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1 EXECUTIVE SUMMARY 
Growth in Malaysia’s broadcasting industry continues to be challenged in 2019 due to 

intensifying competition and price erosion. This is further exacerbated by changes in 

both the technological and consumer behaviour in terms of viewing preferences. Key 

take-outs from our review of the industry as of mid-2019 are in the following sections. 

 

1.1 MALAYSIA ECONOMIC OVERVIEW 

Malaysia’s economy recorded a gross domestic product (GDP) growth of 4.7% in 2018, 

compared to a growth of 5.9% in 2017. The decline in growth was impacted by factors 

such as the rising global trade tensions and the unanticipated supply disruptions in the 

mining and agriculture sectors. Growth is mainly supported by domestic demand due 

to private consumption growth. The three-month tax holiday from June to August 2018, 

following the zerorisation of the Goods and Services Tax (GST) rate, played a 

significant role in driving private consumption in 2018.  

Malaysia achieved a GDP growth of 4.9% in the second quarter of 2019 (Q2 2019), 

driven again by private sector activity amid lower public sector spending. The economy 

is projected to expand by between 4.3% and 4.8% in 2019 but the government is also 

aware of the challenges, such as the on-going trade tensions between China and the 

USA and the interruptions in commodity production, that may impact the local 

economy. 

 

1.2 BROADCASTING AND MEDIA LANDSCAPE OVERVIEW 

The Malaysian Communications and Multimedia Commission (MCMC) refers to the 

revenues from two publicly listed companies comprising the satellite pay TV provider, 

Astro Malaysia Holdings Berhad (Astro) and the private Free-To-Air (FTA) TV provider, 

Media Prima Berhad (Media Prima) to track the performance of the broadcasting sector 

in Malaysia. The total revenue of these two companies was RM6.40 billion in 2018, 

which was a slight decline of 0.3% compared to RM6.42 in 2017. The lower revenues 

in 2018 were due to lower advertising and pay TV subscription revenues. There are 
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other broadcasters in Malaysia but these are mostly private companies and revenue 

data for these companies is not publicly available. 

The muted advertising outlook and structural shifts towards digital platforms are 

expected to pose continuing challenges to the broadcasting market players in 2019. 

Hence, industry players have begun to change their business strategy to include digital 

offerings, monetising their content and forging partnerships with Online Curated 

Content (OCC) service providers, besides having OCC services of their own. These 

initiatives are aimed at widening audience reach and increasing operating efficiencies. 

Media Consumption 

Similar to global trends, media consumption over the internet among Malaysians has 

shown an increase especially in 2017 and 2018. Consumption of media via the internet 

reached three hours and 10 minutes per day in 2018 compared to two hours and 23 

minutes per day in 2014, while consumption of radio has declined from two hours and 

45 minutes per day in 2014 to only one hour and 58 minutes in 2018.1 Although the 

number of hours spent on viewing content through TV has remained relatively stable 

in the last five years, it is expected that internet consumption will surpass TV in the 

next few years. The trend of viewing video content through multiple platforms including 

laptops and mobile devices has contributed to higher internet consumption and will 

likely increase in the future as well. 

Advertising Expenditure 

The total advertising expenditure for Malaysia was RM4.48 billion in 2018, declining 

2.5% compared to 2017.2 Despite 2018 being an eventful year with the 14th General 

Election as well as sports events such as the FIFA World Cup, Winter Olympics, Asian 

Games and Commonwealth Games, advertising expenditure declined for the fifth 

consecutive year since 2014 and for the third consecutive year since 2016 it dipped 

under the RM5 billion mark. 

The share of advertising expenditure for digital overtook the combined FTA and pay 

TV share of advertising expenditure in 2018, and led all other media types, with 

                                                
1 Source: MCMC; Zenith, Media Consumption Forecast 2017; Roy Morgan Research; Nielsen 
Media Index; IMS Clear; Nielsen Consumer & Media View Q4/2015 
2 Source: Malaysia Advertisers Association and GroupM 
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advertising spend rising RM198.1 million, or 19%, to reach RM1.25 billion. Given the 

lack of key sports events in 2019 and the cautious spending adopted by advertisers, 

the outlook on advertising spend is likely to remain subdued. Growth is likely to 

continue to come from the digital platform. Although losing market share to digital, non-

digital and traditional media is expected to make up the bulk of overall advertising 

spending. 

 

1.3 FTA AND THE ADOPTION OF DTT 

The first FTA channel in Malaysia was a government-owned news channel that started 

broadcasting in 1963, followed by a second government-owned FTA channel six years 

later in 1969. In 1984, the first private TV channel called TV3 started its broadcast 

service. There are currently eight FTA television channels in Malaysia with three of 

them by the government-owned Radio Televisyen Malaysia (RTM) which are TV1, TV2 

and TV Okey; TV Alhijrah is owned by the Al Hijrah Media Corporation; and TV3, NTV7, 

8TV and TV9 are privately owned by Media Prima.  

Certain areas in Malaysia are able to receive transmissions from neighbouring 

countries including Johor which receives FTA channels from Singapore’s Mediacorp, 

Sarawak which receives RTB channels from Brunei and certain areas in Kedah, Perlis, 

Perak, Kelantan and Terengganu that are able to receive Thai channels.   

The government, through the Ministry of Communications and Multimedia Malaysia, 

has been working on migrating from analogue to digital broadcasting with the Digital 

Terrestrial Television (DTT) Project to provide the public with sharper TV and radio 

transmissions at zero monthly fees. Branded as “myFreeview”, the DTT service is 

being managed by MYTV Broadcasting Sdn Bhd (MYTV) through private sector 

funding. The migration to a digital system is being carried out in phases from April 2019 

onwards and is scheduled to complete by the third quarter of 2019 after several delays. 
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1.4 ONLINE CURATED CONTENT SERVICES MARKET 
ENVIRONMENT 

Over-the-Top (OTT) television refers to media content which is provided over the 

internet to consumers who can download or stream content anywhere, anytime and on 

any audio-video device that supports the broadcast of content. Online Curated Content 

(OCC) is one form of OTT. OCC is distinguished from other types of internet platforms 

by the exercise of editorial judgement and responsibility by the service operator. OCC 

platforms have many business models, including revenues from subscriptions and/or 

advertising.  

OCC Market Players 

The OCC services that are available in Malaysia are Tonton, Astro GO, NJOI Now, 

Unifi PlayTV, Iflix, Viu, Netflix, Dimsum, YuppTV, Long TV and Enjoy TV. Astro GO, 

NJOI Now and Unifi PlayTV are only available to customers of Astro, NJOI and Unifi 

TV respectively.  

OCC Business Models 

The two types of business models most commonly used are subscription-based video 

on demand (SVOD) and advertisement-based video on demand (AVOD). The last few 

years have seen quite a number of local and foreign OCC market players offering their 

services in Malaysia. 

The OCC industry is still evolving, with market players continuing to experiment to find 

the most suitable business model. Except for Netflix which employs only an SVOD 

model, most OCC service providers in Malaysia such as Iflix, Viu and Dimsum adopt 

a mix of both the SVOD and AVOD models. This is also known as the freemium model, 

with some content free of charge, while its full service can be viewed for a subscription 

fee. Revenue is sourced from the subscription fees as well as fees from 

advertisements which are usually shown when free content is viewed.  

Besides that, OCC market players also partner with telco providers to offer a telco-

billing based subscription option. This allows OCC providers to tap into the telco 

providers’ customers to acquire users by leveraging their telco partners’ billing systems 

to reach new customers. Telco providers also benefit from this partnership as they can 

achieve higher data usage thereby increasing their average revenue per user (ARPU), 

while the consumers can view content from a legitimate source.  
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1.5 PAY TV MARKET ENVIRONMENT 

Broadband and Pay TV Penetration Rate in Malaysia 

Broadband take-up in Malaysia has been growing in the last few years as a result of 

the completion of the High Speed Broadband (HSBB) network, a fibre network that 

was built as a joint venture between Telekom Malaysia, the national 

telecommunications company, and the government. The widespread deployment of 

3G and 4G networks also played a role in increasing the number of broadband 

subscriptions. In 2014, broadband subscriptions were at 20.7 million. This increased 

to 41.5 million subscriptions in the first quarter of 2019 (Q1 2019). The penetration rate 

also increased from 68.3% per 100 inhabitants to 127.1% over the same period.3  

Subscription for pay TV increased from 5.2 million subscriptions in 2014 to 7.4 million 

in Q1 2019, with the penetration rate increasing to 87.3% per 100 households in Q1 

2019 from 71.4% in 2014.4 As of 2019, satellite TV remains the mainstay of pay TV 

viewing with only one dominant market player, Astro, followed by Unifi TV. However, 

the industry is expected to get more competitive with more players coming into the 

picture as several new licenses have been issued for satellite DTH broadcasters, and 

new OCC services are coming online.  

Pay TV Market Players 

Figure 1 shows the “traditional” pay TV market players that are present in Malaysia. At 

present, there are two market players namely Astro and Unifi TV. Astro’s core service 

is broadcast via Ku-band satellite transmissions. Unifi operates an Internet Protocol 

Television (IPTV) service (which is the delivery of television content over Internet 

Protocol (IP) network) which can only be accessed through the proprietary network of 

the service provider. Telekom Malaysia (TM) was the first provider to launch an IPTV 

service in 2010. Previously known as HyppTV, the service was relaunched as Unifi TV 

in January 2018. 

 

 

                                                
3 The broadband subscription data and penetration rates are sourced from MCMC. 
4 The pay TV subscription data and penetration rates are sourced from MCMC. 
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Figure 1: Details of the Various Pay TV Services in Malaysia 

Pay TV Service5 Description 

Astro 

• Year launched in Malaysia: 1996 
• Subscription-based satellite television provider 
• Granted an exclusive licence as the sole pay TV provider by the 

Malaysian government for 20 years which ended on 28 February 
2017 

Unifi TV 
• Year launched in Malaysia: 2010 
• An IPTV service that is bundled with broadband and telephone 

services from Telecom Malaysia 

Astro IPTV 
• Year launched in Malaysia: 2011 
• Initial target audience were those staying in high-rise buildings 

that were having difficulty with the installation of satellite dishes  

NJOI • Year launched in Malaysia: 2012 
• Non-subscription satellite TV service by Astro 

Source: Company websites, Company annual reports and News articles  

The combined penetration rate of both Astro’s pay TV and NJOI is 77%, or 5.7 million 

households, as of April 2019, with the growth mainly driven by the free service NJOI. 

Astro does not provide breakdown data of its pay TV and NJOI subscribers. Unifi TV 

is bundled together with Unifi broadband with no option to subscribe to either one only. 

There were 1.32 million Unifi subscribers as of the first quarter of 2019 and this is used 

as a proxy for the number of Unifi TV subscribers. 

Astro has 193 TV channels, including about 60 high definition (HD) channels, while 

NJOI has 30 channels as of its financial year 2019 (FY19) which ended in January 

2019. Astro’s pay TV ARPU remained unchanged at RM99.90 for FY19 compared to 

FY18. However, ARPU for the quarter ending April 2019 increased slightly to 

RM100.40. Nevertheless, due to the increasing preference for cheaper alternatives 

such as OCC platforms and android set top boxes, the pay TV subscription revenue 

and ARPU are expected to come under continued pressure from both legitimate OTT 

and pirate set-top box services.  

