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1 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 (ASO) 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 such as Netflix 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 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 digital terrestrial TV (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. 

DTT 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 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 

 
1 Source: “Digital 2020: Thailand”, January 2020  (http://wearesocial.com/digital-2020) 
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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 – Thailand’s fixed broadband internet market has continued to expand with the 
number of subscriber households growing 10% 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), Thailand’s 
broadcasting and telecoms regulator. 

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%.   

 
Source: NBTC 
Note: The above figures do not include broadband internet connections in Thailand’s villages under the 
Net Pracharat Project, which covers a population of approximately 20 million people 

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 the 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 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.   

A rosy picture for Thailand’s online video market was portrayed by the PwC Global 
Entertainment and Media Outlook (2019-2023). They noted that spending on Over-the-Top 
(OTT) subscription video on demand was expected to more than double to US$196 million in 
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2023 from US$90 million in 2018, with a forecast Compound Annual Growth Rate (CAGR) of 
16.64%. 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 US$1 billion by 2023. 

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 data from Digital Advertising Association (Thailand) (DAAT) 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. 

Estimated Advertising Expenditure by Medium: Jan-Jun 2019 vs. Jan-June 2020 
(In Million US Dollars) 

Media 
January to June 

YOY Change 
2020 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 2 ad spend is compiled by DAAT which has not 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 

 
2 Including OTT AVOD ad spend. 
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have mostly stayed indoors. SVOD and freemium players whose businesses in Thailand have 
benefited the most from the health crisis are Viu, LINE TV, AIS PLAY and TrueID – according 
to a four-country study (including Indonesia, Philippines, Singapore and Thailand) conducted 
by Media Partners Asia during 20 January to 11 April 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 (BOT). 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% in 2020 – the sharpest projected decline 
in Southeast Asia.3  
 

 

Source: NESDC 

 
1.1 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% from five years before. 

 

 
3 More recently in the last week of June, the 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. 
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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 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, True Visions 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 a 90% 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’ 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 systems).  
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Number of Licensed Channels by Type of Platform and Genre: 2016 & 2020 

Thailand saw a drop of 8.5% 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. 

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

 
1.2 Free-to-Air Digital Terrestrial TV  

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% penetration rate4.  In terms of audience viewership, some 89% 
of the TV audience tuned in to terrestrial TV while 11% watched cable and satellite TV in 2019. 

Prior to 2014, the country only had six Free-to-Air (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 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. Three 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 

 
4 This figure includes both analogue and digital terrestrial broadcasters. 

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 
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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 DTT channels which received broadcasting licenses in 2013, 
only 15 are operating today, while six 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 DTT 
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.  

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 

 
1.3 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. 

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+. 
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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% 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 US$16 million 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.  
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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 share 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 to 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 the 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).  

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 an SVOD 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 ad-free streaming of all videos and music hosted by 
YouTube. 

LINE TV provides ad-supported VOD 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.  
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Market share 

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 (OCC) market. In 
2020, Statista predicts that Netflix’s customer base will expand to 546,340, an impressive 52% 
YOY growth. 

 
1.4 Overall Market Potential 

According to a report by the Boston Consulting Group (BCG), Thailand’s middle-class and 
affluent consumers (MACs) accounted for 60% of the total population in 2017, and is forecast 
to represent 64% 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. 

 

 
 Source: BCG 
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1.5 Piracy and Mitigation Enforcement 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 (CCA) which came 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 Ministry of Digital Economy and Society (MDES) who refer the matter to a Court. Orders 
are made and Internet Service Providers (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 (MOC) announced that it was drafting 
amendments to the existing Copyright Act (CA) in order to make illegal the importation, sale 
and usage of 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 sports tournaments and events have long been the 
target of digital pirates, despite having installed a security firewall from a highly trusted 
supplier. 
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1.6 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 (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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2 Overall TV Market Environment 
2.1 FTA Television and Digitalization  

The television landscape in Thailand has changed dramatically since the launch of DTT in 
2014 and the remarkable rise of online media adoption by digital-savvy consumers. These 
have led to the growing fragmentation of the industry.  
 
However, terrestrial television is still Thailand’s most widely used television platform. At the 
end of 2019, 89% of the television audience watched terrestrial television (while the remaining 
11% watched cable and satellite TV). 
 
Before the digital switch-over in 2014, Thailand 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. The introduction of DTT 
gave viewers an additional means to watch 27 FTA channels (24 commercial channels and 
three public service channels) and paved the way for more intense competition in the already 
crowded market. 
 
However, DTT has faced some major hurdles since its launch. Multiple DTT operators have 
suffered losses due to a combination of high costs of winning the digital licenses, multiplex 
expenses, limited take up of DTT boxes and the slowing economy which forced advertisers to 
reduce spending. Added to this was a decline in audiences as a result of competition from 
disruptive technologies. These factors contributed to the closing down in November 2015 of 
two digital channels owned by Thai TV (Thai TV News and Local) slightly over a year after 
they began digital broadcasting, leaving 22 commercial DTT channels on air. Meanwhile, by 
mid-2016, many ad-supported satellite channels have also folded, leaving just over 600 afloat.  
 
With the industry’s advertising revenues falling far below expectations, the ADTEB urged the 
government to reform the industry and provide timely financial relief.  
 
At the end of 2018, the NBTC announced measures to assist the industry. These included 
waiving unpaid license fees, reducing multiplex expenses and using proceeds from 
telecommunication frequency auctions to subsidize the DTT operators.   
 
In April 2019, Prime Minister Prayuth Chan-o-cha, in his capacity as head of the National 
Council for Peace and Order (NCPO), invoked Section 445 of the interim constitution of 2014 
to help 22 DTT operators to return their licenses. In the NCPO order, operators who had not 
paid the last two concession fee installments would be exempted from paying if they wanted 
to quit the business. In May 2019, seven DTT channels took advantage of Section 44 and 
submitted to the NBTC their intent to return their licenses and exit the business. 
 

 
5 The main concept of Section 44 is that in any case deemed necessary by the Head of the NCPO, with the approval of the 
NCPO, the Head of the NCPO shall, as authorized, issue an order, restrain or perform any act, regardless of whether such act 
enters into legislative, executive or judicial force.  In this regard, all orders, acts, as well as performance in compliance with 
such orders, shall be deemed lawful and constitutional. 
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After careful deliberation, the NBTC subsequently approved the broadcasters’ requests for 
returning their DTT licenses, and designated a cut-off date for the shutdown of each of the 
seven channels. The exiting channels were entitled to compensation from the NBTC after 
subtracting the amount of assistance they got from the must-carry rule and broadcasting 
network rental fee subsidy, as well as their annual profits. Moreover, the NBTC waived the 
last two concession fee payments which the seven channels had bid to pay, when DTT rights 
were put up to auction. 

Timeline of Seven DTT Channels’ Shutdown and Compensation 

Channel Channel 
Number 

Shutdown 
(after midnight 

of) 

Net compensation 

million baht US$ million 

Spring 26 
(formerly NOW 

26) 

26 
Aug 15, 2019 600.7 19.4 

Spring News 19 19 Aug 15, 2019 498.2 16.1 
Bright TV 20 20 Aug 15, 2019 278.4 9.0 

Voice TV 21 Aug 31, 2019 378.0 12.2 
MCOT Family 14 Sep 15, 2109 163.2 5.3 
Channel 3 SD 28 Sep 30, 2019 680.0 21.9 

Channel 3 Family  13 Sep 30, 2019 162.5 5.2 

Source: NBTC; Exchange rate: US$ = THB31 
 
Of the original 24 commercial DTT channels which received broadcasting licenses in 2013, 
today only 15 remain on the air, whilst six public service DTT channels are broadcasting on 
their respective platforms. As disruptive technologies such as video streaming and online 
media continue their phenomenal rise in popularity and adoption amongst Thai consumers, 
industry experts are predicting that there will be 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.  
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Thailand Operating Terrestrial TV Stations Channel Line Up as of mid-2020 

Channel 
Number 

Name of Channel License Type & Category 

PUBLIC SERVICE 
1 Channel 5 (Royal Thai Army) HD/Public service 
2 NBT (Public Relations Department) HD/Public service 
3 Thai PBS SD/Public service 
4 ALTV (Alternative Learning TV) SD/Public service 

(Educational) 
10 TPTV (Thai Parliament TV) SD/Public (Government 

relations & promotion of 
democracy 

11 NBT 11 (NBT Regional TV broadcast in 4 
stations: Chiang Mai – North; Khon Kaen – 
North East; Chantaburi – Central; Surat 
Thani – South) 

SD/Public service  

COMMERCIAL SERVICE 
16 TNN24 News & Documentary 
18 NEWTV News & Documentary 
22 NATION TV News & Documentary 
23 Workpoint TV SD General 
24 True4U SD General 
25 GMM SD General 
27 Channel 8 SD General 
29 MONO 29 SD General 
30 MCOT HD HD General 
31 ONE Channel HD HD General 
32 Thairath  HD General 
33 Channel 3 HD HD General 
34 Amarin HD HD General  
35 Channel 7 HD HD General 
36 PPTV HD HD General 

Note: 
Channel 4 is the latest DTT public service channel to go on air effective 1 July 2020. 
Channels 5-9 & 12 are reserved for public service (not yet awarded) 
Channel 10 (TPTV) broadcasts sessions of the National Assembly of Thailand, and information of parliamentary  
nature to people. Outside the parliamentary coverage, TPTV air educational and edutainment program. 
Channel 15 (family channel) and Channel 17 (news channel) stopped broadcasting in November 2015. 
 
Major players and viewership shares  

According to Nielsen TV’s audience measurement data, the top five most popular 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 10 TV Rating as of February 2020 and 2019 

Rank in 
Feb 2020 Channel 

TVR (TV Rating) 
February 

2020 2019 

1 
 

1.787 1.862 

2 
 

1.181 1.166 

3 
 

0.908 0.855 

4 
 

0.625 0.702 

5 
 

0.567 0.595 

6 
 

0.547 0.448 

7 
 

0.494 0.355 

8 
 

0.394 0.310 

9 
 

0.209 0.192 

10  0.190 0.171 

Source: Nielsen 
Note:  
Channel 3 SD was ranked 9th and PPTV Channel 36 was ranked 10th in 2019.  
Nation Channel was ranked 11th & MCOT HD 30 was ranked 12th in 2019. 

 
Current and Future trends 

In a survey on behavior and consumption trends for Thai media jointly conducted in 2019 by 
the NBTC and Thammasat University, one of the major findings was that about half of the 
population is still likely to watch live TV programs through traditional TV sets over the next 
decade, particularly the older population. Thailand is now among the world’s rapidly aging 
countries. According to the latest figures from the United Nations Population Division, there 
are more than 8.6 million people in Thailand who are aged 60 and above. The elderly group 
accounted for nearly 13% of the Thai population as of 2015. In view of this, the traditional 
method of watching TV will continue for some time. 
 
The survey had a sample size of 10,000 households nationwide in five regions covering 26 
provinces. Key takeaways of the study were: 
 
• TV will still be in widespread use in Thailand for the next decade, as the older folks still 

preferred watching their favorite programs on the big screen at homes. Up to half the Thai 
population will continue to use traditional TV as a medium for news and entertainment. 
 

• Younger people tend to move online and are less loyal to individual channels or programs.  
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• Print media is in a steep decline, as the magazines and printed newspapers had endured 
decreasing advertising revenues even in previous years. A ray of hope for print media is 
that one-third of the Thai population (mostly the elderly) still read printed newspapers. 
 

• Media habits of consumers are found to differ according to their age as well as levels of 
income and education, e.g.: 

 
o Consumer behavior varies by age. Baby boomers (aged 57 or over) enjoyed watching 

traditional media and reading newspapers. Those aged 41 or lower (Gen Y and Z) are 
likely to consume content through a variety of media channels, particularly online 
media. Gen X (aged 42-56) tended to have a combination of media habits. 
 

o The majority of consumers do not have specific programs or content in mind to 
consume with respect to all types of media, which points to the erosion of consumer 
loyalty to ‘favorite’ programs. 

 
o Income and education play a major role in content consumption behavior. High-income 

households tend to trust ads from online media more than TV media. Also, consumer 
affluence, in general, allows people to subscribe to fixed-broadband services which 
provide a wider selection of content than through traditional media. 

 
o Newspapers have been affected the most by disruptive technologies, with Gen Y and 

Z consumers reading online content instead of print media. 
 

2.2 Advertising  

2019 ad spend 

Advertising spending in 2019 reached 123.7 billion baht (US$3.99 billion), rising 2.3% from 
the 2018 level of 120.9 billion baht (US$3.9 billion). Television continued to dominate the 
market with 70.3 billion baht (US$2.27 billion) or a 56.8% share, while the internet has become 
a key driver of digital advertising in Thailand accounting for nearly 16%.  
 
Thailand is the leader in digital advertising in Southeast Asia, outpacing Indonesia and the 
Philippines, but there is still room for growth compared with developed countries, where the 
share of digital exceeds 40%. 
 
Ad spend on analogue and digital TV increased modestly, whilst advertisers spent 7% less on 
cable and satellite TV.  
 
Spending on cinema was 8.8 billion baht (US$285 million), up 19.7% over the previous year. 
Thailand’s general election held in March 2019 boosted media spending in the public sector 
(outdoor and transit media) by a combined 13.5 billion baht (US$435.5 million) or 10.9%. 
 
According to Mindshare, the top 10 advertising sectors remain the same as in 2018: media 
and marketing, motor vehicles, non-alcoholic drinks, communications, skincare and 
preparation, government, leisure, dairy products, pharmaceuticals and retail. 
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Key advertisers in 2019 were Unilever, Lifestar, P&G, Toyota, Coca-Cola, AIS, Isuzu, L'Oreal 
and Nestle. 
 

Estimated Advertising Expenditure by Medium: 2018 and 2019 

(In Million US Dollars) 

Media 2019 % share 2018 % share YOY 
change 

TV 2,194.58 55.0% 2,191.87 56.2% 0.12% 
Cabsat 73.10 1.8% 78.52 2.0% -6.90% 
Radio 152.74 3.8% 154.74 4.0% -1.29% 

Newspapers 149.48 3.7% 196.77 5.0% -24.03% 
Magazines 33.74 0.8% 42.45 1.1% -20.52% 

Cinema 285.10 7.1% 238.16 6.1% 19.71% 
Outdoor 223.45 5.6% 220.42 5.7% 1.38% 
Transit 212.45 5.3% 196.19 5.0% 8.29% 
In store 33.55 0.8% 34.19 0.9% -1.89% 
Digital* 630.81 15.8% 546.06 14.0% 15.52% 
Total 3,989.00 100.0% 3,899.39 100.0% 2.30% 

Sources: Nielsen, DAAT/Kantar Insights Thailand;  
Exchange rate: US$ = THB31 
Note:  
Excludes classified and house ads. Digital ad spending includes actual spend of 38 agencies across 57 industries 
and 14 disciplines for 2019. 
*Digital advertising spending retrieved from DAAT/Kantar Insights Thailand report 
Update :13/01/2020 
 
 
January-June 2020 ad spend 

As a direct result of the coronavirus pandemic, the first half of 2020 showed a sharp 20% 
decline in advertising expenditure (excluding ads on digital platforms) to US$1.29 billion from 
US$1.61 billion the year before, according to the latest figures released by Nielsen. 
Consumers were cloistered inside their homes and seldom ventured outside, especially during 
the height of the health crisis in February, March and April.  
 
Ad spend was down during January to June of this year for all segments, with cinema showing 
the highest decrease of 55%, followed by newspapers with 41%. Brands placed fewer ads on 
television (a decrease of 14%), and cable & satellite platforms (27% lower).   
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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 
Change 2020 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; Exchange rate: US$ = THB31 
Totals adjusted for non-inclusion of digital. 
*Digital ad spend is compiled by the DAAT which has not released 2020 data. 
 

Unilever, TV Direct, Lifestar, Nestle and Procter & Gamble comprised the top five advertisers 
during the first six months of 2020, with a combined ad spend of US$196.8 million, a slight 
increase of 1.2% compared with 2019. The ad budget of Unilever and TV Direct increased in 
double digits in the first half of 2020, while Lifestar, Nestle and P&G all tightened their purse 
strings when it came to placing advertisements during the same period. 
 
Combined ad spend for the top 10 advertisers in Jan-Jun 2020 was up 5.1% YOY to US$294.5 
million from US$280.3 million in 2019 which meant that the big spenders, in general, did not 
hold off on their ad placements even during the lockdown. Nonetheless, many brand owners 
have kept their commercial ads down in the first half of the year.  
 

Top 10 Advertisers During January to June: 2019-2020 (In Million US$) 

 
Name of Company 2020 2019 YOY Change 

Unilever 56.07 48.11 16.55% 
TV Direct 41.01 27.75 47.78% 
Lifestar 36.18 43.54 -16.90% 
Nestle 33.23 35.10 -5.33% 

Procter & Gamble 30.27 39.88 -24.10% 
L'Oreal 23.02 24.56 -6.27% 

Advanced Info Service 20.65 19.63 5.20% 
Mono Travel 19.66 3.57 450.70% 

Mass Marketing 17.63 12.25 43.92% 
Toyota Motor 16.74 25.89 -35.34% 

Total 294.45 280.27 5.06% 

 Source: Nielsen; Exchange rate: US$ = THB31 
 



 
 

22 
 

Digital advertising forecast 
 
For the first time in 2013, Thailand’s digital advertising spending in 2020 could drop to single-
digit growth in the wake of the coronavirus outbreak, as predicted by the DAAT.  
 
Earlier this year, the DAAT, in partnership with media research consultancy Kantar Insights 
Thailand, projected that digital ad spending would rise 13% and reach a value of 22 billion 
baht (US$709.7 million) by the end of 2020.  
 
But as brand owners have shown considerable restraint in their ad and marketing spending 
during the first quarter of the year, the earlier growth projection has become impossible to 
achieve.  
 
The President of the DAAT foresees that the fast-moving consumer goods category will 
unlikely see much impact from the pandemic, while marketing activities in motor vehicles, real 
estate, restaurants and spas will be dampened.  
 
Sectors that will bear the brunt most are travel, airlines and other tourist-related segments. 
Thai Airways International, the country’s national carrier, is the first airline company to be 
affected as it filed for rehabilitation reform in May 2020 as revenues plummeted to historical 
lows in tandem with astronomical losses. The airline was already in the red for many years, 
but the international travel bans imposed by the government to mitigate the spread of COVID-
19, were the last straw for the embattled company. 
 
While Facebook and YouTube remain the platforms that advertisers and brands use the most 
to communicate with their audiences, the DAAT and Kantar forecast considerable growth in 
Instagram, Twitter, and Instant Messaging by the end of 2020. Facebook, YouTube, Creative, 
and Display all together accounted for 61% of the total digital advertising spending for 2019.  
 
As the COVID-19 crisis continues to be a brake on the Thai economy, there have been 
discernible changes in consumer attitudes and buying behaviors. Online spending and 
watching streaming video online are playing a more significant role as people are spending 
less time outside.  
 
2020 Trends Impacting Digital Media 
 
• Uptake of 5G technology: The rollout of 5G in Thailand will enable consumers to embrace 

digital media more easily and quickly. 
 
• More content, less time: With 5G, there will be an abundance of content while consumers 

are unlikely to increase time for accessing content. Brand advertisers therefore have to try 
to tailor content to meet the specific viewing choices of their target audience.  

 
• Hypertargeting – ‘Super Audience Segmentation.’ Thailand will have consumers with 

highly specific needs. 
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• E-commerce: Commercial transactions done on the internet will continue to expand 
exponentially in Thailand. In addition to having easier access to various content, 
consumers will be able to complete electronic purchases more rapidly and conveniently. 
Efficient shipping and online payment systems complement e-commerce’s high growth 
rate in the country. 

 
• Mobile payment: This mode of online payment will continue its upward trajectory in 

conjunction with the rapid growth of e-commerce and technology in this field.  
 

• Streaming content: The popularity of streaming content among consumers will continue to 
influence marketers’ choice of platform including Facebook Live and other OTT service 
providers. 

 
• Social networks to reach critical mass: Google, Facebook, YouTube and Line together will 

make up more than one-third of digital advertising. 
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3 Over-the-Top / Online Curated Content Market 
3.1 Overview  
 
OTT TV refers to television content that is streamed via the internet rather than the traditional 
distribution methods of cable or satellite. OTT TV allows viewers to instantly stream videos on 
mobile devices and television sets using computers, mobile phones or specially designed 
devices such as Roku Box and Apple TV (foreign labels) or TrueID TV box and AIS Playbox 
(local labels).  
 
According to Time Consulting, OTT TV providers in Thailand can be divided into different 
business categories depending on their ownership, as follows:  
 
• Independent OTT TV providers 

Independent OTT providers in Thailand are from various backgrounds such as, local tech 
start-ups, foreign tech start-ups, and global OTT TV Providers. Notable providers are 
DOONEE, iflix, Netflix, LINE TV, and YouTube. 

 
• OTT TV from free TV providers 

The most popular DTT channels in Thailand are Channel 7, Channel 3, MONO, 
WORKPOINT and ONE, respectively (as of January 2020 TV ratings by Nielsen). These 
channels also offer time delayed re-broadcasting of programming which is already going 
on live or running in its parent channel.  

 
• OTT TV from pay TV providers 

Some pay TV providers also offer OTT services in order to maintain their viewership. 
Those include TrueVisions (the leader of national pay TV in Thailand) and PSI (a large 
satellite pay TV provider). 

 
• OTT TV from telco providers 

The use of telecommunications service has been shifting from voice to data 
communication during the last decade. Large telecommunications service providers in 
Thailand started to add IPTV as an additional service. These include TOT IPTV, AIS Play 
and 3BB.  

 
In Thailand, the OTT operators have been experimenting with various business models for 
revenue generation based on their strategy and expertise. Some operators are engaged in 
one or two types of business models. These include: 
 
1. Subscription-based Video on Demand (SVOD). SVOD is similar to traditional TV packages, 
allowing users to consume as much content as they desire at a flat rate per month. With 
SVOD, there is far greater freedom to opt out as users are not tied into a long-term contract. 
The majority of SVOD operators allow members to choose between monthly or yearly 
payments. Some even offer a quarterly payment schedule. This business model gives users 
more flexibility to opt out or remain. Operators offering SVOD include Netflix, MonoMax and 
Amazon Prime Video. 
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2. Transactional Video on Demand (TVOD). With TVOD, consumers can purchase content on 
a pay per view basis. Customers can either Download to Own (DTO), where they have 
permanent access to a piece of content once purchased, on Download to Rent (DTR) by which 
they can access the content for a limited time upon renting.  TVOD services typically retain 
customers by offering attractive price schemes, so they will continue returning in the future. 
Players offering TVOD services in Thailand are Apple iTunes and iflix. 
 
3. Advertising-Based Video on Demand (AVOD). AVOD is offered free to consumers. 
However, much like television, consumers will have to sit through advertisements, for instance 
on YouTube. However, premium content owners rarely use AVOD as it generates lower 
amounts of revenue than SVOD and TVOD. Leading AVOD providers in Thailand are 
Facebook, YouTube, LINE TV and DTT broadcasters (e.g., Workpoint TV, Channel 3HD’s 
Ch3+ and Channel 7HD’s Bugaboo.TV). 
 
4. Freemium or hybrid AVOD/SVOD model. Freemium has become more popular as it allows 
users to view a selection of content on the platform for free (but usually bundled with 
advertisements), then charges for ‘upgrades’ to the basic or ‘premium’ package with no 
commercial interruptions. In Thailand, services like DOONEE, iflix, WeTV, Viu, iQIYI, and Hulu 
are taking advantage of the hybrid approach.  
 
Time Consulting defines three stages of OTT development: initial, expansion and maturity. In 
2017, OTT in Thailand was still in the initial stage of implementation (after start-ups introduced 
the service in 2014), according to the joint study by the NBTC and Time Consulting conducted 
that year. Three years forward to 2020, the country’s OTT landscape has expanded 
remarkably with more global and regional players offering a wide variety of popular video 
content and original series curated especially for the discerning taste of the local audience. 
The number of subscribers has expanded ten-fold, with SVOD receipts showing double-digit 
growth each year, according to PwC Global Entertainment & Media Outlook: 2019-2023. 
Today, the market could be seeing the beginning of the expansion stage as long as broadband 
internet networks become more widely and readily accessible to the remaining half of Thai 
households lacking broadband connectivity. 
 
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 (comprising AVOD and 
SVOD services) posted a 37.6% CAGR. In 2016, the market was valued at 10 billion baht 
(US$322.6 million), with AVOD accounting for 95% of the total6. The main driver for this growth 
was the transition from analogue to digital, which resulted in an 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. 
 
At that time an emerging business model, SVOD had a much smaller market share valued at 
500 million baht (US$16.1 million) in 2016. According to PwC’s “Outlook”, the OTT video 
market is forecast to be the fastest growing entertainment and media segment in Thailand in 
the next five years. PwC estimated that consumer spending on SVOD services reached 2.8 

 
6 Source: OTT IN THAILAND: AN ANALYSIS OF THE OPPORTUNITIES AND CONSTRAINTS” by Siriwan Anantho, Ph.D. 
Center for Communication Policy Study, School of Communication Arts, Sukhothai Thammathirat Open University 
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billion baht (US$90.3 million) in 2018, a remarkable 136.6% CAGR compared to a couple of 
years ago, and is forecast to more than double to 6.1 billion baht (US$196.8 million) by 2023. 
The SVOD market is forecast to grow at a CAGR of 16.64%, owing to a number of factors: 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 decreasing cost of subscriptions. 
Under these assumptions, SVOD receipts in 2019 would have reached 3.2 billion baht 
(US$103.2 million). 
 
PwC also predicted that the traditional TV and home video segment would rise at a CAGR of 
just 4.76%.  
 
The NBTC estimates that the number of OTT subscribers reached 1.3 million in 2019 and will 
exceed two million by 2023.  
 

Service Fees Per Month by Selected OTT Operators, 2020 
 

OTT Operator 
Service Fee per month  

Thai Baht (US$) 
Minimum Maximum 

AIS Play 119 (3.8) 299 (9.6) 
DOONEE 125 (4.0) 150 (4.8) 
TrueID 199 (6.4) 299 (9.6) 
MonoMax 200 (6.5) 250 (8.1)  
Netflix 279 (9.0) 419 (13.5) 
iflix 83 (2.7) 100 (3.2) 
Viu 100 (3.2) 119 (3.8) 
WeTV 129 (4.2)  149 (4.8) 
iQIYI 100 (3.2) 119 (3.8) 

           Source: OTT service operators 
 
Thailand does not have the most sophisticated telecommunications infrastructure in the world, 
nor does it have the fastest internet speeds, but it has embraced the digital age more fully 
than many other countries. The internet penetration rate is estimated at 75% of the Thai 
population (or approx. 50 million) according to the NBTC as of 2019. We are Social/Hootsuite 
estimate the number at 52 million internet users (January 2020).  
 
With a whopping average of 9 hours and 01 minutes spent online per person per day, including 
4 hours and 57 minutes spent using the mobile internet in 20197, Thais are arguably among 
the most relentlessly connected people in the world. 
 
While streamed content has become a regular feature amongst the local internet audience, it 
is still highly remarkable that 99% of internet users watch online video; while 54% watch TV 
content via a streaming subscription-based service (e.g., Netflix) each month as of the third 
quarter of 2019 – according to the Digital Report 2020.  

 
7 Source: We are Social/Hootsuite Digital Report 2020 
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In a multi-country study conducted by Media Partners Asia during the three-month period of 
20 January to 11 April 2020, it was found that total online video streaming minutes on mobile 
per week rose by 60% aggregate across four countries in Southeast Asia: Indonesia, 
Philippines, Singapore and Thailand. The impact of lockdown measures enforced in each 
country to contain the spread of the novel coronavirus has been very positive for the video 
streaming industry, online shopping as well as food delivery services – as people mostly 
stayed at home. Viu in Thailand was reported to have enjoyed remarkably high increases in 
number of viewers and minutes on their platform. Other service providers in Thailand that saw 
huge increases in viewer traffic during the survey period are AVOD LINE TV and mobile OTT 
platforms AIS PLAY and TrueID. 
 
In another consumer survey conducted by the Siam Commercial Bank during the height of the 
pandemic (specific time period unspecified), it was observed that 42% of people who 
participated logged on to a video streaming service during the survey period.  
 
Competitive environment  

Thailand has more than 10 active players competing for market share in the hotly contested 
OTT/OCC market. Market leader Netflix and local operator MonoMax are operating under the 
SVOD business model. However, the majority of OTT operators are using freemium to attract 
more users into their platform. These include, among others, iflix, DOONEE, WeTV, Viu and 
iQIYI. 
 
iQIYI, an online entertainment service in China, is the latest foreign service provider to officially 
announce its market entry in the country. In January 2020, the company appointed a general 
manager for Thailand to lead the brand’s offensive strategy in the vibrant OTT market. The 
iQIYI app is available to Thai consumers on both Google and Apple Play Stores. It offers a 
freemium service. 
 
Singapore’s HOOQ was also in the thick of the fight for a number of years until it closed down 
its entire operation in the region at the 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). HOOQ initially offered SVOD services, but switched to using 
freemium in 2018 to retain customers. HOOQ’s home in Thailand for five years was mobile 
operator AIS’s IPTV platform AIS Playbox. 
 
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 Prime 
Time 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. Launched in 2017, TrueID TV offers a wide selection of content such as 
movies, TV shows and football matches available to watch on the go. TrueID TV’s business 
model is a combination of free viewing (upon purchase of TrueID TV box) and subscription or 
rental of premium packages.  



 
 

28 
 

Advanced Info Service (AIS) became the first mobile operator to commercially launch pay 
VOD in March 2017. The SVOD service AIS Play is delivered via OTT on both mobile and 
fixed-line broadband networks. AIS’ goal is to become a digital entertainment service provider 
on both mobile and TV platforms. In the beginning, AIS signed agreements with HBO, Fox 
and the NBA, giving the company the broadcasting rights to movies, sports and programs 
from the three copyright owners. AIS PLAY lost HBO in March 2020 to competing broadband 
internet provider 3BB, after a three-year partnership. 
 
Digital terrestrial broadcaster Channel 7HD has developed an SVOD service: Bugaboo Inter, 
after initially only offering a free OTT service at Bugaboo.TV. 
 
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, thus, they 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 ad-free streaming of all videos and music hosted by 
YouTube. 
 
LINE TV provides ad-supported VOD 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. Moreover, LINE TV provides 
original content or content that is only available on LINE TV which is produced exclusively for 
distribution on the platform.  
 
In 2019, Statista estimated that Netflix Thailand had 358,550 subscribers, while a local 
industry insider estimates that Netflix was accessed by about 12 million UIP addresses per 
month. Netflix, which allows an account holder (subscriber) to share with up to four persons, 
is currently the leading service provider. Market observers believe Netflix has about a 45-50% 
share of the Thai VOD market, in terms of various parameters such as revenue income from 
subscriptions, number of subscribers and number of monthly UIP. In 2020, Statista predicts 
that Netflix will have a base of 546,340 subscribers, an impressive 52% YOY growth. 
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Major OCC Providers in Thailand 
 

        GLOBAL             REGIONAL         LOCAL 
 

 
Strategies adopted by players 

More and more consumers in Thailand are moving to streaming platforms for their media 
needs. This has been made possible by the expansion of 4G/5G mobile networks across the 
country coupled with a renewed focus by telco operators on high capacity/high speed fibre 
broadband networks which has allowed streaming video to become easily accessible and 
commonplace.  
 
In view of this, both local and foreign players are investing heavily in the procurement and 
production of localized and unique fresh content, in order to capitalize on domestic trends.  
 
Streaming operators are adopting an original content strategy by collaborating with local 
content creators to make original programs and shows that can be streamed on their platform 
exclusively. 
 
Thai consumer preferences around OTT services 

A joint study conducted by Brightcove and YouGov in 2019, covering a sample of 1,000 
consumers in Thailand (and 8,000 other respondents in eight Asian countries) was designed 
to understand consumer preferences and behavioral patterns towards the usage of online 
video services. 
 
The research found that Thai consumers feel more inundated by the vast selection of OTT 
services in the country than other markets in Asia, with less than 200 respondents stating that 
there is not enough content online. This finding indicates that an OTT service provider in 
Thailand should strive towards targeting the most valuable customer segments – offering high 
quality content, at a reasonably low price and satisfying user experience – in order to be 
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successful and profitable. It was found that nearly 40% of Thai consumers who participated in 
the survey were willing to pay US$5-20 per month for subscription-based OTT services - a 
considerably significant chunk of the sample respondents. 
 
