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The Asia Video Industry Association (AVIA) is the trade 
association for the video industry and ecosystem in Asia Pacific. 
It serves to make the video industry stronger and healthier 
through promoting the common interests of its members. AVIA 
is the interlocutor for the industry with governments across the 
region, leads the fight against video piracy and provides insight 
into the video industry through reports and conferences aimed 
to support a vibrant video industry. AVIA evolved from Casbaa 
in 2018.

ABOUT AVIA

Asia Video Industry Association
20/F Leighton Centre, 77 Leighton Road

Causeway Bay, Hong Kong

www.asiavia.org

WHAT IS AVIA

THE VOICE 
OF THE 

INDUSTRY WITH 
GOVERNMENTS 

AND 
REGULATORS

DEDICATED TO 
FIGHTING AND 

REDUCING VIDEO 
PIRACY

COMMITTED 
TO PROVIDING 

INSIGHT 
THROUGH 

ENGAGEMENT

The Asia Video Industry Association (AVIA) exists to make the industry stronger 
and healthier and thus create a better business environment for its members. 

http://www.asiavia.org
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There was a time when the video industry 
in Asia was simple. The industry was 
television, and television meant channels. 
There was free TV and pay TV. Pay TV 
was a combination of subscription and 
advertising. Signals were delivered by 
cable and satellite.

Simplicity is a thing of the past. Today, 
consumers engage with video more than 
they ever have before, and technology 
continues to be the great leveller in 
allowing access to that video over any 
device. Investment in content continues 
to surge as we see more quality content 
in almost every genre and every language 
than at any time before.

Linear television is still enormous; 
pay television revenues still dwarf any 
other subscription business model, 
but never has growth been so hard 
to come by. Developed markets are 
seeing cord-cutting and shaving, and 
in developing markets the number of 
cord-nevers are not reducing significantly.

The market for on-demand video 
services is exploding. This is where 
everyone seems to be converging – 
native streaming companies, pay TV 
platforms, mobile service operators, pay 
TV broadcasters, Free-to-Air broadcasters 
and more. And the business models 
behind these services are evolving the 
whole time.

Never has the need for an industry 
association been greater. And it is 
this background of change that led to 

us becoming the Asia Video Industry 
Association in August of 2018. We 
represent the broader professional 
video industry and the ecosystem that 
surrounds it.  

We are committed to making the industry 
stronger and healthier as we engage with 
governments and regulators to ensure 
markets are open, and policies are 
designed to foster growth and innovation.
 
We are committed to fighting video piracy 
through enforcement, disruption and 
education, again working closely with 
government bodies to use the existing 
laws to maximum effect and encouraging 
changes to regimes that can better 
protect IP.

We are committed to providing insight 
into this most vibrant and creative 
of industries, through seminars and 
conferences, through reports and 
studies, and through our committees.

This publication is a general guide to the 
state of the Asia Pacific video industry 
and how it is evolving and growing. We 
are very grateful to all the members and 
other contributors who have shared 
their insights and knowledge to help 
make this publication an invaluable 
resource to navigate our rapidly changing 
marketplace.

AVIA would also like to thank Jane 
Buckthought for her efforts. 

REGULATORY POLICY

COMBATTING PIRACY

ASIA PACIFIC VIEWERS

COUNTRIES IN FOCUS

OTT & STREAMING

ADVERTISING OVERVIEW

MEASUREMENT GUIDE
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Please note that data provided by third parties has been generated independently 
and represents their own views.
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REGULATORY POLICY 

Since the inception of the broadcasting 
(and satellite) industries, regulation 
has been a constant feature of life and 
work. AVIA’s mission is to be the voice 
of our industries, throughout our 17 
Asian markets, and to advocate for 
policy approaches that facilitate growth 
and development. On issues spanning 
a wide range – from satellite spectrum 
allocation to advertising rules to 
censorship to cable rate regulation; we 
articulate to governments the concerns 
of our members as well as our collective 
vision of a healthy and dynamic content 
ecosystem – for governments that make 
wise policy choices.

These days, AVIA’s task has grown 
exponentially harder. Governments have 
always had widely different conceptions 
of how the video industry ought to be 
organised, but it’s safe to say that, for 
most Asian political leaders, the arrival 
of a new, innovative but rambunctious 
online content ecosystem is not a 
welcome development. Confronted 
with the fact that their citizens in huge 
numbers are already viewing content 
from a host of widely different online 
services – from SVOD movies to 
user-generated VLOGs to live sports to 
other people’s social media streams – 
politicians and regulators frequently try 
to fall back on the legacy structures and 
rules from the dawn of time (actually, the 
twentieth century!)   

But, even as huge consumer demand 
has developed for this multitude of new 
content technologies and services, it is 
becoming ever-clearer that the old rules 
are no longer fit for purpose. We are not 
bashful about telling governments they 
really need to lighten regulatory burdens 
on traditional pay TV systems to avoid 
competitive destruction of tax-paying, 
law-abiding broadcasting businesses by 
the tsunami of online content in every 
wired part of Asia.

And so a key message for Asian 
governments is: our industry cannot 
succeed while bearing legacy regulatory 
burdens, and in the face of rampant 
piracy. Government activism is needed to 
reform outdated pay TV rules and to help 
suppress unauthorised and illegal piracy 
platforms. On the other hand, activism 
to impose legacy regulations on new 
content services is highly undesirable.  

In summary, it is a serious error for 
policymakers to try to treat all video 
sources as if they are the same. With 
regard to content regulation, in particular, 
our members make up the legitimate, 
professional, and responsible part of the 
video industry. We create and distribute 
quality content; we curate our platforms 
carefully; we try to live within the social 
mores of each of the societies where 
we are present and we are responsive 
dialogue partners for governments in our 
region. 

The appropriate way to regulate our part 
of the video industry – online or in walled 
gardens – is with a very “light touch”, 
relying on self-regulation and parental 
controls to achieve social goals while still 
allowing us to compete. 

Those are the values and positions that 
AVIA promotes; we hope governments 
are listening. After all, recent months 
have revealed aspects of the online 

environment that are deeply disturbing – 
to all of us! Misuse of platforms to spread 
deliberate falsehoods, misplacement of 
advertising to support porn, exploitation, 
and even terrorism, propagation of 
malware – there are a host of ills. Our 
message to governments is a simple one:  
if there are big problems online, they’re 
not ours! 

by John Medeiros
Chief Policy Officer,

AVIA
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The application (APK) and illicit streaming 
device (ISD) ecosystem is impacting all 
businesses involved in the production 
and distribution of legitimate content. An 
ISD is a TV box that has been configured 
with an APK that enables consumers 
to stream audio-visual content from an 
illegal streaming server. Configuring TV 
boxes in this way allows the consumer 
to access unauthorised premium TV 
channels, live sports channels and movies 
for the one-off price of the device and 
(often) a yearly subscription to access 
the content – with the revenue going into 
the pockets of criminal syndicates and 
individuals all benefiting from the spoils 
of such a crime.

ISD piracy is organised crime, pure and 
simple, with crime syndicates making 
substantial illicit profit from the provision 
of illegally re-transmitted TV channels and 
the sale of such ISDs. Many syndicates 
and individuals associated with the ISD 
ecosystem are involved in other criminal 
endeavours and there is a likelihood 
that part of the illegal proceeds are 

used to finance other criminal activities. 
ISD enforcement action around the 
world (including within Asia Pacific) has 
uncovered millions of US dollars in 
illicit revenue made by ISD syndicates 
in a relatively short period of time. 
According to a study by Sandvine, a 
bandwidth-management systems vendor, 
in North America alone organised crime 
groups could generate upwards of an 
estimated US$840 million per year in 
subscription fees from consumers who 
pay for access to illegal TV-streaming 
services fees.
 
From the illicit supply side, the 
technological ecosystems allow for the 
efficient streaming of pirated content, 
whilst presenting no single point of attack 
from a law enforcement perspective. 
All of these network nodes are heavily 
obfuscated and can be in different 
countries, multiplying the complexity of 
the enforcement challenge. 
 
From the demand side, the ISD 
ecosystem has created a broader 
demand demographic and we are 
seeing a growing 55+ demographic of 
enthusiastic consumers enjoying access 
to literally thousands of illicit TV channels 
and VOD content from the comfort of 
their living rooms. For a growing number 
of consumers this means obviating the 
need for a legal pay TV subscription.

Asia Pacific’s appetite for piracy
Asia Pacific has some of the most 
egregious consumers of pirated content 
in the world, with Singapore ranking ninth 
in the world for the most number of visits 
to piracy sites per capita. An independent 
consumer survey report commissioned 
last year by AVIA (Casbaa) found that 
14% of Singaporeans freely admitted to 
accessing content through this method.
 
YouGov consumer surveys commissioned 
by AVIA’s Coalition Against Piracy (CAP) 
and undertaken over the last few months, 
uncovered concerning findings on the 
extent of ISD usage in South East Asia.
In Hong Kong, nearly one in four (24%) 
consumers use ISDs. Ten percent of 
these consumers have already cancelled 
their subscription to legal services.

In the Philippines, 28% of consumers 
admit to using ISDs and 13% of these 
users have cancelled their subscription 
to legal services. In Taiwan, one in three 
consumers (34%) use ISDs and 16% of 
these users have already cancelled their 
subscription to legal services. 
 
In Thailand 45% use ISDs and 21% of 
these users have already cancelled their 
subscription to legal services.

Economic damage 
and consumer risk
The economic cost of piracy impacts 
our entire industry. According to 
London-based Digital TV Research, 
online TV and movie piracy will cost the 
content industry an estimated US$31.8 
billion in global revenue this year, 
reaching US$51.6 billion by 2022. The 
economic cost would likely lead to social 

ramifications as the creative content 
industry correspondingly takes a hit. With 
rampant piracy, there would likely be less 
incentive for the content industry to grow 
and create new content.

The commercial damage caused by 
piracy is without dispute. However, the 
damage done to consumers themselves, 
caused by the nexus between content 
piracy and malware, is only beginning to 
be recognised. The more mainstream 
the piracy ecosystem becomes, the 
greater the risks of malware proliferation. 
Unfortunately, the appetite for ‘free’ or 
paying cheap subscriptions for stolen 
content, blinkers some consumers 
from the real risks of malicious 
malware infection including particularly 
pernicious malware such as spyware and 
ransomware.

Collaboration is key
Piracy is not something we have to live 
with. Real improvements can be made 
and AVIA is at the forefront of making 
them. This includes referring major 
illicit IPTV streaming networks to law 
enforcement agencies across South East 
Asia; strategic settlements with popular 
ISD networks in Australia; close alignment 
and support from major e-market 
platforms and payment processors 
resulting in the reduction of online 
ISD sales; and reducing ISD demand 
by aligning with industry partners and 
government agencies in educating 
consumers of the piracy/malware risks. 
Many other anti-piracy initiatives are 
in play and we are excited about the 
anticipated outcomes for 2019. 
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Frustratingly, however, some 
governments have yet to acknowledge 
that ISDs are a real problem; that their 
own broadcasters and creators are in 
danger; and that this problem needs to 
be fixed. 

In addition to unambiguous consumer 
messaging that ISDs provide access 
to pirated content, there is also a 
need for industry and governments 
to work together to define a clear and 
effective strategy to tackle this infringing 
ecosystem, which may mean modernizing 
and tailoring regulatory frameworks 
to specifically deal with ISDs. It is not 
uncommon for copyright laws to need to 
catch up with the technology used within 
these new OTT piracy ecosystems. The 
impact that copyright crimes can have 
on a country's economy is now widely 
accepted, but this recognition does not 
always result in legislative change and 
meaningful solutions. 
 
Unfortunately, some policymakers in 
Asia have chosen to delay any action 

on streaming piracy, ISDs and the APK 
ecosystem, whilst the problem continues 
to grow and enters the consumer 
mainstream.
 
The complexity and multi-jurisdictional 
nature of the enforcement challenge 
means collaboration amongst the 
many local and international industry 
associations is key. Working alongside 
other passionate and effective industry 
associations is critical in identifying and 
disrupting the criminal syndicates behind 
the larger piracy streaming networks. 
There is now a unified recognition 
within all business units involved in the 
production and distribution of legitimate 
content that streaming piracy and the 
ISD/APK ecosystem is a major threat to 
our industry. That is also why content 
producers, distributors and content 
platforms have come together to form 
the Coalition Against Piracy; why this 
is now central to the entire Asia Video 
Industry Association (AVIA); and why we 
see more companies wanting to come on 
board. 

by Neil Gane
General Manager

AVIA Coalition Against Piracy (CAP)

The Coalition Against Piracy (CAP), launched in October 2017, adds full-time 
anti-piracy enforcement activities to the policy, information and IP advocacy activities 
that AVIA predecessor, CASBAA, had successfully been undertaking for many years.

ISD users

Cancel legitimate services for ISDs

ISD purchases made
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remove advertisements from controversial 
sites.
 
Why has badvertising on pirate websites 
not triggered the same kind of critical 
response from the public? After all, 
advertising on hate sites and pirate sites 
are two sides of the same coin, and the 
financial ecosystems relating to both 
are virtually identical. This fact was well 
established through recent research by 
the German public TV station ARD. The 
research was to determine the extent 
to which German companies were 
inadvertently placing ads on extremist 
and hate sites accessible from India and 
Singapore. In the course of the research, 
conducted over a one-month period in 
January 2018, it was found that extensive 
advertising was placed on hate sites; not 
only by German companies, but also by 
official institutions such as the Bavarian 
State government. The ad agencies 
supporting the placement of such ads, 

were found to be no different than those 
supporting pirate networks.
 
Most large internet companies and 
brands have detailed policies and 
procedures to address risks related to 
brand safety. As public opinion has forced 
governments and internet companies to 
address issues related to fake news and 
misinformation, content right holders 
would do well to rely on these same 
regulations to address piracy. Making the 
public aware that ad-supported piracy is 
no different from the placement of ads on 
hate sites could prove to be an effective 
strategy to counter piracy. Copyright 
owners no doubt have a fair amount of 
work to do in this regard. Nevertheless, 
as the old fable reminds us, persuasion 
is better than force, especially if the latter 
has to be exercised against inoffensive 
grandmothers and teenagers. 
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‘BADVERTISING’ OR AD-SUPPORTED PIRACY 
IS NO DIFFERENT FROM AD-SUPPORTED
COMMENTARY ON HATE SITES

We live in a cynical age of fake news 
and misinformation where the public 
and media frequently dismiss, and even 
demonise, the interests of copyright 
owners. The public’s perception of 
copyright enforcement is often viewed 
through sensationalist and misleading 
news stories like “Film Company Sends 
Warning Letter to Visually Impaired 
90-year Old Granny in Rural Bavaria", 
or “British Publishing Behemoth Wants 
to Stop Bangladeshi Medical Students 
from Photocopying Anything More than 
2 Pages!".
 
While copyright owners are indeed 
sometimes guilty of overzealous 
conduct of this kind, it is equally true 
that the media is rather less likely to 
report on the legitimate targets that 
are pursued by the owners of content 
rights – the mercenaries who indulge in 
industrial-scale media piracy, battering 
the revenues of law-abiding businesses. 
Unfortunately, in today's world of 
man-bites-dog news, this rarely receives 
the press attention it deserves. Topics 
of crucial importance to rights owners, 
such as the unauthorised streaming of 
live programming, or the link between 
advertising and digital piracy, are only 
mentioned, if at all, as matters of passing 
interest.
It is amply evident that pirate websites 
are a known public risk as they widely 
spread viruses and malware through 

advertisements placed on such 
sites. Numerous studies have also 
demonstrated that advertising forms a 
key part of the financial system online 
that supports piracy. It has been found, 
inter alia, that out of 1,143 pirate 
websites, 73% were supported by ads - 
over half of which were well-known global 
brands.
 
Similarly, fake news sites along with 
sites preaching hate (as well as outright 
extremist views) are also supported by 
ad networks. Unlike ad-supported piracy, 
the financial support that ads generate 
in connection with fake news and hate 
sites is a subject that is well-covered 
by the press. For instance, when the 
Wall Street Journal, The Times (UK) and 
other media sources reported early last 
year that top brands were inadvertently 
funding terrorism by allowing their 
advertisements to appear on extremist 
and terrorist YouTube propaganda 
videos, this invited much critical 
commentary on blogs and social media 
sites against Google-owned YouTube. 
Faced with such criticism, the threat of 
advertiser boycotts as well as potential 
lawsuits stemming from their collective 
failure to police the problem more 
effectively, YouTube, Google and other 
social media platforms, including 
Facebook and Twitter, have sought to 
control the damage done by promising 
to put more robust systems in place to 

ABOUT THE AUTHORS
Bharat Dube and Bharat Kapoor are, respectively, Chairman and CEO of SIPI/Veri-Site.
 

Strategic IP Information Pte (“SIPI”) is Asia’s leading anti-piracy and online brand 
protection company; its Veri-Site division is an anti-piracy data service that addresses risks 
related to piracy. www.verisiteglobal.com

http://www.verisiteglobal.com


18 19THE ASIA VIDEO INDUSTRY REPORT 2019

CO
M

B
A

TTIN
G

 PIRA
CY The media and entertainment 

landscape has expanded and evolved 
over recent years as bandwidth and 
viewing technology have advanced to 
meet a growing demand for content.  
Unfortunately, the piracy landscape has 
also expanded and evolved due to these 
same forces. With these advancements 
in technology, online piracy platforms 

offering access to live streaming sports 
provide options for access from a wide 
range of devices, including desktop 
computers and smart TVs as well as 
smartphones, laptops, and tablets. Users 
looking for access find legal sites, illegal 
sites and illegal sites masquerading as 
legal sites.  

BLU-RAY P2P PIRACY
In 2017, pirated Blu-ray files accounted 
for 2 billion downloads worldwide. Russia 
and India ranked as the top two countries 
in Asia, downloading 383 million and 171 
million Blu-ray files respectively.

VIDEO-ON-DEMAND, CHINA
In 2017, VOD streams pirated from China 
accounted for 18 million downloads 
worldwide. Russia and China ranked 

first and second in Asia, downloading 3 
million and 1.3 million Chinese VOD files 
respectively.

VIDEO-ON-DEMAND, SOUTH KOREA
In 2017, VOD streams pirated from 
South Korea accounted for 347 million 
downloads worldwide. Russia and South 
Korea ranked first and second in Asia, 
downloading 62 million and 32 million 
Korean VOD files respectively.

The Peer-to-Peer (P2P) file sharing 
protocol, used to simultaneously 
distribute large files to a large number 
of users, provided the primary means 
for accessing pirated content online 
in the early days of the internet when 
average bandwidth wasn’t sufficient 
to stream video files. The P2P network 
continues to attract pirating users looking 

for high quality files they can download 
and watch locally – i.e. Blu-ray and 
Video-on-Demand (VOD). In 2017, P2P 
users downloaded 800 million illegal 
copies of popular movie and TV titles 
each month. Russia ranked as the top 
P2P piracy country in Asia, accounting for 
19% of global P2P movie downloads and 
6% of TV downloads.

For live sports, speed is the name of 
the game when it comes to fighting 
online pirates. After all, the value of 
sports content is at its highest while it is 
being broadcast. Live streaming piracy 
during the 2018 World Cup competition 
illustrated the level of global infringing 
activity around major sporting events. The 
most pirated event was the Colombia vs. 
England match in Round 16 with a total 

of 417 pirated streams. The semi-final 
match pitting Croatia against England 
ranked second with 405 pirated streams. 
Telemundo was the most heavily pirated 
channel during the World Cup with 794 
live streams detected for all matches. 
The broadcasting channel could not be 
identified for 38% of all infringing streams 
due to an obfuscated logo.

