian pay TV players (December 2018) 
Brand Company Platform Type Launch date 

MNC Vision6 MNC Skyvision  DTH 1994 
First Media Link Net  Cable  1994 
Transvision7 Indonusa Telemedia  DTH  1997 
Skynindo  Cipta Skynindo  DTH  2010  
UseeTV8 Telkom Indonesia IPTV  2011 
Nexmedia9 Mediatama Anugrah Citra DTT/IPTV  2011/2018  
MyRepublic10 Innovate Mas Indonesia  Cable  2011 
Topas TV  Karya Kreatif Bersama DTH  2012 
Biznet Home11 Supra Primatama Nusantara  Cable  2012 
Big TV12 Indonesia Media Televisi DTH  2013 
K Vision  Digital Vision Nusantara DTH  2014 
Matrix TV  Garuda Media Nusantara  DTH  2014 
Den.TV  Digdaya Duta Digital  Cable/IPTV  2015 
MNC Play  MNC Kabel Mediacom IPTV  2015 
Ninmedia  Nadira Intermedia Nusantara  DTH  2016 

Source: AVIA 
 
Subscribers 
The total number of traditional pay TV subscribers is estimated at between 10.5–12.5 million, 
of which 6.4 million subscribe to reputable “national” companies and a further 4–6 million 
subscribe to licensed LCOs.  In addition, some 8–12 million digital FTA satellite boxes have 
been sold. 
 

Traditional pay TV subscribers 
 2014 2015 2016 2017 2018 

DTH  3.1 3.0 3.1 3.0 3.0 
Cable / IPTV  0.5 1.6 2.2 2.7 3.3 
Terrestrial  0.1 0.1 0.1 0.1 0.1 
National pay TV subscribers  3.7 4.7 5.4 5.9 6.4 
LCO subscribers 4.0–6.0 4.0–6.0 4.0–6.0 4.0–6.0 4.0–6.0 
Total pay TV Subscribers  7.8–9.8 8.8–10.8 9.5–11.5 10.0–12.0 10.5–12.5 
FTA Satellite TV  NA NA NA NA 8.0–12.0 

Source: AVIA  
 
Growth in national pay TV subscribers in the last four years has been solely driven through 
the growth of dual play broadband and cable TV/IPTV subscribers, while the number of 
subscribers for other technologies has stagnated and started to decline. Growth in cable 
TV/IPTV subscribers has primarily been driven by Telkom’s aggressive roll out of its full fibre 
home pass network to over 30 million homes, in more than 160 urban areas, in the past five 
years, forcing DTH to retreat to serving rural and semi-rural areas. As a result, the cable 
TV/IPTV share of paying subscribers has increased five-fold from 13% in 2014 to 52% in 2018 
and over the next few years is expected to further erode DTH share as consumers increasingly 

                                                
6 MNC Vision – in December 2017, MNC Group merged Indovision, Top TV and OkeVision into MNC Vision 
7 Transvision – CT Corp purchased Indonusa Telemedia in 2013 and changed the brand name from Telkomvision to 
Transvision in 2014. 
8 UseeTV – Telkom’s TV content brand under its fibre broadband brand – Indihome and acquires content from Transvision 
9 NexMedia – stopped acquiring new subscribers in March 2019  
10 MyRepublic – in mid-2015, Innovate Mas was rebranded as MyRepublic when Sinar Mas group formed a joint venture 
with MyRepublic (Singapore); technically, the cable TV license is still under Innovate Mas Indonesia  
11 Biznet Home – was initially branded as Max 3 but subsequently rebranded to Biznet Home 
12 Big TV – stopped acquiring new subscribers in December 2018 
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want fast broadband internet at home. Pay-DTT has always been a niche product available 
only in Jakarta but, like DTH, it is increasingly facing competition from dual play broadband / 
cable TV as well as tough regulatory battles as the government looks to reallocate radio 
frequency spectrum to more productive uses. 
 
 

Growth of traditional pay TV subscribers Pay TV subscriber split by technology 

  
Source: AVIA  

 
Market Share 
Over the past four years, there has been a shake-up of traditional pay TV market leaders of 
the residential segment, excluding sub-distribution to LCOs.  MNC Vision, the once dominant 
player, has seen its market share nearly halve in the past four years to 38% in 2018.  The 
biggest winner has been Telkom’s UseeTV, that has seen its market share jump ten-fold to 
39%.  Link Net has managed to maintain its market share at 9%; while MNC Media Play has 
managed to grab 3% share.  Other players’ market share has dropped five points to 7%. 
 

2014 market share  2018 market share  

  
Source: AVIA  
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Cable TV/IPTV market share  
The cable TV/IPTV segment has seen phenomenal growth over the past four years, fuelled by 
network operators rolling out their home pass network to more than 30 million homes.  
However, it is estimated that at least 40% of the private broadband players’ home pass 
network overlaps with Telkom. To avoid head on competition, newer players have targeted 
secondary cities but these have lower disposable income and are increasingly being served 
by Telkom Indihome.  With the exception of Link Net, it is estimated that only 30% of new 
subscribers take up the bundled internet and television package.  
 
Telkom’s UseeTV is by far the dominant player with a 76% share of cable TV/IPTV subscribers, 
driven by Telkom’s aggressive roll out of its full fibre network to over 30 million homes in over 
160 urban areas, with a penetration rate of 19% for its Indihome service (of phone and 
broadband). Just over half of Indihome’s subscribers are on triple play and subscribe to 
UseeTV, with only 30% of new subscribers taking up the triple play option. 
 
Link Net, the pioneer cable TV, holds a 17% market share. Link Net’s home pass network 
extends to 2.2 million homes, mostly in Greater Jakarta and Greater Surabaya and has a small 
presence in Bandung and Medan / Batam, with a penetration rate of 28%. Link Net is the only 
cable TV/IPTV player that only offers a bundled internet and TV package. 
 
MNC Play holds a 5% share. MNC Play is a relatively new entrant, starting commercial 
operations in 2015 across six cities and as such is still trying to grab market share away from 
incumbents. Its take-up rate is around 14% of installed home passes. 
 
Other players held a combined 2% share at the end of 2018 as most were focusing on 
promoting internet-only packages rather than a bundled internet and TV package. 
 

Growth of cable TV/IPTV subscribers Cable TV/IPTV market share (2018) 

 

 
Source: AVIA  
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Cable TV/IPTV operators’ performance 
Cable TV/IPTV 
operator 

Brand  Home pass Broadband 
Subscribers  

TV 
Subscribers  

% of subscribers on 
bundled package  

Telkom Indonesia  Indihome  18,700,000 5,100,000 2,444,000 52%  
Link Net  First Media  2,146,000 600,000 575,000 96% 
MNC Kabel Mediacom MNC Play  1,400,000 190,000 152,000 80%  
Eka Mas Republik MyRepublic 545,000 110,000 31,500 29% 
Biznet Multimedia  Biznet Home 

Combo 
500,000 100,000 7,500 7.5% 

Digdaya Duta Digital  Dens TV  244,000 70,000 17,500 25% 
Source: Platform operators 
* MNC Kabel Mediacom are estimated numbers  
 

DTH Subscribers and Market Share 
Total number of DTH subscribers have remained fairly stagnant over the past four years.  A 
number of players have stopped operating, including Aora, Viva+ and Orange TV. K Vision, 
facing financial difficulties, was acquired by a consortium of distributors and MNC Vision has 
merged three brands into one. Several other DTH operators reportedly face uncertain futures 
including one player ceasing to acquire new subscribers in December 2018. 
 
MNC Vision remains the most dominant player in the DTH segment with an 82% market share.  
In December 2017, MNC merged its three DTH brands – Indovision, Top TV and OkeVision – 
into one brand, MNC Vision.  With the rapid rise of cable TV in urban areas, MNC Vision has 
increasingly focused on rural and semi-rural areas outside the cable TV coverage area.  
Transvision, the only DTH operator offering subscription plans, is the second largest player 
with a 9% share. 
 
K Vision is heavily sports focused, targeting rural areas.  It has sold close to 900,000 set-top 
boxes (STB), however it estimates that only 3–5% of customers regularly purchase a voucher 
which peaks at 10–15% just prior to major sporting events, such as the World Cup or EPL 
finals; as such it holds only 1% of residential subscribers.  However, a major part of K Vision 
revenue is generated from sub-distributing content to more than 110 LCOs and their 
estimated 200,000–600,000 subscribers which is not reflected in the residential DTH market 
share. 
 
Other players hold a combined 9% share and primarily target the lower income segment in 
rural areas through offering pre-paid subscriptions with many promotions. During 2018, 
Topas TV sold close to 100,000 STB as it offered an annual pre-paid package, including 
premium channels, for IDR250,000 (US$17.85).  It has subsequently doubled its price which, 
combined with reducing the number of premium channels carried, means many subscribers 
are expected to churn as their annual subscription package expires. 
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Growth of DTH subscribers Market share of DTH subscribers (2018) 

 

 
Source: AVIA  
 
Terrestrial 
Only one residential pay-DTT player, with 130,000 subscribers, is in operation, which overall 
held 2% share of residential subscribers.  In March 2019, it stopped acquiring new subscribers. 
 
Business models  
Traditional pay TV platforms offer subscription packages with minimum commitment periods 
or pre-paid vouchers. 
 
DTH operators  
MNC Vision and Transvision sell subscription packages with an initial minimum one-year 
commitment, waiving the installation fee as well as providing the hardware free of charge. 
The other DTH operators, K Vision, Garuda Matrix, Skynindo and Topas TV have a pre-paid 
model selling vouchers with 30- to 365-day validity and customers are required to purchase 
the equipment upfront. 
 
Most DTH operators have embarked on aggressive promotions including “buy three get three 
free” deals or, six months of premium channels for free, included in the basic pack. 
 
Cable TV/IPTV operators  
Most cable TV/IPTV operators, with the exception of Link Net, primarily promote their 
internet-only package, with the bundled internet/TV package taken up by 15–50% of 
subscribers.  Bundled internet/TV packages are sold for a minimum 12-month contract. 
Typically, internet speeds in bundled packages start at ten Mbps and go up to 200 Mbps and 
above in the highest packages. Operators may either loan out the STB or charge a small 
monthly fee. 
 
Pricing  
The following table provides a pricing comparison for traditional pay TV platforms that are 
still actively recruiting new subscribers for the lowest tier stand-alone product offered by the 
platform, as well as the highest tier package including premium sports (i.e. beIN Sports) and 
premium movies (i.e. HBO / Cinemax), if carried by the platform.  
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For cable/IPTV platforms, the lowest tier package is based on 10 Mbps download speed, while 
the highest package is capped at 30 Mbps, as higher packages only increase the internet speed 
and not the TV content.  All prices include 10% VAT. 
 
DTH operators with pre-paid models sell the cheapest packages ranging from IDR40,000–
IDR50,000 for the lowest price package and up to IDR150,000–IDR200,000 for the highest 
package.  None carry HBO/Cinemax, opting for less premium movie channels while K Vision 
and Garuda Matrix both carry beIN Sports. DTH operators with a subscription business model 
charge IDR109,900–IDR199,000 for their basic package while their highest package retails for 
IDR234,800–IDR399,999.  Notably, MNC Vision revised its packages in April 2019 introducing 
only one basic package and add-ons for all additional content, while Transvision still markets 
three-tiered packages. 
 
In comparison, cable/IPTV players’ basic package with 10 Mbps ranges from IDR290,500–
IDR380,000, while their premium package with 30 Mbps with premium sports and movies 
ranges from IDR689,000–IDR867,900. The market leader, UseeTV, has the highest priced 
basic package, while First Media has the highest priced premium package that includes 
premium movies channels HBO/Cinemax, but does not carry premium sports content.  
MyRepublic’s bundled package starts at 50 Mbps and has one TV package that does not 
include premium sports or movie content. 
 

Price comparison of basic packages and highest packages including movie and sports 
Platform  Basic packages  

(10 Mbps connection 
for cable/IPTV) 

Highest packages with 
movie and sports content 
(30 Mbps download speed) 

Premium movie and 
sports content include: 

Subscription 
Type   

beIN Sport  HBO/Cine
max  

DTH       
MNC Vision 109,900 234,800 Yes  Yes  Subscription  
Transvision 199,000 399,999 No Yes  Subscription  
K Vision (Bromo) 50,000 180,000 Yes  No  Pre-paid  
Garuda Matrix 49,900 150,000 Yes  No  Pre-paid  
Skynindo 40,000 150,000 No  No Pre-paid  
Topas TV 50,000 200,000 No  No  Pre-paid 
Cable/IPTV       
UseeTV  380,000 735,000 Yes  No Subscription  
First Media  355,300* 867,900* No Yes  Subscription  
MNC Play  290,500  689,000  Yes  Yes  Subscription  
MyRepublic  -  450,218 No No  Subscription  
Dens TV  NA NA No No Subscription 

Source: Platform operators  
Price include 10% VAT 
* Basic cable/IPTV package comes with standard 10 Mbps while the highest package comes with 30 Mbps. The exception is 
First Media that offers 12 Mbps as standard and 32 Mbps as its premium bandwidth. 
MyRepublic’s lowest internet speed is 50 Mbps   
Excludes NexMedia and Big TV as they have stopped recruiting new subscribers. 
Dens TV – minimum speed is 50 Mbps; prices unavailable during the survey period. 
 
Price changes between 2015 and 2019 
Platforms have undertaken different pricing strategies with their basic package over the past 
four years.  MNC Vision has seen the greatest change, first merging three DTH brands into 
one with a low-priced basic package and then, in April 2019, further simplifying its product 
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offering into one basic package and all other content offered as add-on packages.  On the 
other hand, Transvision, Skynindo and Topas TV have increased their basic package price by 
11–21%.   
 
The cable/IPTV segment is certainly more competitive than four years ago with First Media 
facing increasing competition from UseeTV.  First Media has reduced its basic package price 
by 10% while UseeTV has increased its basic price by 25%.  Both providers have doubled the 
internet download speed. 
 
It is not possible to track price changes for higher tier packages including movie and sports as 
many platforms have streamlined their program line and are offering more content through 
add-on packages rather than having one main package. 
 