Unifi TV has 109 channels as of end 2018. Unifi’s ARPU (combined ARPU of both the 

bundled Unifi broadband and Unifi TV) was RM179 in Q1 2019. It has steadily declined 

since 2014 to reach its lowest in Q1 2019, partly due to the mandatory standard access 

                                                
5 Launched in June 2013, ABNxcess was a digital cable television operator in Malaysia, offering 
cable television services via a cable network. Owing to financial difficulties, the company, which 
was operated by Asian Broadcasting Network (M) Sdn Bhd and a subsidiary of the ABN Media 
Group, ceased its operations in 2016. 
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pricing (MSAP) mechanism implemented by MCMC in October 2018 which has 

reduced the prices of broadband services in general.  

Pay TV Business Models 

The business models of the two largest pay TV market players are quite different. 

Astro’s business model is based on a revenue diversification strategy, with multiple 

revenue streams, but subscription-based satellite TV remains the company’s main 

revenue earner and business focus. Other revenue earners for Astro include 

advertisement fees, licensing fees of its original content, production services and home 

shopping. As for Unifi TV, its main source of revenue is the subscription service that 

comes bundled with voice and broadband. Unifi’s go-to-market strategy is to leverage 

on the idea of convergence with a triple-play proposition of video, internet and phone. 

  

1.6 PIRACY AND UNAUTHORISED DISTRIBUTION 

Online piracy is the most prevalent form of illicit content access in Malaysia, involving 

the access or download of movies, TV shows and other proprietary video content from 

online sources who do not possess the rights to distribute these contents. Furthermore, 

the sale of android set top boxes used to stream content from illegal sites have been 

on the rise. Due to the increasing use of such illegal set top boxes, the authorities are 

considering banning the sale of android set top boxes in Malaysia but no decision has 

been made yet. 

At the moment, MCMC is concentrating on preventing the streaming of pirated content 

via the android set top boxes, taking down unauthorised websites that offer illegal 

streaming and stepping up enforcement efforts to weed out illegal set top boxes. The 

enforcement efforts by the authorities to block public access to websites that stream 

content illegally is seen in a positive light by the local content industry players who view 

online piracy as a much greater threat than foreign legitimate OCC service providers. 

However, concerns on content piracy will likely continue to cloud the industry’s growth 

prospects over the short to medium term. 
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1.7 REGULATORY ENVIRONMENT 

The MCMC, which was established under the Communications and Multimedia Act 

(CMA) 1998, functions as the primary regulatory body overseeing the communications 

and multimedia industry, including broadcasting, in Malaysia. The MCMC is 

answerable to the Minister of Communications and Multimedia and has regulatory 

powers in accordance with the CMA. The MCMC is tasked with advising the Minister 

on matters regarding national policy for communications and multimedia activities, 

making recommendations on matters related to the grant of individual licences, 

cancellation of a person's registration under a class licence and variations of licence 

conditions to the Minister and enforcing the CMA, among other responsibilities. 

Whilst MCMC is the relevant regulator, the Malaysian Communications and Multimedia 

Content Forum (CMCF) is the designated industry body co-regulating content. There 

are intensive content control guidelines in place, with prohibitions on indecent, 

obscene, false, harassing, menacing or offensive content. However, pay TV services 

can be “exempted” through self-censorship based on detailed, published guidelines 

from the government, which is the Content Code. At present online service providers 

are exempted from the licensing regime, rate regulation and “made in Malaysia” 

requirements. However, the Content Code is applicable to online content providers. 

Copyright is protected under the Malaysian Copyright Act of 1987 which protects 

copyrighted works in broadcasts, with enforcement divided between two government 

agencies: the Ministry of Domestic Trade and Consumer Affairs (MDTCA) and the 

MCMC.  
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2 ECONOMIC ENVIRONMENT IN MALAYSIA 
The global economy started the year 2018 on a positive note with both global trade 

and growth continuing the upward trajectory which began since end 2016. However, 

the global economy was confronted with multiple headwinds such as the escalation of 

trade conflicts and renewed volatility in commodity prices as the year progressed, 

resulting in the majority of advanced and regional economies recording a more 

moderate expansion in 2018. Malaysia’s economy was no different and achieved a 

more subdued gross domestic product (GDP) growth of 4.7% in 2018 as shown in 

Figure 2.  

Figure 2: Malaysia’s GDP Growth, 2015 – 2019 

 
Note:  

1) f = forecast 
2) Malaysia’s GDP constant terms for the year 2015 to 2018 is based on 2010 prices 
3) From Q1 2019 onwards, Malaysia’s GDP in constant terms is rebased to 2015 prices 

Source: Bank Negara Malaysia  

 

Compared to the growth of 5.9% in 2017, Malaysia’s 2018 growth was impacted by 

factors such as the rising global trade tensions and the unanticipated supply 

disruptions in the mining and agriculture sectors. Domestic demand continued to be 

the main growth driver, supported mainly by private consumption growth with additional 

support from the tax holiday following the zerorisation of the Goods and Services Tax 

(GST) rate from June to August 2018.  
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In the second quarter of 2019 (Q2 2019), the Malaysian economy grew by 4.9% which 

was driven by strong private sector expenditure, recovery in commodity output and 

higher net exports. This is higher compared to the 4.5% growth achieved in Q1 2019. 

The economy is expected to remain on a steady growth path over the next 2 quarters 

with the economy projected to expand by 4.3% to 4.8% in 2019. Private sector demand 

will continue to anchor growth amid lower public sector spending. However, the 

government is also aware of the challenges including the on-going trade tensions 

between China and the USA, the heightened volatility in financial markets and the 

interruptions in commodity production that may bring economic headwinds to the local 

economy. 

 

2.1 OVERVIEW OF THE BROADCASTING AND MEDIA 
LANDSCAPE IN MALAYSIA 

The Malaysian Communications and Multimedia Commission (MCMC) refers to the 

revenues from two publicly listed companies comprising the satellite pay TV provider, 

Astro Malaysia Holdings Berhad (Astro) and the private Free-To-Air (FTA) TV provider, 

Media Prima Berhad (Media Prima) to track the performance of the broadcasting sector 

in Malaysia. The total revenue of these two companies was RM6.40 billion in 2018, 

which was a slight decline of 0.3% compared to RM6.42 billion in 2017. The lower 

revenues in 2018 were due to lower advertising and pay TV subscription revenues. 

There are other broadcasters in Malaysia but these are mostly private companies and 

revenue data for these companies is not publicly available. Figure 3 shows the 

combined revenues while Figure 4 shows the combined revenues by segment of both 

Astro and Media Prima in 2018 compared to 2017. 
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Figure 3: Total Revenue of Major Broadcast Players in Malaysia, 2017-2018 
 

 

Notes: 
1) Media Prima’s revenue excludes print revenue 
2) Astro’s revenue has been adjusted by calendar year 

Source: MCMC 

Figure 4: Revenue of Major Broadcast Players in Malaysia by Segment, 2017 – 
2018   

 

Notes: 
1) Media Prima’s revenue excludes print revenue 
2) Astro’s revenue has been adjusted by calendar year 

Source: MCMC 
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As seen in Figure 4, the decline in pay TV subscription and advertising is mitigated by 

the increase in digital media and home shopping revenues. The broadcasting market 

players continue to face competition from OCC service providers, a trend that is similar 

to other broadcasters around the world. This competition is expected to continue as 

broadband prices continue to reduce and higher internet speeds are introduced. While 

it has been the case in the past that broadcasters generated revenue mainly from 

advertising or subscription business models, they have now shifted their business 

models to include distribution of their content via a dedicated access network, as well 

as offering OCC services. Besides increasing their revenue streams, these initiatives 

also widen audience reach and offer greater operating efficiencies. 

The challenging environment in the broadcasting and media industry is not likely to 

reduce in 2019 on the back of a muted advertising outlook and structural shifts towards 

digital platforms. As such, broadcasters have ramped up digital offerings, attracting 

brands to advertise in the digital platforms as well as monetising their content among 

other steps to adapt to the changes.  

Media Consumption 

In terms of media consumption for Malaysia over the TV, radio and internet, the trend 

shows an overall increase in consumption over the internet, in line with global trends. 

Figure 5 shows the media consumption trend in Malaysia from 2014 to 2018 for TV, 

radio and the internet. Specifically, consumption of media over the internet has 

increased significantly in 2017 and 2018, reaching three hours and 10 minutes per day 

in 2018 compared to two hours and 23 minutes per day in 2014. On the other hand, 

the number of hours spent on viewing content through TV has remained relatively 

stable in the last five years, while consumption of radio has steadily declined from two 

hours and 45 minutes per day in 2014 to only one hour and 58 minutes in 2018.  

It is noted that video is one of the driving forces behind the shift in media consumption 

in Malaysia, following global trends as well. Over the last few years, video is 

increasingly viewed over multiple platforms such as on TV, mobile, laptop, or other 

devices, and this trend has contributed to higher internet consumption over the last few 

years. It is expected that internet consumption will surpass TV in the next few years, 

while radio may decline further. 
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Figure 5: Media Consumption in Malaysia, 2014 – 2018  

 
Source: MCMC; Zenith, Media Consumption Forecast 2017; Roy Morgan Research; Nielsen Media Index; 
IMS Clear; Nielsen Consumer & Media View Q4/2015 
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3 OVERALL TV MARKET ENVIRONMENT 

3.1 CONTENT SERVICES TREND OVERVIEW 

The year 1963 marked the beginning of the broadcasting industry in Malaysia with the 

airing of the first FTA TV channel. In 1984, the first private TV channel was launched. 

Twelve years later, another milestone was reached with the first satellite pay TV 

starting its services in 1996. The year 2010 saw the introduction of both the IPTV 

service (Unifi TV) and OCC service (Tonton) to the Malaysian market. The latest 

development happening in the broadcasting industry is the switch from analogue FTA 

TV to digital terrestrial TV which is taking place in 2019. 

After Tonton was introduced in 2010, several more OCC service providers have come 

into the market in the past few years. The entrance of OCC players have changed the 

trend in content services delivery from just “pushing” content to offering a more 

personalised content over multiple platforms based on consumer behaviour. Figure 6 

illustrates the evolution of the content services delivery in Malaysia from the first FTA 

TV channel until the present in 2019. 

 

Figure 6: Content Services Evolution in Malaysia 

 

Source: MCMC 

1963 • FTA TV started broadcasting in Malaysia

1984 • The first private FTA TV started broadcasting

1996 • Satellite Pay TV

2010 • IPTV and OCC Services

2019 • Digital Terrestrial TV



 
 
 
 

 

 18 

3.2 FTA TV OVERVIEW 

The first FTA channel in Malaysia was called “Rangkaian Satu”, which is a government 

owned news channel that started its broadcast in 1963. Another channel called 

“Rangkaian Dua”, directly translated as the Second Channel, started broadcasting 6 

years later that is more entertainment oriented. The stations under the government are 

known as Radio Televisyen Malaysia (RTM). In 1984, a broadcasting licence was 

awarded to Sistem Televisyen Malaysia Berhad (STMB) to run the first private 

television channel called TV3. Several more private television stations such as NTV7, 

8TV and TV9 were subsequently launched. These four private TV channels namely 

TV3, NTV7, 8TV and TV9 were later bought by Media Prima which was established in 

2003.  

There are currently eight FTA television channels in Malaysia. Three of them are 

owned by RTM which are TV1, TV2 and TV Okey; TV Alhijrah is owned by Al Hijrah 

Media Corporation; while TV3, NTV7, 8TV and TV9 are private and owned by Media 

Prima. Launched on 21 March 2018, TV Okey is the latest FTA channel in Malaysia 

which is dedicated to the people of Sabah, Sarawak and urban youth. On 1 April 2019, 

TV Okey started its high definition television (HDTV) broadcasting in conjunction with 

RTM's 73rd anniversary and available exclusively through the myFreeview Digital 

Terrestrial Television (DTT) service. TV Okey also airs programmes in Iban, Kadazan, 

Dusun and Bajau languages. 