THE ISSUE:
AN EXPANDING PIRACY LANDSCAPE

PEER-TO-PEER (P2P) PIRACY

LIVE STREAMING PIRACY

P2P GLOBAL TREND
Irdeto’s P2P Business 
Intelligence System 
monitors over 400 titles 
shared on the P2P 
network capturing data 
representing 80% of the 
P2P piracy universe. 
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Host site streams

Time to take down
# Host Site Streams

Enforcement measures at social media 
sites were successful, with more than 
91% of streams taken down by the end 
of the first half, in 45 minutes or less. 

Facebook  and Periscope ranked highest 
in takedown speed, denying access to 
more than 93% of infringing streams by 
the end of the first half.

The game changer for combating piracy 
is OTT watermarking and site blocking for 
live sports.

OTT watermarking of live content 
identifies the content by embedding a 
watermark that uniquely identifies the 
pirated stream and its origin even if the 
broadcaster’s logo has been obfuscated 
or removed. Once identified via OTT 
watermarking, the infringing stream can 
be immediately taken down.

Site blocking orders against torrent 
sites were first issued in 2007, in 
multiple countries, with varying degrees 
of success. In recent litigation led by 
major sports leagues, blocking orders 
have expanded to include piracy sites 
streaming live sports. 

• In April 2018, Uruguayan ISPs were 
ordered to block Rojadirecta, a 
live streaming portal that posts 
links to a wide range of live sports 
programming.

• In Australia, recent site blocking 
orders targeted a popular IPTV 
service and, in a separate order, 59 
illegal torrent and streaming sites for 
a total of 160 blocked domains. 

• The most recent UK blocking 
orders issued for live streaming 
sites require ISPs to block the 
IP address for each site, limiting 
tactics commonly used by piracy 
site operators to circumvent past 
blocking orders. 

ENFORCEMENT

SOLUTIONS

Irdeto is the world leader in digital platform security, protecting platforms and 
applications for media & entertainment, gaming, connected transport and IoT 
connected industries. 
Our solutions and services enable customers to protect their revenue, create new 
offerings and fight cybercrime. www.irdeto.com.

by Peter Cossack
Vice President,

Cybersecurity Services, 
Irdeto
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The growth of the multichannel industry 
in the Asia Pacific region has been 
primarily driven by the IPTV sector 
in recent years, which accounted for 
the vast majority of total subscriber 
net additions. The region ended 2017 
with 625.5 million multichannel TV 
households, translating to 68.5% pay 
TV penetration. China has been the 
single top contributor to IPTV subscriber 
growth, with state-owned China Telecom 
and China Unicom signing up more than 
39 million customers during the year. 
This further strengthened the country’s 
position as the world’s largest IPTV and 
overall multichannel market.
 
India trails China as the second-largest 
pay TV market globally, with 155.4 million 
subscribing households at year-end 
2017. We estimate that the two markets 
collectively accounted for 80% of the 
region’s total pay TV households. Despite 
their sizes, both China and India produce 
some of the region’s lowest multichannel 
ARPUs, generally at US$2-US$3 per 
month, dwarfed by those of the more 
advanced markets such as Australia, 
Japan, New Zealand and Singapore.
 
The multichannel subscription revenue 
for Asia Pacific was US$33 billion in 2017, 
a 4.4% Year-on-Year (YoY) growth. On a 
global scale, this has kept the region the 
third most lucrative pay TV economy after 
North America and Western Europe. With 
sustained growth, driven mainly by Japan 
and China, our analysis indicates Asia 
Pacific will overtake Western Europe in 
terms of pay TV revenue within the next 

few years. While cable is still the most 
adopted pay TV platform across the Asia 
Pacific, it is losing market share to IPTV 
in both subscriber and revenue terms 
region-wide. In 2016, the number of IPTV 
subscribers already surpassed that of 
Direct-To-Home (DTH), making IPTV the 
region’s second-largest multichannel 
platform. However, due to low average 
ARPU, IPTV service revenue is not 
anticipated to exceed that of DTH within 
the next ten years.
 
Digitisation of cable TV networks is well 
under way in many parts of the region. 
Most notably, South Korean MSOs made 
considerable progress in converting 
their analog cable subscribers to digital 
connections in 2017, achieving an 
83.6% digitisation rate by year-end, up 
from 53.3% in 2016. On the flipside, 
video piracy and regulatory barriers in 
some markets continue to challenge 
the multichannel industry. So does 
the maturing OTT sector consisting 
of well-established online video 
communities.

DTH MARKET SUMMARY
Although cable dominates multichannel 
households in the majority of Asia Pacific 
markets, DTH holds the highest share 
of multichannel subscribers in Australia, 
Indonesia, Malaysia, Myanmar, New 
Zealand, the Philippines and Sri Lanka.
 
With 64.3 million active pay DTH 
subscribers in 2017, India remains the 
largest DTH market in the Asia Pacific 

THE PRESENT & FUTURE
OF THE ASIA PACIFIC MULTICHANNEL MARKET SUMMARY
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m
ill

io
ns

0

200

400

600

800

2018 2019 2020 2021 2022

Total multichannel service revenue, 2018-2022

U
S$

 b
ill

io
ns

0

20

40

60

80

100

120

140

2018 2019 2020 2021 2022

ASIA PACIFIC EASTERN EUROPE

MIDDLE EAST & AFRICA LATIN AMERICA & CARIBBEAN

NORTH AMERICA

WESTERN EUROPE

Kagan, a media research group within the TMT offering of S&P Global Market Intelligence. © 2017 S&P Global Market Intelligence. All rights reserved.

Share of multichannel
service revenue
by region, 2018

Share of multichannel
TV homes
by region, 2018

51%

3%3%

9%

18%

16%

61%

4%
7%

9%

9%

10%

A
SIA

 PA
CIFIC VIEW

ERS



26 27THE ASIA VIDEO INDUSTRY REPORT 2019

region, accounting for the lion’s share 
of the region’s total DTH connections. 
The market is also home to the top DTH 
providers in the region by subscriber 
base, including the recently merged Dish 
TV Videocon, as well as Tata Sky, Sun 
Direct, Airtel and Independent TV.
 
Australia holds the highest DTH ARPU 
in the region, at US$64.29 per month 
in 2017. India, in contrast, registers the 
lowest ARPU of US$2.88 per month. 
Because of the sheer size of the market, 
however, India still ranks the top DTH 
economy in the region, with US$2.2 
billion subscription revenue for 2017.
 
Historically, the Chinese government has 
prohibited the general population from 
accessing DTH signals, with the exception 
of unencrypted state-affiliated channels 
via the CBTV platform. At present, 
free-to-air (FTA) DTH service is available 
extensively via SAPPRFT’s Huhutong 
project, which aims to bring TV and radio 
access to millions of residents living in 
rural and mountainous areas not covered 
by cable or terrestrial signals. As of 
August 2018, the number of FTA satellite 
TV households had exceeded 136 million 
in China.
 
Other markets in the region where FTA 
DTH services are of significant presence 
include India, Indonesia, Japan and 
Thailand.
 
CABLE MARKET SUMMARY 
With 221 million cable TV households in 
China, and more than 90 million in India, 
cable remains the dominant platform in 
the Asia Pacific multichannel landscape. 
Our analysis indicates 61.4% of pay TV 
households in the region were connected 
via cable as of 2017, translating to 384.1 
million.

Although China is the region’s largest 
cable TV economy, with subscription 
revenue at $6.8 billion in 2017, the 
market’s cable ARPU level remains low 
at $2.53 per month. Australia leads the 
region’s cable TV service ARPU at $66.11 
per month.
 
Digitisation has been in progress in 
most markets, with China, South Korea 
and Taiwan making the most notable 
headway in recent years. Within the next 
ten years, the majority of our covered 
markets will have fully digitised cable 
networks, with the exception of India, 
the Philippines and Vietnam. As of 2017, 
cable TV households in Australia, Hong 
Kong, Japan, New Zealand and Singapore 
were 100% digital.
 
Market fragmentation has posed a 
fundamental challenge in several of Asia’s 
cable markets, including India, 
the Philippines and Thailand, as localised 
ownership of last-mile networks 
impedes digital upgrades. Adjustments 
to ownership regulation enabling 
consolidation are paving the way for 
digitisation initiatives. In China, regional 
cable systems are implementing a 
government-mandated “one province, 
one network” directive which has formed 
some of the biggest cable operations in 
the world.
 
Kagan believes cable’s grip on the Asia 
Pacific pay TV market will slip over the 
coming years as DTH and IPTV services 
capture market share. However, 
increasing competition is not expected 
to impede industry growth as advanced 
services including HD, VOD and DVR drive 
cable service revenues.
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IPTV MARKET SUMMARY 
The Asia Pacific region is the world’s 
third-largest IPTV economy after North 
America and Western Europe, with China 
Telecom being the largest IPTV operator 
globally by subscriber base. South Korea’s 
KT Corporation and Japan’s Sky Perfect 
JSAT Corporation also rank among the 
top IPTV providers in the region.
 
China grabs the vast majority of the 
region’s IPTV subscribers. Out of the 
151 million IPTV households in 2017 
region-wide, China alone accounted for 
122.2 million, or 80.9%, thanks to China 
Telecom’s rapid customer expansion 
in recent years. However, South Korea 
remains the most lucrative IPTV market 
with $2.3 billion subscription revenue in 
2017, followed by Japan’s $1.4 billion and 
China’s $1.2 billion.
 
IPTV ARPU was highest in New Zealand 
at $49.24 per month in 2017, and lowest 
in China at just $0.92 per month. Both 
China Telecom and China Unicom have 
marketed IPTV as a promo service add-on 
besides fixed broadband.
 
Our analysis indicates IPTV will be the 
fastest growing multichannel platform in 
Asia Pacific over the coming years, with 
China, Japan and South Korea as key 
markets for growth. Many governments 
in the region, including those in Australia, 
New Zealand, Malaysia and Singapore, 
are funding fibre rollouts, which is 
expected to foster the IPTV landscape 
long term.

DTT MARKET SUMMARY 
By 2017, all our covered markets had 
launched FTA DTT services. The Asia 
Pacific region was home to 189.5 million 
FTA DTT households at year-end 2017. 
With a strong broadcast sector, Japan is 
the region’s largest DTT market with 52.5 
million FTA DTT households in 2017.
 
 Our models do not count FTA-DTT 
households as multichannel, given that 
the service is not subscription-based. 
In Asia Pacific, digital terrestrial 
infrastructure is leveraged for pay TV 
service deployments in Indonesia and 
Vietnam, among several other South 
East Asian territories. These operations 
form a niche position in the region’s 
multichannel landscape, accounting for a 
tiny fraction (0.2%) of the total Asia Pacific 
pay TV subscriber base. We do not expect 
widespread pay DTT activities to emerge 
in Asia Pacific long term.
 
The Association of Southeast Asian 
Nations (ASEAN), which includes 
Indonesia, Malaysia, the Philippines, 
Singapore and Thailand, endorsed DVB-T 
as the official ASEAN DTT standard in 
June 2007. Japan and China have opted 
for their own homegrown standards, 
implementing ISDB-T (Integrated Services 
Digital Broadcasting - Terrestrial) and 
DTMB (Digital Terrestrial Multimedia 
Broadcast) respectively. In 2006, South 
Korea selected the U.S. ATSC standard for 
its DTT platform. 
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Source - Media Partners Asia

ASIA PACIFIC
PAY TV IN VIEW

The Asia Pacific pay TV industry is in the 
midst of significant change. We highlight 
key themes and trends:

1. THE LANDSCAPE
Household consumption and 
expenditure remain important, but 
both are shifting to individual users 
due to greater mobility. This is having 
a profound impact on pay TV as online 
video platforms either co-opt or disrupt 
traditional pay TV. At the same time, the 
slow but sure ubiquity of broadband – 
both at home and on mobile – is driving 
the adoption of piracy, which is hurting 
pay TV customer growth. Industry 
bodies and key players are taking action, 
especially in South East Asia and Greater 
China. Positive results have been slow 
though they are trickling through in 
markets such as Singapore.

Pay TV operators are responding 
through: (a) Product innovation with the 
rollout of Android set-top boxes (STB) 
across South East Asia, Greater China 
and India, set to accelerate in 2019; (b) 
A deeper shift to IP-based distribution 
and STB integration with OTT operators; 
and (c) The rollout of authenticated and 
pure play SVOD offerings. Each needs to 
accelerate at significant pace in 2019 if 
operators are to protect ARPUs across 
core markets and stem cord cutting in 
developed markets.

2. THE BUNDLE BENEFITS
Pure play direct-to-home (DTH) satellite 
operators are struggling to maintain 
growth due a to lack of broadband. This 
is deeply impacting growth in Indonesia, 
Malaysia and, to a lesser extent, India. 
Bundled service operators with IPTV and 
high speed internet continue to grow, 
especially in Indonesia and South Korea, 
but even in these markets, customers are 
shifting to packages with broadband and 
OTT.

3. OTT
The proliferation of broadband is 
helping fuel the growth of legal online 
video consumption. At the same time, 
investment in online video content, 
anchored to premium entertainment and 
sports, has started to grow at a significant 
pace as platforms drive customer 
acquisition, conversion and consumption. 
This is creating a new ecosystem for 
premium content in China in particular.

4. TELCOS
Telcos have emerged as important 
aggregators of video services and brands, 
boosting online video viewing (and in 
certain instances, pay TV) as well as data 
consumption through a variety of models. 
This evolution is critical for telcos fighting 
commoditisation and displacement. 
In certain instances, most notably in 
Australia, India and South East Asia, telcos 
are actively investing in video content and 
distribution, as well as related verticals 
such as gaming and ecommerce.

5. CONTENT
Operators are increasingly investing 
in local mass and premium content 
segments to differentiate and cater to 
the needs of important customer 
verticals. Premium sports remain a vital 
lifeline for many pay TV operators 
though, increasingly, operators are 
also losing such rights to big online 
players such as Facebook; in Thailand 
and Vietnam, for instance. Operators 
excluding India are also challenged in 
customer retention across key tiers 
such as children, sports and Hollywood 
entertainment due to greater demand 
online. 
 

6. AUDIENCES & ADVERTISING  
New research from BARC and Kantar, in 
India and Malaysia, is helping boost the 
pay TV audience & advertiser proposition. 
A challenging macro climate will however 
limit pay TV advertising growth in most 
markets, in 2018 and 2019. That said, 
pay TV audiences are strong and robust 
in India, South Korea, Malaysia and the 
Philippines.
 
7. MACRO-ISSUES  
Tariff wars and a strong US dollar will 
have a negative impact on most markets 
and hurt pay TV operators in particular in 
the near-term. 

2018 Legal SVOD OTT penetration 
per capita

Australia 40%
China 14%

Hong Kong 30%
India 8%

Indonesia 4%
Japan 13%
Korea 38%

Malaysia 4%
New Zealand 24%

The Philippines 2%
Singapore 7%

Taiwan 12%
Thailand 1%
Vietnam 1%

Total 11%
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MARKETS
Pay TV Subscribers (000s)

Pay TV Penetration of TV 
Homes 

(includes subscribers 
to multiple platforms) (%)

2017 2018 2017 2018

Australia 3,001 2,851 33% 31%

China 366,736 378,670 57% 56%

Hong Kong 2,151 2,146 81% 79%

India 154,954 160,124 79% 79%

Indonesia 5,590 6,360 13% 15%

Japan 11,590 11,571 23% 23%

Korea 32,773 33,260 100% 100%

Malaysia 3,690 3,570 51% 49%

New Zealand 701 670 41% 39%

The Philippines 3,839 4,138 19% 20%

Singapore 859 795 57% 49%

Taiwan 7,090 7,261 86% 87%

Thailand 7,015 6,893 31% 31%

Vietnam 10,795 11,381 53% 54%

Total 
Asia Pacific 610,784 629,690 57% 57%

Media Partners Asia With offices in Hong Kong, Singapore and India, 
MPA is a market leader in the provision of advisory, consulting and research 
services, focusing on media, telecoms and entertainment.
www.media-partners-asia.com

by Srivathsan A R
Senior Analyst, 

Media Partners Asia
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NIELSEN MARKET OVERVIEW

INDONESIA
With hundreds of FTA stations in 
Indonesia, FTA TV is still very dominant 
with a 94% penetration and an average 
of five hours viewing daily. However, 
the internet is the new darling with high 
growth across all generations, especially 
among the older ones. Time spent per 
day is nearly three hours with most time 
spent on social media. 
 
Pay TV reaches 11% penetration across 
the major 11 cities, or equal to around 
six million households. The penetration 
is fierce among the top four operators in 
the urban cities while other small players 
focus on secondary cities or even rural 
areas. The major difference for pay TV 
households vs FTA households is in the 
profile of the audience. Pay TV reaches 
affluent and highly educated viewers 
which are valuable eyeballs to many 
advertisers. Hence, in order to give the 
industry an "apple to apple" comparison 

of FTA vs pay TV, we recently did a panel 
expansion for pay TV covering the same 
11 cities and more than doubling the 
sample size from 300 homes to 640 
homes. We are thrilled to see more 
robust data that can differentiate the 
viewing behaviour of Jakarta vs other 
cities.

On average, pay TV is watched four hours 
per day, with 60% of viewing attributed 
to FTA channels. Local content is very 
strong and appeals to Indonesians. 
Among different target audiences, 
children view the longest which in turn 
sees children’s channels gaining the 
highest viewing share (12.3%) vs other 
genres. The second highest viewing is for 
movie channels (8%), followed by general 
entertainment channels (4.5%). Appetite 
for news, and especially international 
news, is low among Indonesian viewers 
with a total share of 1.5%. 

THAILAND
Thailand has experienced the growing 
fragmentation of media through the 
transformation from six analog TV 
channels to 25 digital terrestrial TV 
channels, and the rapid growth of 
online media in the past four years. 
Nevertheless, TV continues to dominate 
the advertising spend of 60% whilst 
online contributes 12% with the growth 
of 15% in the first half of 2018. 
 
In the first half of 2018, TV was still the 
main media for Thais with an average of 
4 hours and 9 minutes consumption per 
day and a 98% household penetration. 
However, TV faced a slight decline of 
viewers by 0.5% compared to last year 
with the majority under the age of 35 

years old.
Online penetration rose to 59% in the 
first half of 2018 with smartphone 
penetration at 67%. The rise has been 
observed in all age groups and regions in 
Thailand; in particular, online penetration 
in Bangkok and urban areas is now 69%, 
and among people below 35 years old is 
now 90%.
 
Nielsen Digital Content Ratings 
measuring both live streaming and OTT 
Video-on-Demand (VOD) content from 
computers, smartphones and tablets 
reveal that 95% of online viewers watch 
OTT VOD. Live streaming viewing has 
been high during live sport events and 
popular TV programmes.

PAY TV PENETRATES 11% - AFFLUENT HOMES

INTERNET IS FOR ALL GENERATIONS IN INDONESIA
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JAPAN
The number of internet users via 
smartphone in May 2018 was 67.5 
million, an increase of 10% YoY.  The 
usage rate of adults aged over 50 
increased the most.
 
Among all the Subscription Video on 
Demand (SVOD) services, Amazon Prime 
Video has become the most popular 
service in Japan, with 13% penetration 
and it's up about 5% YoY. Three national 
TV broadcasters have jointly launched, an 
SVOD called "Paravi" in April 2018.  

MYANMAR 
TV viewing and internet usage continues 
to grow, with growth in the latter driven 
almost entirely by mobile.

Digital set-top box and satellite 
penetration has increased, alongside 
pay TV subscription, with a total of 11 
new local content channels launched/
re-launched across these platforms 
within the first half of 2018.

However, a decline in media adspend 
equivalent to 7% has been observed 
as of the first half of 2018 vs. the same 
period last year among monitored 
above-the-line (TV, Print, Out-of-Home) 
media. This is a continuing trend of the 
softening in traditional above-the-line 
media advertising observed in the last 
two years as multi-national advertisers 
begin to temper advertising budgets 
following initial activities to break into the 
market, and strategies have shifted to 
below-the-line efforts and also to digital.