ARPU 
Only three publicly listed pay TV platforms release their ARPU; however, they are indicative 
of other players in the industry.  MNC Vision’s ARPU, representing DTH operators, has fallen 
20% to IDR80,000 over the past four years.  At the end of 2016 Telkom Indihome expanded 
its sole offering a triple play service (phone, internet and TV) and subsequently the majority 
of new subscribers have taken up double play (phone and internet). As such its ARPU peaked 
in 2016 and subsequently declined 24%. On the other hand, Link Net’s First Media continues 
to only offer a bundled internet and TV package and as such its ARPU has remained stable 
during the past four years. 
 

Monthly ARPU for leading DTH and cable/IPTV providers (Thousand Rupiah) 

 
Source: Platform operators  

 
 
Technology 
 
DTH operators’ satellite bands and conditional access systems  
At the end of 2018, Indonesian pay TV operators utilised 34 transponders on nine satellites.  
Over the past four years, pay TV operators have collectively reduced the number of 
transponders used, as several platforms have stopped operations, while some operators have 
reduced the number of transponders to reduce costs.  SES 7 and JCSAT 13 are considered 
condosats and are exclusively used in Indonesia by one player—MNC Vision and Big TV 
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respectively. The other seven satellites are commercially available to any pay TV operator 
providing they have sufficient capacity. 
 

Satellites used to broadcast pay TV in Indonesia 
Satellite Country of origin # of pay TV 

platforms 
# of transponders Band Note 

Palapa D  Indonesia  3 4 C  
SES 7  Luxemburg  1 10 S Condosat  
Measat 3B  Malaysia  1 8 Ku   
JCSAT 4B  Japan  1 4 Ku  Condosat 
Chinasat 10  China 1 2 C  
Chinasat 11 China  1 2 Ku   
Measat 3A  Malaysia  1 2 Ku   
SES 9  Luxemburg 1 1 Ku  
Telkom 3S Indonesia  1 1 Ku   

Source: AVIA  
 
Ku band is the most popular band with six players using 20 transponders on six different 
satellites.  Transvision uses eight transponders on Measat 3B, while Big TV has a condosat 
with JCSAT using four transponders.  The other four players each use one to two 
transponders.  Four platforms targeting rural Indonesia use C band, allowing them to tap into 
the 12–17 million C band TVRO parabolas; three use Palapa D as it allows customers to watch 
Indonesian FTA, while one operator uses Chinasat 10.  MNC Vision is the only platform that 
uses S band, has one condosat with SES 7 and uses ten transponders. 
 

DTH operators’ satellite band and CA system 
Platform  Band Satellite  # of 

transponders 
CA system Compression  

MNC Vision S SES 7  10 NDS Videoguard MPEG 4  
Transvision Ku Measat 3B  8 Irdeto 2 MPEG 4 

Ku  Telkom 3S 1 Irdeto 2 MPEG 4 
Big TV  Ku  JCSAT 4B  4 Nagravision 3 MPEG 4  
K Vision  Ku Measat 3A 2 Conax Neotion SHL MPEG 4 

C Palapa D  1 Conax Neotion SHL MPEG 4 
Skynindo  C Chinasat 10  2 StarGuide MPEG 4 
Topas TV  C Palapa D  1 StreamGuard, 

Tongfang 
MPEG 4 

Matrix Garuda TV  C Palapa D  2 ABV MPEG 4 
Ku  SES 9  1 ABV MPEG 4 

Ninmedia Ku  Chinasat 11 2 StarGuide MPEG 4 
TOTAL  34   

Source: Lyngsat and platform operators  
 

DTH operators use a range of conditional access (CA) systems from more established players 
such as NDS, Irdeto, Nagravision as well as from new players including Conax, ABV, StarGuide, 
StreamGuard and Tongfang. 

 
Cable/IPTV  

All broadband operators offer full fibre broadband; however, platforms have different ways 
of calculating home passes. Telkom bases its home pass on Fibre to the Cabinet (FTTC) and 
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only rolls out Fibre to the Home (FTTH) once there is sufficient demand; while Link Net counts 
home pass networks only as FTTH. 
 
Terrestrial Technologies  
There are currently two DTT pay TV platforms in Indonesia, with one providing residential pay 
TV services while the other offers in-car DTT service.  The government has effectively placed 
a halt on issuing new pay-DTT licenses and in March 2019, the residential DTT platform 
stopped acquiring new subscribers. 
 
Programming 
In total, some 344 channels are available on Indonesian pay TV platforms.  On the aggregate 
level, one third of channels are movie, entertainment, kids and sports channels, which are the 
main subscriber drivers; 30% of channels are in-house and local FTA channels and the 
remaining 36% of channels are from other genres including religion, news, documentary and 
education, music, lifestyle and special channels. 
 

Channel split by genre 

 
Source: AVIA  
 
A number of platforms have reduced the number of channels offered and have tried to 
balance increased programming costs against falling subscribers and ARPUs.  Skynindo and 
Topas TV have reduced the numbers of transponders and consequently have nearly halved 
their channel line-up.  MNC Vision has reduced its channel line-up by 15% as it increasingly 
focuses on middle income consumers in suburban areas; however, this has been offset by 
MNC Play that focuses on higher income segments, increasing its channel line-up by 18%. 
Likewise, First Media has reduced its total number of channels by 9%.  Transvision has bucked 
the trend and has increased its channel line-up by 10%. 
 
As a general rule, DTH operators primarily broadcast channels in SD format; while Cable/IPTV 
platforms offer channels in both HD and SD formats.  As always, there are exceptions to the 
rule and Transvision, a DTH operator, carries 48 HD channels; and MyRepublic’s cable 
operator only carries three HD channels. 
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Operators’ channel line-up 
  Total Channels  SD Channels  HD Channels Total number of individual 

channels  
DTH       
MNC Vision  134 114 20 115  
Transvision Measat 

3B  
118 70 48 117  

K Vision KU  69 68 1 69  
C 37 37 - 38  

Garuda Matrix  KU (SES) 46 46 - 46  
C (Palapa) 61 61 - 61 

Skynindo   47 46 1 47  
Topas TV   35 35 - 35  
Cable/IPTV      
Indihome   220 155 65 155 
First Media   170 109 61 127  
MNC Play   134 80 54 134  
MyRepublic   72 69 3 69  

Source: Platform operators  
NB: Based on April 2019 channel line up.  Total channels include full channel line-up including HD and SD format. Total 
number of individual channels exclude double counting for channels broadcast in two formats (HD and SD) 
 
In-house / third party exclusive channels  

Most major players have aggressively rolled out their in-house channels: 
• First Media has 22 in-house channels; with a heavy focus on news, business and city-

focused current affairs.   
• MNC Group has developed 20 in-house channels covering content of all genres. MNC 

Group also has exclusive rights to carry nine third party exclusive channels. 
• Transvision has ten in-house channels.  In addition, Transvision has strategic partnerships 

with two international content providers, CNN and CNBC, to produce Indonesian editions 
that are exclusively aired on Transvision. 

 
Other players typically have 1–5 in-house channels, including an information channel. 
 

Pay TV platforms’ channel split  
  Turn around  
 In-house Third party 

exclusive 
Non exclusive Local FTA 

DTH      
MNC Vision 20 9 71 15 
Transvision  10 3 88 19 
K Vision  2 - 51 18 
Garuda Matrix  4 - 73 3 
Skynindo  4 - 34 9 
Topas TV  1 - 28 6 
Cable/IPTV     
Indihome  5 - 126 24 
First Media  22 - 82 19 
MNC Play  20 9 86 19 
MyRepublic  1 - 51 17 

Source: Platform operators  
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Online Curated Content (OCC) and Live Streaming  
 
Overview  
Online curated content (OCC) first started to appear around 2012/2013 with several 
domestically owned OCC platforms live-streaming sporting fixtures and Indonesian films. But 
it was not until 2016 that OCC really started to become mainstream viewing when a flurry of  
international OCC players entered Indonesia.  First up was Netflix who hit the scene in January 
2016, although its market entry quickly turned sour when Telkom blocked Netflix from all of 
its group’s networks on the basis that it did not meet Indonesia’s stringent content censorship 
requirements.  Netflix was closely followed by five Asian-focused OCC players including Tribe, 
HOOQ, Viu, Iflix and Catchplay launching within a four-month period starting March 2016.  
The next wave of OCC players came in mid-2018 with Telkomsel’s MAXstream launching at 
the start of the World Cup having acquired the exclusive online streaming rights; followed 
shortly after by HBO GO and Oona TV, a Telkom Group owned AVOD platform.  Last to hit the 
scene were two platforms live streaming football matches. 
 

Major OCC platforms inroads into Indonesia  

 
Source: AVIA  

 
It is fair to say that competition is fierce between OCC platforms with many offering similar 
content, as well as competing with illegal streaming sites offering free content.  These two 
factors have influenced OCC platforms’ success in Indonesia: 1) partnerships with telcos and 
2) business model adopted. 
 
 
 
 
 
 
 

2013 2014 2015 2016 2017 2018 2019



45 
 

Market share 
There are no accurate statistics on the number of viewers or revenue generated by premium 
online video streaming services, but it is roughly estimated there are 9–11 million viewers per 
month watching premium videos. 
 
Based on App Annie’s tracking data, Iflix, with its predominantly AVOD service, attracted the 
highest number of viewers in March 2019 at four million.  MAXstream, a platform aggregator 
as well as an AVOD- and SVOD-offering service came in second with 2.7 million viewers. In 
terms of the SVOD services, VIU was the largest service with 2.5 million viewers and had the 
highest payload, while HOOQ attracted one million viewers.  No data was available on the 
other OCC platforms. 
 

Monthly active viewers – March 2019 

 
Source: App Annie (March 12th, 2019) 

 
Partnerships with telcos  
The key to success is partnering with a telco operator, which gives access to 205 million 
mobile data subscribers.  Two types of tie-ups have emerged, however in some cases it is 
difficult to distinguish between them: 
• Bundled service – OCC is bundled with the telco’s data plan: 

o Access to premium content  
o The basic freemium/AVOD service included within the data plan, but customers need 

to take an SVOD/TVOD plan for premium services. 
o Customers are required to purchase an SVOD/TVOD from the OCC platform 

• Direct Carrier Billing (DCB) 
o OCC data usage is not included within the data plan; however, the telco provides DCB 

for customers subscribed to the OCC service 
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OCC platforms’ tie ups with telco operators 

 Telkomsel  XL Axiata  Indosat  Smartfren  Tri  Telkom 
UseeTV  

First 
Media 

HOOQ Bundled*  DCB Bundled Bundled* Bundled* Bundled* 
Viu  Bundled**   Bundled** Bundled**   
Iflix  DCB Bundled   -  Bundled  
Catchplay     -  Bundled* Bundled* 
Netflix   Bundled*  Bundled* Bundled*   
HBO Go       Bundled* Bundled* 
beIN 
Connect  

      Bundled* 

Oona  Bundled      Bundled 
Vidio     Bundled     
MNC Play     Bundled    
Genflix    DCB Bundled* Bundled*   
Klikfilm DCB  DCB Bundled* Bundled*   
MOX   DCB     

Bundled – video usage included in the data plan  
Bundled* – required to purchase an SVOD/TVOD plan, video usage included in the data plan   
Bundled** – basic AVOD service included within the bundled package but customers wanting premium packages required 
to pay a subscription fee. 
DCB – Direct Carrier Billing but video usage not included within the data plan 
Source: Compiled by AVIA 
 
HOOQ has managed to tie up with most of the major telcos with a semi-bundled product – 
with video usage included in the telco data plan, although customers need to subscribe to 
HOOQ’s AVOD or SVOD service.   
 
Viu has tied up with the three telcos – Telkomsel, Smartfren and Tri — with a combined 
mobile market share of 65% in which Viu’s AVOD service is included in the telco’s video 
package. Customers are required to buy a monthly subscription package. 
 
Iflix has partnered with XL Axiata, with Iflix’s SVOD service included free of charge in XL 
Axiata’s video plan, while Telkom’s UseeTV includes Iflix AVOD service in its OCC platform.  In 
November 2018, Iflix announced a DCB partnership with Telkomsel, although video usage is 
not included within Telkomsel’s data plan. 
 
Catchplay has tied up with Telkom Indihome and First Media. 
 
Many of the smaller home-grown OCC players have been unable to strike partnerships with 
the largest two telcos, although a number of them have struck partnership deals with Indosat 
Ooredoo, Smartfren and Tri, representing 35% of data subscribers. 
 
The importance of telco partnerships is clearly illustrated by Telkom Group’s blocking of 
Netflix, which has severely impacted Netflix’s growth in Indonesia. Likewise, Amazon Prime 
passively markets its subscription plans to Indonesian customers but has been unable to 
partner with any of the telcos. 
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Business Model 
OCC platforms have had to adapt their business models to the challenging Indonesian 
environment. Many Indonesians do not see the benefits of paying for content as content has 
generally been available for free either on FTA TV, or illegally through pirated DVDs, and more 
recently on online streaming services. 
 
OCC platforms have had to weigh up the advantages of offering subscription services which 
attract only a limited number of viewers versus offering free content and relying on 
advertising which may or may not materialise. 
 

OCC’s business model  

 AVOD SVOD TVOD 
Maxstream  Yes  Yes  Yes  
HOOQ Yes Yes   
Viu  Yes Yes  
Iflix  Yes Yes  
Catchplay  Yes Yes Yes  
Vidio  Yes Yes  
Genflix  Yes  Yes Yes  
Netflix   Yes  
HBO Go   Yes  
beIN Connect   Yes  
Oona  Yes    
Klikfilm  Yes  
MOX   Yes 

Source: Compiled by AVIA 
 
OCC platforms can be grouped into three categories: 
 
Freemium (subscription and free service) 
Most OCC players offer a dual plan with a basic free service that offers either limited amount 
of content and/or carries substantial amount of advertising.  
 
Iflix and Viu carry the greatest amount of content in their AVOD service with around 70% of 
content made available on their AVOD service; while HOOQ, Catchplay and Genflix offer a 
more limited AVOD service of one film a month (Catchplay) or the first episode of a TV series, 
as well as free channels. 
 
MAXstream is unique as it partners with OCC services and serves their content to their 
customer base. In addition, it co-produces original content and has some exclusive online 
streaming rights made available to MAXstream customers; as such it offers an AVOD, SVOD 
and TVOD service. 
 
