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Executive Summary



Thailand’s television industry is now in the 

midst of a digital revolution – having been a 

late starter in embracing digitalization which 

began as recently as six years ago, with full 

Analogue Switch-Off having been completed 

only in March 2020. At the same time, online 

video has been growing irrepressibly in the 

past few years, giving consumers the power to 

watch what they want anytime, anywhere, in 

many cases ditching the big screen altogether. 

According to We Are Social/Hootsuite1, an 

astonishingly high 99% of 52 million internet 

users in Thailand watch online video, whilst 

54% have watched TV content via streaming 

subscription-based platforms each month  

in 2019. 

This massive move of consumers to online 

viewing has produced winners as well as losers. 

The biggest winners are consumers, who are 

enjoying a flowering of numerous viewing 

options for local as well as international content 

– a flowering that was unimaginable only a 

few short years ago. Government policy has 

so far accommodated the new growth, with 

few constraints on new entrants online or on 

development of new business lines by existing 

players. 

Among the other winners: participants in the 

digital advertising market are seeing strong 

growth, along with online providers of video 

on demand, whether their revenues are based 

on subscriptions or advertising or both. Telcos 
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are growing by rolling out more robust viewing 

options, and – even in a country where mobile 

device penetration, by some reckonings, is 

already 195% – marketing higher-bandwidth 

services to consumers eager to watch mobile 

TV. Thai television program producers are 

growing their range of content, and even using 

online streaming to reach new export markets 

overseas.

At the same time, some TV sector players have 

fallen by the wayside – numerous satellite TV 

and DTT channels have gone off the air, and 

almost 100 small provincial cable companies 

have dissolved. But those who are surviving 

are finding new ways to compete – with cable 

companies transforming themselves into 

fixed internet suppliers, for example, and 

traditional television suppliers – like pay TV 

leader TrueVisions and terrestrial broadcasters 

– moving to establish new online services, to 

leverage their extensive content resources.

Digital terrestrial TV networks which broadcast 

linear programming such as news, sports and 

entertainment at set times, are facing financial 

difficulties. Traditional pay TV operators (cable 

and satellite TV) have been affected negatively 

by cord-cutting, stimulated by the proliferation 

of a variety of legal and illegal video content 

easily accessible on the internet, as their 

subscription receipts have diminished over 

time. Shifting consumer preferences have 

eroded chunks of the once formidable fortress 

that the big screen built around virtually all Thai 

living rooms. (TV penetration in Thai homes is 

close to 99%.)

Industry analysts contend that the greatest 

threat to traditional television comes from the 

emergence of online and mobile systems and 

the increasing cloud-based ability to provide 

on-demand non-linear services. And these 

systems are already observed in Thailand to 

have become stronger and stronger each year. 

Robust broadband connectivity is crucial for 

good quality video streaming, and Thailand’s 

broadband infrastructure has developed 

rapidly in the last few years. Now, nearly half 

of Thailand’s households are connected to 

fixed-broadband infrastructure – the number 

of subscriber households grew 10 percent 

from the previous year to about 10.11 million 

in 2019, driving the household penetration 

rate to 47% compared to 43% in 2018 – 

according to the National Broadcasting and 

Telecommunications Commission (NBTC).

Only five short years ago, broadband 

penetration in Thai households was below 

30%; for this year, the NBTC estimates that 

broadband penetration will rise slightly to 48%. 
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Concurrently, nearly all Thai consumers on the 

go have the capacity to watch video streaming 

on their smart phones or tablets that are 

powered by 3G/4G mobile broadband. Only 2% 

of 129.61 million mobile subscribers were using 

2G services at end of 2019.

The abundance of high-quality online content 

has attracted many Thai consumers and fueled 

the shift from linear viewing to on-demand, 

time-shifted viewing offered by streaming 

video. Thus, online video is now viewed as 

a direct threat to the long-cherished big 

screen. Nevertheless, traditional television 

will be around for a while because older Thai 

people are still very much attached to the 

old-fashioned way of watching their favorite 

programs on television, according to a recent 

study sponsored by the NBTC, Thailand’s 

broadcasting and telecoms regulator. 