Based on the Nielsen Audience Measurement, the four private TV channels – TV3, 

NTV7, 8TV and TV9 – commanded a combined audience share of 34.5% in 2018 

compared to 34.2% in 2017. TV3 remained the number one station in Malaysia with 

an audience share of 21.6% in 2018 while 8TV, NTV7 and TV9’s audience shares 

were 6.2%, 2.5% and 4.3% respectively. In addition, 8TV also recorded strong 

viewership amongst its target, with approximately a 30% share of the Chinese 

audience. This momentum continued in 2019 where Media Prima’s share of television 

audience increased to 37.7% in January 2019 with TV3 successfully increasing its 

viewership share to 27% in January 2019. 

Certain areas in Malaysia are able to receive transmissions from neighbouring 

countries including Johor which receives FTA channels from Singapore’s Mediacorp, 

Sarawak citizens receive RTB channels from Brunei and certain areas in Kedah, Perlis, 

Perak, Kelantan and Terengganu that are able to receive Thai channels.   
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3.3 FTA TV DIGITILISATION 

The Malaysian government is in the process of migrating from analogue to digital 

broadcasting, with the DTT Project being led by the Ministry of Communications and 

Multimedia Malaysia and supervised by MCMC. It is a government initiative to provide 

the public with sharper TV and radio transmissions at zero monthly fees, as well as to 

establish an OTT system that will enable viewers to watch programmes at any time 

instead of having to wait for scheduled broadcast times. The migration from an 

analogue to a digital system is being done in phases from April 2019 onwards and is 

targeted to complete by the third quarter of 2019 after several delays.  

Upon full rollout of DTT and complete shutdown of analogue broadcasting services, 

the current 700MHz broadcasting frequency spectrum is set to be freed up for 

telecommunication purposes. The DTT service is branded as “myFreeview” and 

managed by MYTV Broadcasting Sdn Bhd (MYTV) through private sector funding. 

MYTV also provides direct-to-home (DTH) broadcast coverage services through 

satellite broadcasts to cover blind spot areas throughout Malaysia.  

The DTT signal coverage has reached 98% and as of May 15, 2019, MYTV has 

distributed two million decoders including 1.65 million DTT decoders and 24,482 DTH 

decoder sets to qualified B40 households i.e. the 40% of households with the lowest 

income.6     

3.3.1 Migration to Digital Broadcasting 

MYTV was given the contract as the infrastructure developer and sole provider of 

Malaysia’s DTT service for a period of 15 years until 2030. In order to develop the DTT 

service, MYTV signed an agreement with TM to use its telecoms towers, distribution 

network, installation, operation and maintenance of transmitters at 60 sites, worth 

about RM916.1 million to be paid over a 15-year period, comprising payments of 

approximately RM61.1 million each year from 2016 onwards.  

MYTV’s main revenue earner is via the leasing fees for use of its digital platform from 

broadcasters. Initially, the price was set at RM12 million for a SD channel and RM25 

million for an HD channel. However, under the mandatory standard access pricing 

6 Malaysian households are categorised into three different income groups which are the top 
20% (T20), middle 40% (M40) and bottom 40% (B40) based on the definition given by the 
Department of Statistics Malaysia. 
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(MSAP) guideline, the leasing rates to broadcasters have been revised downwards to 

RM6.7 million and RM7.4 million for SD and HD channels respectively. MYTV only 

gets paid by the broadcasters for the transmission services when the analogue switch 

off (ASO), which is scheduled for third quarter of 2019, takes place.  

Currently, all the channels are transmitting on both analogue and digital platforms. 

Thus, MYTV cannot charge the broadcasters for the transmission services yet. This 

business model means that MYTV has to front-end most of their investments and can 

only collect revenue after the ASO. This poses a challenge to MYTV to meet its 

financial obligations when there is any delay. In October 2018, the process of migrating 

from analogue to digital broadcasting was halted for a period of time over disputes of 

non-payment by MYTV. It was reported that MYTV owed more than RM60 million to 

TM for services rendered. As a result, services were suspended in several states, with 

20 out of 34 broadcasting sites shut down by TM. However, services resumed again 

after both parties came to an agreement to solve the issue through the intervention of 

MCMC. Besides TM, MYTV has also struggled to meet its financial obligations to 

Green Packet Berhad, a local IT company, over non-payment for 200,000 set top 

boxes and non-fulfilment of obligations under a contract signed in January 2018. In 

February 2019, Green Packet Berhad issued a notice of arbitration to MYTV to seek 

payment for the 200,000 set top boxes that were supplied to MYTV and for MYTV to 

take up the delivery of the remaining 1.4 million set top boxes.  

Besides the financial issues faced by MYTV, the company also faces competition from 

OCC service providers such as Iflix, Viu and Tonton as well as NJOI, Astro’s non-

subscription satellite TV service. These competitors may have an effect on the viability 

of the DTT project because customers may choose to watch FTA through an OCC 

platform, or the NJOI platform, and forego DTT altogether.  

 

3.4 ADVERTISING SPENDING 

In 2018, advertising expenditure for Malaysia was a total of RM4.48 billion. This was a 

decline of 2.5% compared to 2017 and the fifth consecutive year of decline since 2014. 

It was also the third consecutive year the advertising spend dipped under the RM5 

billion threshold since 2016, despite the year 2018 being an eventful year as a result 

of the numerous sport events such as the FIFA World Cup, Winter Olympics, Asian 
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Games, Commonwealth Games, SUKMA Games and AFF Suzuki Cup, in addition to 

the 14th General Election. Figure 7 illustrates the total advertising spend from 2011 to 

2018 while Figure 8 shows the advertising spend by media type for 2018 compared to 

2017. 

Figure 7: Total Advertising Spend, 2011 – 2018  
 

 
Source: Malaysia Advertisers Association and GroupM 

 

Figure 8: Advertising Spend by Media Type, 2017 – 2018  

 
Source: Malaysia Advertisers Association and GroupM 
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Digital’s advertising spend led all other media types, rising RM198.1 million, or 19%, 

to reach RM1.25 billion in 2018, while cinema continued to perform strongly with 

advertising spend reaching RM134.4 million compared to RM91.9 million in 2017. 

Moving forward, the outlook on advertising spend is likely to remain subdued given the 

lack of key sports events in 2019, coupled with the already weakened sentiment due 

to cautious spending by advertisers. Growth is likely to continue to come from the 

digital platform although traditional, non-digital media is expected to make up the bulk 

of overall advertising spending. 
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4 ONLINE CURATED CONTENT SERVICES 
MARKET ENVIRONMENT 

4.1 OCC OFFERINGS IN MALAYSIA 

OTT television refers to media content which is provided over the internet to 

consumers who can download or stream content anywhere, anytime and on any audio-

video devices that supports the broadcast of content. Online Curated Content (OCC) 

is one form of OTT. OCC is distinguished from other types of internet platforms by the 

exercise of editorial judgement and responsibility by the service operator. OCC 

platforms have many business models, including revenues from subscriptions and/or 

advertising. 

 

4.2 INDUSTRY PLAYERS  

The OCC service providers in Malaysia and the year their services were launched to 

the Malaysian market is illustrated in Figure 9. 

Figure 9: Launch Dates of OCC Services in Malaysia 
 

 
Source: MCMC and News articles 

Tonton 

In Malaysia, the OCC industry was pioneered by Media Prima’s OCC platform known 

as Tonton. Initially started as a catch-up service to complement Media Prima’s four 

FTA channels, the service was built from scratch and was launched in August 2010. 

In April 2014, Media Prima migrated Tonton to Ooyala, an online video platform, for 
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cost efficiency as the Ooyala platform was purpose-built for the OCC industry. The 

service started out free for viewers but in April 2016, Tonton seized the opportunity to 

be a free ad-supported service with certain premium shows and un-aired content only 

available for paid users.  

In the latest business transformation strategy by Media Prima, Tonton retired its SVOD 

model as of 31 August 2018. This step is in line with company’s decision to embed the 

YouTube and Dailymotion players across Tonton’s platforms and consolidate all online 

video content on both YouTube and Daily Motion. This will enable Tonton to reach a 

wider audience, reduce costs as well as generate sustainable revenue through 

programmatic advertising which has been regarded as an effective tool for advertisers 

to target the right audiences for their campaigns.  

Astro GO and NJOI Now 

Astro GO is Astro’s OCC service that is available to its Astro pay TV subscribers while 

NJOI Now is the OCC service that complements NJOI Astro’s non-subscription satellite 

TV service. Astro GO was launched in 2012 while NJOI Now was introduced in 2017. 

Astro pay TV customers can access live streaming of channels, in addition to a library 

of on demand content of over 26,000 hours, while NJOI Now’s registered users can 

watch 20 Astro channels and selected on demand content for free, on top of a library 

that can be watched on a pay per view basis. 

Unifi PlayTV 

Similar to Astro GO which complements Astro, Unifi PlayTV is the OCC service offered 

by Telekom Malaysia (TM), a Malaysian telecommunications company which also 

operates Unifi TV, an IPTV service. It was previously known as HyppTV Everywhere 

and was introduced in 2013, allowing users to watch Unifi TV channels on Android, 

IOS devices, computers and certain models of smart TVs. The service is available in 

Malaysia only. 

Iflix 

In 2015, Iflix, co-founded by Catcha Group CEO Patrick Grove and Iflix’s current Group 

CEO Mark Britt, started its OCC service in Malaysia and subsequently expanded into 

other Asian countries. It is currently available to consumers in Malaysia, the 

Philippines, Thailand, Indonesia, Sri Lanka, Brunei, the Maldives, Pakistan, Vietnam, 

Myanmar, Saudi Arabia, Jordan, Iraq, Kuwait, Bahrain, Lebanon, Egypt, Sudan, 
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Cambodia, Nepal, Bangladesh and Morocco. The subscription costs RM10 per month 

and each subscription allows users to access the service on up to 5 devices, including 

phones, laptops, tablets and television sets.  

Iflix announced in April 2018 that it would offer free content in Malaysia from mid-2018 

onwards. The free content offering was combined with the launch of Iflix 3.0, plus an 

upgraded personalized functionality. The introduction of free content by Iflix is part of 

its revamp to shift from its traditional subscription-only model into two tiers, with one 

tier named IflixFREE and the other tier named IflixVIP. Customers will be able to watch 

content for free which is supported by advertisements, while the VIP tier is a 

subscription-only service which provides access to premium content from local and 

international countries.  

Netflix 

Netflix, the US-based OCC service provider started its broadcasts in Malaysia in 2016. 

Netflix started out as a DVD sales and rental by mail business before venturing into 

video on demand streaming in 2006, which gave it a head start over other competitors. 

It is available in more than 190 countries. In 2013, Netflix broadcast its first original 

series and since then has expanded the production of both film and television series 

in the last few years.  

As it is more established, Netflix has much more content which allows it to charge a 

relatively higher price for its services compared to local and regional based OCC 

services. Subscription is set at RM33, RM42 or RM51 per month depending on high 

definition (HD) or Ultra HD options as well as on the number of users that can watch 

at the same time. The Basic plan is RM33 per month with only standard definition (SD) 

streaming and only watchable on one device at a time. The Standard package costs 

RM42 per month with HD quality streaming on 2 devices, while the Premium plan is 

RM51 per month which can support up to 4 simultaneous streaming devices in Ultra 

HD quality.  