Pure subscription-based service 
A few premium OCC players offer only subscription-based plans whether it be through 
monthly, weekly or daily subscriptions (SVOD), or renting a film for a short period (TVOD). 
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The key player in this segment is Netflix, charging the highest subscription fee at IDR109,900 
(or US$7.85) per month.  Other premium OCC players offering only SVOD or TVOD services 
include HBO Go, beIN Sport Connect and Mola TV.  
 
MOX and Klikfilm, who both focus on Indonesian films only, offer subscription services. MOX 
offers a TVOD service for seven- and 30-day film rentals, while Klikfilm offers an SVOD service 
with a three-day package. 
 
Free service 
Oona TV is the only pure AVOD service in Indonesia offering more than 100 free channels.   
 
Pricing Structure  
 
SVOD services 

Most OCC players offer an SVOD service.  Monthly plans are the most popular on average 
costing IDR30,000–IDR50,000 (US$2.14–US$3.58).  Netflix offers multiple service plans but its 
cheapest monthly plan costs IDR54,500 (US$3.89) and allows access only from a mobile, while 
its standard service costs IDR109,000,000 (US$7.79) per month, which is nearly double its 
closest competitor. 
 
To make the subscription fee more affordable, several players have started offering weekly 
or daily packages. The most expensive is beIN Sports Connect that charges IDR10,000 
(US$0.71) per day while HOOQ and Genflix charge IDR3,500–IDR3,900 (US$0.25–US$0.28) per 
day. 
 
TVOD services  

Only a few OCC players offer TVOD services and their prices tend to be high compared to the 
all-inclusive SVOD services.  Rental fees are typically IDR15,000–IDR18,000 for an Asian film 
and IDR27,000 for a Hollywood film. 
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OCC’s SVOD/TVOD pricing structure (IDR) 

 SVOD TVOD 
 Monthly  Weekly  3-day  Daily  Rental  
HOOQ* 20,000–69,000 24,000  3,900 - 
Viu  30,000 10,000  - - 
Iflix  39,000 -  1,300 - 
Catchplay  66,000 -  - 18,000 (A) 

27,000(W) 
Netflix** 54,000 (S) 

109,000 (B) 
13,500 (S) 
27,250 (B) 

 - - 

beIN Connect  75,000 -  10,000 - 
Vidio  30,000 10,000    
Oona  - -  - - 
Genflix  27,500 11,000  2,200 - 
Klikfilm - - 4,400  - 
MOX - -  - 15,000 
Maxstream  20,000 10,000  - - 
Amazon 
Prime  

US$5.99 -  - - 

Source: Compiled by AVIA 
*HOOQ monthly price varies across partner platforms.   
**Netflix offers a basic plan (B) and a smartphone only plan (S) 
A – Asian film  
W – Western film  
 
VOD service comparison  
The following table compares the key content focus and number of titles in the OCC library.  
There is substantial overlap between players’ offerings of Hollywood and Asian content, 
however most try to differentiate themselves through focusing on a specific content niche. 
For example, HOOQ has the greatest amount of Indonesian content, Viu focuses on Korean 
content and Catchplay on Mandarin content. 
 

Content comparison 
  Library size (Titles) 
HOOQ Indonesian, Hollywood, Asian and Bollywood films and series  1,800 
Viu  Korean and other Asian (Indonesian, Japanese and Bollywood) 

series and films 
700  
 

Iflix  Hollywood, Asian, Bollywood and Indonesian films and series  900  
Catchplay  Hollywood and Mandarin films  1,000 
Netflix Hollywood films & TV series; original content  4,400  
beIN Connect  Live streaming of European football matches  NA  
Vidio  Indonesian drama series  NA 
Oona  Local and international FTA  NA  
Genflix  Indonesian, Hollywood, Bollywood content and e-sports  300 
Klikfilm Indonesian films 300 
MOX Indonesian films  500  
Maxstream  Aggregating other VOD, Indonesian and Asian films and series, 

live streaming of sporting events; and e-sports  
NA 

Amazon Prime  Hollywood TV series and original content  600 
Source: AVIA  
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Challenges facing the industry 
The Indonesian traditional pay TV and online video industry is under intense pressure from a 
number of fronts. 
 
Piracy 
Piracy remains without a doubt one of the main challenges to both traditional pay TV and the 
nascent online video industry.  It is difficult to accurately determine the extent of piracy in 
Indonesia, but it is estimated that 6–12 million watch unauthorised content on cable TV and 
as many as 15 million watch illegal content online.   
 
Cable piracy  
Cable piracy continues to be the biggest threat to DTH operators that are operating in rural 
areas not served by good broadband.  In rural areas, it is very difficult to distinguish between 
the legal and illegal LCOs for several overlapping reasons: 
• Many licensed LCOs broadcast unauthorised content, especially premium movie and 

sports channels. 
• Licensed LCOs carrying authorised content frequently under-report subscriber numbers 

to content owners. 
• Licensed LCOs are encouraged to form umbrella consortiums with smaller unlicensed 

LCOs, allowing them to sub-distribute licensed content.  This exacerbates the problem as 
unlicensed LCOs can claim that they have the rights to distribute content. 

• Many fully illegal LCOs give no pretence that they are carrying legal content. 
 
However, various industry associations and DTH operators active in rural areas estimate that 
there are more than 4,000 illegal LCOs and 6–12 million consumers watching unauthorised 
content.  Consumers are generally not aware that they are watching illegal content, are simply 
concerned about paying the lowest price possible for their entertainment and are not 
concerned about picture quality.  Typically, LCOs charge 25–50% of a legal pay TV subscription 
with a comparable channel range. 
 
The government has taken some measures to try and stamp out cable piracy, including 
encouraging LCOs to obtain a cable pay TV license. However, there is no enforcement 
mechanism in place to ensure that LCOs continue to operate legally after they have received 
their license. K Vision, a DTH operator, broadcasts premium sports content in rural areas and 
has formed agreements with more than 100 LCOs to receive some monthly remunerations 
from them. 
 
Online piracy  
Over the past few years, online piracy has grown exponentially as Indonesia’s broadband 
infrastructure has rapidly improved both in terms of download speed as well as coverage and 
has become more affordable as cost per GB has continued to fall. 
 
Again, there is no accurate estimate on the number of viewers watching online pirated 
content but it is estimated that as many as 15 million viewers access pirated movie sites on a 
monthly basis, which is more than double the number of consumers accessing legal OCC sites.  
In addition, Indonesian consumers are developing an unhealthy appetite for viewing pirated 
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content via illicit streaming devices (ISDs).  A recent YouGov consumer survey for Indonesia, 
commissioned by AVIA’s Coalition Against Piracy (CAP), found that 29% of Indonesian online 
consumers use an ISD to stream pirated television and video content.  Of the 29% of 
Indonesian online consumers who purchased an ISD for free streaming, nearly one in five 
(17%) stated that they cancelled all or some of their subscription to legal pay TV services.   
 
The government has made a start in tackling online piracy through forming an anti-piracy 
taskforce in 2015 and in the past three years has taken down 392 illegal film websites that 
distributed or streamed pirated content.  However, online piracy remains a significant 
problem, as the takedown/blocking mechanism is slow and not responsive to rapid market 
changes. 
 
High content costs  

Indonesian pay TV operators generally have to pay for foreign content in US dollars.  Over the 
past six years, the Rupiah has depreciated 44% against the US dollar while the basic pay TV 
subscription rate has only increased by 0–15%.   
 
Pay TV players have adjusted to the depreciation by reducing the number of foreign premium 
channels carried and substituting lower priced channels; as well as reducing the basic package 
and moving premium content to a-la-carte or higher priced packages.  Some pay TV operators 
are reporting that content costs now exceed 80% of their operational costs. 
 
Over regulation but no certainty  
Like many other countries, Indonesia’s regulatory environment is very different between 
traditional pay TV and OCC. 
 
Traditional “national” pay TV operators are tightly regulated, especially in terms of content, 
and are required to pre-censor and cut any sexual or violent content.  KPI actively monitors 
national operators to ensure they are compliant with content regulations and frequently issue 
written warnings and sanctions for content violations.  LCOs are theoretically subject to the 
same content regulations but in reality, are not monitored, frequently broadcasting 
unauthorised content and do not undertake pre-censorship. 
 
On the other hand, online video streaming is not officially recognised in Indonesia and as such 
is totally unregulated.  Again, there is a perceived disparity between “national” online video 
players and foreign ones. National players perceive that they must meet Indonesia’s content 
standard and cut all unacceptable content; while foreign players perceive they have no 
responsibility to meet KPI’s content standards.  For this reason, Telkom banned Netflix from 
its network, a case that is now being investigated by the Anti-Monopolies body (KPPU) on the 
basis that Telkom’s move is anti-competitive.  Likewise, there are perceived disparities 
between players with a physical presence in Indonesia (albeit Indonesian or foreign owned) 
and are required to pay taxes, while offshore online video streaming players escape full 
oversight from Indonesian authorities.  
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The situation is unlikely to change until the Broadcasting Law is revised but given that the 
current government’s term finishes in October 2019, it is unlikely that Broadcasting Law will 
be revised until 2020/21 at the very earliest. 
 
Monetarisation Constraints  
Indonesian consumers are reluctant to pay for content when it is available for free.  
Consumers have grown up watching good FTA TV supported by large amounts of advertising 
and therefore do not perceive any benefit for paying for content that is advertisement-free. 
Likewise, consumers do not consider piracy as wrong or stealing.  Back in 2011, Indonesia was 
the 11th most pirated country, with pirated content and software accounting for 86% of the 
industry.  Consumers are used to buying poor quality pirated DVDs from malls for as little as 
US$0.50/movie.  The growth of the internet has moved content online and consumers now 
prefer to watch YouTube or pirated movie sites. 
 
As a result, traditional pay TV operators have experienced stagnant growth in subscribers, 
combined with declining ARPUs; while for online video streaming platforms, more than 90% 
tune into AVOD and it is difficult for platers to implement sustainable SVOD and TVOD models.  
 
Network constraints  
Network coverage has historically been one of the largest limiting factors affecting take up of 
traditional pay TV and online video.  However, in the past two years, accessibility has greatly 
improved especially in Java and Bali.  In theory, some 40% of homes are now within a fixed 
broadband coverage area, however broadband providers only lay the last mile once a district 
is deemed to have potential, such that the real broadband coverage is closer to 20% instead.  
Likewise, mobile operators have rolled out 4G networks to 97% of cities and districts in 
Indonesia, however only Java, Bali and South Sumatra have near blanket coverage while in 
other islands 4G coverage is often limited to a postage stamp in many cities.  In reality, it is 
not commercially viable for mobile operators to provide 4G blanket coverage nationwide as 
much of the rural areas are sparsely populated. 
 
Tough competition between players  
 
DTH consolidation 
DTH is facing competition on a number of fronts. Increasing availability of both fixed 
broadband and 4G mobile broadband in urban areas is forcing DTH operators into tertiary 
cities and rural areas where they have to compete with LCOs who have a distinct price 
advantage, providing a full package including premium sports and movie channels for less 
than a DTH operator’s basic package. In addition, DTH players are intensely competing 
amongst themselves by offering very low-priced annual packages for less than US$20/year or 
through offering steep discounts such as “buy six get 12”.  As a result, DTH operators’ ARPU 
is very low and declining.  The problem is further compounded as most second tier DTH 
operators only offer pre-paid packages, with less than 10% of subscribers regularly topping 
up. 
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The government has licensed 34 DTH operators of which nine are currently in operation, 17 
never made it to commercial launch and eight have stopped operating. Some of the more 
notable DTH casualties include: 
• Direct Vision/Astro – ceased operating after two years in 2008 due to long-standing legal 

issues with the Lippo Group. 
• Aora TV – ceased operating twice, in 2009 and then in 2015.  Aora TV initially launched in 

summer 2008 broadcasting the Olympics before stopping in 2009. New management took 
over and relaunched Aora TV in December 2010. However, after struggling with payment 
issues, it ceased operations for the second time in March 2015.  

• K Vision – launched in 2014 before going bankrupt in mid-2017 when it was taken over by 
a consortium of distributors and currently continues to operate with an increasing focus 
on selling to LCOs. 

• Okevision – MNC Group merged Okevision with Indovision and Top TV to form MNC Vision 
at the end of 2017. 

• Orange TV – the latest DTH casualty stopping operations in July 2018. Orange TV focused 
on sports content targeting semi-rural and rural areas and competed head-to-head with 
other DTH players as well as LCOs offering similar content. 

 
It is widely rumoured that several other DTH operators are facing acute financial difficulties 
and have reduced the number of transponders, cut back on programming and stopped 
acquiring new subscribers. It is expected that there will be further consolidation in the DTH 
arena within the next 12–18 months. 
 
Cable / IPTV 
Competition in the cable TV/IPTV segment has intensified. Telkom is by far the most dominant 
player with over 30 million home passes compared to one to two million for privately owned 
broadband infrastructure companies. Link Net has focused on Greater Jakarta and Surabaya, 
while newer players have targeted secondary cities, which have lower propensity of income, 
to avoid direct competition with Link Net. It is estimated that more than 40% of homes within 
a broadband coverage area are serviced by more than one provider.  Household take up of 
broadband service is relatively low, ranging between 15–30%; of which the majority of 
customers take up the lowest priced broadband-only subscription package from most 
operators, with the exception of Link Net that only sells a double play. 
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Players Activities 
 
Multi-platform players 
 
Telkom Group  
Telkom Group has developed three video brands: 
• UseeTV – its primary pay TV brand that bundled with Telkom’s Indihome broadband 

service but is also available as an OCC service. 
• MAXstream – a mobile video streaming and VOD aggregator platform developed by 

Telkom’s subsidiary, PT Telkomsel, that offers both free and premium video services. 
• OONA TV – a mobile AVOD service offering live streams and VOD of more than 150 

channels. 
 
UseeTV 

Telkom’s primary video entertainment brand is UseeTV which is offered in two forms: 
• UseeTV Cable – bundled with Indihome broadband as a triple play offering  
• UseeTV GO – an OCC service offered as an extension to the Indihome triple play offering  
 
UseeTV Cable was Indonesia’s first IPTV service launched in 2011 under its previous brand 
name, Groovia TV, and rebranded as UseeTV in mid-2012. Telkom started to aggressively 
market UseeTV at the end of 2013 with its fibre broadband service Indihome.  For the first 
three years until the end of 2016, Indihome offered only a triple play service of fixed phone, 
broadband and IPTV (UseeTV); but has subsequently offered a triple play service as well as a 
double play service that includes only phone and broadband services. 
 