A rosy picture for Thailand’s online video 

market was portrayed by the PwC Global 

Entertainment and Media Outlook (2019-2023). 

With a 16.64% CAGR during the forecast period, 

spending on OTT SVOD was expected to more 
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than double to US$196 million in 2023 from 

US$90 million in 2018. In comparison, the 

traditional TV and home video segment was 

forecast to rise at a CAGR of just 4.76%. 

After SVOD, internet advertising is the second 

fastest-growing segment in Thailand’s media 

market, according to PwC, with a 13.62% CAGR 

during the same timeframe. Thai consumers’ 

love affair with social media (Facebook, 

YouTube, Line, etc.) and insatiable appetite for 

watching streaming video on the internet will 

propel total ad spending on the internet to 

reach more than one billion US dollars by 2023.

However, since those forecasts were made, 

huge headwinds have arisen. The global health 

and economic crisis brought about by the 

coronavirus outbreak is expected to send the 

Thai economy reeling into a 6% contraction for 

2020. Even as people are watching more video 

than ever before, advertising on traditional 

media dropped almost 20% in the first half of 

2020. While Nielsen data is not yet available, 

other reports show digital advertising, alone, 

rising. Brand owners have shown confidence in 

the popularity of social media and OTT among 

Thai consumers who spent more time online 

than ever before as lockdowns continued. 
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Estimated Advertising Expenditure by Medium: Jan-Jun 2019 vs. Jan-June 2020

(In Million US Dollars)

Media
January to June YOY

Change2020 2019

TV 916.55 1,067.45 -14.14%

Cable & Satellite 25.16 34.68 -27.44%

Radio 56.97 70.16 -18.80%

Newspapers 45.39 77.03 -41.08%

Magazines 11.74 16.81 -30.13%

Cinema 54.00 119.32 -54.74%

Outdoor 96.90 109.45 -11.46%

Transit 77.55 100.55 -22.87%

In-store 9.97 16.58 -39.88%

Digital* Not available Not available

Sub-total 1,294.23 1,612.03 -19.71%

Source: Nielsen
*Digital ad spend is compiled by the Digital Advertising Association (Thailand) which has not yet released 2020 data. 
Totals therefore adjusted for non-inclusion of digital.



As the pandemic devastated many sectors 

of the economy, media specialist Media 

Intelligence predicts that the media industry 

will most likely have to endure a 15-20% 

contraction of total advertising expenditures by 

the end of 2020. If Thailand were to experience 

a second wave of COVID-19 this year, the 

picture would be even gloomier, with a possible 

30% slump in total ad spending. 

On the brighter side, the online video industry 

has been experiencing a sharp increase in 

viewer traffic and number of minutes spent 

on the platforms in recent months when 

people have mostly stayed indoors. SVOD and 

freemium players whose businesses in Thailand 

have benefited the most from the health crisis 

are Viu, LineTV, AIS PLAY and TrueID – according 

to a four-country study (including Indonesia, 

Philippines, Singapore and Thailand) conducted 

by Media Partners Asia (MPA) during January 

20 to April 11, 2020. The MPA study found that 

the weekly number of video streaming minutes 

spent on mobile by aggregate consumers across 

the four economies spiked 60% between the 

two reference dates in January and April.

The Thai economy is believed to have entered 

into a recession as early as the second quarter 

of 2020, according to the Bank of Thailand. The 

National Economic and Social Development 

Council (NESDC), the country’s economic think 

tank, and the World Bank have predicted that 

the Thai economy will contract by 5-6 percent 

in 2020 – the sharpest projected decline in 

Southeast Asia.2
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2 More recently in the last week of June, the Bank of Thailand (BOT) further lowered its economic forecast to a contraction of 8.1% 
this year from an earlier figure of -5.3%, worse than the record contraction of 7.6% during the 1997 financial crisis. The BOT’s 
outlook on the Thai economy is by far the gloomiest.

Source: NESDC
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Traditional pay TV environment
Thailand’s cable and satellite TV industry has 

continued to lose ground in the overall media 

landscape as consumers have become more 

enamored with the accessibility and flexibility 

of watching streaming video content online 

from their mobile phones, laptops and tablets. 