In November 2018, Netflix introduced a mobile-only plan for subscribers in Malaysia at 

RM17 per month which can be subscribed through the mobile app or through the 

website accessed by a smartphone. It was part of Netflix’s experiment to test and 

understand consumer interest in a mobile-only plan. The plan is quite similar to the 

Basic plan with no HD and only watchable on one device at a time.  
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Dimsum 

Star Media Group Berhad, known for their newspaper, The Star, has an OCC service 

called Dimsum which is operated by SMG Entertainment Sdn Bhd, a subsidiary of Star 

Media Group Berhad. This OCC service was introduced in November 2016 and 

provides only Asian content from Malaysia, Singapore, Indonesia, Hong Kong, South 

Korea, Japan, Taiwan, Thailand and China. The subscription fee for Dimsum is 

RM13.90 per month with each subscription able to support 5 concurrent users on 5 

different devices. This service is available in Malaysia, Brunei and Singapore.  

Viu 

Viu is an OCC service by PCCW Media Company which is a subsidiary of Hong Kong 

based PCCW Ltd. It was first launched in Hong Kong on 26 October 2015 and 

subsequently embarked on a region-wide expansion. Viu entered the Malaysian 

market in 2016 and is currently available in 17 markets across Asia, Africa and the 

Middle East including Hong Kong, Singapore, Malaysia, India, Indonesia, the 

Philippines, Thailand, Myanmar, Bahrain, Egypt, Jordan, Kuwait, Oman, Qatar, Saudi 

Arabia and the United Arab Emirates, with South Africa the latest market to have 

access to Viu in March 2019.  

This OCC platform offers only Asian content such as from Korea, Japan, Taiwan and 

China, as well as some local offerings. The company has also produced original 

content in regional languages, both in the long and short forms. The subscription fee 

is RM10 per month and can be accessed on 5 devices concurrently. 

YuppTV 

YuppTV was founded in 2006 as an OCC provider of South Asian content and has 

headquarters in both the USA and India. YuppTV offers channels in more than 10 

languages including Tamil, Telugu, Hindi, Malayalam, Kannada, Punjabi, Marathi, 

Bengali, Gujarati, Urdu and Sinhala. It was launched in Malaysia in February 2018. 

The packages are offered according to the languages with the Tamil, Telugu and Hindi 

packs priced at RM16 per month, RM85 for 6 months or RM160 for 12 months. For 

other languages, the prices are slightly cheaper at RM15, RM80 and RM150 

respectively.  

YuppTV also recently launched its own original content which is branded as YuppTV 

Studio in Tamil, Telegu and Malayalam. The company has stated that in 2019, local 
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content will be the company’s priority for the Malaysian market and is considering the 

production of short movies, concerts and news in Tamil before offering other Indian 

languages in Malaysia. 

LongTV 

LongTV is an OCC service by Longvision Media Sdn Bhd that was launched in 2018. 

Long TV is accessed through its set top box that is sold for RM399.00 but with no 

subscription fee. LongTV can be accessed through its mobile app as well. Besides live 

TV channels and VOD, viewers can utilise the karaoke-on-demand feature and play 

interactive games. LongTV stated on its website that it has more than 1,000 movies 

and 30 live channels in addition to more than 100,000 karaoke songs. 

Enjoy TV 

Enjoy TV is an OCC service by Enjoy TV & Film Broadcasting Corporation (ETBC) 

through its subsidiary company, Enjoy TV Holding Sdn. Bhd. The company was 

granted a Content Applications Service Provider Individual (CASP I) DTT 

broadcaster’s licence by MCMC on the 26th June 2016 followed by a subscription-

based IPTV broadcasting licence on 12th December 2017. Customers can access 

Enjoy TV’s content through their Enjoy S1 TV Box. Contents and features offered by 

Enjoy TV include live TV channels, VOD shows, a smart home system and karaoke 

through the internet. The built-in smart home solution allows customers the ability to 

monitor and control home features remotely.  

Enjoy TV officially started its broadcast in March 2019 for beta testing with more than 

50 live TV channels. During the beta testing phase, Enjoy TV’s Enjoy S1 can be bought 

at a promotional price of RM390 which comes with one year’s subscription. It can also 

be accessed through mobile devices via the mobile app. The beta testing phase has 

since been completed and the company is currently working out a monthly subscription 

plan which will be announced sometime in September 2019.  
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4.3 SUBSCRIBERS AND REGISTERED USERS 

Figure 10 shows the number of subscribers and registered users of the various OCC 

platforms in Malaysia. The data is based on the latest available information from 

various sources. 

Figure 10: Number of Subscribers and Registered Users for the Various OCC 
Services in Malaysia 

OCC Service Number of Subscribers and Registered Users 

Tonton • As of October 2018, Tonton has 8.4 million 
registered users in Malaysia a 

Astro GO • As of April 2019, Astro GO has 2.2 million 
registered users in Malaysia b 

Iflix 

• As of mid-2018, Iflix has more than 15 million users 
in all the countries it provides its services to on the 
back of 250% growth since January 2018 as a 
result of its successful revamp strategyc  

Netflix 
• As of July 2019, Netflix has 151.6 million 

subscribers globally including 60.1 million from the 
USA d 

Dimsum 

• As of July 2019, Dimsum has approximately 1.1 
million subscribers in Malaysia, Brunei and 
Singapore. e More than 90% of the subscribers are 
in Malaysia 

Viu 
• As of 30 June 2019, Viu has 36 million monthly 

active users in all the countries it provides its 
services to f 

NJOI Now • As of January 2019, NJOI Now has 221,000 
registered users in Malaysia g 

YuppTV • As of end December 2018,  it has approximately 
100,000 subscribers in Malaysia h 

Sources:  
a. https://marketingmagazine.com.my/johan-ishak-democratisation-of-tv-is-my-overall-game-plan/  
b. Astro FY20 1st Quarter Results Presentation 
c. Iflix Press Release dated 15 July 2018 
d. Netflix 2nd quarter 2019 Shareholder Letter dated 17 July 2019 
e. Interview with Dimsum 
f. PCCW Limited Interim Results Announcement for the Six Months Ended June 30, 2019. Monthly 

active users is defined by Viu as the number of free and paying users who arrive at Viu’s platform 
within the month while subscribers are paying users. Viu has stated that the number of 
subscribers are confidential.   

g. Astro FY19 Annual Report 
h. https://marketingmagazine.com.my/yupptv-subscribers-reaches-100-thousand/ 

 

https://marketingmagazine.com.my/yupptv-subscribers-reaches-100-thousand/
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4.4 BUSINESS MODELS 

Two of the most common models used by OCC market players are SVOD, referring to 

subscription-based video on demand, and AVOD which is advertisement-based video 

on demand. The OCC industry is at a nascent stage with business models still evolving 

and market players continuing to experiment to find the most suitable business model 

that suits them. Except for Netflix which utilises a pure SVOD model, most OCC service 

providers in Malaysia such as Iflix, Dimsum and Viu adopt a mix of both the SVOD and 

AVOD models which is commonly called the freemium model. This means that some 

content can be viewed for free while its full service can be viewed for a subscription 

fee, with revenue coming from both the subscription fees and the advertisement fees 

which are usually shown when viewers watch the free content.  

Besides that, OCC industry players also partner with telco providers to offer a telco-

billing based subscription approach, amongst other billing options, which is a win-win 

combination for key stakeholders i.e. the OCC providers, telco providers, advertisers 

and customers. The direct carrier billing system is the central feature in many OCC-

telco partnerships in Malaysia. OCC subscribers can pay OCC subscription fees as 

part of their monthly telephone or data bills. Hence, this allows OCC providers to tap 

into the telco providers’ customers to acquire users by leveraging on their telco 

partners’ billing systems to reach new customers that would otherwise be unable to 

sign up due to payment difficulties. 

As for the telco providers, customers with OCC subscriptions will consume more data 

from watching the OCC shows which will likely encourage them to switch to post-paid 

subscriptions or increase their data plan, thereby increasing the telco provider’s ARPU, 

while the consumers can view content from a legitimate source. The advertisers also 

benefit as they can use a more efficient system called programmatic advertising. Due 

to the all-round benefits that can be obtained from such partnerships, OCC providers 

are willing to offer discounted deals or bundle their services into entertainment 

packages with partnering operators. For example, Iflix offers customers of Digi, a telco 

provider in Malaysia, one month of full access to its services for free. In addition, 

customers can continue accessing Iflix for a lower monthly fee of RM3 after the one-

month free access, compared to the usual RM10 per month subscription fee.  

In addition, content acquisition is a major capital expenditure for OCC services. Hence, 

OCC service providers such as Iflix and Viu have embarked on fund raising initiatives 
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from global investors. For example, Viu managed to raise funds from Temasek 

Holdings Pte Ltd, China-based private equity firm Hony Capital and Foxconn Ventures 

Pte Ltd through a fundraising exercise which provided Viu with USD110 million capital 

in August 2017. 

Likewise, Iflix successfully raised USD220 million in 2017 from global investors such 

as Hearst, an American diversified media and information company; EDBI, the 

investment arm of Singapore’s Economic Development Board and clients of DBS 

private bank. Besides that, other investors of Iflix including Evolution Media, a growth 

stage investment fund company; the UK-based media giant Sky PLC; Catcha Group; 

Liberty Global PLC, the world’s largest international TV and broadband company and 

Philippine Long Distance Telephone Company Inc. (PLDT) also increased their 

investment value.  
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5 TRADITIONAL PAY TV MARKET 
ENVIRONMENT 

5.1 INDUSTRY DATA 

Astro’s main business is the provision of subscription-based satellite television 

services. Astro has 193 TV channels, including about 60 high definition (HD) channels 

through DTH satellite TV, IPTV and OCC platforms. It also provides NJOI, a non-

subscription service, which offers 30 channels as of its financial year 2019 (FY19) 

which ended in January 2019. Customers of Astro and NJOI have the option to 

purchase additional content on an à la carte basis. The company’s pay TV subscription 

revenue, representing 73% of the company’s FY19 revenue, was RM4.0 billion. This 

was the third consecutive year revenue declined compared to its peak of RM4.4 billion 

in FY16.  

In terms of ARPU, Astro’s ARPU remained unchanged at RM99.90 for FY19 compared 

to FY18, which is down from a peak of RM100.4 in FY17. In the first quarter of its FY20 

which ended in April 2019, Astro’s pay TV ARPU rose slightly to reach RM100.40. 

However, due to the increasing preference for cheaper alternatives such as OCC 

platforms and android set top boxes, the pay TV subscription revenue and ARPU are 

expected to come under continued pressure from both legitimate OCC and pirate set 

top box services.  

As of April 2019, Astro pay TV, together with NJOI, are in 5.7 million Malaysian homes, 

representing 77% market share of the pay TV market. Unifi TV has the remaining 

market share of 23%. There are also more watching Astro content on mobile devices, 

with registered Astro GO users growing by 29% to 2.2 million in April 2019 compared 

to 1.7 million registered users in April 2018.  

IPTV is the delivery of television content over Internet Protocol (IP) network which can 

only be accessed through the proprietary network of the service providers. The first 

provider to launch an IPTV service was TM, which initially launched HyppTV in 2010. 

HyppTV was rebranded and relaunched as Unifi TV in January 2018. Beginning 

January 2019, TM stopped offering free Unifi TV set top boxes for new Unifi broadband 

customers. Instead, TM provided customers with a Unifi TV ID for Unifi PlayTV due to 

changing consumer behaviour of watching television programmes on the go and rising 

trends of OCC services.  
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Boosted by the completion of the High Speed Broadband (HSBB) network, a fibre-to-

the-home/building (FTTH/B), open-access network that was built as a joint venture 

between TM and the government, as well as the widespread deployment of 3G and 

4G networks, broadband take-up in Malaysia has been growing in the last few years 

from 20.7 million subscriptions in 2014 to reach 41.5 million subscriptions in the first 

quarter of 2019 (Q1 2019). The penetration rate also increased from 68.3% per 100 

inhabitants to 127.1% in Q1 2019 as can be seen from Figure 11.  