Telkom’s Indihome13 is by far the largest fixed broadband player with a home pass network 
that extends to more than 30 million homes nationwide. At the end of 2018, Telkom Indihome 
had 5.3 million subscribers, giving it a 60% share of the fixed broadband market. Rapid 
deployment of its home pass network during 2017 and 2018 allowed Indihome to expand its 
subscriber base by 80% during 2018. 
 
Approximately half of Indihome’s subscribers, or 2.6 million, are currently on the triple play 
plan and receive UseeTV.  However, in terms of new subscribers, only 30% take a triple play 
subscription as Indihome is now focusing on second tier areas which have a lower spending 
power. 
 
UseeTV cable carries the largest bouquet of channels with all channels broadcasting in SD 
format, whilst 65 of their 155 channels also broadcast in HD format. In addition, it provides 
access to three third party online VOD services, Iflix, HOOQ and Catchplay as well as Edukids. 
 
Telkom has also launched an OCC service, UseeTV Go, available as an extension to Indihome 
triple play service, allowing subscribers to access UseeTV on mobile devices. 
 

                                                
13 Telkom also offers an ADSL broadband service which continues to have close to 2.1 million subscribers.    Telkom’s ADSL 
broadband subscribers are not included in Telkom’s Indihome subscriber base as customers are not able to access UseeTV. 
Combined, Telkom has 86% share of the fixed broadband market. 
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Telkom now sees Indihome as one of its key revenue drivers aside from Telkomsel.  In 2018, 
Indihome generated IDR12 billion (or US$857 million) in revenue, up 46% year-on-year. 
However, as a result of an increased number of subscribers taking up the double play package, 
Indihome’s blended ARPU fell by 9.5% to IDR258,000. 
 

Telkom Indihome/UseeTV subscribers and ARPU (2012–2018) 

 
Source: Telkom Indonesia Annual Report  
 
MAXstream  

Telkomsel first ventured into online VOD back in 2016 with VideoMAX which offered 
Telkomsel’s subscribers’ access to third party online VOD services including HOOQ and Viu as 
well as SuperSoccer TV. In early 2018, with Telkomsel acquiring the exclusive internet rights 
to live stream the 2018 World Cup, Telkomsel broadened its online video offering with 
MAXstream, which launched just prior to the World Cup. 
 
MAXstream is an online video platform aggregator that carries a range of content including: 
• Live sports content – including the World Cup, ASEAN Games and beIN Sports. 
• MAXstream original content – MAXstream has released several pieces of original contents 

in the past six months.  Telkomsel has co-produced the “Brata” mini-series with HOOQ, 
which premiered in September 2018 and has been watched more than one million times; 
followed by the “Nawangsih” mini-series in Q1 2019, co-produced with Astro and 
“Unscripted Man” produced by Viddsee. 

• E-sports – Telkomsel, through Dunia Games, has been one of the leading pioneers in 
developing the e-sport industry in Indonesia. Telkomsel claims that 60 million of the 90 
million active gamers are Telkomsel subscribers. 

• Third party VOD services including HOOQ, Viu and Nickelodeon Play. 
• Basic and premium international pay TV channels. 
• Local FTA TV. 

 
MAXstream offers both free and subscription services: 
• Free service – Everyone can access local FTA regardless of whether they are a Telkomsel 

subscriber. In addition, Telkomsel subscribers can stream basic pay TV channels such as 
Animal Planet and Discovery as part of the mobile subscription. 

• Subscription service – Telkomsel subscribers can purchase a range of MAXstream packages 
that bundle data together with premium content, including beIN Sport as well as VOD 
services such as HOOQ, Viu and Nickelodeon Play. 
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During its first month broadcasting the World Cup, MAXstream attracted 3.9 million unique 
visitors with an average of half a million viewers per match.  To date, MAXstream has achieved 
more than ten million downloads, with approximately 2.5 million unique visitors per month. 
 
OONA TV  

OONA TV is Telkom Group’s third video brand, an AVOD service offering livestreams and VOD 
from 150 foreign and local channels in July 2018. OONA TV is a partnership between PT NFC 
Indonesia, who developed the mobile TV platform and maintains a controlling stake, together 
with Telkom’s subsidiary, PT Metranet, who will be responsible for networking, channel 
distribution and market developments for an initial three-year period. 
 
During 2018, OONA TV achieved more than 2.4 million downloads with 100,000–200,000 
unique visitors per month and viewers watching on average 17 minutes per session. 
 
OONA TV has a unique AVOD strategy in that it rewards viewers watching content and 
personalised ads with virtual currency, tcoins, which can be redeemed for Telkom’s products, 
as well as a selection of branded goods and discounts. 
 
In April 2019, Telkom announced that it would integrate OONA TV into Maxstream and 
UseeTV. 
 
 
First Media Group  
 
Link Net’s First Media 

Link Net, through its brand First Media, was the pioneer in fibre broadband/cable TV having 
been established 25 years ago in 1994. First Media offers a quad play service including cable 
TV (HomeCable), fibre broadband (FastNet), OCC (FirstMediaX) and smart living solution 
(Smart Living).  Link Net/First Media is part of the Lippo Group. 
 
At the end of 2018, First Media was the second largest fibre broadband/cable TV operator 
with 595,000 subscribers, of which 97% subscribe to their double play bundled packages of 
fibre broadband and cable TV. It currently has 2.2 million home passes, of which 72% are in 
Greater Jakarta, 17% in East Java (Surabaya); 6% in Bandung and less than 1% in Sumatra 
(Medan and Batam).  First Media targets the mid to premium segment offering 167 channels 
across various genres. This is reflected in its ARPU, which is the highest in the industry at 
IDR422,000 per month. 
 
First Media has also launched its complimentary OCC service, FirstMediaX, which provides 
VOD and catch-up service, and also collaborates with several OCC partners including HOOQ, 
Catchplay, HBO Go and BeIN Connect. 
 
Looking ahead, First Media intends to roll out an additional 250,000 home passes focusing on 
cities in Central Java.  In addition, it is also looking to venture into e-sports. 
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Link Net’s First Media subscribers and ARPU (2014–2018) 

 
Source: Link Net TBK 
 
Big TV  

Big TV is currently reducing its activities in Indonesia and has stopped acquiring new 
customers, but continues to broadcast to its existing customer base. 
 
Big TV, part of the Lippo Group and sister company of First Media, launched its DTH platform 
in September 2013 using its own condosat, initially with 11 transponders but subsequently 
scaled back to four transponders.  Big TV provided internet through collaboration with its 
affiliated company, Bolt, which stopped operating at the end of 2018 after its license was 
terminated by the government; at which point Big TV decided to scale back its activities. 
 
MNC Vision Networks 
MNC Group is one of the leading players in the pay TV/OCC segment with three subsidiaries: 
• MNC Sky Vision – providing a DTH service; 
• MNC Kabel Mediakom – providing high speed broadband and an IPTV service; 
• OTT MNC Indonesia – providing an OCC service. 
 
In February 2019, MNC announced that Vivendi SA (Canal+) would acquire a 50% stake in 
MNC Vision Network for US$400–500 million in several stages.  Vivendi SA was scheduled to 
acquire a 20% stake in March 2019; and then MNC Vision Networks would then go public in 
June 2019 releasing a 10–30% share which would allow it to circumvent the 20% foreign 
ownership restriction, at which point Vivendi SA would then acquire the remaining 30% stake.  
In addition, Argyle Street, a Hong Kong-based investment company is also rumoured to be 
interested in acquiring a stake in MNC Vision Networks. 
 
MNC Vision 

MNC Vision, formerly known as Indovision, is the pioneer of pay TV having launched in 1994. 
MNC Vision initially targeted affluent consumers but in 2008 launched OkeVision to target 
the middle class and in 2009 launched a third brand, Top TV, as an entry level brand. 
 
However, in the past couple of years, fibre broadband has becoming increasingly available in 
secondary and tertiary cities forcing MNC Vision and other DTH operators to smaller towns 
and cities, as well as rural areas, which have lower purchasing power. As a result, MNC has 
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taken several restructuring measures to ensure that it can remain competitive.  In December 
2017, MNC merged its three DTH brands – Indovision, OkeVision and Top TV – into MNC 
Vision and in April 2019, MNC Vision simplified its subscription packages into one basic 
“family” pack with ten add-on packs and integrated its subscription packs across MNC Vision 
and MNC Play. 
 
MNC Vision now broadcasts 134 channels including 20 in-house exclusive channels and nine 
third party exclusive channels.   
 
At the end of 2018, MNC Vision had around 2.4 million subscribers, making it the second 
largest pay TV operator behind Telkom Indihome, with a 37.4% share. However, within the 
DTH pay TV segment, MNC continues to dominate with an 81.8% share of residential 
subscribers.  MNC subscriber numbers have remained flat for the past five years while its 
ARPU has steadily declined, as MNC Vision has come under increasing competition from 
cable/IPTV in urban areas, pushing it to semi-rural and rural areas where it has to compete 
with low cost DTH operators, as well as LCOs offering pirated content.  At the end of 2018, its 
ARPU was IDR79,000 per month. 
 

MNC Vision subscribers and ARPU (2014–2018) 

 
Source: MNC Skyvision Annual Report  
 
MNC Play 

MNC Group entered the fixed internet broadband/IPTV sector in January 2013 with the 
establishment of PT MNC Kabel Mediacom (known as MNC Play) which commercially 
launched in early 2015. MNC Play was initially rolled out to complement MNC Vision, however 
with the rapid expansion of Telkom Indihome and urban consumers’ desire for fast fixed 
broadband service, MNC Play has taken a more central part in MNC Vision Network’s strategy. 
 
As of the end of 2018, MNC Play’s home pass network covered 1.4 million homes across six 
cities, with 190,000 subscribers, or a 14% penetration rate.  An estimated 80% of subscribers 
take up TV as well as broadband.  Its ARPU during 2017 was IDR297,000 (or US$21.2).  MNC 
Play offers the same TV packages as MNC Vision with a basic family pack and ten add-on 
packs. 
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MNC Now  

MNC has made several ventures into OCC. In 2014, it launched “Indovision Anywhere”, 
allowing Indovision subscribers to access their service from out of home; in 2015, MNC Play 
launched Moviebay, a VOD app which it subsequently made available to non-customers in 
2017 but which has now ceased operations. 
 
In February 2018, MNC, through its subsidiary PTT OTT MNC Indonesia, launched an SVOD 
service under the MNC Now brand, which is free for MNC Vision and MNC Play subscribers, 
while non-customers must pay between IDR2,000 to IDR5,000 per day for three months.  
MNC Play currently offers more than 80 TV channels and 4,000 hours of VOD including 
originals from MNC Studio and MNC Pictures. 
 
The only mobile operator that MNC Play has tied up with is Smartfren. 
 
Emtek Group  
 
Nexmedia  

Nexmedia is the only residential DTT platform in Indonesia and is a subsidiary of the Emtek 
Group, the parent company of FTA stations SCTV and Indosiar.  It launched in late 2011 and 
covers only the Greater Jakarta area and at the end of 2018 had 130,000 subscribers.  To 
further its outreach, Nexmedia together with Indosat GIG launched an IPTV service, nexGIG. 
Due to ongoing regulatory issues Nexmedia stopped acquiring new subscribers for its DTT 
services at the end March 2019 with future prospects looking bleak.  
 
Vidio 
Vidio launched in 2016 as a video sharing platform.  However, at the end of 2018 it launched 
an SVOD service offering live streaming of sporting events and VOD focused on Asian and 
Indonesian films and drama series, as well as livestreams of TV shows.  To date, Vidio has only 
bundled with Smartfren and Indodat. 
 
Vidio is part of the Emtek Group and was initially developed by PT Kreatif Media Karya but in 
February 2019, it was sold to PT Mediatama Anugrah Citra (MAC), the owner of Nexmedia. 
 
 
Subscription DTH  
 
K Vision 

K Vision is a dual band DTH operator transmitting on C band (Palapa) and Ku band (Measat 
3A), primarily targeting rural areas.  It is heavily focused on sports, airing some of the biggest 
football events such as the World Cup (2014 and 2018), EPL (2016–2019), Champions League 
(2015–2019) and Liga 1, as well as the Badminton World Federation (BWF) (2018–2021).  It 
currently carries 69 channels on its KU band service including 11 sports channels; while its C 
band service offers only 37 channels. 
 
Initially launched by the Kompas Group in 2014, it was acquired by a consortium of its main 
distributors in mid-2017. K Vision operates a pre-paid business model focused on selling 
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equipment and vouchers.  It has sold close to 900,000 STB, with 85% of customers being based 
in Java and Sumatra; however, it only has a 3–5% monthly retention rate which peaked at 
15% during the 2018 World Cup.  In addition, K Vision focuses on redistributing sports content 
to more than 110 LCOs which is estimated to be a major revenue contributor. 
 
Topas TV  

Launched in 2012 by the Mayapada Group, Topas TV is a C band DTH operator on the Palapa 
D satellite targeting rural areas. In mid-2018, Topas TV dropped one transponder and 
consequently reduced the number of channels from around 50 to 35, with a mix of FTA and 
premium channels.  To date, it has sold around 200,000 pre-paid STB and around 10,000 post-
paid subscriptions.  Close to half of its pre-paid boxes were sold during 2018 as it offered the 
cheapest DTH package costing IDR250,000 for a one-year subscription including all premium 
channels.  In December 2018, Topas TV effectively doubled its prices by increasing prices to 
IDR300,000 but reducing the time period to six months. As a result, new subscriber growth 
has slowed and many subscribers ending their annual package may not renew. 
 
Skynindo  

Skynindo is a small C band DTH operator that launched in 2010 and primarily targets ethnic 
Chinese customers in rural/semi-rural areas that make up 90% of its 19,000-subscriber base 
and subscribe to its top tiered Mandarin package; the remaining 10% are lower income rural 
customers taking its family package.  The platform offers 47 channels with a heavy emphasis 
on Asian ethnic programming with 18 Mandarin FTA channels and four in-house channels.  In 
April 2017, Skynindo migrated from the Palapa D to the Chinasat 10 satellite. 
 