In 2019, advertising and subscription receipts 

from cable and satellite TV were valued at 

approximately US$419 million, down 5 percent 

from five years before.

Cable TV
As of June 2019, there were a total of 284 

licensed cable TV operators, compared to 354 

license holders in 2018. Those who have folded 

up are mainly small cable operators at the local 

level. Based on the licensing classification of 

the broadcasting and telecoms regulator NBTC, 

there were 6 national, 54 regional and 224 local 

licenses issued. All national and regional license 

holders are currently operating; but among the 

local licensees, at least four more have ceased 

operations in the past year and/or are in the 

process of litigation.

Holding both cable and satellite TV licenses, 

TrueVisions Group remains the largest and the 

only national pay TV operator that provides 

services in all 77 provinces in the country today. 

The company accounts for over 90 percent share 

of traditional pay TV revenues, with the balance 

shared by many smaller operators nationwide. 

Cable and satellite TV compete directly with 

each other, as consumers view that the two 

platforms are oftentimes ‘interchangeable’ 
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carrying the same package of channels. 

Platform service providers of emergent 

disruptive technologies (OTT/SVOD) have also 

eaten away a portion of the cable TV market. 

Until now, many local cable operators still 

use an analogue broadcasting platform, 

while regional and national operators have 

marshalled the needed investment capacity and 

are going digital. A few large operators still only 

operate cable TV, but an emerging trend to also 

offer internet services came about a year ago. 

At least a hundred cable operators, either by 

themselves or through an affiliate or subsidiary, 

have obtained a telecoms business license from 

the NBTC to also provide internet services.

Satellite TV
There are 15 licensees for retail services for 

satellite, in particular the retail sales of set top 

boxes, satellite dishes and accessories. They 

also hold licenses as platform service providers. 

The retail service providers organize a bundle 

of channels and offer them through set top 

boxes under various brand names, including 

their own. Their business models incorporate 



revenues from satellite equipment sales, set-

top box distribution, and channel carriage fees. 

TrueVisions and Next Step (“Good TV” platform) 

provide subscription-based satellite services; 

while the rest of the licensees sell set top 

boxes only. Some also sell C-band and Ku-band 

satellite dishes; while others are also engaged 

in other business lines (e.g., PSI Broadcasting 

sells other non-related products such as air 

conditioners, water filters and CCTV system).

Number of Licensed Channels by Type of 
Platform and Genre: 2016 & 2020
Thailand saw a drop of 8.5 percent in the total 

number of licensed TV channels in May 2020 

compared with 2016. By type of platform, the 

number of IPTV channels grew nearly nine-fold 

while cable and satellite TV channels reduced 

by 33% and 20%, respectively. Of the 559 

licensed channels, 204 are downlinked from 

foreign programmers, which accounts for 36% 

of the total. 
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CONTENT

NUMBER OF LICENSED CHANNELS

CABLE TV SATELLITE TV IPTV TOTAL

2020 2016 2020 2016 2020 2016 2020 2016

Type 2 – news and current 
affairs

35 41 51 57 23 4 109 102

Type 3 – children, youth, 
family, senior, handicapped 
and marginalized

4 2 33 31 5 - 42 33

Type 4 – education, 
religion, culture, science, 
technology, environment, 
promotion of vocation

6 1 42 46 6 - 54 47

Type 5 – sports, travel and 
health promotion

2 2 35 57 7 - 44 59

Type 6 – entertainment 53 103 201 260 56 7 310 370

Total 100 149 362 451 97 11 559 611

Source: Radio and Television Broadcasting Business Licensing Bureau, NBTC (updated on 13 May 2020)

3  This figure includes both analogue and digital terrestrial broadcasters.

Free-to-Air Digital Terrestrial TV 
(FTA DTT)
Today, terrestrial television continues to be 

Thailand’s most widely watched medium 

of video content. In 2018, there were an 

estimated 25.9 million TV households in 

the country, and terrestrial TV achieved a 

98.8 percent penetration rate3. In terms of 

audience viewership, some 89 percent of the 

TV audience tuned in to terrestrial TV while 



11 percent watched cable and satellite TV in 

2019.