NEW ZEALAND  
The New Zealand TV panel will be 
expanded from 600 to 900 households 
– from around 1,500 to 2,250 individuals, 
and will be rolled out progressively from 
February to September.  

With the ever-increasing fragmented 
audience, the expanded sample size 
will increase measurement stability for 
niche channels, giving the market an 
even sharper picture of New Zealand’s 
changing viewing behaviour. The 

expansion of the panel also means 
that the range of video viewing options 
continues to increase, paving the way 
for integrated video viewing audience 
measurement across broadcast and 
online; setting the foundations for 
a future-proof total video audience 
measurement solution across all screens 
and devices in New Zealand.  

THE PHILIPPINES  
The Philippines still has one of the fastest 
growing economies in Asia at 6.8%, 
second to Vietnam and on par with China, 
but slightly behind the full-year target 
of 7-8%.  It is also one of the largest 
and fastest growing digital markets in 
South-East Asia, with growth expected 
to increase exponentially in the next few 
years with a population of 108 million and 
internet penetration predicted to hit 60% 
end 2018. Coupled with the Philippines’ 
vibrant economic growth and the 
expansion of its digital footprint, it makes  
an exciting place for marketers, media 
agencies and media owners.

TV ad spend dropped by 9% in Q2 2018 
driven by the top three advertisers, 
Unilever (-18%), P&G (-18%) and Nestlé 
(-20%) which can be an indication of the 
shift to digital ad spending. Several years 
ago, digital ad spends were estimated at 
5% of total media budgets, now, it may be 
around 20-25% share of ad spend.  
 
SINGAPORE   
The growing fragmentation of media in 
Singapore did not deter the Singapore 
audience in their consumption of 
traditional media. 81.0% of local viewers 
continued to tune in to FTA television 
channels on an average weekly basis and 
pay TV operators continued to garner 
weekly viewership of 46.7%. 

While advertising spend in Singapore 
continues to be dominated by the 
traditional media, the spend on it 
(traditional media) has remained relatively 
flat. The growth in total media spend is 
solely fuelled by the incremental spend 
on digital media. This is reinforced by 
the increasing penetration of internet 
among the Singapore audience, with 
internet daily usage reaching 83.3%, and 
a monthly usage at 84.9% in the first half 
of 2018.
 
SOUTH KOREA  
While homes using TV (HUT) decreased 
due to the growth of one-person 
households, people using TV (PUT) 
increased due to the increasing number 
of older people. FTA viewing increased 
for people aged 40 and over and 
decreased for those below 40, while 
total pay channels’ ratings increased 
across all age groups. This shows that the 
younger generation's move away from 
FTA channels. Smartphone penetration 
reached 89%, which has driven total 
digital media consumption across 
fixed and mobile internet, and video 
consumption on smartphone increased 
in the first half of 2018. 
 
TAIWAN
Traditional media spending in Taiwan 
remained flat, however digital spending 
has seen double-digit growth. FTA 
channels ratings increased while cable 
channels ratings recorded a downward 
trend. Traditional TV saw time spent 
per person per day decrease by 2.4% 
(4.5 minutes less) for 2016 vs 2017. The 
IPTV service-CHT MOD gained viewers 
mainly due to the World Cup which was 
almost exclusively broadcast on the MOD 
platform. 

DIGITAL CONTENT RATING: LIVE STREAMING VS. VOD IN THAILAND

Source: Nielsen Digital Content Ratings, July 2018
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629
MILLION PAY TV SUBSCRIBERS 

FAST FACTS*
POPULATION  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3,498,839,000 
TOTAL HOMES . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1,009,770,000 
TELEVISION HOMES  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 865,979,000 
PAY TV PENETRATION * . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 57%
PAY TV SUBSCRIBERS . . . . . . . . . . . . . . . . . . . . . . . . . . . . 629,690,000 
BROADBAND SUBSCRIBERS . . . . . . . . . . . . . . . . . 3,092,819,000

1. Percent of Pay TV penetration and Pay TV subscribers     
2. Free-to-Air satellite subscribers are excluded from numbers above
3. Based on 14 selected markets
  
Source: Media Partners Asia 
Note: 
- Data for 2018 has been sourced from MPA and cannot be compared to previous editions of this book 
- Percent of Pay TV penetration of TV homes (includes subscribers to multiple platforms) 
- Total Broadband includes mobile plus fixed broadband subscribers

* Includes subscribers to multiple platforms

 23%
JAPAN

11.6 Million
209.8 Million

 100%
SOUTH KOREA

33.3 Million
83.9 Million

 87%
TAIWAN

7.3 Million
32.3 Million

 20%
PHILIPPINES

4.1 Million
61.4 Million

 15%
INDONESIA

6.3 Million
214.1 Million

 31%
AUSTRALIA
2.9 Million

34.4 Million

 39%
NEW ZEALAND

0.7 Million
7.7 Million

 49%
SINGAPORE

0.8 Million
8.7 Million

 49%
MALAYSIA
3.6 Million

35.9 Million

 79%
INDIA

160.1 Million
476.1 Million

 79%
HONG KONG

2.1 Million
20.2 Million

56%
CHINA

378.7 Million
1.763.9 Million

 31%
THAILAND
6.9 Million

89.2 Million

 54%
VIETNAM

11.4 Million
55.3 Million
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MULTICHANNEL TV
VIEWERS

MULTICHANNEL TV
CONSUMED MORE THAN OTHER MEDIA

86% 

77% 
69% 

73%

34%

68%

76%

60%

70%

39%

6%

7%

14%

6%

28%

16%

6%

12%

9%

31%

INDIA

MALAYSIA

THAILAND

SINGAPORE

HONG KONG

INDONESIA

TAIWAN

SOUTH KOREA

PHILIPPINES

AUSTRALIA

ANY CABLE/SATELLITE TV CHANNEL (monthly)

ANY CABLE/SATELLITE TV (weekly)

ANY CABLE/SATELLITE TV (daily)

ANY INFLIGHT MAGAZINE

ANY REGIONAL MONTHLY MAGAZINE

ANY REGIONAL TRI-WEEKLY MAGAZINE

ANY REGIONAL WEEKLY MAGAZINE 

ANY REGIONAL DAILY NEWSPAPER

ANY REGIONAL TITLE
MULTICHANNEL TV

OTHER MEDIA

Source: Ipsos Affluent Survey Asia Pacific Q3 2017 - Q2 2018 % Reach
Average Base Index: 100. Thailand or Hong Kong or Indonesia or Malaysia or The Philippines or Singapore or Taiwan or India or South Korea or Australia 
or China. Viewed cable/satellite channels yesterday and Not viewed any cable/satellite channels in past month

Source: Ipsos Affluent Survey Asia Pacific Q3 2017 - Q2 2018 - % media consumption
Thailand or Hong Kong or Indonesia or Malaysia or The Philippines or Singapore or Taiwan or India or South Korea or Australia or China. 

83%

78%

60%

22%

4%

14%

6%

32%

AFFLUENT VIEWERS
VERY MUCH AGREE THAT...

Source: Ipsos Affluent Survey Asia Pacific Q3 2017 - Q2 2018
Average Base Index: 100. Thailand or Hong Kong or Indonesia or Malaysia or The Philippines or Singapore or Taiwan or India or South Korea or Australia 
or China. Viewed cable/satellite channels yesterday and Not viewed any cable/satellite channels in past month

I am always one of the first to have 
technologically innovative products 128 37

I have more confidence in purchasing products/ 
using services that have been advertised 120 55

I tend to go for premium
rather than standard goods/service 114 68

I have expensive tastes 121 56

Gaining knowledge and becoming better 
informed is a priority to me 116 65

People come to me for advice
before buying new things 125 43

26%

INDEX

VIEWED
YESTERDAY

NOT 
VIEWED

IN PAST MONTH

43% 28%CHINA

>

>

>

>

>

>

                                DON’T 
WATCH                   WATCH

 PAY TV
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AFFLUENT VIEWERS
ARE EARLY ADOPTERS...

OWNERSHIP INDEX

>

>

>

>

>

111 

118

102

120

109

73

52

89

47

85

HD TV

DIGITAL 
VIDEO CAMERA

SMART TV

HOME THEATRE
SOUND SYSTEM 
(US$1,000+)

PERSONALLY INTERESTED 
IN LATEST GADGETS & 
TECHNOLOGY

Source: Ipsos Affluent Survey Asia Pacific Q3 2017 - Q2 2018
Average Base Index: 100. Thailand or Hong Kong or Indonesia or Malaysia or The Philippines or Singapore or Taiwan or India or South Korea or Australia 
or China. Viewed cable/satellite channels yesterday and Not viewed any cable/satellite channels in past month

... DECISION MAKERS...

OWNERSHIP INDEX

>

>

>

>

>

105 

106

111

120

119

85

83

63

38

58

CAR OWNER

OWN PLATINUM/BLACK 
CREDIT CARD

BUSINESS DECISION MAKER

TOP MANAGER

OWN UNIT TRUST FUND / 
MUTUAL FUND

>106 84OWN A PRIVILEGE/PRIORITY 
BANK ACCOUNT

>124 53OWN OFFSHORE ACCOUNTS 
FOR INVESTMENT PURPOSES
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WATCH                   WATCH

 PAY TV

                                DON’T 
WATCH                   WATCH
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... & TRAVELLERS TOO

>

>

>

>

127

122

107

140

43

40

72

34

6+ BUSINESS TRIPS
IN PAST 12 MONTHS

FLY FIRST
OR BUSINESS CLASS
IN PAST 12 MONTHS

12+ NIGHTS FOR LEISURE
IN A HOTEL 
IN PAST 12 MONTHS

6 LEISURE TRIPS 
IN PAST 12 MONTHS

OWNERSHIP INDEX

Source: Ipsos Affluent Survey Asia Pacific Q2 2017 - Q3 2018
Average Base Index: 100. Thailand or Hong Kong or Indonesia or Malaysia or The Philippines or Singapore or Taiwan or India or South Korea or Australia 
or China. Viewed cable/satellite channels yesterday and Not viewed any cable/satellite channels in past month

BUSINESS ACTIVITIES
IN PAST 12 MONTHS

>

>

>

>

>

130 

124

131

130

126

43

43

28

26

38

INTERVIEWED ON TV, 
RADIO, PRESS

ADRESSED A CONFERENCE /
PUBLIC MEETING

WORKED ON 
INTERNATIONAL BUSINESS 
STRATEGIES

ATTENDED MEETINGS 
ABROAD WITH EXECUTIVES 
FROM OTHER COUNTRIES

STUDIED FOR AN MBA

                                DON’T 
WATCH                   WATCH

 PAY TV

                                DON’T 
WATCH                   WATCH

 PAY TV
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ONLINE VIDEO VIEWING HABITS 
IN MYANMAR, THAILAND AND VIETNAM 

Online viewing habits in Asia are evolving 
rapidly, driven by both better telecoms 
infrastructure, smartphone technology and 
affordability, and an ever-growing stable 
of new digital content providers. On the 
supply side, in the last 12 months we have 
seen a migration to hybrid business models 
that combine advertising-supported Video 
on Demand (AVOD) and Subscription Video 
on Demand (SVOD) by major regional 
players, the launch of streaming skinny 
pay TV bouquets offering household 
channel names and some aggressive new 
start-ups looking to revolutionise the space 
by gamifying ad viewing. On the demand 
side, we run yearly surveys across ten 
Asian countries to determine consumers’ 
changing online viewing preferences. 

Below are highlights from three developing 
countries: Myanmar, Vietnam and Thailand.

MYANMAR
Since our 2016 survey, the number of 
respondents watching online video content 
on their mobile device has increased 
from 67% to 88%. There was also a large 
increase in the number of respondents 
watching video for three hours or longer 
with only 3% doing so in 2016 compared to 
22% in 2018. 

Unlike many other countries in the 
region, more respondents said they use 
Facebook (80%) to watch videos rather 
than YouTube (77%), while services that 

offer a subscription option gained traction 
with 25% of respondents claiming to have 
watched a particular SVOD service in the 
last 30 days.

While the biggest reason for not subscribing 
was the inability to afford subscription 
services, close to 56% of respondents said 
they were likely or definitely likely to sign up 
for a service in the next three months.

 
VIETNAM
Compared to Pioneer’s 2017 Vietnam 
survey, the percentage of respondents who 
said they watched over two hours of online 
content on their mobile devices a day 
doubled. Women in particular have started 
watching online content with fervour, with 
11% saying they watch more than three 
hours per day compared to only 3% of male 
respondents.

Online subscription services have started 
to gain traction with 21% of respondents 
saying they lived in a household with an 
online video subscription. Respondents 
with subscriptions said the most important 
reason they signed up was to enjoy a large 
library of mixed content, but a clear enabler 
of subscription services in the country was 
good video quality and fast loading which 
was the second most common reason 
respondents gave for subscribing to a 
service. 

However, access to the same content on 

free sites as that offered on paid sites, was 
the primary reason people did not want to 
sign up for a paying service. 
 
THAILAND
Since 2017, the number of respondents 
who said they watched online video daily 
on their mobile device increased from 90% 
to 98% with 42% of respondents saying 
they watched for over one hour in 2018, 
compared to just 33% in 2017.

While female respondents were more likely 

to watch online video on their mobiles for 
longer periods of time, males were more 
likely to have signed up for a free trial to an 
online video service in the last 12 months. 

The most commonly cited paid online 
video service respondents subscribed to in 
Thailand was Netflix while the most popular 
reason for not signing up for a service given 
by Thai respondents was that they were 
satisfied with alternative content provided 
by free sources. 

Pioneer Consulting Asia, an international management consultancy and research firm, is 
focused on media, telecoms and digital. It has worked with a wide range of clients to identify 
opportunities, manage risks and develop growth strategies. PCA has market research reports on 
10 markets across Asia. PCA also provides training and coaching services for executives and their 
teams. 

MYANMAR 55%

40%

15%

31%

44%

33%

2018

2017

VIETNAM

THAILAND

Respondents who spent over an hour watching online video content 
on their mobile phone per day (%)

Survey in Myanmar was conducted in 2016, rather than 2017
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Media measurement services have done 
a great job over the years at telling the 
industry who has been exposed to what 
content at what specific time. This is still 
true but, with multiple screens vying for 
consumers’ attention, there are now a 
number of questions being asked by the 
industry. 

1. How often do people use their 
smartphone whilst viewing TV?

2. Are there peak times for dual screen 
behaviour?

3. What are the behavioural 
differences between different age 
groups?

4. What are people doing online while 
simultaneously viewing TV and 
accessing their phones?

It is possible to answer these questions 
with SG-TAM, which the Infocomm 
Media Development Authority (IMDA) 

of Singapore commissioned GfK to 
set up in 2015. For the first time in 
Singapore, this new service delivers total 
TV viewership, which integrates linear 
and non-linear viewership and reports 
with standard metrics of TV audience 
measurement.

The purpose of SG-TAM is to measure 
content ratings regardless of the 
device it is played on. To do so, on 
top of the traditional live viewing that 
still dominates TV in Singapore, the 
streaming services of contributing 
broadcasters can also now be tracked. 
This is further enhanced by a dedicated 
digital panel with passive meters on 
smartphones, tablets and PCs to collect 
all online activity, a proportion of which 
are also on the TV measurement panel 
as well. It is this online measurement 
that not only tells us when dual screen 
behaviour occurs but also what content 
is being accessed at that time.

UNDERSTANDING MULTI-SCREEN ACTIVITY
AMONGST TV VIEWERS THROUGH SG-TAM IN SINGAPORE
Using SG-TAM’s single source panellists 
to look at in-depth dual screen behaviour

1.  HOW OFTEN DO PEOPLE USE THEIR SMARTPHONE WHILST VIEWING TV?
For the first time in Singapore we are able to accurately answer this question. By 
looking at a granular level of when the single source panel is registered as watching 
TV and then looking at smartphone behaviour, we were able to answer this important 
question. Our finding is that on average around 13% of viewers’ time in front of the 
TV is spent with their smartphone active. 

2.  ARE THERE PEAK TIMES FOR DUAL SCREEN USAGE?
We now know how much time people are spending on their phone while watching 
TV. We know there is a well-established prime time for TV and we want to find out if 
there are such peaks in dual screen usage. We found that the dual screen usage is 
highest around breakfast time (5am-8am). At this time 22% of the TV time also has 
smartphone usage. This is not surprising as many early morning shows are news 
related, similar to radio, and people may be catching up on overnight events and 
messages on their phones.

Another peak observed was in the evening between 7pm and 10pm, the traditional 
prime time for TV, where we saw 16% dual-screening.

© Gfk 2 October 2018 I ASI 2018

© Gfk 2 October 2018 I ASI 2018
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3. WHAT ARE THE BEHAVIOURAL DIFFERENCES
 BETWEEN DIFFERENT AGE GROUPS?
Having established how much time is spent dual-screening and when this activity 
peaks, the next question is: how do different age groups behave? Not surprisingly, 
we found that the younger age group is more likely to dual-screen than older ones. 
Those under 30 years old spend 22% of their time dual-screening whilst those over 
50 have half this level at 11%.

We need to be careful here as to whether this directly relates to attention or 
engagement (or lack of) as younger people have grown up in an age where 
multi-tasking on different devices is completely normal.

CONCLUSIONS
For the first time, we have been able 
to passively track the dual-screen 
behaviour of TV viewers in Singapore. 
We see that, overall, 13% of time in front 
of the TV is spent dual-screening with a 
smartphone. The focus of this paper has 
been TV viewing, however, if we were to 
flip this we would see that almost 23% of 
time spent on a smartphone is in front 
of the TV. 

Some key take-outs from these 
findings include: 

• Multi-tasking in front of the TV is not 
a new phenomenon, it’s just we can 
passively measure it better now. If we 
think back to time before smartphones, 
people were reading newspapers, 
magazines and taking phone calls while 
the TV was on.

• Audio is very important for TV. As 
eyes drift towards smartphones audio 
becomes ever more important to 

bring attention back to the screen - 
particularly during commercial breaks.

• Multi-screen usage is here to stay, 
and is an important part of viewing. It 
is not one or the other and we need to 
think of ways the different screens can 
complement each other. 

• Younger age groups live in a 
multi-tasking world. TV and digital 
needs to leverage on this dual-screen 
behaviour by creating content and ads 
that are complementary with the other 
screen. 

4. WHAT ARE PEOPLE DOING ONLINE WHILE SIMULTANEOUSLY VIEWING
 TV AND ACCESSING THEIR PHONES?
What we can also do in the SG-TAM single source environment is look at the types of 
content being accessed and activities taking place on smartphones while the panel is 
watching TV. We looked at this in comparison to total behaviour and observed some 
interesting trends. Gaming and search were significantly more likely to be done whilst 
in front of the TV, whilst communication and social network Apps under-indexed.

by Lee Risk
Commercial Director,

APAC Media,
GfK
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New competition and changing 
consumer habits have reshaped the 
viewing for pay TV services. Viewers 
have gained control over their media 
consumption, changed their viewing 
habits and learnt to personalise their 
content across a range of devices. They 
are now demanding the freedom of 
individual choice in their selection of 
content which indicates a major shift 
in audience consumption. However, 
should traditional habit of watching 
pre-determined linear programming 
make way for viewers to consume and 
interact media content as and when they 
desire?  

Gathering insights from StarHub 
SmarTAM, Singapore’s very first 
Television Audience Measurement 
system that uses Return Path Data 
(RPD)1 technology, we examine who are 
the audiences watching on-demand 
content, what are their viewing patterns, 
and how the data compares to linear 
viewing.