Some of the major findings of the 2019 study are:  
 

Topic Percent of Thai Respondents 
(n = 1000) 

Willing to consider a lower monthly subscription package 
that shows commercial ads 40% 

Will definitely sign up to a lower subscription package 
that shows commercial adds 38% 

Preferred to pay nothing and watch ads in exchange for 
free content 

More than a quarter of Thai 
respondents 

Would pay a lower fee and see limited ads 25% 
Willing to pay a higher fee to not see commercial ads Less than 20% 
Non-current SVOD subscribers, but plan to sign up again 
in the future Nearly 60% 

Amount willing to pay for OTT services per month 
- <US$1 (33%) 
- US$1-4 (25%) 
- US$5-20 (38%) 

Top 3 OTT service features most wanted by Thai 
respondents 

- Access on mobile (42%) 
- Offline downloads (38%) 
- Access on Apple TV/Android    

TV/Smart TV (37%) 

Source: Brightcove/YouGov 
 
 

3.2 Profiles of Local Players 

 

 
Bugaboo 
https://inter.bugaboo.tv 
 
Background 
In mid-2018, BBTV New Media introduced Bugaboo Inter to cater for Thai people anywhere 
in Thailand and around the world. Bugaboo Inter is a subscription-based online video 
streaming platform that presents the content of Channel 7HD such as TV dramas, news, 
variety shows and many others.  
 
Content and pricing 
Bugaboo Inter allows members to watch more than 5,000 hours of drama of past and current 
shows. An added feature lets members watch the latest dramas before anyone else – which 
can be viewed anywhere in the world seamlessly. The difference with Bugaboo.TV is that 
Bugaboo Inter is open to everyone all over the world, and programs run uninterrupted by 
advertisements.  
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Bugaboo Inter provides a free trial of 14 days. Subscription rates are as follows:  
 

 
 
 
 
 

The mobile app can be downloaded via Google Play for Android phones or tablets, App Store 
for iPhone & iPad, Apple TV, Android TV and Roku. 
 

 

DOONEE  
www.DOONEE.com 
 
Background 
DOONEE, an SVOD service in Thailand was launched in 2014 by leading local and 
international content provider Mediaplex International. It provides premium content from 
around the world including movies, series, documentaries, animation, and variety shows. 
Premium content on the go can be accessed anywhere anytime. 
 
The movies and shows on this streaming service started with a heavily localized flavor. Today 
the service offers a wide variety of premium content in HD quality with Thai soundtrack or Thai 
subtitles.  
 
In September 2018, DOONEE joined the ASEAN SVOD Industry Content Code (“Code”), 
joining other industry players in the region. A self-regulation framework, the Code sets out 
principles to ensure that content offered on participating platforms is authentic, free from hate 
speech, hate crimes, pornography, and other forms of inappropriate content. Content 
providers also pledge to provide consumer control features to let users make appropriate 
viewing choices for themselves and their families. The Code not only serves to provide VOD 
platforms a standard to hold themselves to, it also helps distinguish legitimate services from 
dodgy or pirate sites. 
 
Subscribers 
The subscription base has increased throughout the years at an average annual rate of 15-
20%. At the end of 2019, DOONEE had 50,000 active subscribers. 
 
DOONEE is the major local SVOD player netting 500,000 UIP address ‘users’ per month.   
 
It covers the whole kingdom with 40% of subscribers located in Greater Bangkok, and 60% in 
major cities such as Chiang Mai, Phuket and Nakhon Ratchasima. Residents in smaller cities 
still have limited access to broadband internet, thus only a few can subscribe to HD services 
provided by DOONEE. (The majority of households in small cities also enjoy watching free 
content from ‘illegal’ websites, according to DOONEE’s CEO). 

Package Service Fees 
1-month package 199 Baht (US$6.4) 
3-month package 379 Baht (US$12.2) 
6-month package 479 Baht (US$15.5) 



 
 

32 
 

Market share 
DOONEE has a small market share of 3-5% per year. Reported revenue by its parent 
company, STG Mediaplex, was approximately US$830,000 in 2018 down 22% YOY, based 
on the latest income statement submitted to the government portal. 
 
Features 
All series are imported from major Hollywood and Asian film studios and are available to watch 
anytime, but can only be watched within Thailand. Streaming speeds appear to be the slowest 
among existing SVOD services. 
 
Business model 
Revenue is generated mainly from subscriptions accounting for 80-90% of total income. The 
rest comes from advertising fees. DOONEE offers free selected content bundled with 
advertisements.  
 
Content and pricing 
DOONEE offers a wide array of movies, series, documentaries, animation, and variety shows. 
They introduce new content every month such as variety shows and documentary films. 
 
DOONEE provides the following packages for their users:  
 
Package Service Fees Details 
Unlimited package  9 Baht (US$0.29)/day Unlimited movie viewing 
Unlimited package  150 Baht (US$4.8)/month Unlimited series viewing 
Unlimited package  1,500 Baht (US$48.4)/year Unlimited movie and series viewing 
Free package Free with advertising Selected movies and series 

 
Platforms: All types of internet-compatible devices such as Smart TV, desktop PCs/Mac, 
smartphones, tablets, iPod, iPad 
 
 

 
MonoMax 
www.monomax.me 
 
Background 
MonoMax is one of the early entrants in Thailand’s online movie streaming service industry. It 
was previously known as “Doonung” before rebranding to a more recognizable name which is 
closely associated with the platform’s owner and operator Mono Film Co., Ltd. – a wholly 
owned subsidiary of media and content business conglomerate Mono Group.   
 
The SVOD service offers a copyright online movie service with more than 20,000 hours of 
blockbuster movies, award winning movies, movies or content for specific viewer groups (for 
example sports, animations and feature programs from Hollywood and Asia). Content is 
available in both Thai and original soundtrack.  
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Subscribers 
In 2019, MonoMax had about 50,000 subscribers in Thailand. By the end of 2020, the 
company says membership is expected to reach over 200,000. 
 
MonoMax is also available in Myanmar. The number of subscribers in Myanmar is unknown. 
 
Business model 
MonoMax is a fully subscription-based service. 
 
MonoMax cooperates with a leading business partner, Triple T Broadband PCL “3BB” which 
is one of the major broadband network providers in Thailand, by tying in additional content 
services from MonoMax with a Hi-speed Internet Package to enhance the entertainment 
experience for 3BB customers. 
 
Income comes from the monthly subscription service which starts at 250 Baht (US$8.1) per 
month. Discounts are available for the long term subscription service or the business partners 
participating in the campaign. 
 
Mono Film’s reported annual revenue has risen over the years from 194 million baht (US$6.3 
million) in 2016 (the year when MonoMax was rebranded from Doonung) to 478 million baht 
(US$15.4 million) in 2019, an impressive 35% CAGR from 2016-2019. Around 20% of Mono 
Film’s annual revenue comes from subscription fees for MonoMax (approximately 100 million 
baht or US$3.2 million in 2019), which accounts for about 3% of the three billion SVOD market 
in Thailand. 
 
At the end of 2019, Mono Group announced a collaboration with GMM Grammy and GMM 
Studios in content production, marketing strategy, and content access extension through a 
variety of series starring famous Thai actors to satisfy MonoMax and MONO29 audiences.  
(MONO29 is Mono Group’s DTT channel). 
 
In addition, Mono also announced a business alliance with SBS Content Hub from South 
Korea to remake top hit Korean dramas in Thai and offer the content on both on MONO29 
and MonoMax platforms in two languages including Thai soundtrack.  
 
For 2020, Mono Film plans on a more aggressive marketing cooperation with leading telcos 
which is expected to dramatically increase the streaming video platform’s revenue. 
 
Content and pricing 
MonoMax offers a huge library of movies of several genres (action, fantasy, adventure, horror 
and romantic) from major Thai and international studios. Its parent company, Mono Film, has 
been in the movie acquisition and distribution business for more than 15 years. Other content 
includes TV and variety shows, music videos, cartoons and documentary films.  
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MonoMax provides the following packages for their users: 
 
Packages Service Fee Details 

Monthly package 

129 Baht (US$4.2)/month for 
first 2 months (this promotion is 
valid until 15 June 2020)  
 
250 Baht (US$8.1)/month from  
the third month 

Unlimited movies, series, music, 
cartoon, documentaries, 
karaoke videos 
 
Can use 5 devices at the same 
time 

 Yearly package 

2,000 Baht (US$64.5)/ year for 
the first year (get 30 days free 
upon signing up)             
 
2,500 Baht (US$80.6)/year for 
the second year  

Unlimited movies, series, music, 
cartoon, documentaries, 
karaoke videos 
 
Can use 5 devices at the same 
time 

 
Platforms 
Audiences can watch the content from any place at any time on various platforms including 
PC, smart TV, Android box, smartphone, and other internet-connected devices.  
 
 

 

AIS PLAY 
https://aisplay.ais.co.th/portal/ 
 
Background 
Advanced Info Service (AIS) became the first mobile operator to commercially launch pay 
VOD in March 2017. The VOD service is delivered via OTT on both mobile and fixed-line 
broadband networks.  
 
The move aimed at increasing the average revenue per fixed broadband user from 550 baht 
to 600 baht (US$18 to 19) per month in 2017, and boosting data usage through AIS’ mobile 
services. AIS’ goal was to become a digital entertainment service provider on both mobile and 
TV platforms.  
 
Just before launching AIS PLAY, AIS signed agreements with HBO, Fox and the NBA, giving 
the company the broadcasting rights to movies, sports and programs from the three providers.  
 
Features 
The AIS PLAY app can be downloaded to a mobile phone, or accessed on laptops and other 
mobile devices through https://aisplay.ais.co.th/portal/ 
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Another option is to purchase an AIS Playbox (also an IPTV box) that captures usage signals 
through the home internet service. TV programs can be streamed in HD 4K quality resolution 
through the box. AIS Fibre subscribers get the AIS Playbox for free. 
 
Business model 
AIS PLAY offers free viewing of a variety of entertainment programs including movies, drama 
series, sports, cartoons, sitcoms, and more.  
 
AIS PLAY also offers SVOD services.  
 
Content and pricing 
AIS PLAY has obtained copyrighted content from leading global players such as beIn Sports, 
Eurosport, WakuWaku Japan, TLC, Discovery Channel, Discovery Asia, Animal Planet, HITS 
Movies, HITS, and many other channels including Warner TV, Fox Crime, Star Chinese 
Channel, TVN, Blue Ant Entertainment, Blue Ant Extreme, Fox Sports, CNN, HLN, Food 
Network, Asian Food Network, Cartoon Network, Baby TV, National Geographic and Nat Geo 
Wild.  
 
For three years, AIS PLAY was the home of HBO blockbuster channels in Thailand from 2017, 
until the collaboration ended on 13 March 2020.  (HBO Go moved to a new home in Thailand 
later in March 2020 with operator 3BB, as both a standalone service and as part of their 
broadband package).  
 
AIS Play also offered the HOOQ app until the Singapore-based OTT operator folded in April 
2020.  
 
With HBO and HOOQ gone, AIS PLAY has revamped its pricing strategy as follows:  
 
Package Service Fee Details 
Family Package Free  

 
 
 
119 Baht (US$3.8) /month 

As of 7 July 2020 – still under 
promotion period, but can be cancelled 
anytime 
 
Standard rate (under normal 
conditions) 

Premium Package 199 Baht (US$6.4)/month 
(for AIS customers) 
 
249 Baht (US$8)/month 
(for non-AIS customers) 

- One-month free 
- 2 devices at the same time 
- 27 premium channels bundled with 

Viu application 

Premium Plus 
Package 

299 Baht (US$9.6)/month 
(for AIS Fibre customers 
only) 

- 4 devices at the same time 
- 32 premium channels bundled with 

Viu Premium (Korean movies and 
series) for a maximum of 12 billing 
cycles 
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Platforms 
AIS PLAY can be viewed on all smart & mobile devices (smart phones, smart TV, laptops, 
tablets, computers), either by downloading the app or through AIS Playbox when watching 
TV. 
 

   
TrueID TV/TrueID 
https://trueidtv.trueid.net/ 
 
Background 
Officially launched as an OTT platform in December 2017, TrueID TV replaced TrueVisions 
Anywhere, which was a TV viewing app for customers to watch their favorite channels 
anytime, anywhere through their internet-connected mobile devices.  The app was developed 
in response to the change in viewing behavior from single screen to multi-screen. 

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. 

TrueVisions' strategy is to create new revenue streams to cope with the decline in profitability 
of traditional satellite pay TV.  After a gradual decline in revenue growth and subscriptions 
over the past few years, TrueVisions pinned hopes on the launch of TrueID TV service which 
reaches a large number of consumers, offering convenience in access to TV programs. 
 
In April 2019, TrueID TV rolled out Thailand’s first Android TV box with Google-certified 
standards. This latest equipment turns an ordinary TV into a smart TV by connecting to the 
high-speed internet.  Since its commercial launch, more than half a million TV boxes were 
sold in 2019.  
 
Subscribers 
TrueID TV expected approximately 350,000 users in its first year. By the end of 2019, more 
than half a million TV boxes were sold after its commercial launch during the second quarter 
of the year.  
 
Features 
The TrueID TV box provides content over the internet, which is diverse and different from 
TrueVisions. The box allows the user to search for information in both Thai and English. The 
TrueID app functions like a TrueID TV box, but instead of bringing content into your living 
room, it comes to your smart phone or tablet computer (either Android or iOS), as long as you 
have 4G/5G or a Wi-Fi connection. 
 
Business Model 
TrueID TV offers hybrid packages for customers who are already subscribers of TrueVisions 
to access the online TV service.  Customers benefit from a variety of content such as free 
programs, VOD and pay-per-view movies. 
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Customers can view programs on their mobile devices or cast from mobile devices to a TV 
screen at home. 
 
Users who are not current TrueVisions subscribers and do not wish to purchase a TV box can 
download the TrueID app and stream movies and TV shows to their mobile phones or tablets.   
 
Content and pricing 
TrueID TV service gives access to entertainment such as live TV over OTT, on demand and 
catch-up services, recording and time shifting features, premium movies, music videos and 
games.   
 
There are more than 3,000 movies, TV shows and football matches available to watch on the 
go. 
 
The TrueID TV box retails at 2,490 Baht (US$80.3). True customers can use 500 True points 
to get 500 Baht (US$16.1) discount and pay 1,990 Baht (US$64.2) for the box. If a customer 
subscribes to the convergence services of TrueOnline (internet), TrueMove H (cellular) and 
TrueID TV (OTT) starting from 899 Baht (US$29) a month, they can get the box for free. 
 
A total of 124 free channels (as of June 2020) are offered to viewers: 17 Thai DTT channels, 
21 sportschannels, 13 FTA channels, 14 news channels, 34 movies & series channels, 12 
kids channels and 13 documentary channels. Premium channels are available after 
purchasing extra TV packages or from the current TrueVisions package. 
 
For TrueID app users (without a box), in addition to a wide selection of free movies of every 
genre, there are several subscription/rental packages offered:  
 
Package Fee 
True Premier Football (8 channels), weekly 149 Baht (US$4.8) (for 7 days) 
True Premier Football (8 channels), monthly 299 Baht (US$9.6) (for 30 days) 
Happy Family Package (42 channels) 199 Baht (US$6.4) per month 

 
Platforms 
Users can watch TrueID TV/TrueID on TV, smart phone, smart devices and computers. 
 
 
3.3 Profiles of Global and Regional Players 
 

 
Netflix  
www.netflix.com/th/ 
 
Background 
Launched in Thailand in January 2016, US-based Netflix has become the dominant streaming 
service player in the country. It offers online streaming of a wide variety of films and television 
programs, including those produced in-house. 



 
 

38 
 

Subscribers 
At the end of 2019, Netflix had nearly 360,000 subscribers in Thailand (according to Statista). 
An industry insider estimates the number to be between 250,000 – 300,000.  
 
According to the local industry source, Netflix leads the SVOD market with approximately 12 
million UIPs per month and has a 45-50% share of the Thai market. A single account can be 
shared with up to four persons, who can watch Netflix offerings simultaneously. 
 
In 2020, Statista projects Netflix will have more than 546,000 subscribers – an impressive 
52% growth YOY. 
 
Features 
Netflix provides a Thai-language service with a Thai-language interface and front cover. The 
content is with Thai subtitles or Thai dubbing. It has an extensive library of feature films, 
documentaries, TV shows, anime, award-winning Netflix originals, and more. 
 
Netflix allows members to download their favorite TV shows and movies to their iOS or Android 
mobile device, or Windows 10 app. With downloads, one can watch while on the go and 
without an internet connection.  
 
Business model 
Revenue streams take the form of monthly subscription plans: basic, standard and premium. 
More recently, Netflix also introduced a new package targeted for smart phone and tablet 
users only.  
 
Content and pricing 
Netflix focuses on its own Original Content (produced in-house to be shown only on Netflix). 
At present, Netflix partners with telco operators AIS (with AIS Play app) for watching Netflix 
on the go and True Group (with TrueID TV) for watching Netflix on the big television screen at 
the comfort of users’ homes. 
   
Netflix is offering a free, no-obligation trial of its service for a month. After that, subscribers 
can opt for and switch between any of four payment plans. 
 
Package Service Fee  Details 
Basic package 279 Baht (US$9) 

/month 
Standard-definition programming content that 
can be viewed on only one device at a time 

Standard package 349 Baht 
(US$11.3)/month 

High-definition (HD) programming content that 
can be viewed on two screens at a time 

Premium package 419 Baht 
(US$13.5)/month 

Ultra-HD programming content which requires 
a 4K television or computer monitor to enjoy 
and that offers four screens 

New package 99 Baht 
(US$3.2)/month 

Only for smartphone and tablet; one device at 
a time only 
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Platforms 
Users can watch Netflix on smartphones, PCs, laptops, tablets, digital media players, game 
consoles (PlayStation 4, Nintendo 3DS), and smart TVs (available in Sony, Samsung and LG) 
 
 

 
iflix  
www.iflix.com 
 
Background 
iflix entered the Thai market in 2015, when the company opted to form a local team to manage 
the operations. iflix has hundreds of content partners in the 13 emerging countries which it 
operates. In Thailand, there are 30 local partners.  
 
iflix was created specifically to target the rapidly growing, emerging middle-class population 
and their increasing demand for quality content. 
 
iflix offers a huge selection of all-time favorite shows and thousands of hours of TV and movies 
from all over the globe. Shows originate from Hollywood, Hong Kong, Korea, China, Thailand, 
Japan and other Asian countries.  
 
Subscribers 
At the end of 2018, iflix had about 900,000 to one million subscribers (users) in Thailand. 
 
Business model 
Initially, iflix offered a subscription-only model which proved not to be very successful in 
emerging markets as originally thought. Hence in 2018, iflix shifted its model into two tiers as 
part of its revamp – namely, iflixFREE and iflixVIP.   
 
• The free tier is an ad-supported free service which features a curated ‘Movie of the Day,’ 

premium short-form content, promotional episodes and pilots from premium TV series and 
movies, premium international and local TV series for free viewing and original 
programming. 

 
• The VIP tier is a subscription-only service which includes premium access to hundreds of 

movies and TV shows from local and international countries.  
 
The change in business model, however, did not improve the company’s financial position in 
Thailand. By the end of 2018, it generated an income of 64 million baht (US$2.1 million) for 
the year – a drop of 6% YOY and a decrease of 46% compared with the 2016 income level of 
119 million baht (US$3.8 million).  
 
Content and pricing 
There are around 10,000 free pieces of content to watch, consisting of a wide variety of shows, 
movies and series.  
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VIP members have access to a vast library of highly acclaimed top Western television series, 
popular regional shows, premium local series, movies and live events. Movies and TV series 
are available in a wide-ranging choice of genres: action, drama, crime, horror, thriller, fantasy, 
comedy and romance. Other categories offered are anime, documentary, entertainment and 
news; while there is a special line-up of anime, cartoons and movies for kids. 
 
Thai movies are available with Bahasa, Tagalog, Korean and Mandarin dubbing and subtitles. 
International movies have Thai & English subtitles. 
 
In January 2020, a partnership between iflix and TikTok (the short-video platform operated by 
Chinese tech ‘giant’ Bytedance) was formed to bring short videos to audiences in 13 Asian 
countries on an OTT platform. Through this collaboration, TikTok’s short videos, which cover 
various categories such as travel, comedy, pets, sports, and lifestyle, are now available to iflix 
Asian viewers via a dedicated ‘iflix and TikTok Present’ channel under the iflix Snacks library.  
 
iflix provides the following packages for their users. 
 

Package Service Fee Details 

1) iflix VIP  

 - First month free when  
 signing up 
 
- 100 Baht (US$3.2)/month 
for second   month onwards 

Unlimited movies, series, cartoons  

2) iflix VIP  

- First month free when 
signing up 
 
- 1,000 Baht (US$32.3)/year 
for the next 12 months 

Unlimited movies, series, cartoons 

iflix Free with 
advertising   

 

Movie of the day (movie and series), 
iflix Snacks (short content), football 
highlights from the top leagues 
(such as English Premier League), 
Live Hub (news such as from CNN, 
Thairath TV). Users can also 
download content to watch offline. 

 
Platforms 
iflix can be watched via smartphones, laptops, tablets and smart TVs. 
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Viu 
https://www.Viu.com/ott/th/ 
 
Background  
Officially launched in Thailand in May 2017, Viu is a leading internet video streaming service 
which is operated by Hong Kong’s PCCW Media Group in 16 countries including Thailand. 
Viu caters to its Asian audiences especially to followers of Japanese and Korean series 
(collaborating with three major Korean TV channels - SBS, KBS and MBC) to bring a 
comprehensive bouquet of Asian TV series and music programs. Upbeat on the country’s OTT 
market potential being one of the most highly internet penetrated markets with millennials who 
are very receptive to online video viewing and digital advertisement, the Group set up a local 
office “PCCW OTT Thailand Co., Ltd.” to manage its local operations. 
 
Features 
Viu provides premium Asian content with Thai dubbing and subtitles, comprising the latest 
dramas and variety shows from Korea and Japan – delivered quickly after local telecast and 
easily accessed via the Viu mobile app and www.Viu.com website. Aside from Korean and 
Japanese series, Viu produces in-house content (Viu Original series) for local viewers. 
 
In a partnership with Thai entertainment behemoth GMM Grammy since 2018, Viu has offered 
GMM25 Channel’s content on its platform in Thailand. This year, Viu expanded its 
collaboration with GMM to also include One31 Channel programs in its offering to Viu premium 
subscribers in the region including Malaysia, Indonesia, Myanmar and Singapore with local 
language subtitles. The partnership brings over 300 hours of ‘almost’ real-time simulcast 
content from One31 Channel to these markets (showing content within two hours of the initial 
broadcast in Thailand).  
 
Moreover, some 290 hours of GMM25 Channel content are now also available to all Viu 
premium subscribers in Malaysia and Indonesia with English and Bahasa Indonesia subtitles, 
respectively. As an additional perk to premium users, they can also download both channels’ 
content to watch at their own convenient time.  
 
Business model 
Viu's service is offered as both a premium subscription and ad-supported freemium 
model. Viu premium subscribers are able to enjoy full 1080p HD quality videos and unlimited 
download without any commercial interruptions.   
 
In 2018, reported revenue of PCCW OTT (Thailand), Viu’s operator in Thailand, was 182 
million baht (US$ 5.9 million) for an impressive 264% increase over its first year of operation. 
The greater volume of this income came from subscriptions.  
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Content and pricing 
Viu provides the following packages for their users: 

Packages Service Fees Details 

1) Viu Premium  119 Baht (US$3.8) 
per month 

Unlimited movies, series available in full High 
Definition (HD) quality 

2) Viu Premium  315 Baht (US$10.2) 
for 3 months Unlimited movies, series available in full HD 

3) Viu Premium 1,199 Baht 
(US$38.7) per year Unlimited movies, series available in full HD 

4) Viu Premium 15 Baht (US$0.48) / 
3 days 

Unlimited movies, series (can buy from 
Shopee and Lazada) available in full HD 

5) Viu Premium 35 Baht (US$1.1) / 7 
days 

Unlimited movies, series (can buy from 
Shopee and Lazada) available in full HD 

Free Viu (with 
advertising)  

In general, the first 10 episodes of Korean and 
Japanese drama series can be watched at the 
same time as Viu Premium. For 11th episode 
onwards, Free Viu can watch 30 days after 
Viu Premium.   
available in standard definition (SD) quality 

 
New members get 7 days of free viewing when signing up.  
 
Premium members can also download videos to watch offline on their mobile devices while 
on the go.  
 
Technology 
Its patented Dynamic Adaptive Transcoding technology allows Viu to deliver the best viewing 
experience to viewers, regardless of which device or network they are watching. 
 
Platforms 
Users can watch content through the Viu application (available for free download on the App 
Store and Google Play) using internet-connected devices such as smartphones and tablets, 
smart TV (LG, Samsung, Sony), Apple TV (via Airplay), Chromecast as well as through the 
website www.Viu.com. 
 

 

WeTV 
https://www.tencent.co.th/ 
 
Background 
In June 2019, Tencent officially launched a streaming service in Thailand, WeTV, initially 
offering Chinese films, TV and anime content with Thai subtitles and dubbing. Thailand is a 
strategic market for Tencent in Southeast Asia, having been present in the country since 1998 
through Sanook.com, a leading Thai-language web portal and news website.  
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Other than WeTV, Tencent also offers consumer products such as JOOX (music streaming) 
launched in 2016, the games platform PUBG in 2018, and WeChat (social networking app). 
Moreover, Tencent sells cloud products to enterprise clients in Thailand. Tencent Thailand 
matches its parent in China in providing three main digital platforms – for music, games and 
video streaming.  
 
Subscribers 
Since a soft launch in early 2019, WeTV had acquired 100,000 users by the middle of the 
year, 75% of whom are female, with an average watch time of 84 minutes every day8. The 
largest demographic is age 18-34. (The latest number of subscribers for 2020 is unavailable). 
 
Business model 
By the end of 2019, WeTV targeted to clinch the No. 3 slot in video streaming service in the 
country. Industry experts believe that WeTV not only reached this goal in a very short period 
but also surpassed it to become the second largest player by the first quarter of 2020 
(according to a local business insider). 
 
To achieve its goal, WeTV aggressively launched promotional campaigns through social 
media such as Facebook and Twitter, search engine optimization, and YouTube.  Tencent 
also leveraged on the popularity of existing online platforms JOOX and Sanook to promote 
WeTV in Thailand.  
 
The business model and revenue streams of WeTV are similar to JOOX, offering a freemium 
model and VIP subscription services.  
 
Feature 
WeTV uses simulcast strategy to bring key content such as variety programs and reality TV 
shows, from China to Thai users instantly.  
 
 
Content  
Tencent Video in China has been strong in original productions which are being made 
available for WeTV users in Thailand. While Chinese content has been the main fare for WeTV 
in the beginning, other content from Korea, Thailand and the U.S. have been added to the 
growing bouquet of offerings.  
 
WeTV has partnered with a number of leading Thai players for its local content: One31 (an 
affiliate of GMM Grammy), GDH, Insight Technology and BEC World. WeTV started showing 
exclusive re-runs of One31’s Thai series in mid-2019, and BEC World Channel 3’s shortlist of 
curated Thai drama content in January of this year. GDH, a film studio subsidiary of GMM 
Grammy, provides an adaptation of its popular movie, Bad Genius, as a series for WeTV.  
Local partners also have the opportunity to export content to Tencent Video with more than 
550 million monthly active Chinese users. 
 

 
8 Note: Thais normally spend on average about 540 minutes per day on the internet with at least 35% of these minutes spent 
watching streaming video or approx. 189 minutes. (Source: We are Social/Hootsuite Digital Report 2020) 
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WeTV offers four content categories: series, variety, anime and movies. Popular among 
current users are romantic comedies, period drams and action fantasy series. 
 
Pricing 
WeTV has the following standard pricing structure for users. 
 
Package Service Fee Details 

VIP Package 1 149 Baht (US$4.8)/month 
Have the privilege to watch before 
anyone else; some content can be 
watched along with Chinese users 

VIP Package 2 389 Baht (US$12.5)/3 
months 

Have the privilege to watch before 
anyone else; some content can be 
watched along with Chinese users 

Freemium Package Free  
Can only watch a select list of 
movies and series, and at a much 
later date than VIP members 

 
In the wake of the COVID-19 crisis, WeTV slashed membership rates to attract new members. 
 
Package Service Fee Details 

Special promotion 1 
  

99 Baht (US$3.2)/ month 
(pay 59 Baht or US$1.9 
only for the first billing 
cycle) 

Have the privilege to watch before 
anyone else; some content can be 
watched along with Chinese users. 

Special promotion 2 

199 Baht (US$6.4)/3 
months (pay 99 Baht only 
or US$3.2 for the first 
billing cycle) 

Have the privilege to watch before 
anyone else; some content can be 
watched along with Chinese users. 

 
Platforms 
WeTV is available on both iOS and Android mobile applications and https://WeTV.VIP for 
website version. 
 
 

 
iQIYI 
https://www.facebook.com/iqiyithailand/ 
 
China's leading online entertainment service provider iQIYI introduced its mobile application 
to Thai consumers in 2019.  
 
In January 2020, Kelvin Yau was appointed as Vice President of International Business 
Department and General Manager of iQIYI Thailand. Kelvin is responsible for iQIYI’s strategic 
growth, operation and overall development in the Thai market. He and his team plan to 
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introduce the iQIYI brand concept to the market and bring a wide variety of entertainment 
services to more Thai consumers through more innovative contents and experiences. 
 
Features  
• Vast streaming library - access to unlimited movies, dramas, and shows. Exclusive and 

global titles are added frequently 
• Provides content and search functions in multiple languages including Chinese, English, 

Thai, Malay, Indonesian and Vietnamese among others 
• Free download - to watch anywhere and anytime 
 
Thai bloggers have made interesting comments about the new video streaming service.  
 
“It is an application that responds to people who like ‘everything Chinese’ – Chinese movies, 
Chinese series, Chinese anime, and so on. Plus, iQIYI is an application with Thai subtitles for 
those who want to learn Chinese as well.”  
 
“There are many stories, there are many emotions, watching one episode is never enough!” 
 
Business model 
iQIYI uses a freemium model - offering both complimentary and extra-cost services. 
 
Pricing 
Monthly members can watch for free for one month.  
 
When the one month is up, the system will automatically renew the membership, at the 
following rates: 
 
Type of renewal Normal price Discounted price 
Monthly 159 Baht (US$5.1) 119 Baht (US$3.8) 
Quarterly 459 Baht (US$14.8) 339 Baht (US$10.9) 
Yearly 1,600 Baht (US$51.6) 1,200 Baht (US$38.7) 

 

 
HOOQ (Service terminated) 
 
Background 
Founded in 2015, video streaming company HOOQ Digital was a joint venture between 
Singapore Telecommunication Ltd. (Singtel), Sony Pictures Television and Warner Bros. 
Entertainment. In March 2020, HOOQ filed for liquidation citing "significant structural changes" 
that had occurred in the OTT video market and its competitive landscape. On 30 April 2020, 
the company officially shut down its operations. 
 
The platform operated in Singapore, the Philippines, Thailand and India, among others.  
 
The local team had recently announced a plan to ‘seriously penetrate’ the Thai market in 2020 
by partnering with a giant Thai film company, production company, screenwriter, leading 
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director and a new generation of passionate people for promoting Thai movies and increasing 
access to entertainment channels on OTT platform. This investment in content would have 
augmented HOOQ Thailand’s long-standing partnership with leading local content producers 
such as Sahamongkol Film, Five Star, M Pictures, GDH and Hollywood Thailand and as well 
as Japanese anime cartoon producers TIGA and DEX – not to mention its strong relationship 
with Warner Bros. and Sony.  
 
In order to expand its customer base, HOOQ Thailand also partnered with another mobile 
operator Dtac and Grab (the ‘ride-hailing’ company founded and based in Singapore, with a 
presence in many Asian countries). Under the scheme with Grab, HOOQ brought premium 
video entertainment content to millions of users in Southeast Asia, including Thailand.  
 
Features 
HOOQ provided a bit of everything, local and international, all available to watch both online 
and offline. Downloading movies to watch offline was available only on smartphones and 
tablets with the HOOQ app where a maximum of five videos could be downloaded at one time 
across all devices on the account.  
 
Business model 
At the outset, HOOQ adopted the traditional model of a subscription-based business. Thus, 
all income was derived from fees and none from advertising. In 2018, it started offering FTA 
TV channels and some re-run series to consumers who did not want to pay monthly fees but 
would not mind watching content with brand sponsors. This move expanded its user base.  
 
HOOQ’s shift from being exclusively subscription based (SVOD) to have free-tier advertising 
(AVOD) was a fundamental change in strategy. This forced the video streamer to integrate 
more closely with distribution partners like telcos, which was an uphill battle. 
 
 

 

LINE TV 
https://tv.line.me/ 
 
Background 
LINE TV is a website and application that provides video services on demand with no monthly 
or yearly subscription fees, developed by the LINE Corporation and first opened in Thailand 
on 31 March 2017. 
 
LINE TV is a curated TV service; it does not provide video sharing services; there are only 
programs and stations that are in partnership with LINE TV. 
 
Subscribers (Users) 
In 2019, nearly 40 million people watched LINE TV from 44 million LINE app users in Thailand.  
According to management in Thailand, income in 2020, which comes purely from advertising, 
will increase 50% over the previous year’s level.  
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Business model 
A global player, LINE TV is free TV with local content. Thailand is a big market for LINE TV 
with nearly 60% of the entire population having watched its content in 2019. LINE TV does 
not have a plan to offer subscription-based services.  The current income comes purely from 
advertising revenue. 
 
In view of its popularity to Thai viewers, LINE TV is seeing more brand owners placing their 
ads on its platform in order to reach their target audience. 
 
Content 
Original (exclusive) content, or content that is only available on LINE TV, is produced 
specifically for distribution on the platform. For the most part, content in this format will not 
appear on other broadcast channels.  
 