In addition, in February 2019, Speedtest Global Index by Ookla reported that the 

average fixed broadband download speeds in Malaysia stood at 64.51 Megabits per 

second (Mbps) compared to 22.26 Mbps a year ago. This increase in speed puts 

Malaysia in 32nd place in the world compared with 56th place in 2017. 

Figure 11: Broadband Subscriptions and Penetration Rate per 100 Inhabitants, 
2014 – Q1 2019 

 
Source: MCMC 

Pay TV subscription and penetration rates also increased during the same period, from 

5.2 million subscriptions in 2014 to 7.4 million in Q1 2019, with the penetration rate 

increasing to 87.3% per 100 households in Q1 2019 from 71.4% in 2014. Figure 12 

illustrates the pay TV subscriptions and penetration rate per 100 households in 

Malaysia from 2014 to Q1 2019. 
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Figure 12: Pay TV Subscriptions and Penetration Rate per 100 Households, 2014 
– Q1 2019 

 
Note: Subscribers of Astro GO, NJOI Now and Unifi PlayTV are not included. 

Source: MCMC 

5.2 INDUSTRY PLAYERS AND PLATFORMS USED 

The satellite TV and IPTV service providers in Malaysia and the year their services 

were launched to the Malaysian market is illustrated in Figure 13. 

Figure 13: Launch Dates of Satellite TV and IPTV Services in Malaysia 
 

 
Source: MCMC and News articles 
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Astro 

Launched on 29 September 1996, the All-Asian Satellite Television and Radio 

Operator, commonly known as Astro, is a Malaysian satellite television provider which 

provides subscription-based television or pay TV services to consumers in Malaysia 

and Brunei. Astro is operated by MEASAT Broadcast Network Systems Sdn Bhd, a 

wholly owned subsidiary of Astro Malaysia Holdings Berhad. It was initially granted an 

exclusive licence as the sole satellite DTH provider by the Malaysian government for 

20 years, which ended on 28 February 2017, and now operates under a non-exclusive 

basis.  

In April 2011, Astro introduced its IPTV platform known as Astro IPTV. MEASAT 

Broadcast Network Systems Sdn Bhd also operates NJOI, a non-subscription satellite 

TV service, launched in 2012. NJOI operates on a freemium model which means that 

customers have free access to a predetermined number of TV channels, beyond which 

a customer is able to purchase additional content on an à la carte and prepaid basis. 

As of January 2019, Astro has a total of 193 channels while NJOI has 30 channels. 

Astro broadcasts its services via the Ku-band using the transponders of the MEASAT 

satellite system. 

Unifi TV 

Unifi TV is an IPTV service operated by TM, launched in 2010. The service is offered 

to residential and business customers in Malaysia over an optical fibre network via 

Fibre to the Home (FTTH) for landed properties and VDSL2 for high rise properties. 

Unifi TV has 109 channels including 62 HD channels as of end December 2018. The 

IPTV service is also available to all mobile device subscribers with the Unifi PlayTV 

(officially known as playtv@unifi) app for Android and IOS. Unifi TV was formerly 

known as HyppTV prior to January 2018 while Unifi PlayTV was known as HyppTV 

Everywhere.  

Others 

The Malaysian government has issued licences to 4 companies besides MEASAT 

Broadcast Network Systems Sdn Bhd to provide satellite TV broadcasting services 

with the aim of ending the previous monopoly in the segment. However, the 4 

companies which are Ansat Broadcast Sdn Bhd (formerly known as Ansa Broadcast 
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Sdn Bhd), Jaringan Mega Sdn Bhd, Smart Digital International (M) Sdn Bhd and High 

End Net Sdn Bhd, have not started their services.  

It should be noted that in June 2013, a company called Asian Broadcasting Network 

(M) Sdn Bhd introduced the first and only cable television service in Malaysia known 

as ABNxcess. It was given a five-year digital cable broadcast license which expired in 

June 2018 but before that, the company encountered financial difficulties and ceased 

operations of the cable television service in 2016. Asian Broadcasting Network (M) 

Sdn Bhd was a subsidiary of the ABN Media Group.  

5.3 SUBSCRIBERS 

The combined penetration rate of both Astro’s pay TV and NJOI is 77%, or 5.7 million 

households as of April 2019, which is an increase of 2 percentage points from 75% 

compared to April 2018. The growth in penetration rate for Astro is mainly driven by 

NJOI. Astro does not provide breakdown data of its pay TV and NJOI subscribers. 

There were 1.32 million Unifi subscribers as of first quarter of 2019. As Unifi broadband 

is bundled with Unifi TV, the number of Unifi customers, numbering 1.32 million, is 

used as a proxy for the number of Unifi TV subscribers. 

5.4 BUSINESS MODELS 

Astro 

Astro’s business model is based on a revenue diversification strategy with multiple 

revenue streams as shown in Figure 14. Subscription-based satellite TV still makes up 

the bulk of the company’s revenue and the company intends to continue to protect this 

segment by serving premium content for Astro pay TV customers, while NJOI will be 

positioned as a recruitment brand and a gateway to full-fledged pay TV offerings by 

featuring a freemium proposition with an à la carte option and event passes. 
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Figure 14: Astro Revenue Streams 

 
Source: Astro FY19 Annual Report 
 
 

• Subscription-based satellite television services to customers. 

This is the main revenue earner for Astro. In FY19, this segment reached RM4.0 

billion, accounting for 73% of total revenue, compared to 76% of total revenue in 

FY18. After reaching a peak of RM4.4 billion in FY16, Astro’s pay TV subscription 

revenue has declined year-on-year for the last 3 years. Reasons for this decline 

include customers cancelling their subscription, switching over to subscription-free 

NJOI, or downgrading their subscription package. Offering membership privileges, 

enhancing user experience/interface through technology upgrades and introducing 

new broadband bundles are some of the efforts being carried out to retain 

subscribers. 

• Non subscription-based set-top boxes with pre-determined channels at a 
one-time fee. 

Unlike the subscription-based revenue segment whereby the HD set top boxes are 

not sold and ownership of these boxes remain with the company, NJOI customers 
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pay a one-time fee for the set top boxes that has a fixed number of channels.  

However, customers of NJOI can purchase channels that are not predetermined in 

the set top boxes via prepaid vouchers. 

• Advertising sales through multiple platforms of TV, radio and digital. 

• Revenue from licensing and the provision of programme broadcast rights. 

Revenue from programme broadcast rights comprises the provision of the film 

library, programme rights and theatrical sales of motion pictures. Astro, through its 

film production subsidiary, Astro Shaw, has managed to capture a 60% market 

share of the local gross box office with the cumulative gross box office at over 

RM100 million in FY19.   

Astro also has partnerships with local and international studios and production 

houses. In April 2017, Astro formed a joint venture with Warner TV that comprises 

co-ownership, co-production of Asian content for global reach, distribution of Astro 

content and carriage of the joint-venture channel on Astro. In the same month, 

Astro also entered into a partnership with CJ E&M, a South Korean media 

company. The partnership entails the co-production of original intellectual property 

rights (IPR) for ASEAN, marketing and distribution of Korean content, as well as 

partnering with eSports and on-ground events.  

Such partnerships would see Astro owning the IPR to popular shows and movies 

and other players in the broadcasting industry will have to seek its approval if they 

want to broadcast those programmes on their platforms. For example, Astro has 

the broadcasting rights to HBO’s original production Game of Thrones, which is a 

highly popular show. Besides having the IPR in the form of content rights supplied 

by content partners which Astro distributes, the company also invests in creating 

original content. In FY19, Astro produced 12,600 hours of content totalling RM1.8 

billion.  

• Revenue from production services 

This includes everything from pre-production, production to post-production works, 

of which rights of content produced are held by customers. 

• Revenue from both the development and the access rights of multimedia and 
interactive applications (interactive services) 



 
 
 
 

 

 38 

• Sales of merchandise from home shopping business 

Home shopping is conducted through various platforms including, but not limited 

to, TV, online and mobile shopping. This revenue segment has shown promising 

growth in light of the declining pay TV subscription revenue and a muted 

advertising outlook.  

Unifi TV 

The core business model of Unifi TV is an IPTV service bundled with voice and 

broadband. When TM introduced Unifi, their strategy to grow was based on the idea 

of convergence with a triple-play proposition of video, internet and phone. The Unifi 

TV’s set top box is one of Unifi’s key differentiator as it provided IPTV content via fibre 

which would not be affected even during bad weather. Uninterrupted transmission, 

even during bad weather, is used to counter Astro which often faces signal reception 

issues during heavy rain and high wind conditions.  

5.5 PROGRAMMING 

Astro has 193 TV channels including 75 Astro-branded channels, while NJOI has 30 

channels including FTA channels and 3 Go Shop channels as of FY19. In addition, 

NJOI viewers have the option to purchase à la carte channel offerings and event 

passes on a prepaid basis. On the other hand, Unifi TV has 109 channels as of end 

2018. Unifi TV has pay per view options as well. 

Both pay TV and OCC service providers in Malaysia have realised that Malaysian 

viewers prefer local content compared to international ones, with Astro customers 

watching twice as much vernacular content versus other content. As of end April 2019, 

nearly two thirds (64%) of content watched by viewers are local vernacular content. 

Astro also stated that content is the company’s key differentiator with their local 

productions and Astro-branded channels garnering consistently high viewership over 

the past few years. Hence, Astro has continuously invested in the production of local 

content over the years. In the company’s FY19, Astro commissioned and produced 

12,600 hours of content, representing an increase of 5% compared to the previous 

year. 
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5.6 PRICING 

Astro 

In general, pay TV is still comparatively expensive in Malaysia where the subscription 

fee per month is around RM100. Due to competition, Astro has introduced starter 

packs which are cheaper. Entry costs are negligible as the subscriptions also include 

the set top boxes for free. There are 4 types of packages offered by Astro namely 

Online Bundles, Value Packs, Super Packs and Super Pack Plus. The Online Bundles 

are the basic plans including the cheapest Starter Pack, which is currently priced at 

RM61.32 per month, excluding the 6% service tax, for approximately 60 channels.  

The Starter Pack is positioned as the basic HD bundle with an add-on option at an 

affordable price point by Astro, while the Super Pack Plus is the premium package with 

Super Pack Plus 4 the most expensive package at RM228 per month excluding the 

6% service tax and has more than 184 channels. The packages also come with the 

options to add on mini packages and pay per view. On the other hand, Astro’s non-

subscription satellite TV offering, NJOI, costs RM405 for a one-time upfront payment 

which includes the 6% service tax, set top box and installation fee. Similarly, the pay 

per view option is available to NJOI customers but no monthly payments are charged. 

NJOI currently has 30 channels.  

Besides the satellite pay TV packages, Astro also has an IPTV package which bundles 

the pay TV package with an internet service. In FY19, Astro’s pay TV ARPU is at 

RM99.9 which remained unchanged from FY18, although ARPU for the quarter ending 

April 2019 increased slightly to RM100.40. Overall the ARPU for FY19 is a decline 

from RM100.4 in FY17 as seen in Figure 15 but still higher than FY14 to FY16. FY17’s 

ARPU of RM100.4 was the highest attained by Astro in the last 5 years. 

 

 

 

 

 

 



 
 
 
 

 

 40 

Figure 15: Astro’s ARPU Based on its Financial Year 2014 – 2019 

 
Source: Astro Annual Reports 

Unifi TV 

TM’s IPTV platform, Unifi TV, comes bundled with an internet service and voice but 

also offers pay-per-view SVOD contents. The IPTV packages offered are the Ultimate 

Pack at RM60, while the Aneka Pack, Ruby Pack and Varnam Pack cost RM30 each. 