SmarTAM, the TV audience 
measurement currency, was created 
by harvesting big data via RPD through 
StarHub’s two-way digital cable and 
IPTV set-top boxes across all StarHub 
TV homes. 5,000 StarHub TV homes are 
selected to be statistically representative 
of StarHub TV households. Viewing data 
is processed daily by applying Nielsen’s 
Individual Attribution Algorithms based 
on probability models. 

Selected panellists are allocated to each 
viewing event, based on a distribution 
of viewers estimated for different 
household types/ family compositions, 
channels and dayparts. The algorithms 
also define which panellists watch a 
given channel at a given time using 
viewing concentration by profile, 
calculated for different audiences 
to produce granular insights on the 
individual viewing of pay TV channels. 
Viewership includes consolidated, live, 
time-shifted and VOD viewing of TV 
content and advertising spots across 
more than 220 StarHub TV channels.

1 RPD refers to data collected from interactions with cable 
or IPTV set-top boxes every second for every channel, live, 
time-shifted or on demand. It provides insights for channel 
viewing/ switching, consumption of each programme or 
advertisement, which button is pushed on the remote, what 
has been recorded and more.

STARHUB VOD AUDIENCES

In terms of viewer demographics, 
StarHub pay TV viewers are affluent 
and largely Chinese. The data reveals 
that while the viewers of linear 
and on-demand are similar across 
demographics such as age, gender, 
occupation and dwelling type; 
on-demand viewers are more affluent 
and 80% of them are Chinese. 

STARHUB TV VIEWERSHIP

Today, on-demand is fast becoming an 
integral part of the daily viewing habits 
for many as we saw the viewership 
grew from 18% in October 2017 to 
22% in July 2018. The average time 
spent consuming on-demand channels 
has increased over the months and is 
now half the viewing time of our linear 
viewers. 

While there was substantial growth in 
on-demand viewership over the past 
ten months, linear viewing remains 
significant at an average of three hours. 

INSIGHTS INTO STARHUB’S
VIDEO-ON-DEMAND
VIEWING BEHAVIOUR IN SINGAPORE

MONTHLY HOUSEHOLD INCOME (%)

RACE (%)

LINEAR

LINEAR

ON DEMAND

ON DEMAND

MONTHLY REACH (%)

AVERAGE TIME SPEND
(BASED ON THOSE WHO CONSUME)

Source: StarHub SmarTAM Panel P4+ linear and SVOD viewers, Jul 2018, 
Linear & SVOD viewing

Source: StarHub SmarTAM Panel P4+, Oct 2017 – Jul 2018, Linear & 
SVOD viewing
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As on-demand gains its popularity, the 
next question to explore is whether 
viewers are replacing their existing 
traditional service with VOD, or are they 
adding new services to their viewing 
repertoire? 

Comparing the data in October 2017 
vs July 2018, there is a growing trend 
of duplicated linear and on-demand 
viewers. No exclusive on-demand 
viewing has been identified and this 
presents an opportunity for content 
owners to provide quality or niche VOD 
content to capture VOD viewers.

Using Kong: Skull Island as an example, 
audiences who watched the movie 
remain mainly from linear channels. 
Only 6% of viewers watched it exclusively 
on-demand. This result validated that, 
while on-demand is on the rise, strong 
channel programming continues to drive 
viewership for linear movie channels.

CONCLUSION

There is no doubt that on-demand 
services are transforming the ways 
audiences consume video. However, 
this does not mean that traditional TV 
service will cease in the near future 
as insights have revealed that today’s 
viewership is still mainly linear. 

Grabbing viewers’ attention has never 
been more challenging and while change 
and uncertainty can be difficult, content 
and service providers should always stay 
agile and leverage on granular audience 
data to make better content investment 
decisions to stay ahead. 

Since our pay TV viewers are largely 
Chinese, it is not surprising that Chinese 
genre is ranked top, followed by movies 
and entertainment. Interestingly, these 
three genres enjoyed higher duplicated 
viewing between the linear and 
on-demand viewers. At the channel level, 
there is no exclusive on-demand viewing 
unlike programme level viewing.

Diving deeper into programme level 
viewing, drama series and variety shows 
are more popular on linear channels 
while variety shows and movies are 
mainly the programmes that are viewed 
in our on-demand channels. However, 
genre varies month-to-month as other 
factors, such as the title releases, public 
or school holidays, do play a part. Source: StarHub SmarTAM Panel P4+ SVOD viewers by genre, May – Jul 

2018, Consolidated + SVOD viewing

Source: StarHub SmarTAM Panel P4+ watch “Kong: Skull Island”, Jul 2018, 
Consolidated + SVOD viewing.Photo Credit: HBO Asia

* Ranking is based on rating for channels available on both linear and 
VOD
Source: StarHub SmarTAM Panel P4+, Jul 2018, Consolidated + SVOD 
viewing

GENRE OF TOP 20 ON-DEMAND CHANNELS

Duplication & Exclusivity

GENRE OF TOP 10 LINEAR PROGRAMMES

GENRE OF TOP 10 ON-DEMAND PROGRAMMES
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LIVE STREAMING AND SHORT VIDEO  
IN CHINA 

Two of the biggest recent trends coming 
out of China’s digital media space today 
are live streaming and short video. Both 
trends have become increasingly popular 
in China; initially driven by the tremendous 
number of people watching content on 
their mobile phones. In this article, we 
provide insights about their potential 
impact in South East Asia.
 
Live Streaming
Live streaming viewers in China grew 60% 
from 194 million in 2015 to 310 million in 
2016. It was estimated to have reached 
392 million at the end of 2017 which 
represents approximately 50% of the 
entire online population in the country. 
 
Live streaming content is defined 
as content that is occurring live and 
being streamed to an end-user over 
a video platform operating on an 
internet-connected device. Live streaming 
can be the digital feed of a live event 
such as a music concert or sports match; 
eSports in particular is one of the most 
popular viewed genres on live streaming 
platforms. However, individuals or small 
groups of people can also live stream 
their activities. Revenue for live streaming 
platforms stems from two sources, 
advertising and virtual gifts.

The top six platforms by monthly active 
users are YY, Inke, Douyu TV, Hualiao, Huya 
and Panda TV. The exhibit below provides 
a breakdown of the number of monthly 
active users and Year-On-Year (YoY) 
growth by site for the top six most visited 
live streaming sites in China.

Short Video
The number of viewers watching on 
dedicated short video platforms was 
expected to reach 242 million at the end 
of 2017, up from 151 million in 2016, and 
forecast to grow to 352 million by the end 
of 2018. In terms of user engagement, 
online video viewers click on short video 
platforms an average of five to six times 
daily spending 44 minutes per day 
watching short videos. 

Short videos are often pre-recorded 
user-generated content (UGC) which can 
be filmed segments or stitched together 
clips from copyrighted videos. The content 
is diverse and can include snapshots of 
daily city life such as teenagers eating 
lunch, to more rural scenes of farmers and 
their animals. While this type of content 
may not sound like it has mass appeal, 
QuestMobile, a data provider, estimated 
that in early 2017 users began to spend 
more time on short video apps, than they 
did on Tencent’s news and video offerings.

One popular short video platform in China 
is Douyin, owned by Bytedance which also 
owns Toutiao, a video news aggregator 
platform in the country. Douyin mostly 
serves repeating 15-second videos set 
to music. Thanks to the success of its 
multiple platforms, Bytedance aims to 
raise approximately US$3 billion in 2018 at 
a valuation it hopes will be close to US$75 
billion. If this happens, it would surpass 
Uber’s last valuation of US$68 billion, 
making it the largest privately-owned 
technology company in the world.
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The phenomenal growth of the sector has 
caught the attention of Baidu, Alibaba and 
Tencent (B.A.T.) who have invested into 
various short video platforms. For example, 
video search and content aggregation 
platform Baidu Video completed a US$100 
million Series B round in September 
2018 led by its parent firm Baidu. Beyond 
investment into businesses, B.A.T. have also 
committed significant funds to short video 
content production for their existing video 
properties.

Live streaming and Short Video in 
South East Asia
Thanks to its success in China, Bytedance 
acquired musical.ly and launched a 
similar app to Douyin called Tik Tok for 
international markets. Tik Tok’s early 
traction has been touted as a success as 
it became the world’s most downloaded 
iPhone app (excluding games) in the first 
part of 2018 and is particularly popular in 
South East Asia.

Other short video and live streaming 
platforms have also moved into South 
East Asia, with platform launches by 
both native and traditional players. One 
such app is Singapore based Bigo, which 
was initially funded by YY Inc., one of 
China’s biggest live streaming platforms, 
in exchange for a minority stake. In June 

2018, YY Inc. announced a further US$272 
million investment into Bigo to become a 
majority stakeholder. Bigo has built a strong 
presence in South East Asia and already 
has a foothold in South Asia as well as the 
Middle East. 
 
Tamago, another live streaming app 
launched in late 2017, was the product of 
a partnership between ASTRO, Malaysia’s 
leading pay TV operator, and Huamao.
com, a live streaming app in China. The 
platform targets millennials in Malaysia, 
Indonesia, the Philippines and Vietnam 
with content that includes localised UGC 
content, exclusive live gaming and video 
content, content from television networks 
and reality shows. Since launch it has been 
downloaded over one million times from 
the Google Play store. 
 
While the jury is still out on Tamago, the 
success of live streaming and short video 
platforms in China suggests these rapidly 
emerging areas should not be ignored 
by telcos, content providers, or investors 
looking to monetise consumer engagement 
in South East Asia. Whether the best next 
step for them is to buy, build or partner will 
require analysis of the market as well as 
an assessment of their internal objectives 
and capabilities; but one thing is for certain, 
short video content will be hard to ignore. 
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Passenger Traffic vs. Viewership
2016-2018 average
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The Indian economy is on a growth 
trajectory, and growth of TV and 
viewership over the last year is another 
indicator of the pace of change. Of the 
estimated 298 million homes in India, 
197 million own a TV set, consuming 
content offered by about 570 measured 
channels. Our latest universe estimate 
survey indicates a 7.5% growth in TV 
homes (2018 over 2016), and with 
penetration levels at 66%, this growth 
appears healthy and sustainable.

There are several dynamics driving this 
growth, which ensures that TV remains 
the most effective platform for content 
creators and advertisers to reach 
maximum audiences. 
 
India is a country of several co-existing 
languages, cultures and lifestyles. An 
interplay of several “influencing factors” 
such as electricity, availability of content 
in local languages, migration, family size, 
festivals & public holidays, and even 

seasonal factors, impact TV viewership. 
One consistent seasonal impact we 
have observed is during the summer 
months in India. We mapped Prime Time 
viewership with the average monthly 
temperature and found that during 
peak Summer months (April – June), as 
temperatures rise, viewership drops 
significantly. Power cuts during these hot 
summer months is one of the primary 
underlying causes. 

In a market as large and diverse as India, 
TV penetration across the country falls 
in a wide spectrum – ranging from sub 
30% in the northern states of Bihar/
Jharkhand, to 90%+ in the five southern 
states of Andhra Pradesh, Telangana, 
Karnataka, Tamil Nadu, and Kerala.

Indians love their daily dose of 
entertainment and news on TV – in 
a market of 836 million individuals, 
as many as 614 million tune in to TV 
daily, with average time spent per 
viewer recorded at 3 hours 44 minutes. 
Viewership at the overall universe level 
continues to grow at a healthy pace.

WHAT’S INDIA WATCHING?

TV Penetration in India (2018)

TV Owning Homes (millions)

TV Viewing Individuals (millions) Total TV Viewership
All India - 2+ Individuals

Total TV Viewership - Prime Time (1900-2300 hrs)

Another factor that may be influencing 
viewership in Summer months is the 
fact that many Indian families travel on 
vacation, timing it with their children’s 
school holidays, and aren’t therefore 

available at home. Passenger traffic 
data from Civil Aviation mapped with 
viewership data corroborates this 
correlation. 

20182016

20182016

Source: BARC Establishment survey 2016 & 2018
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Hindi Language content remains the 
single largest consumed piece, as 69% of 
TV owning individuals in India reside in 
what’s called the “Hindi-speaking Markets”. 
However, demand and preference for 
content in local languages is pushing 
growth of regional language television.
 
The rising preference for content in local 
languages is not limited to mainstream 
genres like general entertainment and 
films. 
 
Viewership of sports programming 
has grown significantly on the back 
of availability in local language feeds. 
Properties Pro Kabaddi League (PKL) and 
Indian Super League (ISL) have seen huge 
uptake in viewership coming from their 
availability on regional language 

channels. In fact, 23% of total viewership 
of Indian Premiere League (IPL) 2018 
came from regional language channels. 
The recently concluded FIFA World 
Cup 2018 was also aired in Bangla and 
Malayalam, thus catering to the huge 
football fandom in these states.
Global sporting events such as the 
Olympics, Asian Games and FIFA World 
Cup have also acted as catalysts for 
increasing popularity of other sports. 
A record 111 million viewers tuned in 
to watch the FIFA World Cup. The Final 
between France and Croatia alone was 
watched by 42.7 million viewers which - 

as per available reports - was the fourth 
highest among 21 countries.
Another factor which has a huge impact 
on viewership in India is that 98% of 
homes are “single TV households”. TV 
viewing is largely a family phenomenon in 
India, with a high incidence of co-viewing. 
Current data indicates  25% of viewers in 
India are children aged 2-14 years old. But 
these children not only watch children's 
content, they are also watching serials and 
movies with their family. 
 
Likewise, we also see a high co-viewing 
duration between children and mothers 
(Female 31-40 years) on children’s 
channels. 

Digital consumption has taken root 
in India and is growing rapidly on the 
back of an explosion in the content 
and platform eco-system, as well as 
increasing availability of high-speed 
internet. However, our data indicates TV 
will continue to remain the most preferred 
platform to engage with audiences in the 
foreseeable future. Youth (15-30-year 
olds) is the single largest age group 
contributing to TV viewing in India, 
accounting for as much as 32% share 
of viewership. Average daily time spent 
watching TV by this age group continues 
to rise, and currently stands at 3 hours 42 
minutes - almost at par with Average Time 
Spent (ATS) of the TV viewing universe. 
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In India, TV is not merely a source of 
entertainment, but also a medium which 
enables people to shape their aspirations. 
Drama appeals to the masses and drives 
viewership and this holds true across 
genres, including news. BARC India data 
shows that wedding and prison storylines, 
on average, result in a 13% spike in 
viewership! No surprise then that General 
Entertainment Channels (GEC), populated 
by drama, soaps and reality shows is the 

single biggest genre on Indian Television, 
followed by movies.
 When it comes to news, old school 
reporting formats are giving way to a new 
style of presentation – which again rides 
on the “drama factor”. The news genre has 
witnessed tremendous growth over the 
years and TV remains the go-to platform 
for people who seek to know about 
significant events and other life-impacting 
stories. 

Co-Viewing duration of 
children & mothers

News Viewership in 2018 - All India - 2+ Individuals

The Indian broadcast sector is evolving 
every single day, and the pace of evolution 
is dizzying. As technology evolves, so 
will the content, delivery format, and 
availability of channels. HD viewership, 
for example, which is typically considered 
niche has witnessed a rapid growth 
of 185% in a short span of two years. 
Another indicator of the immense 
potential and opportunity that TV holds for 
content creators and advertisers in India 
is the ownership of flat screen TVs (LED/ 
LCD/ Plasma). This has witnessed a growth 

of 50% across TV owning homes in India. 
With 100 million homes yet to have a TV 
set, there is tremendous scope for growth 
of TV in the coming years. 

BARC INDIA is a JIC founded by stakeholder bodies that represent Broadcasters, Advertisers 
and Media Agencies. Built upon a robust and future-ready technology backbone, BARC India 
owns and manages an accurate and inclusive TV audience measurement system. Apart from 
currency products, BARC India also provides a suite of Insight products which powers efficient 
media spends and content decisions. www.barcindia.co.in

by Partho Dasgupta
CEO,

BARC India

http://www.barcindia.co.in
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With respect to regulation of OTT 
services, we found Asian governments 
focusing at this point on three major 
goals:

• Content standards – governments want 
OTT players to adhere to local-market 
standards with respect to morality, 
nudity, politics, social harmony etc.;

• Taxation – governments want OTT 
players to pay their fair share of taxes;

• Control – sovereign governments, 
accustomed to regulatory frameworks 
flowing from terrestrial FTA broadcasting, 
frequently attempt to control mass 
media, despite the very real tension 
between this goal and that of maintaining 
citizens’ access to the benefits of the 
international internet.

In the last couple of years, Asia has 
seen numerous attempts to establish 
regulation of OTT services pointed at one 
or more of these goals. We expect that 
these attempts will continue in many 
places – but not all – for the foreseeable 
future, and that the tension between 
technological openness, commercial 
choice, and political control will continue 
to be very evident. In the new world of 
broadband content flows, there is no 
way that new regulations can ever be 
as effective as the legacy broadcasting 
rules were, and this is going to be an 
uncomfortable reality for governments to 
embrace.

The approach which makes the most 
sense is for governments to adopt a “light 
touch”, and to seek industry co-operation 
via a self-regulatory framework, in 
meeting basic content and decency 
standards. Professional OTT services 

offered by legitimate media companies 
have every interest in recognising the 
differences in different markets, and in 
making sure their content is acceptable 
to customers and governments so that 
their business can prosper. Governments 
can ensure co-operation of significant 
legitimate players, wherever based on 
the global internet, by leveraging this 
enlightened self-interest.

This has been the approach of a few 
governments, which started out with 
light-touch policy orientations, which 
have served them well in integrating 
OTT services into their information 
ecosystems: Hong Kong, Japan, and New 
Zealand stand out in that respect. (Some 
others, such as Cambodia, Myanmar, 
and Sri Lanka, are sufficiently far back 
on the “broadband development” curve 
that their policymakers have not seen the 
need to grapple with OTT policy yet. They 
have a “light touch” by default.)

At the other extreme, some policymakers 
in places like India, Indonesia, the 
Philippines, South Korea, Thailand and 
Vietnam have at various times expressed 
the view that OTT services should just be 
regulated by the same rules in place for 
traditional broadcasting. This of course 
is not a realistic approach (barring major 
de-regulation of traditional broadcasting) 
and this may be why none of those 
governments have actually moved in 
practice to impose that kind of framework 
on internet video/OTT services. Quite a 
few policymakers in Asia are content to 
adopt a hortatory approach, maintaining 
that their rules apply (or “should apply”) 
to OTT services in theory, even while 
everyone can see that the application 
of the rules has not been pressed in 
practice.

The arrival of legitimate professionally 
curated OTT television services in Asia 
in 2014-16 has permanently “changed 
the game” both for video industry 
operators, and for governments and 
regulators. Broadband-connected Asian 
consumers now enjoy the ability to select 
from among a rapidly growing array of 
commercial offers, delivering both linear 
TV channels and extensive VOD libraries 
to them at the time, place and device 
platform of their choosing.

Governments in the region have 
begun to come to grips with the policy 
challenges posed by these technological 
and commercial developments. 
Three years ago, the majority of Asian 
governments had no clear policy 
direction, but, we now find that most 
have begun the process of developing 
and implementing new policies designed 
to create a set of rules for OTT TV.

The Asia Video Industry Association 
(AVIA), as a representative for companies 
involved in all aspects of the video 
business, both “traditional” and OTT, 
believes that governments should 
focus on creating a level playing field 
for competition across all technology 
platforms, by re-examining, reducing, and 
removing now-outmoded restrictions 
on pay TV and working with OTT content 
providers on a self-regulatory code.