Matrix TV 

Matrix TV launched its C band DTH service in October 2014, initially leveraging off its position 
as one of Indonesia’s largest TVRO parabola and STB producers to target C band TVRO users 
in rural and semi-rural areas.  In a bid to extend its service to urban areas, Matrix TV launched 
a Ku band service in late 2018.  In total, Matrix TV carries 46 channels on Ku band and 61 on 
C band.   
 
Matrix TV target segment and content line-up is similar to K Vision, in that it offers a dual 
band service targeting budget users with its pre-paid service and is heavily focused on sports 
and entertainment.  Matrix TV also works together with approximately 50 LCOs sub-licensing 
content which it has the sub-licensing rights to. 
 
In a bid to strength its appeal, Matrix TV partnered with Net1 in July 2018 to provide a semi-
bundled TV and internet package. 
 
Transvision 

Transvision operates DTH services as well as a newly launched internet TV service, which 
allows customers to access Transvision through an android box.  Transvision carries 115 
individual channels of which all but one is aired in SD format and 48 channels are aired in HD 
format. 
 
CT Corp acquired an 80% stake in Telkomvision in mid-2013 for approximately US$90 million 
and has since taken full ownership in the company.  In mid-2014, the company was rebranded 
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as Transvision.  As part of the acquisition deal, Telkom continues to rent the transponder to 
Transvision and in return Transvision supplies the content to Telkom (including for UseeTV 
IPTV services). 
 
Trans Group has partnered with two international channel providers to produce Indonesian 
editions of programming which are exclusively available on Transvision and UseeTV. 
• CNN Indonesia – launched in August 2015  
• CNBC Indonesia – launched in October2018  
 
Free Satellite TV  
 
Ninmedia 

Ninmedia launched a freesat service in 2016 and to date claims to have reached more than 
ten million households across Indonesia, with approximately 800,000 STB able to receive the 
encrypted channels.  Its business model is primarily based on selling satellite slots to TV 
channels accounting for more than 80% of revenue with the rest generated from advertising.  
It currently offers 80 FTA channels including eight encrypted entertainment channels, 27 
national and regional channels and the remaining channels are mostly Indonesian community 
channels or those targeting niche audiences.   
 
Ninmedia plans to double its customer base that use encrypted STB and add more premium 
channels to make its package more appealing to rural communities. 
 
Cable TV/IPTV  
 
MyRepublic 

MyRepublic is a relatively new player to the fibre broadband/IPTV sector having initially 
launched as Innovate Go in 2012. In 2015, Sinar Mas formed a joint venture with Singapore 
based MyRepublic and rebranded as MyRepublic. It primarily focuses on Sinar Mas property 
development and Tier 2 cities to avoid direct competition with Link Net. At the end of 2018, 
its home pass network covered 545,000 homes across five cities in Java and Sumatra while its 
penetration rate is hovering around 20% with 110,000 broadband subscribers. Only 30% of 
its subscribers take up its dual package of internet and TV. In 2019, it will extend its coverage 
to a sixth city and continue to focus on internet, cloud servers and gaming. 
 
Dens.TV 

Dens.TV, another relatively new player, launched its IPTV service in 2015. Dens.TV is a 
subsidiary of the CBN Group, an internet and IT provider, under the Salim Group.  CBN Group’s 
home pass network covers 250,000 homes mostly in secondary cities with a 28% fibre 
broadband penetration rate.  Of its broadband subscribers, only 20%, or 17,500, subscribe to 
its IPTV service.  To further its reach, it launched its OCC service Dens.TV+ service which has 
35,000 users, with 2–3% paying for premium content.   
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Biznet Home  
Biznet, one of Indonesia’s larger broadband providers focusing on the business segment, first 
launched its cable TV service in 2012 initially under the Max3 brand, which subsequently 
rebranded to Biznet Home.   
 
At the end of 2018, Biznet’s home pass network extended to 500,000 homes across 110 cities 
in Java, Bali and Sumatra, although its cable TV service is only available in a select number of 
cities, including Greater Jakarta, Greater Surabaya and Malang, Bali, Central Java and Batam.  
Biznet had 100,000 broadband subscribers of which 7,500 took up a double play of internet 
and cable TV.  Biznet currently offers 69 channels including local FTA and premium internet 
pay TV channels. 
 
Terrestrial Pay-TV  
 
M2V  
M2V is a niche player providing in-car pay TV services.  Launched in 2007, it provides coverage 
in approximately 80% of the city.  It is a small player with approximately 3,000 subscribers.  It 
currently carries 30 channels including ten premium channels. 
 
Pure OCC players  
 
Catchplay on Demand 
Catchplay on Demand, a Taiwanese SVOD platform, was launched in Indonesia in June 2016.  
It differentiates itself by focusing on Hollywood blockbusters and a wide selection of 
independent films from Europe and Asia.  It is estimated that 60% of content is exclusively 
available on Catchplay. 
 
Catchplay offers both an SVOD and TVOD service as well as a limited AVOD service in which 
customers are entitled to watch ten movies from 20 pre-selected movies.  Catchplay initially 
launched exclusively with Telkom Indihome but has subsequently partnered with First Media. 
 
HOOQ 
HOOQ, backed by Sony Pictures, Warner Bros and Singtel, is one of Asia’s leading SVOD 
streaming services currently available in five countries across South East Asia and India. 
 
HOOQ launched in Indonesia in April 2016 and is now their largest market accounting for 60–
70% of traffic.  HOOQ differentiates itself from other VOD services by heavily focusing on local 
content in each of its territories, as well as Hollywood and Bollywood films and TV series and 
currently has 1,800 titles in its library. 
 
HOOQ primarily focuses on its SVOD service and has tied up with all the mobile operators, 
most of which include HOOQ content usage within the data plan, as well as the two largest 
broadband operators and the largest e-money operator OVO. 
 
Out of all of the VOD streaming services, HOOQ has taken the lead in developing local content 
through producing several original slates. In 2018, HOOQ released “Brata”, an original six part 
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drama series, “Check Shops Next to the Series” and “The Rhino Family”.  In addition, HOOQ 
has partnered with a number of Indonesian production houses to acquire the rights of 
Indonesian films within four months of cinematic release.  Going forward, HOOQ will continue 
to produce original content serials in various genres including drama, comedy and action. 
 
In 2018, HOOQ undertook several strategic initiatives to broaden its appeal by becoming a 
one stop entertainment platform through offering daily subscription packages, live streaming 
16 local FTA TV stations and offering “skinny bundles” for subscribers to access over 20 pay 
TV channels.  In December, HOOQ collaborated with OVO, Indonesia’s largest digital platform 
with over 110 million customers, by integrating HOOQ services into the OVO platform.  As a 
result, HOOQ Indonesia’s subscriber base increased by 2.5-fold in 2018. 
 
Netflix 
Netflix, the largest global SVOD player, entered Indonesia in January 2016. However, it 
immediately hit a road block when the incumbent telco player, Telkom and its subsidiaries, 
blocked Netflix from its network allegedly on content censorship grounds.  With Telkom and 
its subsidiaries accounting for 86% of fixed broadband and 52% of mobile subscribers, Netflix 
can only be accessed by subscribers using alternative internet connections.  Netflix went on 
to partner with other mobile operators including XL Axiata, Tri Indonesia and Smartfren with 
data usage included within internet packet but subscribers are required to subscribe 
separately to Netflix.  The case between Netflix and Telkom took a new turn in early 2019, 
when the KPPU announced that it was investigating allegations of unfair competition by 
Telkom against Netflix as Telkom and its subsidiaries worked with other foreign VOD 
streaming services. 
 
Despite Netflix’s tussle with Telkom, Netflix is still considered the second highest grossing 
VOD service in Indonesia.  Network Indonesia’s library consists of 4,056 titles, or 70% of its 
total library.  In late 2018, Netflix announced that it had increased its localisation efforts and 
that 85% of its Indonesian content library had Bahasa Indonesia subtitles.  Netflix released its 
first Indonesian original Netflix film in October 2018 titled “The Night Comes For Us” and also 
acquired the rights to several Indonesian box office films. 
 
Viu Indonesia  
Vuclip, a subsidiary of PCCW, launched its mobile VOD service in May 2016 under the brand 
Viu Indonesia.  Viu currently offers two services: a free AVOD service, which has around 70% 
of content, as well as a premium SVOD service.  It has partnered with Telkomsel, Smartfren 
and Tri Indonesia. 
 
Viu has a unique content proposition compared to other online video providers in that it is 
solely focused on Asian and Middle Eastern content, with a heavy focus on Korean, as well as 
Indonesian, content which accounts for 30% of Viu Indonesia’s 4,500 hours of videos. 
 
Like other online video providers, Viu carries an extensive library of Indonesian films; in 
addition to developing two unique strategies to cultivate original content including:  
• Viu Pitching Forum – young filmmakers pitch their ideas to a panel of producers, directors 

and scriptwriters. Viu funds the shortlisted ideas and collaborates with filmmakers to 
produce the winning pitches which are then released in all of Viu’s territories. The 2018 
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Pitching Forum received over 250 film entries of which two were chosen to be made into 
Viu Originals. 

• Viu Shorts! – a short film festival aimed at students in 17 cities across Indonesia providing 
them with workshops and activities as well as producing short films. Viu Shorts! kicked off 
in October 2018 with the winning films to be announced in Q2 2019 and thereafter made 
into a Viu Original.  The festival is managed by Viu together with MAC Production Asia.   

 
Viu is available in 17 countries across Asia, Africa and the Middle East with 20 million active 
users and 1.2 billion video views in 2018.   
 
Iflix 
Iflix, a film streaming service focused on the 24 emerging markets, officially launched in 
Indonesia in June 2016 and is now the largest OCC platform in terms of viewers. 
 
Iflix has partnership agreements of various types with most telco operators.  XL Axiata bundles 
Iflix’s SVOD service with some of its data plans; with Telkomsel, it has a DCB agreement for 
its SVOD service, although data usage falls outside the plan.  Indosat Ooredoo and Telkomsel 
Indihome offer Iflix’s AVOD as a bundled service. 
 
Iflix provides both an AVOD and SVOD service with a 90:10 ratio of viewers.  Like other OCC 
players, Iflix releases limited information on its user base, however, in May 2018 it provided 
some insights; 60-70% of users were active monthly users, of which some 50% were located 
in Greater Jakarta and the rest spread across the next five largest cities.  Roughly 40% of users 
were bundled customers with telco and 60% were retail users. Since then, Iflix has gone on 
to sign a DCB with Telkomsel in November 2018 and is now the largest OCC player with 4.5 
million monthly users. 
 
Iflix focuses on regional and international slates with an increasing focus on local content, 
through original format, and strategic partnerships with production houses for exclusive 
rights to movies and drama series.  To date, Iflix has released two original formats and at the 
end of 2018 commissioned a further nine original productions with 6–7 original productions 
expected to be screened in 2019.  Iflix has also partnered with Wattpad to develop 26 original 
films with stories selected from six million pieces of Indonesian content uploaded to Wattpad, 
with 12–14 titles expected to be released in 2019. In May 2019, Iflix strengthened local 
content offerings through signing a strategic partnership with MNC, giving it the rights to 
broadcast 10,000 hours of local content, a few hours after it is broadcasted on FTA TV. 
 
Iflix is backed by a number of investors including Sky (UK), Hearst Communication (US), Liberty 
Global (US) and Catch Group (Malaysia).  Both the Emtek Group and MNC Group have taken 
a stake in Iflix.  Emtek Group was one of the early investors injecting US$7.5 million in March 
2016; while the MNC Group is one of Iflix latest investors taking a stake in May 2019 through 
an undisclosed investment and granting Iflix exclusive access to over 10,000 hours of content 
from the MNC library. 
 
SuperSoccer TV (Perada Swara Productions) 
SuperSoccer TV, part of the Djarum Group, launched in 2016 focusing on live coverage of 
soccer matches and VOD content.  Between March 2017 and May 2018 it held the exclusive 
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OCC rights to BeIN channels, during which it partnered with Telkomsel and VideoMax 
SuperSoccer. SuperSoccer TV lost the rights to BeIN channels for the 2018/19 season but 
continues to stream Bundesliga matches as well as UEFA Nations League. In 2019, 
SuperSoccer TV collaborated with PSSI (Indonesian Football Association) to launch Garuda 
Select, an Elite Pro Academy, focused on developing young Indonesian football talent.  At the 
height of its popularity, SuperSoccer TV had an estimated 300,000 subscribers. 
 
MOX 
MOX Digital Media (MOX) launched in July 2016 offering a TVOD streaming service focused 
on Indonesian box office films with a current library of around 500 films.  MOX has partnered 
with five Indonesian production houses and releases films some 30–60 days after their 
cinematic release.  It also produces original content including movies and series. 
 
MOX is a subsidiary of MD Group, one of Indonesia’s largest production houses and is 
available in five countries including Indonesia, Malaysia, Hong Kong, Singapore and Brunei. 
 
However, MOX has struggled against larger VOD streaming services and to date has only tied 
up with one mobile operator, Indosat; in addition, its TVOD fees are relatively high compared 
to the mainstream players’ all-inclusive monthly subscription plan. 
 
Klikfilm 
Klikfilm is another Indonesian SVOD streaming service focusing on Indonesian box office 
movies as well as Asian drama with around 300 titles.  It is part of Falcon Pictures, a production 
house and film distributor.  It has tied up with four mobile operators including Telkomsel, 
Indosat, Smartfren and Tri. 
 
Genflix  
Genflix was one of the first SVOD services to launch in Indonesia back in 2013 and is focused 
on Indonesian films and e-sports.  It previously live streamed football matches but stopped 
when its sister company, Orange TV, folded in mid-2018.  Genflix is the sister company of 
Sushiroll that focuses on Japanese anime, launching in January 2017.  Genflix has tied up with 
three smaller mobile operators including Indosat, Smartfren and Tri Indonesia. 
 
HBO GO  
HBO GO launched in Indonesia in April 2018, initially in partnership with First Media before 
joining forces with Telkom Indihome in December 2018.  HBO Go is only available to 
customers subscribed to HBO and is provided free of charge. 
 
Platforms entering the sector 
 
Mola TV  
Mola TV is the exclusive rights holder of the EPL for 2019–2022 seasons.  Mola TV intends to 
launch its own OCC platform before the start of the 2019–2020 season and livestream 
matches. 
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Platforms exiting the sector 
 
Orange TV 
Orange TV ceased operating in July 2018.  Orange TV launched its DTH service in late 2011 
and differentiated itself from other players by targeting rural and semi-rural areas through 
offering pre-paid services.  Orange TV focused heavily on sports content carrying the EPL from 
2013 onwards but was badly hit by LCOs broadcasting illegal premium content.  Orange TV 
was part of the Sinar Mas Group and a sister company to Genflix, a streaming service for select 
Orange TV channels and VOD content. 
 