Prior to 2014, the country only had six FTA 

analogue terrestrial television stations with 

nationwide coverage (Channel 3, Channel 5, 

Channel 7, Channel 9, NBT and TPBS) and more 

than a thousand cable and satellite TV channels. 

With the introduction of digital terrestrial 

television (DTT) in 2014, viewers were given 

an additional means to watch 27 FTA channels 

(24 commercial and three public service), thus 

paving the way for more intense competition in 

the already crowded market. Two more public 

service stations were launched since then. 

Due to multiple factors including high bidding 

costs for digital licenses, multiplex expenses, 

slow take up of DTT boxes (to convert analogue 

signals to digital) coupled with reduced ad 

spending by brand owners who were moving 

to online ads, many DTT operators struggled to 

keep afloat. Two DTT channels (Thai TV News 

and Local) were forced to return their NBTC 

licenses and shut down in November 2015, 

having operated for only a little over a year. 

Seven more DTT channels stopped broadcasting 

in 2019. 

Of the original 24 commercial digital TV 

channels which received broadcasting licenses 

in 2013, only 15 are operating today, while five 

public service DTT channels are broadcasting 

on their respective platforms. As video 

streaming and online media continue their 

rise in popularity and adoption amongst Thai 

consumers, industry insiders foresee more 

casualties in the DTT scene in the future, 

leaving only the top 5-6 commercial channels 

that have constantly enjoyed high viewership 

ratings to survive. 

According to Nielsen TV’s audience 

measurement data, the top five most popular 

digital terrestrial channels in February 2020 

were Channel 7 (7HD), Channel 3 (3HD), Mono 

29, Workpoint TV and One 31, respectively. 

Ch7HD is the perennial leader in terms of 

audience share and has held the top slot since 

DTT channels started broadcasting in 2014. 
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Top Ten DTT Channels by TV Rating in February 2020

1 2 3 4 5 6 7 8 9 10

1.787 1.181 0.908 0.625 0.567 0.547 0.494 0.394 0.209 0.190

Source: Nielsen



OTT Services
By business type, there are four groups of OTT 

TV operators in Thailand: a) independent (such 

as DOONEE, iFlix, Netflix, Line TV, YouTube); 

b) free DTT (Ch3, Mono, Workpoint); c) pay 

TV (TrueVisions, PSI Broadcasting; and d) 

telecommunications (TOT IPTV, AIS PLAY, 3BB).

By revenue stream, four categories have been 

defined. Some service providers derive income 

from two or more revenue streams.

1. Subscription-based Video on Demand 

(SVOD). This allows subscribers to watch 

as much content as they desire at a flat 

rate per month. Most SVOD operators 

let members choose between monthly, 

quarterly or yearly payments. Examples: 

Netflix, MonoMax, and Amazon Prime.
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2. Transactional Video on Demand (TVOD). 

Consumers can purchase content on a pay 

per view or rental basis. Example: Apple 

iTunes.

3. Advertising-Based Video on Demand 

(AVOD). AVOD service is offered free 

to users who will have to sit through 

advertisements, for instance on YouTube, 

Facebook, Line TV and DTT Workpoint TV or 

Ch3+.

4. Freemium or hybrid AVOD/SVOD model. 

Freemium delivers two distinct revenue 

sources: a) advertisers buying ad-space and/

or a sponsorship of content offered free 

to consumers, and, b) customers paying 

subscription fees for premium content with 

fewer or no ads. Examples: DOONEE, iFlix, 

WeTV, VIU, iQIYI, Bugaboo Inter and Hulu.

Major Online Curated Content Providers in Thailand 

 GLOBAL REGIONAL LOCAL



Growth of the online video industry in 
Thailand
In recent years, the online video industry 

grew dramatically while the traditional 

TV industry experienced negative growth. 

From 2012-2016, the OTT industry posted a 

37.6% CAGR. In 2016, the market was worth 

US$322.6 million, with AVOD accounting for 

95 percent of the total. The main driver for 

this growth was the transition from analogue 

to digital, which resulted in increased online 

consumption through free online video 

platforms such as YouTube, Facebook and Line 

TV. This in turn, boosted digital advertising 

spend on these platforms.