The current 100 Mbps broadband plan costs RM99 per month, while the entry 

broadband plan with 30 Mbps is at RM79 per month. Each plan comes bundled with 

the Unifi TV pack. However, only the package that costs RM159 per month, which 

consists of 100 Mbps broadband and the Unifi TV Ultimate Pack, comes with a free 

set top box. For the others, Unifi TV can be watched via the Unifi PlayTV app.  

Before 2019, the set top box came free with the plan but this was stopped after TM 

revamped their fibre broadband offering. Unifi TV has been offered as standard on all 

Unifi broadband plans since 2010. Customers do not have the option of taking just the 

broadband plan or just the Unifi TV package as a standalone package. The ARPU for 

Unifi from Q4 2014 to Q1 2019 is shown in  Figure 16. The ARPU data is a combination 

of both Unifi broadband and Unifi TV.  
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Figure 16: Unifi’s Blended ARPU, Q4 2014 – Q1 2019 

  
Source: TM Quarterly Financial Reports 

 

Unifi’s ARPU reached its highest level in Q4 2016 at RM201 due to upselling and more 

customers purchasing Unifi TV’s premium channels on a pay per view basis. Since 

then, ARPU has steadily declined to reach its lowest in Q1 2019 at RM179. The decline 

is partly due to the MSAP mechanism implemented by MCMC in October 2018, which 

has reduced the prices of broadband services in general. 

5.7 MARKET POTENTIAL 

The government aims to achieve a 98% broadband penetration of populated areas 

with an average speed of 30Mbps by 2023 through the National Fiberisation and 

Connectivity Plan (NFCP). Besides that, internet services at gigabit-speed are also 

being rolled out in selected high impact and strategic industrial areas and all state 

capitals by 2023. Under the same plan, high speed internet is expected to be widely 

available when fibre optic replaces the current copper network. It is expected that the 

fibre network will be in 70% of schools, hospitals, libraries, police stations and post 

offices by 2022. 

The MSAP under the NFCP that was implemented by MCMC in October 2018 also 

unlocks opportunities for more players to be part of the broadband value chain. 

Consumers have also benefited from the MSAP, with more affordable broadband 

options at faster internet speeds. Malaysia’s average fixed broadband speed has more 
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than tripled in 17 months from 22.5 Mbps in January 2018 to 68.5 Mbps in May 2019, 

with an average 49% reduction in the prices of high-speed broadband services.   

As a result, the number of fixed broadband subscriptions with download speeds of 

more than 100 Mbps grew significantly to 1.2 million subscribers in 2018 from 150,000 

in 2017. The cheaper and faster broadband, coupled with the proliferation of mobile 

digital devices, will accelerate the shift in how consumers discover, access and 

consume content. Hence, the traditional broadcasters will continue to face stiff 

competition from OCC players moving forward, as on demand and OCC video 

streaming is likely to become the preferred choice for content consumption. 

Meanwhile, broadcasters have ramped up digital offerings and embarked on revenue 

diversification as well as monetisation of their prime assets, including content, to adapt 

to the structural shifts towards digital platforms in order to stay relevant. 

5.8 TELEVISION AUDIENCE MEASUREMENT 

There are currently 2 sources of television audience measurement data in Malaysia: 

Nielsen and Kantar Media. Nielsen uses the TV Audience Measurement (TAM) while 

Kantar Media uses the Dynamic TV Audience Measurement (DTAM) to measure TV 

audience. Prior to 2015, only the TAM data was used but in 2014, Astro announced 

that it had partnered with Kantar Media to deploy the DTAM from 2015 onwards to 

obtain viewing data from Astro’s customers in both Peninsular and East Malaysia. The 

proprietary DTAM system uses Return Path Data technology to capture and collate 

viewing data directly from Astro set top boxes.  

TAM only measures linear viewing but DTAM has been touted as being able to 

measure more accurately the non-linear and often fragmented nature of content 

viewing across channels, including HD channels, recorded and on demand viewing. 

DTAM is also able to track viewership of advertising spots. DTAM comprises two 

viewer panels, with the first panel consisting of a set number of IPTV or connected 

boxes which represents the viewing habits of urban, affluent consumers, while the 

second is made up of a recruited panel that includes several thousand homes 

comprising Astro’s subscriber viewing base as well as homes sourced from Kantar 

Worldpanel’s existing Malaysia’s household panel in Malaysia.  

However, co-existence of 2 different measurements of data has its own difficulties as 

advertisers and media buyers need to refer to different sets of data for decision making. 
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Due to this difficulty, they have been advocating for a single TV audience measurement 

system. The plan for a single audience measurement system is currently being carried 

out with the Media Specialist Association (MSA), together with the relevant 

stakeholders, having initiated an action plan to unify the current two systems. This is 

being led by the joint industry committee (JIC) that is represented by members from 

the MSA, Malaysian Advertisers Association (MAA) and media owners, Astro and 

Media Prima.  

5.9 TECHNOLOGICAL ISSUES 

DTT Rollout 

The DTT service in Malaysia is known as “myFreeview”. As of May 15, 2019, 

approximately two million decoders have been distributed with signal coverage 

reaching 98% of the population. The channels that are available on myFreeview are 

shown in Figure 17 with more expected to be added in the future. 

Figure 17: List of Channels Available on myFreeview, 2019 

TV Channels Radio Channels 
TV1 Nasional FM 

TV2 Traxx FM 

TV Okey Minnal FM 

RTM Sports Ai FM 

RTM Bes Klasik FM 

TV3 Asyik FM 

CJ Wow Shop (Malay language)  

CJ Wow Shop (Chinese language)  

NTV7  

8TV  

TV9  

TV Al-Hijrah  

Bernama News Channel  
 

Source: MYTV 

Encryption and Conditional Access Systems 

Astro is currently the only satellite television provider in Malaysia. Astro is broadcast 

on Ku-band which utilises the transponders of the MEASAT satellite system. Reception 
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signals are received through a dish antenna. All Astro programmes are encrypted to 

prevent signal piracy and decrypted via the use of smart cards which tells the receiver 

how to decrypt the programming for viewing. There have been several upgrades of 

smart cards since their launch. For its set top boxes, Astro uses the enhanced 

VideoGuard encryption system featuring smart card pairing technology. Unlike the 

legacy Astro set top boxes, one smart card is only compatible with one particular set 

top box issued by Astro and is no longer interchangeable. 

5.10 RELATIONSHIP BETWEEN PLAYERS 

Local TV broadcasters comprising both FTA and pay TV service providers have been 

forging partnerships and offering services beyond their traditional TV broadcasting 

business in the last few years. They have also been maximising their physical assets 

and capabilities around content, such as selling content to other service providers and 

to overseas markets as well. Rather than viewing OCC service providers as 

competitors, pay TV and IPTV market players have instead viewed OCC service 

providers as partners to expand their reach.  

For example, Astro has been continuously establishing strategic partnerships with 

OCC service providers with the latest being iQIYI and HBO Go which was announced 

in early 2019. The partnership with iQIYI will see Astro securing the rights to deliver 

iQIYI content on TV, VOD and OCC in Malaysia, while the partnership with HBO Go 

will enable an Astro pay TV customer to view more than 3,000 hours of HBO content 

on demand. Previously, Astro announced in December 2018 that Netflix has acquired 

worldwide rights for its Hong Kong drama series, Demon’s Path. The drama, which 

was produced by Astro in partnership with a Hong Kong production company, was 

available to Netflix subscribers globally from 22 December 2018 onwards.  

Another example is the partnership between Iflix and Media Prima. It was announced 

that they will be collaborating in a digital partnership from June 2019 onwards, in which 

Media Prima’s content will be made available on Iflix for free, one hour after its linear 

TV broadcast. Besides that, more than 1,000 hours of content from Media Prima’s 

library will be available via a dedicated Tonton branded channel on Iflix’s platform.  

This partnership is expected to expand Media Prima’s digital reach across Malaysia 

and increase its online video views. It will also increase the opportunity for content 

monetisation through Iflix’s ad-supported tier, called IflixFREE. The deal also includes 
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plans for co-production and the commissioning of new content with Iflix. Before this, 

Media Prima had a similar partnership with Viu whereby certain content was released 

for same day airing on both NTV7 and Viu. 

5.11 FUTURE DEVELOPMENTS 

The performance of the traditional media business, which contributes a significant 

portion to the revenue of Astro and Media Prima, continues to decline as consumer 

and advertiser preferences increasingly shift towards digital consumption, which 

provides consumers the flexibility, freedom and convenience around when and how 

they consume any kind of content. Hence, new delivery formats such as OCC 

platforms, which allow users to select and watch content whenever they want, have 

gained traction over traditional television which has specific broadcast schedules that 

have been set beforehand.  

In order to adapt to the fast changing landscape and stay relevant to consumers, 

industry players especially Astro and Media Prima are focused on revenue 

diversification efforts, cost optimisation initiatives and unique value propositions. With 

new technologies revolutionising the media industry, coupled with an increase in 

broadband penetration, which are moving both consumers and advertisers online, the 

ability to connect with digital communities has become increasingly important. 

Realising this shift, industry players have worked to build a stronger digital presence 

and gear towards greater monetisation opportunities.  

For example, Media Prima has tapped into popular platforms like YouTube, 

Dailymotion, Iflix and a number of OCC video streaming services to broadcast its 

content other than through its existing FTA TV platform. This initiative, which involves 

collaborations with global technology players, has enabled the company to connect 

with wider audiences, including those outside of Malaysia, and generate new revenue 

streams through digital advertising and revenue sharing agreements. 

As for Astro, it plans to adopt emerging technologies to push for a better customer 

experience, such as using cloud technology to deliver seamless viewing experiences 

to individuals across TV and VOD platforms, while also conducting technological 

upgrades across its platforms for a better user experience. The launch of this new 

platform is scheduled to take place by January 2020 at the latest. The commercial 

launch of 4K-Ultra High Definition (4K-UHD) service, following the introduction of the 
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first 4K-UHD broadcast of Premier League matches at selected commercial 

establishments in 2018, is also planned for 2019. 

Malaysian audiences have also been found to have a strong preference for local 

content. To cater to this demand, Astro and Iflix have made substantial investments to 

increase its acquisition and commissioning of local content. In its financial year ending 

31 January 2019, Astro commissioned and produced 12,600 hours of content 

amounting to RM1.8 billion, while Iflix aims to quadruple its commissioning slate by 

2019 with 12 original television series, 30 feature movies and 75 short-form films. 

5.12 PIRACY AND UNAUTHORISED DISTRIBUTION 

Streaming piracy and the illicit streaming device (ISD) ecosystem is impacting all 

Malaysian and international businesses involved in the production and distribution of 

legitimate content. It is affecting every aspect of the video ecosystem from the 

independent Malaysian production companies, the start-ups that are never being born, 

to technology and service providers that are a part of the industry.   

An ISD is a set top box that has been configured with an application that enables 

consumers to stream audio-visual content from an illegal streaming server. Configuring 

set top boxes in this way allows the consumer to access unauthorised premium TV 

channels, live sports channels and movies for the one-off price of the device and 

(often) a yearly subscription to access the content, with the revenue going into the 

pockets of criminal syndicates and individuals benefiting from the spoils of such a 

crime. 

Content theft is organised crime, with crime syndicates making substantial illicit profit 

from piracy streaming websites and the provision of illegally re-transmitted TV 

channels via ISDs. Many syndicates and individuals associated with the piracy 

ecosystem are involved in other criminal endeavours and there is a likelihood that part 

of the illegal proceeds are used to finance other criminal activities. 

