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1  Executive Summary 
 
Growth in Vietnam’s pay TV industry has levelled off, as the industry is buffeted by 
commercial and technological change. Key take-aways from our examination of the 
industry as of the end of 2018 are: 
 

• In the last two years, the market has been badly affected by a “race to the 
bottom” on pricing. ARPUs have fallen sharply. The industry is deeply 
concerned about whether current revenues are adequate to sustain quality 
production. 

• Nationwide, cable remains by far the mainstay of pay TV viewing, followed 
by DTH, and premium content (sports, movies and children’s programming) is 
the driver for subscriptions. Rising costs of premium content coupled with 
falling consumer ARPUs are creating severe tensions. 

• Legitimate OTT services have yet to make strong inroads; domestic OTT 
operators have relatively thin legal offerings, without strong commercial 
cases. At the same time, international OTT services have only a tiny market 
share and face great regulatory uncertainty, with the government floating 
proposals for licensing, data localisation, local content quotas and censorship 
of international services.  

• Pirate OTT services, on the other hand, seem to be growing rapidly. Most of 
the top-viewed local and foreign OTT services carry substantial amounts of 
pirated programming – up to 95%, in the views of industry observers. Local 
industry sources view pirate services as a much greater threat than foreign 
legitimate OTT. 

• Although it’s losing market share to digital marketing, TV advertising is still 
by far the biggest expenditure and has been able to maintain modest growth 
since 2016, rising from under $1.8 billion that year to $1.82 billion in 2017 
and projected to reach $1.85 billion in 2018. 

 

1.1 Paying for high growth 
 
With a population of 93.7 million and over 22 million TV households, Vietnam is a 
market to be reckoned with for the pay TV industry. Subscriptions were rising 
steadily through the end of 2017, reaching over 14 million across a wide range of 
technologies and have remained roughly unchanged by the end of June 2018. 
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Figure 1: Pay TV subscription growth 2009 – 2018 

 
Source: Ministry of Information and Communications (MIC); AVIA 
*By end of June 2018. All other numbers are by end of year. 
 
“IPTV” refers to “walled-garden” subscription/VOD services offered by telcos/ISPs only to 
customers who access content through their proprietary network. “OTT” refers to 
subscription/VOD services offered to customers over the open internet. 

 
However, households with multiple subscriptions are common so the pay TV 
penetration rate hovers just above 47%, a significant jump from 29.54% reported in 
the previous Vietnam in View edition in 2014, but still well below the local industry’s 
goal of 70%-80% by 20201. 
 
Table 1: Summary of Vietnam 2018 (As of December 2017) 

 Penetration 
Population 93,702,319 
Number of Households 24,102,034 
TV Households 22,465,506 
TV penetration 93.21% 
FTA - only TVHHs (including free DTT) 46.08% 
Pay TV penetration 47.13% 
Cable TV penetration (analogue & digital) 24.53% 
Satellite TV penetration 6.82% 
IPTV penetration 5.50% 
Digital terrestrial (Pay DTT) 4.71% 
OTT 3.00% 
Mobile TV 2.56% 
 
Source: General Statistics Office, Ministry of Health, Vietnam Social Security, AVIA 
Penetration rate is platform subscriptions over number of households 

 

                                                
1 In 2018, VTVcab sets a goal of providing pay TV service to 70% - 80% of households by 2020. 
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As subscriptions rose steadily between 2012 and 2016, so did total revenue and 
ARPU, although ARPU was very low and growing at a much lower rate. However, 
over the past two years since the end of 2016, operators have embarked upon what is 
dubbed a “race to the bottom” where every player has had to subsidize their 
subscription growth strategy. Total revenue peaked at $427 million with 9.9 million 
subscriptions in 2015, before suddenly dropping by 21.7% to $334 million with 12.5 
million subscriptions in 2016. Since then annual total revenue has been struggling to 
rise only slightly while subscriptions continued to rise to 14 million in 2017.  The first 
half of 2018 saw a slight increase in both total subscriptions (0.3 million) and total 
revenue year on year. As a result, annual ARPU took a nose dive from $43.11 in 2015 
to $26.72 in 2016 and slid further to $23.94 in the first half of 2018. 
 
Figure 2: ARPU trend 

 
Source: MIC; AVIA. 2014 revenue not available. 
*Data updated as of end of June 2018 
 

1.2 Technology choice: cable is still king but increasingly challenged by 
new technologies 

 
The market has become a highly contested ground for a multitude of technologies, 
including analogue cable, digital cable, IPTV, DTH, DTT, mobile TV and OTT. 
Although cable (both analogue and digital combined) is still the dominant pay TV 
platform, accounting for over 61% of the TV households, its market share is 
increasingly being cannibalized by other platforms, including new technologies such 
as mobile TV and OTT. As Vietnam’s digitization unfolds, the analogue cable market 
share is shrinking, down from its high of roughly 70% in 2014 to 42% by the end of 
2017. All other platforms, except IPTV, have managed to grow their subscriptions 
over the past three years. Riding on the vast analogue cable infrastructure, digital 
cable has enjoyed the fastest growth, accounting for 19% of the total market share, 
leaving DTH far behind in the third place with just barely 12%. IPTV did poorly in 
terms of subscriptions with just 9%, closely followed by DTT at 8%. Newcomers 
OTT and mobile TV, who only started to charge viewers in mid-2016, had managed 
to secure 5% and 4% of the market respectively by the end of 2017. 
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Figure 3: Pay TV subscription growth by platform 

 
 

Source: MIC; AVIA 
 
Figure 4: Subscription market share by platform, end of 2017 (total 14.1m) 

 

Source: MIC; AVIA 
 
Consistent with its dominant subscription market share, cable (both digital and 
analogue) accounted for 71% of total market revenue in 2017. In fact, with low and 
declining ARPU, only cable services have managed to turn a profit. All other 
platforms have been reporting losses. 
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Figure 5: Revenue share by platform 

 

 

 

Source: MIC; AVIA 
Note: No statistics for 2014–2016 available. Before 2014, MIC did not separate cable 
from IPTV (treating both as cable) 

1.3 OTT and piracy 
 
Vietnam is very open to new technologies. Just as IPTV was introduced 10 years ago 
and has now become a mainstream platform, the first OTT video service was provided 
on a free trial basis in 2013 by VTC. Other operators soon followed suit with their 
own free trial OTT services in subsequent years. By mid-2016, K+ was the first to 
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VTVcab and FPT also offered pay OTT subscriptions but at a heavily subsidized rate 
of $1-$2.3 per account per month. However, the channel offering on these services is 
much more limited than on mainstream platforms (cable, IPTV, DTH and DTT). 
Viewers have to pay more for premium contents (such as foreign movie channels).  
 
The viewing experience offered by Vietnamese OTT providers is not yet comparable 
to that of mainstream technologies. Most OTT users watch video via small screens 
(i.e. mobile devices) and only a tiny number (17%) use their TV set to access OTT 
content. 
 
Some offshore pay OTT services that offer a comparable, if not superior, viewing 
experience on large screens to mainstream technologies are available to viewers in 
Vietnam. These include Netflix, Amazon Prime Video and HBO, among others. 
However, the market share of these services in Vietnam is statistically insignificant. 
MIC is drafting new legislation (expected to take effect in 2019) to regulate OTT 
services which proposes that (amongst other things) foreign pay OTT services be 
licensed in order to provide a service in Vietnam.  
 
At the time of writing, MIC has issued about 30 OTT licenses to local operators. 
Among the 27 licensed pay TV operators as of April 2018, only 15 of them have 
obtained an OTT license. However, except FPT Play, none of these services makes it 
to the top 5 most watched OTT services in key local pay TV markets. Except FPT 
Play, all the top 5 most watched OTT services are free, many of them known for 
offering pirated content. In fact, according to a local industry source, 95% of content 
on Vietnamese OTT services is pirated2. Revenue for pirated OTT services comes 
from both pre-paid subscriptions and advertisements. While the Vietnam pay TV 
Association (VNPayTV) plays up competition from foreign pay OTT services3, 
legitimate local pay TV services and the production industry are actually more 
concerned about rampant piracy in the OTT space.  
                                                
2 Statement by BHD in June 2018 
3 In May 2018, VNPayTV proposed to MIC not to license foreign OTT services yet citing unfair 
competition reasons 

 
Source, Kantar Media, 2018 

Figure 6: OTT viewing in Hanoi, HCMC, Da Nang and Can Tho 
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Table 2: Leading OTT services in four major cities, 2018 

Percent of respondents stating they watched the following services in four major cities, 2018 
Services All 4 cities Hanoi Da Nang HCMC Can Tho 

 

87.3% 86.5% 98.4% 86% 97.2% 

 

28.9% 30.7% 37% 29.1% 14.8% 

 

26.4% 23.6% 14.5% 26.5% 45.5% 

 

8.2% 8% 4.2% 7.3% 18.1% 

 

7% 10.9% 23.5% 3.9% 2.8% 

 

5.1% 4.4% 8% 5.5% 4.8% 

 
Source: Kantar Media 
 

1.4 High demand for premium content on pay TV 
 
Because of low ARPU, very few pay TV operators want to invest in acquisition of 
premium content. According to MIC, there are a total of over 200 domestic channels, 
about 80 of them licensed as pay TV channels. All domestic TV channels are ad-
supported, including pay TV channels. MIC has licensed a total of 68 foreign 
channels, 63 of them pay TV channels, with the remaining five being non-commercial 
channels supported by foreign governments. To the extent that advertisement exists 
on foreign pay TV channels, there is a lot less of it than on domestic channels. Some 
foreign channels (such as Fox Movies and Cartoon Network) are very popular on the 
list of pay TV channels, suggesting a high demand for premium content. In the first 
quarter of 2018, Cartoon Network, Fox Movies, HBO, Disney and Max were among 
the 7 most watched pay TV channels in Hanoi and Cartoon Network, Fox Movies and 
HBO among the 7 most watched pay TV channels in HCMC.  
 
But when VTVcab and NextTV/Viettel dropped 23 foreign pay TV channels 
including HBO, Max, Cartoon Network and Disney, from their platforms beginning 
on April 14, 2018, Fox rose to number 2 in the second quarter and number 1 in the 
third quarter in Hanoi. Cartoon Network, although gone from the major pay TV 
platforms, still managed to stay at number 9 in Q2 and rise to number 8 in Q3 in 
Hanoi. In HCMC, after falling to numbers 11 and 14 respectively in Q2, Cartoon 
Network and Fox Movies have climbed back to their commanding positions of 
numbers 2 and 5 respectively in Q3 which is a similar standing to that in Q1. In Can 
Tho, Fox Movies, Cartoon Network and HBO are consistently among the top 6 most 
watched pay TV channels across all three quarters. In Da Nang, Fox Movies is among 
the top 3 most watched pay TV channels in all three quarters. Cartoon Network and 
HBO were among the top 4 channels in the Q1 but then removed from major pay TV 
platforms. 
                                                
4 VTVcab and NextTV/Viettel dropped these channels from their offering, citing a failure to acquire 
rights from the exclusive local distributor of the channels. 
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VTVcab and NextTV subscribers were furious when their favourite foreign channels 
were removed and some of them have migrated to competing operators such as 
MyTV which still carries those channels. The new foreign channels that VTVcab and 
NextTV have introduced on their platforms will take some time to win viewership. 
 

1.5 Consumer affluence and advertising 
 
With a GDP of over $223 billion in 2017 and an annual growth rate of 6.5%-6.7%, 
Vietnam has been one of the fastest growing economies in Southeast Asia for the past 
several years. As its population will soon approach 100 million with per capita GDP 
at roughly $2,400 and rising, Vietnam presents huge opportunities for the pay TV 
industry.  
 
Figure 7: Vietnam per capita GDP evolution 

 

 
Source: General Statistics Office (GSO) 

 
Vietnam is still on the whole a TV nation, with watching TV/video among the most 
popular forms of home entertainment5. Pay TV penetration is rising fast, especially on 
the increasingly affordable cable and broadband internet infrastructure, reaching 94% 
in urban areas in 2016, of which cable and IPTV account for 84%6. 
 

                                                
5 95% of the population still watch TV on a daily basis in 2016, down from 98% in 2012 but still much 
higher than 59% for internet in 2016, according to Kantar Media 
6 Kantar Media 
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Figure 8: Pay TV revenue trend, US$ millions 

 
Source: MIC, AVIA. 2018 figure computed by doubling total revenue for the first 6 months of the 
year. 

 
Pay TV revenue rose steadily in sync with subscriptions up until 2015, with $427 
million recorded for that year. However, while subscriptions continued to rise 
spectacularly in 2016 and 2017, revenue dropped to $334 million in 2016 and only 
grew by a little over 1% year-on-year7. While the “race to the bottom” in price 
competition may have a role to play in the revenue drop, regulators and industry 
insiders believe the real number is actually much higher than reported. In fact, in their 
growth strategies, major local operators are banking on a market of $800 million to $1 
billion by 2020. 
 
Pay TV operators so far have still mostly focused on major urban centres as their key 
markets. This is understandable as average household income here is much higher 
than the rest of the country. The majority of households in key local pay TV markets 
have an annual income of over $4,000. In Hanoi 87% of households earn $4,320 and 
more annually. That number is 76% in HCMC, 54% in Da Nang and 45% in Can Tho.  
 

  

                                                
7 An earlier version of this executive summary had total pay TV revenue in 2016 at US$550 million 
which MIC was citing in their various reports in 2017 and the first half of 2018. However, in a 
workshop on October 21, 2018 in Da Nang, MIC revised the number down to VND 7,600 billion (or 
US$334 million). They said the US$550 million reported previously resulted from double counting 
revenues from subsidiaries of major companies. 
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$200 

$276 

$427 

$334 $338 $342 



Figure 9: Household income in key markets, 2017 

 

  

  

Source: VietnamTAM/Nielsen
 
According to MIC, despite competition from online advertising, TV advertising 
spending since 2016 has been able to maintain modest growth, rising from under $1.8 
billion that year to $1.82 billion in 2017 and projected to reach $1.85 billion in 2018. 
While the TV split of the total ad revenue is declining due to the rise of digital 
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advertising, the net growth of TV ad revenue is still expected to rise in the next 
several years as total advertising spending continues to grow. Much of the TV ad 
revenue goes to domestic channels (including those that offer foreign content on 
them). The current rules state that all ads on foreign channels are to be literally 
inserted in Vietnam.  
 