A few governments, mostly in 
well-connected economically developed 
markets, have moved in that direction 
– albeit in highly limited ways. Other 
governments have begun speaking 
worryingly about trying to force OTT 
services to follow “all the same rules as 
traditional broadcasters” – an approach 
that will damage the growth prospects of 
both the traditional pay TV operators and 
the nascent OTT industry. The biggest 
losers from such an approach, if actually 
implemented, would be consumers, 
deprived of the great increase in choice 
and viewing options that legitimate OTT 
can offer. The biggest winners would 
be pirated services offered over the 
internet, which – being illegal already – 
have no incentive to follow other rules 
on taxation, content standards, child 
protection, or any of the many other 
goals governments seek to promote via 
regulation.

In making policies for OTT services and 
traditional pay TV, governments should 
bear in mind the harsh competitive 
reality of the streaming piracy ecosystem; 
the more regulatory burdens placed 
on legitimate services, the more 
governments create the conditions for 
piracy – with all its connections to abuse, 
exploitation and transnational crime – to 
flourish.
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And then there is China, which does 
indeed apply its rules in practice. China 
has sought to cope with the policy 
tension generated by online content 
supply by prioritising state control over all 
other goals. This has led the authorities 
to embrace an autarkic approach to 
internet development, cutting its citizens 
off in substantial ways from international 
interactions behind the Great Firewall, 
and thereby giving a huge boost to the 
piracy industries. China’s growing wealth 
and huge population have fed growth 
of the national ecosystem, despite its 
isolation, emulating but not interacting 
with global services.

In discussing policy for OTT television, it 
is well to define precisely what is being 
discussed: the term “OTT” can refer to 
several different types of services, which 
share the common characteristic of being 
offered to all consumers via the public 
internet (and not via a “walled-garden” 
telecom network). These include telecom 
services such as VOIP and messaging, 
social media and user-generated content 
services such as YouTube and Facebook, 
and professionally managed/curated 
video services. From our perspective 

we use the term “OTT” to refer to the 
latter category only – professionally 
curated video services, whether linear, 
paid Video-on-Demand (VOD) or 
ad-supported VOD, and whether offered 
by new entrants to the TV distribution 
market, or traditional players upgrading 
and offering new services.

It seems quite clear that for the 
foreseeable future, the biggest 
issue in TV regulation throughout 
Asia will be how governments treat 
OTT television. In keeping with our 
vocation as representative for the 
legitimate, professional Asian video 
distribution industry, AVIA will continue 
to engage with governments and with 
neighbouring industries (e.g. movie 
studios, mobile operators, other 
content creators) to advocate for 
light-touch policy approaches and for 
fair competition among various delivery 
technologies. It will take time and effort 
to persuade many Asian governments 
to move beyond their legacy regulatory 
approaches for video but we will continue 
to focus on this key policy issue. 
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The above extract came from AVIA’s OTT TV Policies in Asia book which can be found at 
www.asiavia.org. AVIA provides its members with much more in-depth policy insights to both 
OTT and pay TV regulations, including in-depth, online matrices for the 17 Asian countries we 
cover, along with the UK and the USA. 

This detailed and up-to-date information is available to members-only at www.asiavia.org/rfg

http://www.asiavia.org/rfg
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A study of 12 markets in the Asia Pacific region sheds light on a fast growing 
Subscription Video-on-Demand (SVOD) sector that is reaping greater shares of the 
entire video service economy, and is positioned to grow side by side with multichannel 
incumbents.

ASIA PACIFIC VIDEO LANDSCAPE RESHAPED  
AS SUBSCRIPTION OTT GAIN STRONGER FOOTHOLD

The Asia Pacific region is home to some 
of the world’s fastest growing markets 
for OTT subscription services. Led by 
mainland China, Japan and India, we 
estimate the region had grown to 183.6 
million Subscription Video-on-Demand 
(SVOD) households by end of 2017, 
across 12 analysed markets. In 
comparison, traditional multichannel 
services have also been on a growth 
trajectory, ending 2017 with 574.2 million 
subscribing households in the covered 
markets. As such, within just a few years 
of mass market adoption, the number 
of SVOD subscribers had built up rapidly 
to nearly one-third of multichannel 
subscribers. By 2022, we anticipate 
SOVD services will more than double its 
aggregate subscriber base across the 

region, reaching 472.9 million households 
and translating to more than 70% of 
multichannel households.

Likewise, SVOD revenue in Asia Pacific is 
set to burgeon at a faster speed than that 
of multichannel pay TV. It is projected 
to grow from US$3.9 billion in 2017 to 
US$14.2 billion in 2022. By 2022, SVOD 
revenue will have increased to more than 
one-third of pay TV revenue, indicating 
a growing appetite for consumers of 
video entertainment in the region to 
flock towards online platforms. Markets 
covered in this analysis include Australia, 
China, Hong Kong, India, Indonesia, Japan, 
Malaysia, New Zealand, the Philippines, 
Singapore, South Korea and Thailand.

In 2017, Australia was the only market in 
the Asia Pacific region where the number 
of SVOD subscribers had exceeded 
that of pay TV. By 2022, however, we 
will expect to see SVOD subscribers 
outnumber pay TV households in 
China, Hong Kong and New Zealand 

as well. Australia is still projected to 
lead the region in terms of online 
video subscribers as a percentage of 
multichannel subscribers, with SVOD 
subscriptions anticipated to be more 
than twice as many as multichannel 
connections.
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Comparison of subscription revenue 
between SVOD and multichannel 
services reveals that the OTT subscription 
economy in China will be nearly as big 
as that of pay TV within the next five 
years. By 2022, China’s aggregate SVOD 
revenue will amount to an estimated 
94.8% of its multichannel revenue, 
indicating an almost evenly divided pie 
between traditional incumbents and 

internet heavyweights. The changing of 
video landscape will be less profound 
in other markets such as Australia 
and Hong Kong, where SVOD revenue 
will still be less than half of pay TV 
revenue. However, the trend that video 
consumption is shifting towards online 
platforms is being reinforced across Asia 
Pacific year by year.

With OTT services gaining a critical mass 
in terms of subscribers and subscription 
revenue, its regional blended Average 
Revenue Per User (ARPU) across our 
analysed markets will nonetheless 
remain largely flat over the next five-year 
period, as will multichannel pay TV 
ARPU. Between 2017 and 2022, online 
video ARPU in the Asia Pacific region is 
projected to stay at approximately US$2.5 
per month, roughly half of the region’s 

multichannel ARPU. With the exception 
of a handful of advanced economies, 
Asia Pacific is known for generating low 
levels of video service ARPUs across 
various geographies due to a number of 
factors including government mandated 
price caps, limited purchasing power for 
homes in emerging markets, and video 
being offered as a side product to mobile 
or internet services.

Online video revenue as a % of multichannel revenue, 2017 vs. 2022
Asia Pacific multichannel vs. online video ARPU, 2017-2022
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China is, and will remain, the only market 
in the region where OTT subscriptions 
cost more than multichannel TV services. 
This is mainly due to pay TV being priced 
so low by cable and IPTV operators. 
In China, cable TV is essentially a free 
service to urban households, less the 
maintenance fees set and levied by local 
governments. IPTV is mostly marketed by 
the country’s state-owned telcos as an 

add-on to broadband and voice services, 
and charges little subscription fees to its 
users. In India and South Korea, where 
pay TV is also available at low prices, 
subscription to SVOD costs roughly 80% 
of an average multichannel service. In 
the rest of the region, online video ARPU 
will remain less than half of multichannel 
ARPU over the next five years.

Despite the strong inroads SVOD is 
making throughout Asia Pacific and 
the industry’s fear of region-wide 
cord-cutting, established multichannel 
providers in many territories still have an 
upper hand in terms of content, such as 
localised linear channels and exclusive 
live sports. As projected in our models, 
pay TV is set for long term growth in the 
region amidst competition from online 
video insurgents. Similar to what we 

see happening across the region, online 
video is expanding the overall video 
economy more than eroding the existing 
pie of pay TV incumbents. New business 
opportunities also arise where coalitional 
partnerships are formed between 
the two seemingly opposing sides of 
players, leading to service innovation 
that eventually benefits the industry and 
consumers alike. 

Online video ARPU as a % of multichannel ARPU, 2017 vs. 2022 
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“What does it take to launch a direct-to-consumer OTT video service in Asia-Pacific?” 
 
It has been one of this year’s most common questions, as established media 
companies and new market entrants compete for a slice of the growing Subscription 
Video-on-Demand (SVOD) market in the region. While any OTT strategy is rightly 
shaped by commercial opportunities and operational considerations, the third key 
pillar in a successful strategy is often overlooked – namely, how to launch a regional 
OTT business against a patchwork of national regulations, many of which either predate 
the internet or are in a state of flux. 

In this article, we look at five practical steps you need to take in order to successfully 
execute a regional OTT strategy.

A PRACTICAL GUIDE TO 
LAUNCHING A REGIONAL OTT SERVICE

1
Determine if you need a local entity 
or licence and build it into your 
launch timetable. 
Most countries in the region do not 
require an OTT service provider to 
establish a local entity or apply for a 
licence. However, this is starting to 
change. Indonesia and Thailand, for 
example, are shifting towards requiring 
some form of establishment, licensing 
and/or registration for OTT service 
providers, even if the service is provided 
via the internet from an offshore entity. 
In places such as the Philippines, 
setting up a local entity may also be 
required depending on the precise 
scope of business activities (including 
where the OTT service is targeted at 
local customers) and this is potentially 
problematic in the context of foreign 
direct investment rules. And in other 
jurisdictions, such as Singapore, your 

service may automatically be subject to a 
“Class Licence” simply by virtue of being 
available in that jurisdiction. The starting 
point is to assess whether you need to 
apply for a licence or to establish a local 
entity and build this into your launch 
timetable. New product launches can 
easily be held up if you end up waiting for 
an incorporation or licence application to 
be approved.

2
Assess the risk level of your 
content and consider building a 
regional benchmark.
Content regulation, even on the internet, 
is usually more onerous in Asia Pacific 
than in other parts of the world. While 
established channel businesses may 
already be comfortable operating 
within the stringent rules that apply 
to broadcast TV in the region, newer 

entrants need to know that portrayals 
of topics such as alcohol, homosexuality 
and use of offensive language are 
prohibited by broad “taste and 
decency” requirements. The problem is 
compounded when one government’s 
interpretation of “taste and decency” 
differs from another’s. While internet 
content has historically been subject to 
much looser regulation than broadcast 
TV content, the playing field is gradually 
being levelled as governments ramp 
up the rules on internet content. 
Breaching these rules may result in 
fines, adverse PR, or even the service 
being blocked. At a practical level, getting 
country-by-country sign-off as part of a 
regional business is likely to be prohibitive 
from a time and cost perspective so a 
practical, risk-based option is to build a 
regional content benchmark based on 
a handful of (say, three or four) “high 
watermark” territories. 

3
Consider what user data you will 
collect and what you will do with it.
One of the key opportunities that OTT 
brings is that of interacting more directly 
with your users than ever before. All 
of those interactions generate vast 
amounts of user data. That data has the 
potential to be one of the key assets of 
your regional OTT business. However, if 
you’ve not operated a direct-to-consumer 
business before, the chances are that 
your organisation may not yet be set up 
to comply with the growing number of 
privacy and data protection requirements 
in Asia Pacific. Take Vietnam, for example. 
It recently introduced a Cybersecurity 
Bill that has major implications for 

companies’ ability to transfer user data 
outside of Vietnam. Assuming that your 
regional OTT business has centralised 
data processing (let’s say, hosting in a 
regional cloud hub such as Singapore 
or Hong Kong) user data will be leaving 
Vietnam and you need to get advice 
on whether that transfer complies with 
the new rules and, if not, what the risks 
are. Similarly, many countries in Asia 
Pacific now have stringent requirements 
for matters such as privacy notices, 
consents, data security and data breach 
notification. Your legal and product teams 
need to be across this from day one to 
ensure that data doesn’t become more of 
a liability than an asset. 

4
Get advice on tax implications.
Although OTT services are delivered over 
the internet and often from outside of 
the jurisdiction, OTT service providers 
may still be subject to local tax in some 
cases. Laws that seek to tax offshore 
OTT service providers are becoming 
increasingly common in Asia Pacific, with 
countries such as Thailand and Vietnam 
having recently moved in that direction 
and others having stated an intent to do 
so. Although enforcement of such laws is 
still largely untested, the general direction 
of travel in the region is to impose these 
taxes on OTT offerings and so seeking 
specialist advice on this is essential. 
Leaving out this important step could 
leave an unexpected hole in the P&L for 
your organisation’s regional OTT business 
plan.
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5. 
Ensure that your platform terms 
comply with local rules.
Many countries in Asia Pacific have local 
consumer protection, e-commerce and 
payments regulations and these will 
impact your platform terms. In practice, 
this means that your organisation will 
need to get its platform terms and 
approach to payments reviewed from 
a local compliance perspective. You 
might, for example, need to have them 
translated into local language; or you 

might need your liability clause reviewed 
to ensure it is enforceable in the 
jurisdiction. You will also want to check 
that the payments method integrated 
into your platform complies with the 
local requirements. Indonesia, for 
example, may require that transactions 
are processed via the national payment 
gateway. E-commerce providers have 
been navigating these rules for years – 
but for media companies who may not 
have “gone direct” before, it is easy to be 
caught out by the requirements. 

Matt Pollins, Partner
Elaina Foo, Associate

CMS Holborn Asia is recognised for its deep industry expertise, regularly advising global media 
and communications companies and governments in Asia-Pacific. CMS Holborn Asia is a Formal 
Law Alliance between CMS Cameron McKenna Nabarro Olswang LLP and Holborn Law LLC. 
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POWER OF ANALYTICS IN THE CLOUD 
Analytics platforms are primarily 
Cloud-based because that is where the 
big data they need is increasingly located. 

Service providers have already deployed 
analytics with point-based solutions 
across multiple data sets result in lagging 
behind the big internet players -  Google, 
Netflix and Amazon. The Cloud can 
connect these silos together and provide 
additional value by bringing data in from 
new sources, including those which an 
operator may not have considered such 
as social media or weather data. The 
Cloud also enables the instant scalability 
that analytics requires to be effective; 
being able to process whatever data is 
available or required to gain a desired 
insight or statistic.

Analytics can help ensure quality of 
service (QoS) and quality of experience 
(QoE) for their OTT offerings, and analyse 
audience behaviour to improve the 
whole experience and identify revenue 
opportunities, such as upselling or 
repackaging the content in novel ways. 
For content owners, the focus is more 
on determining how to extend the reach 
of the content, as well as deciding what 
content to make or acquire in the future 
to maximise profits. 

Revenue security specialists have some 
unique advantages in the development of 
analytics for operators due to “preferred 
real estate” in both networks and devices, 
offering a unique capability to gather 
data from secure streams to secure data 
storage, as well as other infrastructure 
components. Furthermore, having a 
partner that is versed in security can 
help service providers be prepared for 
evolving privacy regulations.

CONNECTED CONTENT 
DISTRIBUTION PLATFORM DISRUPTS 
STATUS QUO 
As the entire content ecosystem 
embraces the Cloud and associated 
technologies, there is a great opportunity 
to improve the efficiency of the 
end-to-end delivery process and remove 
obstacles that impede transparency and 
flow of information. New approaches to 
take advantage of these opportunities 
and provide significant benefits for both 
operators and content owners. 

Imagine having a secure hierarchical 
distribution with a single point of 
integration for both operators and 
content providers; a point at which 
content owners would only have to 
encrypt and package video files once at 
the origin point and then sell on to 

Transformation from traditional 
on-premise infrastructures to the Cloud 
is now underway in all sectors of the 
video service industry, including legacy 
pay TV operators, pure OTT service 
providers and content owners/creators. 
This transformation, and the parallel 
transition from multicast to Adaptive Bit 
Rate (ABR) video delivery, is reducing 
friction and cutting costs across the 
whole content supply chain. The Cloud 
helps deliver a radically new economic 
model for the infrastructure itself, both 
hardware and software. 

With the industry-wide Cloud adoption, 
content owners, distributors and service 
providers are converging around a new 
content ecosystem connected by the 
Cloud. New revenue streams are being 
created by expanding this marketplace 
and reducing friction for trading within it. 

EVALUATING SECURITY FOR THE 
CLOUD
Although the Cloud brings cost savings 
and new opportunities, it also raises 
challenges for video service providers, 
not least because of the radical changes 
in their workflows and in their apparent 
exposure to risk. The security threat 
surface expands given the transparency 
and ubiquitous connectivity of the Cloud, 
while, for the same reasons, concerns 
over privacy multiply. 

The best remedy for these challenges 
is to outsource management of the 
Cloud and functions such as security 
to a specialist already familiar with the 
problems through established industry 
experience. The major advancement in 
streaming over the internet has been 
the ability to deliver premium video 
through the Cloud. This has become 
possible because specialists can protect 
UHD content and enable early release 
windows through hardware-based roots 
of trust and forensic watermarking, which 
allows illicitly redistributed content to be 
traced in near real time and taken down 
rapidly before business damage has a 
chance to occur. 

Video service providers are showing 
growing confidence in the Cloud and 
their migration to it. Indeed, our own 
customers are recognising that moving 
their security platform into the Cloud 
allows provision for more effective 
anti-piracy monitoring on behalf of 
the operator. They can identify and 
investigate suspicious behaviour on the 
network, which would otherwise be hard 
to monitor in a traditional on-premises 
deployment.
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THE GREAT CLOUD MIGRATION
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Verimatrix specialises in securing and enhancing revenue for 
network-connected devices and services. The Video Content Authority 
System (VCAS) and Verspective Analytics family of solutions enable 
next-generation video service providers to cost-effectively extend their 
networks and enable new business models. www.verimatrix.com

Laurence Peak
Vice President Asia Pacific,

Verimatrix

operators with the corresponding rights 
already in place. Through managing such 
a workflow, users could take advantage of 
aggregated content usage reports, along 
with other detailed analytics data, at the 
various stages of the content distribution 
chain. We consider this model to be a 
security umbrella that applies proven 
security and key/rights management to 
multi-tiered online video distribution. This 
is where the cloud-based workflow really 
starts to disrupt the status quo.

For operators, this model saves the cost 
of having to re-encode and re-encrypt 
the content as it is sent pre-packaged at 
a set of given bit rates and file formats. 
It also reduces friction in dealing with 
content owners and helps harness 
analytics more effectively to cut churn, 
boost ad sales and upsell the data itself. 
It simplifies workflow through centralised 
management and processing.

For content owners, it ultimately helps 
extend reach and gain more viewers by 
exploiting a global base of operators. 
It improves visibility of aggregated 
viewership data by removing barriers 
and enables them to gain insights from 
analytics. They also gain greater control 
over content with improved ability to 
eliminate or minimise re-encryption 

points, enforce rights and licensing terms 
digitally - all with less room for error. 

As the content industry expands 
and fragments, it becomes harder to 
conduct trade in the traditional way 
involving direct negotiation over rights, 
bit rates and formats. The creation of 
an automated platform where content 
discovery and negotiation, as well as 
transmission, all take place digitally, has 
resulted.

CONCLUSION 
Video service providers are embracing 
the Cloud in contrasting ways and at 
different rates. 

Many functions have been available in 
the Cloud for some time, but there has 
been reticence in putting the entire 
video delivery workflow in the Cloud. 
However, unstoppable industry forces 
are moving away from traditional data 
centers to virtualised infrastructures 
incorporating a complete Software As A 
Service (SAAS) model. The conversation 
is quickly changing as the economic gains 
and enhanced functionality of the Cloud 
become difficult to ignore. 

http://www.verimatrix.com
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HABITS AND PREFERENCES 
AROUND OTT TV ADOPTION 
& PAYMENT PREFERENCES

Factors that drive subscription

Reasons for not subscribing

Top reasons why users unsubscribe

The future of TV is OTT and, 
fundamentally, it will be defined by what 
the viewer wants, exerting a strong 
influence on how media companies 
package, deliver, and monetise content. 