Tribe 
Tribe, the regional online video platform owned by Astro Malaysia, was present in Indonesia 
between March 2016 and December 2018 initially on XL Axiata before switching over to 
Telkomsel.  It ceased operations in Indonesia at the end of December 2018.  
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Content 
 
Overview  
Content reigns when it comes to differentiating the different platforms’ product offerings.  
Sport content, especially football, is undoubtedly one of the main drivers for attracting paying 
subscribers for traditional pay TV platforms. 
 
Other than sport, major traditional pay TV platforms have developed their own in-house 
channels, aggregating content from their media group’s extensive libraries, or focusing on 
news and current affairs; while major OCC players are heavily investing in developing local 
content to appeal to a wider audience and differentiate themselves.  As most OCC platforms 
are not affiliated with Indonesian media groups or production studios, OCC platforms have 
come up with innovative strategies to develop local content including original series and films, 
as well as acquiring the exclusive rights to Indonesian blockbuster films. 
 
Sports Content 
Within sports, football is by far the most popular spectator sport with Indonesians 
undoubtedly among Asia’s most avid football fans. 
 
In terms of favoured football leagues, Indonesians still prefer the home soccer league, Liga 1, 
with Jakarta’s team, Persija, regularly attracting more than 60,000 spectators for home 
matches.  From international football leagues, the most popular leagues are the English 
Premier League (EPL) which is estimated to have 92 million fans (or a third of the population) 
and Serie A TIM Italy, while other football leagues have smaller followings in Indonesia.  Like 
in most other countries, the FIFA World Cup is hugely popular. 
 
Football Right Holders  
As in many countries, football rights are highly competitive in Indonesia as they are 
considered essential viewing to boost subscribers and/or advertising.  Most popular football 
leagues have some games broadcast on FTA, whilst the full package of games is broadcast on 
pay TV platforms and some games live-streamed on OCC platforms. 
 
In the past two years, two new Indonesian sports media rights companies have come onto 
the scene and acquired key rights. 
 
PT Mola TV, a new local sports rights company made up of a consortium of Indonesia, US and 
Bahrain backers has won the exclusive rights for the EPL for three seasons (2019–2022).  Mola 
TV intends to develop three sports channels, Mola Sports 1 and 2 and Mola TV; with Mola 
Sports channels being dedicated EPL channels while Mola TV will be a more general channel 
airing EPL and other related content. 
 
PT Futbal Momentum Asia (FMA) won the exclusive rights to a number of prestigious football 
events including the 2018 World Cup, UEFA Champions League and European League (2018–
2021).  FMA initially launched two sports channels World Cup 1 and 2 to broadcast the 2018 
World Cup and has subsequently rebranded the channels to Total Sports Blast (TSB) and 
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expanded to four channels.  TSB 1 and 2 broadcast UEFA Champions League and Europa 
League; TSB 3 broadcasts other world football leagues and TSB 4 focuses on badminton. 
 
BeIN Sports, a major player in sporting content, continues to air the EPL until the end of the 
2018/19 season and will continue to hold the rights to several other major European football 
leagues including Series A Tim A, La Liga and Ligue 1.  Fox Sports holds the rights to the 
Bundesliga which is aired on its Fox Sports channels on most pay TV platforms and on Super 
Soccer TV, which was granted the exclusive OCC rights from Fox Sports. 
 
Indonesia’s Liga 1 sport media rights are owned by the competition operator, PT Liga Baru, 
and sells directly to broadcast partners, including Emtek Group and Telkom Indonesia. 
 

Football rights holders and broadcast partners for 2018–2021 seasons 
Sporting Event  Year  Rights Holder  FTA TV  Channel Pay TV  Streaming  
Liga 1 
(Indonesia) 

2017  Liga Indonesia 
Baru 

tvOne  None Matrix TV, Orange 
TV  

Iflix  

2018–2019 Indosiar, O 
Channel, 
tvOne, INTV  

Matrix TV, 
Nexmedia, UseeTV  

Vidio  

2019–2020 Indosiar, O 
Channel  

UseeTV Vidio 

World Cup  2018 FMA  Trans TV / 
Trans 7  

Total Sports 
Blast (TSB) 1, 
2  

Transvision, K 
Vision, Usee TV  

MaxStream  

Serie A  2018–2021 beIN Sports  
 

NA beIN Sports 1, 
2, 3  

MNC Vision / Play, 
K Vision, Matrix TV, 
Nexmedia, UseeTV  
Orange TV** 

beIN Sports Connect 
(February 2018–onwards) 
partnered with First 
Media / Vidio 

La Liga  2018–2019 
Ligue 1 2018–2019 
MLS  2015–2018 
Premier League 
(UK) 

2016–2019 beIN RCTI, MNC 
TV 

Supersoccer TV (March 
2017 – November 2018) 
beIN Sports Connect 
(October 2018 – 2019) – 
First Media / Vidio 

2019–2022 Mola TV  NA Mola Sports 1 
& 2 
Mola TV  

NA Mola Sports / Mola TV  

UEFA 
Champions 
League / 
Europe League 

2015–2018  beIN SCTV  beIN Sports 1, 
2, 3 

Nexmedia  NA 

2018–2021 FMA  RCTI TSB 1, 2  K Vision, 
NexMedia*  
Matrix TV 

Vidio 

Bundesliga  2018–2021 Fox Sports  NA Fox Sports  Most pay TV 
platforms 

Supper Soccer TV  

England 
Championship 
League / FA 
Cup  

2018–2019  NA TVRI NA  NA UseeTV.com  

Source: BeIN Sports; FMA; Mola TV; industry interviews 
* Nexmedia is unlikely to carry the 2019-2020 season  
** Orange TV Ceased operating in July 2018 
 
Other Sporting Rights  
Football, although the biggest, is by no means the only sports enjoyed in Indonesia.  Indonesia 
hosted the Asian Games in 2018, for the first time in 56 years, with the Emtek Group holding 
the exclusive media rights in Indonesia.  Emtek Group, also holds the rights to NBA TV. 
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Meanwhile, Fox Sports holds exclusive rights to a wide range of sporting events in Indonesia 
including MotoGP and Formula 1; most golfing tournaments including the PGA 
Championships; Rugby World Cup and World Rugby Seven Series; and several Grand Slam 
Tennis tournaments.  Fox Sports has three channels that are broadcasted across all major pay 
TV operators. 
 

Other sporting events rights holders and broadcast partners  
Sporting 
Event  

Year  Rights Holder  FTA TV  Channel Pay TV  Streaming  

Asian Games  2018  Emtek SCTV, Indosiar  Nexmedia  Vidio  
Basketball 2017– Kreatif Media 

Karya (KMK) 
Online (Emtek)  

O Channel  
Indosiar (finals only) 

NBA TV  NexMedia*, 
UseeTV  

Vidio 

Badminton 
Champions 
League 

2018–
2021 

FMA NA TSB 4  K Vision, 
NexMedia*,  
Matrix TV 

Vidio 

MotoGP  2017–
2022 

Dorna Sports / 
Fox Sports  

Trans 7  Fox Sports All major pay TV 
platforms  

NA 

Formula 1   Fox Sports  
Source: FMA, TV interviews  
* NexMedia will not carry the 2019 season  
 
Pay TV and OCC broadcast partners 
BeIN Sports took a non-exclusive approach to its channels and partnered with five pay TV 
platforms including K Vision, Matrix TV, MNC Vision/Play, UseeTV and Nexmedia.  From the 
major pay TV platforms, only First Media and Transvision do not carry beIN Sports channels.  
For OCC, beIN initially partnered with Super Soccer TV firstly on a non-exclusive basis, then 
between March 2017 to May 2018, as an exclusive partner.  BeIN launched beIN Connect in 
early 2018 and has exclusively partnered with Vidio and First Media. In addition, customers 
can purchase a subscription from Tokopedia. 
 
Mola TV has partnered with IMG to market its channels to FTA TV, pay TV and OCC platforms 
with the bidding process ongoing.  In addition, Mola TV will launch its own OCC platform prior 
to the start of the 2019 season in August. 
 
For the World Cup, FMA partnered with several media players, including Transvision and K 
Vision, who held the DTH rights; UseeTV with the cable TV rights; and Telkomsel’s MaxStream 
with the OCC rights.  For the UEFA Champions League/Europa League, FMA partners with K 
Vision, NexMedia and Matrix TV while for OCC it partners with Vidio. 
 
Fox Sports partners with most pay TV platforms in Indonesia; while for OCC it exclusively 
partners with SuperSoccer TV for the Bundesliga. 
 
Pay TV in-house channels 
Most major pay TV operators are part of large media groups and heavily rely on their own 
resources to produce content for their pay TV platforms. 
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MNC Studios International / MNC Channels  

MNC Group produces most of its content in-house through its content holding company, MNC 
Studios International, which was listed in 2018 and had acquired MNC Channels, producing 
20 pay TV channels for the MNC Group. 
 
MNC Channels have produced just over 88,000 hours for 14 of its in-house channels (as of 
December 2018).  Most non-news/music channels have 2,000–7,000 hours of in-house 
content. 
 

MNC channel in-house production 

 
Source: MNC Studio International  
 
First Media Production/First Media News  

First Media is not part of a large media conglomerate. Nevertheless, it produces a number of 
in-house channels internally. 
 
First Media ventured into content production ten years ago when it established two 
production houses – First Media News and First Media Productions. First Media News focuses 
on news and produces two channels – Berita Satu News and Berita Satu World.  Berita Satu 
News is broadcast on FTA and by other pay TV platforms while Berita Satu World is exclusively 
broadcast on First Media.  First Media Productions produces ten in-house channels.  First 
Media Productions has also produced several movies for general release. 
 
Transvision 

Transvision has ten in-house channels covering most genres.  Rather than producing its own 
branded news and business channels, Trans Group teamed up with two heavy weight news 
and business content providers, CNN and CNBC, to produce local editions of the channels.  
CNN Indonesia was launched in August 2015, followed by CNBC Indonesia in October 2018. 
 
Multivision Plus 

Multivision Plus (MVP), owned by Raam Punjabi and family, is one of the largest production 
houses in Indonesia specialising in sinetron and films.  The group is also a large importer and 
distributor of Hollywood, Bollywood, Asian and other foreign films. 
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MVP first ventured into the pay TV arena by providing three channels to K Vision as well as 
several DTH operators but stopped when K Vision was hit by financial problems.  MVP re-
entered the pay TV arena in December 2018 with an agreement with Ninmedia to broadcast 
five of its channels focusing on drama and films. 
 
MVP was the first to offer an online streaming service in 2013, however at that stage there 
was little interest in the market.  MVP has opted to monetise its content through a YouTube 
channel rather than partner with an OCC platform. 
 
Exclusive Indonesian OCC content 
All of the major OCC players are heavily investing in developing local content to appeal to a 
wider audience and differentiate themselves from other players.  As most OCC platforms are 
not affiliated with Indonesian media groups / production studios, OCC platforms have come 
up with innovative strategies to develop local content. 
 
Exclusive OCC rights to Indonesian films and drama series 
Both HOOQ and Iflix have made strategic partnerships with Indonesian film producers to 
exclusively air Indonesian films on their OCC platforms no later than 120 days after theatrical 
debut and some three months before FTA TV release.  HOOQ has focused more heavily on 
carrying Indonesian films in comparison to other OCC players.  In a potential game changing 
move, Iflix has formed a strategic partnership with MNC Group that will give Iflix access to 
around 10,000 hours of content within hours of original broadcast.  
 
Original productions 
HOOQ, Iflix and Viu are investing heavily in Indonesian original content production. 
 
HOOQ has developed three Indonesian original content pieces including its own original 
crime-based drama, six-part mini-series “Brata”, co-produced with Telkomsel; a full length 
comedy / family drama show “Check Out The Store Next Door the Series”, franchised off one 
of 2016’s top grossing movies; as well as a short format comedy show “Rhino Family” that 
moved from YouTube for its second season.  In December 2018, HOOQ announced a 
partnership with Vice Media which will include a slate of digital content at launch and a 
commissioned youth-based talk show “TL;DR”. 
 
Iflix has commissioned nine original productions with 6–7 to screens in 2019.  To date, Iflix 
has released two original formats including “Magic House, The Series”, which is now in its 
second season, and “Oi! Jaga Lambe”, a stand-up comedy show.  Iflix has also partnered with 
Wattpad to develop 26 original films, with stories selected from six million pieces of 
Indonesian content uploaded to Wattpad. Screenplay Films is a film production house linked 
to Emtek Group and hence to Iflix, due to Emtek Group having a tiny stake in the company. It 
is expected to commit to co-fund and co-produce at least 15 of them.  Approximately 12–14 
titles are expected to be released this year in Indonesia and across all countries in its footprint. 
 
Viu is also developing original Indonesian content through its Viu Pitching Forum (VPF) and 
Viu Originals Indonesia. 
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The VPF, now in its second year, allows Indonesian filmmakers to pitch their story ideas for 
new web series/films, with the finalists then being mentored by a group of industry 
professionals before pitching their projects to Viu’s judging panel to be made into Viu 
Originals.  The first VPF had 250 entrants, including 170 from the established industry, with 
two winning projects “Halustik” and “Knock Out Girl” being made into Viu Originals 13-part 
series. 
 
Viu has produced several Viu Originals Series Indonesia including “Sword” (2017), “The 
Publicist” (2017), “Sunshine” (2018), “Knock Out Girl” (2018) and “Rewrite” (2019) as well as 
a feature film “Kenapa Harus Bule?” released in 2018. 
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Piracy / Illegal Distribution  
 
Traditional cable piracy  
Cable piracy comes in two forms: 
• Illegal LCOs that are not licensed by the government  
• Legal LCOs that, after acquiring licenses, revert back to illegally broadcasting content  
 
Generally speaking, consumers are not aware that they are subscribing to an illegal operator 
or that the content may be illegal, as the government has issued so many LCO licenses.  
Consumers are simply concerned about paying the lowest price possible for content.  
 