Still an emerging business model at that 

time, SVOD had a much smaller market share 

with a value of 16 million US dollars in 2016. 

According to PwC’s Global Entertainment & 

Media Outlook (2019-2023), the OTT video 

market was forecast to be the fastest growing 

entertainment and media segment in Thailand 

in the next five years with a 16.64% CAGR. PwC 

estimated that consumer spending on SVOD 

services reached US$90 million in 2018, and 

forecast that it would more than double to 

nearly US$197 million by 2023. 

Growth influencers to this remarkable 

SVOD growth include: the rising affluence 

of Thailand’s younger generation, the 

government’s Net Pracharat project aimed 

at creating a better and faster internet 

infrastructure, an increasing number of 

content providers and greater variety of 

content available, and the competitive costs of 

subscription. 

According to NBTC estimates, there were about 

1.3 million OTT subscribers in Thailand in 2019 

which will exceed two million by 2023. 

Competitive environment 
Thailand has more than 10 active players 

competing for market shares in the hotly 

contested OTT market. Market leader Netflix 

and local operator MonoMax are operating 

under the SVOD business model. However, 

most OTT operators are using a freemium 

model to attract more users into their platform. 

These include, among others, iFlix, DOONEE, 

WeTV, VIU and iQIYI. 

HOOQ was also in the thick of the fight for a 

number of years until it shut down at end of 

April 2020 – citing that it could not receive new 

funds from new or existing investors (and thus, 

could no longer assure its audience of its ability 

to deliver quality content). 

10 Thailand in View 2020



DOONEE and MonoMax are the only Thai 

independent providers that have stood their 

ground amidst the intensive competition for a 

piece of the OTT pie, while local OTT operators 

PrimeTime and Hollywood HD folded up earlier 

than HOOQ. 

Pay TV operator TrueVisions expanded into the 

internet VOD segment (TrueID TV), seeking to 

leverage its content across new distribution 

means as well as its core cable, satellite and 

DTT businesses.

Telco operator Advanced Info Service (AIS) 

also ventured into an SVOD service, AIS PLAY, 

delivered via OTT on both mobile and fixed-line 

broadband networks. The move was aimed at 

increasing average revenue per fixed broadband 

user and boosting data usage through the 

company’s mobile services. 

Also, local digital terrestrial broadcaster 

Channel 7HD has developed a subscription-

based VOD service: Bugaboo Inter. 

Amazon’s Prime Video and Rakuten’s VIKI also 

have local presence (through mobile apps), 

but they are not very popular with the local 

audience. Movies and dramas offered on 

these two platforms have no Thai subtitles or 

Thai dubbing so do not cater directly to Thai 

consumers.

YouTube currently offers free ad supported 

VOD access on its primary site, as well as two 

premium subscription services: YouTube TV, a 

skinny bundle service with a mix of broadcast 

networks, cable-TV channels and live news; 

and YouTube Premium, a paid streaming 

subscription service that provides advertising-

free streaming of all videos and music hosted 

by YouTube.

Line TV provides advertising-supported video 

services on demand with no monthly or 

yearly subscription fees and was introduced 

in Thailand in March 2017. It does not offer 

video sharing services; there are only programs 

and stations that are in partnership with Line 

TV. In addition, Line TV provides some original 

content or content that is only available on 

Line TV which is produced specifically for 

distribution on the platform. 

Market shares
According to Statista, Netflix Thailand had 

358,550 subscribers in 2019, while an industry 

insider estimates that Netflix was accessed by 

about 12 million UIP (Unique IP) addresses per 

month in the same year. Netflix is currently the 

leading player with market observers estimating 

that Netflix has about 45-50% share of the 

country’s online curated content market. In 
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2020, Statista predicts that Netflix’s customer 

base will expand to 546,340, an impressive 52% 

year-on-year growth.

Overall Market Potential
According to a report by Boston Consulting 

Group (BCG), Thailand’s middle-class and 

affluent consumers (MACs) accounted for 

60 percent of the total population in 2017, 

and is forecast to represent 64 percent of the 

population by 2020 with a CAGR of 2.2%. More 

than two-thirds of the country’s population 

have the financial ability to spend to some 

degree on discretionary or luxury goods and 

services. The report also found that Thai people 

are more likely to spend and indulge (and incur 

higher debt levels) than their Southeast Asian 

counterparts who typically are more inclined to 

save and invest.