Currently, LINE TV has six content categories namely drama, entertainment, music, lifestyle, 
sports and animation. 
 
Partnerships 
There are 21 stations/parties that are currently in partnership with LINE TV: Channel 8, 
Boomerang 89, Cartoon Club Channel, Channel 3, GDH 559, GMM 25, GMM TV, GMM 
Grammy, GQ Thailand, Jeban.com, Kantana Group, Mass TV, MCOT HD, Nadao Bangkok, 
One31, PPTV HD 36, Thunder TV, Vogue Thailand, Workpoint Channel, Flixer and Warner 
Music Thailand. 
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4 Traditional Pay TV Market Environment  
4.1 Overview  
 
Thailand’s traditional pay television business comprises cable TV and satellite TV.  
 
4.1.1 Cable TV  
 
Over the years, and particularly more so during the past 3-5 years, the traditional pay TV 
business in Thailand has been affected negatively by a number of factors: slow-paced 
economy, relentless piracy, predominance of DTT channels, along with a swing in consumer 
behavior towards digital media and online consumption of OTT services and streaming 
content through the internet such as SVOD and live streaming. 
 
According to TrueVisions’ estimate, the penetration rate of cable TV and satellite TV in 
Thailand was approximately 58% in 2019. TrueVisions is the leading pay TV and HD TV 
provider with a total customer base of approximately 4.0 million, of which 2.3 million 
subscribed to its premium and standard packages while the rest were FreeView and FTA 
customers, at the end of 2019. 
 
In 2019, the value of the traditional pay TV business is estimated to have reached 
approximately 13 billion baht (US$419.4 million) – based on TrueVisions’ reported service 
revenue of 12 billion baht (US$387.1 million) and one billion baht (US$32.2 million) revenue 
of more than 250 cable TV operators nationwide (estimate provided in the NBTC Annual 
Report on Competitive Environment in the Television Industry, 2018-2019). For TrueVisions, 
subscription and installation revenue represented 62% of the company’s total service revenue. 
 
Cable TV licensees 
A total of 284 licenses for cable TV operators were issued by the NBTC as of June 2019, a 
20% drop from 2018’s 354 license holders. These are classified as national (6), regional (54) 
and local (224) operators. Notably, the actual number in operation is said to be less than 284 
as the reporting and de-licensing process takes time. For instance, the Department of 
Business Development which maintains a database of company registry in the country, 
reported at the end of 2019 that four cable TV companies had ceased operation or were in 
the process of litigation.  
 
While there is some overlap of network coverage, normally the operators hold discussions 
and agree on clear demarcation of territories. In this case, there is practically no ongoing 
competition at the local and regional levels, while at the national level, their only competitor is 
TrueVisions which covers the whole country of 77 provinces. Other national licensees cover 
only 4 to 11 provinces.  
 
The six national operators are TrueVisions Group, Charoen Cable TV Network, MSS Cable 
Network, S C Cable Network, Linear Cable Network and Hi Internet.  All operators are present 
in Bangkok and Pathum Thani; five are present in Nonthaburi; and four are present in Chiang 
Mai. 
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Of the 54 who hold regional permits, 46 have operations in only one province and eight operate 
in two adjacent provinces. Of these, 33 operate in Bangkok, 11 in the suburbs (Nakhon 
Pathom, Nonthaburi, Pathum Thani and Samutprakarn), and 10 operate in other provinces.  
 
Despite the ‘glut’ of operators at the local level, there are 10 provinces with no local operators, 
primarily due to low population density. Still, nine of these provinces are served by national 
and/or regional operators; only the province of Bueng Kan in the North Eastern region of the 
kingdom does not have access to cable TV. Chonburi province on the Eastern Seaboard has 
the highest number of local operators with 17, followed by Phuket with 14; while Bangkok, 
Samutprakarn and Khon Kaen each have 9.  
 
Bangkok, the capital city and most densely populated, is served by the largest number of cable 
operators with a total of 48 (6 national, 33 regional and 9 local).   
 
Competition 
Cable and satellite TV compete directly. Many consumers see the two platforms as 
‘interchangeable’ carrying the same package of channels.  
 
Competition is thus in the form of content. Cable operators try to offer premium content to 
attract viewers, which usually means live coverage of sports events, largely football, and 
popular movies that attract a large audience. These rights are usually held by the True Visions 
Group. Local operators have to team up with national operators to have the right to show the 
premium content.  
 
Until now, many local cable operators still use an analogue broadcasting platform, while 
regional and national operators have the investment capacity to go 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. 
 
Common marketing methods used by cable operators to stay competitive and earn more 
revenues are:  
 

a) Offer a discounted package, such as a package deal for one-year subscription at the 
price of 10 months. This way the operator can hold on to these subscribers for at least 
a year, which is better than losing customers on a monthly basis. Attrition rate is 
minimized. 
 

b) Offer other viewing options. Those with an internet license will organize a ‘cable only’ 
package or a bundled package (cable plus internet). They will not normally offer 
internet only because they do not like to encourage customers to drop cable. 
 

c) Offer local news which appeals to local subscribers. 
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4.1.2 Satellite TV 
 
The NBTC classifies two types of licensees in the satellite TV industry: wholesale service 
providers and retail service providers. 
 
Wholesale service 
As of 1 April 2019, there were 22 licensed satellite broadcasting companies which are 
differentiated by type of service such as MUX9, OTA10 and uplink services. Two offer all types 
of services, 12 offer MUX and OTA, two offer MUX and uplink, three offer MUX, and, three 
offer only OTA. The NBTC classifies these licensees as wholesale service providers (also 
referred to as satellite TV platform operators). 
 
 

Satellite TV Service Platform Operators by Type: 2019 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
9 Multiplexing service (MUX): A channel collection service or a service that brings together multiple TV channels 
into one carrier channel. 
10 Over-the-Air service (OTA): A ‘channel arrangement service’ that taps multiple transponders on satellite 
platforms. 

MUX+OTA 
+Uplink

9%

MUX+OTA
54%

MUX+Uplink
9%

MUX
14%

OTA
14%
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Satellite Broadcasting Licensees by Type of Service Platform 
 

No. License Holder Type of Service Platform 
MUX OTA Uplink 

1 CAT Telecom PLC ü ü ü 
2 TC Broadcasting Co., Ltd. ü ü ü 
3 Thai Satellite TV Co., Ltd. ü ü  
4 Next Step Co., Ltd. ü ü  
5 IPM Platform Co., Ltd. ü ü  
6 Thai Advance Innovation Co., Ltd.* ü ü  
7 TrueVisions Group Co., Ltd. ü ü  
8 Big Four Satellite Group Co., Ltd. ü ü  
9 PSI Broadcasting Co., Ltd. ü ü  
10 Samart Engineering Co., Ltd. ü ü  
11 RS PLC ü ü  
12 Draco 2009 Co., Ltd. ü ü  
13 Satellite Radio Television Co., Ltd. ü ü  
14 G Broadcast Co., Ltd. ü ü  
15 MCOT PLC ü  ü 
16 Public Relations Department ü  ü 
17 A Broadcasting Co., Ltd.  ü   
18 P5TV and Production Co., Ltd. ü   
19 V Shine Telecom Co., Ltd. ü   
20 Leo Technology and Marketing Co., Ltd.  ü  
21 Dynasat Communication Co., Ltd.  ü  
22 K S TV Co., Ltd.  ü  

Source: NBTC Annual Report on Competitive Environment in the Television Industry, 2018-2019 
*Formerly DTV Service Co., Ltd. 
 
During the five-year period 2013-2017, the wholesale market for platform services grew at a 
slow pace from 1,682 million baht (US$54.3 million) in 2013 to 1,897 million baht (US$61.2 
million) in 2017, at a 3.1% CAGR. In 2014, the market segment had a remarkable 80.7% 
growth YOY; however, the expansion was not sustained as company revenues decreased 
each year afterwards - by 15% in 2015, 0.4% in 2016, and 26.2% in 2017. The main reason 
for the decrease in revenues was the rapid change of technology, i.e. DTT became popular 
and new competition from OTT emerged which offered more choices for viewers. Demand for 
satellite broadcasting (MUX, OTA and Uplink) was thus reduced.  
 

Wholesale Market Value: 2013-2017 

Year Revenues 
(Million Baht) 

Revenues 
(US$ million) % change 

2013 1,682 54.3 - 
2014 3,040 98.1 80.7% 
2015 2,579 83.2 -15.2% 
2016 2,571 82.9 -0.4% 
2017 1,897 61.2 -26.2% 

CAGR (2013-2017) 3.1% 

Source: NBTC’s Annual Report on Competitive Environment in the Television Industry, 2018-2019; 
Exchange rate: US$1 = THB31  
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Retail service 
There are 15 licensees for satellite retail services, in particular the retail sales of set-top boxes, 
satellite dishes and accessories. They also hold licenses for OTA platform services (wholesale 
market).  
 
The retail service providers organize the channels and offer them through set-top boxes under 
various brand names.  
 
Two of these retail service licensees – TrueVisions and Next Step (“Good TV” platform) – also 
provide subscription-based services.  
 
Next Step provides two types of services. The first type is the Good TV satellite platform for 
300 Baht/month (US$9.7) for premium/exclusive content. Second is the FreeView HD sold 
with a set-top box (a one-time sale, no monthly fee transaction). 
 
The rest of the licensees sell set-top boxes. 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).  
 

Retail TV Service Licensees 
 

No. License Holder Trade Name of Set-Top Box 
1 TrueVisions Group Co., Ltd. TrueVisions 
2 PSI Broadcasting Co., Ltd. PSI 
3 IPM Platform Co., Ltd. IPM 
4 Thai Advance Innovation Co., Ltd. DTV 
5 G Broadcast Co., Ltd. GMMz 
6 RS PLC Sunbox 
7 Dynasat Communication Co., Ltd. Dynasat 
8 Leo Technology and Marketing Co., Ltd. LEOTECH 
9 MJ Satellite Center Idea Sat 
10 Thaisat Expert Engineering Co., Ltd. Thai Sat 
11 Infosat Co., Ltd. Infosat 
12 Samart Engineering Co., Ltd. Samart 
13 KS TV Co., Ltd. KSTV 
14 Next Step Co., Ltd. Good TV/Free View HD 
15 Satellite Radio Television Co., Ltd. V2H 

Source: NBTC’s Annual Report on Competitive Environment in the Television Industry, 2018-2019 
 
Some of these companies may be operating under another name. For example, Infosat and 
MJ Satellite Center (Idea Sat) offer services under the name of Big Four Satellite Group. 
 
To be in lockstep with the current trend of watching television on the go via smartphones and 
tablets, a number of players have developed applications to cater for such ‘internet savvy’ 
consumers who can log into the operator’s website that live stream DTT and other basic 
programs for free, as well as offering VOD. Some operators also charge a fee for premium 
content.  
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OTT 
Satellite TV service provider Application Details of service 

TrueVisions Group 
 

 

- Offers the same package provided to 
satellite TV customers 
- General public can view DTT and 
some basic channels free of charge 
- Special packages start from 149 Baht 
(US$4.8)/month to 299 Baht (US$9.6) / 
month 

PSI Broadcasting 
 

General public can view DTT and basic 
channels on the platform live for free 

Thai Advance Innovation 

 

- General public can view DTT and 
basic channels live on the platform for 
free 
- Also offers subscription-based 
service: 50+free channels and 5 
premium channels from Triple T 
Network at 49 Baht (US$1.6)/month or 
120 Baht (US$3.9) for 3 months 

Satellite Radio Television 

 

- Offers subscription-based service: 
Thai Pack at 300 Baht (US$9.7) 
/month;  
Chinese Pack at 300 Baht 
(US$9.7)/month; and Premium Pack 
(Thai Pack + Chinese Pack) at 500 
Baht (US$16.1)/month. Users can 
watch free for one month, and continue 
to watch afterwards after subscribing to 
a package of their choice.  
- All content is sourced from TVB 
(Hong Kong) 

Source: NBTC’s Annual Report on Competitive Environment in the Television Industry, 2018-2019; Operators’ 
websites 

 
4.1.3 Leading Operators 
 
TrueVisions  
TrueVisions is the sole national license holder that provides cable and satellite TV services 
nationwide. It was granted a Broadcasting and Television Network license by the NBTC in 
January 2013. In addition to subscription receipts, the company receives an additional source 
of revenue from advertising. The True Visions Group also operate two DTT channels – variety 
channel “True4U” and news channel “TNN24.” 
 
TrueVisions operates under True Group’s convergence propositions which offer customers 
bundled products and services within the group that suit their various preferences and 
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lifestyles. These include TrueMoveH’s voice and data usage, TrueID SVOD service, and other 
services.  
 
In view of its vantage position, it has perennially been the frontrunner of the pay TV market 
with a 92% market share in 2019, despite posting several quarters of premium subscriber 
declines as users migrate toward standard packages, or terminate their services entirely in 
favor of cheaper OTT services.  
 
The ensuing stagnation of revenues has led the company to trim its catalogue of channels in 
a bid to lower content costs; in 2017, the company discontinued six TV channels from its 
portfolio, notably several channels produced by HBO. Of True’s 4 million subscribers in 
Q2/2019, only 56.5% were paying subscribers, with the remainder being either freeview 
package subscribers or FTA box users, which are of no subscription value to the company. 
 
TrueVisions’ key competitive advantages are its comprehensive range of quality and exclusive 
content, continued popularity of in-house content, and the competitive convergence 
campaigns.  Winning broadcasting rights of the English Premier League has continued to add 
value to True Group’s multiple platforms and responded remarkably well to the on-demand, 
online and digital consumption patterns of consumers.  
 
Charoen Cable TV Group 
Charoen Cable TV Network Co., Ltd., parent company of the Charoen Cable TV Group, holds 
a national license to operate a cable TV business. At present, it covers 73 towns (districts) in 
11 provinces: four in the Greater Bangkok Metropolitan Area (Bangkok, Nonthaburi, Pathum 
Thani and Samutprakarn; four in the North (Chiang Mai, Pitsanuloke, Lampang and Nakhon 
Sawan); Trat (Koh Chang island) in the East; Udon Thani in the North East; and Prachuab 
Khirikhan in the West. The Group now consists of ten cable TV companies and one ISP (Cable 
Connect Co., Ltd.). 
 
In 2019, Charoen Cable TV received a license for operating internet services at the national 
level. Since then, it has slowly expanded into providing broadband services to customers 
through a subsidiary, Cable Connect, which runs the Group’s telecom business. So far, a fibre 
optics cable network has only been installed in Bangkok; thus, the number of customers is still 
low. Customers can either subscribe directly to Cable Connect or buy their own IPTV box. 
 
At present, the pay TV business remains to be the major revenue generator for the company. 
Charoen Cable TV divides the Bangkok Metropolitan Area (BMA) into 30 zones, with each 
manager in charge of selling within their respective zone. The Group offers analogue TV, 
digital DVB-T, digital DVB-C, internet and IPTV for internet users.  
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Smaller operators 
Around 200 out of the 284 licensed cable TV operators are members of the Thailand Cable 
TV and Telecommunication Association (TCTA), previously known as the Thailand Cable TV 
Association. The Association changed its name in 2018 to reflect the new business dynamics 
of registered members. While in the past, companies only provided broadcasting services, 
today about 90% of operators are also engaged in providing internet services to customers, 
either directly or indirectly. Thus, the new TCTA has been transformed as an association of 
broadcasting and telecommunications service providers. New members, representing around 
5-10% of the total, own ISP licenses only.  
 
Current customers cannot be counted as TV households now because many broadband 
internet subscribers do not even have a television set. They watch TV channels on their 
smartphones, tablets or computers.  A single broadband subscriber may have four outlets that 
use the internet. 
 
Many cable TV operators used to produce in-house ‘local channels’ carrying local news and 
local events. But the cost of producing a local channel is high when the audience is limited to 
just one province. Today, they produce local content for the internet which has a much wider 
audience at the national and even international level (catering for Thai expats living overseas). 
 
Many operators collect viewing points from YouTube instead of collecting advertising fees. 
While the number of local channels has reduced, existing local content producers now cover 
a much wider territory and cater to a broader audience.  
 
Operators who are non-TCTA members typically hold local licenses and still operate an 
analogue platform. 
 
4.1.4 Business Models 
 
The traditional sources of income for the cable and satellite pay TV industry are subscriptions, 
advertising, sales of set-top boxes, satellite dishes and related products, as well as 
sponsorships.  
 
In recent years, due to heightened competition arising from disruptive digital technologies such 
as online video and streaming, players have introduced new services including internet, IPTV 
and OTT. Others offer more applications than broadband, and also deliver logistics. The more 
resilient companies have adapted successfully to the digital age and found new business 
models to increase their bottom line.     
 
For most cable operators, the business model includes cable TV subscriptions and internet 
subscriptions. Income from advertising is low, while income from YouTube is higher.  
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4.1.5 Constraints: Regulatory, Technology, Piracy 
 
Regulatory/technology 
In the recent past, many satellite TV operators broadcasting to C-band dishes were using the 
Thaicom-5 satellite. Due to technical glitches, Thaicom-5 became inoperative in December 
2019 forcing the operator, Thaicom PLC, to transfer their clients to Thaicom-6 satellite.   
 
Eleven broadcasters were affected by this transfer, of which PSI, Dynasat, Infosat, GMMZ 
and the Big Four Group were impacted the most. 
 
The concession contract to operate Thaicom-5 (in the 3500MHz spectrum band) will expire in 
September 2021, after which customers using the satellite would have to migrate to another 
Thaicom-operated satellite. Contracts for use of the “extended” C-band cannot be extended, 
because the NBTC plans to auction off the 3500MHz spectrum for 5G adoption for mobile 
operators. 
 
Commercial Piracy 
Unauthorized access to copyrighted content by unscrupulous parties has remained a problem 
at the local level, as a number of operators are found to broadcast unlicensed content on their 
platforms, aimed at retaining their customers. As usual, content produced by, or licensed to, 
leading player TrueVisions is the principal target of these signal hacks. The good news is that 
the number of such dishonest operators reduced in the last three or four years because many 
folded up due to financial constraints. 
 
 

4.2 Industry Data 

TV Households 

In 2019, total households (HH) in Thailand numbered 26.7 million, according to the National 
Statistical Office (NSO) and Ministry of Interior, increasing 1.9% over the previous year’s 26.2 
million. At the end of 2018, there were 25.9 million TV households in the country, representing 
a HH penetration rate of 98.8%. Over the years, TV penetration rate has nearly reached 100%; 
however, the trend of watching video content on mobile phones and other portable gadgets 
has risen among the yuppies and active working people, who have increasingly dispensed 
with the big screen (especially those living in condominiums and apartment buildings). On the 
other hand, the greater majority of TV households own multiple TV sets, on average two TV 
devices per HH. 
 
From the latest NSO survey, HH penetration rates of various TV formats are shown in the 
table below. The percentage of satellite TV households increased by 9.8% between 2017 and 
2018 from 50.7% to 60.5%, while the percentage of terrestrial TV HH dropped significantly by 
12.1%.  The cable TV penetration rate dropped to 5.6% in 2018 from 6% in the previous year, 
while the IPTV HH penetration rate increased from 0.5% in 2017 to 0.9% in 2018. 
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Type of TV Household 2018 2017 
Satellite TV 60.5% 50.7% 

Terrestrial TV 45.2% 57.3% 
Cable TV 5.6% 6.0% 

IPTV 0.9% 0.5% 
   

 
Source: NSO11 – as compiled by the NBTC 
Note: Data is collected from a sample of 88,880 households nationwide (including rural and urban). One 
HH can have multiple answers. 

 
Cable and satellite TV share of viewers 

The percentage share of cable & satellite TV household viewers has dropped from 22% in 
2014 to 9% in July 2020 (as reported by Nielsen) in favor of terrestrial TV households, whose 
HH audience share increased from 78% to 91% during the same period. 

 
11 The NSO asked this question to the household respondents: “What type(s) of TV platform do you subscribe to or have at 
your home?” So NSO’s data refers to the incidence or penetration rate of that TV platform, and not % of viewers at any given 
time. 
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Source: Nielsen12 
Note: As at December, except for 2020 data which refer to July 

 
By region, the latest viewership data available was as of June 2019. According to Nielsen, 
people who live in the BMA watch terrestrial TV more than people who live outside the BMA 
(94.82% in Bangkok vs. 87.65% outside Bangkok).  
 
On the other hand, the opposite trend is observed for cable & satellite TV audiences: more 
people outside Bangkok (12.35%) watch cable & satellite TV than those living in Bangkok 
(5.18%). 

Month Bangkok Metropolitan Area Outside Bangkok Metropolitan 
Terrestrial TV Cable/Satellite TV Terrestrial TV Cable/Satellite TV 

Jan 2019 94.69% 5.31% 88.23% 11.77% 
Feb 2019 94.18% 5.82% 87.86% 12.14% 
Mar 2019 94.48% 5.52% 87.03% 12.97% 
Apr 2019 94.30% 5.70% 86.97% 13.03% 
May 2019 93.98% 6.02% 87.10% 12.90% 
June 2019 94.82% 5.18% 87.65% 12.35% 

Source: Broadcasting Policy and Research Bureau, Office of NBTC (data sourced from Nielsen) 
 
DTT and Traditional TV share of viewers 

The percentage of HH audiences watching DTT increased from 18% in 2014, when DTT was 
first launched, to 60% in July 2020; while the share of traditional channels Ch3, Ch5, Ch7, 
Ch9, NBT and TPBS decreased, as the popularity of DTT channels grew over time. 

 
12 Nielsen’s share of HH viewers refers to the percent of TV viewers aged 4+ and above who watched terrestrial TV vs. cable & 
satellite TV at the time of survey (for each year, as at December; for 2020 as at July).  Nielsen conducts the viewership survey 
monthly. The same applies to the graph on the share of HH viewers: DTT vs traditional TV. 
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Source: Nielsen 
Note: As at December, except for 2020 data which refer to July 

 

Current number of subscribers and viewers 

The table below shows the estimated number of subscribers or viewers on each platform. The 
total may exceed the total number of households because some subscribe to multiple 
platforms. 

Platform 
Estimated number of 

HH subscribers/ 
viewers/users 

Remarks 

Local cable (analogue & digital) 1.5 - 1.7 million 1.2 million (Charoen Cable TV 
Group) 0.3-0.5 million (estimate for 
other operators)  
As of Dec., 2019 

Cable/DTH (TrueVisions) 4 million 2.25 million pay TV subscribers 
1.74 million Freeview & FTA viewers 
As of Dec.,2019  

Subscription-based DTH  
(Next Step) 

Approx. 15-20,000 Estimate based on reported annual 
revenue and service fee per month 
As of Dec., 2019 

IPTV 1.485 million 0.84 million (AIS Play) 
0.145 million (TOT IPTV) 
0.5 million* (TrueID TV) 
As of Q42019  
(Dataxis, True Corp) 

FTA satellite TV 16 million As of 2018 (NSO survey) 
Terrestrial TV (analogue & digital) 12 million As of 2018 (NSO survey) 

Sources: Operators, NSO/Department of Provincial Administration (DOPA), and AVIA estimates 
*Number of Android IPTV boxes sold since its launch in April 2019 
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Broadband Penetration  

Thailand’s fixed broadband internet market has continued to expand with the number of 
subscriber households growing 10% 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 
NBTC. 
 
At present there are four major fixed broadband internet service operators in the country: True 
Online has the largest market share of nearly 38%, followed by 3BB with 31%, TOT with 21%, 
and AIS Fibre with 10%. 
 

Market Share of Leading ISPs 

 
Sources: NBTC and Operators’ 2019 annual reports 

 
Broadband penetration in Thai households has expanded from a low 0.06% penetration in 
2003, rising to 16% in 2010, 34% in 2016 and 47% in 2019. The NBTC estimates that fixed 
broadband penetration will rise slightly to 48% in 2020.   
 

 
Source: NBTC 
Note: The above figures do not include broadband internet connections in Thailand’s villages under the 
Net Pracharat Project, which covers a population of approximately 20 million people 
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The fixed broadband statistics collected by the NBTC do not include the Net Pracharat Project 
initiated in 2017 by the MDES, in collaboration with the NBTC. This village broadband internet 
project is aimed at strengthening the National Broadband Network by expanding the high-
speed internet network to reach every village in the country.  
 
A survey conducted that year found that approximately 74,987 villages lacked internet access. 
Of these, 30,635 villages are located in urban (or commercial) areas, with several ISPs; 
therefore, they were considered non-target areas for Net Pracharat. The target areas, 
therefore, are the remaining 44,352 villages located in rural & mountainous areas. Due to the 
large project scale, MDES and NBTC agreed to divide areas under each party’s responsibility: 
MDES for 24,700 villages, and NBTC for the remaining 19,652 villages. (See Figure below). 
 

 
Source: APT Report on Best Practice of Connectivity – Village Broadband Internet Project  
(Net Pracharat) of Thailand, August 2019 

 
State telecom firm TOT was awarded the 10 billion baht (US$322.6 million) project to install 
fibre cable networks nationwide, covering a total of 24,700 villages under the MDES’ 
responsibility, and completed the installation in December 2017. Meanwhile, the NBTC was 
reported to have started implementing the project in the remaining villages. A large portion of 
the nearly 20,000 villages under NBTC’s responsibility has already been completed; only a 
small number of villages which fall under the supervision of the Royal Forest Department 
(RFD) remain unconnected. The NBTC and RFD have yet to reach an agreement on the 
implementation procedures of laying down the fibre optic cables. 
 
Percent of internet users watching streaming video 
 
A remarkably high 99% of internet users in Thailand aged 16-64 watch online video, according 
to the Digital 2020 Report published by We are Social13 dated January 2020.  And, more than 
half of internet users, 54%, have watched TV content via streaming subscription services (e.g., 
Netflix) each month in 2019. The original source of the data is GlobalWebIndex based on 
findings of a broad survey of internet users (Q3/2019).  
 
 
 

 
13 www.wearesocial.com/digital-2020 
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Mobile Industry overview & role of video in the mobile industry & social media 
 
At the end of 2019, 98% of all mobile subscriptions in Thailand were 3G/4G mobile broadband 
connections, while some 2.6 million subscribers remained on the 2G platform. The earlier plan 
to shut down 2G services by October 2019 was shelved by the NBTC upon the request of the 
three large operators to avoid potential problems for their existing customers. 
 
According to the NBTC, mobile subscribers in the country numbered 129.61 million in 2019, 
a 3.7% increase compared with 2018. By the end of 2020, the NBTC forecasts that the number 
will rise to 132.59 million – based on actual data as of 1 June 2020. The NBTC counts 
subscriber numbers of mobile service providers as numbers that are actually used in the 
market and have accounts running. (Another source, GSMA Intelligence, estimates the 
number of mobile broadband subscribers as of Q4/2019 at 93.4 million – a much lower 
number). 
 
The mobile penetration rate in the country surpassed the 100% mark in 2010 (112.3%), 
reaching a high of 194.7% in 2019. (GSMA estimates 2019 mobile broadband penetration rate 
at 134%).  AVIA calculated mobile penetration rates based on the NBTC data obtained directly 
from mobile operators and yearly population statistics (based on official registrations) released 
by the Department of Provincial Administration under the Ministry of Interior.  
 

Detail 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020(p) 
Mobile 
subscribers 
(million) 

71.73 77.45 85.01 92.94 97.1 102.94 119.67 121.53 125.10 129.61 132.59 

Population 
(million) 

63.88 64.08 64.46 64.79 65.12 65.73 65.93 66.19 66.41 66.56 66.85 

Mobile 
Penetration 
rate 

112.29% 120.87% 131.89% 143.46% 149.10% 156.61% 181.51% 183.61% 188.38% 194.73% 198.34% 

 
Sources: NBTC, Department of Provincial Administration/Ministry of Interior, Trading Economics14 
Note:  
Subscriber numbers of mobile service providers are numbers that are actually used in the market and have 
accounts running 
p = preliminary estimate as of 1 June 2020 
 
 
 
 
 
 
 
 
 
 
 
 

 
14 
https://tradingeconomics.com/thailand/population#:~:text=Population%20in%20Thailand%20is%20expected,according%20to%
20our%20econometric%20models 
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Selected social media indicators for Thailand as at January 2020 
 
The following social media indicators have been compiled by We are Social from various 
sources: 

• Internet users, 52 million 
• Internet penetration rate, 75% 
• Percent of internet users that watch online video, 99% 
• Social media penetration, 75% 
• Facebook reach, 47 million  
• Instagram reach, 12 million 
• Twitter reach, 6.55 million 
• LinkedIn reach, 2.7 million 
• Most used social media platforms:  

o Facebook 94% 
o YouTube 94% 
o Line 85% 
o FB Messenger 76% 
o Instagram 65% 
o Twitter 55% 
o TikTok 36% 

 
The number of internet users in Thailand increased by one million (2%) between January 2019 
and January 2020. 
 
Selected digital indicators for Thailand as at January 2020 
 
From the same source (GlobalWebIndex), selected digital indicators are as follows: 

• Smart home device ownership, 4% 
• E-commerce adoption (percent of internet users aged 16-64 who say they bought 

something online via any device the past month), 82% (second-ranked worldwide, next 
to Indonesia) 

• Mobile commerce adoption (percent of internet users aged 16-64 who say they bought 
something online via a mobile device the past month), 69% (second-ranked worldwide, 
next to Indonesia) 

 
Sources of social media and digital indicators:  
https://datareportal.com/reports/digital-2020-thailand 
https://wearesocial.com/digital-2020 
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4.3 Current and Future Development Trends of Existing Players
  
4.3.1 Leading Pay TV Operators 
 
TRUEVISIONS PLC 
 
TrueVisions, operating under the True Group, is Thailand’s leading nationwide pay TV and 
high-definition TV operator, offering services via digital DTH satellite (DStv) and digital HFC 
(hybrid-fibre-coaxial) cable network platforms, as well as a content provider for local and 
foreign markets. 
 
TrueVisions provides its DStv services using Ku-band and C-band transmission and MPEG-2 
and MPEG-4 video compression, which enables the company to increase the number of 
channels, improve sound and picture quality, control access to its signal, and distribute its 
services everywhere in Thailand. This service is transmitted via the Thaicom-8 satellite.  
 
At present, TrueVisions operates a pay TV business under the True Visions Group which was 
granted a Broadcasting and Television Network license from the NBTC in January 2013. Since 
2009, TrueVisions has also received additional sources of revenue from advertising. In 
addition, the True Visions Group entered the DTT business in April 2014 by acquiring two 
licenses for variety and news channels from the NBTC – “True4U” and “TNN24”.  
 
The operation of the two DTT channels has contributed to advertising revenue growth and 
expanded TrueVisions’ opportunity to market its content through a larger viewer base while 
increasing its brand recognition.  
 
True Group’s joint venture with South Korea’s CJ ENM – True CJ Creations – creates 
international-standard quality content being supplied to both domestic and overseas markets. 
These contents can be viewed on a wide variety of channels of TrueVisions, as well as on 
True Group’s convergence platforms including mobile, broadband internet, and digital.  
 
TrueVisions operates under True Group’s convergence propositions which offer customers 
bundled products and services within the group that suit their various preferences and 
lifestyles.  
 
The Group’s comprehensive range of convergence propositions combine TrueMove H’s voice 
and data usage, WiFi, TrueOnline’s fibre broadband internet, TrueVisions’ quality content, 
fixed-line telephone call, digital offerings such as TrueID and special privileges under TrueYou 
and TruePoint. In addition, consumers can select top-up packages and services according to 
their demand and usage. These, in turn, enhance True Group’s competitiveness and 
contribute to customer engagement, loyalty and subscriptions to the Group’s various offerings. 
 
2019 performance 
 
The pay TV business in Thailand has been affected by a sluggish economy, piracy, 
competition from digital free TV channels as well as consumers’ behavior shift towards digital 
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media and online consumption, particularly OTT services and streaming content through the 
internet, including SVOD, as well as Subscription Linear (SLIN) or live streaming.  
 
Despite these challenges, TrueVisions has continued to populate its portfolio with a variety of 
quality content, including the exclusive rights to popular live broadcast content like the English 
Premier League, and competitive bundling of packages with other products and platforms of 
the True Group, particularly the OTT platform and TrueID.  
 
The penetration rate of cable TV and satellite TV in Thailand was approximately 58% in 
201915. TrueVisions is the leading pay TV and HD TV provider with a total customer base of 
approximately 4 million, of which 2.3 million subscribed to its premium and standard packages 
while the rest were FreeView and FTA customers, at the end of 2019. 
 
Monthly ARPU (Average Revenue per User) in 2019 was 281 Baht (US$9.1), a YOY decrease 
of 6%. Since 2015, ARPU has slid each year at a compounded average rate of -14.4%.  
 