Licensed local cable operators (LCO) 
In a bid to stamp out cable piracy, the government started licensing LCOs back in 2009 and in 
the past ten years has issued 362 pay TV licenses to LCOs.  The number of LCO licenses being 
issued has tapered off and in the past 12 months, Kominfo has only issued approximately 20 
licenses.  
 

Number of provincial cable TV licenses issued (November 2017) 
 Number of cable TV licenses 

issued 
Sumatra   106 
Java   74 
Kalimantan  79 
Sulawesi   69 
Eastern Indonesia  34 
Total  362 

Source: Kominfo  
 
The licensing process requires the LCO to roll out infrastructure and have contracts with 
content providers for legal distribution of channels.  However, after the LCOs have received 
their permanent pay TV license, many either revert back to re-distributing illegal content or 
substantially under-report their subscriber numbers to their contract partners.  
 
Licensed LCOs are encouraged by Kominfo to form consortiums with smaller non-licensed 
LCOs, which theoretically allows non-licensed LCOs that are too small to acquire content by 
themselves to go legal and gives the licensed LCO greater bargaining power as they have more 
subscribers.   
 
Typically, a licensed LCO consortium may have 1,000–10,000 subscribers. As such, 1–3 million 
households subscribe to legal LCOs.  
 
Non licensed illegal operators  
There is no accurate data on the number of illegal cable operators in Indonesia and it is 
difficult to distinguish between a totally illegal LCO and a legal LCO under the umbrella of a 
licensed LCO.  However, based on 4,000 illegal LCOs with 1,000–5,000 subscribers; the total 
number of illegal subscribers is estimated at 8–10 million. 
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Current initiatives to combat cable piracy 
 
Government level monitoring of LCOs 
Currently, there are no monitoring efforts by the government to ensure provincial operators 
remain legal.  Kominfo ensures that cable operators pay their annual dues, however, the 
Regional Indonesian Broadcasting Commission (KPID) do not undertake periodic inspections 
to ensure provincial operators continue to comply with license obligations and only broadcast 
authorised content. 
 
Indonesian Multimedia Providers Association’s (APMI) enforcement actions by industry 
APMI has taken centre stage in combating cable piracy and in 2018 brought 85 actions against 
illegal operators, including 80 summons and reporting five players to the police, of which four 
were located South Sulawesi and one in DKI Jakarta. 
 
K Vision efforts to embrace the LCOs 
K Vision has adopted a different strategy to other DTH platforms and to date works together 
with 110 LCOs to sublicense the World Cup and other content which it holds sublicensing 
rights to and receives remuneration in return.  Several content providers were enthusiastic 
about K Vision’s approach but recognise that it is a small but significant step in combating 
piracy; while content rights are non-exclusive it will not be possible to digitalise content and 
require LCO subscribers to use their own STB, as LCOs will simply switch to an alternative 
supplier that uses analogue feed so they don’t need to upgrade their system. 
 
Online Piracy  
 
Streaming piracy and the illicit streaming device (ISD) ecosystem continue to impact all 
Indonesian and international businesses involved in the production and distribution of 
legitimate content. 
 
Indonesian consumers have an unhealthy appetite for viewing pirated content via an ISD.  A 
recent YouGov consumer survey for Indonesia, commissioned by AVIA’s Coalition Against 
Piracy (CAP), found that 29% of Indonesian consumers use an ISD to stream pirated television 
and video content. Of the 29% of Indonesian consumers who purchased an ISD for free 
streaming, nearly one in five (17%) stated that they cancelled all, or some, of their 
subscription to legal pay TV services.   
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Online piracy through ISD devices 

 
  

  
Source: YouGov 
 
The economic cost of streaming piracy impacts the entire content industry. According to 
London-based Digital TV Research, online TV and movie piracy will cost the content industry 
an estimated US$31.8 billion (S$42.9 billion) in global revenue this year, reaching US$51.6 
billion by 2022. It is estimated that each Indonesian filmmaker loses more than IDR4 billion 
(US$285,000) for each film that gets pirated. 
 
The Indonesian Government has made a number of efforts to combat online piracy since 
2015.  An anti-piracy taskforce was first set up in 2015 and, between its launch and May 2018, 
took down 392 illegal film websites that distribute or stream pirated content.  The taskforce 
includes Kominfo, the Intellectual Property Directorate Generate from Ministry of Law and 
Human Rights, the Prosecutor’s Office and the police.  Although it is a significant step taking 
down the websites, the impact has been somewhat muted as the operators behind these 
websites just hop onto a new domain and continue their illicit businesses.   
 
In October 2017, several industry associations, together with Bekraf, launched an Infringing 
Website List (IWL) to make advertisers aware of which sites they should not place ads on.  
However, this has also had limited impact as over 98% of adverts placed on illegal websites 
are for online gambling or other illegal/unlicensed products rather than from legitimate 
advertisers that abide by the IWL. 
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Regulations 
 
Overview 
Currently, traditional pay TV is heavily regulated, especially in terms of content, while OCC is 
not legally recognised and therefore not regulated at all.  
 
Key stakeholders in Indonesian TV regulation 
There are three main stakeholders in TV regulation: 
• House of Representatives (DPR) 
• Ministry of Communication and Information (Kominfo) 
• Indonesian Broadcasting Commission (KPI) 
 
House of Representatives (DPR)  
DPR is primarily responsible for making the laws.  In 2010, DPR initiated the process to revise 
the 2002 Broadcasting Law but failed to pass it before the end of its parliamentary term in 
2014.  On entering office, President Joko “Jokowi” Widodo made reforming the broadcasting 
sector one of his administration’s key priority areas; DPR promoted the broadcasting bill to 
its priority list and targeted issuing a new broadcasting law before the end of 2018.  The 
revised Broadcasting Law has stagnated at the committee stage primarily due to 
disagreements on digitalisation of FTA.  At the end of 2018, the revised law is said to have 
finally passed the committee stage and is now entering the plenary stage.  However there still 
remains much uncertainty on whether the DPR will pass the revised broadcasting law before 
the legislature’s term expires.  If it fails to be enacted, the revised broadcasting law must wait 
until the 2019–2023 when DPR will formally add the bill to their agenda and with the process 
going back to the start. In which case, a revised broadcasting law is unlikely to be enacted 
before 2021 at the very earliest. 
 
The DPR is also responsible for selecting commissioners and supervising central KPI.  
 
Ministry of Communication and Information (Kominfo) 
Kominfo is responsible for setting policies and supervising the broadcasting and 
telecommunication sectors.  In the broadcasting sector, it jointly grants licenses with KPI but 
holds no active role in supervising content. 
 
Kominfo is split into four directorates: 
• Directorate General of Post and Informatics Technology Operations (DG PPI) 
• Directorate General of Information Application (DG Aptika)  
• Directorate General of Post and Informatics Resources Management and Equipment 

(DGSDPPI) 
• Directorate General of Public Information and Communication  
 
Traditional pay TV falls under the jurisdiction of Dirgen PPI while OCC falls under both Dirgen 
PPI and Dirgen Aptika. 
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Indonesian Broadcasting Commission (KPI) 
KPI is an independent broadcasting commission whose primary role is to regulate content 
aired by traditional broadcast media, i.e. television and radio, broadcasted through satellite, 
cable and terrestrial means.  It has no jurisdiction to regulate content aired through other 
means such as OCC.  KPI sets out its broadcasting guidance in its Code of Conduct (P3) and 
Program Standard (SPS) (universally known as P3SPS) that was last issued in 2012.  In addition, 
KPI jointly issues traditional broadcasting licenses together with Kominfo. 
 
KPI is an auxiliary state institution made up of two tiers, central KPI (known as KPI) and 34 
provincial level KPI (known as KPID).  KPI commissioners are selected by DPR and report 
directly to the President as well as DPR.  Likewise, KPID reports to the province Governor and 
are selected by Regional DPR (known as DPRD).  Commissioners serve a three-year period and 
are limited to two terms. 
 
Key laws governing the sector – Broadcasting Law 
The broadcasting sector is governed by the Broadcasting Law (No. 32/2002) and its 
implementing regulations. 
 
Types of pay TV platforms permitted 
The Broadcasting Law only recognises pay TV offered through satellite (DTH), cable and 
terrestrial, and operators are restricted to offering only pay TV services and cannot provide 
other services such as broadband internet under the same legal entity. In 2016, Kominfo 
issued further regulations restricting terrestrial licenses for pay TV providers. 
 
Indonesia distinguishes between IPTV and OCC.  IPTV refers to pay TV delivered via the 
internet in a closed cable network.  An IPTV provider is made up of a consortium of at least 
two players, with one player holding a pay TV license and the other player holding a local fixed 
network license and ISP license.  As the IPTV provider indirectly holds a pay TV license, it is 
regulated the same way as traditional pay TV.  On the other hand, OCC is not formally 
recognised in Indonesia and remains unregulated.  
 
Licensing 
Broadcasting operators must first apply for a temporary license and, once they are ready for 
commercial activities, apply for a permanent license.  The permanent license is valid for ten 
years.  Both Kominfo and KPI are involved in the license verification process, with KPI taking 
care of the content side and Kominfo the technical side.  Over the past couple of years, 
Kominfo has substantially narrowed down the processing time of the application from KPI. In 
2018, it shortened the application process from over five months down to one month, and 
aims to reduce the processing time further to just one day by the end of 2019. 

 
Foreign ownership 
Only domestic companies may apply for a broadcasting license, but once the permanent 
license has been granted, up to 20% of the company may be divested to a foreign company. 
 
Cross media ownership  
The broadcasting regulation is currently ambiguous in terms of cross media ownership. The 
law states that companies may not own directly / indirectly more than: 
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• One pay TV company, one private radio station and one newspaper in the same region. 
• One pay TV company, one private FTA TV station and one newspaper in the same region.  
• One pay TV company, one private FTA TV station and one private radio station in the same 

region. 
 
Kominfo has interpreted this regulation to apply to the legal entity that carries out the 
broadcasting/media activities rather than the holding company level, therefore media 
holding companies frequently own several broadcasting entities. 
 
Regulations relating to pay TV content  
All aspects of content aired by traditional pay TV are under the jurisdiction of KPI and 
governed by its P3SPS in accordance with the Broadcasting Law.  Content aired through OCC 
and other non-traditional pay TV means are not subject to any content regulations. 
 
KPI is still using the 2012 edition of the P3SPS, however the current commission’s 
interpretation is substantially different from previous commissions.  The current KPI only 
applies to Articles that specify pay TV in the text and in the SPS which is limited to: 
• Inappropriate content (Article 18 and 23)  
• Internal censor (Article 56) 
• Program classification (Article 33 and 56) 
• Parental controls (Article 40 P3) 
• Language (Article 41 P3) 
 
It is possible that the next commission (due to be elected in mid-2019) may take a different 
interpretation of the P3SPS. 
 
Content  
KPI is primarily concerned about content and ensuring it meets Indonesia’s moral standard 
and with pay TV, it is primarily concerned with sexual and violent content. 
 
With sexual content, KPI permits kissing and blurred out nudity but prohibits full nudity and 
scenes/sounds depicting sexual activity and requires them to be cut from the programming.   
 

P3SPS stance on banning sexual content in pay TV and FTA TV 

Sexual related content Pay TV FTA TV 
Nudity / showing genitals  Ö Ö 
Scenes depicting sexual activity or intercourse  Ö Ö 
Sexual violence  Ö Ö 
Sounds depicting ongoing sexual activity  Ö Ö 
Dialogue about a series of sexual activities   Ö 
Scenes/sounds depicting sexual relations between animals in a vulgar manner  Ö Ö 
Kissing   Ö 
Show certain body parts – thigh, buttocks, breasts in a close up or medium shot   Ö 
Show erotic body movement of dances  Ö 
Give the impression of nudity  Ö 
Impression of mouth kissing   Ö 
Indecent words Ö Ö 

Source: KPI P3SPS  
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KPI prohibits all types of violent scenes on pay TV and FTA TV including: 
• Violent events  
• Humans being bloodied, dissected or subjected to other extreme violent incidents  
• Sadistic behaviour  
• Consumption of animals in a non-conventional way  
 
Pre-censorship  
The Broadcasting Law, GR52/2005 and KPI’s SPS require pay TV operators to “internally 
censor” content. 
 
There have been substantial changes in the way KPI enforces pre-censorship requirements. 
Until 2015, pre-censorship was interpreted as content providers voluntarily reviewing 
content.  In 2015, the previous KPI commission started to implement a much harder 
approach, requiring pay TV operators to actively, internally pre-censor all content broadcast, 
which in reality was impossible to achieve.  The current KPI commission has softened its 
stance of pre-censorship and expects content providers to either cut/blur inappropriate 
content or provide the cue tones to the pay TV operators and for them to cut the content.   
 
For the most part, content providers have adhered to Indonesian moral standards and cut 
inappropriate or offensive content and blurred out uncovered bodies.  As such, apart from 
isolated cases, the censorship clause by pay TV operators has not recently been an industry 
wide issue and KPI has given few warnings or sanctions to pay TV operators. 
 
Program classification  
GR 52/2005 requires pay TV operators to include or mention program classification as 
outlined by KPI’s P3SPS.  The P3SPS requires that each program carry a program classification 
at the top of the screen throughout the program broadcast.  The classifications must be 
written with the alphabet rating and the age group within brackets for example for teenagers 
R (13–17). 
 

Indonesian program classification ratings 

Indonesian Program 
Classification 

Screened Logo Definition 

SU  SU (2+) All ages above 2 years  
P P (2-6) Children aged 2–6 years  
A A (7-12) Children aged 7–12 years  
R R (13-17) Teenagers aged 13–17 years  
D D (18+) Adults aged above 18 years  

Source: KPI P3SPS  
 
The current KPI commission’s interpretation is that films, entertainment and certain 
documentaries suitable for audiences above 13 years old (teenagers and adults) must display 
program ratings at the start of the program.  Children’s, news and sports channels are not 
required to display program labels.  In a stark change from previous commissions, KPI will 
accept the program’s original rating label and does not insist that the program is reclassified 
using Indonesian program ratings.  However, the use of foreign ratings is somewhat confusing 
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in Indonesia. For example, “R”, under the Indonesian program rating refers to content 
suitable for teenagers while internationally is known as restricted content. 
 