Figure 10: TV Ad Spend 

 
Source: 2011-2015 figures computed from Kantar Media data, quoted by K+ Advertising 
2016-2018 figures provided by MIC;  
*2016 figure estimated from incomplete channel ad revenue reports submitted to MIC 
**2018 figure projected as doubling total revenue for first 6 months of year 

1.6 Evolving regulatory environment 
 
MIC/ABEI takes pride in adopting policies that help create an environment that spurs 
fast growth in the TV business in terms of subscriptions, coverage and consumer 
choice (i.e. number of channels and number of services). However, regulators admit 
that the low ARPU trend is not healthy and already hurting sustainable development. 
They are looking for ways to correct the situation. They have repeatedly turned down 
proposals by the Vietnam pay TV association to enforce a floor price. MIC/ABEI has 
recently also focused on fighting piracy, recognizing that this is an important factor 
distorting the market and causing ARPU to remain low. They also pitch fighting 
piracy as a service offered to those foreign content providers that duly “register” with 
government agencies (i.e. MIC and tax authorities). 

The advent of OTT video has posed new regulatory challenges for MIC/ABEI. At 
first, they took a light-touch approach and let the service be introduced on a trial 
basis. But now that OTT is on the way to fast becoming a mainstream platform, 
regulators are under pressure to “create a level playing field”, as they put it, between 
OTT and traditional platforms in terms of censorship requirements and tax 
obligations, among others. A draft text to amend Decree 06 issued in 2016 on TV and 
Radio service was introduced in late July with a deadline for public comment by 
September 23, 2018. The draft decree proposes to define OTT service and mandates 
that all OTT pay services have to obtain a license from Vietnam and operate through a 
locally incorporated entity. OTT video will be subject to the same censorship and 
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advertising requirements as traditional channels are and these requirements are 
proposed in the draft text to be stricter. ABEI, however, states that this is just a first 
draft and they are open to industry inputs and recommendations because they want to 
create sustainable development for the video business in Vietnam. 
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2 TV Industry data 
 

2.1 Summary 
 
Vietnam’s population is about 94 million with almost 22.5 million TV households or 
a 93.2% TV penetration rate, a slight increase from 91.7% four years ago. Free-to-air-
only (FTA), including free DTT, penetration has dropped sharply to 46% from 70% 
since our last report in 2014, offset by a big increase in pay TV penetration. 
Newcomers (OTT and mobile TV) have joined the market and are expanding market 
share. 
 
Table 3: Summary of Vietnam 2018 (As of December 2017) 

Population 93,702,319 
Total Households 24,102,034 
TV Households 22,465,506 
TV penetration 93.21% 
FTA penetration - only TVHHs (including free DTT) 46.08% 
Pay TV penetration 47.13% 
Cable penetration 24.53% 
DTH penetration 6.82% 
IPTV penetration 5.50% 
Paid DTT penetration 4.71% 
OTT penetration 3.00% 
Mobile TV penetration 2.56% 
 
Source: General Statistics Office, Ministry of Health, Vietnam Social Security, AVIA 
Penetration rate is platform subscriptions over number of households 

2.2 TV penetration 
 
For the first time, pay TV penetration has surpassed FTA-only, reaching over 47% 
compared to FTA’s 46%, despite the fact that the digitization process that has been 
taking place for a couple of years now has made free DTT increasingly accessible (i.e. 
more DTT broadcast stations installed) and affordable (i.e. cheaper DTT set-top-
boxes and new TV sets with a built-in DTT tuner). All technologies, including 
newcomers OTT and Mobile TV, are responsible for the increase in the pay TV 
penetration rate from just below 30% to over 47% over the 3-year review period 
ending December 2017.  
 
Cable (both analogue and digital) is still by far the most popular platform, appearing 
in 24.5% of households, followed by satellite TV at almost 7% and IPTV at 5.5%. 
Paid DTT, OTT and Mobile TV are neck-and-neck at 4.7%, 3% and 2.6% 
respectively. 
 
Pay TV still concentrates mostly in urban areas where cable and broadband internet 
infrastructure is readily available, reaching as many as 94% of households in 2016, of 
which cable and IPTV account for 84%. OTT is making fast inroads in urban areas as 
well as those rural parts that have broadband internet. Households in rural and remote 
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areas where 65% of the population live rely mostly on FTA and, to a lesser extent, 
DTH and IPTV, for their TV needs.  
 
Table 4: Pay TV subscriptions by province and technology, 2017, top 15 provinces 

No Province Total pay 
TV 

subscriptions 

Total cable 
subscriptions 

Analogue 
Cable 

Digital 
Cable 

IPTV DTT DTH OTT 

1 HCMC 2,815,371 2,523,362 1,879,500 643,862 99,920 105,806 79,044 7,239 
2 Hanoi 1,481,123 1,019,338 497,407 521,931 62,606 217,421 177,397 4,361 
3 Dong 

Nai 
553,971 438,225 315,908 122,317 39,958 24,088 51,541 159 

4 Nam 
Dinh 

380,686 112,102 91,321 20,781 12,084 222,643 33,734 123 

5 Binh 
Duong 

304,983 194,251 116,519 77,732 31,083 37,778 41,551 320 

6 Hai 
Duong 

296,977 183,326 159,661 23,665 16,591 54,455 42,509 96 

7 Quang 
Ninh 

295,544 193,516 156,715 36,801 24,941 10,274 66,676 137 

8 Hai 
Phong 

288,795 161,826 92,610 69,216 31,543 42,409 52,448 569 

9 Ba Ria - 
Vung 
Tau 

282,675 240,621 193,932 46,689 17,236 663 23,871 284 

10 Nghe An 235,830 113,831 86,298 27,533 31,096 33 90,753 117 
11 Thanh 

Hoa 
230,667 83,308 51,513 31,795 59,166 507 87,600 86 

12 Da Nang 229,827 182,281 68,134 114,147 21,959 5,915 17,022 2,650 
13 Can Tho 228,157 208,484 169,213 39,271 8,380 4,883 6,145 265 
14 Thai 

Binh 
199,625 77,764 55,680 22,084 18,976 87,236 15,607 42 

15 Dak Lak 196,335 104,362 53,303 51,059 48,513 13 43,447 0 
Source: MIC 
 

2.3 Internet broadband penetration 
 
Vietnam’s internet infrastructure continues to expand rapidly. Total fixed broadband 
internet subscription8 has been rising by more than 20% annually over the past three 
years, reaching almost 12 million by May 2018, compared to 14 million pay TV 
subscriptions. Equally notable is the fact that the slower xDSL technology is giving 
way to the much higher-speed fibre optic connection at an even faster rate, with the 
former becoming increasingly obsolete and the latter soon to take over entirely. Fibre-
to-the-home (FTTH) subscriptions reached 10.6 million subscriptions by the end of 
May 2018 with cable and xDSL splitting almost 50/50 the remaining 1.3 million fixed 
broadband subscriptions. 
 

                                                
8 This figure excludes leased-line subscriptions which are mainly for business and unlikely to carry 
video/TV subscriptions 
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Figure 11: Fixed internet broadband subscription growth 2015-2018 

 
Source: MIC, figures are by end of May each year 

 
While cable TV saw spectacular growth during this period, cable internet only rose 
mildly, reaching just under 664,000 subscriptions by the end of 2017 against a 
whopping 8 million cable TV subscriptions. This stands in stark contrast to the IPTV 
vs FTTH picture where there are only 1.3 million IPTV subscriptions carried by over 
8 million fibre subscriptions. While IPTV still has a lot of room for growth on the 
sprawling fibre infrastructure, much of that available bandwidth is expected to be 
taken by the more versatile and technologically advanced OTT video services. At any 
rate, the broadband infrastructure in Vietnam can accommodate a lot more pay TV 
growth. 
 

Figure 12: Pay TV vs fixed broadband internet subscriptions, 2017 

 
Source: MIC, AVIA; figures are by end of 2017 

 

6,301,072

8,029,732

9,730,488

11,944,511

0

2,000,000

4,000,000

6,000,000

8,000,000

10,000,000

12,000,000

14,000,000

2015 2016 2017 2018

xDSL  Cable internet FTTH Total fixed broadband

663,759

8,880,474Cable TV  
7,981,458

IPTV: 1,326,229

0

2,000,000

4,000,000

6,000,000

8,000,000

10,000,000

12,000,000

Cable Fiber + xDSL

Internet TV



 18 

2.4 Pay TV revenue 
 
As mentioned in 1.5 (fig. 8), pay TV revenue has stagnated over the past three years, 
hovering just around $340 million annually and about 25% down from a record high 
of $427 million in 2015. During the same period, subscriptions rose by 44% from 9.9 
million in 2015 to 14.3 million in 2018. As a result, annual ARPU has suffered 
severely as described in 1.1 (fig. 2). While cable still maintains a dominating market 
share, accounting for 71% of total revenue (fig. 5b), its annual ARPU is just $28 
compared to over $42 claimed by satellite service (fig. 13) which contributes 21% to 
total revenue.  
 

Figure 13: Annual Revenue and ARPU by technology, 2017 

 

Source: MIC, AVIA; figures are by end of 2017 
 
While cable operators still manage to turn a profit with such low and declining annual 
ARPU, their profitability has decreased steadily over the past several years. The 
ARPU numbers for the top 2 cable operators are higher than the national average by 
$10 to $22 due in part to economy of scale. Even with the highest ARPU of all 
technologies, only one commercial DTH operator is profitable. Most other operators 
in DTH and other technologies have been running losses, though some of them may 
be doing so in order to expand their respective subscription bases. 

2.5 Advertising Spending 
 
While its growth has slowed down since 2015, TV advertising is still by far the most 
popular medium, grossing $1.82 billion in 2017 and expected to hit over $1.85 billion 
in 2018. Digital advertising revenue is rising at a much faster rate, enjoying close to 
20% annual growth rate over the past three years and reaching well over half a billion 
dollars today. Together, TV and digital advertising account for the bulk of total 
advertising revenue (over 94% and rising). 
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Figure 14: Advertising revenue by platform, US$ millions 

 

Source:  
2011-2015 TV ad figures computed from Kantar Media data, quoted by K+ Advertising  
2016-2018 TV ad figures provided by MIC; 
* 2016 figure estimated from incomplete channel ad revenue reports    
**2018 TV ad figure projected as doubling total revenue for first 6 months of year 
Online ad revenue figures came from MIC as quoted in local media (2011–2015), Forbes Vietnam 
(2016, 2017) and AVIA estimate (2018)      

 
Table 5: TV advertising revenue growth  

Year 2011 2012 2013 2014 2015 2016* 2017 2018** 
TV Ad Revenue  
($ mil) 641 863 1,245 1,620 1,817 1,758 1,820 1,852 

Online Ad 
Revenue ($mil) 45 76 131 215.6 329 394 467  553 

TV ad growth   34.63% 44.26% 30.12% 12.16% -3.25% 3.53% 1.76% 

Online ad growth   68.89% 72.37% 64.58% 52.60% 19.76% 18.53%  18.42% 
 
As Vietnam’s economy continues to grow at a fairly high rate (close to 7% annually) 
compared to the regional average, the total advertising budget is expected to grow 
accordingly. As a percentage of GDP, total advertising spending has reached over 1% 
and kept growing for the last four years. Digital advertising (internet) clearly shows a 
strong growth trajectory while TV and other advertising media have pretty much 
flattened out.  
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Figure 15: Vietnam advertisement spending as a percentage of GDP 

 

Source: AVIA, computed from GroupM advertisement statistics and GSO GDP figures   
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3 Pay TV Industry 
 

3.1 Overview 
 
The Vietnam pay TV industry has seen spectacular growth over the last four years but 
is also seeing some tectonic changes brought about by the digital revolution. While 
video consumption is strong, the distribution method is changing dramatically. If 
cable operators were clear winners in the past, it is becoming increasingly difficult for 
them to maintain a commanding position today. Major telcos were on the verge of 
becoming pay TV market leaders in our last report with massive investments in IPTV 
and cable services but today, they only hold a modest market share. TV, it turned out, 
was never their mainstream business, but just an add-on service to their broadband 
internet offering, which is quite successful. Satellite operators are struggling to stay 
afloat due to competition from new technologies, although they have managed to 
increase subscription market share and maintain the highest ARPU rate. Mobile TV 
and OTT seem to be the new winners with impressive growth rates but they are still at 
their fledgling stage. No operator can be sure of their future. Every player in the 
market is cautiously weighing options for the next big step they want to take while 
watching what others are doing.  
 
Adding to that uncertainty, the low ARPU trend has distorted the market and kept 
players from making decisive investment decisions. Pay TV in Vietnam is becoming 
increasingly indistinguishable from non-paid services in terms of programming 
contents. All channels carry advertisements and the only major difference is pay TV 
subscribers get about twice to three times as many channels as FTA TV households 
do. Low and declining ARPU has forced some pay TV operators to drop premium 
foreign channels from their offering and others to ask the government to set a “floor 
price”. While the government is reluctant to introduce price controls, both the industry 
and regulators have agreed that this trend is unhealthy but they are still looking for a 
viable solution. 