Many content owners are in various 
stages of their OTT journey. Most of 
their decisions centre around finding the 
right business model and the ideal user 
experience. 

Launching an OTT TV service requires 
rethinking every aspect of running an 
online TV business. 

But first, content owners need to find out 
how viewers typically consume TV, which 
platforms and devices they prefer, what 
factors motivate them to either sign up or 
unsubscribe, their payment preferences, 
and tolerance for ads. 

To find out the answers to these 
questions, Brightcove teamed up with 
YouGov and polled 5,000 participants 
across Hong Kong, India, Indonesia, 
Singapore, and Thailand. This article 
features a few excerpts from Asia OTT TV 
Research Report 2018. 



84 85THE ASIA VIDEO INDUSTRY REPORT 2019

O
TT &

 STREA
M

IN
G

Payment preferences

Tolerance for ads

OTT is an important platform for 
publishers, distributors, and advertisers 
to reach quality audiences at scale and 
generate positive brand outcomes. The 
biggest challenge for content owners 
is the need to create a strong value 
proposition. This means designing and 

implementing smart customer acquisition 
and retention strategies, which includes 
curating a robust content library, 
providing multiscreen accessibility, 
pricing service at a reasonable market 
rate, and delivering an exceptional user 
experience. 

The full report can be downloaded at www.brightcove.com/OTT

http://www.brightcove.com/OTT
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components. Even if government 
ultimately does not take on the task 
of building out 5G networks, there 
appears to be a strong business case for 
operators to go beyond tower sharing 
and consider sharing radio access and 
backhaul to minimise their individual 
capex. Should either of these scenarios 
materialise, telcos will no longer compete 
on network availability or core services 
(since all will be identical) but rather on 
digital services and operational cost 
efficiencies.

In this scenario, how can telcos 
differentiate their services?

Telcos will need to leverage new 
technologies and tap into emerging 
consumer trends to offer services that 
deepen consumer engagement with their 
services in a cost-efficient manner.

Below we have outlined emerging 
technologies and trending services 
that telcos should consider offering 
to build differentiation in an era of 
shared infrastructure:

1. 
Artificial Intelligence (AI)
AI will lead to both cost efficiencies (by 
automating internal processes) and 
delivering better customer experiences, 
both important areas for telcos to 
improve on. One area already gaining 
momentum is AI-supported customer 
service channels. Through AI powered 
solutions that can better sort and 

respond to natural language queries, 
operators will be able to reduce issue 
resolution time, thereby improving 
customer sentiment toward their brand 
while also saving costs.
 
2. 
Digital ecosystem apps
For example, WeChat, Grab and GO-JEK, 
offer customers a single app to manage 
their daily needs from voice and 
messaging communications to ordering 
transport, groceries and meals, to making 
payments. With mobile carriers enabling 
subscribers’ mobile lives, a well-designed 
app with strong partners can leverage 
their subscriber base for easy access and 
drive deeper engagement.
 
3. 
Video Content
The proliferation of OTT video apps 
is leading to a tyranny of choice for 
consumers and the inconvenience of 
needing and using too many apps to 
watch content.

While telcos have so far struggled with 
their own standalone OTT video apps, 
they are well positioned to offer an 
aggregator platform that curates other 
apps onto one platform and facilitates 
single billing through direct carrier billing. 
As telcos seek to offer these expanded 
services to their customers, it will provide 
more partnership opportunities for 
content providers in this space. 
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DIFFERENTIATION THROUGH CONTENT
FOR TELCOS IN AN ERA OF 5G NETWORKS

A proposal was recently put forward 
in the US that its 5G networks 
should be built and maintained by 
the US government. In part, this 
recommendation was made with the view 
of mitigating espionage risk by Chinese 
network equipment providers. However, 
another reason for this recommendation 
was that the sheer cost of rolling out a 
nationwide 5G network does not appear 
to be justified based on the potential 
returns any single operator will be able to 
generate.
 
For previous generations of network 
technology, including the most recent 
4G networks, each provider has rolled 
out their own nationwide network. While 
there are instances of tower sharing and 
leasing, as well as wholesale agreements, 
for the most part, the operators own 
their network infrastructure.
 
The challenge is that for 5G to deliver on 
its promises of low latency (sub 10ms) 
and high bandwidth, the number of cells 
required per km represents a ten-fold 
increase on the current density. This 
results in much higher capex (capital 
expenditure) requirements for telcos 
and is likely to reduce their willingness 
to deploy the infrastructure to less 
populated areas which unfairly penalises 
residents in these parts with slower 
connectivity speeds.

If a government takes responsibility for 
rolling out the 5G network, this would 

reduce capex wastage by providing a 
single 5G network across the country 
instead of multiple operators deploying 
their own overlapping networks. Some 
fear that this will lead to an inefficient 
government marketplace that stifles 
competition; exactly the kind of utility 
telecom the US government broke up in 
1984.
 
However, there are precedents in 
the space that suggest government 
ownership can in fact lead to more 
competition.

In efforts to provide high quality 
broadband with nationwide coverage, 
governments have already taken steps 
to launch government-supported 
networks known as National Broadband 
Networks (NBN). Singapore has one of 
the most successful implementations 
of an NBN in which the government 
drove the development of passive and 
active infrastructure through incentives 
and fostered a highly transparent and 
competitive retail market. This model has 
led to some of the lowest broadband 
prices in the world. Completing the public 
to private sector initiative, the entity 
that owned and wholesaled the passive 
infrastructure was subject to an IPO in 
2017. 
 
While 5G standards are still being 
finalised, the business case for 5G is 
unlikely to stack-up without the sharing 
of networks – both passive and active 

Pioneer Consulting Asia is an international management consultancy and research firm, 
focused on media, telecoms and digital. It has worked with a wide range of companies to identify 
opportunities, manage risks and develop growth strategies in South East Asia and produces 
consumer behaviour research reports on 10 markets across Asia. info@pioneerconsultingasia.com

mailto:info%40pioneerconsultingasia.com?subject=
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ASIA PACIFIC CONSUMERS LEAD IN SHIFT 
TO ONLINE TV AND VIDEO 

They're the early adopters of online 
media trends
The Asia Pacific region represents an area 
where we follow media consumption 
trends closely. It’s not only our largest 
region, but also one of the most 
distinctive, with particular consumer 
behaviour patterns. It’s younger, more 
diverse, broadly mobile-first, and has 
larger cohorts between styles of media 
consumption.

Many of the global macro-trends in media 
have progressed further in the Asia 
Pacific region than elsewhere, making 
it somewhat of a media bellwether. The 
decline in linear TV in favour of online 
video illustrates this well. In reality, Asia 
Pacific is leading this transition, as shown 
by our data on online vs. offline TV 
viewership:

The macro-trends aren’t monolithic 
The shift online for TV consumption is a 
truly global trend, but it is often identified 
with Western giants such as Netflix and 

Amazon Prime Video. GlobalWebIndex 
illustrates how this is only half the story 
when it comes to the Asia Pacific region. 
In many markets, it might only be a tenth 
of the story.

Percentage of 
total viewing time 
through online 
channels

How the global shift to online viewing plays out 
through national/regional media

% 2014 2016 2018

Asia Pacific 36 38 44

Europe 18 22 24

Latin America 21 26 31

Middle East & Africa 24 31 38

North America 22 27 30

Key insights
• 44% of APAC users’ TV time is spent online, the highest proportion in the world 
• 53% of APAC internet users watch TV content on their phones
• 88% of APAC internet users have second-screened in the past month
• There are large differences between preferred modes of online TV consumption 

across markets

Source: GlobalWebIndexOwn calculations 
based on share of consumers shifting 
between different daily time consumption 
brackets. Base: 224,215 internet users 
globally who watch TV during a typical day 

Source: GlobalWebIndex
Question: In the last month, which of these services have you used to watch / download TV shows, films or videos? Please think about any sort of TV, video 
or film content that you have watched, streamed, downloaded or accessed in any other way. Base: 103,440 (Number of people who have watched TV in 
any form Blue: Global Media; Green: Local Media

Australia China Hong Kong India

Netflix iQiyi myTV Super Hotstar

7plus YouKu Viu Google Play

SBS 
On Demand

Tencent 
Hollywood VIP Google Play Amazon Prime 

Video

9Now Tudou HKTV Sony Liv

ABC iview MangoTV Netflix Netflix

Indonesia Japan Malaysia New Zealand Philippines

Google Play Amazon Prime 
Video Google Play Netflix Netflix

Netflix iTunes Netflix TVNZ Google Play

HOOQ Hulu iFlix Lightbox iWantTV

iFlix Google Play
Astro 

on the go
(Malaysia Only)

Google Play iFlix

Viu Dtv Vimeo Choice TV iTunes

Singapore South Korea Taiwan Thailand Vietnam

Toggle Google Play Google Play Google Play Google Play

Netflix Olleh TV iTunes Netflix iTunes

Google Play U+ Netflix iTunes Amazon 
Prime Video

Viu POOQ Amazon 
Prime Video iFlix Netflix
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As shown by the charts, the global trend 
toward online consumption of TV in 
practice plays out according to the local 
market. Global players are present across 
the region, other than China, but in most 
markets are met by strong local players.  
YouTube might be the only exception for 
adoption across the board but, even so, 
it is marginal in the largest Asia Pacific 
media market, China.
 
Modes of consumption are shifting 
in one direction – but are diverse
This complexity plays out in the style 

of media consumption, and not only 
in their chosen media. In Australia, to 
take one example, subscription services 
are the dominant online form of TV, 
similar to English-speaking audiences 
in the USA and the UK. In neighbouring 
Indonesia, the global trend toward online 
TV has been realised entirely differently: 
On-demand services have a far stronger 
hold of its internet user base. It isn’t 
unexpected that two very different 
countries have different viewing patterns, 
but that they do so despite having such 
similar shares of paid content subscribers 
(18% vs. 24% in Australia).

Audience % Watch 
subscription 

services 
such as Netflix

Watch 
a TV channel's 

catch-up / 
on-demand 

service

Watch 
shows that you 
have recorded 

from TV

China 58.2 66.1 46.8

India 47.4 59.4 45.5

New Zealand 45.8 40.4 33.8

Thailand 45.1 66.4 46.8

Australia 43.5 36.9 35.5

Philippines 42.9 55.9 36

Vietnam 40.7 60.6 48.2

Indonesia 38.6 52.6 32.2

Malaysia 33.3 50 37.6

Singapore 29.6 40.4 22

Hong Kong 23.6 54.3 25.9

Taiwan 21.7 51.9 22

South Korea 15.4 49.5 12.5

Japan 13.7 19.2 55.5

Source: GlobalWebIndex     
Question: Thinking about television, how often would you say you do the following?  
Options: Every day or nearly every day, 4-5 times a week, 2-3 times a week, Once a week  
Waves: Q3 2017, Q4 2017, Q1 2018, Q2 2018 

Source: GlobalWebIndex
Question: Question: In the past month, which devices have you used to do the following? Answer: Mobile 

Transition to mobile is still at an early stage
Asia Pacific consumers have only embraced mobile TV viewing to a limited extent. 

Percentage of audience who have used mobile units for TV viewing, by country

Country Watch 
television live 

as it is broadcast 
on a TV channel

Watch 
a TV channel's 

catch-up / 
on-demand 

service

Watch 
subscription 

services 
such as Netflix

China 33 32 35

India 30 26 23

Vietnam 29 28 17

Thailand 24 31 20

Philippines 23 27 22

Taiwan 22 21 13

Indonesia 19 19 17

Malaysia 18 18 17

South Korea 17 22 7

Hong Kong 16 22 12

Singapore 12 14 13

Japan 6 7 5

New Zealand 6 8 12

Australia 6 8 10

APAC AVERAGE 28 27 27

Mobile behaviours aren’t uniform
Beyond language preference and market 
access, national viewer cultures strongly 
affect how people consume TV content 
in the here-and-now. Since smartphones 
became ubiquitous with smartphone 
ownership (98%), second-screening 
has been a key part of the viewing 

experience. For brands wanting to attract 
attention to on-screen advertising, this is 
recognised as a major challenge.  

There is now a range of second-screen 
activities that unite viewers across all the 
countries, such as searching for products 
while watching television (25% of 

%
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second-screen users in Asia Pacific) and 
playing games (30%). These tend to be 
solitary activities, where national cultural 
differences might be less impactful.
In other areas, we see bigger gaps. 
Preference for interaction and response 
is the main dividing line. For instance, 
viewers in China are 2.8 times more 
likely to interact with on-screen content 
on their mobile phones than their 
counterparts in Australia. Audiences 
in South Korea are 2.3 times less likely 
to be on social media than viewers in 
Indonesia, or to voice their opinion about 
a TV show (6% vs. 16% of viewers in 
China).

 

Adapting to mobile and 
time-sensitive video content will 
be key
The big question is how TV content 
producers can match online video, and 
even if they should. Our survey data 
suggests that, on a regional basis, video 
consumption is being shuffled into 
more time-shifted, mobile directions, 
but what that means in practice will 
vary by audience. Giving attention to 
the richness and variety of overall video 
consumption and drawing on more 
sources than viewership figures and 
device-level data, will be instrumental in 
enabling publishers to keep up with the 
changes in TV consumption, culturally 
and technologically. 
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COUNTRIES INCLUDED IN THE APAC DEFINITION:
Australia, China, Hong Kong, India, Indonesia, Japan, Malaysia, New Zealand, The Philippines, 
Singapore, South Korea, Taiwan, Thailand, Vietnam

GlobalWebIndex is a market research company headquartered in London that provides 
audience insight across 44 countries to the world’s largest brands, marketing agencies 
and media organizations. The company maintains a global panel of more than 22 million 
connected consumers, which it leverages to create over 25,000 data points on the behaviors and 
perceptions of internet users around the world. www.globalwebindex.com

by Erik Winter Paisley
Insights Content Manager,

GlobalWebIndex

http://www.globalwebindex.com
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MULTIPLE SUBSCRIPTION VIDEO-ON-DEMAND SERVICES:
DIFFERENTIATION KEY TO SECTOR GROWTH

2018 has been another dynamic year 
for the subscription video-on-demand 
(SVOD) sector worldwide. The total 
number of SVOD subscribers reached 
458 million worldwide in 2017, equivalent 
to over US$20 billion from just US$143 
million at the end of 2014. The Asia 
Pacific region accounted for almost 
exactly half of these subscriptions, but 
less than 20% of consumer spend.  

Households taking more than one SVOD 
service have become a key driver of 
growth in 2018, particularly in parts of 
Asia and the USA, however, for many 
services globally, the landscape remains 
tough.

A good illustration of the challenging 
competitive environment was witnessed 
in July 2018 in France as CanalPlay closed 
its well-established SVOD service. Local 
regulatory quota requirements were 
an underlying reason for the service’s 
closure, but it is another reminder of 
the growing requirement for major 
content investment to compete in 
the increasingly dynamic subscription 
video sector, particularly amongst local 
services. CanalPlay will join the list of high 
profile closures worldwide over the last 
couple of years, all with significant parent 
companies; that includes Shomi (Canada), 
Watchever (Germany) and KPN Play 
(Netherlands). Futuresource estimates 
that CanalPlay had approximately 
600,000 subscribers at the end of 2017, 
but has struggled to maintain pace in 

2018. In comparison, Netflix momentum 
continues to build. Netflix doubled its 
subscriber base in France in 2017, hitting 
2.5 million, with more subscriber growth 
expected for 2018.

Success in the SVOD sector in any 
country will be driven by differentiation 
- by not trying to be the “local Netflix”. 
Offering content that is unique, high 
quality and, ideally, exclusive or original is 
key to the acceptance of an SVOD service. 
Such a strategy does not come cheap 
though; something that some companies 
are seemingly not willing, or able, to 
fund, particularly when their addressable 
market is more localised than the likes of 
Netflix or Amazon Prime Video. 

In Asia, this is less of an issue, with 
local players, often from major tech or 
media conglomerates, largely dominant; 
Netflix is a secondary player in the SVOD 
sector here. However, convincing more 
consumers to pay has been challenging, 
with free trials still rife in many countries.  
Australia is an exception, with the country 
being Netflix’s most successful launch, 
quickly becoming mass market and 
quenching a thirst for low cost, quality 
scripted content. 

In the UK and USA, there is effectively 
a “Big 3” in the SVOD sector - Netflix, 
Amazon Prime Video and Hulu (USA)/
Now TV (UK). In Futuresource’s opinion, 
in these instances the three are much 
more complementary than competitive, 

with little overlap in content across 
services and, combined, they provide a 
very compelling proposition, representing 
good value for money (typically 
around US$30 per month for all three 
combined). Overlap of users across the 
services is strong. In the UK, half of Now 
TV subscribers also use both Netflix and 
Amazon Prime. In the USA, two-thirds of 
Hulu subscribers do the same, according 
to Futuresource’s Living with Digital 
consumer survey. In France, 60% of 
CanalPlay subscribers also had Netflix.

Original and premium/exclusive content 
is the key driver of viewing on these 
services, but clearly this requires a 
huge investment. This has not deterred 
other local French service providers 
and content holders from investing 
in the sector, but notably they have 
repositioned to take a slightly different 
route – pooling resources with similar 
companies to provide a much broader, 
compelling service. One such initiative 
from French commercial broadcasters 
TF1 and M6 Group plus public 
broadcaster France Televisions, saw them 
collectively launching a new national 
TV platform “Salto”, integrating free 
catch-up services and new SVOD options. 
In addition, Orange and Altice/SFR are 
expected to merge their premium TV and 
movie subscription services to improve 
their content offering and ultimately 
increase their appeal, in addition to 
providing an alternative to Netflix.

Such initiatives will be important in a 
number of territories in driving the SVOD 
sector to the next level. In the USA and 
China, each SVOD household takes, on 
average, approximately two subscription 
services already. In the USA, this ratio 
is expected to continue to be driven by 
the continued development of Amazon 
channels. This multiple SVOD service 
uptake is when consumers (particularly 
younger consumers) may view SVOD 
as a more viable (cheaper, no contract, 
wider range of content) alternative to 
pay TV. However, of the major markets 
worldwide, only Australia currently has 
more SVOD households than pay TV 
households, with pay TV and SVOD 
remaining complementary in most 
countries. But as both the landscape 
and consumer behaviour evolve, the 
relationship between pay TV and multiple 
subscription households is also expected 
to change. 

Futuresource is a specialist research and consulting company, providing insight into 
consumer electronics, digital imaging, entertainment media, broadcast, education technology, 
storage media and professional AV. With a heritage stretching back the 1980s, it delivers analysis 
and forecasts on a global scale, advising on strategic positioning, market trends, competitive 
forces and technological developments. www.futuresource-consulting.com

by David Sidebottom 
Principal Analyst, 

Entertainment Media, 
Futuresource 

Consulting

http://www.futuresource-consulting.com
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VIDEO-ON-DEMAND IN ASIA PACIFIC
UNIQUE CATALOGUES BUT A PAN-REGIONAL EXPERIENCE

Video-on-Demand (VOD) content 
availability across the Asia Pacific region 
has never been higher, driven by the 
growth of international and local services. 
Ampere Analysis has been analysing 
Subscription Video-on-Demand (SVOD) 
catalogue title availability since June 2015 
and, through the six key Asia Pacific 
territories tracked in detail by Ampere, 
over 38,000 individual movie and TV 
seasons were available in September 
2018. In total these movies and TV shows 
are the equivalent to 176,000 hours 
of video or, put another way, 20 years 
worth of continuous, 24-hour per day 
on-demand viewing.

On a global basis these titles represent 
the most diverse array of on-demand 
content available in anywhere in the 
world, owing to the many different 
cultures and languages encompassed 
by the Asia Pacific region. Japan has the 
greatest volume of unique titles with 37% 
of the country’s SVOD movie and TV titles 
available only to subscribers within the 
territory. India, Australia and Malaysia 
also have a larger volume of unique titles; 
24%,18% and 17% of their catalogues 
respectively are unique to their markets.