Piracy negatively impacts the ability of content creators to continue coming out with 

content commercially because content is distributed for free, or at a fraction of the 

original cost, without rewarding the original creators and talents. In a recent study of 

the online content viewing habits of Malaysian consumers commissioned by the Asia 

Video Industry Association’s (AVIA) Coalition against Piracy (CAP) and conducted by 
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YouGov, it was revealed that 25% of consumers use ISDs which can be used to stream 

pirated content.  

Another finding of the same study which was released in February 2019 also 

highlighted the impact of the ISDs on legitimate subscription video services. About 

60% of the consumers who purchased an ISD stated that they have cancelled all or 

some of their subscription to legal pay TV services with 35% claiming that they 

cancelled their subscriptions to a Malaysian-based online video service after 

purchasing an ISD. 

Hence, the move to better enforce the downloading and consumption of piracy content 

is necessary but it has proven to be challenging for MCMC. There are various factors 

for MCMC to consider in ensuring that any anti-piracy law that is passed directly 

benefits content creators, while not limiting the public’s freedom and right to access 

content freely and openly. For example, due to the increasing use of android set top 

boxes to stream content from illegal sites, MCMC and the MDTCA are considering 

banning the sale of android set top boxes in Malaysia but no decision has been made 

yet pending an ongoing study on the matter by both parties which is expected to be 

completed by end of 2019.  

From the illicit supply side the technological ecosystems allow for the efficient 

streaming of pirated content, whilst presenting no single point of attack from a law 

enforcement perspective. All of these network nodes are heavily obfuscated and can 

be in different countries, multiplying the complexity of the enforcement challenge. From 

the demand side, streaming piracy and ISDs have created a broader demand 

demographic and we are seeing a growing trend among those aged 55+ enjoying 

access to thousands of illicit TV channels and VOD content from the comfort of their 

living rooms. For a growing number of consumers this means obviating the need for a 

legal pay TV subscription. 

At the co-hosted MCMC/AVIA Kuala Lumpur Digital Content Anti-Piracy Summit in 

February 2019, Gobind Singh Deo, the Minister of Communications and Multimedia 

Malaysia, raised the alarm regarding the detrimental effect that content piracy has on 

the Malaysian content industry, estimating that in 2016 piracy cost an estimated 

MYR1.05 billion in losses, MYR157 million in potential taxes and 1,900 jobs in 2016. 

At the summit, Media Partners Asia (MPA) estimated that content piracy costs the 
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Malaysian media industry USD200 million per year and that the number of jobs in the 

TV market had fallen to below 10,000 in 2019.  

MCMC and the MDTCA are aware of the challenges the country faces from content 

theft and hence, is focusing its efforts on limiting or preventing the streaming and 

download of pirated content via the android set top boxes before looking at a hard ban 

on the device, cracking down on unauthorised websites that offer illegal streaming as 

well as stepping up enforcement efforts to weed out illegal set top boxes. As of 

February 2019, MCMC has blocked 246 sites providing the unauthorised screening of 

movies, documentaries and news over the set top box. The increased enforcement 

efforts by both the MDTCA and MCMC have also resulted in several individuals being 

arrested and charged for the sale and possession of set top boxes with services that 

allow consumers to access pirated content.  

In April 2019, a married couple and their company were charged in the Sessions Court 

with selling android set top boxes which did not meet the MCMC standards. They were 

charged with possession of 79 units of a non-standard android box set under the 

Communications and Multimedia (Technical Standards) Regulations 2000 with the 

intention to sell them. The couple was charged under Section 244(1) of the 

Communications and Multimedia Act 1998, read together with Regulations 16(1b) of 

Communications and Multimedia (Technical Standards) Regulations 2000.  

In June 2019, another 4 individuals and their companies were fined a total of RM70,000 

by the Sessions Court in 2 separate cases for selling unauthorised android set top 

boxes and AV sender equipment. Similarly, these cases were investigated under the 

Communications and Multimedia (Technical Standards) Regulations 2000. The 

initiative to block public access to websites that stream content illegally taken by the 

government is lauded and seen as positive to the local content industry players. 

However, this effort needs to be sustainable and continuous in order to fight digital 

piracy in the country. Over the short to medium term, concerns on content piracy may 

continue to cloud the industry’s growth prospects. 

Content theft at its current scale is unsustainable and many countries are putting 

measures into place to curb this. Malaysia has an opportunity to be at the forefront of 

doing what is fair and proper by implementing several effective and proven strategies 

such as the following: 
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1. Resource support for the more streamlined “One Ministry” site blocking process 

that blocks access to illegal streaming websites and ISD application servers.  

2. The content industry, e-market platforms and social media sites where ISDs 

are commonly traded, to work together to disrupt the illicit commercial 

transactions at the point of sale.  

3. In collaboration between government and industry, maintain an Infringing 

Website List (IWL) to ensure that advertising networks do not place 

advertisements on known egregious piracy websites, thus drying up their 

primary source of illicit revenue. 

4. Government and industry to make consumers more aware of the risks they face 

from malware when accessing content theft sites or using illicit applications as 

well as to educate consumers who buy ISDs that they are not only funding 

crime groups but also wasting their money when the channels stop working.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 
 
 

 

 50 

6 PAY TV AND OCC SERVICES 
REGULATORY ENVIRONMENT 

6.1 THE COMMUNICATIONS AND MULTIMEDIA ACT 1998 

The CMA 1998 regulates the content related services operating in Malaysia based on 

the type of activity carried out by the service providers rather than the type of 

technology used to carry out that activity. There are 4 services under the CMA that 

need a licence namely:  

• Network facilities;  

• Network services:  

• Application services; and  

• Content application services.  

Broadcasters are regulated as content application service providers under the CMA. 

Content application service providers that provide content which is made available to 

the general public and is likely to be of broad appeal and can be received by commonly 

available consumer equipment usually require an individual licence to operate. This 

includes FTA television services, terrestrial radio broadcasting services, satellite 

broadcasting services and subscription broadcasting services. Foreign companies, 

individuals, sole proprietorships and partnerships are not eligible to apply for a content 

applications service provider individual licence. Licences are granted by the Minister 

of Communications and Multimedia upon the recommendation of the MCMC.  

Under the Communications and Multimedia (Licensing) (Exemption) Order 2000, 

online content providers supplying any internet content application service are not 

required to hold an individual licence or register under a class licence pursuant to the 

CMA. Content provided via mobile devices, similar to an internet content application 

service, does not need an individual licence. Examples of internet content applications 

are those that offer OCC services such as Iflix and Netflix. However, if the mobile 

content is an audio text hosting service and such a service is provided on an opt-in 

basis which require customers to apply in writing, or by other means, for the service to 

be made available, an applications service provider class licence is required. 
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The Ministerial Direction on General Licensing Policy (Direction No. 3 of 2001 dated 

23 March 2001) deems that an applications service provider individual licence holder 

will not be granted a content applications service provider individual licence and vice 

versa. This means that companies which provide applications services such as public 

switched telephone network and public cellular services will not be granted licences 

for terrestrial FTA television, terrestrial radio broadcasting or satellite broadcasting, but 

this restriction does not apply to other media forms such as print publications, online 

content and mobile content. 

6.1.1 The Malaysian Communications and Multimedia Commission 
(MCMC) 

The MCMC was established under the CMA to carry out the operational and 

administrative aspects of the regulatory framework, as well as promote the 

government’s initiatives related to the communications and multimedia sector. The 

MCMC is answerable to the Minister of Communications and Multimedia who can give 

the MCMC general directions related to the MCMC's functions and MCMC must 

comply with them. While certain policy decisions affecting competition in the industry, 

such as licensing and the principles for spectrum use and rate regulation are under the 

purview of the Minister, MCMC also has considerable regulatory powers in accordance 

with the CMA and national policy objectives. 

Some of the responsibilities of the MCMC include: 

• Advising the Minister on all matters regarding national policy for 

communications and multimedia activities; 

• Making recommendations on matters related to the grant of individual licences, 

cancellation of a person's registration under a class licence and variations of 

licence conditions to the Minister; 

• Enforcing the CMA; 

• Issuing directions in writing regarding compliance with licence conditions, 

including remedy of a breach of a licence condition, the CMA or its subsidiary 

legislation; 

• Holding public inquiries on proposed changes to regulation; and 
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• Issuing determinations on mandatory standards for matters subject to a 

voluntary industry code, if MCMC finds that the voluntary industry code has 

failed its purpose. 

6.1.2 The Malaysian Communications and Multimedia Content Code 

Section 211 of the CMA prohibits content which is indecent, obscene, false, menacing 

or offensive in character where provided with intent to annoy, abuse, threaten or harass 

any person. Any violation of this prohibition amounts to an offence which is supported 

by the Malaysian Communications and Multimedia Content Code (Content Code). The 

ambit of the Content Code is defined under Section 213 (1) CMA 98 which states that 

the Content Code will include procedures for dealing with offensive and indecent 

content. The Content Code is administered by the Communications and Multimedia 

Content Forum of Malaysia (Content Forum) which is made up of licenced 

broadcasters, media organisations, advertising companies as well as other industry 

practitioners.  

The Content Code was registered with MCMC on 1st September 2004 and is voluntary, 

but those subscribing to it have undertaken to uphold its objectives and principles, with 

the MCMC retaining the power to direct any person to adhere to it. Industry members 

and the public may lodge complaints for any purported breaches of the Content Code 

to the Complaints Bureau. The Content Code sets out guidelines and procedures for 

good practices and standards for online and broadcast content dissemination and 

applies to all content, including advertising content, which is disseminated on the 

television and radio, or delivered through the internet.  

The Content Code also applies to online content providers as well as access providers 

to online content, including site hosts, developers, aggregators and link providers. 

Content providers who provide access to content but do not have control over the 

composition of such content or any knowledge of such content are deemed innocent 

carriers under the Content Code, thus are not responsible for the content provided. 

Nevertheless, the specific measures set out in the Content Code for the removal of 

prohibited content must be complied with to the extent that the provider has control 

over the content. 

Although the Content Code governs online content originating from Malaysia, it does 

not apply to: 
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(a) Personal email, other than bulk or spammed email; 

(b) Content transmitted by facsimile or voice telephony which is intended for 

private consumption; or 

(c) Content that it not accessible to the public, for example, a closed content 

application service confined to a single dwelling or offered only to employees 

of a single company. 

In addition, the Malaysian government, like many other governments, is now grappling 

with calls for regulation of online services given the current inability to regulate un-

curated social media platforms on the one hand, and renegade “pirate” platforms on 

the other. OCC content providers, acting as responsible industry players to develop 

solutions that benefit consumers, have developed a self-regulation framework which 

takes into account the need for reasonable content standards, as well as child 

protection. 

The ASEAN SVOD Industry Content Code (Code) was first announced in June 2018 

and includes signatories such as Astro, Iflix, Dimsum, HOOQ and Netflix.  This Code 

sets out principles to ensure that content offered on participating platforms is authentic, 

free from hate speech, hate crimes, pornography and other forms of inappropriate 

content. Content providers also pledge to provide consumer control features to let 

users make appropriate viewing choices for themselves and their families. The Code 

not only serves to provide SVOD platforms a standard to hold themselves to, it also 

helps distinguish legitimate services from pirate sites. MCMC has acknowledged the 

Code and the content providers that have signed up to it and is supportive of both. 

6.2 COPYRIGHT ACT 1987  

Copyright is defined as a right to authorise the use of one’s work, with the emphasis 

being the right to prevent others from unfairly taking advantage of the original owner 

of the copyright. In Malaysia, copyright protection is governed by the Copyright Act 

1987 which outlines the nature of works eligible for copyright, including computer 

software, the protection scope and the manner in which the protection is accorded. 