3.2 Pay TV growth 
 
There are 34 licensed pay TV operators (Appendix 1) but the vast majority of 
subscriptions are sold by a handful of major players. SCTV leads the market with 
26%, followed by Viettel with 21% and VTVcab with 14%.  The vast majority of 
these subscriptions are cable. AVG comes in the 4th place with 13% with over 1.1 
million DTH subscriptions and 71,000 DTT subscriptions. VNPT, K+, HTV-TMS, 
FPT, VTC trail far behind with 7%, 6%, 4%, 2% and 1% respectively. All the 
remaining operators split the remaining 6% (fig. 16). 
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Figure 16: Pay TV subscription market share by operator 2017, total 14.13 million 

 

Source: MIC/ABEI 

3.2.1 Cable sees declining subscriptions but slightly rising revenue share 
 
Cable is still by far the most popular distribution method for pay TV in most 
provinces in Vietnam, accounting for more than 50% of the total local pay TV 
subscriptions in 43 out of 63 provinces of Vietnam. In major cities, cable penetration 
is even higher at 90% in HCMC, over 90% in Can Tho, over 79% in Da Nang and 
69% in Hanoi. Cable also tends to be concentrated in Ho Chi Minh city (20% of total 
nationwide subscriptions) and Hanoi (8%) where the top 3 cable (and pay TV) 
operators are headquartered respectively (SCTV, Viettel and VTVcab). All other 
provinces record no higher than 1.9% each of total nationwide cable subscriptions, 
with the exception of Dong Nai which accounts for 3.45% or 554,000 subscriptions. 
 

Figure 17: Cable subscription growth 

 

Source: MIC/ABEI. * figures are by end of June 2018. 
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After a period of high growth thanks to massive investments by major cable operators 
such as SCTV, VTVcab and Viettel in 2014–2016, cable subscriptions have started 
declining. While cable market share by subscriptions stayed around 61% between the 
end of 2017 (fig. 4) and the end of June 2018 (fig. 18), total subscriptions dropped 
from a historic high of 9,180,685 in 2016 to 8,645,217 in 2017, though it did rise 
slightly to 8,723,061 by the end of June 2018. Although cable operators have been 
trying to convert analogue subscriptions into digital ones, the pace of migration has 
not been fast enough, which has resulted in net losses of cable subscriptions (fig. 17).  

 
 
However, in terms of revenue share, cable is gaining ground. Combined cable and 
IPTV revenue share rose by almost 6.5% between the end of 2017 and end of June 
2018 (Table 6), a period in which IPTV subscription saw negative growth (Table 7) 
and declining market share (fig. 18).  
 
Table 6: Pay TV revenue 2017-2018 market share by distribution method 

 
2017, 12 months, 
total $338.42 mil 

2018, by end of June, 
total $171.17 mil 

Change 

Cable & IPTV 75.84% 80.69% 6.39% 

OTT 0.00% 0.18% N/A 

DTH 20.64% 13.08% -36.64% 

DTT 2.65% 2.47% -6.71% 

Mobile TV 0.87% 3.58% 313.50% 

 
Source: MIC/ABEI.  
 

 
  

 
Figure 4: Subscription market share by end of 2017, total 14.09m 

 
Figure 18: Subscription market share by end June 2018, total 14.3m 
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Table 7: Subscription market share 2017-2018 

Year 2017 2018* Change 
Analogue Cable 41.95% 39% -7.04% 
Digital Cable 19.40% 22% 13.42% 
DTH 11.67% 12% 2.80% 
Digital Terrestrial 8.06% 8% -0.80% 
IPTV 9.41% 8% -15.00% 
Mobile TV 4.38% 4% -8.62% 
OTT 5.12% 7% 36.61% 

Source: MIC/ABEI. * figures are by end of June 2018 
 
While there are 19 cable operators in the market, the top 3 operators (SCTV, VTVcab 
and Viettel) account for over 87% of total subscriptions and about 90% of total 
revenue. These operators also provide service in multiple provinces, with SCTV and 
VTVcab focusing on Hanoi, Ho Chi Minh city and other major urban centres and 
Viettel trying to conquer the remaining locations. HTV-TMS which used to split the 
market equally with SCTV in Ho Chi Minh city is now trailing far behind, struggling 
to keep their total subscriptions at over 550,000 in about half a dozen provinces. The 
majority of operators (15) are small ones, providing service in only their home city. 
(Table 8) 
 
 
Table 8: Market share by subscriptions of cable operators, 2017 

No Operator Coverage 
area Analogue Digital Total 

Total 
market 
share 

Digital 
market 
share 

1 SCTV National, 
urban 2,708,336 967,533 3,675,869 42.61% 35.35% 

2 VTVcab National, 
urban 1,655,034 328,203 1,983,237 22.99% 11.99% 

3 Viettel National, 
rural 516,985 1,338,016 1,855,001 21.51% 48.88% 

4 HTV-TMS National, 
urban 542,221 24,551 566,772 6.57% 0.90% 

5 Hanoi cable (BTS) Hanoi 52,222 41,580 93,802 1.09% 1.52% 

6 VTVcab Nam Dinh Nam Dinh 45,004 4,511 49,515 0.57% 0.16% 

7 VOTV Bac Ninh, 
Bac Giang 50,750 0 50,750 0.59% 0.00% 

8 Minh Tri cable Quang Ninh 29,760 0 29,760 0.35% 0.00% 

9 Ha Nam cable Ha Nam 9,348 423 9,771 0.11% 0.02% 

10 Phuong Nam cable Vinh Long 24,465 0 24,465 0.35% 0.00% 

11 Thai Binh cable Thai Binh 25,527 4,419 29,946 0.35% 0.16% 

12 Nghe An cable Nghe An 30,132 3,808 33,940 0.39% 0.14% 



 25 

13 Hai Duong cable Hai Duong 60,809 2,374 63,183 0.73% 0.09% 

14 Hoa Binh cable Hoa Binh 11,812 1,648 13,460 0.16% 0.06% 

15 Mau Son cable Lang Son 7,450 0 7,450 0.09% 0.00% 

16 ELITECO Hai Phong 44,538 16,380 60,918 0.71% 0.60% 

17 Hoi An cable Quang Nam 5,190 0 5,190 0.06% 0.00% 

18 Sao do cable Tuyen Quang 19,920 3,790 23,710 0.27% 0.14% 

19 Quy Nhon cable Binh Dinh 49,075 0 49,075 0.57% 0.00% 
Source: MIC 
 
As the biggest operator in Vietnam, SCTV made significant investments in expanding 
its subscription base outside of Ho Chi Minh city into many other locations, including 
Hanoi and surrounding provinces in the 2014–2016 period. However, subscriptions 
started to drop in 2017 after reaching a record high of 4.5 million in 2016. Revenue 
has seen a steady decline over the past four years by roughly $10 million each year. 
ARPU has experienced the same decline although SCTV did manage to reverse the 
downward trend a bit in 2017 (fig. 19). 
 
 

Revenue and subscription trend of top 2 cable operators in Vietnam 
 
 
   Figure 19: SCTV revenue and subscription evolution 
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Rival VTVcab was also trying to expand during the same period but experienced the 
same contraction in 2017 when their subscriptions dropped to 1.67 million after hitting 
a record high of 2.04 million in the previous year. However, unlike SCTV, VTVcab 
has managed to keep a steady revenue stream with a small annual growth over the past 
four years. Their ARPU, however, experienced the same downward trend as that of 
SCTV during 2014–2016 but managed to bounce back in 2017, just as SCTV’s did 
that year, before sliding again in 2018 (fig. 20).  
 

 
Figure 20: VTVcab revenue and subscription evolution 

 
 
Source: AVIA 
*Projected by VTVcab 

 
 
 
While Viettel almost rivals VTVcab in total subscriptions (1,855,001 vs 1,983,237 or 
just 128,236 apart), the TV service delivered on Viettel’s cable infrastructure is just 
an add-on to their broadband internet offering. In fact, Viettel has outsourced entirely 
to VTVcab for content to focus on what it does best: expanding its broadband internet 
infrastructure which is migrating fast from cable to fibre optics (see 2.3).  
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3.2.2 Satellite 
 
Satellite operators sell subscriptions in all 63 provinces in Vietnam. They have 
managed to grow their subscriptions gradually over the years reaching a total of over 
1.7 million by mid-2018. (fig. 21) It has always been a challenge for them to compete 
against cable service in urban areas, so the suburbs and rural areas have been a focus 
in DTH operators’ growth strategy. However, over the past several years, cable and 
fibre internet networks have sprawled quickly to the suburbs and the average TV 
household in rural areas can access free DTT service easily thanks to digital 
migration. This makes it increasingly difficult for DTH service to keep its market 
share, let alone to grow. 

 

Figure 21: DTH subscription growth 

 

Source: MIC/ABEI. * figures are by end of June 2018 

DTH is more popular in poorer and rural provinces in northern and central highlands 
Vietnam (Table 9). In the biggest local pay TV markets, DTH only accounts for a tiny 
percentage (12% in Hanoi and less than 3% in Ho Chi Minh city) although in absolute 
terms, Hanoi has the biggest number of subscriptions (about 177,500) while Ho Chi 
Minh city comes in the fourth place with over 79,000. 
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Table 9: DTH coverage 2017: 15 provinces where DTH is most popular 

No Province Total pay TV 
subscriptions 

DTH 
subscriptions 

% of total 
pay TV 

1 Hà Tĩnh 79,622 44,934 56.43% 
2 Đắk Nông 59,704 24,910 41.72% 
3 Nghe An 235,830 90,753 38.48% 
4 Thanh Hoa 230,667 87,600 37.98% 
5 Thái Nguyên 117,075 42,063 35.93% 
6 Bình Phước 113,416 40,108 35.36% 
7 Bắc Giang 161,620 55,560 34.38% 
8 Phú Thọ 150,544 51,460 34.18% 
9 Hòa Bình 67,965 21,405 31.49% 
10 Gia Lai 129,902 38,585 29.70% 
11 Yên Bái 76,694 22,117 28.84% 
12 Tuyên Quang 81,301 21,424 26.35% 
13 Thừa Thiên Huế 88,065 21,867 24.83% 
14 Sơn La 75,829 17,980 23.71% 
15 Quang Ninh 295,544 66,676 22.56% 

Source: MIC 
 
There are now only 3 pay-DTH operators, with VSTV (K+) leading the market with 
46.66% of total subscriptions, followed by AVG with 42.22% (fig. 22). While VTC 
trails far behind with just barely over 11% of the subscription market share, it is the 
only DTH operator that has been reporting a profit for the past several years. 
 

Figure 22: DTH subscription market share 2017, total 1.68 million 

 

Source: MIC/ABEI.  
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In terms of subscriptions, VSTV holds a commanding lead among the three DTH 
operators in 4 of the top 5 local pay TV markets (Table 10). The company has the 
most subscriptions in Hanoi, HCMC, Nghe An, Thanh Hoa, Binh Duong and Quang 
Ninh whereas AVG’s top local markets are Nghe An, Thanh Hoa, Phu Tho, Ha Tinh, 
Bac Giang and Quang Ninh and those of VTC are Hanoi, Bac Giang, Thai Nguyen, 
Hai Duong, Thanh Hoa and Quang Ninh.  
 
Table 10: DTH subscriptions by operators in top 5 local pay TV markets, 2017 

No Province VSTV AVG VTC 
1 Hà Nội 98,025 18,228 23,283 
2 TP.HCM 58,883 4,725 1,377 
3 Cần Thơ 3,001 1,850 151 
4 Đà Nẵng 8,510 4,500 540 
5 Hải Phòng 18,211 23,102 6,813 

 
Source: MIC 

3.2.3 IPTV 
 
There are four IPTV operators. VNPT and Viettel market subscriptions in all 63 
provinces, while FPT’s service has reached 57 provinces and SCTV’s service is 
available in 35 provinces. Ho Chi Minh city and Hanoi have the biggest IPTV 
subscriptions, however the technology only accounts for a tiny share of total pay TV 
subscriptions in these two largest cities (around 4%). IPTV subscriptions are also 
spread fairly evenly across the country with most of the provinces accounting for 
between 0.5% and 3% of total IPTV subscriptions, while the top 3 cities only account 
for 7.5%, 4.7% and 4.5% respectively (Table 11). This stands in stark contrast to 
cable, which not only enjoys much higher penetration rate overall but also tends to 
concentrate in key local pay TV markets (see 3.2.1). 
 

Table 11: Top 5 locations by IPTV subscriptions, 2017 

No Province FPT Viettel VNPT SCTV % of Total 
IPTV 

% of Total 
pay TV 

1 TP.HCM 54,612 14,605 26,819 3,884 7.54% 3.55% 
2 Hà Nội 43,406 2,970 16,230 0 4.72% 4.23% 
3 Thanh Hóa 3,814 2,519 52,800 33 4.46% 25.65% 
4 Đắk Lắk 0 895 47,618 0 3.66% 24.71% 
5 Đồng Nai 12,459 1,199 25,979 321 3.01% 7.21% 
 
IPTV was a rising-star platform in our previous report four years ago, as it saw steady 
growth between 2010 and 2014 when deep-pocketed major telcos were making huge 
investments in this technology. However, after peaking at roughly 1.8 million in 2016, 
IPTV subscriptions started to decline and are now where they were in 2015 with 
roughly 1.14 million (fig. 23), despite fast growth in fibre broadband internet 
infrastructure (see 2.3). IPTV’s annual ARPU ($11.67) is also the lowest among 
major technologies, accounting for just one third of cable’s and one quarter of DTH’s 
(fig. 13). 
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Figure 23: IPTV subscriptions growth 

 

Source: MIC/ABEI. * figures are by end of June 2018 

 
Among the four IPTV operators in Vietnam, three of them are the country’s top telcos 
(Viettel, VNPT and FPT) which got licenses in 2010 after a couple of years of trial 
service. SCTV joined the club in 2014 with the aim of winning subscribers on its 
cable internet infrastructure that it was rolling out across the country. To date SCTV 
has achieved less than 6,500 subscriptions, most of which (3,900) are in its home city 
of Ho Chi Minh. With just less than 0.5% of the total IPTV subscriptions market 
share after 4 years and the dimming future of this technology due to competition from 
other more popular platforms, SCTV will likely terminate this service. 
 