While these proportions may seem 
relatively low, painting a picture of 
significant homogeneity across SVOD 
services in the region, the reality is 
somewhat different. SVOD services 

strive to build unique catalogues within 
individual territories, firstly to drive 
subscriber acquisition but also to then 
reduce churn; Netflix’s catalogue doesn’t 
overlap with that of iFlix which, in turn, 
doesn’t overlap with HOOQ’s catalogue. 
As a result, only 29% of the titles tracked 
by Ampere’s Analytics service in the 
region are available in two or more 
territories. The key international players 
are a major part of that overlap, and 
a deeper analysis into the available 
catalogue indicates a thriving domestic 
SVOD market in many of the key 
territories. 

Local content can be a key part of SVOD 
provider strategies, and this is arguably 
particularly true in Asia. In Europe, 
catalogues are typically led by US movies 
and TV series, but in the Asian markets 
analysed by Ampere, locally-produced 
titles are responsible for up to 60% 
of catalogues. And whilst movies and 
TV series from the USA are common 
throughout the region, other regional 
production hubs are also key. Titles from 
other countries can make up to 29% of 
available content catalogues. Movie titles 
from India in particular have solid reach 
across the region, constituting an average 
of 8% of SVOD movie catalogues across 
the non-domestic Asian markets, while 
Japanese anime titles also feature in 
many regional SVOD services. 

Hours of content available on SVOD services

Proportion of SVOD libraries that is unique to each domestic market

Movie

TV Season
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Beyond the origin of titles, there are 
also unique genre preferences reflected 
across the region. The presence of 
the international players like Netflix 
and Amazon tends to have an overall 
homogenising effect on the genres 
present in the analysed markets, as much 
of their library is licensed pan-regionally. 
However, there are some clear genre 
differences when comparing to SVOD 
catalogues in North America, Europe or 
Latin America. In the Asia Pacific region 
as a whole, crime & thriller titles account 
for a smaller proportion of the overall 
catalogue, just 11% of titles, compared to 
13-14% elsewhere in the world. Drama 
titles are more prevalent, representing 
an average of 11% of available titles and 
romance is especially popular. Scripted 
romance titles account for 10% or more 
of catalogues in India and Singapore, 

whereas the romance genre never makes 
double digits outside the region.

The key international SVOD players, 
seeking to localise their offerings and 
expand their appeal to wider audience 
bases, have also increased the slate of 
upcoming original titles produced in 
Asia Pacific countries. Over 13% of the 
upcoming titles commissioned by Netflix 
worldwide are being produced in Asia 
Pacific; 34 titles in all. There are a further 
ten titles being commissioned by Amazon 
specifically for markets in the region.  
Among these upcoming titles are a 
selection of drama series, which account 
for ten of those titles commissioned, 
and comedy and sci-fi & fantasy, with 11 
upcoming titles each. 

Uniqueness of national SVOD libraries
Percentage of regional catalogue

Number of upcoming regional 
Netflix and Amazon Originals

Ampere Analysis is a London-based media 
research firm founded in 2014, which focuses 
exclusively on analysis of, and data on, the 
film and TV business. Ampere is led by a 
number of industry specialists, with many 
years experience in media analysis, and a 
long track record of working with studios, TV 
channels, producers and pay TV groups.
www.ampereanalysis.com

by Richard Cooper
Research Director,

Ampere Analysis

37% of all SVOD content available
 in Japan is not available on SVOD 
platforms elsewhere in the region

24% of all SVOD content available
 in India is not available on SVOD 
platforms elsewhere in the region

18% of all SVOD content available
 in Australia is not available on SVOD 

platforms elsewhere in the region

3% of all SVOD content available
 in New Zealand is not available on SVOD 

platforms elsewhere in the region

17% of all SVOD content available
 in Malaysia is not available on SVOD 

platforms elsewhere in the region

3% of all SVOD content available
 in Singapore is not available on SVOD 

platforms elsewhere in the region

http://www.ampereanalysis.com
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Stories about the rapid growth of OTT and the slow death of linear TV have been in the 
limelight for years, but facts have shown it to be fiction. Yew Weng Soo, VP Sales for Asia 
Pacific at SES Video, tells us, while OTT has won viewers’ hearts by offering ubiquitous 
content consumption, audiences have yet to fall out of love with TV.

FOUR MYTHS
ABOUT LINEAR TV

Television is a mainstay of Asia’s family 
culture. For many households, the TV is 
always on in the background, and shows 
are watched together after meals. The 
TV is almost a member of the family! 
And to make this sharing moment 
an even better one, consumers want 
high resolution and immersive viewing 
experiences, which is why HD and UHD 
are gaining significant ground in the 

region. By the end of 2018, there will 
be more homes equipped with TV sets 
displaying high resolution (41% will own 
an HD screen, 14% a UHD screen) than 
with a SD screen (45%)1. With poor 
connections in many parts of Asia, this 
demand for high picture quality can only 
be satisfied across the whole region with 
linear TV - especially via satellite.

A Q1 2018 Ampere study shows that, 
if consumers worldwide are indeed 
watching content on portable devices 
throughout the day, linear TV remains 
the preferred viewing mode, reaching its 
peak time from 5pm to midnight. This 
reflects a trend that most stories don’t 
reveal, that consumers are opting for 
linear plus OTT - not linear or OTT.

In addition, there is a type of content that 
is simply better enjoyed on TV: sports 
and live events. In many parts of Asia, the 
quality of broadband connection remains 
poor, so audiences who don’t want to 
experience buffering or a shaky image 
during popular games will choose TV over 
OTT. This makes live content, especially 
sports, a key driver for pay TV.

While OTT packages are cheap 
individually, most Asian consumers end 
up “bundle stacking” – subscribing to 
several providers to get the content 
they want, which drives up their total 
bill. On the other hand, many pay TV 
operators have started launching their 
own OTT services, sometimes at no 
extra cost or at a minimal additional 
fee for their consumers, offering the 
perfect combination: premium content 

and live events, top-picture quality, and 
video consumption anywhere, on any 
screen. It’s also worth remembering that 
while there are FTA and free-to-view 
platforms, there is no such thing 
as a free-on-demand. Asian pay TV 
subscribers are set to continue to grow, 
and, by 2022, they will still outnumber 
OTT subscribers by 3 to 1 (600m vs 
200m).

MYTH 1
TV is going the way of the dinosaur

MYTH 2
Nobody watches linear TV anymore

MYTH 3
TV is expensive compared to OTT

TV viewing time per device & time slot

1 Source: Dataxis
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Some of the best TV fictions are based on myths and legends - although in real life, the 
story of OTT champions crushing media giants is just a tale. The true story is one that 
revolves around audiences consuming more content, who can only be satisfied if the 
leaders of the video world share the throne. 

MYTH 4
TV is losing money

Revenue split 2017

by Yew Weng Soo
Vice President,

Sales & Market Development,
Asia-Pacific,

SES Video
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SES is the world’s leading satellite 
operator with over 70 satellites in 
two different orbits, Geostationary 
Orbit (GEO) and Medium Earth 
Orbit (MEO). It provides a diverse 
range of customers with global video 
distribution and data connectivity 
services through two business units: 
SES Video and SES Networks.

U
S$
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y 
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2 Includes Pay-TV, advertising and public broadcasting license fees 
3 Includes OTT subscriptions and transactional video

“Money talks”, and advertisers are saying 
that linear is going strong. Most Asian 
markets have seen growth in linear ad 
revenue in both 2017 and 2018, and 
(more significantly) accelerating growth. 
A 2017 Ebiquity study further showed 
that TV advertising scalable ROI was 
double that of online TV, globally. 

Linear TV remains the foremost revenue 
driver in all markets. In Asia, linear TV 
revenue stood at US$99.1 billion2 in 
2017, compared to US$5.8 billion for 
OTT3, and this is forecasted to rise to 
US$114.8 billion and US$19.8 billion 
respectively by 2023.
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HOW TO BOOST BROADCAST MONETISATION 
THROUGH TV ANALYTICS 

One of the most important strategic 
decisions TV operators face is how to 
manage the increasing inflow of data 
regarding their viewers in a way that 
helps to increase monetisation. As TV 
becomes more immersive and personal, 
the number of data points that can be 
collected increases at an exponential 
rate. Studying content consumption data 
allows broadcasters to gain a unique 
insight into their viewers.
 
Of course, collecting and processing that 
data in the post- General Data Protection 
Regulation (GDPR) world (starting with 
Europe) is going to take consent, an 
effective level of anonymisation, data 
transparency and more. In addition, 
it is going to necessitate leveraging 
some of the recent advancements in 
machine learning to better understand 
their viewers, improve existing business 
processes, and open up new revenue 
sources such as targeted advertising. 
 
There are multiple ways that TV data 
analytics can be used to improve 
the business practices of companies 
that utilise them effectively, including 
the impact of content, audience 
characterisation, and anomaly detection. 
With anomaly detection, operators can 
identify outliers in normal operational 
parameters, such as security or technical 
issues, in near to real time to allow 
effective action to be taken.

The monetisation models that TV 
media analytics bring into play can 
be characterised as inbound, which 
occurs with the operator’s domain, 
and outbound. And while outbound 
monetisation is essentially the traditional 
advertising-driven paradigm across the 
industry, the use of analytics brings a new 
finesse and efficiency to it.
 
Inbound monetisation is primarily the 
result of analytics operating within the 
video delivery plane, whether cable, 
IPTV, satellite, or OTT. It’s a simple flow 
of data up the return path from users 
that then informs content management 
and multiscreen delivery. When used 
in combination with the other tools at 
an operator’s disposal, it can have a 
significant impact on monetisation. This 
can be directly, such as the ability to 
create upsell opportunities based on 
actual viewing or browsing patterns, or 
indirect such as identifying viewers at risk 
of churn.

Traditional outbound advertising also 
can be made much more effective. 
While it is considered that the GDPR will 
prevent advertisers drilling down too 
far in their search for customers, the 
geographic segmentation of audiences, in 
particular, is proving a powerful draw for 
advertisers. 
Outbound monetisation could really 
have an impact on improving the level 

Viaccess-Orca is a leading global solutions provider of OTT 
and TV platforms and offers an extensive range of innovative, 
end-to-end, modular solutions for content delivery, protection, 
discovery, and monetisation. www.viaccess-orca.com

by Jean-Christophe Jubin 
VP APAC at Viaccess-Orca
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of insight into viewing audiences by 
utilising AI techniques since there is a 
strong correlation between TV content 
and various household attributes that 
advertisers are keen to target. 

As the industry faces costs pressures, TV 
data analytics promise to help improve 
monetisation and facilitate the creation of 
new revenue streams. 

http://www.viaccess-orca.com
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KEY WAYS TO ENSURE 
OPTIMUM OTT PERFORMANCE  

Toolbox is the technology that makes it possible to create 
experiences between content providers and end users, 
including cable operators. Toolbox solutions are designed to 
drive the growth of the OTT industry by developing the user 
authentication, authorization service and expanding our work 
to apps for end users, going through all the stages of content 
acquisition and distribution. www.toolboxtve.com

by Agustin Castaño 
 Infrastructure,

Toolbox
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showing how the tests are running and 
the state of the nodes, New Relic gives 
a holistic view providing an analysis that 
allows users to gauge how the system is 
working. It analyses how much response 
time corresponds to the demands on the 
database, how much time corresponds to 
the execution of the code, or how much 
corresponds to calls to third parties for 
services, as well as other functions.

Of course, New Relic results should not 
be the only one taken into consideration. 
Tsung metrics, for example, allow us to 
know if the test is running correctly, that 
there are no design errors in the test, 
or what is called back pressure (which is 
when the system is not stressed because 
it simply stops attending to the requests 
of the test tool to remain stable).

On a daily basis, thousands of users/
subscribers access many OTT platforms. 
It’s really important to offer services that 
allow pages to be quickly built through 
a single request. In practice, all the 
information of the processed page is 
provided and, in this way, searching for 
the parts of the page in different requests 
is not necessary. This development is 
called Cloud Experience. 

When testing this service, it was noticed 
that the response time was high, in 
the order of one second. So a stress 
test for this particular service was 
generated. In this case, Tsung was used. 
Script was designed in XML to simulate 
user behaviour and scaled to 100,000 
simulated users per minute.

Through the New Relic results, it was 
found that a high consumption of 
the database occurred; not only was 
higher than expected, but it was also 
a lot more frequent. After an analysis 
carried out jointly by the Architecture 
and Infrastructure areas, information 
necessary for the construction of the 
platform required at all times was found. 
For example, the data of the sporting 
event that the subscriber wanted to see, 
but that information was not previously 
processed in a cache.

Once the cache was created and the 
extraction of this information from the 
cache instead of from the database was 
configured, the response times were 
halved. The test was run again, and 
subsequently showed results within the 
expected margins, and the service could 
then go into production. 

Launching a new service to the market 
is a huge challenge that goes through 
several stages such as strategic planning, 
architecture, development, design and 
deployment, among others. During this 
process, the stress test is necessary, 
which is testing the operation of the 
service in similar conditions to those of 
the potential real use.

The tools for the stress test allow for 
testing portions of the platforms through 
a series of requirements that simulate 
actions performed by users, with a 
similar or higher workload volume to 
the one to be faced in real conditions. 
This type of test allows for estimating 
how much a determined configuration 
of the infrastructure or executed APIs 
can support, locating bottlenecks, 
understanding the most required 
services, and whether there’s a way to 
scale when the current response exceeds 
capacity.

Not only is it useful during the stages 
prior to production, it also allows the 
improvement of the resolution of issues 
of our products, making them stand out 
due to constantly updated technology. 
In this sense, stress tests honour, in 
some way, the DevOps culture, since 
the responsible areas of operations 
and development must execute them 
collaboratively.

The tools recommended for the stress 
test include:

Tsung
A multi-protocol open code tool for load 
testing. It can be used to stress HTTP, 
WebDAV, SOAP, PostgreSQL, MySQL, 
LDAP, MQTT, and Jabber/XMPP servers. 
Through a script (a piece of programming 
code) written in XML it copies the 
instructions of what the user does when 
using that service. The tool imitates the 
user experience. It is possible, as well, to 
scale the number of users to thousands, 
or hundreds of thousands.

Apache JMeter
An open code software, 100% Java, that is 
similar to Tsung, allows performing a load 
test, in order to measure the behaviour 
or performance. Although it was originally 
designed for Web applications, its field 
of action expanded and today it includes 
SOAP/REST Web services, FTP, database 
via JDBC, message-oriented middleware 
through JMS, mail, and Java objects, 
among other test scenarios. It includes 
an interface that allows building the script 
used to attack the app that will be tested.

New Relic
This is not a testing tool, but an 
Application Performance Monitoring 
(APM) tool, and the one we recommend 
to monitor most systems. Although the 
previous two offer reports and graphs

http://www.toolboxtve.com
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THE RISE OF SELECTIVE AD BLOCKING IN CHINA
AND THE LESSONS FOR APAC’S VIDEO INDUSTRY

Just over one in five connected adults 
claim to use an ad blocker all the time. 
As the region with the highest population 
in the world, blocking is by no means 
less of an issue in Asia Pacific. In fact, 
China is leading the trend for selective ad 
blocking. 

While “always blockers” are less common, 
almost 45% of Chinese connected 
consumers claim to “sometimes block”. 
Some insight into this emerges from 
interviews with Chinese industry leaders, 
who comment on the rising numbers 

of connected consumers prepared to 
pay for a premium subscription to avoid 
seeing ads on certain channels.

With the Chinese market spending 61.2% 
of their total ad expenditure online (TV 
is at 25.8%), the consumer’s shift in 
perception of advertising is a challenge 
that cannot be understated. What insight 
can the video industry in Asia Pacific 
take from this latest trend and do in 
response? 

Selective blocking 
Some regional differences

Stay relevant, do not mistarget
The ad-blocking phenomenon needs to 
be addressed because of the message 
it sends – that ads are somehow bad 
and are to be avoided. While selective 
blocking and premium services provide 
some return to the industry, they 
reinforce the idea of ads as a negative 
force and call for solutions that bring 
more significance to the value exchange 
in advertising.

Most importantly, to make advertising 
work for consumers (and all of us) is 
to stay relevant. 49% of connected 
consumers who always use blockers state 
that they dislike advertising generally with 
the main reasons being poor creative, 
contextual inappropriateness and 
inaccurate chronology in the placement 
of ads. This clear mistargeting must be 
adjusted by placing relevance at the 
heart of the advertising trade off with 
consumers. 

Former Ogilvy’s & Mather Shanghai’s 
Vice-president and Kantar Media CIC’s 
CEO Coolio Yang adds a pertinent 
observation to this discussion. He 
states how, in his Ogilvy days, there 
were few considerations in regard as to 
how relevant an ad would be to watch. 
Research now considers what kind of 
language is used, how sentences are 
structured, and what consumers are 
susceptible to. As he observes “if we don’t 
understand the answers to these kind 
of questions, then our brand message 
will be in a form that is like trying to put a 
square peg into a round hole”.

Content is king; it is also 
everywhere 
The Chinese online ad market has 
been driven in part by sophisticated 
consumers creating online content for 
an advanced social media market. One 
in three Chinese connected consumers 
is likely to share information about 
brands having seen advertising for those, 
in comparison with only one in ten for 
connected adults in the UK, US or France. 
Paradoxically, this might have led to an 
oversupply of commercial messages that 
interferes with the enjoyment of other 
content and drive blocking.

According to MediaCom China’s General 
Manager Iris Chin, “the main impact of 
that is in terms of the overall reach, as 
some target audiences are willing to go 
for paid services. I would say those are 
the targets that more advertisers want.”

Amid discussions in the industry as to 
whether subscriptions can ever fully 
compensate for the lack of advertising 
and premium audiences, integrated 
cross-media approaches to advertising 
can make up for some of the loss of 
online reach and bring more value to 
content.

We’re living in a mixed-format economy, 
with each having its part to play. New 
media forms are, in many cases, used 
by nearly 75% of connected adults 
worldwide. The adoption of smart 
speakers is particularly relevant in China 
with one in four consumers using them. 
As these devices develop, even with 
the inclusion of the video form, and 
advertising grows within the medium, 
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there is an opportunity for brands to 
create more relevant and value-focused 
consumer engagements. 
 
Get creative to measure ad 
effectiveness 
The industry faces a dilemma. On the 
one hand, there is a call from brands and 
agencies for consistency in measurement 
across all TV and video form. On the 
other, there’s the argument that the 
ways these media forms are used is 
sufficiently different to warrant a different 
measurement approach. As Carat 
China’s Group Planning Director Yuki Xi 
pertinently observes, “what we hope to 
do is to establish a set of measurement 
standards that are universal across 
different media forms”.

To measure ad effectiveness, the video 
industry will also need to incorporate 

creative considerations around long-term 
strategy and value to give a true sense 
of how successful an ad is. 95.7% of 
Chinese connected consumers frequently 
use online video, as opposed to 75.5% 
for the average connected consumers. 
However, only 25% of consumers enjoy 
ads in online TV or online video. We must 
consider when and where consumers are 
most receptive to advertising and give 
them more of what they want and less of 
what they don’t. 
 
Consumer perceptions of advertising in 
China and Asia Pacific are not something 
that the industry can overhaul overnight. 
But with a few simple considerations, 
and by listening to what consumers want, 
there’s no reason why advertising can’t 
be something to be enjoyed rather than 
avoided. 