Package Number of customers as of 31 December  
2015 2016 2017 2018 2019 CAGR 

Premium package 292,460 290,394 254,934 237,922 217,725 -7.1% 
Standard package 1,108,019 1,694,611 1,906,032 2,066,023 2,035,874 16.4% 
FreeView package 478,836 409,573 367,291 340,696 334,073 -8.6% 

FTA box 1,184,160 1,535,457 1,436,728 1,411,984 1,408,884 4.4% 
Total customers 3,063,475 3,930,035 3,964,985 4,056,625 3,996,556 6.9% 

ARPU 
(Baht/subscriber/month) 523 379 311 298 281 

-14.4% ARPU 
(US$/subscriber/month) 16.9 12.2 10.0 9.6 9.1 

Source: True Group’s Annual Report 2019 
 
TrueVisions’ service revenue was 12 billion baht (US$387 million) in 2019, a sharp 9.8% 
decline from the previous year’s 13.3 billion baht (US$429 million). This stemmed mainly from 
other service revenues (comprising entertainment, sponsorship, advertising and other 
revenues) which decreased 15.4%  to 4.4 billion baht (US$141.9 million) from 5.2 billion baht 
(US$167.7 million) in the previous year given the high base with the 2018 FIFA World Cup 
broadcast. 
 
Subscription and installation revenue, representing 62% of the company’s service revenue, 
dropped 4.7% YOY to 7.6 billion baht (US$245.2 million). Nonetheless, TrueVisions’ top 
quality and exclusive content continued to add value across True Group’s multiple platforms 
particularly the digital platform TrueID and TrueID TV box, with rising revenues from digital 
content subscription and digital advertising.  
 
Competitive environment 

Risks relating to TrueVisions’ operations include relying on suppliers for international content 
as well as rising competition among pay TV, DTT, and OTT service providers which offer a 

 
15 Source: True Group’s estimation 
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variety of content. These operators compete fiercely on market share acquisition and key 
content which has impacted TrueVisions’ pay TV business but has directly benefited 
consumers in terms of accessibility and affordability of a wider selection of quality content. 
 
TrueVisions may incur higher content-acquisition expenses as a result. In addition, the 
unauthorized access to TrueVisions’ programming signals, or piracy, also has an impact on 
its business. 
 
TrueVisions’ comprehensive range of quality and exclusive content, continued popularity of 
its own-produced content, and the competitive convergence campaigns are its key competitive 
advantages. The broadcasting rights of the English Premier League (EPL) continue to add 
value to True Group’s multiple platforms and match the continuing trend of consumers toward 
on-demand, online and digital consumption while creating the opportunity to up-sell and cross-
sell other products of True Group. Despite a challenging business environment, TrueVisions 
sees growth potential from content monetization, particularly through the Group’s online 
platform, TrueID.  
 
Future Trends 

TrueVisions will continue striving towards enhancement of consumers’ viewing experience 
through an innovative set-top box with more interactive services. At the same time, the 
company sees growth potential from its content production business and is determined to 
develop content to serve various channels of the True Group and other partners, sublicensing 
to other countries, and content marketing via online influencers.  
 
CHAROEN CABLE TV GROUP 

The Charoen Cable TV Group (The Group) is the second largest cable TV operator in Thailand 
with a presence in 77 towns (districts) in 11 provinces: four provinces in the Greater Bangkok 
Metropolitan Area (Bangkok, Nonthaburi, Pathum Thani, Samutprakarn); Chiang Mai, 
Pitsanuloke, Lampang and Nakhon Sawan in the North, Trat (Koh Chang island) in the East; 
Udon Thani in the North East; and Prachuab Khirikhan in the West. The Group now consists 
of Charoen Cable TV, nine other cable TV companies which have been acquired by the parent 
Charoen Cable TV in recent years and one ISP (Cable Connect Co., Ltd.).  
 
The nine cable TV companies are: 
 
• Charoenying (8888)  
• Happiness Delivery Cable TV  
• Nawamin Cable TV Network  
• Standard Fortune 
• Lion States  
• CTV Cable Network 
• Fak Fah 
• ICTV 
• Klang Nakorn Cable TV 
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A family-run business for many years, Charoen Cable TV is moving towards becoming a 
professionally-run operation managed by the second-generation family members.  
 
In 2019, Charoen Cable TV received a license for operating internet services at the national 
level, and has slowly expanded into providing broadband services to customers. Cable 
Connect Co., Ltd. was formed as a subsidiary to run the Group’s telecom business. So far, 
laying out of fibre optics cable has been done only within the BMA, thus uptake is still low. 
Broadband internet users have access to a good streaming TV signal; thus, they can apply 
for Netflix and other OTT/OCC services. Customers can either subscribe directly to Charoen 
Cable’s content packages, or use their broadband connection to feed their own IPTV box 
retailing for 2,000 Baht (US$64.5). Many use ISDs, which can be easily purchased in the Ban 
Moh area. 
 
At present, its pay TV business remains the major revenue generator for the company. 
Charoen Cable TV divides BMA into 30 zones with each manager in charge of selling within 
their respective zone. The Group offers analogue TV, digital DVB-T, digital DVB-C, internet 
and IPTV for internet users.  
 
Subscribers can receive from 60 to 150 channels, depending on the capability of the TV 
receiver. Charoen Cable TV has more than 1.2 million subscribers in Bangkok and suburban 
areas. These subscribers live in single homes, townhouses, commercial buildings, housing 
estates, apartment buildings, condominiums, office buildings, hotels, private and public 
hospitals, as well as college dormitories. Charoen is trusted by leading 3 to 5-star luxury hotels 
and major hospitals because of its highly competent and prompt service response. It also 
provides free subscriptions to a number of public hospitals in Bangkok and surrounding 
provinces as part of its public relations campaign. By the middle of 2019, they had already 
installed their equipment in four major hospitals and in 2020, this service will expand to an 
additional eight public hospitals. All will receive digital signals for 150 channels and free 24-
hour maintenance service.  
 
The pay TV subscription rate can be from 1 Baht per month to 300 Baht per month (US$0.03 
to US$9.7). Charoen Cable TV gives 1 Baht/20 Baht/50 Baht (US$0.03/0.65/1.6) per month 
for ‘old/existing customers’ only if they ‘complain.’  The company gives in to these demands 
because they have laid out the cables anyway and would rather keep the customers happy 
than lose them to other operators. The 300 Baht (US$9.7) per month is for new subscribers. 
 
Broadband internet customers pay a monthly rate of at least 500 Baht (US$16) per month. 
 
Up until recently, Charoen Cable TV considered PSI, which is an FTA satellite TV operator, 
as its main competitor, and to a certain extent, the DTT channels. Because of its status as a 
premium pay TV service provider that is in a league of its own, TrueVisions is not perceived 
as competition.  To attract new subscribers to its platform, Charoen Cable TV has added 
popular foreign entertainment channels such as Warner TV, Action Hollywood, Crime 
Investigation, PETS TV and HITS TV (from Sony). 
 
Going forward, Charoen Cable TV views new disruptive technologies such as IPTV and OTT 
(especially the latter) as the looming threat to cable TV. Not only has the NBTC not regulated 
these platforms (for example, they do not have to adhere to the ‘must-carry’ rule imposed by 
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the regulator), OTT service operators offer freemium business models to users who do not 
mind watching commercial ads in exchange for free viewing of their favorite programs. 
Operating with free rein and without any regulatory constraints, Charoen Cable TV and other 
cable TV operators predict that OTT will soon overtake cable TV in the not so distant future. 
 
Charoen Cable TV Group has become a competitor, albeit to a very limited extent, to leading 
telecoms companies such as True Group, AIS and 3BB and may turn itself into a full telecom 
service provider in the future. 
 
NEXT STEP COMPANY LIMITED 
 
Today Next Step is both a pay TV satellite platform operator and a content provider for cable 
and satellite TV audiences. In August 2015, Next Step launched “Good TV”, the first DTH – 
Ku-band platform in the country uplinked at CAT Telecom’s satellite earth station in Nonthaburi 
province. A backup uplink site in Sriracha, Chonburi province, is also made available by CAT 
Telecom. A market report published by the NBTC (2018-2019) estimated that Good TV made 
less than 1% of TrueVisions’ revenue in 2017. 
 
Good TV is the only HD satellite TV platform in Thailand using the latest H.265 High Efficiency 
Video Coding (HEVC) technology – broadcasting via satellite with a footprint covering 
Thailand, Myanmar, Lao PDR, Cambodia and Vietnam. 
 
More than 70% of satellite TV households use set-top boxes with SD technology. Good TV 
promotes the use of HD-powered boxes to replace the old boxes with SD technology.  
 
Good TV offers two services:  
• Prepaid model for Freeview HD, a one-off cost for the set-top box with no monthly 

payment. Freeview HD offers basic DTT and some premium channels. 
• Subscription-based model at 300 Baht (US$9.7)/month for DTT and premium/exclusive 

content. 
 
Users of both prepaid and subscription-based services can connect to Good TV via a Ku-band 
satellite dish. 
 
For the subscription-based package, Good TV provides 61 channels broken down as follows: 
 

Genre/type Content provider Number of 
channels 

DTT Local broadcasters 19 
Movies and series Fox International 10 
Documentary National Geographic (1), Next Step (4) 5 
News NHK, France 24 (2), CGTN, CNA TV5 6 
Kids Boomerang, Baby 2 
Select channels Sabaidee, Channel 2, T Sports 3 
Educational Ministry of Education; Satellite 

Distance Education Foundation under 
the Royal Patronage 

16 
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Next Step produces four 24-hour documentary HD channels solely for a Thai audience:  
• Samruajlok ("New Explorer") channel (“explore the world with all kinds of 

documentaries”) 
• MySci, a 24/7 scientific documentary channel (“all about science and technology”) 
• Animal Show channel (“all about wildlife”) 
• Thainess TV channel (“the different views of Thailand”) 
 
Thainess TV Channel is the latest addition to Next Step’s in-house channels. It is a 24-hour 
documentary channel in English and Thai audio which aims to show the different views of 
Thailand, ranging from travel & places, nature & wildlife, history & culture, food, and more. All 
programs are shot in 4K resolution and produced entirely in Thailand. This channel is currently 
available on the Good TV satellite platform and will be available worldwide in the second half 
of 2020 for audiences in Asia, Middle East & Africa, Oceania, Europe and North America.  
 

TCTA representing 200 cable operators (national, regional and local) 

Erstwhile Thailand Cable TV Association changed its name in May 2018 to Thailand Cable 
TV and Telecommunications Association (TCTA) to reflect the new business dynamics of its 
registered members. At the helm is Dr. Surasak Wonginchan, who became TCTA President 
in February 2020. He has a telecoms background and has given TCTA advice on technical 
development during the past 10 years.  
 
TCTA now consists of 200 large and medium-sized companies compared to nearly 300 in 
2016, as small operators folded up due to financial reasons. The greater majority now offer 
internet services, while some also provide IPTV and OTT. Others offer more applications than 
broadband and delivery logistics. Companies have adapted successfully to the digital age and 
found new business models to increase their bottom line. 
 
While in the past, companies only provided cable TV services, today about 90% of operators 
are also engaged in providing internet services to customers. The new TCTA has been 
transformed as an association of broadcasting and telecommunications service providers. 
While around 100 members who have cable TV licenses also later obtained ISP licenses, thus 
expanding their services, new members representing around 5-10% of the total membership 
hold ISP licenses only (therefore are not able to provide cable TV services to customers).  
 
In addition, smaller operators have formed ‘central companies’ to get an ISP license, such as 
INet, Interlink and Hi Internet Group. They promote packages offered by the ISP license holder 
to their subscribers, most of whom have fixed broadband internet connections at home. This 
way, the cable operators create customer loyalty.  
 
The President of TCTA has encouraged the greater majority of its members to bundle 
broadband internet and cable TV service offerings to enhance the viewing experience of 
customers.  
 
Cable TV operators who need to change their co-axial cable every few years have discovered 
that it is cheaper to replace it with fibre optics which can last for 50 years. Once they have 
changed to fibre optic cable, they then offer internet services.  
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Many broadband internet subscribers (typically young people under 30) no longer watch TV 
on the big screen. They normally watch TV channels on their smartphones, tablets or 
computers.  A single broadband subscriber may have four outlets that use the internet. This 
habit has also affected channel advertising. Cable TV operators used to produce in-house 
‘local channels’ which offer local news and local events that are supported by advertisers who 
benefit from local audience. But the cost of producing a local channel is high when the 
audience is limited to just one province. Today, they produce it for the internet which has a 
much wider audience at the national and even international level (catering for Thai expats 
living overseas). 
 
Many operators collect viewing points from YouTube instead of collecting advertising fees. 
While the number of local channels has reduced, existing local content producers now cover 
a much wider territory and cater to broader audiences. Examples of these are the Hat Yai local 
channel and the Chantaburi local channel which can be watched via cable and online. Other 
local channels in other regions of the country have similar target audiences; they all benefit 
from the wider reach of the internet. 
 
Meanwhile in Mukdahan and Nakhon Phanom provinces in the North East, only cable TV is 
offered. Their customers are satisfied with cable TV which keeps the operators going. Still, the 
TCTA continues to promote broadband use also in provinces where local cable operators are 
not ISPs. 
 
The business model is cable TV subscription and internet subscription. Income from 
advertising is quite low, while income from YouTube is higher. The cost of cable subscription 
is low because this is the first expense that people cut when faced with economic difficulties.  
 
Interestingly, consumers retain their internet subscription, despite its higher cost. The 
subscription rate is determined by the market; thus, operators may offer as low as 1 Baht 
(US$0.03) per month (as in the case of Charoen Cable TV) to 300-350 Baht (US$9.7-
US$11.3) per month in Bangkok and other urban areas. The COVID-19 situation has already 
seen many affected audiences asking to reduce subscription fees. To alleviate the burden 
from subscribers, TCTA has asked the NBTC to waive their annual payment of fees for 2020-
2021.  
 
TOT PLC 
 
TOT Public Company Limited, in association with Me Television Company Limited, is offering 
TOT IPTV subscription services, using an IPTV box. Through TOT high speed internet with a 
speed of 6 MB or more, subscribers can watch various programs using the IPTV box – with 
most channels available in clear HD. Various viewing platforms include TV, computer, 
notebooks and smart phones.    
 
Features 
The set-top box transforms ordinary TV into a smart TV or mini PC at subscribers’ fingertips, 
and has a time shifting feature allowing users to watch recorded programs that can be viewed 
up to 72 hours after the live broadcast. Nonetheless, not all programs can be recorded for 
delayed viewing due to restrictions imposed by some content providers.  
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Content and pricing 
TOT IPTV offers several packages from which viewers can pick and choose depending on 
their individual preferences and capability to pay.  
 
Two basic packages are Choice (85 channels) and Choice Super Plus (133 channels) with 
programs categorized into free DTT, general, news, variety, kids, education, sport and 
documentary. Choice Super Plus package has 48 premium channels (31 HD) featuring well-
known brands such as Fox Crime HD, Fox Thai HD, Fox Actions Movies HD, Fox Sports 2, 
Fox Sports 3, Fox News, National Geographic HD and Nick Junior.    
 
Aside from its own collection of premium content, TOT IPTV has forged strategic partnerships 
with a number of players locally and internationally, including DOONEE, MV Hub/TVB (Hong 
Kong) and Star K (South Korea) and broadcasts its partners’ programs on the IPTV platform. 
 
TOT IPTV also offers prepaid and postpaid services to customers who might prefer to watch 
for a limited period (e.g., 7 days, 15 days or 30 days) only. 
 
Moreover, the platform provides a la carte programs including news, fashion and premium 
content from India.  
 
The listed price of a TOT IPTV set-top box is 3,500 Baht or US$113 (includes 7% VAT).  
 

4.3.2 Satellite TV Platform Aggregators 
 
PSI BROADCASTING CO., LTD. 
 
The PSI Group, consisting of PSI Holding, PSI Broadcasting, PSI Corporation and A 
Broadcasting, remains a formidable player in Thailand’s satellite broadcasting industry, 
despite the dwindling local demand for satellite dishes, partly due to the equipment’s 
saturation level, and partly due to the increasing usage of mobile devices to watch video 
content. Its manufacturing arm, PSI Manufacturing, has also diversified into producing other 
high-quality equipment not related to broadcasting. 
 
PSI has two distinct business lines: 
 

• Manufacturing of satellite dishes (C-band and Ku-band), receiver boxes or set-top 
boxes, CCTV, air-conditioning units, water purifiers. This is handled by PSI 
Manufacturing Co., Ltd. 
 

• Content and broadcasting platform (or the platform aggregator). It has two pay TV 
licenses to operate MUX and OTA platforms. PSI Broadcasting operates MUX and 
OTA broadcasting platforms, while A Broadcasting operates an MUX platform.  
 

As demand for satellite dishes in the country declined in recent years, PSI has tapped the 
market in the neighboring country of Myanmar, selling mainly Ku-band dishes which are easier 
to transport. PSI has sold Ku-band dishes to five million households in Myanmar in five years.  



 
 

72 
 

The company’s current annual production capacity is 100,000 units for Ku-band, and 20,000 
units for C-band. 
 
Receiver boxes/set-top boxes sold by the company are of two types: 
 

• S2 older model for satellite reception, usually sold as a package, bundled with the dish. 
Users are advised to top up with a one-time charge of 250 Baht (US$8) for Wifi 
capability for those with internet to watch YouTube news, movies and music.  

 
• S3 hybrid box which allows users with digital TV and internet to watch more than 200 

FTA DTT and satellite channels streamed by PSI, plus OTT, YouTube, etc. The listed 
price is 1,590 Baht (US$51.3), but it is retailing with discount at 650 Baht (US$21). 
This hybrid box developed in-house by PSI Broadcasting has the capability to stream 
satellite channels, without using a satellite dish.  

 
Today there are around 450,000 users of S3 hybrid boxes. The box has built-in software for 
audience measurement - specifically to monitor who is watching at a specific time. This 
provides valuable ratings data that support the PSI’s broadcasting operation. 
 
PSI’s uplink platform has two transponders for C-band and two transponders for Ku-band 
using Thaicom 6 satellite. A total of 80 FTA channels are available for customers to watch. 
 
In addition, PSI has developed a system to install in large buildings a minimum of 100 units of 
Master TV. This allows users to watch 100 HD channels.  
 
IPM PLATFORM CO., LTD. 
 
The IPM Platform Company Limited was founded by a group of telecommunications 
companies that have been in business for over 20 years. In 2012, the business was officially 
registered as providing non-subscription television programming and broadcasting activities 
(except online), with a capitalization of five million baht (US$161,129). 
 
Traditionally the company manufactures and sells satellite equipment, including receivers and 
dishes. While the focus now is more on Ku-band satellite dishes, IPM still carries C-band 
equipment. Product offerings include:  
 
• Ku-band satellite dishes (six models) 
• C-band satellite dishes 
• Set-top boxes for Ku-band dishes (IPM FINN, IPM UP HD2, IPM HD Pro3) 
• Multi-switch panels 
• Satellite MATV 
• CCTV 
• Other TV accessories 
 
 
 
 



 
 

73 
 

Free to view channels with IPM set-top box 
 
The IPM TV platform carries from 110 to 159 channels on Ku-band, which include 36 slots for 
local DTT channels. Technically only 21 local DTT channels are operating. The number of 
channels is dependent on the model of set-top box. 
 
The IPM Ku-band platform offers cartoons, movies, news, sports, documentary, music, 
entertainment, knowledge, religious and some foreign content (Laos, Myanmar). 
 
Its C-band platform offers similar genres and more foreign content choices, in addition to 
channels originating from neighboring countries of Laos and Myanmar such as France 24, 
Somali National TV, SBN International, Mountain TV, and more. 
 
All satellite channels are free-to-view.  IPM in-house channels are being created by Ten TV, 
a subsidiary TV content producer that also makes programs for local cable and satellite TV 
operators. IPM has 38 NBTC channel licenses. 
 
Subscription-based package with CSAT set-top box 
 
IPM also offers monthly subscriptions for up to 250 HD premium channels by using a CSAT 
set-top box, retailed by online shopping store Shopee at 2,500 Baht (US$80.6). 
 
The channel line-up includes movies, drama series, cartoons, sports, entertainment and 
premium international channels that can be watched 24 hours a day. 
 
THAI ADVANCE INNOVATION COMPANY LIMITED 
 
Thai Advance Innovation (Thai AI) is an affiliated company of the Thaicom Public Company 
Limited, providing TV solutions and business TV platforms. The company develops digital 
platforms, television networks and integrated IPTV systems with end-to-end solution services 
that meet specific needs of customers.  
 
With nearly two decades of experience under predecessor companies, Shin Broadband 
Internet Co., Ltd. and DTV Service Co., Ltd., Thai AI was a pioneer in setting up an IPTV 
platform in Thailand as well as introducing FTA satellite dishes into the market. The company’s 
products and services are classified into three main categories: 1) digital TV solutions, 2) OTT 
solutions, and 3) systems integration solutions and services. 
 
Digital TV Solutions 
 
Thai AI provides the following solutions to businesses:  
 

• Digital TV Head-end (Digital MATV). Includes installation service, system design, 
system laying and system repair & maintenance. Gives cost-saving advice to clients 
on integrated TV systems and provides technical support to SD, HD AND 4k UHD TV 
systems 
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• IPTV solution. Provides video and audio signal broadcasting via spectrum band using 
interactive two-way communication such as sorting channel lineup, ordering VOD, 
watching past TV shows (reruns), displaying images or advertising messages, 
promoting information to viewers, and allowing viewers to engage with the service more 
 

• Digital signage. Provides new forms of PR media services which are replacing 
traditional sign boards, and which can display images or product information (still and 
in motion) to attract the attention of target audiences. This can be done through a) a 
media player (data is copied from computer to a memory card for updating to a media 
player for displaying the data on installed screen), or b) a network player (data 
transmission on the network where the data can be sent anywhere). 

 
OTT Solutions 
 
Thai AI offers three distinct OTT products and services: 
 
• LOOX TV.  An application to watch DTT channels and mobile satellite TV. Developed and 

serviced by Thaicom together with Thai AI and which has over 2 million users.  
 
The app has all the important features such as a screen that can scroll down to find the 
desired channel, or search for the name of the program right away. Programs are divided 
into categories (dramas, sitcoms, sports, news, series/movies, variety, etc.) for more ease 
in choosing. 

 
The app is available in two packages:  

 
1. LOOX TV. A freemium business model,  

o SD quality  
o 50+ free channels to watch on smart mobile devices. 

 
2. LOOX TV BIG. A subscription-based model.  

o HD quality (maximum resolution of 1080P for channels broadcasting in full HD) 
o 50+free channels and 5 premium channels from the Triple T Network, including 

- Fight Sports Channel (a thrilling fighting sport competition in The Arena which 
covers live boxing from all over the world) 

- Da Vinci Kids Channel (popular educational channel for kids covering science 
and mathematics, etc.) 

- Kix Channel (action channel showing movies, sports and game shows) 
- Ginx Esports Channel (shows live top sports tournaments complete with in-

depth analysis of news and entertainment) 
- Thrill Channel (the only channel in Asia that combines horror movies from all 

corners of the world) 
o Can be watched via Chromecast on the big box, as well as on all mobile devices 
o Pricing: First 15 days free. Rate is 49 Baht (US$1.6) per/month or 120 Baht 

(US$3.9) for 3 months, with special promotions for customers who use the 
service for the first time. 
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• Cloud TV. TV channel management on the internet; one can create channels easily at a 
low price. This product/service is intended for content owners, satellite or cable TV 
operators, or the owner of the TV channel, which can reduce the cost of broadcasting 
equipment, both hardware and software. Cloud TV is suitable for hotels, education 
institutions, hospitals, condos, banks, cable TV operators and many other business 
operators who want to have their own channels to be distributed within their network 
 

• OTT Streaming. A service for broadcasting over the internet to viewers on various 
platforms (apps, websites and social media). Supports 24-hour broadcasting or specific 
time periods including specific application development services.  

 
SI Solutions 
 
Thai AI provides platform service and system integration services such as MATV System, 
Cloud TV, IPTV, CCTV, Access Control, Fibre Optic, Building Infrastructure, OTT Streaming 
and customized services according to customer’s requirements both in the public and private 
sectors.  
 
4.3.3 Cable and Satellite TV Content Providers  
 
KANTANA GROUP PUBLIC CO., LTD. 
 
Kantana Group Plc, a high-profile film and television production company in Thailand, was 
founded in 1951 by the Kaljaruek family husband and wife team. 
 
Over a period of seven decades, Kantana has transformed itself into a major hub for Asian 
film processing and editing, and has become a leading content and production house for 
television programming in the country.  
 
Together with more than 20 subsidiaries, Kantana Group operates in four core areas: content, 
production, education and new business solutions.  
 
Under the content business, there are six flagship companies which together make Kantana 
a fully-integrated house for producing movies and creating television programs and channels.  
 
• Major Kantana Broadcasting Co., Ltd. creates and operates channels in collaboration with 

other leading media & entertainment companies. 
 

• Kantana Media and Marketing Co., Ltd. focuses on advertising management and brand 
integration to build up long term client relationship and brand equity. 
 

• Kantana Evolution Co., Ltd. brings in popular international television programs and 
localizes the content to cater to local preferences of the Thai audience.  Such programs 
include The Face Thailand, Don’t Lose the Money, Family Secret, Ugly Betty 
Thailand and Gossip Girl Thailand. 
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• Sara-D Co., Ltd. is the creator of Thai Real TV program, an investigative documentary 
program hosted by four veteran anchors. The program is aired every Sunday on DTT 
Channel 7 in the 10.30 p.m. slot.  
 

• Kantana Movie Town (2002) Co., Ltd. provides a big indoor and outdoor shooting site as 
well as filmmaking equipment for rent. It also makes available fully-equipped venues for 
producing reality shows and has worked with many local and international companies to 
produce dramas, movies, and reality shows. 

 
• Kantana Motion Pictures Co., Ltd. is engaged in the production of movies, short films, 

advertising, music video, drama series, documentary and television programs.  
 

Satellite TV channels 
 
• Miracle Channel. Kantana’s only satellite channel that they fully produce and manage. It 

shows paranormal and supernatural dramas which are very popular with local audiences. 
The channel also focuses on religious activities, Thai culture and tradition.  

 
• Farm Channel. Thailand’s first television network promoting agricultural knowledge and 

expanding opportunities for farmers. The channel is operated by Farm Channel (Thailand) 
Ltd., another Kantana Group subsidiary. 

 
• M Channel. A collaboration between Major Cineplex and Kantana Group, M Channel offers 

movie entertainment selections including global and local films as well as various 
programs and activities. The channel was launched in 2010, and is currently operated by 
Major Kantana Broadcasting. People can watch M Channel on the company website and 
free-to-view platforms. 
 
 

• Boomerang. The country’s top ‘cartoon for family’ channel, Boomerang is jointly operated 
by the Kantana Group, Major Kantana Broadcasting and Warner Media, owner of 
Boomerang.  The channel offers varieties of entertaining cartoons such as the classical 
variety, Power Puff Girls, Batman, Ben 10, Garfield, Tom and Jerry and many more. 
Boomerang Channel is carried by satellite and/or online broadcasters PSI, Thai AI, 
Dynasat, Big 4 (Infosat), Big 4 (Thaisat), Big 4 (Leotech), Big 4 (Ideasat), IPM, Qsat, 
Hisattel, Sunbox, GMMZ, TOT IPTV and True Digital. 

 

MV (TELEVISION) THAILAND CO., LTD. 

 
MV (Television) Thailand Co., Ltd. (MVTV) began distributing satellite television channels in 
2010 to platform aggregators. Since then the business has vastly expanded and now covers 
a wide range of products and services as follows: 
 
• Import and distribution of Chinese movies and series of copyright owner TVB Hong Kong, 

across Southeast Asia, except Singapore and Malaysia 
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• Distribution of satellite television channels in Thailand such as MVFive, MV Major, MV Mix, 
Esan, V2H and more; and foreign-language satellite TV channels such as Lao (MVLao 
satellite and terrestrial), Myanmar (MVM terrestrial and satellite), Cambodian (TV3 
terrestrial), Chinese (WSM satellite) and Hmong Chae Nan (Hmong language) 

 
• Satellite TV platform services - complete service starting from the application for a license 

from the NBTC, provision of studios, program production, linking up satellite television 
channels, and other services in both C-Band and Ku-Band systems covering areas in 
Southeast Asia 

 
• Radio broadcasting business, joining with JS Ninety-One Group in signing up broadcasting 

contracts in over 50 countries worldwide 
 
• Television product sales service or TV Home Shopping under Wow Shopping name 

 
• Sales of DTT box “Createch”  
 
• Online streaming or OTT services under the MVHub name, providing movie and series 

content online, anywhere anytime, via the V2H set-top box system and other apps in 
collaboration with TVB Hong Kong. 

 
A selection of satellite TV channels distributed by MVTV include:  
 

• MVTV channel - popular drama series from Chinese and other Asian sources 
• Mix Major Channel - brings Big Theater to the home with popular Asian and Western 

movies 
• MV Lao Channel - shows movies, drama series, music video from different parts of 

Laos 
• Esan TV - a shopping channel 
• MVM Channel – shows movies, drama series, music video from different parts of 

Myanmar 
• V2H2TV Channel 
• TVB Thai Channel 
• Barntheung Gern 100 Channel (“More than a Hundred Entertainment) 
• Thaiban Channel – shows music video, drama series highlighting rural Thailand 
• 69 TV Channel 
• Happy TV Channel 
• TV Mono Channel 
• Thookdee TV – shopping channel 
• TV Direct – shopping channel 

 
The OTT business line operating under MVHub has three distinct types:  
 

• TVB Anywhere Thai Pack – more than 10,000 hours of movies and series from TVB 
Hong Kong with Thai dubbing 
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• TVB Anywhere Drama Thai Channel – satellite TV channel showing movies, drama 
series and entertainment/variety programs from TVB Hong Kong with Thai dubbing, 
available 24 hours daily 

• TVB Anywhere - on-demand online streaming service in Chinese language   
 
MVHub platform offers 3 subscription-based packages:  
 

• Thai Pack at 300 Baht (US$9.7) per month;  
• Chinese Pack at 300 Baht (US$9.7) per month; and,  
• Premium Pack (Thai Pack + Chinese Pack) at 500 Baht (US$16.1) per month.  

 
Users can watch free for one month, and continue to watch afterwards after subscribing to a 
package of their choice.  
 
4.3.4 Leading DTT Channel Producers 
 
Bangkok Broadcasting & Television Co., Ltd. (BBTV), owner and operator of Channel 7 (7HD) 
began broadcasting in November 1967, with a live broadcast of the Miss Thailand contest. In 
1973, it began to set up broadcasting stations in the provinces and in 1978 started 
broadcasting through satellite signals from Bangkok to network stations in all regions. By June 
2018, the analogue TV network comprising 37 stations had all been switched off. 
 
BBTV runs its Channel 7HD feed on digital terrestrial platform Channel 35, which started 
operating in April 2014.   
 
Channel 7HD is consistently Thailand’s number one channel. It was the most popular channel 
in Thailand with a rating16 of 1.876 in December 2018, and 1.74 in July 2019, according to 
Nielsen.  
 
Its success can be attributed to the abundance of a wide variety of content offerings that 
appeal to Thai audiences of all ages.  
 
News program 
Currently, 7HD offers news feeds throughout the day, with slots in the morning, noontime, 
early evening and late-night anchored by seasoned newscasters. News on 7HD acts like a 
‘mirror’ reflecting the problems and conditions of life of people in all regions through important 
news periods such as life scoop, news helping villagers, fun sports, etc. which are unique and 
highly popular among viewers. 
 
Drama/TV series 
Channel 7HD broadcasts a variety of drama themes including life, love, action, thriller, comedy 
and fantasy produced by a leading production team in Thailand. It is the hallmark of 7HD to 
hire popular and veteran artists to portray the leading characters in drama series and has done 

 
16 The rating is a measure for TV channel popularity in Thailand, and refers to a definition provided by AGB Nielsen Media. The 
rating score is the percentage of viewers per minute in relation with the number of Thai population. Thus, a rating of 1 is 
equivalent to 670,000 viewers per minute, and a rating of 1.74 is roughly 1,165,800 viewers per minute. 
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this for over 40 years. This has made the channel the most popular among Thai viewers, old 
and young alike.  
 
Sports station 
Throughout the years, Channel 7HD has focused on the development of the Thai sport 
industry. Channel 7HD is the leader in organizing the football competition for students – the 
first ever program in Thailand, and has pushed Thai youth to become professional athletes 
through tennis competitions, golf competitions, and similar events – all broadcast on the 
platform. 
 
Channel 7HD also broadcasts live major global and national sports such as tennis Grand 
Slam, Master Series and ATP.  

 
Online platform 
BBTV New Media, a subsidiary of parent company BBTV, was established in 2007 to manage 
websites and mobile applications for its Channel 7 station. At that time BBTV already saw 
big potential in digital media. In 2012, BBTV New Media launched online digital media 
platform Bugaboo.TV which initially showed reruns of Channel 7HD drama series. Later, 
online shows and live sports were added. By 2016, Bugaboo.TV had more than 20 million 
impressions per month.  
 
BEC WORLD PUBLIC CO., LTD. 
 
The principal business operations of BEC World and subsidiary companies are 1) content 
business - TV, online, global content licensing, program sourcing, production and distribution; 
and 2) supporting business - production of variety shows, content and promotional campaign 
activities, and other supporting activities. 
 
2019 was a challenging year for the Group. TV advertising revenue for the Group dropped 
22% from 2018 levels, despite a 6% increase in non-advertising revenue from concerts and 
shows. Revenue from copyrights and other services decreased mainly due to a missed 
opportunity in simulcast revenue from its global licensing business.  
 