To Thais, brand names matter, and consumers 

are very brand loyal. The BCG study revealed 

that Thai consumers are willing to pay more 

for many of their favorite brands, and are 

the most brand-conscious and brand-loyal 

consumers in the region. For instance, 75% of 

Thais surveyed agreed with the statement “I 

look for my favorite brand and purchase that,” 

compared with 40% in Vietnam and 39% in the 

Philippines.
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Source: Boston Consulting Group
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Piracy enforcement and mitigation 
measures
Despite concerted and serious efforts of the 

Thai government authorities in enforcing legal 

measures to mitigate the illicit practice, piracy 

in various forms is still thriving in the land of 

smiles.

A June 2020 study of the online content viewing 

behavior of Thai consumers revealed that more 

than half (53%) of online consumers use piracy 

streaming websites or torrent sites to access 

premium content. The survey, commissioned by 

the Asia Video Industry Association’s Coalition 

Against Piracy (CAP) and conducted by YouGov, 

also found that 43% of online consumers use an 

illicit streaming device (ISD) to stream pirated 

television and video content.

There remains a concerning nexus between 

online piracy and the cancellation of 

subscriptions to legal services, with the survey 

indicating that 66% of consumers who access 

piracy streaming/torrent sites stated that they 

had cancelled all or some of their subscription 

to legal pay TV services.

Under the amended Computer Crimes Act 

which took into effect in May 2017, many 

copyright owners have sought to use an online 

blocking mechanism to fight infringement. 

Between January 2018-August 2019, the Thai 

courts issued orders to block or disable access 

to copyright infringing content to a total of 

1,268 websites. However, with few exceptions, 

the current site blocking process has proven 

to be ineffective. Site blocking referrals are 

made to the MDES who refer the matter to 

a Court. Orders are made and ISPs directed 

to block identified infringing sites. However, 

the preferred technical measure used by 

Thailand’s ISPs, ‘URL’ blocking, has predictably 

proven to be ineffective against ‘https’ piracy 

websites.  There has also been no recourse 

when ISPs fail to comply with a blocking order 

on the basis of their ‘choice’ of technical 

measure.

In December 2018, the Ministry of Commerce 

announced that it was drafting amendments 

to the existing Copyright Act in order to make 

illegal the importation, sale and usage of illicit 

streaming devices (ISDs) and apps which can 

access online pirated content. To date, however, 

the amendment has not been approved by the 

government. 

Signal theft by cable operators has also not 

been eradicated, as a considerable number 

of local operators continue broadcasting 

unlicensed content on their platforms to satisfy 

their customer base. TrueVisions’ copyrighted 
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sports tournaments and events have long been 

the target of digital pirates, despite having 

installed a security firewall from a highly trusted 

supplier.

Television Audience Measurement 
Today Thailand still lacks a multi-screen 

audience ratings system service provider after 

the much-anticipated collaboration in 2016 

between Kantar Media and Media Research 

Development Association (MRDA) to provide 

multi-screen audience measurement services 

in Thailand fell by the wayside primarily due to 

lack of funding, forcing both parties to pull out 

of the agreement.

Subsequent to the collapse of the proposed 

Kantar Media and MRDA collaboration, the 

Association of Digital Television Broadcasting 
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(ADTEB), which represents all digital television 

broadcasting operators including new members 

Channel 7, Channel 8, TNN24 and True4U, 

has joined forces with Nielsen to come up 

with the Total Content Ratings (TCR) system. 

The aim of the TCR is to incorporate the 

information needs of DTT operators as well 

as other stakeholders. 

ADTEB and Nielsen are aiming to submit 

their TCR proposal to the NBTC by the end of 

August 2020, and expect the NBTC’s approval 

by the end of the year, along with funding 

from the NBTC. It will take from 12 to 15 

months to set up and test run the ratings 

platform prior to rolling out the first TCR 

report, which is anticipated to be ready by 

the first quarter of 2022 – if the projected 

timeline falls into place.
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