Parental controls  
Under the Broadcasting Law, pay TV operators are required to protect and benefit special 
viewers by broadcasting certain types of content at appropriate times and providing program 
ratings.  The law makes no mention of parental controls.  However, KPI’s P3 stipulates that 
pay TV operators must provide parental controls for programs classified for teenagers (R) and 
adults (D) and the parental key guide is to be included in the program guidebook for 
subscribers and provided to KPI. 
 
All the national pay TV operators provide set-top boxes with parental controls, however many 
of the small sized local operators do not provide parental controls.  
 
Localisation of content 
“Film related” content which includes movies, drama and documentaries aired on pay TV 
must be translated into Bahasa Indonesia using subtitles or dubbing.  In contrast, films 
screened in cinemas are prohibited from being dubbed.  The disconnect arises from having 
two different laws governing films, with the Broadcasting Law governing the pay TV industry 
permitting dubbing and subtitling; while the Film Law that governs films screened in cinemas 
bans dubbing. 
 
Local content quotas  
There is a legal requirement to dedicate at least 10% of channel content to domestically 
produced content.  The quota structure is somewhat different for traditional pay TV operators 
and IPTV operators. 
 

Pay TV local content requirements 

 Traditional Pay TV IPTV 
Domestically produced channels 
as percentage of channel capacity  

10%  10% for pushed services  
30% of the content library owned for 
multimedia services (pulled and interactive 
services) 

FTA and local community 
broadcasting channels as 
percentage of channel capacity  

10%  - 

Independent content providers  - 10% increasing to 50% within five years* 
Source: Kominfo 
* The text of this regulation is unclear, and to our knowledge it has never been enforced. It appears to refer to the number 
of independent content providers whose works are carried on IPTV systems. 
 
Exclusive content  
Indonesian regulations are silent on the issue of exclusivity. When the industry was in its 
infancy, the regulators took the view that “essential” content should not be exclusive.  
However, since the industry has developed and collectively airs more than 300 channels, 
regulators for the most part do not consider content to be essential and permit exclusive 
content.   
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In practice, in-house and some niche channels are exclusive, whilst most other content, 
including many sporting events, is available on a non-exclusive basis. 
 
Advertising 
There has been substantial change in the position on foreign adverts inserted into pay TV 
channels over the past few years.  KPI is responsible for monitoring adverts. The current 
commission does not consider adverts as a priority area and does not actively monitor 
adverts, and has not given formal warning for insertion of foreign adverts.  This position is a 
180-degree reversal on the previous KPI commission’s stance on foreign adverts that 
requested all foreign adverts to be replaced with Indonesian adverts in March 2015. 
 
There has been no change in the regulations stating that foreign adverts must be replaced 
with domestic adverts but rather the change stems from the interpretation as well as the 
desire to implement the regulations. 
 
The legal basis for requiring foreign advertisements to be replaced with domestic adverts 
stems from Kominfo’s regulations GR51/2005 and Ministerial Decree (MD) 41/2012 on pay 
TV.  
 
Detailed provisions of domestic resources in the production of adverts (for all types of TV) is 
set out in MD No. 20/2008.  This regulation is frequently referred to as the “Made in 
Indonesia” regulation and states that adverts must use: 
• Indonesian people in producing adverts, namely actors, directors, producers, crew, post 

production staff, etc. 
• Indonesian backgrounds in adverts, including backdrops/setting, flora, fauna, music, art, 

language and human or background Indonesian society. 
 
However, Kominfo softened the regulation by providing five exceptions for foreign 
advertisements including: 
• Tourism adverts – tourism adverts containing elements of a foreign country  
• Property adverts – adverts on property (of various types) listed for sale outside Indonesia  
• Sports and educational adverts – adverts on international matches, competitions, 

festivals, higher education, school/study or other activities outside Indonesia. 
• Global brand adverts – adverts that carry the brand image or international 

ambassador/person that are aired globally. 
• Adverts using characters or flagships of a country. 
 
KPI’s SPS makes no mention of advertising in the section relating to pay TV.  Now that KPI is 
only applying the pay TV programming chapter (Chapter 22) and its specified articles rather 
than the whole program standard, it is no longer concerned with foreign adverts.  
 
Regulations for online curated content (OCC) services 
OCC is not recognised under the current Broadcasting Law and as such is unregulated other 
than a circulating letter in 2016 requesting OCC to follow Indonesian laws, including the 
Broadcasting Law, but as a circulating letter it has no legal weight.  Kominfo issued a draft OTT 
regulation in 2017 which has not yet been enacted.  The draft regulation primarily focused on 
requiring OTT players, including OCC services, to have a presence in Indonesia, as well as pay 
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Indonesian taxes.  Legally, Kominfo requires the new broadcasting law to be enacted that 
recognises OCC before it can issue ministerial level regulations. 
 
Telecommunication Law  
Networks of pay TV operators fall under the jurisdiction of the Telecommunication Law (Law 
No. 36/1999).  The Telecommunication Law governs all communication and broadcasting 
infrastructure.  The main issues of the telecom regulations relating to pay TV are licensing of 
network operators and satellite landing rights. 
 
Licensing  
All network operators are required to apply for a network service license from DG PPI.  
Network operators and service providers (pay TV operators) must be separate legal entities. 
 
Reciprocal satellite landing rights  
The government requires satellites providing services to Indonesia to have signal landing 
rights in order to serve Indonesian customers.  The government will only grant landing rights 
to foreign satellites if the host country permits reciprocal landing rights to Indonesian satellite 
operators and if the satellites base their uplink stations within Indonesia.  This regulation has 
been in force since 2007 and so far, has not been a significant barrier to the TV industry’s 
operations. 
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Abbreviations  
 
2G  Second Generation 
3G  Third Generation 
4G  Fourth Generation 
4K  Horizontal Display Resolution of 4,000 pixel 
A  Classification Rating for Children aged 7-12 (Anak) 
APJII  Indonesian Internet Service Provider Association (Asosiasi Penyelenggara Jasa 

Internet Indonesia) 
APMI  Indonesian Multimedia Providers Association (Asosiasi Peyelenggara 

Multimedia Indonesia) 
ARPU  Average Revenue per User 
AVOD  Advertising Supported Video on Demand  
Bekraf  Creative Economy Agency (Badan Ekonomi Kreatif) 
BTS  Base Transmission Station 
BWA  Broadband Wireless Access 
CARG                Compounded Annual Rate of Growth 
D  Classification Rating for Adults (Dewasa) 
DG Aptika Directorate General of Information Application (Direktorate Jenderal Aptika 

Informatika) 
DG SDPPI Directorate General of Post and Information Technology Resources and Tools 

(Direktorate Jenderal Sumber Daya dan Perangkat Pos dan Informatika) 
DG PPI Directorate General of Post and Information Technology Implementation 

(Direktorate Jenderal Sumber Penyelenggaraan Pos dan Informatika) 
DPR  House of Representatives (Dewan Perwakilan Rakyat) 
DPRD  Regional House of Representatives (Dewan Perwakilan Rakyat Daerah) 
DTH  Direct To Home  
DTT  Digital Terrestrial Television  
DVB  Digital Video Broadcasting  
EPL  English Premier League  
FTA  Free to Air  
FTTH  Fibre to the Home 
FTTK  Fibre to the Kerb 
GB  Gigabyte 
GR  Government Regulation 
HD  High Definition  
IDR  Indonesian Rupiah  
IP  Internet Protocol  
IPTV  Internet Protocol Television 
ISD  Illicit Streaming Device  
ISP   Internet Service Provider 
Kominfo Ministry of Communication and Information technology (Kementerian 

Komunikasi dan Informatika) 
KPI  Indonesian Broadcasting Commission (Komisi Penyiaran Indonesia) 
KPID  Regional Indonesian Broadcasting Commission (Komisi Penyiaran Indonesia 

Daerah) 
LCO  Local Cable Operator  
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LTE   Long-Term Evolution 
Mbps  Megabits per Second  
MD  Ministerial Decree 
Mhz  Megahertz 
OCC  Online Curated Content  
OCC  Over the Top 
P  Classification Rating for Children aged 2-6 (Prasekolah) 
P3SPS  Broadcasting Code of Conduct (P3) and Program Standard (SPS) 
PB  Petabyte 
PT  Limited Liability Company (Perseroan Terbatas) 
Q  Quarter  
R  Classification Rating for Teenagers (Remaja) 
SIM  Subscriber Identification Module 
STB  Set-top Box  
SU  Classification Rating for All (Aged Above 2) (Semua Umur) 
SVOD  Subscription Video on demand 
TB  Terabyte  
TVOD  Transactional Video on demand 
TVRO  Television Receive Only (satellite antenna) 
USD  United States Dollar  
VAT  Value Added Tax  
VOD   Video on demand  
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Appendix 1 – Major Players  
 
DTH 
GARUDA MATRIX 
PT. Stella Satindo 
Jl. Daan Mogot Raya Km. 12.8 
Komplek Daan Mogot Prima Blok A1 No.10 
Jakarta 11740 
Telp : +62 21 5437 3829 
www.matrixparabola.com 
 
K-VISION 
PT Digital Vision Nusantara 
The Jakarta Post Building, 4th Floor 
Jl. Palmerah Barat No. 142 – 143 
Jakarta 10270 
Telp : +62 21 536 546 01 
www.k-vision.tv 

MNC VISION 
PT. MNC Sky Vision Tbk 
MNC Vision Tower 
Jl. Raya Panjang Z / III, Green Garden  
Jakarta 11520 
Telp : +62 21 582 8000 Ext. 386500 
www.mncvision.id 

SKYNINDO 
PT. Cipta Skynindo 
Jl. Dr. Susilo I No.23 Grogol,  
Petamburan 
Jakarta 11450, 
Telp : +62 21 296 78 222 
www.skynindo.tv 

TOPAS TV 
PT. Karya Kreatif Bersama 
Mayapada Tower 3 fl 
Jl. Jend Sudirman Kav.28  
Jakarta 12920 
Telp :+62 21 521 2050 
www.topas.tv 

TRANSVISION 
PT. Indonusa Telemedia 
Jl. Kapten Tendean No.88 C 
Kuningan Barat, Mampang  
Jakarta 12710 
Telp : +62 21 1500 060 
www.transvision.co.id 

 
CABLE / IPTV  
BIZNET NETWORKS 
PT. Supra Pritama Nusantara 
Mid Plaza 1,8 Fl. 
Jl. Jend. Sudirman Kav. 10 -11 
Jakarta 10220, Indonesia 
Telp : +62 21 5799 8888 

 
DENS.TV  
PT. Digdaya Duta Digital 
Manggala Wanabakti IV Building 9fl. Wing C 
#923 
Jl. Gatot Subroto Senayan Jakarta 10270, 
ndonesia 
Telp: +62 21 574 7050 
www.digdaya.co.id 

LINK NET / FIRST MEDIA 
PT. Link Net 
Berita Satu Plaza bulding  4th Floor 
Jl. Jendral Gatot Subroto Kav.35 – 36 
Telp : +62 21 5278 811 
www.linknet.co.id  

MNC PLAY MEDIA 
PT. MNC Kabel Mediacom 
MNC Tower 10Fl, 
Jl. Kebon Sirih No.17 – 19 
Jakarta 10340, Indonesia 
Telp : +62 21 3911112 
www.mncplaymedia.com 
 
MYREPUBLIC 
PT. Innovate Mas Indonesia 
Graha 9 6fl,  
Jl. Penataran No.9 Proklamasi 
Jakarta 10320  
Telp : +62 21 31998600 
www.my-republic.id 

USEE TV  
PT. Telekomunikasi Indonesia, Tbk 
Graha Citra Cakra Building, 5 Fl 
Jl. Jendral Gatot Subroto No. 52 
Jakarta, 12710 
Telp : +62 21 521 5109 
www.cable.useetv.com 
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Terrestrial  
M2V 
PT. M2V Mobile Television Car 
Jl. Melawai Raya No. 7 Lt.2 
Jakarta 12160,  
Telp: +62 21 2750 7200 
www.m2v-indonesia.com 

NEXMEDIA 
PT. Media Anugrah Citra 
SCTV Tower  
Senayan City 15 Floor 
Jl. Asia Afrika Lot. 19 
Jakarta 10270 
Telp : +62 21 27935600 
www.nexmedia.co.id  

Appendix 2 – Pay TV Association 
ASOSIASI PENYELENGGARA MULTIMEDIA 
INDONESIA (APMI) 
(Indonesia Multimedia Association)  
Multimedia Tower 6th Fl 
Jl. Kebon Sirih No.12  
Jakarta 10340,  
Telp : +62 21 3860500, 70435089 
www.apmi.or.id  

INDONESIA CABLE TV ASSOCIATION (ICTA) 
Jl. Letjen S Parman Kav. 22 – 24 
Jakarta 11480,  
Telp : +62 21 29252212 
www.icta-indonesia.org 
 

Appendix 3 – Regulatory Bodies   
 
MINISTRY OF COMMUNICATION AND INFORMATION TECHNOLOGY (KOMINFO) 
Jl. Medan Merdeka Barat No. 9 Jakarta 
Telp   : +62 21 38433507, 38433508 
Fax   : +62 21 3447939 
Website  : www.kominfo.go.id 
 
CONTACT PERSON 
Minister H. E. Rudiantara 
Directorate General of post and Information Technology 
Resources and Tools 

DR. IR. Ismal MT 

Directorate General of Organizing Post and Information 
Technology 

Prof. DR. Ahmad M. Ramli, Sh, MH, FCBARB 

Directorate General of Information Applications Semuel Abrijani Pangerapan, B.Sc. 
Directorate General of Information and Public Communication 
 

Dra. Rosarita Niken Widiastuti, M.Si. 

INDONESIAN BROADCASTING COMMISION (KPI) 
Gedung Komisi Penyiaran Indonesia 
Jl. Ir. H. Juanda No.36  
Gambir,  
Jakarta 10120 
Telp   : +62 21 22346444, 22035002  
Website  : www.kominfo.go.id 
 

2016 – 2019 
• Yuliandre Darwis, M. Mass. Comm, Ph.D (Chairman) 
• Sujarwanto Rahmat M. Arifin (Vice Chairman) 
• Ubaidillah, S.Sos, M.PD  
• Dewi Setyarini, M.Si  
• Nunung Rodiyah  
• Agung Suprio  
• Hardly Stefano Fenelon Pariela, SE., M.KP  
• Mayong Suryo Laksono  
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