In 2019, BEC World had to return two DTT licenses (for Channels 13 and 18) to the NBTC 
because continuing to broadcast would have been unsustainable due to dwindling advertising 
placements in these two channels. 
 
BEC World started 2020 with a content strategy focusing on a wider prime time (18.00 to 
22.35), supported by improved TV ratings performance in the first quarter of 2020 compared 
to the previous quarter. The company is upbeat for the prospects of doubling its non-
advertising revenue this year from its global licensing and online businesses – half of which 
has already been secured. It is forecast that the Group will be able to reduce costs by 10% 
resulting from ASO, programming cost reductions, and ongoing organizational restructuring. 
Its goal is to become “Thailand’s leading content and entertainment platform in the future.” 
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Television Broadcasting Business 
 
In 2014, BEC Multimedia Company Limited (“BECM”), a subsidiary company of BEC World, 
won licenses from the NBTC to operate three DTT channels: 1) HD variety category on 
Channel 33; 2) SD variety category on Channel 28, and 3) SD for kids and family category on 
Channel 13. The NBTC later issued a policy giving an opportunity for the current DTT 
operators (who were experiencing financial difficulties) to return licenses. BECM subsequently 
returned licenses for two channels (Channel 13 and 28), which were switched off at the end 
of September 2019. 
 
Bangkok Entertainment Co., Ltd. (BEC), a subsidiary of BEC World, operated Channel 3 
MCOT, an analogue terrestrial TV channel, under the concession contract between BEC and 
MCOT Plc. That channel switched off on 26 March 2020. Since then, BEC World has 
continued to digitally broadcast its programs on Channel 33 and its online platform.  
 
BEC World is also engaged in the operation, production, sourcing and distribution of news, 
entertainment programs and documentaries for broadcasting on their platforms. At the same 
time, the Group also sells copyright to broadcast its content in many countries (under global 
licensing). 
 
New Media/Digital Media Business 
 
This business is managed by BECI Corporation Ltd., another subsidiary of BEC World. BECI 
operates Ch3Thailand and Mello, the digital platforms of the Group. 
 
1. Ch3Thailand (www.ch3thailand.com) 
 
“Ch3Thailand” is the official online platform of Channel 3 across a mobile application, social 
media and the internet (website). The platform used to offer audiences live simulcast of 
Channels 33, 28 and 13 until Channels 13 and 28 stopped broadcasting in September 2019.  
Ch3Thailand continues to broadcast Channel 33 on its platform reaching consumers anytime, 
anywhere. It offers a TV program guide of each channel including entertainment news, 
celebrity news, and blurbs of upcoming drama or series. 

 
Ch3Thailand app can be downloaded to iOS and Android devices. 
 
2. Mello (https://ch3plus.com/) 

 
Mello is the content provider operating a VOD entertainment service under the brand “Mello 
Original”. Mello targets young entertainment audiences with Channel3 drama, international 
series, and Mello Originals. Viewers can watch Channel 3 rerun content on “Mello” after its 
first run at midnight. The platform is non-subscription based and does not have commercial 
ads. 
 
2020 Initiatives 
 
In January 2020, BEC World and WeTV (the leading video streaming platform in Thailand 
under Tencent Video) jointly announced a collaboration to expand Channel 3’s audience in 
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the region and China. Under this strategic partnership, WeTV/Tencent Video will offer TV 
CH3’s Thai dramas on WeTV/Tencent Video alongside the CH3+ Application, the new name 
of Channel 3 video services. 
 
Details of the strategic partnership include: 

• Selective CH3 drama titles offered as simulcast and rerun exclusively on WeTV in 
Thailand and Tencent VDO in China alongside CH3+ 

• 2020 CH3 drama content line-up offered as 2-hour window rerun on WeTV Thailand 
alongside CH3+ 

• Selective CH3 drama titles distributed as rerun to other WeTV territories in Asia 
 
In February 2020, BEC World/BECI formally introduced the CH3+ mobile app for viewers to 
watch content in real time as well as reruns. This app combines the ch3Thailand.com website 
and its Mello app, which mainly aired reruns. The website and Mello app have 8 million 
viewers.  
 
GMM GRAMMY PUBLIC CO., LTD. 
 
Today leading music and entertainment conglomerate GMM Grammy Plc (“Grammy”) 
continues to have a strong presence in the country’s broadcasting landscape, albeit focused 
on DTT. It now operates only one satellite TV channel distributed to both cable and satellite 
platforms.  
 
DTT Business 
Through its subsidiaries, the company operates two DTT channels: GMM25 and One31.  
 

• GMM25, produced and operated by GMM Channel Holding, is a general category 
channel with standard definition. The target audiences are young adults aged between 
18-35 and young-at-heart aged 35 and older. Among popular drama and programs are 
“Roop Thong,” “Khun Por Jom Za,” Club Friday-the Series, and Girl from Nowhere (a 
teen series which became viral on social media and reached a global audience on 
Netflix, winning many awards locally and at the international level.) 

 
• One31, produced and operated by One Enterprise Co., Ltd., is a general category 

high-definition channel. One31 aims to create high-quality content providing 
entertainment for mass audiences with a broad range of program genres including 
drama, variety programs, competition, news, and entertainment. Popular programs 
during the past couple of years include Wife 2018, The Shining Stars, You are my 
Destiny, Man is not Real Woman, “Looktung,” The Battle Project, Top Chef Thailand 
and “Roo Mai Krai Sode.” 

 
Satellite TV Business 
The satellite TV business is divided into two business categories.   
 
1. Sales of set-top boxes, for satellite TV and DTT, IPTV, music box, MP3 players, and 

karaoke microphone 
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• GMM Z STREAM is an IPTV box with Android 7.1 operating system providing Ultra 
HD4K. 

• GMM Z HD WISE PLUS is a newer model enabling high-definition Full HD with PVR 
system, time shift system, and multiplicative media playing function. 

• GMM Z HD SMILE, the new look in white color comes with OTA system that adds a 
channel automatically, smart remote for simple use, and a newly-designed LED screen 
as well as simple button design. 

• GMM Z Music Box Chill Out is a new music box with more than 10,000 easy listening 
hits. 

• MP3 KARAOKE GMM Z STAR, free hit music from WE, Easy to connect with karaoke 
application. Applicable to both Android and iOS with 2-way speaker power and 
portable MP3 player. 

 
2.  Satellite TV Media 
 
Content production of “Fan Music” aired on satellite TV channels. (The company discontinued 
broadcasting its previous “Money Channel” effective 1 January 2019). 
 
The satellite TV platform remains the television medium that has the highest number of 
viewers in the country. However, the satellite TV industry has slowed down since 2018 due to 
technological advancements in communications. Media consumption behavior has also 
shifted from traditional media to digital and online media, leading to more intense competition. 
While the economic recession and advertising spending has slowed, the operating results for 
the satellite TV business have continued to decline. In the past year, business operators 
adapted and expanded to online channels as well as cooperated with strategic partners to sell 
content on other platforms. This direction is likely to remain stable. For Grammy, the satellite 
television business has an essential role in supporting the public relations of the Group such 
as the music business, offering greater exposure across the country. 
 
MCOT PLC 
 
MCOT Public Company Limited (MCOT Plc.) is a state enterprise under the supervision of the 
Office of the Prime Minister. The core businesses fully operated by MCOT Plc. involve the 
television business, radio business, Thai News Agency, and DTT broadcast network and 
facility services. MCOT has two subsidiaries, namely, Panorama Worldwide Company Limited 
and SeedMCOT Company Limited. MCOT Plc. has also provided a concessionary framework 
for other businesses under joint operation agreements with two private operators, namely, 
Bangkok Entertainment Company Limited, the operator of Television Channel 3, and 
TrueVisions Cable Public Company Limited, an operator of subscription-based television. 
 
From the start, MCOT Plc. operated its television business under the analogue broadcast 
system, but the broadcast of Modernine TV on the analogue system was terminated in the 
middle of 2018.  
 
In 2014, MCOT Plc. obtained two broadcasting licenses to operate commercial DTT channels 
at the national level comprising of High Definition (HD) variety - 9 MCOT HD (Channel 30) and 
Standard Definition (SD) Family channel - MCOT Family Channel (Channel 14), for the period 
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of 15 years from 25 April 2014 to 24 April 2029. Due to fierce competition in the DTT industry, 
MCOT Plc had to return one DTT license to the NBTC and stopped the broadcast of the MCOT 
Family Channel on 16 September 2019. 
 
9 MCOT HD (Channel 30) 
 
9 MCOT HD (channel 30) is an HD variety channel. In 2015, the company changed the 
channel logo and slogan to be “See the World, Enjoy Happiness” in accordance with the 
increased competition in the DTT industry where many channel operators tried to capture 
working-class audiences. This change responded to advertising buyers who tended to buy the 
advertising time on any television channel focusing on teenage and working-age and young 
viewers. Those logos and slogans have been applied up to now. 
Edutainment programs both produced by MCOT Plc. and external producers were added in 
order to be able to control the production and obtain rights in selling advertising air time for 
SPOT or Tie-in. MCOT Plc. also obtained the ownership right in both content and format to be 
able to broadcast on other digital platforms such as streaming and LINE TV. In addition, 
finished programs were sold in foreign markets. 
 
In another strategic move, MCOT Plc increased the production of entertainment programs 
from 32% in 2019 to 37% in 2020. Most entertainment programs are Chinese series including 
Chinese fiction, historical period drama and modern drama.  
 
NATION MULTIMEDIA GROUP PUBLIC CO., LTD. 
 
Nation Multimedia Group Plc (NMG) brings to its businesses nearly 50 years of expertise in 
news gathering and reporting. NMG entered the television business in 2012 and today, the 
broadcasting business forms 45% of NMG’s revenue, with the publishing business bringing 
another 45%.  
 
In January 2018, the Nation Multimedia Group, in a hostile acquisition, was taken over 
by Sontiyan Chuenruetainaidhama, founder of conservative outlets T News and INN News.   
 
There are two broadcasting business operators within NMG – Spring 26 Co., Ltd. and Nation 
Broadcasting Corporation Plc (NBC).  
 
Spring 26 is a subsidiary of NMG and erstwhile holder of license of the general SD DTT 
channel Spring 26 (NOW26) presenting variety programs, news and quality entertainment 
focusing on fun and creative content, and providing experience and learning through content 
that covers four main categories, i.e., news, documentaries, sports and variety. Due to 
financial difficulties faced by the station over the years, it returned the license to the NBTC 
and ended broadcasting on August 16, 2019. 
 
National Broadcasting Corp is the founder and operator of a full-cycle TV broadcasting 
business including program production, procurement and sale of air time for news and 
entertainment programs, production of radio programs, and “new media.” Its subsidiary, NBC 
Next Vision Company Limited is the holder of license of the SD News DTT channel “Nation 
TV (Channel 22).” 
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Nation TV is a 24-hour news channel and is distributed through set-top boxes, and via cable 
and satellite networks using Thaicom 6 via C-band and Ku-band.  The Nation name, already 
recognized for the quality of their news reporting on the satellite TV for the past 16 years 
brought reliability to their news programs Since the change in ownership in 2018, Nation TV 
has been well-known for far-right political coverage and frequently criticized opposition 
factions such as the Future Forward Party. 
 
RS PUBLIC CO., LTD. 
 
A leading entertainment company for many years, publicly-traded RS Plc changed sector 
under the Thai bourse Stock Exchange from “media & publishing” to “commerce” in March 
2019 to reflect the organization’s significantly rising commerce revenue structure and business 
operation.   
 
For a number of years, RS had been operating a health and beauty business through its 
subsidiary Lifestar, at the same time running media and music businesses in parallel. Since 
being awarded a DTT license in 2014, the company had had misgivings about the glut of 
channels and started shifting towards multi-platform commerce (MPC) to mitigate business 
risk.  
 
The growth of the MPC business has been phenomenal, with the share in total revenue rising 
from 8% in 2016 to 56% in 2019 – at the expense of other business units (media and music). 
While still profitable, the share of media business (including DTT Channel 8) decreased from 
49% in 2017 to 30% in 2019. 
 
In the present business model, RS makes use of the synergies between its MPC and media 
businesses. Lifestar products are advertised through various platforms such as the DTT 
channel, three satellite TV channels, and COOfahrenheit radio station. In addition, RS strives 
to grow its online platforms including www.shop1781.com and LINE shop, direct sales channel 
and via retail stores nationwide.  
 
RS operates one DTT channel, Channel 8. This channel presents programs that cater for 
mass market viewers in Thailand. The anchor programs include news formats that are simple 
and easy to understand: Morning News, Evening News and other news programs that cover 
local happenings of ordinary people and their grievances. In the sports category, there are 
boxing shows such as the local “muay thai” and international-level boxing (e.g., HBO Boxing 
and Ultimate Fighting Championship). 
 
Channel 8 leads in the category of international series broadcast with Thai dubbing or 
voiceovers. Other content includes modern Indian series and Bollywood Blockbusters, drama 
series and variety programs.  
 
In addition, RS also operates four satellite television channels: Sabaidee TV, Channel 2, 
Series Channel, and Ploen TV. Each channel maintains its own concept and types of 
programs, as follows: 
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• Sabaidee TV. The channel targets Thai music lovers, presenting a variety of music genres, 
including folk songs, music for life, string music, popular songs in the past, and old songs 
that are hard to find.  

 
• Channel 2. Showcases superb dramas and international series from China, India and 

Korea that have been highly popular on Channel 8. Each has been carefully selected and 
concisely presented on Channel 2, to retain the audience base by catering to their favorite 
entertainment styles. 

 
• Series Channel. This channel presents foreign series and movies, including those from 

China, India and Korea, catering to audiences who enjoy watching such series and movies 
throughout the day. 

 
• Ploen TV. This channel aims to address the needs of most audiences in the country, 

presenting news and variety shows of Channel 8 on its own channel. Audiences can find 
and view their favorite content, fully aligned to their tastes. 

 
WORKPOINT ENTERTAINMENT PCL 
 
Workpoint Entertainment Public Company Limited (“Workpoint”), through its subsidiaries, 
operates as a media and entertainment company in Thailand founded in 1989 by Phanya 
Nirunkul and Prapas Cholsaranon. The Workpoint Group does business in television 
production, film making, event management, animation, publishing, event marketing and 
recording.   
 
Dubbed by the Hollywood Reporter as the “No.1 TV producer in Thailand,” Workpoint has 
produced over 150 creative content programs in numerous entertaining formats: game show, 
variety, talent and family, paranormal reality, comedy, drama and thriller, sport and 
documentary. Its productions include the Asian TV award-winning “Game Jarachon,” “Fan 
Pan Tae,” and “Todsagun Kid Game” among many other popular programs.  
 
Over the years, Workpoint’s creations have been nominated for international and Asian 
awards, and won in a number of categories: 

• 5 nominations for International Emmy Awards 
• 1 nomination for International Emmy for Kids Awards 
• 22 winners of Asian Television Awards 
• 1 winner of Asian Academy Creative Awards 
• Many runners-up and highly commended programs from Asian Television Awards 

 
Workpoint started broadcasting Workpoint TV (Channel 23), a DTT channel in 2014. By 
offering a wide array of entertainment options through TV programs, movies, concerts and 
showbiz, production and computer animation, print media, marketing event organizing, and 
sound studio, Workpoint has become one of the most successful entertainment operators in 
the country. Throughout the years, Workpoint has developed various content to meet the 
needs of consumers including variety shows and games.  
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Workpoint continues to produce quality entertainment for satellite TV channels, but the 
company’s primary objective is creating quality content for Workpoint TV. 
 
In a move to further boost its revenue generation capacity, Workpoint entered an agreement 
with RS Plc in late 2019 to expand the latter’s Multi-Platform Commerce (MPC) business. 
Workpoint also has an online shopping system with more than 500,000 people in its database. 
This partnership is a business synergy that combines both companies' strengths, as both are 
industry leaders, and pool together the database. RS’s content started broadcasting at 
Workpoint TV channel from November 1, 2019 onward in various time slots throughout the 
day. The products are available through telesales and via Line@rsmall. RS also announced 
that it will introduce a new channel under the name Wellness Shop to sell LifeStar Products 
under RS, as well as Workpoint’s and other partners’ products. 
 
 

4.4 Programming 
 
Cable, satellite and IPTV channels 
The total number of licensed TV channels dropped by 9% in May 2020 compared to 2016, 
with the number of cable TV and satellite TV channels down significantly from 600 in 2016 to 
462 in May 2020. On the other hand, the number of IPTV channels grew nearly nine-fold in 
2020 as operators expanded their channel lineups with a wider variety of content to attract a 
bigger audience as the still nascent technology began to take root in the market.   
 
By genre, entertainment channels have the biggest share with 55% of the total, followed by 
news and current affairs with 19%, and education/religion/science/etc. with 10%. Sports 
channels and channels for children/family/etc. have about the same share, 8% each. 
 

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 (as of 13 May 2020) 
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Turn-around channels 
At present, there are 204 foreign-originated channels, up 32% from a total of 154 in 2016. Half 
of foreign channels now broadcast in Thailand are entertainment channels. By genre, foreign 
channels are classified as follows: entertainment & variety, 103 (50%); news, 38 (19%); 
children/family, 30 (15%); sports, 27 (13%); and education/culture, 6 (3%). By platform, 10 are 
broadcast on cable TV, 115 on satellite TV, and 79 on IPTV. For the IPTV platform, the 
majority of content is of foreign origin, representing 81% of the total. 
 

Genre Cable TV Satellite TV IPTV Total 
News 3 15 20 38 
Children/family 2 24 4 30 
Education/culture 0 0 6 7 
Sports 1 22 4 27 
Entertainment & variety 4 54 45 103 
Total 10 115 79 204 

Source: Radio and Television Broadcasting Business Licensing Bureau, NBTC (as of 13 May 2020) 
 
Commissioned programs 
Commissioning programs such as documentaries or drama series is not common in the Thai 
cable and satellite TV segment. Normally, operators such as TrueVisions develop their own 
content in-house or farm out the production to affiliated companies. Sometimes they buy non-
exclusive and exclusive programming from local production houses. A few satellite TV 
platform operators collaborate with content developers such as Kantana to develop programs 
or produce an entire channel for their platforms. Some of these channels are Miracle Channel, 
Farm Channel, M Channel and Rama Channel which have been on the air for a number of 
years. 
 
In-house channels 
Leading pay TV operator TrueVisions remains the major developer of own content and in-
house channels, in collaboration with Cineplex, a part of the True Group of companies. The 
current in-house channel lineup totals 42 (22 HD and 20 SD), 11 channels more than in 2016. 
By genre, there are 18 sports channels, 9 movie channels, 6 entertainment channels, 3 
documentary channels, 2 children channels, 2 news channels and 2 “other category” 
channels. 
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TrueVisions In-House Channels 
 

 
 
IPM Platform, a satellite TV platform aggregator, has 38 in-house channels created by Ten 
TV, a subsidiary TV content producer. 
 
Purely local channels on cable and satellite TV have decreased in number (as evidenced by 
the lower number of licensed cable TV channels in 2020 compared with 2016). Local content 
producers now cover a much wider territory and cater to a larger group of audience. Examples 
are Hat Yai Channel and Chanthaburi Channel which produce local content both for TV and 
online broadcasting. Likewise, local news channels in the Northeast, South, Central and North 
of Thailand are also aired on TV and over the internet.  
 
 
4.5 Pay TV Channel Lineups and Pricing 
 
TRUEVISIONS PLATFORM 
 
TrueVisions offers a wide array of international, regional and local channels, at present 
numbering 220 in total for its top premium Platinum package. It includes 36 DTT channel spots 
(21 channels currently broadcasting), 15 DLTV (Distance Learning TV) channels, 15 variety 
channels, 49 HD channels, 20 movie channels, 21 entertainment channels, 8 kids’ channels, 
13 documentary channels, 24 sports channels, 18 news channels and one 4K UHD channel. 
 

True Channel Genre HD/SD True Channel Genre HD/SD
1 True Spark Jump Children SD 23 True Premier Football HD1 Sports HD

2 True Spark Play Children SD 24 True Premier Football HD2 Sports HD

3 True Explore Life Documentary SD 25 True Premier Football HD3 Sports HD

4 True Explore Sci Documentary SD 26 True Premier Football HD4 Sports HD

5 True Explore Wild Documentary SD 27 True Premier Football HD5 Sports HD

6 True Inside Entertainment SD 28 True Sport HD Sports HD

7 True Inside HD Entertainment HD 29 True Sport HD2 Sports HD

8 True Music Entertainment SD 30 True Sport HD3 Sports HD

9 True Music HD Entertainment HD 31 True Sport HD4 Sports HD

10 True Shopping Entertainment SD 32 True Sports 2 Sports SD

11 True X-Zyte HD Entertainment HD 33 True Sports HD Sports HD

12 True Asian Series HD Movies & Series HD 34 True Sports HD2 Sports HD

13 True Film Asia Movies & Series SD 35 True Sports HD3 Sports HD

14 True Film HD Movies & Series HD 36 True Sports HD4 Sports HD

15 True Film HD2 Movies & Series HD 37 True Tennis HD Sports HD

16 True Movie Hits Movies & Series SD 38 True Sports 5 Sports SD

17 True Select Movies & Series SD 39 True Sports 6 Sports SD

18 True Select HD Movies & Series HD 40 True Sports 7 Sports SD

19 True Series Movies & Series SD 41 TNN2 News SD

20 True Thai Film Movies & Series SD 42 TNN16 News SD

21 True Plook Panya Others SD

22 True Plook Panya HD Others HD
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TrueVisions platform provides a vast range of content of all genres, including movies and 
drama series, entertainment, documentary, sports, news, lifestyle as well as cartoon channels 
for kids. 
 

Package Number of 
channels* 

Subscription fee** per month 
Baht US$  

Platinum HD 220 2,155.15 69.5 
Gold HD 198 1,568.12 50.6 
Super Family HD 170 899.00 29.0 
Sports Family HD 135 590.00 19.0 
Smart Family HD 143 490.00 15.8 
Happy Family HD 125 299.00 9.6 

*Includes duplicate channels  **Excludes 7% VAT 
 
In addition, the company provides a free package for Freeview (satellite) and True 
(online/mobile) customers: Enjoy HD package (104 channels). 

 
NEXT STEP PLATFORM 
 
For the subscription-based package, Good TV provides 61 channels, via Ku-band, broken 
down as follows: 
 

Genre/type Content provider Number of 
channels 

DTT Local broadcasters (4 public; 15 commercial) 19 
Movies and series Fox International 10 
Documentary National Geographic (1), Next Step (4) 5 
News NHK, France 24 (2), CGTN, CNA TV5 6 
Kids Boomerang, Baby 2 
Select channels Sabaidee, Channel 2, T Sports 3 
Educational Ministry of Education; Satellite Distance 

Education Foundation under the Royal 
Patronage 

16 

 
Next Step produces four 24-hour documentary HD channels solely for a Thai audience:  
• Samruajlok ("New Explorer") channel (“explore the world with all kinds of 

documentaries”) 
• MySci, a 24/7 scientific documentary channel (“all about science and technology”) 
• Animal Show channel (“all about wildlife”) 
• Thainess TV channel (“the different views of Thailand”) 
 
Subscription fee is 300 Baht (US$9.7) per month. 
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IPM PLATFORM 
 
Free-to-View channel packages 
IPM sells three models of set-top boxes together with Ku and C-band dishes, offering from 
110 to 159 free-to-view channels for Ku-band and 179 to 205 channels for C-band.  
 

Set-Top Box 
Model 

Number of Channels Standard Price* 
in Baht (US$) 

Retail Price** 
In Baht (US$) Ku-band C-band 

IPM FINN  110: IPM (6), Free 
Ku-band (68), local 
DTT (36) 

179: IPM (3), C-
band (140), local 
DTT (36) 

690 (22.3) 390 (12.6) 

IPM UP HD2 145: IPM (28), 
Free Ku-band (81), 
local DTT (36) 

205: IPM (16), C-
band (153), local 
DTT (36) 

1,290 (41.6) 569 (18.4) 

IPM HD Pro3 159: IPM (38), 
Free Ku-band (85), 
local DTT (36) 

205: IPM (16), C-
band (153), local 
DTT (36) 

2,190 (70.6) 2,050 (66.1) 

*IPM listed price 
**Shopee Thailand retail price retrieved on 10 July 2020. 
Technically only 21 DTT channels are operating; 15 out of 36 slots are not filled. 
 
The IPM Ku-band platform offers cartoons, movies, news, sports, documentary, music, 
entertainment, knowledge, religious and some foreign content (Laos, Myanmar).  Its C-band 
platform offers similar genres and more foreign content choices in addition to channels 
originating from neighboring countries of Laos and Myanmar such as France 24, Somali 
National TV, SBN International, Mountain TV, and more. 
 
All satellite channels are free-to-view.  IPM in-house channels are being created by Ten TV, 
a subsidiary TV content producer that also makes programs for local cable and satellite TV 
operators. IPM has 38 NBTC channel licenses. 
 
Subscription-based package 
IPM also sells the CSAT set-top box, built-in with 250 HD premium channels, retailed by 
Shopee Thailand at 2,500 Baht (US$80.6). The subscription fee is 150 Baht (US$4.8) per 
month. 
 
TOT IPTV PLATFORM 
 
TOT IPTV offers several packages from which viewers can pick and choose depending on 
their individual preferences and capability to pay. TOT IPTV also offers prepaid and postpaid 
services to customers who might prefer to watch for only a limited period (e.g., 7 days, 15 
days or one month).   
 
Two basic packages are Choice (85 channels) and Choice Super Plus (133 channels) with 
programs categorized into free DTT, general, news, variety, kids, education, sport and 
documentary. Choice Super Plus package has 48 premium channels (31 HD) featuring well-
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known brands such as Fox Crime HD, Fox Thai HD, Fox Actions Movies HD, Fox Sports 2, 
Fox Sports 3, Fox News, National Geographic HD and Nick Junior.    
 
Aside from its own collection of premium content, TOT IPTV has forged strategic partnerships 
with a number of players locally and internationally, including DOONEE, MV Hub/TVB (Hong 
Kong) and Star K (South Korea) and broadcasts its partners’ programs on the IPTV platform. 
Moreover, the platform provides a la carte programs including news, fashion and premium 
content from India.  
 

Package Service Fee* Number of channels** Baht/month US$/month 
Choice (85 
channels) 150 4.8 36 DTT slots (only 21 are filled)  

49 standard channels 
Choice Super 
Plus 
(133 channels) 

390 12.6 Basic package plus 48 
additional premium channels. 

DOONEE 150 4.8 Unlimited viewing of Hollywood 
movies and Asian series  

MV Hub 

Free trial for 
one month; 99 
Baht per month 
from 2nd month 
onwards 

Free trial for 
one month; 
US$3.2 per 
month from 2nd 
month onwards 

More than 1,000 hours of 
viewing (movies, drama series, 
comedy, thriller, variety, 
romance) - Chinese series from 
Hong Kong, copyrighted by TVB 

Star K 149 4.8 
All Korean content: drama 
series (1 title), entertainment (12 
titles), lifestyle (7 titles) 

A la carte – news 220 7.1 France 24 
A la carte – 
fashion 90 2.9 Fashion TV HD 

A la carte – Indian  350 11.3 
11 Indian channels (news, 
Bollywood, 
entertainment/variety, business) 

Prepaid ‘Choice’ 

40 Baht/7 days 
70 Baht/15 
days 
100 Baht/30 
days 

US$1.3/7 days 
US$2.3/15 days 
US$3.2/30 days 

Choice package (85 channels) 
(valid from 1 Feb 2020 to 31 
Mar 2021) 

Postpaid ‘Choice’ 50 1.6 
*Excludes 7% VAT 
**The number of channels may change without prior notice. The number of channels includes the channels with 
original audio extract and voiceovers. 
 
The listed price of a TOT IPTV set-top box is 3,500 Baht or US$113 (includes 7% VAT).  
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3BB PLATFORM 
 
At present, 3BB Cloud IPTV offers free viewing to existing 3BB broadband customers. The 
Cloud IPTV platform has a total of 73 channels (21 DTT and 54 channels of various genres). 
 
Starting 30 March 2020, 3BB became the new home of HBO Go after that channel had 
partnered with AIS Play for three years since 2017.  
 
3BB’s ‘Gigatainment’ broadband packages start at 629 Baht (US$20.3) per month and comes 
with HBO Go, TV and movie streaming service MonoMax and karaoke app OKE at a minimum 
speed of 1 gigabit per second. 
 

Speed Service fee/month Details Baht US$ 
1Gbps/100 Mbps 629 20.3 HBO Go (6 channels) + 

MonoMax + OKE 
(can watch with up to 2 
devices per time) 

1Gbps/500 Mbps 739 23.8 
1Gbps/700 Mbps 939 30.3 
1Gbps/1Gbps 1,239 40.0 

 
For non-subscribers to 3BB’s broadband service, HBO Go is also available as a standalone 
service for 149 Baht (US$4.8) per month with a free, 7-day trial.  
 
By the end of 2020, 3BB will launch its subscription-based IPTV platform, which will feature, 
among many others, WarnerMedia’s suite of six HBO linear channels. Viewers will have 
access to global hits like sci-fi drama Westworld as well as HBO Asia Originals, such as 
Halfworlds and Folklore. KT Corp of Korea will provide commercial IPTV solutions and 
technology to 3BB to commercialize the IPTV service within Thailand. These include an 
IPTV/OTT solution, CDN (content delivery network), network optimization, advertisement/e-
coupon/search/channel recommendation services, set-top box devices and E2E (end-to-end) 
service assurance solution.  
 
REGIONAL AND LOCAL CABLE OPERATORS 
 
Regional (54) and local (224) cable operators represent 98% of the total number operating in 
the country. The majority of local cable operators still tend to use the analogue broadcasting 
platform which is capable of carrying 40-80 channels, while most of the regional operators 
covering mainly large cities and urban municipalities are using digital broadcasting platforms, 
allowing 90-200 channels.  
 
National operator Charoen Cable TV now covers 73 cities and towns in 11 provinces including 
the BMA through its acquisition of nine local operators in recent years and setting up a 
subsidiary company Cable Connect Co., Ltd. The Charoen Cable TV Group offers 60-80 
channels on its analogue platform and 200-300 channels on its digital platform. The Group 
offers analogue TV, DTT, internet and IPTV services. Internet and IPTV are handled by Cable 
Connect which has an NBTC license for providing internet services. 
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The cable TV platform offers a selection of movies, drama series, entertainment/variety, 
documentary, news, sports, country music and cartoons. The majority of these programs are 
locally produced, while the platform also offers several international programs. 
 
The normal subscription rate for cable TV users is 300 Baht (US$9.7) per month for new 
members. However, Charoen Cable TV also accepts 50 Baht (US$1.6), 20 Baht (US$0.65), 
or even 1 Baht (US$0.03) per month from old customers who would ask for (heavily) 
discounted rates – to which the cable operator would acquiesce to retain customers.  
 
The rate for broadband internet starts at around 500 Baht (US$16) per month.  
 

Sample service fee structure by selected local cable operators 
 

Operator Package Service fee 

Ayutthaya Network CATV 64 analogue channels 300 Baht (US$9.7)/month,  
single home 

Ithi Vara CATV Network 160 digital channels 
250 Baht (US$8)/month;  
one-time installation fee of 500 
Baht (US$16) 

Mahachai Cable TV 

• 299 digital channels 
• 170 digital channels 
• Internet (30/10Mbps) + 

cable 

• 299 Baht (US$9.7)/month 
• 350 Baht (US$11.3)/month 
• 690 Baht (US$22.2)/month 

Cable TV Chonburi • 140 digital channels 
• Internet (15Mbps) + cable 

• 350 Baht (US$11.3)/month 
• 599 Baht (US$19.3)/month 

Phangga Cable Group Not available 

• 199 Baht (US$6.4)/month  
(1 TV point) 

• 349 Baht (US$11.3)/month 
(2 TV points) 

• 449 Baht (US$14.5)/month 
(3 TV points) 

Source: NBTC Annual Report on Competitive Environment in the Television Industry, 2018-2019 
 
4.6 Market Potential  
 
Consumer affluence and ability to spend 
According to a report by Boston Consulting Group (BCG), Thailand’s MACs accounted for 
60% of the total population in 2017, and is forecast to represent 64% 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 on luxury 
goods and services. In another BCG study (“Five Consumer Trends to Watch in Thailand,” 
October 2017), it was found that growth is strong in consumer categories that offer 
indulgences and experiences. As incomes increase, Thai consumers, particularly upper-
income shoppers, are spending more on experiences such as dining out and leisure travel as 
well as luxury products such as watches, jewelry and smartphones.  
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Interestingly, 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. 
 

 
Source: Boston Consulting Group 
 
According to the NESDC, consumer spending in Thailand increased slightly by 0.1% to 
1,442.6 billion baht (US$46.54 billion) in the first quarter of 2020 from 1,440.9 billion baht 
(US$46.48 billion) in the fourth quarter of 2019. 
 
Specific behaviors of MACs across Southeast Asia (including Thailand) 
Based on a combination of studies conducted by BCG Research, Google, Temasek and Bain 
& Company, and We are Social/Hootsuite, there are some specific consumer behaviors which 
are relevant to the pay TV industry (including OTT/OCC) in their targeting the mass affluent in 
Thailand: 
 

• They embrace ‘premiumization.’ They purchase products or use services to reflect 
their ‘middle-class’ status such as smartphones, plasma TV and cosmetics. As they 
move into the affluent class, they further upgrade to more costly items in their search 
for premium products. 