VNPT still dominates the market with over 77.5% of total subscriptions, followed by 
FPT with over 18% and Viettel with less than 4% (fig. 24). All operators have been 
reporting losses. Along with net decline in its subscriptions, IPTV’s share in the total 
pay TV subscriptions is shrinking from over 9% in 2017 to roughly 8% now (Table 
6). In fact, among all the digital platforms, only IPTV has seen a downward trajectory 
since 2016 (fig. 23). Contrary to what many industry observers had predicted and 
what cable and DTH operators had feared several years ago, a telco-takeover of the 
pay TV market did not happen, at least not yet. 
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Figure 24: IPTV subscriptions market share 2017, total 1.3 million 

 

Source: MIC/ABEI.  

3.2.4 Digital terrestrial 
 
Pay DTT was a major platform and serious challenger to cable in terms of penetration 
in 2009 – 2011 (reaching 2 million subscriptions) when it was offered by a lone 
operator, VTC, although DTT’s ARPU was much lower than that of cable. However, 
as the DVB-T technology was becoming obsolete and VTC was going through 
restructuring, the company’s DTT service became FTA. AVG entered the market in 
2011 with the more efficient DVB-T2 but was struggling for years to grow 
subscriptions. After it was acquired by Mobifone in 2016, AVG managed to double 
its DTT subscriptions from half a million in 2016 to 1.13 million in 2017 and 1.14 in 
2018 (fig. 25). Today, AVG is the only pay-DTT operator. 
 

Figure 25: DTT subscriptions growth 

 

Source: MIC/ABEI. * figures are by end of June 2018 
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DTT mostly concentrates in the north, with Nam Dinh and Hanoi alone accounting for 
40% of total subscriptions. In 2 of the 5 key local pay TV markets (Hanoi and Hai 
Phong) DTT manages to have over 14.5% of the pay TV subscription market share. 
However, in the other 3 key local markets (Ho Chi Minh city, Can Tho and Da Nang), 
DTT’s footprint is negligible (Table 12). 
 
Table 12: Top 20 DTT markets by subscriptions, 2017 

No Province AVG % of Total DTT % of Total pay TV 
1 Nam Định 222,643 19.59% 58.48% 
2 Hà Nội 217,421 19.13% 14.68% 
3 TP.HCM 105,806 9.31% 3.76% 
4 Thái Bình 87,236 7.68% 43.70% 
5 Ninh Bình 78,834 6.94% 46.48% 
6 Hải Dương 54,455 4.79% 18.34% 
7 Bắc Giang 43,485 3.83% 26.91% 
8 Hải Phòng 42,409 3.73% 14.68% 
9 Bình Dương 37,778 3.32% 12.39% 
10 Phú Yên 35,582 3.13% 28.42% 
11 Bắc Kạn 35,580 3.13% 56.95% 
12 Đồng Nai 24,088 2.12% 4.35% 
13 Bắc Ninh 22,992 2.02% 16.24% 
14 Hà Nam 19,388 1.71% 20.49% 
15 Hưng Yên 15,413 1.36% 22.30% 
16 Tiền Giang 11,456 1.01% 7.19% 
17 Long An 10,507 0.92% 7.90% 
18 Quảng Ninh 10,274 0.90% 3.48% 
19 Bến Tre 8,488 0.75% 6.73% 
20 Khánh Hòa 8,295 0.73% 5.71% 

 
Source: MIC 
As part of Vietnam’s digital migration process which will complete in 2020, most 
FTA programming is already being delivered via DTT (DVB-T2 technology) and, 
given the fact that all channels are ad-supported, it will continue to be a big challenge 
for pay-DTT to keep the current level of penetration (i.e. 8% of total pay TV 
subscriptions). 
 

3.2.5 Mobile TV 
 
Vietnam’s mobile broadband internet infrastructure is among the fastest growing in 
the region with 3G and 4G becoming increasingly ubiquitous. Currently there are 
about 64 million broadband mobile subscriptions, about 13 million of which are 4G. 
The vast majority of these are pre-paid and only a little over 4 million are monthly 
broadband subscriptions. With 72% of Vietnamese owning a smart phone and 69% of 
Vietnamese watching video and listening to music on their phone every day9, mobile 
video has ample room to grow in Vietnam. In addition to that, 4G is rolling out fast 
with a video-friendly bandwidth (35–37 Mbps), making Vietnam second only to 
Singapore in terms of 4G speed in Southeast Asia (Appota, 2018). However, 

                                                
9 Vietnam Mobile App Market Report, first half of 2018, Appota 
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Vietnam’s mobile monthly ARPU is among the lowest in the region at about just $5.2 
to $6.5 and most users are used to free video. This is perhaps why Mobile TV 
subscriptions remain low at just around 600,000 (fig. 26) four years after it was 
introduced. 
 
 

Figure 26: Mobile TV subscriptions 

 

Source: MIC/ABEI. * figures are by end of June 2018 
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dominates the pay-mobile TV market with 571,000 subscriptions, or 92.5%, while the 
other two operators, Mobifone and VNPT/Vinaphone, split the remaining 7.5% 
almost evenly (fig. 27). Still, total mobile TV subscriptions account for a tiny fraction 
of total mobile broadband internet subscriptions. 
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Figure 27: MobileTV subscriptions market share 2017, total 617,000 
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3.2.6 OTT 
 
OTT services were only officially commercialized in 2016 but they are catching up 
fast with all other non-cable digital platforms, hitting the 1 million subscriptions mark 
within just two years (fig. 28), beating all other technologies in the time it has taken to 
achieve this milestone. OTT directly competes with IPTV as both deliver 
programming via the internet infrastructure. However, as bandwidth grows 
exponentially with fast declining costs, OTT seems to be obliterating its older IPTV 
cousin over the past 2 years. Among many advantages over IPTV, the ability offered 
by OTT to be untethered from an operator’s physical internet infrastructure easily 
wins over viewers. From an operator’s perspective, the entry cost for the OTT market 
is much lower than that for the IPTV market because OTT operators do not have to 
make big upfront investments in a physical internet infrastructure. These and many 
other advantages unique to OTT (multi-screen, pick-up-where-you-left-off, on-the-go, 
multi-country, AI-enabled, etc.) not only help OTT subscriptions grow at the expense 
of IPTV but also threaten all other technologies. No serious pay TV operator can 
afford not to jump on the OTT bandwagon. 
 
 

Figure 28: OTT subscriptions growth 

 

Source: MIC/ABEI. * figures are by end of June 2018.  
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Among the 34 pay TV operators today (by September, 2018), 15 of them have 
received an OTT license, including all major pay TV operators (SCTV, VTVcab, 
VNPT, Viettel, FPT, HTV-TMS, AVG). However, there are 5 licensed10 OTT 
operators which do not own or run any physical internet infrastructure. In fact, among 
the top 5 OTT operators in terms of subscriptions, 3 of them do not own any 
infrastructure. With the exception of Viettel, which dominates the OTT market with a 
46% share, all other established pay TV operators trail behind these newcomers in the 
OTT sphere (fig. 29). 
 

Figure 29: OTT subscriptions market share 2017, total 750,000 

 

Source: MIC/ABEI. * figures are by end of June 2018.  

However, given the low ARPU and the entrenched culture of watching free content on 
the internet in Vietnam, it is still a big challenge for operators to figure out a viable 
pay-OTT business model. Most established pay TV operators are still reluctant to 
make significant investments in OTT for several reasons. First, some are still not sure 
if there is not another disruptive technology around the corner waiting to overthrow 
OTT in the next several years. After all, four years ago, some put a lot of hope on 
IPTV and their massive investments in that technology have not been recovered, and 
may never be, largely because of the advent of OTT. Second, there is a major concern 
that in the short term, if they want to increase their OTT subscriptions, they will most 
likely have to subsidize the effort, which will cannibalize their subscriptions on 
existing technologies. As a result, most existing pay TV operators offer OTT as an 
either complimentary or heavily-subsidized add-on to existing service to test the 
waters and hopefully grow their respective OTT base. As mentioned in 1.3, OTT 
offerings by these operators are inferior to what they deliver on mainstream platforms 
in terms of programming content and viewing experience. This is not a good strategy 
to build a strong OTT brand going forward. 
 
However, some players are banking on OTT, especially the newcomers in the pay TV 
industry as mentioned above. Unlike all other existing operators, FPT does not 
provide OTT as an add-on to its existing IPTV service. Instead, it set up FPT Play (the 
OTT service) as a separate business independent from its OneTV business (IPTV). 
                                                
10 As of now, international OTT services are not licensed and not included in this count. 
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While the two businesses can share content, they have to compete with each other on 
everything else the same way they compete with other operators in the market. FPT 
Play also offers similar, if not superior, viewing experience on large screens, to 
mainstream technologies, along with a host of other unique features. As a sign of 
OTT’s advantage, FPT Play has seen much faster growth than OneTV. 
 

3.3 Industry structure 

3.3.1 Relationship between players 

3.3.1.1 Free-to-air value chain 
 
The television industry is still essentially government-run in Vietnam. There are 7 
national broadcasters which receive government funding to produce FTA 
programming (national must-carry channels) to advance the government’s socio-
political agenda. Of these, only Vietnam Television (VTV) and Voice of Vietnam 
Television (VOVTV) own and operate broadcast infrastructure.  All of these channels 
carry advertisements. 
 
Table 13: List of national must-carry channels 

 Owner Operator Channel 

1 Government Vietnam Television (VTV)  

2 National Assembly National Assembly 
Television  

3 Ministry of National Defence Ministry of National 
Defence Television  

4 Ministry of Public Security Ministry of Public Security 
Television  

5 Government Voice of Vietnam 
Television (VOVTV)  

6 Communist Party of Vietnam Nhan Dan Television  

7 Government Vietnam News Agency 
Television (Vnews)  

 
FTA programming is delivered through VTV’s and VOVTV’s regional broadcast 
networks (both analogue and digital), provincial broadcaster networks, broadcast 
infrastructure operators and pay TV platforms. VTV has a network of 8 regional 
stations and over 60 relay stations to ensure coverage of the entire country. VOVTV, 
after it was merged with VTC in mid-2015, uses VTC’s FTA broadcast infrastructure 
to provide service to much of the country. 
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Each of Vietnam’s 63 cities/provinces has a local broadcast operation responsible for 
relaying VTV1 and a local FTA (must-carry) channel to its respective population. 
They can choose to relay more of the national must-carry channels without having to 
pay the channel producers a fee. Local broadcasters provide both television and radio 
services except in Ho Chi Minh city where these two services are provided by 
separate broadcasters. Ho Chi Minh city and Hanoi, the two largest and most 
important cities, each have two FTA channels and radio channels. All other provinces 
can only have one FTA channel and one radio channel. 
 
As part of Vietnam’s digital rollout, DTV.CO and SDTV were established by 
shareholders who are existing players in the local TV industry to broadcast 
programming in DVB-T2 (DTT) technology. DTV.CO can only broadcast to 14 
provinces in the north including Hanoi and SDTV can broadcast to 21 provinces in 
the south including Ho Chi Minh city. These companies are not licensed as 
broadcasters but just as broadcast infrastructure operators. As such, they collect a fee 
from licensed broadcasters (both national and provincial) to transmit the channels to 
the public. 
 
Pay TV operators have to relay in full, without inserting advertisements, all 7 national 
must-carry channels and a local must-carry channel. Failure to do this can result in 
administrative fines of up to $900 per incident. This incurs significant costs to 
operators who have high transmission costs, such as DTH, and all pay TV operators 
are unhappy about this.  
 
Figure 30: FTA programming value chain 

 
 
 

3.3.1.2 Pay TV value chain 
 
The Decree number 6 on the management, provision and use of radio and television 
services issued in 2016 (Decree 06) establishes the value chain of the pay TV industry 
more clearly. It starts with content providers who are responsible for the creation of 
programming. Programming then needs to be packaged into a channel by a 
broadcaster who will get it licensed. Pay TV operators can then put the channel in 
their offering. Broadcast infrastructure operators will then broadcast the channel in 
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their network. Each of these players/steps requires a separate license. A company can 
play several roles at the same time if they can get all the relevant licenses. 

3.3.1.2.1 Content providers 
 
3.3.1.2.1.1 Domestic content providers 
 
Domestic content providers include big and small producers such as FTA 
broadcasters (national and provincial), pay TV operators, and independent production 
houses (i.e. those which only specialize in producing programming). VTV and HTV 
(Ho Chi Minh city Television) are the biggest production houses in the country which 
produce both FTA and pay TV programming. SCTV and VTVcab are the biggest 
production houses among pay TV operators. BHD, Cat Tien Sa and Yeah1 are some 
of the biggest independent production houses. 
 
Production houses can produce an entire channel or just single programmes. They can 
produce locally or acquire content and license formats from international license 
owners to produce locally. Bigger players produce entire channels and pay TV 
distribution platforms to air their programmes. This “rent” (or carriage fee) varies 
from $100,000 to several hundred thousand dollars per year, depending on the 
platform and the channel. Channel producers generate revenues by selling advertising. 
Every independent production house has to partner with a broadcaster because only a 
broadcaster can apply for a channel to be licensed. This presents a lot of risk to 
independent production houses. Some independent production houses made big 
investments in producing and building the brand of a channel only to be kicked out of 
the partnership when they could no longer accept the terms dictated by a dominating 
broadcaster. The production house can choose to produce for another broadcaster, but 
they cannot take the channel name and brand with them. 
 