The Act also provides the necessary clout to the enforcement agencies including the 

police, to carry out anti-piracy measures. The Copyright Act 1987 is under the purview 

of the MDTCA. 
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Due to the growth of the internet and multimedia industry, the Copyright (Amendment) 

Act 1997 came into force on 1st April 1999, which updated the Copyright Act 1987. The 

Amendment Act addressed the unauthorised transmission of copyright works over the 

internet and infringement of copyright, among other updates. The amended Act also 

recognises the copyright owner’s exclusive rights to control work that is transmitted 

either via wired or wireless means to the public, including making the work available to 

the public from a place and at a time individually chosen by them. However, awareness 

of digital piracy is still low in Malaysia and industry players have advocated for more 

action to address this issue.  

In the last few years, additional methods have been used such as the website blocking 

initiative where websites that committed various crimes, including publishing content 

which could jeopardise public order, would be blocked. Experts and industry 

representatives also suggested that combating digital piracy requires addressing the 

wider ecosystem and stakeholders that support digital piracy such as the Internet 

Service Providers (ISPs) and advertisers who provide illegal content websites with an 

important source of revenue. For example, stakeholders from the Malaysian creative 

and advertising communities, joined forces to set up the Infringing Website List (IWL) 

initiative in October 2017 with the aim to cut off advertising income streaming to major 

pirate sites. 

Besides the MDTCA and MCMC, other key stakeholders in fighting digital piracy in 

Malaysia are National Film Development Corporation (Finas), Malaysian Film 

Production Association (PFM) and cinema operators. A committee was set up by these 

stakeholders several years ago to address digital piracy. One of the steps taken was 

setting up a camera with night vision in the cinema to catch those who record the movie 

illegally during show time. 

The media industry is also using technology such as artificial intelligence and machine 

learning to identify infringing content. To this end, the government can play a role to 

facilitate the industry to capitalise on the available technology in the fight against 

piracy, such as by allowing the sharing of data between different industry players to 

enable them to work together to identify pirates. In addition, the government also can 

use the best available technology in the market for its own enforcement efforts. 
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6.3 SERVICE TAX ACT 2018 

Based on the Service Tax (Amendment) Bill 2019 which was passed in April 2019 by 

the Dewan Rakyat (House of Representatives) of the Malaysian Parliament, the 

Service Tax Act 2018 is proposed to be amended to include the relevant provisions 

related to the charging of service tax on digital services provided by foreign service 

providers to consumers in Malaysia.  The digital service tax is expected to take effect 

from 1 January 2020 and is set at a fixed rate of 6% per annum. Under the Bill, tax 

defaulters may be fined up to RM50,000 and/or imprisoned for up to 3 years if found 

guilty. 

A new section in the Service Tax Act is proposed to be introduced to provide for both 

territorial and extra-territorial applications of the Act and its subsidiary legislation which 

means that the law will apply to any person outside of Malaysia, if the person is a 

foreign service provider of digital services to consumers in Malaysia, or is registered 

under the Act as a foreign registered person. The main provisions relating to service 

tax on digital services provided by foreign service providers are set out in the proposed 

new Part IXA (sections 56A to 56K) which is to be introduced into the Act.  

The introduction of this service tax is aimed at levelling the playing field between local 

and international online service providers such as Netflix and Spotify as local digital 

service providers are required to pay the tax. The 6% tax rate is deemed to be one of 

the lowest compared to the rates imposed by other countries. For example, Russia’s 

service tax on digital service is 18% which was introduced on 1st January 2017, 

Norway imposed a 25% tax beginning 1st July 2011 while New Zealand’s digital tax 

rate is at 15% from 1st October 2016 onwards. 
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7 APPENDICES 

7.1 LIST OF CURRENT TV BROADCASTING AND OCC 
SERVICE PROVIDERS IN MALAYSIA 

No. Operator Channel Contact Details Platform 
Used 

1. 
Al Hijrah 
Media 
Corporation 

TV 
AlHijrah 

Pusat Penyiaran Digital TV AlHijrah, 
Kompleks Pusat Islam, Jalan Perdana, 
50480 Kuala Lumpur, Malaysia 
Tel: +603-2028 1500 
Fax: +603-2260 1566 
Email: info@tvalhijrah.com 
Website: https://www.tvalhijrah.com/ 
 

FTA 

2 

Pertubuhan 
Berita 
Nasional 
Malaysia 
(BERNAMA) 

BERNAM
A News 
Channel 

Wisma BERNAMA, 
No 28, Jalan BERNAMA, 
Off Jalan Tun Razak, 
50400 Kuala Lumpur, Malaysia 
Tel: +603-2693 9933 
Email: helpdesk@bernama.com 
Website: 
http://www.bernama.com/aboutbernama
/bi/home.php 
 

FTA  

3 

Radio 
Televisyen 
Malaysia 
(RTM) 

TV1, TV2, 
TV Okey 

Angkasapuri 
50614 Kuala Lumpur, Malaysia 
Tel: +603-2282 5333 
Fax: +603-2284 7591 
Email: https://www.rtm.gov.my/ 
 

FTA 

4 
Media Prima 
Television 
Networks 

TV3, TV9, 
8TV, 
NTV7 and 
Tonton 

Sri Pentas, No. 3 
Persiaran Bandar Utama, 
Bandar Utama, 
47800 Petaling Selangor 
Malaysia 
Tel: +603-7726 6333 
Fax: +603-7726 6333 
Email: 
communications@mediaprima.com.my 
Website: 
https://www.xtra.com.my/ms/livetv/?cha
nnel=tv9 
 

FTA/OCC 

mailto:info@tvalhijrah.com
https://www.tvalhijrah.com/
mailto:helpdesk@bernama.com
http://www.bernama.com/aboutbernama/bi/home.php
http://www.bernama.com/aboutbernama/bi/home.php
https://www.rtm.gov.my/
mailto:communications@mediaprima.com.my
https://www.xtra.com.my/ms/livetv/?channel=tv9
https://www.xtra.com.my/ms/livetv/?channel=tv9
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No. Operator Channel Contact Details Platform 
Used 

5 
Enjoy TV 
Holding Sdn 
Bhd 

Enjoy TV 

Lot 1-026B & 1-026C, 1F, 
Endah Parade, 1, Jalan 1/149e, Taman 
Sri Endah, 57000 Kuala Lumpur, 
Malaysia 
Tel: +603-9059 6888 or +603-9058 
9999 
Fax: +603-9059 4888 
Email: info@etbc.com.my 
Website: https://enjoytv.asia/ 
 

OCC 

6 
Longvision 
Broadcasting 
Sdn Bhd 

LongTV 

Suite 17.01, Level 17, Centrepoint 
South 
Mid Valley City, Lingkaran Syed Putra, 
59200 Kuala Lumpur, Malaysia 
WhatsApp: +60111 0919 888 
Tel:1300 88 8880 
Email: Wecare@long.tv 
Website: https://my.long.tv/ 
 

OCC 

7 

Measat 
Broadcast 
Network 
Systems Sdn 
Bhd 

Astro and 
Astro GO, 
NJOI and 
NJOI Now 

All Asia Broadcast Centre, 
Technology Park Malaysia, 
Lebuhraya Puchong-Sg. Besi, Bukit 
Jalil, 
57000, Kuala Lumpur, Malaysia 
Tel: +603-9543 3838  
Fax: +603-9543 7333 
Website: https://www.astro.com.my/ 
 

Satellite 
TV/IPTV/ 
OCC 

8 TM Net Sdn 
Bhd 

Unifi TV 
and Unifi 
PlayTV 

Menara TM 
Jalan Pantai Baharu 
50672 Kuala Lumpur 
Malaysia 
Tel : +603-2240 9494 
Website: 
https://unifi.com.my/personal/tv 
 

IPTV/OCC 

9 
SMG 
Entertainment 
Sdn Bhd 

Dimsum 

Level 6, Menara Star 15, Jalan 16/11, 
Section 16, 47400 Petaling Jaya, 
Selangor, Malaysia 
Tel: +603-79671388 or 1300-88-7827 
Email: contacus@dimsum.my 
Website: https://www.dimsum.my/ 
 

OCC 

mailto:info@etbc.com.my
https://enjoytv.asia/
mailto:Wecare@long.tv
https://my.long.tv/
https://www.astro.com.my/
https://unifi.com.my/personal/tv
mailto:contacus@dimsum.my
https://www.dimsum.my/
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No. Operator Channel Contact Details Platform 
Used 

10 Iflix Iflix 

19.01 & 19.05, Centrepoint North, 
Lingkaran Syed Putra, Mid Valley City, 
59200 Kuala Lumpur, Malaysia 
Tel: +603-2997 0999 
Email: support@iflix.com 
Website: https://piay.iflix.com/ 
 

OCC 

11 Netflix Inc Netflix 
Tel: 1-800-818-767 
Website: https://www.netflix.com/my/ 
 

OCC 

12 PCCW Media 
Company Viu 

Email: help.my@vuclip.com 
Message: 
www.facebook.com/ViuMalaysia/ 
Tel: +603-2242 4240 
 

OCC 

13 YuppTV USA 
Inc YuppTV 

Tel: 1800-816-557 
Email: pr@yupptv.com 
Website: 
https://www.yupptv.com/malaysia.html 
 

OCC 

 

7.2 GLOSSARY AND ACRONYMS 
 

AVOD  Advertisement-based Video on Demand  

ARPU   Average Revenue per User 

CASP I Content Applications Service Provider Individual Licence 

DTAM  Dynamic Television Audience Measurement 

DTH  Direct-to-Home 

DTT  Digital Terrestrial Television  

FTA   Free-to-Air 

FTTH   Fibre-to-the-Home 

HDTV   High Definition Television 

IPTV  Internet Protocol Television 

Mbps  Megabits per second 

MSAP  Mandatory Standard Access Pricing 

MCMC  Malaysian Communications and Multimedia Commission 

mailto:support@iflix.com
https://piay.iflix.com/
https://www.netflix.com/my/
mailto:help.my@vuclip.com
http://www.facebook.com/ViuMalaysia/
mailto:pr@yupptv.com
https://www.yupptv.com/malaysia.html
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MDTCA Ministry of Domestic and Consumer Affairs 

NFCP  National Fibersation and Connectivity Plan 

OTT  Over-the-Top 

SVOD   Subscription-based Video on Demand 

TAM  TV Audience Measurement 

  



About the Asia Video Industry Association
The Asia Video Industry Association (AVIA) is the trade association for 
the video industry and ecosystem in Asia Pacific. It serves to make the 
video industry stronger and healthier through promoting the common 
interests of its members. AVIA is the interlocutor for the industry with 
governments across the region, leads the fight against video piracy 
and provides insight into the video industry through reports and 
conferences aimed to support a vibrant video industry. AVIA evolved 
from Casbaa in 2018.

Hong Kong Executive Office
20/F Leighton Centre
77 Leighton Road
Causeway Bay, Hong Kong
Tel +852 2854 9913
avia@asiavia.org
www.asiavia.org

© 2019. The Asia Video Industry Association holds all rights to this report, and no part thereof 
may be reproduced or replicated without prior explicit and written permission.

Redmarch is a market intelligence and advisory firm specializing in 
South East Asia markets. Since 2008, we have helped companies make 
informed decisions when it comes to growing their business, improving 
competitiveness and enhancing customer reach and loyalty.

We help multinational and large Asian companies with their market 
entry and growth strategy in South East Asia by sizing up market 
potential, profiling competition, optimizing distribution channels, 
segmenting and understanding customers, and identifying 
opportunities and risks. Our industry expertise is concentrated in the 
industrial, education, ingredients and consumer goods sectors.

www.redmarch.com
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