 
• They use digital media. When making buying decisions, they turn to online shopping 

channels more than visiting a physical store outlet. In January 2020, 58% of internet 
users in Thailand used shopping apps on their mobile phones. 
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• They shop online more than ever before. In January 2020, a high 90% of Thai internet 
users searched online for a product or service to buy (using any device), and 82% 
made an online purchase via an internet-connected device (mobile phone, laptop, PC). 

• They seek quality and value. MACs have become more discerning and want proof of 
value and quality in the product or service that they decide to buy. 
 

• They want exclusivity. In much the same way as being brand loyal, affluent consumers 
view their choice of products as a way to stand out or be different from the crowd. 
 

• They take pleasure in the experience. Many of the affluent consumers enjoy the feeling 
they get when they own certain premium products, and appreciate when getting invited 
to promotional events – as they value their association with the brand. 

 
Broadband connectivity 
Broadband penetration in Thai households stood at 47% in 2019, with about 10.11 million 
households being connected to high speed internet, according to the NBTC (January 2020).  
 
It is forecast to rise slightly to 48%, reaching approximately 13 million households in 2020. 
Since this figure does not include the Net Pracharat Project which aims to install broadband 
infrastructure networks to more than 44,000 rural villages in the country, the actual penetration 
rate may be higher.  
 
Meanwhile, in the Global Connectivity Index (GCI) which was developed by Huawei 
Technologies, Thailand was ranked 54th out of 79 economies covered, with a total score of 43 
out of 120 in 2019. The GCI evaluates each country based on the following parameters: a) 
four technology enablers (broadband, cloud, AI and IoT), b) four pillars (supply, demand, 
experience and potential), and c) 40 key ICT indicators. 
 
As an early adopter of ICT, Thailand performed relatively well in the broadband assessment. 
Investments in FTTH and 4G have increased steadily over the years. In 2019, the country 
received the maximum score in smartphone penetration and mobile broadband subscriptions. 
Internet use as a whole has spread.  But despite its competitive broadband infrastructure, 
Thailand is lagging in the other three tech enablers, especially data usage.  
 
After winning licenses for 5G spectrum in February 2020, Thailand’s big three mobile 
operators AIS, Dtac and True laid out their plans to start introducing 5G-compatible apps and 
services for their customers in Thailand. Leading operator AIS was the first to roll out 5G 
coverage over 25 sq. km in Bangkok in early March and expected ultra-fast internet speeds 
to be adopted by various industrial sectors soon. The operator will also launch during the year 
new apps for 5G adoption, including those with augmented reality and virtual reality, 
interactive cloud as well as gaming and innovative routers for AIS Fibre (its broadband 
service).  
 
With the arrival of 5G comes an expectation of an increase in performance, portability and 
efficiency of watching streaming video. Moreover, 5G will enable a sharp increase in the 
amount of data transmitted over wireless systems due to availability of more bandwidth and 
advanced antenna technology. It is widely held that 5G will be able to support download 



 
 

96 
 

speeds of at least 1 Gbps (and possibly up to 10Gbps). Such speed, combined with other 
networking enhancements and technologies, would provide the ideal environment for multi-
screen TV broadcasts. 
 
Key advertisers and future trends  
According to Nielsen’s ad spending data (not including digital ad spend), big advertisers on all 
kinds of media in Thailand are mostly the global companies including Unilever, Procter & 
Gamble, Nestle, Toyota Motor, L’Oreal, Coca-Cola and Isuzu which together spent 14,343.5 
million baht (US$462.7 million) in 2019 on commercial ads, a 2% increase over the previous 
year’s ad spending of 14,079.4 million baht (US$454.2 million). They are seven among the 
top 10 advertisers in 2019. Completing the list are three local companies Life Star (an e-
shopping platform owned by RS Plc), TV Direct (a TV shopping channel), and an unknown 
company that is engaged in direct sale. In 2018, the trio’s ad placements totaled 4,898.8 
million baht (US$158 million) which showed a remarkable 33.4% growth in 2019 with a 
combined spending on ads of 6,534.0 million baht (US$210.8 million).  
 
During the first half of 2020 (at the height of the COVID-19 crisis), Coca-Cola and Isuzu were 
conspicuously quiet without placing ads on any media.  Replacing them in the list of top 10 
advertisers during this period are AIS (Thailand’s number one cellular operator) and Mono 
Travel (a travel agency under the Mono Group, also the operator of OTT platform MonoMax).   
 
Of the total digital advertising spend of 19.56 billion baht (US$631 million) in 2019, leading 
industry advertisers, which accounted for 62% of total ad expenditures were: motor vehicles 
(14%), skin care preparations (9%), communications (8%), banks (7%), non-alcoholic 
beverages (6%), retail shops (5%), hair preparations (5%), dairy products (4%) and real estate 
(4%) – according to Kantar Media-DAAT. In 2020, it is forecast that the same industries will 
comprise about 61% of total ad spending of nearly 22.2 billion baht (US$716 million). 
 

 
Source: Nielsen Thailand 
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Government regulation of advertising on TV platforms 
Advertising in Thailand is regulated either directly or indirectly by several pieces of legislation, 
foremost of which is the Consumer Protection Act (CPA). The CPA sets the basic principles 
of advertising laws ensuring truth in advertising and full disclosure by labeling. The CPA 
applies to all types of advertising, except for matters that are specifically controlled by other 
laws. 
 
For instance, the Food Act, the Drug Act, the Cosmetics Act, and the Alcoholic Beverage 
Control Act regulate the advertising and labeling of food, drugs, cosmetics, and alcoholic 
beverages and are not applicable to other types of advertisements. 
 
The government mainly supervises advertising in Thailand through four official bodies: 

• The Office of the Consumer Protection Board monitors all forms of advertising and 
labels, and oversees violations of the CPA. 

• The NBTC controls and examines radio and TV advertisements. 
• The Food and Drug Administration oversees and approves food, drug, and cosmetic 

advertisements. 
• The Office of Alcoholic Beverage Control Committee at the Department of Disease 

Control, Ministry of Public Health, approves alcoholic beverage advertisements. 
 
The NBTC has not announced any amendment to the “Notification of the National 
Broadcasting and Telecommunications Commission on Licensing Criteria and Procedures for 
Radio and Television Broadcasting Services B.E. 2555 (2012)” which provides a set of rules 
and regulations pertaining to advertising.  
 
Existing regulations that are relevant to advertisements on television platforms are as follows:  

1. Self-censorship is necessary prior to airing. 
2. Maximum length of advertising and business service provisions is 12.5 minutes per 

hour and the average per day must not exceed 10 minutes per hour for broadcasting 
and television businesses using radio frequencies. 

3. Maximum length of advertising and business service provisions is 6 minutes per hour 
and the average per day must not exceed 5 minutes per hour for broadcasting and 
television businesses not using radio frequencies. 

4. Broadcasters must submit script and storyboard for pre-censorship at least one day in 
advance of broadcast. 

5. Results of pre-censorship evaluation will only be reported on Tuesday and Thursday; 
results are not available on the same day of submission. 

 
 

4.7 Technological Issues 
 
DTT rollout 
 
The ASO or Digital Switch-Over (DSO) process started in 2015 and was completed in March 
2020.  According to the ASO Plan drafted by the NBTC, 216 analogue TV sites of five 
analogue channels Ch5, Ch7, Ch11, Ch9 and TPBS were switched off as of 2018. The last 
33 analogue TV sites to shut down in 2020 were those operated by Ch3.  
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Thailand ASO Plan and Status 

ATV* Channel ASO Plan  
(2015-2020) 

Number of ATV* 
Sites 

Switch-Off Status 
(as of April 2020) 

Ch3 25 March 2020 33 33 
Ch5 2018 41 41 
Ch7 2018 37 37 
Ch9 2018 36 36 
Ch11 2017 50 50 
TPBS 2018 52 52 
Total  249 249 (100%) 

Source: NBTC 
*ATV = Analogue Television 
 
In January 2019, the NBTC agreed to recall 700MHz bandwidth from DTT operators for 5G 
development and offered DTT operators two options: Option 1 – switch to another designated 
bandwidth, or Option 2 – return the DTT license and discontinue operation. The NBTC’s move 
to recall the bandwidth was in line with the Asia-Pacific Telecommunity (APT) segmentation 
of the 698-806MHz band (usually referred to as the 700MHz band) for the deployment of 
mobile broadband technologies.  
 
The NBTC offered the 22 commercial DTT operators a compensation package for taking either 
one of the two proposed options. 

Option Compensation 
1 – Relocate to 470-510MHz bandwidth 1. An exemption from the remaining license 

fee including: 
1.1 last installment of minimum bid price 
1.2 last two installments of premium price 

2. Subsidy for TV rating research  
3. Compensation for MUX and satellite 

network expenses for the remaining 
operating period 

4. Compensation for other spectrum 
relocation-related expenses incurred, e.g. 
PR expenses 

2 – Return DTT licenses and exit from the 
business 

1. An exemption from the remaining license 
fee  

2. Additional compensation considered 
appropriate by the NBTC 

Source: NBTC 
 
Fifteen DTT operators decided to choose Option 1, while seven DTT operators chose Option 
2 and subsequently returned their DTT licenses to the NBTC. Broadcasting shutdown of those 
operators occurred between 15 August and 30 September 2019. The seven channel operators 
(who were already cash-strapped resulting from low advertising revenues due to low TV 
ratings) received from the NBTC a combined net compensation of 2,761 million baht (US$89 
million). (See also Chapter 2 for more information on the seven channels which exited the 
industry and 15 channels that have continued their DTT broadcasting.)   
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Of the original 24 commercial DTT channels which received broadcasting licenses in 2013, 
only 15 are operating today. It is widely speculated that in the long run, only the top 5 or 6 
commercial channels that have constantly enjoyed high viewership ratings will survive the 
current stiff competitive environment arising from the increased consumer uptake of disruptive 
technologies such as OTT/SVOD. 
 
Encryption and conditional access system in pay TV 
 
TrueVisions is using Synamedia VideoGuard to protect and secure the company’s 
investments in live sports, news, entertainment and other premium content against pay TV 
piracy. Synamedia’s video security solutions also protect TrueVisions’ Android set-top box 
rolled out in 2019. 
 
Satellites and satellite bands used by Thai satellite broadcasters 
 
TrueVisions started using Ku-band capacity on the Thaicom-8 satellite in 2019. Previously, 
TrueVisions has provided pay TV services via C-band and Ku-band transponders on the 
Thaicom-5 satellite.  
 
Leading DTH TV service provider IPM is also using Thaicom-8, and in fact, was the first 
customer to take up Ku-band capacity on Thaicom-8 in 2016, when it first launched its 
services.  
 
In the past, many satellite broadcasters were using the Thaicom-5 satellite to beam programs 
to their customers in Thailand. However, in December 2019, Thaicom-5 experienced a 
problem causing technical limitations on monitoring the status of the satellite. Thaicom Plc, 
operator of the Thaicom-5 satellite, performed several unsuccessful attempts to recover the 
satellite, resulting in the satellite manufacturer (Alcatel Alenia Space) recommending to de-
orbit Thaicom-5. Consequently, Thaicom Plc had to inform its satellite TV broadcast 
customers to migrate their TV platforms from Thaicom-5 to Thaicom-6, effective 15 February 
2020. 
 
Thus, at present, only Thaicom-6 (Ku-band and C-band transponders) and Thaicom-8 (Ku-
band transponders) satellites are being used by satellite broadcasters in Thailand. 
 
Meanwhile the NBTC has announced its plan to liberalize the satellite industry in 2020, by 
changing the concession contracts under which satellite businesses are currently operating, 
to a licensing regime. The regulator aims at introducing a balance in satellite policy between 
national security and fair competition. The new licensing regime will open the door for new 
and existing players, allowing the use of foreign satellites that have a footprint in Thailand.  
 
4.8 Television Audience Measurement   
 
Today Thailand has yet to have a multi-screen audience ratings system in place after the 
much-anticipated collaboration in 2016 between Kantar Media and MRDA to provide multi-
screen audience measurement services to clients in Thailand fell by the wayside due to lack 
of funding, forcing both parties to pull out of the agreement.  
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To set up this new rating system, the MRDA needed 1.5 billion baht (US$48.4 million) 
from its members, mainly raised by broadcasters of commercial DTT, cable & satellite TV 
operators, and media agencies. At the same time, the MRDA was unable to get the 
requested 380 million baht (US$12.3 million) subsidy from the NBTC under its 
Broadcasting and Telecommunications Research and Development Fund for the Public 
Interest because the Association failed to meet key requirements of the NBTC. 
 
Since then, Nielsen Thailand, which has been the sole provider of TV ratings in the country, 
has developed new ratings systems. At present, the company provides the following ratings 
services in Thailand:  
 
• TAM (Television Audience Measurement or TV Ratings) – program and TV advertising 

rating; 
• DAR (Digital Ad Ratings) – measurement of online advertising campaigns displayed on 

mobile computers and tablets, both on websites and in applications; 
• TAR (Total Ad Ratings) – measurement of online and offline advertising ratings or multi-

screen (on TVs, computers, mobile phones and tablets – both on websites and 
applications); and, 

• DCR (Digital Content Ratings) – measurement of online program ratings including live and 
‘previous viewing’ via computers, mobile phones and tablets, both on websites and 
applications.  

 
Launched in late 2016, DCR catered for DTT broadcasters as well as a few clients from 
the social media platforms. In November 2017, Nielsen introduced for the first time its TAR 
which brought multi-screen comparability and standardization to the market, helping 
advertisers and agencies make smarter and more effective advertising campaigns. 
 

Currently, DCR measures content ratings on 2 types of platforms: 
 

a) Broadcaster platforms such as Channel 3 Online TV and Video Streaming Platform 
"Mello" / Channel 7 Online TV and Bugaboo / Thairath TV / Workpoint / True4U / TNN 
24. 

 
b) Social media and VOD streaming platforms including Facebook / LINE TV / TrueID / 

HOOQ / LOOX. 
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Nielsen’s Total Audience Measurement 

 
Source: Nielsen graphics 

 
 
Meanwhile, the NBTC as well as industry stakeholders have been actively pushing for 
developing an audience measurement system that will respond to the needs of all parties 
concerned. A chronology of events is summarized below: 
 
1. In 2018, DTT operators called for the NBTC to be a ‘go-between’ and assist in getting 

access to an alternative (and trustworthy) source of DTT ratings. The NBTC then started 
engaging with industry players both from the broadcasting and telecoms sectors as well 
as the media sector on how an alternative ratings system (aside from what Nielsen was 
already providing) could be developed.    

 
The NBTC asked for the cooperation of Super Broadband Network (SBN), a broadcasting 
license holder for business without spectrum and subsidiary of telco operator AIS, to assist 
in developing a ratings system for DTT platforms. SBN operates AIS Play, an 
entertainment app for AIS’ mobile service, and sells AIS Playbox, AIS’ entertainment 
service through its fibre-optic business. SBN, through the NBTC, started providing monthly 
audience measurement ratings to DTT operators in November 2018. 

 
To expand the audience reach and develop a more accurate ratings system, the NBTC 
also approached Cloud IPTV, a subsidiary of fibre-optic broadband service provider 3BB. 
No development was reported on this potential collaboration.  
 

2. On 17 July 2019, the NBTC announced that it planned to unveil a new viewership-ratings 
scheme the following month (August 2019) after holding a dialogue/consultation with all 
stakeholders. The new ratings system would combine traditional forms of viewership with 
the more modern digital and on-demand channels, as a way of boosting ad revenue 
among the struggling DTT operators.  The new system would combine TV viewing via all 
platforms, including DTT, satellite TV and OTT platforms such as YouTube and Netflix, 
showing the results in real time. It was also meant to create an alternative audience 
measurement system to Nielsen.   
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While not identifying the developer of the new ratings system, the NBTC said that the 
system initially collected data points from 130,000 households nationwide via satellite TV 
set-top boxes which would increase to 200,000 by the end of 2019.   
 

3. A week later on 25 July 2019, the NBTC gathered everyone who was interested in the new 
ratings system: DTT operators, social media platform operators, media buyers, TV ratings 
agencies and academics to participate in an exchange of opinions. During the meeting, 
three ratings systems were presented by three organizations: PSI Broadcasting (a leading 
satellite TV platform aggregator), Nielsen and MRDA.  

 
a) PSI Broadcasting. In 2017, the company developed ‘PSI Rating’ which tracked in real 

time TV viewing habits by users of PSI S3 hybrid box. The app directly collected 
audience data. Users may opt out of the system by cancelling the transmission of 
information to PSI. The PSI Rating system updates information every 15 minutes, 
showing the viewership patterns of one channel at different times of the day. The 
system, however, did not include ad ratings – in which the media agencies were keenly 
interested.  

 
b) Nielsen. The company presented its TCR, which is a measure of online and offline 

multi-screen ratings, and will include live and previous viewing on TV, computers, 
mobile phones and tablets, both on websites and applications. 

 
The new rating method will be Census Measurement, which incorporates the original 
system, TAM (which measures TV ratings from 10,000 samples) with the TCR system 
that Nielsen has developed to make ratings from everyone who is watching online live, 
‘looking back’, or watching via an OTT platform. The system will also check if people 
are watching TV through other platforms. If one person watches at multiple platforms 
at the same time, that person will be counted as one data point only.  
 
During the meeting, Nielsen said it will develop a Software Development Kit (SDK) or 
tool that allows OTT app developers to put online rating meters into an app or website. 
The system has already been used in Poland and Hong Kong. 
 
Nielsen added that even prior to the NBTC’s ‘intervention,’ the company was ready to 
invest in the TCR itself. Nonetheless, Nielsen appreciated the NBTC’s goal of 
responding to the overall TV industry; and, if subsidized by the NBTC, Nielsen will help 
the industry as a whole, especially the media agencies and DTT operators who would 
not be burdened with paying for TV ratings. 
 

c) MRDA. According to the MRDA, the rating systems must be developed by a non-profit 
organization, mainly for transparency and cost-efficiency. The MRDA, which is a non-
profit organization, has developed what it called a ‘Multi-Screen Audience 
Measurement’ rating system which measures viewing patterns on multiple screens 
from a sample of 3,000 households. The MRDA’s rating system was already certified 
by the Media Agency Association of Thailand (MAAT).  

 
To implement the system, MRDA had formed partnerships with Kantar, Intage Group, 
Mediametrie, Markdata and CESP.   
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The information provided would include TV ratings, other screens ratings (which are 
not counted by equipment), multi-screen ratings, in-home and out-of-home ratings.  
 
MRDA offered the following benefit package for various stakeholders: a) for the NBTC, 
free usage of information for the first five years, after which the MRDA will charge at a 
reasonable rate per year; b) for public broadcasters (Channel 5, NBT, Thai PBS and 
Parliament TV), MRDA will give a 50% discount off the standard rate; and c) for private 
companies, the rate will also be reasonable.  
 
The whole process of setting up the multi-screen audience measurement system will 
take approximately 12-15 months. If every aspect of the project went smoothly as 
planned, the actual data will be available on 1 January 2021. 
 
An added feature of the new rating system will be a Face Recognition Measurement 
(FRM) scheme to measure the rating from users of smart TV that has a real camera in 
order to confirm that the viewer is actually watching the TV. Current TV rating systems 
normally consider that once a TV is turned on, it is equal to one person watching. FRM 
will ensure that the viewer is actually watching at the specified time. 
 

Key takeaways from the consultation dialogue:  
 

a) The multi-screen audience ratings system was costly to implement. 
 

b) Media agencies insisted that the new ratings system must reflect the popularity of TV 
programs in detail, covering viewership time of programs and advertisements. They 
also wanted an analysis to determine whether viewers made up the groups targeted 
for advertisements. 

 
c) The ADTEB had earlier proposed to the NBTC a budget of 431 million baht (US$13.9 

million) to create the new TV ratings system. In response, the NBTC stated this request 
could be considered after the invocation of Section 44 of the Interim Constitution which 
provided assistance to DTT operators (and also included support for a new TV rating 
system). The money would be drawn from the Broadcasting and Telecommunications 
Research and Development Fund for the Public Interest. 
 

d) In September 2019, the NBTC amended its rule governing the process of seeking a 
body to run TV viewership ratings. The rule which was issued on 23 May of the same 
year, stated that the receiver of the budget for running the TV ratings system must be 
an organization that gathers members of licensed DTT operators, and that the 
organization must be a juristic person which was registered at least three years before 
the rule was enforced. Apparently, the only entity meeting these qualifications was the 
ADTEB. After a complaint was lodged by Channel 7 with the Administrative Court citing 
unfairly favoring one party, the NBTC Board amended the rule, dropping the required 
number of years of incorporation.  
 
At the same time, the NBTC announced that “if, within one year, no one came forward 
to provide the new TV ratings system, the NBTC must return the budget of US$13.9 
million to the state coffers.”   
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4. During the last week of January 2020, it was reported that the MRDA and Nielsen were 
holding discussions on the possibility of joining hands in launching the multi-screen 
audience rating system, wherein both parties acknowledged the urgency of the situation. 
The industry had waited for years already and media agencies, as well as broadcasting 
operators were in dire need to have a full grasp of how their audiences react to the content 
and commercial ads presented on their platforms.  
 

5. In July 2020, AVIA discussed the most recent developments with the ADTEB. Highlights 
of the discussion are: 

 
a) MRDA has decided to opt out of the potential collaboration with Nielsen in view of the 

rigorous and complex process involved. 
 

b) The ADTEB and Nielsen have agreed to collaborate in setting up the multi-screen 
rating system or the TCR system in Thailand. This strategic partnership is expected to 
provide the best solution for all stakeholders. Nielsen already has the global expertise 
in audience measurement and possesses the technical tools and knowhow in 
collecting data from industry players; thus, they have the skills set required for coming 
up with the TCR scheme.  

 
Meanwhile the ADTEB will be able to directly relay to Nielsen the information needs of 
all members so that Nielsen can incorporate these into the methodology and analysis 
of results, making it more cost-efficient for broadcasters, media agencies and other 
users both in the private and public sectors. 
 
The ADTEB now represents all digital television broadcasting operators including new 
members Channel 7, Channel 8, TNN24 and True4U which have just recently joined 
the association.  
 

c) ADTEB and Nielsen have been closely discussing the details of the proposal which is 
targeted to be submitted to the NBTC by end of August 2020 – just in time before the 
one-year timeframe imposed by the regulator expires the following month. 
 

d) ADTEB expects the NBTC to review and approve the proposal by the end of 2020. 
 

e) The new ratings system will take 12 to 15 months to be up and running before the first 
ratings results come out sometime in the first quarter 2022.  
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5 Regulatory Environment for Pay TV and OCC      
Services  

5.1 Political and Bureaucratic Forces at a Glance 

Thailand today has in place a one-year old elected government, following last year’s national 
polls, the first one held since 2011. Prayut Chan-o-cha was elected by the Parliament as the 
new Prime Minister of the government, thus retaining his old position as head of state. His 
cabinet pledged their oath of allegiance to the King of Thailand in July 2019.  
 
The newly-installed Parliament consists of 500 elected House Representatives and 250 
Senate members, most of whom have been handpicked by (former) junta chairman Prayut 
Chan-o-cha. The Thai Senate includes generals, loyal government bureaucrats, 15 ex-
ministers who served under Prayut until his resignation in July 2019, and even a younger 
brother of the junta leader and a brother of deputy junta leader Prawit Wongsuwan.  More than 
a third of senators (105) are linked to the military or police – with cronyism alive and thriving 
for the whole world to see.  
 
Surrounding himself with loyalists, allies and trusted relatives and friends, Prayut has virtually 
ensured the longevity of his political career. For a man who, from the very instance of his 
ascension to power, had scoffed on claims that he had hidden political ambitions, Prayut has 
come a long way. 
 
National elections held in March 2019 
 
A total of 77 parties contested the elections, including the two major parties, Pheu Thai and 
the Democrat Party. Several new parties joined the fray: Palang Pracharat Party (where 
Prayut is aligned) and Future Forward Party (a party of the new generation led by a young 
business magnate). 
 
A new mixed-member apportionment system was used, in which voters cast a single vote for 
both constituency candidate and a nationwide party list. Prayut, as de-facto head of Palang 
Pracharat Party, was named on the party list. 
 
The elections were widely seen as a skewed race in which Prayut - who previously announced 
his entry into electoral politics - had an unfair advantage, as the 250 sitting members of the 
appointed Senate were selected by the junta.  
 
The Election Commission (EC) drew much criticism for problems with the election, from 
perceived bias to irregularities in processing mail-in ballots and counting the votes. Moreover, 
the EC did not allow foreign observers and the media to witness the voting on election day, 
which did not support the principles of transparency required for a truly democratic election. 
This event and many more observed shortcomings in the election proceedings led the Asian 
Network for Free Elections to conclude that Thailand’s election was “partly free, and not fair.”   
 
When election results were finally announced, there was no clear majority winning party. Pheu 
Thai had the greatest number of seats with 136, while second-placed Palang Pracharat had 
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116. The Democrat Party only won 53 seats – a devastating loss for the oldest political party 
in the land. A simple majority of 251 seats out of 500 was needed to be declared the winner. 
 
After nearly four months of lobbying and jockeying for positions, as well as protestations, 
squabbles and drama both in plain sight and behind the scenes, an alliance of six political 
parties led by the Palang Pracharat Party announced on 4 June 2019 their commitment to 
form a coalition government, with Prayut Chan-o-cha as their prime minister. The other five 
coalition partners include Ruam Palang Prachachart Party, Chart Pattana Party, Thai Party, 
Rak Puenpa Prathet Thai Party and Prachachon Patiroop Party. 
 
65 NCPO Orders remain in effect 
 
Over the five years of its existence, the military junta had issued 456 announcements and 
orders, 65 of which still remain in force. According to Deputy Prime Minister Wissanu Krea-
ngam, it was necessary for these orders to continue as requested by related agencies as they 
involve actions on migrant workers, illegal fishing or civil aviation. The new government can 
enact, repeal or amend them as it deems necessary. 
 
Section 44 of the interim constitution  
 
Promulgated by the junta-led NCPO on 22 July 2014, Section 44 of the interim constitution, 
granted absolute and unchallengeable power to Prayut as head of the NCPO. The main 
purpose of Section 44 is that, in any case deemed necessary, the head of the NCPO could 
issue any order to solve urgent problems and to strengthen public unity and harmony, 
regardless of whether such act enters into legislative, executive, or judicial prerogative. In this 
regard, all orders, acts as well as performance in compliance with such orders shall be 
deemed lawful and constitutional.   
 
Section 44, with its arbitrary nature and wide scope, became a beneficial tool utilized by Prayut 
to tackle numerous difficult tasks.  
 
For instance, Prayut invoked Section 44 several times in regard to telecommunications and 
broadcasting-related issues: 
 

• In April 2018, the NCPO exercised its power under Section 44 to abort the selection of 
board members for the NBTC. Earlier the National Legislative Assembly rejected the 
14 candidates submitted for deliberations to fill in the 7-member Commission. The 
government announced that the incumbent commission members would remain in 
office; and if any committee member leaves, the other committee members would take 
their responsibilities as no replacements would be appointed. The reason behind the 
move was the fear of a vacuum created at the NBTC if no new Commission was formed 
before the upcoming frequency auctions.  
 

• Also, in April 2018, upon the insistence of the NBTC, Prayut approved a rescue 
proposal for struggling DTT operators who were facing financial difficulties, and, 
allowing the state-run Public Relations Department channel to broadcast 
advertisements. The ADTEB hailed the NCPO for ‘understanding the plight of the DTT 
industry, because the problem was not solely the operators’ mistake, but partly due to 
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the NBTC’s regulations. Under the NCPO order, DTT operators were given a three-
year suspension of license payments.  
 

• A year later, in April 2019, the NCPO invoked Section 44 again to help DTT and mobile 
operators. This time, the order extended the concession fee payment schedule for two 
mobile operators who are using the 900 MHz spectrum, from 4 months to 10 months. 
The relaxation in the timing of payments to the NBTC greatly eased the financial 
burden on the concession holders. As a result, the mobile operators were expected to 
participate in the much-awaited 5G spectrum auctions for the 700MHz and 2600MHz 
licenses. (The 5G frequency auction took place in February 2020). 
 
Moreover, the NCPO’s order granted the request by 4G license operators AIS, True 
Move and DTAC to delay their concession payments to the NBTC. A combined final 
payment of US$5 billion was due in 2020 and 2021 but Section 44 gave them an extra 
five years. 
 
On the part of DTT operators, this was a second reprieve extended to them by the 
junta (with the first one granted a year ago). The new order gave the operators 30 days 
to return their broadcasting licenses to the NBTC if they wanted to leave the business. 
The licensees would be eligible to receive compensation from the NBTC, depending 
on the concession fees they had already paid. In addition, the order would waive the 
last two concession fee installments (if not yet paid) if the operators wanted to quit. A 
refund would also be given on a pro rata basis. 

 
• In June 2019, Section 44 was invoked to suspend (again) the process of selecting new 

members of the NBTC until the new legislation that governs the organization comes 
into force. This means that the current members of the NBTC will remain in office until 
new members are selected in the future.  
 
In this regard, any member who is obliged to vacate his post when he turns 70, would 
be allowed to continue performing his duties until the bill is enforced. In cases where 
NBTC members have to leave their posts for other reasons, the remaining members 
will have to perform their duties.  
 
Currently there are only 6 members serving their post, out of the original 11 who were 
appointed in September 2011. 
 
Since the NBTC selection process was first aborted in April 2018, also by virtue of 
Section 44, the procedure was re-activated in early 2019. 

 
With a new ‘democratic’ government installed in mid-July 2019, Section 44 of the interim 
constitution has not been invoked since then. 
 
Role of the government and military in the bureaucratic process 
 
Up until 2014 when DTT was first introduced in Thailand, there were only six analogue TV 
stations providing broadcasting services across the nation. Except for Channel 7, these are 
all owned by the state and military (Royal Thai Army). Channel 3 is still operated under a 
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concession regime, while Channel 7, which used to be owned by the Royal Thai Army, is now 
owned and operated by Bangkok Broadcasting and Television. ASO started on 16 June 2018 
and was completed on 26 March 2020 with Ch3 being the last station to do so. To date, these 
channels are all broadcasting digital signals. 
 

Former Analogue FTA Broadcasters 
Channel name Network Operator Owner ASO Date 

Channel 3 
Bangkok 
Entertainment Co., 
Ltd. 

MCOT 26 March 2020 

Channel 5 Royal Thai Army 
Radio and Television Royal Thai Army 21 June 2018 

Channel 7 

Bangkok 
Broadcasting and 
Television Co., Ltd. 
(BBTV) 

BBTV 
(formerly owned by 
Royal Thai Army) 

17 June 2018 

Modernine TV MCOT MCOT 16 July 2018 

NBT 
National 
Broadcasting 
Services of Thailand 

Public Relations 
Department 16 July 2018 

Thai PBS Thai Public 
Broadcasting Service 

Thai Public 
Broadcasting 
Service 

16 June 2018 

 

After the ASO, only the digital channels of these operators remain on the air. Modernine 
programming has migrated to MCOT HD, a commercial channel. Channels 3 and 7 are also 
commercial channels operated by concessionaires; while NBT and Thai PBS are public 
service channels. All are now broadcast on digital television networks. 
 
 

5.2 Key Players in Regulation  
 
Audiovisual media distribution (including pay TV and OTT) is regulated by the NBTC, the Film 
and Video Censorship Board, which is a unit of the Department of Cultural Promotion (Ministry 
of Culture), the MDES and the Department of Intellectual Property (DIP) under the MOC.  
 
The National Broadcasting and Telecommunications Commission  
 
The NBTC is an independent regulatory body established in accordance with the “Act on 
Organization to Assign Radio Frequency and to Regulate the Broadcasting and 
Telecommunications Services B.E. 2553 (2010) or the “NBTC Act”. NBTC is a convergence 
regulator, originally comprising eleven commissioners who were formally appointed by King 
Bhumibol Adulyadej in September 2011. A Telecommunications Committee and a 
Broadcasting Committee, each consisting of 5 Commissioners were formed to regulate 
telecoms and broadcasting affairs, respectively. The NBTC Chairman sat on both committees.  
 



 
 

109 
 

In March 2017, the National Legislative Assembly (NLA) passed an amendment to the NBTC 
Act (the “Amendment”). The Amendment was aimed at restructuring the NBTC, unlocking the 
spectrum licensing process to meet technological convergence of the telecom and 
broadcasting sectors, and supporting the establishment of the MDES. 
 
The key changes were:  
 
1) The number of NBTC commissioners was to be reduced from 11 to 7 producing a single 
commission overseeing both sectors. The qualifications, selection process, scope of authority, 
and performance assessment of the NBTC commissioners have also been changed. The 
commissioners are to be selected from seven sectors: telecommunications, radio 
broadcasting, television broadcasting, legal, economics, engineering and consumer 
protection. 
 