3.3.1.2.1.2 Foreign content providers 
 
Vietnamese rules (Decree 06) only allow foreign channels to be distributed in 
Vietnam via local agents. The local agent will apply for a landing license and handle 
commercial transactions in Vietnam for a pay TV channel. A channel can have 
multiple local agents to help distribute it to different pay TV platforms in Vietnam but 
only needs one landing license. Any company incorporated in Vietnam (even wholly 
owned by a foreign investor) can be a local agent. As of 2018, foreign channels in 
Vietnam are represented by 11 local agents (Appendix 2). 
 
Besides a landing license, a foreign pay TV channel also needs an editing license in 
order to be distributed in Vietnam. Editing means either subtitling or dubbing in 
Vietnamese. It also includes editing out any objectionable contents. Only a 
government-licensed press agency can apply for a foreign content editing license. 
According to Vietnamese law, all press agencies are state-owned. An editing agency 
must prove it has sufficient technical capacity and human resources, among other 
things, in order to get an editing license. This is perhaps why there are only 3 editing 
agencies for foreign channels as of 2018 (VTV, Vnews and HTV) among many press 
agencies in Vietnam. But these editing agencies typically do not have such 
localization capacity (nor does it make sense for them to make such investment) so 
they have to rely on local private-sector companies to do the subtitling, dubbing and 
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local play-out. In fact, it is these local private-sector companies that sign localization 
contracts with foreign channels and work with editing agencies to secure editing 
licenses for the channels. There are only two such localization companies, Q.net and 
Thao Le Entertainment, which also serve as local agents. 
 
While foreign FTA (i.e. non-pay TV) channels are not required to have a landing 
license, they still need an editing licence in order to be distributed on Vietnam’s pay 
TV system. Therefore, they still need to work with the localization companies and the 
editing agencies. While foreign FTA channels can work directly with pay TV 
operators to have their localized programming distributed on the latter’s platforms, 
some choose to do it via local agents. 

3.3.1.2.2 Broadcasters 
 
According to Vietnam’s press law, a television broadcaster is a press agency (i.e. 
state-owned). The broadcaster is liable for all programming content licensed to it. 
Therefore, only broadcasters can apply for a license for a domestic channel and an 
editing license for a foreign channel. There are 70 TV broadcasters (7 national and 63 
provincial) in Vietnam but, as of September 2018, only 12 of them are licensed to 
produce pay TV channels. VTV is the biggest producer with 49 licenses (for VTVcab 
and K+), followed by HTV (21 for SCTV), HanoiTV (15 for HCATV), Binh Duong 
TV (8) and VTC (7). All other broadcasters hold no more than 3 licenses each. 
 
While some of these broadcasters may produce entire pay TV channels, they mainly 
serve only as the editorial board for pay TV channels which are produced by 
production houses as mentioned in 3.3.1.2.1. In other words, pay TV operators just 
need the broadcasters to get the licenses for channels in the former’s offering (license 
for domestic channels and editing licence for foreign channels).  
 
Some broadcasters also avail themselves of a partnership with independent production 
houses where the latter would produce part of a channel or an entire channel (both 
FTA and pay TV) and take care of all the channel’s sales operation, while the former 
is just responsible for getting the license for the channel (and broadcast it on the 
broadcaster’s network where applicable). 

3.3.1.2.3 Pay TV operators 
 
The pay TV service delivers FTA programming along with pay TV content. The pay 
TV platforms get programming from a combination of sources: in-house production, 
FTA production, foreign distributors and joint-ventures with private companies 
(independent production houses). If, or where, they do not own their own physical 
networks, Pay TV operators have to rent them from, or partner with, broadcast 
infrastructure operators to deliver programming to end-users. All pay TV operators in 
Vietnam (except those in the DTH and OTT services) have their own physical 
transmission infrastructure but some of them do work with broadcast infrastructure 
operators to extend the former’s service coverage. 
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3.3.1.2.4 Broadcast infrastructure operators 
 
Unlike programming producers, broadcasters and pay TV operators are licensed under 
the Press Law and TV regulations (Decree 06) and broadcast infrastructure operators 
are licensed under the Telecommunications Law (telecom license).  
 
In satellite TV, VNPT International (VNPT-I), which operates Vinasat-1 and Vinasat-
2, broadcasts programming for all DTH operators in Vietnam (both pay TV and 
FTA).  
 
In the digital terrestrial service, DTV.CO and SDTV are broadcasting to their 
customers in the north and south respectively. 
 
In the cable business, many provincial cable companies provide transmission service 
for their partners or customers who are national pay TV operators. 
 
By the nature of their business, IPTV and mobile TV operators have their own 
broadcast infrastructure and OTT operators do not need to own one. 

3.3.1.2.5 National vs local pay TV operators 
 
In major cities and provinces (HCMC, Hanoi, Da Nang, Can Tho, Hai Phong), local 
broadcasters have strong revenues thanks to their government mandate. There used to 
be 30 local broadcasters with licenses from MIC to operate cable TV services. 
However, due to consolidation and restructuring over the past several years, all 
government-funded local broadcasters have spun off their pay TV business. There are 
now only 15 local cable operators (Table 8) which exist as independent businesses or 
in partnership with the 4 national cable operators. While they may own the physical 
local cable networks in whole or in part, most of these local operators do not produce 
content but acquire programming from, or just provide the transmission service for, 
national pay TV operators. 
 
Sometimes, local broadcasters and pay TV operators have helped themselves to 
programmes without authorization: major channel owners, such as VTV for instance, 
complain that some small local broadcasters air their VTV pay TV content without 
paying for it or asking for permission.  
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3.3.1.2.6 Structure of pay TV programming distribution 

While every pay TV operator is trying to differentiate their brand, “cross-carriage” 
has become popular among different pay TV platforms where one operator offers its 
viewers, with an extra charge on top of the regular subscription fee, the choice of 
watching other channels licensed to, or owned by, competing operators on an a-la-
carte or tiered basis. Cross-carriage agreements, whilst not mandatory, are encouraged 
by MIC. Major operators such as SCTV and VTVcab do not carry channels from their 
competitors but do offer their channels to smaller operators for this kind of 
arrangement in order to collect additional revenue. Smaller operators see this as an 
opportunity to increase consumer choice, particularly when it comes to exclusive 
contents such as English Premier League games whose broadcast rights in Vietnam 
are owned by K+. In fact, many operators big and small (including Viettel, FPT, 
MyTV) have stopped producing programming and offered themselves up just as 
distribution platforms for channel owners, including those which are their competitors 
in the platform business. This model works better for small operators, especially OTT 

Programming 
owner

Broadcaster

Platform
operator

Retailers

Figure 31: Structure of pay TV programming distribution 

• Broadcaster's own production
• Broadcaster's joint-production with private companies (Vietnamese or joint-venture 

with foreign partners)
• Foreign programming distributors

• National (VTV, VOVTV, Vnews, etc.)
• Local (HTV, Hanoi, CTV, etc.)

• Broadcasters
• Platform operators
• Private sales outlets

• Cable (19 operators including SCTV, VTVcab)
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• Digital Terrestrial (VTC, AVG)
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• MobileTV (Viettel, VNPT, Mobifone)
• OTT (15 operators)
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operators, rather than buying entire channels, as the latter requires much larger 
upfront payments. 

3.3.2 Pay TV association 
 
On April 23, 2011 the Vietnam Pay Television Association (VNPayTV) was officially 
launched with the blessing of the MIC. SCTV General Director Tran Van Uy is 
President for the 2016–2021 term. Mr. Uy is also the most important founder of the 
organisation. Mr. Le Dinh Cuong, former General Director of Hanoi cable TV, is 
General Secretary cum Vice President. Ms. Nguyen Thi Hanh, Chairman of Q.net and 
Mr. Dam My Nghiep, General Director of VTC are the other two vice presidents who 
are not among the founders. All local pay TV operators and many industry players are 
members of VNPayTV. K+ is not a member, though. 
 
One of the biggest goals of the organisation is to unify all Vietnamese players under 
one umbrella in licensing negotiations with foreign counterparts. VNPayTV founders 
were hoping that with only one negotiator representing the entire Vietnam market, 
foreign licensors would have no choice but to reduce the fees. The foreign 
programming would then be equally shared with members of VNPayTV. However, 
some major players are highly sceptical of the VNPayTV model which is plagued 
with inherent conflicts of interests and lack of transparency. These operators are 
competing neck-and-neck with SCTV and they fear that if VNPayTV has the full 
negotiating power for Vietnam, that will work to SCTV’s advantage as Mr. Uy, as 
VNPayTV’s president, is the key decision maker. As a result, although all key players 
in Vietnam’s TV industry are on VNPayTV’s membership roster, few major players 
believe it will work. The organisation has been pushing the government to adopt a 
minimum rate (floor price) for pay TV services which aims to prevent the telcos from 
further encroaching on traditional operators’ turf. This further alienated the 
association from these powerful players.  

3.4 Programming 
 
While the local production capacity is still limited, the number of TV channels has 
been increasing pretty fast. Currently, there are a total of 265 channels in the market 
including 84 domestic FTA channels, 110 domestic pay TV channels, over 60 foreign 
pay TV channels and half a dozen foreign FTA channels.  

3.4.1 FTA channels 
 
There are 84 FTA channels produced in Vietnam. HTV and Hanoi TV each has two 
FTA channels and each of the remaining 61 provincial broadcasters produces one 
FTA channel. The rest are produced by the 7 national broadcasters, with VTV 
responsible for 3 channels and each of the remaining 6 responsible for one channel. 
All of these FTA channels are financed by a mix of state funding and advertising 
revenues. Pay TV operators have to carry the 7 national must-carry channels and one 
local must-carry channel in each of the provinces where they provide a service. Due 
to the nature of their technology, DTH, mobile TV and OTT operators do not have to 
carry a local must-carry channel. Some pay TV operators also broadcast other FTA 
channels for a carriage fee. 
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3.4.2 Turn-around channels 
 
As of September 2018, there are 69 international turn-around channels carried by 
Vietnamese pay TV operators. About half a dozen of these are “country channels” 
(largely financed by foreign governments) that are classified as FTA which do not 
require a landing license. The rest are pay TV channels. Q.net is the biggest local 
agent representing 30 channels, followed by Viet My Media and Antonio, each 
representing 9 channels and Thao Le representing 7 channels. The rest just represent 
1–3 channels each. Some foreign channel owners, or licensors, set up local businesses 
to serve as agents for their channels. This is not discouraged by MIC which does not 
make a distinction between locally-owned and wholly foreign-owned local agents. 
Unlike a couple of years ago when it took months and even more than a year for some 
foreign channels to be licensed, today it is fairly transparent and easy to get the 
landing license and editing license for a new channel and MIC does not appear to 
apply any cap on the number of foreign channels in the market. However, the ministry 
still enforces the 30% cap of foreign channels in any pay TV offering. 
 
As mentioned in 3.3.1.2.1.2, while there are 11 local agents for foreign channels, only 
Q.net and Thao Le provide localization services and work with editing agencies to 
secure editing licenses for the localized channels. Among the three editing agencies, 
VTV is used by 37 channels whereas Vnews helps secure editing licenses for 28 
channels and HTV takes care of the remaining 4 channels.  

3.4.3 Commissioned programmes 
 
Generally speaking, Vietnamese pay TV operators do not have the resources to 
commission a full slate of programming and therefore they sell programming blocks 
on a channel, or entire channel schedules, to private-sector media companies. To do 
this, the pay TV operator and the company (which can be wholly-owned by 
Vietnamese or a joint-venture between Vietnamese and foreign partners) enter into a 
joint-production contract whereby the operator is responsible for the appropriateness 
of the programming content. The private partner generates revenues by selling ads. In 
the past, MIC would issue licenses to media companies for jointly-produced 
programmes or channels with a broadcaster. After Decree 06 took effect in 2016, MIC 
required that all these joint-production plans must be included in the application for a 
new channel license to be filed by a qualified broadcaster so media companies no 
longer need a separate license for joint-production, nor does MIC issue one. Decree 
06 also bans all joint-production for political news programming. 
 
The number of privately produced channels has grown to over 30. Privately-produced 
programming blocks are also common. BHD, Yeah1, Cat Tien Sa and IMG are 
among the biggest independent production houses that engage in joint-production 
with broadcasters (both pay TV and FTA).  

3.4.4 In-house channels 
 
In-house channels produced by major pay TV operators have grown rapidly to about 
60. Some try to identify themselves as specialized channels (focusing on soccer or 
sports in general, women, Vietnamese culture, kids, etc.) though most are, in fact, 
general entertainment services. Their programme grid is sometimes unpredictable and 
includes a mix of news, movies, music, education and other programmes. Smaller 
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local broadcasters produce about 20 pay TV channels. But they are able to produce 
only less than 40% of their content and have to obtain programming from other 
broadcasters and foreign channels, sometimes without authorization. 

3.4.5 Programming costs 
 
There is no official data on programming costs but industry players say each minute 
of programming costs between US$170 and US$340 to produce, depending on the 
type and sophistication of the programme. Most producers operate within the $170-
$250 range, which is considered very costly by Vietnamese standards. State-owned 
operators, for example, spend in the area of $70-$100 per minute and operators in 
smaller provinces spend even less. 

3.5 Pricing 
 
Generally speaking, pay TV remains an inexpensive mass market offering in 
Vietnam. Each household pays a monthly subscription of about US$2–$4.5 for the 
basic package that includes 60-140 channels. The premium package costs US$5–$7 
for 105–220 channels. Some pay TV operators (VTVcab, K+, VTC) and SVOD 
providers (Film+, Danet) also offer add-on packages on cross-carriage platforms for 
US$2-$6 per month on top of the regular monthly package. IPTV platforms also offer 
pay-per-view SVOD contents for between 5-15 cents per movie. 
 
Due to competition, entry costs are now practically negligible. Upfront payment for 
DTH service activation used to be $160 but now subscribers only have to pay less 
than $20 for all the equipment and installation labour and the DTH operator also 
throws in several months of free subscriptions. Some cable, IPTV and DTT operators 
even bring entry costs to zero in continuous promotion campaigns where, in exchange 
for subscribers’ long-term commitment (at least 6m), they would provide free set-top-
boxes, installation and tutoring. There are no entry costs for Mobile TV and OTT 
service. 
 