2) Spectrum is defined as an asset of the nation (as opposed to a resource) that should be 
used for the benefit of the nation and its people. Some of the changes to spectrum licensing 
are as follows: 
  

• Reallocation. The Amendment specifically empowers the NBTC to reclaim unused or 
used but undervalued spectrum from existing licensees for reallocation, taking into 
consideration the affected licensee and with the provision of appropriate 
compensation. 
 

• Spectrum sharing. The NBTC will be entitled to prescribe licensing conditions requiring 
spectrum sharing between the spectrum licensees and other parties, to the extent that 
the spectrum frequency sharing will not disrupt or compete with the licensee itself, with 
certain exemptions. This is applicable to both telecom and broadcasting (DTT) 
services using spectrum frequency.  
 

• Exemption from spectrum auction for telecom service. Auctions have been used in the 
past to grant spectrum licenses for the provision of telecommunications services. While 
an auction method will still be required with respect to the granting of a spectrum 
license for telecom services using spectrum frequency, the Amendment provides 
exemptions in cases where spectrum frequencies are abundant or are to be used for 
non-commercial purposes. In these cases, other licensing methods could be applied.  
 

However, after more than three years since the amended NBTC Act was passed, the NBTC 
Board has not been re-organized. At present, there are six incumbents whose working term 
ended in October 2017, but the previous military regime invoked Section 4417 of the interim 
Constitution to let them work until their replacement by new appointees.  
 
 
 
 

 
17 The main concept of Section 44 of the interim Constitution of 2014 is that in any case deemed necessary by the head of the 
NCPO, the NCPO head shall, as authorized, issue an order restrain or perform any act regardless of whether such act enters 
into legislative, executive or judicial force. In this regard, all orders, acts as well as performances in compliance with such 
orders shall be deemed lawful and constitutional. 
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The current NBTC board consists of the following: 
 
General Sukit Khamasundara 
Acting Chairman  

Assoc. Prof. Prasert Silphiphat 
Commissioner 

Colonel Natee Sukonrat, Ph.D. 
Vice-Chairman  

Asst. Prof. Thawatchai Jittrapanun, Ph.D. 
Commissioner  

Lt. Gen. Perapong Manakit, Ph.D. 
Commissioner 

Dr. Prawit Leesatapornwongsa, M.D.  
Commissioner 

 
Due to bureaucratic stalemate, partially attributed to the March 2019 parliamentary elections, 
the recruitment-related amendment to the NBTC Act has not been passed by the newly-
elected House of Representatives (as of the time of this report). The amendment bill will also 
have to be passed by the Senate before being sent to parliament for a re-vote. Under the 
amendment bill, the selection of seven board members will be done only one time through a 
Senate vote, which will shorten the recruitment process. 
 
Despite this obstructing block, however, the Thai Cabinet approved in June 2020 a request 
by the MDES to expedite the process of recruiting new board members of the NBTC to avoid 
an imminent vacuum with respect to key decision-making issues faced by the current six 
Commissioners. These include 5G adoption and innovations through vertical industries and 
the drafting of regulatory framework.  
 
The entire recruitment procedure was expected to be completed within three months, with a 
new ‘interim’ NBTC board in place before the end of this year. The MDES supports a 
transitional provision in the ‘recruitment bill’ that allows the new NBTC board members under 
the existing NBTC Act to ‘reapply’ for their positions when the bill comes into effect. 
 

The Ministry of Digital Economy and Society  
 
One of the major functions of the MDES is to regulate digital law, information and 
communications technology, and support and coordinate regulations on cyber security.  
 
The CCA 2007 (as amended in 2017) has designated the Minister of DES to have 
responsibility and control for the execution of CCA and has the authority to issue a Ministerial 
Rule for the purpose of the execution of the CCA. 
 
Under the CCA 2017, the Minister of DES is empowered to assign competent officers within 
the Ministry to send enquiry letters, summon concerned persons for interrogation, and request 
statements, documents, computer data, computer traffic data, and evidence from service 
providers (as defined in the CCA).  
 
In carrying out this task, the MDES also collaborates with the Technology Crime Suppression 
Division (TCSD) to take action against harmful or illicit content on computers. The TCSD has 
the power and duty to maintain order, prevent and suppress cybercrimes committed on the 
internet or computer-generated data and content. 
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The Department of Intellectual Property, Ministry of Commerce 
 
The DIP under the MOC is the government agency responsible for intellectual property (IP) 
matters, from creation to commercialization, to protection against and suppression of IP 
violation, to human resource development, and to investment. Since its establishment in 1992, 
the DIP has handled IP matters and is responsible for regulating and enforcing the CA and 
five other IP-related Acts on trademarks, patents, trade secrets, optical disc production, 
protection of geographical indications, and protection of layout designs of integrated circuits. 
 
The DIP has been instrumental in coordinating the Thai government’s inter-agency efforts in 
tackling IP violations on both offline (physical markets) and online (internet) channels. 
 
The Ministry of Culture 
 
The Film and Video Censorship Committee of the Department of Cultural Promotion under the 
Ministry of Culture, operates under the guidance of the 2008 Film and Video Act. Theatre 
owners and FTA broadcasters must submit films that they plan to show to the Committee for 
their review.  
 
The Committee is composed of officials representing the Ministry of Education, the Ministry of 
University Affairs, the military, the Department of Religious Affairs, and the Ministry of Foreign 
Affairs.  
 
The Committee may ban films if its requirements that portions of the film be removed are not 
met. Reasons for censoring films include violating moral and cultural norms, disturbing the 
public order and national security. In addition, any film mentioning prostitution in Thailand or 
failure to depict Buddhism with absolute reverence is subject to censorship. Theatre owners 
and broadcasters frequently censor films themselves before submitting them to the board. 
 
Office of Consumer Protection Board  
 
The Office of the Consumer Protection Board (OCPB) is a government agency attached to the 
Office of the Prime Minister. There is a Board called the ‘Consumer Protection Board’, of which 
the Prime Minister is the chairman and the Secretary-General of the Office of the Consumer 
Protection Board is a member and secretary. Its main duties are to handle complaints received 
from consumers and institute legal proceedings when an infringement of consumer rights is 
recognized. OCPB covers three major areas of consumer protection: consumer protection on 
advertising, consumer protection on labelling, and consumer protection in contracts. In 
addition, any other consumer matters not falling under specific law shall be also under the 
OCPB's jurisdiction. 
 
The OCPB regulates and implements the CPA. Consumer protection is governed by both a 
co-regulatory system from stakeholders and OCPB’s CPA, along with other departments in 
relevant subject matters.  
 
In regard to consumer protection on advertising, the OCPB mainly regulates online advertising 
on post-protection concept and takes action, on behalf of the consumers, when receiving 
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complaints. The Board follows up and scrutinizes actions of the business operator who are 
alleged to have infringed on consumer rights. 
 
 

5.3 Reforms in the State Regulatory Apparatus 
 
Most important legislation which applies to audiovisual media and 
telecommunications distribution and OTT/OCC services in Thailand 
 
The primary laws relevant to broadcasting/audiovisual distribution, telecoms and OTT/OCC 
content, and responsible agencies entrusted to implement them are shown in the following 
table. 
 

Responsible  
Government Entity 

Broadcasting/ 
Audiovisual 

Telecommunications OTT/OCC 
Services 

National Broadcasting and 
Telecommunications 
Commission 

Radio Communications 
Act B.E. 2498 (1955) 
(as amended) 
 
Broadcasting and 
Television Businesses 
Act B.E. 2551 (2008) 
 
Act on Organization to 
Assign Radio Frequency 
and to Regulate the 
Broadcasting and 
Telecommunications 
Services B.E. 2553 
(2010) (as amended) 
 

Telecommunications 
Business Act B.E. 2544 
(2001) (as amended) 
 
 
 
 
 
Act on Organization to 
Assign Radio Frequency 
and to Regulate the 
Broadcasting and 
Telecommunications 
Services B.E. 2553 
(2010) (as amended) 

 
 
 
 
 
 
 
 
Act on Organization to 
Assign Radio Frequency 
and to Regulate the 
Broadcasting and 
Telecommunications 
Services B.E. 2553 
(2010) (as amended) 

Ministry of Digital Economy 
and Society 

 Computer Crimes Act 
B.E. 2550 (2007) (as 
amended) 
 
Personal Data 
Protection Act, B.E. 
2562 (2019) 
 
Cybersecurity Act, B.E. 
2562 (2019) 
 

Computer Crimes Act 
B.E. 2550 (2007) (as 
amended) 
 
Personal Data 
Protection Act, B.E. 
2562 (2019) 
 
 

Ministry of Culture Film and Video Act B.E. 
2551 (2008) (as 
amended) 
 

  

Ministry of Commerce   Copyright Act B.E. 2537 
(1994) (as amended) 
 
Consumer Protection 
Act 1979 

 
There is a considerable body of administrative regulations and notifications promulgated under 
these Acts. 
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For a number of years now, OTT/OCC services have generally operated without regulation 
because most of the service providers are not based in Thailand, and legal enforcement on 
these foreign entities could face challenges. Nevertheless, there have been attempts made 
by the NBTC since 2017 to regulate OTT/OCC content and related service operators, but 
which have been stymied in view of strong criticisms coming from various stakeholders. As a 
result, issues pertaining to regulatory powers over OTT/OCC content and service operators 
have yet to be thrashed out. 
 
At present, harmful and illicit content regulation is under a mix of legislation such as the CCA, 
CA, Broadcasting and Television Businesses Act, as well as self/co-regulatory censorship 
from content creators, whereas OCC service providers also have their own mechanism to 
respond to complaints. 
 
Broadcasting and Television Businesses Act B.E. 2551 (2008) 
 
The NBTC’s Broadcasting and Television Businesses Act 2008 provides regulation of the 
content of television programs that are broadcast. Content requirements (including 
advertising) vary between terrestrial broadcasting, satellite broadcasting, and non-frequency 
broadcasting (e.g., cable, IPTV), as well as between different categories of channels.  
 
The Broadcasting and Television Businesses Act gives licensees of a television broadcasting 
business the duty to review the television programs and suspend broadcasts of any program 
that contains a) content against the monarchy; b) content that may affect state security, public 
order, or good morals; or c) content that portrays obscenities. If the licensee fails to suspend 
the broadcasting of TV programs that contain prohibited content, the NBTC has the authority 
to immediately suspend the broadcast, order the licensees to fix the work, or suspend/revoke 
their license as an extreme measure. 
 
The regulator has been particularly active in exercising its authority with respect to content 
and competition issues. In multiple cases, the NBTC has fined operators for the broadcast of 
what was regarded as inappropriate content. It has also intervened in the market to provide 
for free broadcast of certain sporting events, to address competition concerns. 
 
Computer Crimes Act (2007)  
 
Enacted in 2007, the CCA is currently the key legislation used by the Thai authorities to limit 
free flow of information on the internet, and at the same time, address computer/internet 
related offenses such as hacking, disclosure of passwords to a third party, eavesdropping on 
computer data, pornography, piracy and IP infringement, and other ‘harmful’ internet content. 
 
While some of these crimes could be prosecuted under Thailand’s Penal Code, the CCA 
stipulates more specific charges, and, in some cases, imposes heavier penalties. The Act 
gives government authorities the power to block or shut down websites deemed unlawful or 
illegal.  
 
Offenses defined in the CCA can be grouped into two categories: (1) offenses committed 
against computer systems or computer data; and (2) content offenses committed via a 
computer, which are already defined as unlawful activities under the Penal Code. 
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The second category has ‘stirred the pot’ the most since the CCA came into force, as the 
authorities have applied this provision to block and take down thousands of websites and to 
charge internet users and ISPs with illegal acts. 
 
Computer Crimes Act (Amended in 2017) 
 
An amendment to the CCA 2007 took effect on 24 May 2017. The CCA 2017 (Amendment to 
CCA 2007) has tightened internet control and gives broad powers to the government to restrict 
free speech, enforce surveillance and censorship and retaliate against activists. 
 
Under CCA 2017, MDES officials are empowered to take action on the person or persons who 
“disseminate computer data deemed to be a criminal offense per intellectual property laws or 
per other laws.” The designated competent MDES official may file a petition with supporting 
evidence to the Court of jurisdiction for the Court to issue a directive to suppress the 
dissemination or to remove the computer data from a computer system as well. This provision 
is particularly relevant to infringing websites that steal content from legitimate copyright 
owners. 
 
In fulfilling its duties and responsibilities under the CCA as amended, the MDES enacted five 
Ministerial Notifications which have come into effect since 23 July 2017. Two Ministerial 
Notifications relevant to content regulation are the following:  
 
1. The Ministerial Notification on Procedures for the Notice, Suppression of Dissemination 

and Removal of Computer Data from the Computer System 
 

Under the CCA, any ISP who “cooperates, consents or acquiesces” to a computer crime shall 
face the same penalty as the offender. However, if ISPs can prove compliance to this 
Ministerial Notification, they shall be exempted from penalties. 
 
Under this Ministerial Notification, an ISP must provide a measure for a take-down notice to 
be submitted by a user or a third party for removal or deletion of alleged illegal content from 
its computer system. If a user or third party finds illegal content on an ISP’s computer system, 
the user/third party can file a report or a complaint with the police and submit a formal notice 
to the ISP giving details of the illegal content.  
 
Once the ISP receives the take-down notice, it must immediately delete or amend such 
computer data to stop its further distribution, forward a copy of the take-down notice to the 
party who is in control of such data and suppress the illegal computer data as soon as possible 
within the time frame prescribed in this notification. 
 
2. The Ministerial Notification on the Criteria, Duration and Procedure to Stop the 

Dissemination of Computer Data or the Removal of Computer Data by the Competent 
Official or the Service Provider 

 
For actionable cases of dissemination of computer data, the competent official duly designated 
by the MDES may file a petition to the Court of jurisdiction for the Court to issue a court order 
to either suppress the distribution or remove such data or content from the computer system.  
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The competent MDES officer may suppress the dissemination or remove the computer data 
by themselves, or instruct the ISP to do so. 
 
The timeline for the suppression or removal of computer data differs: 1) the MDES official must 
do it promptly after receiving the court order, or within seven days if there is a reasonable 
cause for delay; 2) the ISP must do it promptly after receiving the court order/instruction from 
the MDES official, or within 15 days if there is a reasonable cause for delay. 
 
Copyright Act 
 
Thailand’s Copyright Act (CA) 1994 remained unchanged for two decades, despite numerous 
efforts by lawmakers to modernize the law. As such, the country’s copyright law was outdated, 
and legal measures to tackle piracy were insufficient, if not lacking. (The DIP is the primary 
agency enforcing the provisions stipulated under the CA). 
  
Finally, in August 2015, two key Amendments to the Copyright Act 1994 came into force after 
the National Legislative Assembly passed the bills into law in late 2014: The Copyright Act 
(No.2) 2015 and The Copyright Act (No. 3) 2015.  
 
Of particular interest is the Copyright Act (No.2) 2015, which added a section requiring ISP 
platforms to take responsibility for removing infringing copyright work, including video content, 
when the rightful copyright owner appeals to the court. Upon grant of an injunction, ISPs must 
remove illegal content, while the copyright owner must initiate a lawsuit against the alleged 
infringer within the time set by a court. Prior to the 2015 amendments, the CA did not require 
ISPs to assist copyright owners in protecting their rights against online pirates, nor did it 
contain procedures for copyright owners to obtain such assistance from ISPs.  
 
Under this system, takedowns of infringing content or websites only happen after court orders 
are issued. In many instances, ISPs have refused to cooperate with copyright holders for 
takedowns where no court injunctions existed. Cognizant of the deficiencies of this provision 
in the amended Copyright Act (No. 2) 2015, legislators have drafted another amendment bill 
aiming to address this issue.  
 
Proposed further Amendments to the Copyright Act 2015 
 
Modification of ISPs’ participation in blocking access to infringing content 
 
Approved by the Thai Cabinet in October 2018, the draft Bill proposes the modification of ISPs’ 
legal duties and liabilities towards copyright infringement. Under the proposed amendments, 
copyright holders will submit notifications in writing directly to the relevant ISPs – requesting 
the ISPs to block access to infringing content. In turn, the ISPs must comply with the 
notification and notify the alleged ‘culprit’ as claimed by the copyright holder. 
 
The proposed procedure will allow the alleged infringer to submit a ‘rebuttal’ response in 
writing to the ISPs who will then inform the copyright holder that the alleged infringing content 
will be restored within 15 days unless the copyright holder opens a court action against the 
alleged infringer by that time.  
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While the process still sounds cumbersome, the draft amendment will make it easier for the 
copyright owners to protect against online infringements, and give them some leeway in 
prosecuting the unscrupulous parties. 
 
According to the plan announced by the Council of State, the draft Bill was due for public 
hearings during the month of September 2019, after which the draft Bill together with 
comments and opinions emanating from public hearings was to be examined and deliberated 
by the Council of State before its presentation to the National Legislative Assembly. To date, 
no further actions have been announced pertaining to the draft amendment. 
 
Ban of sale and importation of illegal streaming devices 
 
The DIP has also drafted an amendment to the CA banning the sale and importation of illegal 
streaming devices into the kingdom, which has yet to be approved and passed by the current 
Parliament.  
 
Consumer Protection Act 1979 
 
The Consumer Protection Act 1979, as amended, gives protection to consumers in relation to 
contracts for the sale or purchase of goods or services, and in relation to advertising and 
labelling of goods.  
 
Under the Act, a consumer has the right to: 1) receive correct and sufficient information in their 
choice of goods or services; 2) assume safety in the use of goods or services; 3) receive fair 
treatment in entering into a contract; and 4) receive compensation for any considered loss.  
 
The Consumer Protection Board, enforces the Act by issuing notices, proceedings as 
authorized, and by a regime of fines and imprisonment for violators of particular duties 
imposed by the CPA. 
 
Personal Data Protection Act 2019 

For nearly 20 years, Thailand has been working on designing a law that will protect a Thai 
citizen’s personal information from being used by unscrupulous parties whose principal motive 
is to make money from using the information, either in its raw or processed form.  

Finally, on 27 May 2019, Thailand’s Personal Data Protection Act was published in the 
government’s Royal Thai Gazette, and came into force towards the end of last year (or six 
months after the publication at the Gazette). 

The Act establishes a National Privacy Commission that will oversee its smooth and effective 
implementation.  The Thai authorities used the EU’s General Data Protection Regulation 
(GDPR) as a model in writing the country’s Personal Data Protection Act.  

The Act prohibits the copying of competitors’ products, emulating algorithms and pirating 
employees.  
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Film and Video Censorship Committee 
 
The Film and Video Censorship Committee of the Department of Cultural Promotion, under 
the Ministry of Culture, provides for content controls with respect to movies, commercials, 
television programs, videos, certain videogames, karaoke, and other similar content. The 
Committee, which was constituted under the Film and Video Act 2008, has the authority to 
censor such content, requiring changes before their release.  
 
The Committee has the following powers and duties:  

a. Approve the production of foreign films in the Kingdom; 
b. Examine, consider and determine the types of films which will be exhibited, rented, 

exchanged or distributed in the Kingdom; 
c. Approve the exhibition, rental, exchange or distribution of videos in the Kingdom; 
d. Approve the exhibition or publication of advertising media in the Kingdom; 
e. Approve the exportation of films and videos out of the Kingdom; 
f. Perform other acts as assigned by the Minister of Culture or the Committee. 

 
The Committee classifies prohibitive content in films and videos that: 

• Undermines public order or good morals; 
• Affects the security and dignity of Thailand; 
• Defiles religion; 
• Causes discord among groups of people in Thailand; 
• Impacts the monarchy; or, 
• Is sexual in nature or shows sex organs. 

 
Government regulatory pressure on copyright violators in the TV/video industry 
 
Regulatory pressure against copyright infringers in the video industry has been strongly felt in 
Thailand in recent years as inter-agency efforts by the government to tackle the problem have 
seen vast improvements, albeit still inadequate and inefficient. More than 200 IP 
offenders/digital pirates have been arrested and/or prosecuted while thousands of illegal 
websites and content have been taken down. 
 
Major new regulatory initiatives  
 
Industry analysts expect a significant impact on the telecom and broadcasting industry as a 
result of the new single-structure Commission to be established under the amended NBTC 
Act 2017 (the “Amendment”), especially regarding the regulation of convergent technology.  
Right after the coming into force of the Amendment, the NBTC launched in 2017 an attempt 
to regulate OTT content and related service operators, but it was not fully realized. Two years 
later in early 2019, the NBTC raised the issue again but it was met with a widespread public 
outcry.   
 
In August 2019, the NBTC hosted the Asean Telecommunication Regulators’ Council (ATRC) 
meeting in Bangkok where joint guidelines on OTT operators, particularly where taxation is 
concerned, were tabled for discussion by member states. Though the NBTC has no direct 
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authority to lay out tax measures, it can work with other agencies to compel the OTT operators 
that have reaped benefits from the Thai market to enter the tax system.  
 
In response to the taxation guidelines set forth during the ATRC meeting in Bangkok, Thai 
authorities approved in June 2020 a draft legislation requiring foreign internet (digital) service 
providers to pay a VAT to the Thai government, joining other Southeast Asian countries in 
seeking to boost tax receipts from foreign tech companies. The bill would require foreign-
based operators or platforms (companies not registered in Thailand) that earn more than 1.8 
million baht (approx. US$58,000) per year from providing digital services in the country to pay 
7% VAT on sales revenue. Services such as music and video streaming, gaming and hotel 
booking are the sectors that would most likely be affected. The next steps would be for the 
Thai Parliament to pass the draft bill into law and publish the document in the Royal Gazette, 
after which the law shall come into force within a timeframe (usually 3-6 months). 
 
In another development, the NBTC recently completed drafting the Broadcasting Master Plan 
No.2 which would replace the first edition covering 2012-2016. Cognizant of the importance 
of changes in the Thai media landscape, the NBTC has set as one of the objectives in the 
draft Master Plan to develop regulations, as well as to propose recommendations for revising 
relevant law(s) in conformity with the changes in the broadcasting industry. The draft 
Broadcasting Master Plan No.2 was presented for public consultation in May 2020. At present, 
the NBTC is in the process of reviewing all the public opinions and comments before 
presenting the results to the Board for further consideration. 
 
In regard to the existing must-carry rule which directly impacts sports broadcasts, the NBTC 
has suggested that an amendment to the rule may be necessary to make it clear that 
broadcasting programs operated by the NBTC’s licensees are also categorized as 
subscription TV stations, and therefore required to carry the signals of DTT channels without 
commercial negotiations. Once this amendment is enacted, private companies who will bid in 
the future for the live broadcast rights of big international sports tournaments (e.g., football 
tournaments such as English Premier League and UEFA European Championship) have to 
acquire rights for live broadcast via other mobile platforms in addition to traditional platforms 
such as DTT, cable and satellite TV.  Mobile platforms are broadly defined as subscription TV 
service operators, which are governed by the must-carry rule. To date, the NBTC has not 
drafted in writing this proposed amendment to the must-carry rule. 
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6 Piracy and Unauthorized Distribution 
6.1 Online Piracy 

With 75% of Thailand’s population having internet access, and smart phone penetration at a 
record high of 195% (or an individual owning on average 1.95 mobile phones – based on the 
NBTC number of subscribers data and NSO population data in 2019), video streaming on 
devices of all kinds has never been easier18. As a result, more and more Thai consumers have 
become hooked on watching their favorite shows, movies or series accessible at their 
fingertips from a wide selection of local and foreign video content.  

But whilst there is a wide variety of contents offered by established OTT service providers, 
SVOD offerings have attracted only 1.3 million monthly subscribers out of more than 51 million 
people who watch online video content – roughly 2.5% of the total. The reason for this low 
uptake of SVOD services in the country is the increasingly available digital pirated content on 
popular social media platforms (e.g., Facebook and YouTube), illegal streaming websites that 
broadcast unauthorized content, ISDs and IPTV boxes. 

A June 2020 study of the online content viewing behaviour 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 AVIA’s CAP and conducted by 
YouGov, also found that 43% of online consumers use an ISD to stream pirated television and 
video content. These ISDs, purchased at popular e-shopping websites as well as in physical 
markets (e.g., Pantip, MBK Center, Ban Moh), allow users to access hundreds of pirated 
television channels and huge quantities of VOD content, usually with a low annual subscription 
fee. Of those consumers who purchased their ISD from an e-shopping website, nearly half 
(44%) purchased it from the Lazada online store, 39% from Shopee Online, and 33% from a 
Facebook Seller page. 

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. Specifically, 33% cancelled the international subscription services, 29% 
cancelled a specific part of cable TV subscription bundles/packages, while nearly 21% have 
cut local subscription services. 

According to the International Intellectual Property Alliance (IIPA) 2019 Thailand Report on 
Copyright Protection and Enforcement, movie piracy remained rife with many illegal movie 
streaming websites in Thai-language accessed during the year. These websites show Thai 
and foreign movie and television content. IIPA identified such websites as Movie2Free.com, 
037HD, Mastermovie-HD.com, MovieHD-Free.com, Siambit, TT-Torrent, Nanamovies, 
onlinemini-hd, duckload, nungnew-hd, and Kod-HD.  

The music industry has also not been spared the predations of unscrupulous digital pirates, 
with a number of infringing sites found to be popular among Thai users. As well, many illegal 
apps are readily available for download on both Android and iOS mobile devices.  

 
18 Even if the GSMA Intelligence lower estimate of 93.4 million mobile broadband subscribers were used as a base, there 
would still be around 1.4 mobile phones per Thai user. 
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6.2 Enforcement Actions to Tackle Piracy 

Piracy in various forms is still thriving in the land of smiles – even after the long-standing efforts 
of the Thai authorities to enforce legal measures to mitigate the illicit activity. However, 
Thailand has been proactive in recent years in tackling this problem, thus successfully 
improving its standing with the Office of the U.S. Trade Representative (USTR) Special 301 
Report released annually.  For more than a decade until April 2017, the country was classified 
by the USTR under the Priority Watch List, which includes countries where government 
authorities have not put in place adequate and efficient IP protection or enforcement.  

An out-of-cycle review by the USTR between September and December 2017 resulted in the 
upgrade of Thailand from the Priority Watch List to the Watch List – citing top-level government 
support to the country’s inter-agency efforts in combating IPR (Intellectual Property Rights) 
violations as a positive development and good improvement.  

Thailand has remained on the Watch List in 2018 and 2019, owing to the country’s 
improvements in IP protections including action against online piracy and counterfeiters. In 
April 2020 the USTR announced that Thailand is one of 33 countries identified as presenting 
the most significant concerns regarding IP rights and kept it on the 2020 Watch List citing 
ongoing concerns about the effectiveness of deterrent enforcement measures, amongst other 
things. 

 

6.3 Enforcement Measures Taken in Recent Years 

A number of law enforcers in the Thai government have actively tackled both online and offline 
piracy of movies, music and video content. These include the MDES, the DIP under the MOC, 
and the Department of Special Investigation (DSI) under the Ministry of Justice and the Royal 
Thai Police.  

Ministry of Digital Economy and Society (MDES) 

Under the amended CCA which came into effect in May 2017, many copyright owners have 
sought to use the law’s online blocking mechanism to fight online 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. 

Department of Intellectual Property (DIP)  

The DIP established a new unit for “IPR-Violation Suppression on the Internet” under the 
Office of Prevention and Suppression of IPR Violation. This unit focuses on tasks related to 
the clampdown of online IPR violations, as well as collaboration with all stakeholders, including 
web platforms, rights owners, online sellers and buyers, and enforcement agencies to combat 
digital piracy and counterfeit products on e-commerce platforms. 
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In 2019, the DIP conducted a number of initiatives against online piracy in relation to e-
commerce. These initiatives included: 

o Encouraging representatives of Lazada Thailand to work closely with DIP and all 
relevant enforcement agencies with regard to IPR violations.  

 
o Consulting with Shopee, a well-known e-commerce platform in Thailand, on measures 

to prevent IPR transgressions on the internet. As a result, Shopee has provided a 
weblink and a call center to receive complaints on online IPR infringement on its 
platform. 

 
o Organizing a workshop on anti-counterfeiting measures in the digital era. 

Representatives from Lazada, Shopee, Facebook, Google, IPR owners, foreign 
government agencies and Thai enforcement agencies participated in the workshop to 
exchange information and views on online piracy problems and perceived solutions. 

 

In August 2019, the DIP and AVIA’s CAP organized the “Bangkok Digital Content Anti-Piracy 
Summit” in conjunction with the True Visions Group, The event was attended by over 120 
representatives from industry and government and received extensive online and print media 
coverage as well as  TV coverage. A key focus of the Summit was to address the inefficiencies 
of the current site blocking process. In his opening address the Director General of the DIP 
commented that the DIP and other enforcement bodies would be launching a crackdown on 
online infringement of pirated entertainment content being accessed via streaming websites 
and ISDs, with a focus on “improving the efficiency of law enforcement and increasing 
awareness and understanding of intellectual property rights”.  

Subsequently, industry had numerous meetings with the DIP to discuss the need to enhance 
the current site blocking provisions and protocols. On 2 August 2020, following inter-
governmental meetings between MDES, DIP and NBTC, the government announced changes 
to the site blocking provisions. These new provisions19 would require the following processes 
to be adhered to:  

1. Rights holders (RH) to file their complaint with both the DIP and the Economic Crime 
Police (ECB) 

2. The DIP reviews and forwards the complaint to MDES, which refers the complaint 
directly to a criminal court.  

3. The criminal court to issue blocking order which MDES then distributes to all ISPs. 
4. The ISPs must block the sites immediately using appropriate technical measures 

(including DNS blocking).  
5. If an ISP shows reasonable cause the MDES may allow the blocking order to be 

delayed longer than the period specified in the court order but not more than 15 
days. 

6. If the sites are not blocked within 15 days, RHs may notify the DIP which will result in 
MDES enforcing sanctions under Section 2720 of the CCA. 

 
19 https://avia.org/thailands-department-of-intellectual-property-dip-and-the-ministry-of-digital-economy-and-society-des-launch-
new-website-blocking-provisions-in-efforts-to-clamp-down-on-online-piracy/ 
20 Section 27 of the CCA states: "Any person fails to comply with the writ of Court or competent official under Section 18 or 
Section 20 or fails to comply with the Court’s writ under Section 21 shall be subject to a fine of not more than two hundred 
thousand baht and a further daily fine of not more than five thousand baht until the relevant corrective action have been taken.” 
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Additionally, dynamic site blocking orders have been introduced, so that if a blocked site is 
redirected or ‘hops’ to a new domain, the same court order can apply to block the associated 
site.  It remains to be seen if the new protocols will have the desired impact. 

 
Department of Special Investigation (DSI) 

In December 2019, following a referral from AVIA’s CAP and TrueVisions, the DSI undertook 
simultaneous nationwide raids in five different cities resulting in the closure of the popular 
Sakkarinsai network of sites. The Sakkarinsai server outage resulted in an additional 42 
popular live sports and VOD sites being disrupted. During a subsequent press conference the 
DSI Commander stated that the Sakkarinsai IPTV streaming operations and associated 
websites had caused more than 4 billion baht (US$122 million) in damages to local and 
international  copyright owners, and that over the past 2-3 years, the Sakkarinsai syndicate 
had generated approximately  300 million baht (US$9 million) in illicit revenue. In the aftermath 
of the Sakkarinsai raids, further inquiries led to the DSI raiding the premises and server 
location of the popular piracy site Jibhd.com.  

In December 2019, in response to a referral by the U.S. Motion Pictures Association, the DSI 
also closed down Movie2Free.com and arrested the website administrator. This Thai-based 
illegal website had been streaming over 3,000 unlicensed movies and TV shows. 

In late 2019, a British expat and a Thai man were fined 25 million baht (US$806 thousand) 
and given a suspended prison sentence of three years for illegally streaming Premier League 
football matches online. The various websites managed by the pair were operated in Bangkok 
under the commercial name Expat.tv and affiliated domains. The websites provided streams 
of matches across Southeast Asia, including to Indonesia, Malaysia, Singapore and Vietnam. 
According to the DSI, it was one of the highest damages rulings ever made in Thailand for 
copyright infringement. 
 
Royal Thai Police/NBTC 

Prime Minister Prayut Chan-o-cha, as the Chairman of the National Intellectual Property Policy 
Committee, and Deputy Prime Minister Prawit Wongsuwan, as Chairman of the sub-
committee on Law Enforcement of IP Infringement, ordered the Royal Thai Police, NBTC and 
the DIP to speed up the process for blocking illegal websites related to IP violations from the 
previously lengthy 6-8 month quasi-judicial process.  

In December 2018, the Center of Operational Policing for Thailand against Intellectual 
Property Violations and Crimes on the Internet Suppression (COPTICS) was established. It 
was a joint initiative between the NBTC and the Royal Thai Police (RTP) and operated in 
support of the online blocking procedures undertaken by the MDES under the CCA.  

However, following 2019 industry meetings with COPTICS it became clear that it had limited 
resources and an equally limited remit with a sole focus on URL blocking which is only 
applicable to the ‘http’ protocol. As most piracy websites utilize the ‘https’ protocol it would 
appear that the 2019 strategic focus of COPTICS had limitations. 