Competition also forces different platforms to offer competitive packages in similar 
price ranges. 

3.6 Television Audience Measurement 
 
Kantar Media Vietnam (formerly TNS Media Vietnam) used to be the sole provider 
of television audience measurement (TAM) solutions in Vietnam. But starting in June 
2016, that monopoly was broken with the launch of a TAM service by Vietnam-
TAM, a joint-venture between the AMI Co. Ltd and Nielsen TAM Global in 
partnership with the Centre of Broadcasting and Electronic Information (CBEI) within 
ABEI under MIC. MIC’s official statistics are provided by Vietnam-TAM. 
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Research 
Company 

Panel 
Size 
(Homes) 

Panel 
Coverage 

Cable / 
Satellite 
measured 

DTT 
measured 

Commercial 
break 
ratings for 
Pay TV 
channels 

Commercial 
spot logs for 
pay TV 
channels 

Software Pay TV Reach & 
frequency available 

Kantar 
Media 2,975 3 Regions 

& 6 cities Yes No Yes Yes Infosys Yes 

Vietnam-
TAM 17,200 

4 biggest 
cities and 
Mekong 
Delta 
region 

Yes Yes Yes Yes UNITAM Yes 

 

3.7 Technological issues 
 

3.7.1 Encryption and conditional access systems 
 
Pay TV Operators Platform Conditional Access System 
VTVcab Analogue cable None 
VTVcab Digital cable CONAX 
K+ DTH Viaccess, Nagravision 
SCTV Analogue cable None 
SCTV Digital cable CONAX: CATV DIGITAL 
HTV-TMS Analogue cable None 
HTVC-TMS Digital cable Viaccess, CRYPTOWORKS 
FPT Play OTT N/A 
VTC DTH (DVB-S2) Irdeto, ViCAS 
BTS/Hanoi Analogue cable None 
AVG Digital terrestrial CONAX 
AVG DTH (DVB-S2) CONAX 
FPT/OneTV IPTV Verimatrix 
VNPT/MyTV IPTV Verimatrix 
Viettel  Analogue cable  None 
Viettel/NextTV IPTV Verimatrix 

 

3.7.2 Satellites and satellite bands 
 
There are three pay TV DTH operators (VTC and K+ and AVG) and four free DTH 
operators (VTV, HTV, HTV-TMS and VOV). Pay TV DTH operators also broadcast 
unencrypted FTA channels. Nearly 90 such channels (including radio channels) are 
broadcast across all DTH operators. All pay TV and FTA channels are broadcast via 
Vinasat-1 and Vinasat-2 satellites operated by VNPT International (VNPT-I). Their 
services cover all of Vietnam and overspill on parts of Laos, Cambodia, Thailand and 
Myanmar.  
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No Operator Satellite Band Number 
of 

channels 

Transponders Coverage Receiver 
size 

1 VTC 
Digital 

Vinasat-1 Ku 102 4 Wide 60cm,  
75 cm 

2 VSTV/K+ Vinasat-1 Ku 130 6 Wide 60 cm 

3 AVG Vinasat-2 Ku 143 4 Wide 75cm 
4 HTV Vinasat-1 C 2 1 Wide 60 cm 
5 VTV Vinasat-1 C 14 1 Wide 60 cm 
6 HTV-TMS Vinasat-2 Ku 37  2 Wide 60 cm 
7 VOV Vinasat-1 C 5 1  Wide 60 cm 

 

3.7.3 Digital rollout 
 
Digital terrestrial migration started in 2012 in the 5 largest cities (Ho Chi Minh, 
Hanoi, Can Tho, Hai Phong and Da Nang) and has now covered almost all of the 
country, except the 15 poorest provinces in the northern-most parts and central 
highlands. Vietnam is well on track to complete FTA analogue switch off by 2020. 
Digital terrestrial broadcasting technology is now DVB-T2. Set-top-boxes and 
antennas are now also very affordable, costing just $20-$25 including supplies (i.e. 
wire and screws). These are also very easy to install and set up with the TV set (i.e. 
connection and tuning). But even new TV sets are also very affordable, costing as low 
as $200 a piece (32” flat panel). From January 1, 2013, all television sets produced 
and imported into Vietnam must have digital reception capability to support MPEG 4 
and MPEG 2 audio visual encoding. DTT TVs/set-top-boxes now receive 72 TV 
channels and 3 radio channels in Hanoi and surrounding provinces and 75 TV 
channels in Ho Chi Minh city and surrounding areas. In most other covered provinces, 
viewers can get 69 channels. These includes both FTA channels and channels 
produced for pay TV (i.e. with pay TV license). No foreign channel is available via 
free DTT. 
 
While DTT rollout seems to be going ahead of schedule, digital migration in the cable 
business seems to be slow. Although digital cable subscriptions have been rising fast, 
there are still many more analogue subscriptions (3.15 million digital subscriptions 
versus 5.57 million analogue subscriptions). Because analogue cable is cheap, many 
families want to keep it but at the same time, they do not want to switch to digital 
cable either because they do not appreciate the difference or they already have another 
digital TV subscription (IPTV, OTT). Therefore, major cable operators are requesting 
MIC to allow them to keep providing analogue cable service until after the official 
analogue switch-off deadline of December 31, 2019, which MIC will likely do.  

3.8 Future developments 
 
As discussed in 3.2, all pay TV technology is seeing uncertainty in the future. In terms 
of subscriptions, while some mainstream technologies have continued to see growth, 
others have seen what could be irreversible declines. In terms of revenue, cable will 
continue to be profitable for the foreseeable future but its margins will continue to 
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decline. IPTV, DTT and DTH will have to try much harder to stay in the market and 
turn a profit. OTT seems to be the wave of the future but until deep-pocketed players 
are committed to this market and bring or produce high-quality premium contents 
here to change viewers’ consumption pattern, Vietnam will not see sustainable 
ARPUs for OTT, even though OTT subscriptions may increase rapidly. Small OTT 
operators may be booming in the coming years but if piracy is not curbed, they may 
find it very difficult to grow. 

3.8.1 Existing players 
 
At present, SCTV, VTVcab, K+ and VTC, MyTV, FPT, Viettel and HTV-TMS are 
established players in the industry although MIC has granted licenses to a total of 34 
pay TV operators. Many operators have licenses for multiple pay TV technologies but 
some of them have not provided service via all their licensed platforms. MIC has 
issued 20 cable licenses, 4 DTH licenses, 5 IPTV licenses, 1 DTT license, 3 Mobile 
TV licenses and 15 OTT licenses. 

3.8.1.1 SCTV 
 
The Saigontourist-VTV joint-venture - SCTV - is now the country’s largest pay TV 
operator with a 26.34% share of the total market or 3.7 million cable subscriptions in 
46 cities and provinces across the country including such key markets as HCMC, 
Hanoi, Ba Ria–Vung Tau and Can Tho. However, the bulk of SCTV’s subscriptions 
are in HCMC where it is headquartered. SCTV does provide programming via IPTV 
but so far this has not been successful and it may terminate this service soon. Its OTT 
service is only on a trial basis. SCTV has the largest revenue share of the market and 
it will likely keep this position in the next several years thanks to a large subscription 
base and low operating costs. But it has seen steady declines in revenue and profits. 

3.8.1.2 VTVcab 
 
As the country’s second largest cable operator and third largest overall pay TV 
operator with 14.03% of the market or roughly 2 million cable subscriptions in 43 
local markets, with the bulk of them in Hanoi. VTVcab has a very strong production 
capacity with 23 channels compared to SCTV’s 21 channels. Of course, many of 
those channels are jointly- or wholly-produced by independent production houses. 
VTVcab is planning to make serious investments in their OTT service. Although its 
Initial Public Offering (IPO) plan was not successful in 2018, VTVcab will continue 
to be a serious contender with SCTV for the top position in the market. 

3.8.1.3 K+ (VSTV) 
 
The VTV-Canal+ joint venture, K+, stresses exclusivity and high-quality content as 
its marketing advantage. It continues to have exclusive rights over a package of the 
very popular English Premier League programming in Vietnam. The company plans 
to obtain more exclusive content in the future. It is also the only DTH operator in 
Vietnam to give consumers the ability to watch different channels simultaneously 
within the home, using a single dish antenna. K+ is now the largest DTH operator in 
the country with nearly 47% of subscription market share and has seen steady growth 
over the past several years. It is the 6th largest overall pay TV operator with 5.55% of 
the market. It is also making big investments in an OTT service. 
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3.8.1.4 VTC Digital 
 
VTC Digital is one of the 5 subsidiaries of VTC after it was restructured in 2015 and 
the FTA business (including production and broadcast) was spun off and merged to 
VOV to become VOVTV. VTC Digital is now a purely pay TV operator offering a 
service via DTH. While it only holds 11% of the subscription market share, it is the 
only DTH operator that has turned a profit for several consecutive years. VTC 
Digital’s operation is robust and the company is expected to continue to grow.  

3.8.1.5 HTV-TMS 
 
HTV-TMS used to split the market with rival SCTV in HCMC and surrounding 
provinces but has now been left behind by most established pay TV operators. HTV-
TMS is still the second biggest cable operator in HCMC with over 270,000 
subscriptions in analogue and digital cable services, including HD contents. It is an 
offshoot of HTV, a local HCMC broadcaster and second largest player in the country 
in terms of revenue (the biggest player being national broadcaster VTV). HTV-TMS 
is a shareholder of SDTV, a joint-venture with Vinh Long TV to provide DTT service 
to 22 provinces in the south, including HCMC, as part of the implementation of the 
national roadmap for digital broadcasting.  

3.8.1.6 FPT 
 
FPT is now running two independent pay TV businesses: an IPTV service under the 
brand OneTV and a new OTT service under the brand FPT Play. As mentioned in 
3.2.6, FPT Play seems to be very well received by the market while OneTV has seen 
slowing growth. Unlike other OTT operators which only give users an app to receive 
their programming, FPT Play also offers a set-top-box called FPT Play box which, 
similarly to Apple TV, integrates some of the latest internet and video technologies to 
enhance viewing experience. FPT is making a big bet on FPT Play. 

3.8.1.7 Viettel 
 
Viettel started rolling out its IPTV and cable TV services on a large scale in the latter 
half of 2014 and is now the second largest overall pay TV operator with 20.56% of 
the market with 2.9 million subscriptions, including nearly 1.9 million cable 
subscriptions. However, most of Viettel’s cable subscriptions are in smaller local 
markets where Viettel had a bigger footprint than its rivals. Most notably, Viettel has 
the biggest market share in digital cable with over 1.3 million subscriptions compared 
to SCTV’s 967,500 and VTVcab’s 328,200. In HCMC, Viettel is getting close to 
SCTV in digital cable subscriptions with 211,000 compared to the latter’s 325,000. 
The reason for Viettel’s impressive cable subscription growth, especially in digital 
cable, is because it uses TV service as an add-on in its internet broadband package 
offered to customers. Many cable operators accuse Viettel of subsidizing its cable 
business with internet revenues. However, Viettel’s IPTV service has not been that 
successful, with only 50,000 subscriptions or less than 4% market share, trailing far 
behind FPT (over 18%) and VNPT (77.5%). Viettel has also dropped its content 
production plans and contracted with VTVcab to supply programming to its 
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subscribers. With a massive fibre broadband internet infrastructure, Viettel will 
continue to be a powerhouse in the video business. 

3.8.1.8 VNPT 
 
VNPT’s IPTV service MyTV is now by far the biggest IPTV operator and the 5th 
largest overall pay TV operator in terms of subscriptions, after SCTV, Viettel, 
VTVcab and AVG. The company has made significant investments in the technical 
infrastructure as well as acquisition of programming contents. However, its 
subscription growth has slowed down recently due to competition from other 
technologies, especially OTT. VNPT has other subsidiaries (VNPT Technology and 
VNPT Media) that are beginning to offer an OTT service and if these are successful, 
they will likely cannibalize MyTV’s business. 

3.8.1.9 AVG 
 
AVG is known as the first and only private pay TV operator in Vietnam, which is true 
on a de facto basis. But as Vietnam’s rules do not allow for a private press company, 
the definition of which includes a pay TV operator, in reality, AVG has to operate 
with a license for a joint-venture between AVG and Binh Duong TV, a local 
broadcaster in the southern province of Binh Duong. AVG officially launched its 
DTH and DTT services in November 2011 in Hanoi, Ho Chi Minh city and a few 
other urban centres. Its DTT service has now reached much of the country. AVG is 
now the second largest DTH operator with over 42% of the market and the only pay 
TV operator in DTT. In 2016, it was acquired by Mobifone for $400 million for a 
95% stake. But many accused Mobifone of vastly overpaying for it and, amid charges 
of corruption by officials, in 2018, AVG agreed to cancel the deal and refund 
Mobifone with full interest on the payment it had received. Top Mobifone executives 
and several senior government officials have been arrested on corruption charges 
related to this acquisition. While AVG was not implicated, this saga will undoubtedly 
cast some uncertainty over its operations in the near term. 

3.8.2 New entrants 
 
As established pay TV technologies seemed to have run their course, the only new 
entrants to the pay TV industry are found in the OTT space. Besides the OTT 
operation of the existing players, there are brand new operators which have little 
experience in the pay TV business. These include Flix TV, ICOM and VEGA, all of 
which are new side businesses of media and marketing companies. Like all other OTT 
operators in Vietnam, these new players are only testing the waters with their trial 
OTT service which includes both paid and free contents, and in many cases, 
unauthorized contents. None of these operators has made serious investments in their 
service nor is it easy for them to do so. 
 
While the pay TV market in Vietnam is changing fast, it is still pretty much a game 
among established players. As mentioned in 3.2.6 and throughout this report, OTT 
seems to be the wave of the future but that future will not come soon without the full 
participation of some current established players, especially those with significant 
production capacity.  
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3.9 Growth constraints 
 
The challenges that prevented Vietnam’s pay TV industry from developing even 
faster in the past 2 years may continue in the next few years. 

3.9.1 Programming quality 
 
From a producer’s perspective, the growth in the number of locally-produced 
channels is not matched by local production capacity. As operators compete and 
increase the number of channels they offer, the quality of the programming, especially 
on channels produced by Vietnamese producers, is uneven at best among the 
channels. There are a host of reasons for this: high programming cost, reliance on 
advertising revenue and a limited talent pool. 
 
While the TV industry in Vietnam is decades old, professional pay TV is still very 
new with only a handful of professional production companies. Production costs are 
considered very high from the investor’s perspective (while producers say they are 
low). Most production companies cannot afford a long period of planned losses for a 
new programme or channel. Consequently, they rely chiefly on advertising revenue to 
finance production. As a result, viewers have been increasingly complaining about too 
much, and too intrusive, advertising. Creative and skilled people in the production 
industry are also in short supply, and recruiting and maintaining capable teams is 
undermined by poaching by new entrants offering better pay. (This is not a new 
problem for Vietnam: high talent churn is typical in other fast-changing sectors such 
as media, information technology, and financial and banking services). 

3.9.2 Pricing 
 
Pay TV operators also find it hard to increase fees (subscription, entry fees, and 
others) not because they are prohibited from doing so but because intense competition 
(among operators and platforms) and the fact that most Vietnamese have been used to 
free and cheap TV services for years. Chronically low ARPU and “the race to the 
bottom”, as local industry players and regulators put it, will continue to be major 
growth constraints for the pay TV industry for the foreseeable future. 

3.9.3 Piracy and unauthorized distribution 
 
While signal piracy is still a problem for operators in the analogue cable service, it is 
generally much reduced than in the past. But online piracy, particularly in the OTT 
space through internet streaming devices (ISDs), has become a huge problem. OTT 
services are mushrooming which offer all content, domestic and foreign, for free or at 
a negligible cost. These services pay little attention to copyright and collect revenue 
from selling ads on their websites or apps downloaded onto users’ devices. Some 
businesses are selling ISDs that can hook up to OTT services with unauthorised 
copyrighted contents. Some of these services are hosted offshore and others onshore 
in Vietnam but few of them have been apprehended so far. Legitimate content 
owners, such as VTV, have been calling for tough actions on these illegal services but 
a response from regulators has been slow. This trend is expected to continue for some 
time. 
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The Authority for Broadcasting and Electronic Information (ABEI) recently has 
worked closely with industry, particularly AVIA’s Coalition Against Piracy (CAP), to 
block some of the most notorious websites that publish pirated movies and produce a 
blacklist of websites that it warns advertisers to stay away from. However, ABEI 
often complains that they do not have enough resources to monitor piracy and that the 
existing intellectual property rights (IPR) protection regime scatters regulatory and 
enforcement power among several agencies. For example, while ABEI has the power 
to block pirated websites, they have no power to stop the sale of ISDs which allow 
users to access pirated contents. It is the market control authority (MCA) of the 
Ministry of Industry and Trade (MOIT) that has power over this. But MCA itself is 
already overstretched as they have to deal with so many other issues. This 
organisational dilemma is not going to be solved any time soon, so a more effective 
copyright protection regime should rely on a robust public-private partnership which 
will provide more resources and better coordination among government agencies. 
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4 Pay TV regulatory environment 
 
Pay TV is governed by two sets of laws and regulations in Vietnam: the Press Law, 
which governs the programming side, and the Telecom Law, which governs the 
technical and commercial aspects. While the telecom regulations are fairly 
progressive and growth-oriented, the press rules are much more restrictive and vague. 
The government maintains full control of all press contents, including TV 
programming. Businesses have to go through a lengthy bureaucratic process to obtain 
permission and approval from various agencies. These authorities sometimes have 
different interpretations of the regulations which adds further uncertainty to the 
process. Most Vietnamese businesses have learnt to adapt to this unpredictable 
regulatory environment, but it presents significant obstacles for foreign players. 
 
Decree 06 of 2016 implementing both laws provides a comprehensive legal 
framework for the TV business.  

4.1 Key players 
 
The TV regulatory environment in Vietnam is fluid at best, with dynamic interactions 
among various players in both the formal and informal power structures. The 
broadcast industry is regulated in two major aspects: content and business, in that 
order of priority. The Communist Party of Vietnam (CPV) Central Commission for 
Education and Popularization, or CCEP, (Ban Tuyen Giao Trung Uong, formerly 
Central Commission for Culture and Ideology) develops, among other things, the 
strategy for cultural and educational development of Vietnam. Like other grand policy 
strategies, this is adopted by the CPV and implemented by the government through 
more specific policies.  
 
While the CPV is taking an increasingly hands-off approach to other policy areas, 
particularly economic matters (leaving these to the prime minister and his cabinet), it 
still maintains a close hands-on approach to media matters, including the broadcasting 
business. The CCEP deals with the day-to-day business of the media industry and thus 
is its ultimate regulator. It meets regularly with MIC, MPS, MCST, VTV, VOV, VNA 
and VTC on the state of the media in the country.  
 
MIC is the primary government agency that regulates the television industry 
according to provisions set out in the Press Law (which governs content) and the 
Telecommunications Law (which governs the business aspect of the industry). The 
Authority of Broadcasting and Electronic Information (ABEI) within MIC is the 
primary day-to-day regulator. MIC has viewed the broadcasting business as falling 
solely within its purview, so horizontal consultation with other agencies is quite 
limited. (The fact that it receives direct instructions from CCEP helps perpetuate this 
thinking). But this is likely to change as the business side of the industry grows in 
significance, a topic discussed below. 
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The CPV Central Commission for Education and Popularization is the ultimate 
authority on the broadcasting content. It sets out broad guidelines which are to be 
institutionalized by the government and its relevant agencies. The government decides 
on other aspects of the broadcasting industry such as technology, standards and 
business models. 
 
VTV used to be the sole executive authority over the sector, receiving direct 
guidelines from CCEP’s predecessor, the Central Commission for Culture and 
Ideology. Over the years, that authority has shifted, especially since MIC was 
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reorganized and assumed much of VTV’s regulatory power. Relieved of its 
policymaking burden, VTV was left to focus more on programming and making 
money. With its monopoly status gone and so many new players emerging regionally 
and nationally, VTV has welcomed the chance to develop as a competitive 
broadcaster in Vietnam’s increasingly open environment.  
 
MCST is in charge of copyrights, cultural products, the movie industry, and 
advertising policy, among other things. Since it is not directly related to the 
broadcasting industry from a regulatory standpoint, it rarely “flexes its muscles” and 
when it does, the effect is limited.  
 
While provincial Departments of Information and Communications (DICs) do not 
have the authority to grant or revoke licenses, they can easily find fault with operators 
and affect business. The HCMC DIC convinced MIC to order DTT FTA broadcaster 
VTC to cease broadcasting analogue FTA channels in the city in 2009 after years of 
running so-called “trial” operations. DICs in other provinces have also fined pay TV 
service providers thousands of dollars for selling services without proper business 
licenses. DICs can also be engaged in anti-piracy efforts. 
 
The private sector has played a significant role in the spectacular development of 
Vietnam’s TV industry, especially in the last several years. Seeing that the industry 
offered attractive business opportunities, private investors, many with long experience 
in the government and broadcasting industry themselves, were among the major 
drivers of new policies that allow greater private-sector participation in the TV 
business. While some in the CPV and the government more widely are concerned 
about the potential weakening of state control over the media as a result of more 
private-sector involvement, proponents of liberalization find a lot of support among 
policy makers for what they call a policy of “socialization of the TV industry”; this 
reasons that since government’s resources are limited, the private sector is needed. 
 
Growth of the broadcasting business side has brought with it more involvement by 
other government agencies such as the Ministry of Finance (MOF), on tax and pricing 
issues, for example, the Ministry of Industry and Trade (MOIT), and the Ministry of 
Planning and Investment (MPI). Like it or not, MIC is likely to have to increase 
horizontal consultation with these agencies and industry groups on any major policy 
initiative that affects Vietnam’s broadcasting business. 
 
The VNPayTV has also increased its influence in the policy making process. The 
association was established at the behest of MIC and originally with the financial 
backing of SCTV. While it has not been successful in its efforts to establish a single 
buyer for foreign contents in Vietnam, it offers regulators good insights on industry 
technological trends, market and business issues. It has managed to get MIC support 
for extending the deadline for cable analogue switch-off and a “floor price”. 
VNPayTV is generally hostile to foreign competition. 

4.2 Reforms in state regulatory apparatus 
 
ABEI has become more and more important within and beyond MIC as the internet 
now covers almost every aspect of life and business. As internet video consumption 
increases exponentially, in many cases at the expense of traditional video distribution 
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technologies, ABEI is trying to keep up with an ever more daunting task of regulating 
the internet, including OTT. So far, ABEI has been generally open and responsive to 
industry recommendations about international best practices, many of which have 
been incorporated in pay TV regulations in Vietnam. But it will need more power and 
resources to do its job. For example, in the OTT space, ABEI does not have power 
over the commercialisation of ISDs (which belongs to the Market Control Authority 
under MOIT) and content and copyright of movies (which belong to the Cinema 
Department and the Copyright Office of Vietnam respectively under MCST). 
 
VTV’s regulatory role is much reduced now, but the national television agency played 
a significant role in liberalizing the industry as an early supporter of private-sector 
involvement. It did this not by passing new regulations, but by allowing private 
investors to partner with its various units in producing new programmes and channels, 
exploiting a regulatory vacuum in this area. This would have been much more 
difficult, if not impossible, for other broadcasters to do. Simply put, VTV’s status as 
the sole national broadcaster provided a safe umbrella. VTV did well, both in terms of 
improved programming quality and revenue earned from its partnerships. And thus, 
private-sector participation has become an open reality - and indispensable to 
Vietnam’s TV industry. 
 
At the Ministry of Culture, Sports and Tourism (MCST), the mandates of specific 
offices such as the Copyright Office of Vietnam (COV), the Cinema Department 
(regulator of movie industry) and the Local Culture Agency (Cuc van hoa co so, 
regulator of advertisement, among other things) remain basically the same as under 
the pre-2007 regulatory structure; the good news is their capacity to carry out their 
work is constantly improving, which in most cases is a positive sign for the TV 
industry. These offices will increasingly assert their authority over their jurisdictions. 
When it wants to, MCST can exert considerable power and drive policy initiatives its 
way. As OTT video becomes mainstream, MCST is expected to play an increased role 
in regulating movie contents, licensing imported movies, mandating a minimum local 
content rate, enforcing advertising rules and copyright. 
 
The Vietnam Competition and Consumer Protection Agency (VCCPA) and the 
Digital Economy and E-commerce Agency (iDEA) under MOIT are also expected to 
play an increased role in the pay TV industry, particularly in the OTT space. VCCPA 
has had to step in and demand a report from VTVcab and Viettel on why these two 
operators suddenly dropped a bouquet of premium foreign channels from their service 
in what appeared to be a clear breach of the service contract with their subscribers. 
The agency will also have to weigh in on VNPayTV’s charge that foreign OTT 
services, such as Facebook Watch (which obtained English Premier League rights for 
Vietnam), iFlix, Netflix, Amazon Video, etc. are competing unfairly with local pay 
TV operators and thus should be banned. iDEA, on the other hand, will have to weigh 
in on the e-commerce aspect of OTT, especially cross-border services. 
 
The Ministry of Finance (MOF) has also expressed interest in taxing cross-border 
services, including OTT. The General Department of Taxation (GDT) under MOF is 
working to revise the Tax Management Law which may make cross-border OTT 
service taxable. The National Assembly is expected to pass this revised law in 2019. 
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Lastly, the Ministry of Public Security (MPS) has asserted its power over 
cybersecurity and has released regulations to implement the Law on Cybersecurity 
(LOCS) passed in June 2018. MPS plans to mandate data localization and local 
representative office for certain cross-border service companies. While curated OTT 
platforms such as those of Netflix and Amazon Video may not be affected by the 
regulations, other platforms that allow users to upload objectionable comments and 
contents may well be on the hook. The Cybersecurity and Anti-Hightech Crime 
Agency under MPS is drafting these regulations, which are expected to be issued in 
2019. 

4.3 Regulatory evolution 
 
While Decree 06 has helped provide more stability and a greater level of certainty, 
which contributed to impressive growth over the past 3 years, there have been new 
market and technological developments that have outgrown the legislation’s 
regulatory scope. MIC is revising Decree 06 to regulate OTT. It aims to create a level 
playing field between OTT and existing technologies in terms of the various 
requirements such as localization, advertisement and tax rules. The government is 
expected to issue the new decree in 2019. 
 