In July 2020 COPTICS was rebranded to the Police Cyber-Crime Task Force (PCT). All site 
blocking orders, under the recently announced new protocols are to be copied to the PCT 
which will investigate and take enforcement action if a Thai connection/affiliation with the site 
operators or intermediaries can be found. 
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6.4 Traditional TV Piracy 

Signal theft by cable operators has not been weeded out, as a number of operators at the 
local level continue broadcasting unlicensed content to satisfy their customer base. In 
particular, TrueVisions’ platform has long been targeted by digital pirates, and impacted by 
unauthorized access to its programming signals, despite having installed a security firewall or 
conditional access system from a trusted supplier 

Unfortunately, there is no single technology that can guarantee security, and pirates are 
always looking for opportunities to exploit the existing relationship between service providers 
and their paying customers.  

 

6.5 2020 Plans for Copyright Reform 

Further amendments to the Copyright Act  

The MOC announced in December 2018 that it was amending the Copyright Act B.E. 2537 
(1994) to make it illegal to undertake the importation, sale and usage of ISDs and apps which 
can access online pirated content.  

The Ministry was also working on another amendment to prepare Thailand for joining the 
World Intellectual Property Organization (WIPO) Internet Treaties, which set international 
standards to stop illegal access to and use of creative effort including literature/writing, music, 
filmmaking, software, paintings and composition on the internet and other digital networks.  

To date, the two amendments pertaining to ISDs and the WIPO Internet Treaties have not yet 
been made into law. It is hoped that these amendments will be enacted later this year or first 
half of 2021. 
 
20-Year IP Roadmap 

There are three tiers of committees that have oversight of IP policy in Thailand: 

1. The National Committee on IP Policy – chaired by the Prime Minister 
2. The Sub-Committee on IP Policy – chaired by the Deputy Prime Minister 
3. Three working groups which report to the Sub-Committee: 

a. Working Group on IPR Enforcement 
b. Working Group on online IPR Enforcement 
c. Working Group on destruction of IPR products 

 

In January 2017, the DIP released a 20-Year IP Roadmap for Thailand 4.0 which provides a 
blueprint for six areas of focus: 1. IP creation; 2. IP protection; 3. IP commercialization; 4. IP 
enforcement; 5. Geographical Indications (GI); and, 6. Genetic Resources (GR), Traditional 
Knowledge (TK), and Traditional Cultural Expressions (TCEs). 

Since its inception, the IP roadmap document has served as the direction for the national IP 
developments, including the reform of the entire IP system.   



 
 

124 
 

For effective IP enforcement, the DIP aims to tackle head-on infringement both online and off-
line, especially at certain ‘notorious markets’ by integrating enforcement among relevant 
authorities. These include the Royal Thai Police, the Customs Department, the DSI, the 
MDES, the Ministry of Defense, the Office of the Attorney General and the Anti-Money 
Laundering Office. A target has been set to eradicate, or at least reduce tremendously, the 
volume of the IP infringements in red zones in Bangkok and nearby provinces by 2021, and 
also to act more forcefully and in a timelier manner against online IP pirates. These are 
expected to interrupt all steps of infringement activities. 
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7 Appendices 
7.1 Thailand Economic Environment 
 
Impact of COVID-19 on the population 

Thailand is one among the ‘luckier’ and more ‘successful’ countries in their fight against one 
of the worst, if not the worst, pandemics that have hit each and every nation on this planet. As 
of 25 July 2020, there have been 3,279 infections and 58 deaths. 
 
The virus was confirmed to have reached the kingdom on 13 January 2020, when a female 
Chinese tourist tested positive, making her the first case outside China. Because the number 
of cases remained low throughout February, the Thai health officials were not duly alarmed 
about the situation. But the number of cases increased rapidly in mid-March, rising to over a 
hundred per day. This new development prompted the government to close public venues and 
businesses in Bangkok and several other provinces. On 26 March, the Prime Minister declared 
a state of emergency until 30 April, to more effectively manage the health crisis. The decree 
has been extended several times, the latest of which is the recent announcement for the state 
of emergency to be in effect until 31 August 2020.  
 
All commercial passenger flights were suspended from 4 April, and lockdown measures were 
implemented in varying degrees throughout the country. The rate of new cases gradually 
dropped throughout April, and by mid-May, locally transmitted infection rates had fallen to 
zero, and easing of restrictions was gradually implemented. As of 24 July, the country has not 
reported a single locally-transmitted infection for 60 consecutive days, while no deaths have 
been reported since 2 June.  
 
The Thai government’s response to the outbreak was based on surveillance and contact 
tracing. Temperature and symptom screening for COVID-19 testing was implemented at 
international airports, as well as hospitals for patients with travel or contact history. Public 
education focused on self-monitoring for at-risk groups, practicing hygiene, especially 
handwashing, and practicing social distancing or avoiding crowds. Authorities’ advice of 
wearing masks when going outside has also been largely followed. Thais, unlike some of the 
nations in the West, do not have an aversion to covering their faces especially if doing it could 
protect people from contracting the virus, and ultimately save lives.  
 
As the curve of infections (and deaths) has been flattened, most government restrictions have 
been eased: the alcohol sales ban has been lifted; offices and schools have re-opened; 
conventions, exhibitions and meetings have been allowed to convene again; restaurants and 
other services are open again; and so on. Even so, precautionary measures are still in place: 
mask wearing, social distancing and observing personal hygiene (washing hands often). Thai 
citizens have not let down their guard.  
 
Effective 1 July, commercial passenger airlines were allowed to operate flights landing at 
international airports across the country. But restrictions on who can fly into the country remain 
in place, according to the Civil Aviation Authority. Only Thai nationals and their family 
members, residents, students, medical and wellness tourists, as well as those with special 
permission to enter the country, are allowed to land in Thailand. All other passengers are still 
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not allowed entry as authorities work to prevent the spread of the coronavirus. Anyone entering 
the country must adhere to screening procedures in place at all airports and follow mandatory 
14-day quarantine procedures at their own cost. 
 
Impact of COVID-19 on the economy 

Already reeling from sluggish growth in recent years, and a technical recession in the first 
quarter of 2020, the tourism and export-dependent economy has been further severely bruised 
by the novel coronavirus.  
 
Thailand’s first-quarter data in 2020 showed a 1.8% YOY economic contraction, marking the 
first decline since the first quarter of 2014 and the sharpest pace of decline in over eight years 
since the fourth quarter of 2011.  
 
The Thai economy in Q1/2020 contracted following the direct hit of the COVID-19 pandemic, 
which severely weakened the tourism and export sectors. The economy was further hampered 
by delayed government disbursements that stalled government consumption expenditure and 
investment, as well as the harsh drought that dwarfed the supply of various key agricultural 
products.  
 
The NESDC, the country’s economic think tank, and the World Bank have predicted that the 
Thai economy will contract by 5-6% in 2020 – the sharpest projected decline in Southeast 
Asia. More recently in the last week of June, the 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. 
 
These projections are largely due to the limitations as a result of the COVID-19 outbreak, as 
well as the severe downturn of the global economy and merchandised trade, the sharp decline 
in number and revenues from foreign tourists and the drought condition affecting agricultural 
produce. 
 
Weaker global demand has led to a shrinkage in global trade, consequently negatively 
affecting Thailand’s exports and disrupting global value chains, such as automobiles, 
computers and electrical machinery & equipment, in which Thailand is an active player.  
 
The tourism sector, which accounts for close to 15% of GDP (the single largest sector 
contributor to the country’s economy), has been devastated as a result of the international 
tourist ban since March 2020. Last year, Thailand welcomed a total of 39.8 million tourist 
arrivals, bringing in receipts of 1.93 trillion baht. Because of COVID-19, the country would be 
lucky to post even a third of that number for 2020. 
 
While vital to flattening the infection curve, people movement restrictions imposed in response 
to the outbreak, have severely dampened private consumption, especially for retail and 
recreational services. For example, retail sales of durables sharply reduced YOY by 13% in 
April 2020 (according to the BOT).  
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Flagging demand and falling energy prices have resulted in a sharp decline in inflation: from 
0.7% in 2019 to 0.4% in Q1/2020, and projected to further reduce to between -1.5% and -
0.5% for the whole of 2020.  
 
Shutdowns from the pandemic during the four months March to June could trigger severe job 
losses in Thailand, especially for employees who do not have a regular salary, low-paid 
workers and people without a written job contract.  Up to between 7 and 8.3 million workers 
could be out of a job or lose income due to the COVID-19 outbreak, according to the World 
Bank and Joint Standing Committee on Commerce Industry and Banking (JSCCIB) 
of Thailand. JSCCIB is an apex body of the country’s three core private sector organizations, 
namely the Board of Trade of Thailand, the Federation of Thai Industries and 
the Thai Bankers' Association.  
 
Moreover, the World Bank estimates that the number of Thai people living below US$5.50 a 
day doubled from 4.7 million in Q1/2020 to 9.7 million in Q2/2020.  
 
As Thai government authorities start to loosen mobility restrictions, domestic consumption, 
which has been Thailand's strongest growth driver, may pick up in the second half of 2020 
and in 2021, but the economic recovery will be gradual and uncertain.   
 
As a baseline, the World Bank projects Thailand’s GDP to expand by 4.1% in 2021 and by 
3.6% in 2022, which represents a slow recovery to pre-pandemic GDP output levels. The BOT 
recently revised its GDP growth forecast from 3% to 5% in 2021 as a result of the lowering of 
its prediction for 2020 (from a contraction of 5.3% to a steeper decline and recession of 8.1%). 

 

Thailand Economic Projections for 2020 

% YOY 
2018 2019 2020 
Year Year Q3 Q4 Q1 Year (F) 

GDP (CVM) 4.2 2.4 2.6 1.5 -1.8 -6.0 to -5.0 
Investment 3.8 2.1 2.7 0.8 -6.5 -2.1 
- Private 4.1 2.8 2.3 2.6 -5.5 -4.2 
- Public 2.9 0.2 3.7 -5.1 -9.3 5.6 
Private Consumption 4.6 4.5 4.3 4.1 3 -1.7 
Government Consumption 2.6 1.4 1.7 -0.9 -2.7 3.60 
Export of Goods (Value) 7.5 -3.2 0 -4.9 1.5 -8 
Export of Goods (Volume) 3.9 -3.5 -0.4 -5.3 1.9 -6 
Import of Goods (Value) 13.7 -5.4 -6.8 -7.6 -0.9 -13.2 
Import of Goods (Volume) 7.7 -5.6 -6.6 -8.3 -0.1 -9.7 
Current Account to GDP (%) 5.6 7 7.1 7.2 7.1 4.9 
Inflation 1.1 0.7 0.6 0.4 0.4 -1.5 to -0.5 

Source: NESDC 
Note:  
GDP (CVM) = Gross Domestic Product at Chained Volume Measure (adjusted for inflation effect) 
Investment means Gross Capital Formation 

              Export and Import projections based on BOT data 
              F = Forecast  
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Impact of COVID-19 lockdown on the media industry 

Media Intelligence, a firm specializing in identifying media trends and providing firms 
information on brand development, has a dire prediction for Thailand’s media industry: it will 
possibly suffer a 15 to 20% drop in advertising expenditure in 2020 as a direct result of the 
coronavirus crisis. If there is an extended downturn or a second wave of the pandemic, total 
spending could contract by a whopping 30%. 
 
While the first quarter of 2020 showed a rise in all types of TV user consumption (digital, cable 
and satellite), ad spending fell by 10%; conversely, ad spending on the internet and OTT 
channels grew by 12%. 
 
The COVID-19 emergency measures imposed by the government, even in the first three 
months, saw an accelerated shift in the overall consumer trend from traditional media and 
cable/satellite TV to online consumption of news and entertainment. Media Intelligence further 
predicted that the lockdown would speed up the market shift to online media which will occur 
over the next three years. Ad spending on the internet/online media contributed nearly 30% 
of total advertising expenditures during the first quarter of the year. 
 
TikTok, the Chinese social media giant, reported to have gained an exponential growth in 
usage in Thailand, with a 50% increase in time spent on the platform by users. (The same 
trend was observed in other parts of the world). 
 
Thai economy at a glance prior to COVID-19 

A highly resilient nation, Thailand has been often viewed as a development success story – 
thanks to its outstanding progress in social and economic expansion, moving from a low-
income to an upper-income country over a period of four decades. During this period, the 
country demonstrated prolonged strong growth and remarkable poverty reduction.   
 
Thailand is the second largest economy in Southeast Asia, after Indonesia, and serves as an 
economic anchor for its developing neighboring countries. Despite domestic political 
uncertainty, the country was poised to advance at a moderate to rapid pace on the back of 
Thailand 4.0 – a 20-year strategy to accelerate Thailand’s development to a more advanced 
level.  
 
Thailand 4.0 is designed to promote and support innovation, creativity, research and 
development, higher technologies and green technologies. While the strategy formally came 
into effect with its publication in the Royal Gazette in October 2018, the government has been 
promoting it since 2016 – and investors have already responded. 
 
Investment commitments in the Eastern Economic Corridor (EEC) have already poured in 
from dozens of global corporations. The EEC, consisting of Rayong, Chonburi and 
Chachoengsao provinces in the Eastern Seaboard, will serve as a showcase for Thailand 4.0. 
At present, government and private industries have started building the infrastructure required 
to turn the vision of the EEC into a reality.  
 
According to the MDES, the proponent of Thailand 4.0, digitalization is anticipated to account 
for 25% of Thailand’s GDP by 2027. This government’s goal to enable Thailand to become a 
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leader in digital innovation will attract many investors – small and large – to enter the market 
and invest heavily in developing innovative digital solutions. 
 
The year 2018 marked the best economic results since the arrival in power of the military-led 
government in 2014. The economy expanded steadily throughout the five-year period of 2014-
2018 – and growth rose from 0.8% in 2014, 2.8% in 2015, 3.3% in 2016, 4.0% in 2017 to 4.2% 
in 2018. But economic growth slipped in 2019 to 2.4%, due to a global slowdown and trade 
tensions between the U.S. and China. 
 
The unemployment rate remained very low in 2019 (1.1%) and was projected to maintain the 
same level in the coming years. Thailand's official unemployment rate was among the lowest 
in the world. 
 
Poverty declined substantially from 65.2% in 1988 to 9.85% in 2018 (based on official national 
estimates). In recent years, however, the growth of household incomes and consumption 
growth remained stagnant resulting in a setback in the progress of poverty reduction in the 
country, with the number of people living in poverty rising. Between 2015 and 2018, the 
poverty rate in Thailand increased from 7.2% to 9.8%, and the absolute number of people 
living in poverty rose from 4.85 million to more than 6.7 million.  
 

 
Source: NESDC 
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5G Rollout in Thailand 2020 
The NBTC, in its 5G spectrum auction held in February 2020, raised a total of 100.52 billion 
baht (US$3.24 billion). A total of 48 licenses were taken up during the auction, and won by 
the following telecoms operators: 
 

Telco Operator 

Frequency Number of 
licenses 

won 

Final bid 
price  

(billion 
baht) 

700MHz 2600MHz 26GHz 

AWN (AIS) 1 10 12 23 42.05 
True Move H Universal 
Communication 

 9 8 17 21.44 

DTAC TriNet   2 2 0.91 
CAT Telecom 2   2 

36.12* TOT   4 4 
Total 3 19 26 48 100.52 

Source: Office of the NBTC  
*Combined winning price as individual winning prices were not available. 
 
A few years back, Thailand lagged behind its less developed neighbors when it came to 
mobile networks. It was only in May of 2013 that it had a full-scale rollout of 3G service and a 
trial run of LTE/4G, while Laos launched a 3G service five years earlier in 2008, and Cambodia 
in 2010. Nonetheless the country never looked back since then, with near universal adoption 
of 3G/4G among mobile subscribers today. 
 
The two tech leaders in ASEAN, Malaysia and Singapore, were expected to soon follow Japan 
and China in their 5G rollouts, with numerous pilot projects and trials this year, but then 
pandemic struck, foiling their rollout plans that will now have to wait until the health crisis is 
under control. 
 
In a surprise twist, the ‘laggard’ Thailand now leads ASEAN in 5G rollout due to COVID-19. 
The top two mobile operators in the country have accelerated deployment of their 5G networks 
because of the coronavirus, making it the first Southeast Asian country to offer commercial 
5G services. Having only won 5G licenses in February 2020, it was widely speculated that 
service launch nationwide would not take place until 2021.  
 
But the rapid spread of the virus became an impetus for an immediate response to demand 
for ultra-fast connections to power remote healthcare devices. AIS and True Corp are now 
spearheading the placement of 5G networks in hospitals across the country to support medical 
personnel and frontliners who are fighting against the coronavirus infections.  AIS had 
earmarked up to US$1.2 billion for 5G network expansion this year.  
 
As of June 2020, AIS has introduced 5G in a total of 158 hospitals in Bangkok and other major 
cities around Thailand in order to provide technical support to medical institutions in launching 
telemedicine and robots that will assist in protecting medical personnel from direct contact 
with COVID-19 patients. There were 114 active coronavirus patients who were being treated 
in hospitals around Thailand as of 25 July 2020. 
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True Corp has also launched 5G network in major hospitals in Bangkok, Chiang Mai (North), 
Chonburi (East), Phuket (South) and Khon Kaen (North East). True’s 5G services have the 
same purpose as AIS’ network – to connect delivery robots, remote carts and equipment at 
high-speed levels, to mitigate risks of direct contacts between physicians and ill patients. 
 
 
7.2 Contact Information of Key Players in Thailand’s TV Market 
1. Operators of National Pay TV Services 

Name  Contact Details Key Personnel 

 
TRUE VISIONS PLC 
www.truevisionstv.com 

Tipco Tower,  
118/1 Rama 6 Road 
Samsen Nai, Phyathai 
Bangkok 10400, Thailand 
T: +662 615 9222 
F: +662 615 9200 
 

Mr. Supachai Chearavanont 
President/Chief Executive Officer 
 
Mr. Sompan Charumilinda 
Executive Vice Chairman 
 
Mr. Attaphon Na Bangxang 
Chief Media Officer 

 
CHAROEN CABLE TV 
GROUP     
http://charoencabletv.c
om/index2.html 
 

12th Fl,  
Sukhumvit Suite Building 
19/118 Sukhumvit Soi 13 
Klong Toey Nua,  
Wattana Bangkok 10110, 
Thailand 
T: 1637    
 

Mr. Kochkhem Kornyanee         
Chief Executive Officer 
Charoen Cable TV Network Co., 
Ltd. 
 
Mr. Teerapat Au-Areevorakul 
Sales Project & Business 
Development Manager 
Charoen Cable TV Network Co., 
Ltd. 
 
Mr. Wichit Aur-Areevorakul           
Senior Advisor 
Charoen Cable TV Group 

 

NEXT STEP CO., LTD. 
www.nextsteptv.com 
 

319 Soi Ramkhamhaeng 60 
Hua Mak Bangkapi 
Bangkok 10240, Thailand 
T: +662 735 1000 
F: +662 735 0722 
 

Mr. Amornphat Chomrat 
Managing Director 
E: amornphat@nextstep.co.th  
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2. Associations 

Name  Contact Details Key Personnel 

 
THAILAND CABLE TV 
AND 
TELECOMMUNICATION 
ASSOCIATION   
 

67 Serithai Road 
Klongchan, Bangkapi 
Bangkok 10240, Thailand 
T: +662 375 2216 

Dr. Surasak Wonginchan 
President, TCTA 
E: surasakwong@hotmail.com 
 

 
CABLE TV OPERATORS 
ASSOCIATION 
 

83/86 Soi 62 Rama II Road 
Samaedam, Bangkhunthien  
Bangkok 10150, Thailand 
T: +662 452 6055 
F: +662 452 6066 
 

Mr. Pasith Achirasawad 
President 
 

 
SATELLITE TV 
ASSOCIATION 
(THAILAND) 
 

16th Floor  
Amornphan 205 Tower 1 
89/23 Ratchadapisek Road 
Dindaeng, Dindaeng 
Bangkok 10400, Thailand 
T/F: +662 245 0222 
 

Dr. Niphon Naksomphob 
President 
E: stathailand@gmail.com 
 

ASSOCIATION OF 
CABLE AND SATELLITE 
TV NETWORK 
PROVIDERS 
 

16th Floor  
Amornphan 205 Tower 1 
89/23 Ratchadapisek Road 
Dindaeng, Dindaeng 
Bangkok 10400, Thailand 
T/F: +662 245 0222 

Mr. Manop Tokarnka 
President 
E: manop.ipmtv@gmail.com 
 

 
ASSOCIATION OF 
DIGITAL TELEVISION 
BROADCASTING 

63/1 Rama IX Road 
Huay Khwang, Huay 
Khwang 
Bangkok 10310, Thailand 
T: +6686 990 0477 

Mr. Suparb Kleekachai 
President 
E: adteb.info@gmail.com 
 

 
THE ADVERTISING 
ASSOCIATION OF 
THAILAND 
www.adassothai.com 

12/14 Thesabal Songkroh 
Ladyaow, Chatuchak 
Bangkok 10900, Thailand 
T: 66 591 6461-5 
F: +662 589 9470 
 

Mr. Rati Panthawi 
President 
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DIGITAL ADVERTISING 
ASSOCIATION 
(THAILAND) 
https://www.daat.in.th 

No.2, Ground, Floor, 
Ploenchit Center 
Sukhumvit Road 
Klong Toey 
Bangkok 10110, Thailand 
T: +6698 283 0626 
 

Mr. Siwat Chaowariyawong 
President 
 

 

3. Satellite Platform Aggregators 

Name  Contact Details Key Personnel 

 
THAI ADVANCE 
INNOVATION COMPANY 
LIMITED 
https://www.thaiai.co.th/ 
 

63/21 Rattanathibet Road 
Bangkraso, Amphur Muang 
Nonthaburi 11000, Thailand 
T: +662 950 5005 

Mr. Pramote Boonnumsuk 
General Manager 
 

 
 
 
 

IPM PLATFORM CO., 
LTD.   
www.ipmtv.tv  
www.ipmss.com 

Amornpan 205 Tower 1 
89/23 Dindaeng, Huay 
Khwang 
Bangkok 10400, Thailand 
T: +662 245 9999 
 

Mr. Manop Tokarnka 
President 
E: manop.ipmtv@gmail.com 
 

 
PSI BROADCASTING 
CO., LTD. 
www.psisat.com 

588 Srinakarin 16 Road 
Phattanakarn, Suanluang 
Bangkok 10250, Thailand 
T: 1247 
 

Mr. Phanuwat Phongsuwankul 
Managing Director, PSI 
Broadcasting Co., Ltd. 
Deputy CEO, PSI Corporation 
Co., Ltd. 
E: phanuwat@psisat.com 
 

 
INFOSAT CO., LTD. 
https://www.infosat.co.th/ 
 
 

(Head Office) 
32/58 Soi Tiwanon-Pakkred 
38, Tiwanon Road,  
Moo. 5, Banmai, Pakkred,  
Nonthaburi 11120, Thailand 
T: +662 584 4755      
F: +662 584 4600 
E:  sales@infosats.com 

Mr. Niran Tangpiroontham 
Managing Director 
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4. Cable and Satellite TV Content Providers 

Name  Contact Details Key Personnel 

GMM GRAMMY PLC 
www.gmmgrammy.com  

17th Floor GMM Grammy 
Place 
50 Sukhumvit 21 Rd.  
Klong Toey Nua,Wattana 
Bangkok 10110, Thailand 
T: +662 669 8651 

Ms. Boosaba Daorueng 
Group CEO 
E: boosaba@gmmgrammy.com  
 

 
KANTANA GROUP 
www.katana.com 
 

333/3 Muban Rachadanives, 
Soi 19 
Pracha Uthis Road, Samsen 
Nok Sub District 
Huay Kwang District 
Bangkok 10320, Thailand 
T: +662 275 0046 
F: +662 274 2054 
E: webmaster@kantana.com 

Mr Jaruek Kaljaruek 
Chairman & CEO 
 

 
MEDIA STUDIO CO., 
LTD.  
www.mediastudio.co.th  
 

998/3 1-4 th Floor, 
Paholyothin Road,  
Jomthong, Jatujak 
Bangkok 10900, Thailand 
T: +662 760 5799 
E: info@mediastudio.co.th 

Mr. Nuti Khemayodhin 
Managing Director 
E: nuti@mediastudio.co.th 
 
 
 

 
 
 

MV (TELEVISION) 
THAILAND CO., LTD. 
https://www.mvtv.co.th 

45/99 Saimai Soi 73 
Saimai, Saimai 
Bangkok 10220, Thailand 
T: 1264 
 

Mr. Chaiyuth Tavipvoradet 
Managing Director 
E: mvtvthailand@hotmail.com 
 

 

NEXT STEP CO., LTD. 
www.nextsteptv.com 

319 Soi Ramkhamhaeng 60 
Hua Mak Bangkapi 
Bangkok10240, Thailand 
T: +662 735 1000 
F: +662 735 0722 

Mr. Amornphat Chomrat 
Managing Director 
E: amornphat@nextstep.co.th  
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5. IPTV Operators 

Name  Contact Details Key Personnel 

 

ADVANCED WIRELESS 
NETWORK COMPANY LIMITED 
https://www.aisfibreplus.com/ 

388 Floor 9B, SP Building 
(IBM) 
Phaholyothin Road, 
Samsen Nai, Phayathai 
Bangkok 10400, Thailand 
Call Center: 1185 

 

 
TOT PUBLIC CO., LTD. 
www.totiptv.com 
 

89/2 Moo 3, 
Chaengwattana Road 
Thungsonghong, Laksi 
Bangkok 10210, Thailand 
TOT iptv Call Center: +662 
500 1111 

 

 
TRIPLE T BROADBAND 
PUBLIC CO., LTD. 
www.triplet.co.th; www.3bb.co.th 
http://cloudtv.3bb.co.th/tvonline/ 

200, 29th Fl., Moo 4 
Chaengwatana Road 
Pakkred, Pakkred 
Nonthaburi 11120, Thailand 
Tel: +662 100 2100  
Fax: +662 100 2121 
Call Center: 1530 
Email: contact@3bb.co.th 
 

 

 

6. OTT/OCC Operators 

Name  Contact Details Key Personnel 

 
ADVANCED INFO SERVICE 
PLC 
https://aisplay.ais.co.th/portal/ 

SC Tower Building 
418 Paholyotin Rd. 
Samsen, Phyathai 
Bangkok 10400, Thailand 
Call Center: 1175 
 

Mr. Somchai Lertsutiwong 
Chief Executive Officer 
 

 
TRUE CORPORATION 
PUBLIC COMPANY LIMITED 
https://trueidtv.trueid.net/  
 

18 True Tower, 
Ratchadaphisek Road 
Huai Khwang 
Bangkok 10310, Thailand 
T: +662 859 1111 
F: +662 859 9134 
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MonoMax 
Mono Technology Public 
Company Limited 
www.monomax.me  
 

Jasmine International 
Tower 16th Fl., 200 Moo 4 
Chaengwattana Rd., 
Pakkred,  
Nonthaburi 11120,  
Thailand 
T: +66 2502 0700 
F: +66 2100 8148 

Mr. Patompong Sirachairat 
Managing Director 
 

 
STG MEDIAPLEX Co., Ltd. 
www.doonee.com 
 

7/129 Central Pinklao Bldg. 
Room 701, 7th Fl 
Boromrachonnanee Road 
Arunamarin, Bangkoknoi 
Bangkok 10700, Thailand 
T: +662 884 6170 
T: +662 884 6188 
T: +662 821 5958 

Mr. Jatuphol (Joe) 
Suteestarpon 
Chief Executive Officer 
 

 
PCCW OTT (THAILAND) CO., 
LTD. 
https://www.Viu.com/ott/th/ 
 

123 Sun tower B Building, 2 
Floor, Room 1204 
Soi Chuypung, Viphavadi 
Rangsit Road 
Chatuchak, Bangkok 10900 
Thailand 
T: +662 0525793    

Mr. Tawatwong Sinmanon  
Managing Director 
 

 
TENCENT (THAILAND) CO., 
LTD. 
https://www.tencent.co.th/ 

252/19-20 Muangthai 
Patara Complex Building 
Ratchadapisek Rd., Huay 
khwang 
Bangkok 10310, Thailand 
T: +662 833 3000 

Ms. Kanokporn Prachayaset 
Country Manager 
 

 
iQIYI 
http://www.iq.com/ 
 

HQ Address: 11/F, iQIYI 
Innovation Building 
No.2 Haidian North 1st 
Street 
 Haidian District, Beijing 
China 100080 
T：+86 010 6267 7171 
F：+86 010 6267 7000 

Kelvin Yau 
General Manager  - Thailand 

  
Netflix International B.V 
www.netflix.com/th/ 

No office in Thailand 
 

Mr. Sarit Ray 
Singapore office 
E: saritr@netflix.com 
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IFLIX THAILAND CO., LTD. 
www.iflix.com 

No office in Thailand  
 

Mr. Jon Gregory            
Malaysia Office 
E: jon.gregory@iflix.com  
 

 
LINE TV THAILAND 
https://tv.line.me/ 
 

127 Gaysorn Tower, 
Ratchadamri Road 
Lumpini, Pathumwan 
Bangkok 10330, Thailand 
 

Dr. Pichet Learkpreecha 
Chief Executive Officer  
 
Mr. Norasith Sittiwehtwichit 
Vice President of Commercial 
Department 
 
Mr. Kanop Supmanop 
Vice President of Content 
Business Department     
 
Mr. Chanwuit Luechaisitti 
Vice president of Marketing 
Department                          

                     

7. Distributors for Pay TV Content 

Name  Contact Details Key Personnel 

FOX INTERNATIONAL 
CHANNELS (THAILAND)       
 

6/F Siam Discovery Unit 608 
– 609  
989 Rama 1 Road, 
Pathumwan 
Bangkok 10330, Thailand 

M.R. Rujayarak Abhakorn 
VP - Territory Head (Thailand)  
 

  
M PICTURES CO., LTD. 
www.mpictures.co.th  
 
 

234 Suzuki Avenue Building 
(Rachayothin) 13th Floor,  
Ratchadapisek Rd., Ladyao, 
Jatuchak 
Bangkok 10900, Thailand 
T: +662 512 0300 
F: +662 512 0301 

Mr. Padet Hongfo     
Chief Executive Officer 
 

 
NEXT STEP CO., LTD.  
www.nextstep.com  

319 Soi Rankhamhaeng 60 
Hua Mak, Bangkapi 
Bangkok 10240, Thailand 
T: +662 735 0000 
F: +662 735 0722 

Ms. Amornphat Chomrat 
Managing Director 
E: amornphat@nextstep.co.th 
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PLAN B MEDIA PUBLIC 
CO., LTD. 
https://www.planbmedia.c
o.th/  

1213/420 Soi LatPhrao 94 
(Panchamitra) 
Plubpla, Wangthonglang 
Bangkok 10310, Thailand 
T: +6689 999 9199 
T: +662 530 8053-6 
F: +662 530 8057 

 

 
TRIPLE T NETWORK 
CO., LTD. 
https://ttt-networks.com/ 
 

218/191 Geneva 2 Building, 
8th Floor  
Bond St., Bangpood, Pakkred 
Nonthaburi 11120, Thailand 
T: +662 961 2481-2 
F: +662 961 2411 
 

Mr.Tutchai Sirisumpan 
Chairman 
 

 
ZEE ENTERTAINMENT 
ENTERPRISE LTD. 
www.zeeentertainment.co
m/ 
 
 

Asia Today (Thailand) Co., 
Ltd. 
75/47 Ocean Tower 2, 23rd 
Floor 
Soi Sukhumvit 19 
Klong Toey Nua, Wattana 
Bangkok 10110, Thailand 
T: +662 665 7305-8 
T: +662 297 3180 
F: +662 665 7309 
 

Ms. Vaishali Kasturia 
Country Head 
E: 
Vaishali.kasturia@zee.esselgro
up.com 
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7.3 Glossary  

ADTEB Association of Digital Television Broadcasting 

ARPU Average Revenue per User 

ASO Analogue Switch-Off 

AVOD Advertisement-based Video on Demand 

BMA Bangkok Metropolitan Area 

BOT Bank of Thailand 

CA Copyright Act 

CAGR Compound Annual Growth Rate 

CAP Coalition Against Piracy 

CCA Computer Crimes Act 

CPA Consumer Protection Act 

DAAT Digital Advertising Association (Thailand) 

DIP Department of Intellectual Property 

DSI Department of Special Investigation 

DStv Digital direct-to-home satellite 

DTH Direct-to-Home 

DTT Digital Terrestrial Television 

FTA Free-to-Air 

IPR Intellectual Property Rights 

IPTV Internet Protocol Television 

ISD Illicit Streaming Device 

ISP Internet Service Provider 

MAAT Media Agency Association of Thailand 

MAC Middle-class and Affluent Consumer 

MDES Ministry of Digital Economy and Society 

MOC Ministry of Commerce 

MRDA Media Research Development Association 

MUX Multiplex/Multiplexing Service 

NBTC National Broadcasting and Telecommunications Commission 

NCPO National Council for Peace and Order  

NESDC National Economic and Social Development Council 

NSO National Statistical Office 
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OCC Online Curated Content 

OTA Over-the-Air 

OTT Over-the-Top 

RFD Royal Forest Department  

SVOD Subscription-based Video on Demand 

TAM Television Audience Measurement  

TCR Total Content Ratings 

TCTA Thailand Cable TV and Telecommunication Association 

TVOD Transactional Video on Demand 

UIP Unique IP Address 

USTR U.S. Trade Representative 

VAT Value Added Tax 
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