As mentioned above, the government is also revising the Tax Management Law to tax 
cross-border transactions, introducing new e-commerce rules to regulate OTT 
transactions and cybersecurity rules that mandate data localization and local 
representative offices for many foreign companies. As OTT is a whole new world for 
most stakeholders, including regulators, industry and consumers, the regulatory 
framework for it will continue to evolve in the coming time. 
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5 APPENDICES 
5.1 Appendix 1: List of pay TV operators 
 

1 
Vietnam Post and 
Telecommunications Group 
(VNPT) 

No. 57 Huynh Thuc Khang Street, Dong Da District, 
Hanoi. 
Tel: 024. 37741091 
Fax: 024. 377741093 
Website: http://www.vnpt.vn/ 

2 VNPT Media Corporation 

No. 97 Nguyen Chi Thanh, Dong Da District, Hanoi. 
Tel: 024. 37741091. 
Fax: 024. 377741093 
Website: http://vnptmedia.vn 

3 Military Industry and Telecoms 
Group (VIETTEL) 

Address 1: No. 1 Tran Huu Duc, My Dinh 2, Nam 
Tu Liem District, Hanoi. 
Address 2: No. 1 Giang Van Minh, Kim Ma, Ba 
Dinh District, Hanoi. 
Tel: 024. 62556789 
Fax: 024. 62996789 
Website: https://vietteltelecom.vn/ 

4 
Vietnam Television Cable 
Corporation Limited Company 
(VTVCab) 

Address 1: No. 844, La Thanh Street, Giang Vo 
Ward, Ba Dinh District, Hanoi. 
Address 2: Số 3/84 Ngọc Khánh, quận Ba Đình, Hà 
Nội, Việt Nam 
Tel: 024.37714929 
Fax: 024.38317364 
Website: http://www.vtvcab.vn 

5 VTC Multimedia Corporation 

VTC building, 23 Lac Trung, Hai Ba Trung District, 
Hanoi 
Tel: 024.44501113; 
Fax: 024.44501100 
Website: http://vtc.org.vn/ 

6 VNPT Technology 

124 Hoang Quoc Viet Street, Nghia Tan Ward, Cau 
Giay District, Hanoi 
Tel: (+84) 024 3748 0922  
Fax: (+84) 024 3784 0925 
Website: http://vnpt-technology.vn  

7 MobiFone Corporation 

Mobifone Building, Lot VP1, Yen Hoa Ward, Cau 
Giay District, Hanoi 
Tel: 024.37831800 
Fax: 024.37831734 
Website: http://www.mobifone.vn/ 
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8 Vietnam Satellite Digital 
Television Co., Ltd.(K+) 

Floor 15, Tower A, Handi Resco Building, 521 Kim 
Ma, Ba Dinh, Hanoi. 
Tel: 024. 62726600 
Fax: 024. 37714781 
Website: https://www.kplus.vn/ 

9 SaigonTourist Cable Television  
Company (SCTV) 

31-33 Dinh Cong Trang Street, Tan Dinh Ward, 
District 1, Ho Chi Minh City 
Tel: 19001878 
Website: http://www.sctv.com.vn/ 

10 Audio Visual Global Company 
(AVG) 

Floor 13, IC Building, No. 82 Duy Tan, Dich Vong 
Hau Ward, Cau Giay District, Hanoi. 
Tel: 024.38713666 
Fax: 024.3938747 
Website: https://anvientv.net 

11 FPT Telecom Joint Stock 
Company 

Floor 2, FPT Cau Giay Building, Duy Tan Street, 
Dich Vong Hau Ward, Cau Giay District, Hanoi. 
Website: https://fpt.vn/ 

12 Hanoi Cable Television Joint 
Stock Company 

No. 30, Trung Liet, Trung Liet Ward, Dong Da 
District, Hanoi 
Tel: 024. 35375549 
Fax: 024. 38572782 

13 
HTV Technology & Media 
Services Company Limited 
(HTV-TMS) 

09 Nguyen Thi Minh Khai street, Ben Nghe ward, 1 
district, HCM city 
Tel: (08) 39101212 
Email: info@tms.com.vn 
Website: http://www.tms.com.vn 

14 Quy Nhon Cable Television  
Co., Ltd 

No. 198 Tran Hung Dao street, Quy Nhon city, Binh 
Dinh province 
Tel: 0256. 2221218 
Fax: 0256. 3811343 
Email: qcatv2014@gmail.com 
Website: http://qcatv.vn/ 

15 Vietnamnet ICOM Company 

5th Floor HL Building, Lane 82, Duy Tan Street, 
Cau Giay District, Hanoi 
Tel: 024.37959783 
Fax: 024.37959784 
Website: http://i-com.vn/ 

16 PEGA Digital Content Company 
Limited 

Floor 19, Center Building Building, 1 Nguyen Huy 
Tuong Street, Thanh Xuan Trung Ward, Thanh 
Xuan District, Hanoi 
Tel: 024.73095555 
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17 VEGA Media Company Limited 

Room 803, 8th floor, V.E.T building, 98 Hoang 
Quoc Viet, Nghia Do Ward, Cau Giay District, 
Hanoi 
Tel: 024.37481051 
Fax: 024.37557831 
Website: http://www.vega.com.vn/ 

18 Nam Dinh VTVcab Joint Stock 
Company 

No. 208 Tran Hung Dao, Nam Dinh City, Nam Dinh 
Province 
Tel: 0228.3867255 
Fax: 0228.3867258 

19 
Electronics Telecommunications 
Informatics Joint Stock 
Company 

No. 18, Tran Hung Dao Street, Hong Bang District, 
Hai Phong City 
Tel: 0225.3810842 
Website: http://eliteco.com.vn/  

20 Phuong Nam Television 
Company Limited 

50 Pham Thai Buong Street, Ward 4, Vinh Long 
City, Vinh Long Province. 
Tel: 0270.3853595 
Website: http://m.thvl.vn/ 

21 Thai Binh Electronic Joint Stock 
Company 

No 456, Ly Bon Street, De Tham Ward, Thai Binh 
City, Thai Binh Province. 
Tel: 0227.3831443 

22 Nghe An Cable Television Joint 
Stock Company 

25A, Nguyen Thi Minh Khai Street, Le Mao Ward, 
Vinh City, Nghe An Province. 
Tel: 0238.8902.555 
Website: http://vtvcabnghean.vn/ 

23 Hai Duong Cable Television 
Joint Stock Company 

 No.75, Pham Hong Thai Street, Quang Trung Ward, 
Hai Duong City, Hai Duong Province. 
Tel: 0220.3845.305 
Website: http://www.hdctv.com.vn/ 

24 Vietnam Optical Cable 
Television (VOTV/VCTV) 

Tu Son industrial zone, Trang Son ward, Tu Son 
town, Bac Ninh province. 
Tel: 0222. 3742977 
Website: http://votv.vn/ 

25 Flix Viet Joint Stock Company 

Floor 8, Vietnam Business Center Building, 57-59 
Ho Tung Mau Street, Ben Nghe Ward, District 1, Ho 
Chi Minh City, Vietnam. 
Tel: 028 3622 0069 

26 SCTV Digital Content Joint 
Stock Company 

Floor 11, Building 23 Lac Trung, Vinh Tuy Ward, 
Hai Ba Trung District, Hanoi. 
Tel: 024.44536666 

27 Red Star Vietnam Company 
Limited 

No. 4 Lien Tri, Tran Hung Dao Ward, Hoan Kiem 
District, Hanoi. 
Tel: 024.37912833 
http://redstarvietnam.com/ 
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28 
Thanh Bien Electronics and 
Telecommunications Joint Stock 
Company 

No.409, Group 2, Dong Tien Ward, Hoa Binh City, 
Hoa Binh Province. 
Tel: 0218.3852152 

29 Mau Son - Lang Son Cable 
Television Joint Stock Company 

Lot 13, 31M street, Phu Loc IV urban area, Vinh 
Trai ward, Lang Son city, Lang Son province. 
Tel: 0205.3711168 

30 Minh Tri Joint Stock Company 
Floor 2, Block A, Group 6, Diem Thuy, Cam Binh 
Ward, Cam Pha City, Quang Ninh Province. 
Tel: 0203.3939993 

31 Anh Duong Company Limited 

3-storey building, Le Hoan Street, National 
Highway 1A, Minh Khai Ward, Phu Ly City, Ha 
Nam Province 
Tel: 0226.3851261 
Fax: 0226.3850899 
Website: http://www.anhduongcons.vn/ 

32 Viet Film Studio Company 
Limited (BHD) 

Floor 2, No. 1B, Le Ngoc Han Street, Pham Dinh 
Ho Ward, Hai Ba Trung District, Hanoi 
Tel: 024.39439574 
Fax: 024.39434135 

33 Hong Hai Company Limited 
Group 23, Song Bang Ward, Cao Bang 
Tel: 026. 3954955 
Fax: 026. 3954639 

34 VTC Hoi An Media Corporation 

05 - 07 Hoang Dieu Street, Son Phong Ward, Hoi 
An City, Quang Nam Province 
Tel: 0510. 3 861 149 
Fax: 0510. 3914266 

 

5.2 Appendix 2: List of foreign channel agents 
 
No. Company Address Contact Detail 

1.  
VIET MY MEDIA CO., 

LTD 

 

Floor 5, Press Club Building, 

59A, Ly Thai To Street, Trang 

Tien Ward, Hoan Kiem 

District, Hanoi, Vietnam. 

Tel: 024 3936 7999;  
Fax: 024 3936 8069 

2.  
ANTONIO VIETNAM 
JOINT STOCK 
COMPANY 

D4-14, South Thang Long 
urban area, Tay Ho, Hanoi, 
Vietnam. 

Address (Business 
Registration): 34 TT4, My 
Dinh - Me Tri Urban Area, My 

Tel: 02.628202836; 
0902746888. 
Fax: 024.7831894 
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No. Company Address Contact Detail 
Dinh 1 Ward, Nam Tu Liem 
District, Hanoi. 

3.  

Q.NET 
COMMUNICATION & 
ENTERTAINMENT 
CO., LTD 

 

Address (Business 
Registration): No. 34 TT4, My 
Dinh - Me Tri Urban Area, My 
Dinh 1 Ward, Nam Tu Liem 
District, Hanoi. 
 
Representative Office: 02-01, 
02nd floor, 29T1 building, 
Hoang Dao Thuy street, Cau 
Giay district, Hanoi. 

Tel: 024.62824205 
Fax:024.62824207 
Contact: Ms. Nguyen Hanh, 
President 
Mobile:   +84 9 1320 7792 
Email:     
nguyenhanh@qnet.com.vn 
Website: www.qnet.com.vn   

 

4.  

VIETNAM 

TELEVISION CABLE 

CORPORATION 

LIMITED COMPANY 

(VTVCAB) 

No. 024 La Thanh Street, 
Giang Vo Ward, Ba Dinh 
District, Hanoi, Vietnam 

Tel: 024.37714929; 
Fax: 024.38317364 

5.  

THAO LE 

ENTERTAINMENT 

CO., LTD 

13B-B2 Hoa Dao Street, Ward 
2, Phu Nhuan District, Ho Chi 
Minh City 

Tel: 028.35178989 
Fax:028.35178899 
Mobile: +84 938 10 79 88 
Email: sophie@thaole-
entertainment.com 
web: www.thaole-
entertainment.com  

6.  

INFOLINK MEDIA 
JOINT STOCK 
COMPANY 

 

Room 302, 3rd Floor, ZODI 
Building, 156 Trieu Viet 
Vuong, Bui Thi Xuan Ward, 
Hai Ba Trung District, Hanoi, 
Vietnam. 

Tel:  024 3791 6301. 
Fax: 024 3791 4718. 

7.  

NACENCOMM 

COMMUNICATION 

SERVICE AND 

TECHNOLOGY JOINT 

STOCK COMPANY 

No. 40 Phuong Mai Street, 
Phuong Mai Ward, Dong Da 
District, Hanoi. 

Tel:  024.35543624 
Fax: 024.35766134 
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No. Company Address Contact Detail 

8.  

BINH HANH DAN 

JOINT STOCK 

COMPANY (BHD) 

 

Floor 11, Hong Ha Center 
Building, 25 Ly Thuong Kiet 
Street, Phan Chu Trinh Ward, 
Hoan Kiem District, Hanoi. 

Tel:  028.39434133 
Fax: 028.39434135 
Website: www.bhdvn.com 
Contact: Ms. Ngo Bich 
Hanh, Vice President:  
email: 
bichhanh.ngo@bhdvn.com; 
mobile: +84 90 3406275 
Ms. Hoang Yen, email : 
hoangyen@bhdvn.com ; 
mobile: +84 904110857 
Assistant: Ms. Nguyen Thi 
Bao Mai, email: 
baomai@bhdvn.com 

9.  
HTV TECHNOLOGY & 

MEDIA SERVICES 

COMPANY LIMITED 

2Bis Nguyen Thi Minh Khai 
Street, Da Kao Ward, District I, 
Ho Chi Minh City. 

Tel: 028.391024521 
Fax: 028.391002893 

10.  

OPEN SPACE 
ENTERTAINMENT 
AND 
COMMUNICATION 
JOINT STOCK 
COMPANY 

Address (Business 
Registration): No.03 Kham 
Thien, Kham Thien Ward, 
Dong Da District, Hanoi. 
Representative Office: No. 02-
05, 2nd floor, 29T1 building, 
Hoang Dao Thuy street, Cau 
Giay district, Hanoi. 

Tel: 024.62824205 
Fax: 024.62824207 

11.  

DUCK TV VIETNAM 

CO., LTD 

Head office: No. 35C, Lane 
387 Vu Tong Tong Street, 
Khuong Dinh Ward, Thanh 
Xuan District, Hanoi, Vietnam. 

Tel: 0983666246 

 

5.3 Appendix 3: Acronyms 
 
 
ABEI Authority for Broadcast and Electronic Information 
ARPU Average revenue per user 
CCEP Central Commission for Education and Popularization 
COV Copyright Office of Vietnam  
CPV Communist Party of Vietnam  
DIC (Provincial) Department of Information and Communications  
DTH Digital To Home (Satellite TV) 
DTT Digital Terrestrial Television 
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FTA Free-to-air 
FTTH Fibre-to-the-home  
iDEA Digital Economy and E-commerce Agency 
IPTV Internet Protocol Television 
LOCS Law on Cybersecurity  
MCST Ministry of Culture, Sports and Tourism 
MIC Ministry of Information and Communications 
MOF Ministry of Finance  
MOIT Ministry of Industry and Trade  
MPI Ministry of Planning and Investment 
MPS Ministry of Public Security 
VCCPA Vietnam Competition and Consumer Protection Agency  
VNA Vietnam News Agency 
VNPayTV Vietnam Pay TV association  
VOV Radio Voice of Vietnam 
VTC Vietnam Television Corporation 
VTV Vietnam Television 
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