DIMENSION 2018 is the second instalment of Kantar Media’s landmark study exploring many 
of the key communication planning, buying and measurement issues and themes from the twin 
perspectives of those leading the media industry and the consumers they are trying to reach.
www.kantarmedia.com/DIMENSION

by Nick Burfitt
Managing Director

Kantar Media APAC

http://www.kantarmedia.com/DIMENSION
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ASIA PACIFIC AD INTEL REPORT

ASIA PACIFIC PERCENTAGE SHARE OF MEDIA SPEND Q1-Q2 2018

ASIA PACIFIC ADVERTISING EXPENDITURE BY COUNTRY 
YOY % CHANGE Q1-Q2 2018

ASIA PACIFIC SECTORS - YOY % CHANGE Q1-Q2 2018

Q1-Q2 2018 saw a soft start to the year 
with advertising spend down (-10.7%) 
compared to the first half of 2017. 

Television, newspapers, magazines and 
outdoor all contributed to the first half 
decline, whilst radio and cinema enjoyed 
continued growth.

The challenges facing the print industry 
continue, with newspapers (-2.2%) and 

magazines (-16.3%), however, outdoor 
faced the largest decline (-31.0%) after 
seeing a strong start when compared to 
the same time last year.

Despite many of the traditional media 
seeing a slower start to 2018, radio 
continued to perform, growing an 
impressive (+17.8%). 

Source: Nielsen Global Ad Intel; US$
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2018 saw a strong start to the year for 
Australia (+9.1%), Taiwan (+8.0%) and 
Thailand (+7.1%), compared to the same 
time last year (Q1-Q2). 

In addition, a further three countries 
saw at least modest growth - Indonesia 
(+0.6%), Malaysia (+2.1%), and New 
Zealand (+3.7%).

Given the challenging market conditions, 
the Philippines (-7.2%) and Singapore 
(-5.0%) have faced some slight declines 
in 2018.

On average, the APAC region grew 2.3% 
for the first half of 2018.

Four of the 12 macro sectors showed 
growth in the first half of 2018 over 
the same time last year, with durables 
(+10.0%) leading the charge. Clothing & 
accessories (+4.4%), FMCG (+2.9%) and 
entertainment (+1.3%) rounded out the 
remaining three.

Financial services saw the largest decline 
in the first half of 2018 (-20.2%). 

On average, these 12 macro sectors saw 
a moderate decline across the board of 
-5.4%. 

Automotive -4.7%
Clothing	 &	Accessories 4.4%

Distribution	 Channels -8.2%
Durables 10.0%

Entertainment 1.3%
Financial,	 -20.2%

FMCG,	2.9%
Healthcare -7.4%

Industry	&	Services -8.1%
Media -10.5%

Others -22.9%
Telecommunications -1.0%

-25.0% -20.0% -15.0% -10.0% -5.0% 0.0% 5.0% 10.0% 15.0%

APAC	SECTORS	- YOY	%	CHANGE	JAN-JUN	2018
Automotive

Clothing	 &	
Accessories
Distribution	
Channels
Durables

Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia

Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia

Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia
Australia,	9.1%

Indonesia,	0.6%

Malaysia,	2.1%

New	Zealand,	3.7%

Philippines,	 -7.2%

Singapore,	-5.0%

Taiwan,	8.0%

Thailand,	 7.1%

-8.0% -6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

APAC	ADVERTISING	EXPENDITURE	BY	COUNTRY	- YOY	%	
CHANGE	JAN-JUN	2018

Thailand

Taiwan

Singapore

Philippines

New	Zealand

Malaysia

Indonesia

Australia



116 117THE ASIA VIDEO INDUSTRY REPORT 2019

A
D

VERTISIN
G

 O
VERVIEW

ASIA PACIFIC
MULTICHANNEL TV ADVERTISING 2018
The pay TV advertising market 
continues to grow in Asia Pacific, with 
an estimated +5.1% Year-on-Year (YoY) 
growth expected in 2018.  We predict a 
compound annual growth rate (CAGR)  of 
+4.9% for pay TV over the next four years; 
performing below the prediction for the 
total advertising industry of +5.7%.
 
We continue to see future advertising 
growth for pay TV being driven by 
developing and emerging markets in Asia 
Pacific, specifically India (+12.4% CAGR), 
Indonesia (+9.4%) and Vietnam (+11.4%).  
From a volume perspective, however, 
pay TV advertising revenues will continue 
to be driven by China, South Korea and 
India, accounting for 77% of all pay TV 
advertising spend.
 
As digital growth continues in Asia 
Pacific, total TV advertising is predicted 
to decline to 30% of all advertising spend 
by 2022; compared to 36% in 2018.  
Conversely, digital spend in Asia Pacific 
will increase from 42% in 2018 to 53% 
by 2020. Budgets will continue to switch 
between media, however TV and digital 
will continue to be effective in targeting 
consumers through multi-screen 
strategies.
 
Within the digital world, video screen 
advertising will continue to accelerate 
and account for 20% of all digital spend 
by 2022; it currently stands at 15%.  
Growth in mobile video is predicted at 
approximately 25% per annum until 

2022; with online video expected to grow 
at 7% per annum. 
 
Whilst growth is still positive for the cable 
and satellite pay TV industry, we cannot 
overlook the rise of OTT in Asia Pacific. It 
is now reported that OTT TV and video 
subscriptions are expected to hit 351 
million by 2023; an increase from 141 
million in 2017.
 
Programmatic TV is also quickly becoming 
a reality in Asia Pacific with industry 
players such as MCM and Amobee taking 
the lead. Although multi-screen is the 
future for content, programmatic TV will 
ensure that TV remains relevant in Asia 
Pacific, and easier to navigate for the 
media industry.
 
For the industry, embracing new 
technologies to seamlessly buy across 
all screens offers great potential for 
the broadcast industry, advertisers and 
agencies alike. 

by Craig Harvey
Head of Research, 
IPG Mediabrands 

Asia Pacific

Global Asia Pacific

CAGR%
2018 vs. 2022

Pay TV CAGR%
2018 vs. 2022

Mobile Video +25.1%

Online Video +7.2%

Globally and within 
Asia Pacific, TV will see 
its share of advertising 
spend reduce 
as digital media 
continues to gain the 
largest share.

Specifically within pay TV, growth remains good at 5.0% between 2018-2022; 
this compares to 5.7% for total advertising spend

Within the digital space, 
mobile video will accelerate 
and account for 8% of all ad 
spend by 2022.

Source: Magna Global Advertising Forecasts (June 2018), IPG Mediabrands
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ONLINE PLATFORMS
CREATE NEW DEMAND FOR VIDEO

Television has for many years been the 
medium that people in Asia Pacific spend 
the most time with, but this year it will be 
overtaken (fractionally) by the internet. Of 
course, using the internet encompasses a 
wide range of activities, such as shopping, 
socialising and searching for information. 
Television remains the pre-eminent 
source of entertainment, and will remain 
so for years to come. But online video 
viewing is growing explosively, and will 
soon rival television viewing for the 
amount of time devoted to it.
 
In 2012, people in Asia Pacific spent 
158 minutes a day on average watching 
television, and just three minutes 
watching online video. This year they will 
spend 154 minutes watching television, 
but 70 minutes watching online video, 
which represents an average of 170% 
growth in online video viewing each 
year. By 2020 we expect television 
viewing to fall to 149 minutes per day, 
while online video viewing will reach 91 
minutes a day. Online video is already an 
established and mainstream platform for 
entertainment and information, and will 
only become more important over the 
next few years.
 
Yet the growth in online video viewing has 
not been matched by a proportionate 
shift in advertising budgets. In 2018 we 
expect advertisers to spend US$59.8 

billion on television advertising and 
US$7.7 billion on online video advertising. 
While consumers are spending 45% of 
the time with online video, advertisers are 
only spending 13% of their budgets. This 
disparity is largely due to the disparity 
between the differences in the type of 
content viewed on television and online, 
and the quality of the experience.
 
Most online video is viewed on mobile 
devices in Asia Pacific, which is a much 
less immersive experience than watching 
a programme on a large-screen television 
set, particularly if the video is viewed 
in passing while scrolling through a 
social media feed. This means viewers 
are less likely to pay attention to and 
remember ads within these videos than 
television ads. Skippable ads at the start 
of short-form videos are also less likely 
to grab the attention of viewers than 
ads within television programmes that 
viewers have dedicated their time to 
watching in full.
 
However, online video is becoming more 
like television, as platforms invest in 
high-quality and exclusive content, and 
more viewers watch online content on 
their television screens. There is huge 
potential for growth in online video 
advertising over the next few years. It 
will, however, become more and more 
difficult to distinguish quite what is 

Media consumption in Asia Pacific (average number of minutes per day)

Average viewing per day, selected markets, 2018 (all individuals)

meant by television and online video as 
technology evolves, allowing consumers 
to fluidly shift their viewing across devices 
and screens to suit their needs rather 

than how the content happens to be 
distributed. 
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Ad spend in 2018, selected markets (US$ million)

by Jonathan Barnard
Head of Forecasting, 

Director of Global Intelligence 
Zenith

Ad spend in Asia Pacific (US$ million)
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TELEVISION AUDIENCE MEASUREMENT 2018-2019

MARKETS RESEARCH 
COMPANY

PEOPLEMETER PANEL SIZE
 (HOMES/HOUSEHOLDS) RETURN PATH DATA (RPD) PANEL PANEL COVERAGE

CABLE/
SATELLITE

 MEASURED
DTT 

MEASURED
INTERNET,  TABLETS 
& SMARTPHONES

VOD &/OR
 OTT 

SERVICES  
MEASURED 

COMMERCIAL 
BREAK

RATINGS
FOR PAY TV
 CHANNELS

COMMERCIAL 
SPOT LOGS
FOR PAY TV
 CHANNELS

PAY TV
 REACH & 

FREQUENCY  
AVAILABLE

TIME SHIFT 
VIEWING 

MEASURED 
SOFTWARE

AUSTRALIA

Nielsen TAM 
on behalf of 
OzTAM

5,250 (Metropolitan) 
2,120 

(National subscription TV)
No Metro areas (5 cities) 

& nationally for Subscription TV Yes Yes
BVOD National Video 
player data reported 

separately

BVOD National 
Video player data 

reported separately
No No Yes Yes User choice*

Nielsen TAM 
on behalf 
of Regional 
TAM

3,198 (Regional) No
Queensland, Northern NSW, 

Southern NSW, Victoria, Tasmania
& Regional Western Australia

Yes Yes No No No No Yes Yes User choice*

BANGLADESH Kantar MRB 550 Homes
2,200 Individals No

Dhaka Metro, Dhaka Other Urban, 
Dhaka Rural, Chittagong Metro 

& Chittagong Rural
Yes No No No Yes Yes Yes No Media 

XPress

CAMBODIA Kantar Media 795 Diaries Phnom Penh, Siem Riep & Battambang Yes Yes No Yes Yes Yes Instar 
Analytics

CHINA

CSM 37,350
National panel: 

500,000 Smart TV Device & 52
City panel: 

200,000 Smart TV Device

1 national meter panel
78 city meter panels

12 provincial meter panels, 
39 diary city panels

13 diary provincial panels

Yes Yes Yes Yes No No Yes Yes Infosys+

Nielsen-
CCData

35M RPD terminal units 
(including DTV/IPTV/OTT TV); 

1  National RPD panel 
(100,000+HH), 2 Provincial RPD 

panels, 49 City RPD panels

SDK+modeling to individuals: Beijing
RPD: 1  National RPD panel (100 cities), 

2 Provincial RPD panels, 
49 City RPD panels

Yes-Cable No No Yes Yes Yes Yes Yes Arianna

HONG KONG CSM & 
Kantar Media 1,000 No HK Region Yes Yes From 2019 Yes No No Yes Yes Instar 

Analytics

INDIA BARC India 33,000 homes, rise to 
44,000 by March 2019

Yes (tied-up with three DPOs so 
far and in talks with others) All India (Urban + Rural) Yes Yes Digital panel set up 

No data yet No Yes Yes Yes Yes
BARC 

India Media 
Workstation

INDONESIA Nielsen 2,418 (Terrestrial) 
640 (Pay TV) No Terrestrial: 11 cities

Pay TV: 11 cities Yes No No No No No Yes No Arianna

JAPAN Video 
Research Ltd

6,900 National panel &
 separate Subscription TV

 Panel 900 *
 No Tokyo, Osaka, Nagoya, 

Sapporo & Fukuoka Yes No No No No No Yes No RVCS

MALAYSIA
Nielsen 1,100 TV Households 

in Peninsular Malaysia No Across 11 states in Peninsular Malaysia, 
covering both urban and rural

Astro Pay TV 
& Njoi

(Free Sat)
Yes

See Digital ad ratings 
(DAR) inclusive of 
desktop & mobile 

No No No Yes No Arianna 

Kantar Media 4,000 homes Across all 13 states in Peninsular & East 
Malaysia, covering urban & rural

Yes
(Astro Pay TV) No Q1 2018 Yes

(all channels)
Yes

(all channels) Yes Yes Instar 
Analytics

MYANMAR Nielsen
MMRD

1,000+ HH Diary Panel
6,000+ Individuals No 6 Key Cities within metro & urban Yes Yes No No No Yes Yes No Arianna

NEW ZEALAND Nielsen 600  (expand to 900 by 
end 2018) No National Yes Yes No No Yes Yes Yes Yes  Arianna

PAKISTAN

Medialogic 
Pakistan 1,800 Homes In process Top 26 Cities Incl. 3 Metros Yes N/A No No

Yes
(100+ 

channels)
Yes

(97 channels) Yes No
Instar 

Analytics 
+Kantar

Gallup 
Pakistan

National Diary Panel:
 2,500 HH

3,500 Individuals
(2,000 Urban HH & 500 

Rural HH)*

National (Urban+Rural) Yes N/A No No Yes No Yes No Reporter
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Survey Notes: Australia, OzTAM and Regional TAM:  Peoplemeter/OzTAM: 5 City Metro Markets: Sydney, Melbourne, Brisbane, Adelaide & Perth & Nationally for 
Subscription Australia, TV/RegionalTAM: Queensland, Northern NSW, Southern NSW, Victoria, Tasmania and Regional Western Australia Australia, User Choice* 
Gold Standard accredited software suppliers for OzTAM & RegionalTAM Data : TV Map (Broadcast M.A.P), R8ting Library for MediaWise (Day 8 Technology), AdQuest 
eTAM (Landsberry & James), Pinergy (MediaCom) OzTAM only, Arianna (NielsenTAM), TARDIIS (Starcom MediaVest Group), AdvantEdge (TechEdge) Indonesia, 
Nielsen: Terrestrial: 11 cities:Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogyakarta, Palembang, Denpasar, Banjarmasin and Surakarta. Pay TV: Greater 
Jakarta.^: CMV Indonesia sample include CMV + Fusion with TV data Japan, Video Research Ltd: Peoplemeters in Tokyo & Osaka.Non-continuous measurement,2 
week sweeps conducted every two months (12 weeks/year). Subscription TV panel is separate from national terrestrial TV panel of 6,600 homes, 52 weeks reporting 
/year Myanmar, Nielsen MMRD: Diary Panel, covering in 6 Key Cities within Metro and Urban (Yangon, Mandalay, Nay Pyi Taw, Taunggyi, Magway, Mawlamyine) 
Pakistan,Medialogic: 20 cities -  Karachi, Lahore, Islamabad,Rawalpinidi,  Faisalabad, Multan, Hyderabad, Sukkur, Gujranwala, Bahawalpur,Peshawar, Sheikhupura, 

Sailkot, Pakpattan, Jehlam, Kohat, Mardan, Larkana, Dadu and Quetta Pakistan, Gallup Pakistan: National diary panel include all 3 Metros (Karachi, Lahore, Islamabad/
Rawalpindi:  2,100 individuals) , 5 Large Cities (Faisalabad, Hyderabad, Multan, Peshawar, Quetta: 1,100 individuals), 10 Small Cities & Towns (Gujrat, Jacobabad, Kasur, 
Mardan, Pashin, Rajanpur, Rohri, Sahiwal, Sargodha, Thatta: 1,500 individuals), Rural 800 individuals Philippines PHINTAM (National Urban and Rural), NUTAM (National 
Urban), Mega TAM (Metro Manila & suburbs), MCTAM (Metro cities) South Korea, Nielsen: National and over 100 pay TV channels are monitored programme names 
or TVC spot logs.(Seoul, Incheon, Busan, Gwangju, Daejeon, Daegu, Ulsan, Gyungi Province, Kangwon Province, North Chungcheong Province, South Chungcheong 
Province, North Gyeongsang Province, South Gyeongsang Province, North Jeolla Province, South Jeolla Province, Jeju Island) South Korea, TNMS: Return Path Data 
panel size is 10,000 homes of KT IPTV Vietnam, Kantar Media, People Meter & Diaries, 1 National Diary panel, 2 Diaries panel cities: Hai Phong, Nha Trang ,4 People 
Meter cities: Ha Noi, HoChiMinh City, Da Nang, and Can Tho, 92 TV Channels monitored Programme and TVC Spot logs. 
Please contact the research company for a comprehensive report on measurement.

MARKETS RESEARCH 
COMPANY

PEOPLEMETER PANEL SIZE 
(HOMES/HOUSEHOLDS) RETURN PATH DATA (RPD) PANEL PANEL COVERAGE

CABLE/
SATELLITE

 MEASURED
DTT 

MEASURED
INTERNET, TABLETS 
& SMARTPHONES

VOD &/OR
 OTT SERVICES  

MEASURED 

COMMERCIAL 
BREAK

 RATINGS 
FOR PAY TV
 CHANNELS

COMMERCIAL 
SPOT LOGS
 FOR PAY TV
 CHANNELS

PAY-TV REACH 
& FREQUENCY  

AVAILABLE

TIME SHIFT
VIEWING 

MEASURED 
SOFTWARE

PHILIPPINES
NATIONAL Nielsen

National Panel: 3,500 
(2,000 Urban homes

 (NUTAM)
& 1,500 Rural homes

 (RTAM))

No National (Urban+Rural) Yes
Yes

(since 
March 4, 

2018)

See
Digital Ad Ratings No Yes Yes Yes No Arianna 

PHILIPPINES
METRO Nielsen

Metro Panel: 2,230 
(1,200 Mega Manila

 homes (MEGATAM) and 
1,030  homes for 8 other

 Metros (MCTAM))

No Metro Cities Yes
Yes

(since 
March 4, 

2018)

See
Digital Ad Ratings No Yes Yes Yes No Arianna 

PHILIPPINES Kantar Media

National Panel: 2,270
(1,370 Urban homes 

(Urban PH) 
& 900 Rural homes 

(Rural PH))

National (Urban + Rural) Yes
Yes

part of TAM 
panel

Yes Yes Yes Instar 
Analytics

SINGAPORE
GfK

1,200 Households 
& 2,600 Individuals 

on PC/mobile devices
No National Yes Yes Yes No No No Yes

Yes
(up to 28 

days)
Evogenius

Nielsen for 
StarHub 
SmarTAM

- Panel: 5,000 homes
Census: 449,000 homes StarHub TV Subscriber base Yes No No Yes

for VOD Yes Yes Yes Yes Arianna/
eTAM 

SOUTH KOREA
Nielsen 4,170 No National Yes Yes Yes Yes Yes Yes Yes No Arianna

TNMS 3,200 10,000 National Yes Yes No Yes Yes Yes Yes No Infosys

SRI LANKA Kantar LMRB 650 Homes
~ 2,350 Individuals National Yes Yes No No No No No No Media 

Xpress

TAIWAN Nielsen 2,000 - National Yes Yes No No Yes Yes Yes No Arianna

TAIWAN (MOD) Nielsen - 15,000 MOD subscriber base No No No No Yes Yes Yes No Arianna

THAILAND Nielsen 2,400 No National Yes Yes

See 
Digital Ad Rating (DAR) 

Total Ad Rating (TAR)
and Digital Content 

Rating (DCR) 

No Yes Yes Yes
See 

Digital 
Content 
Rating

Arianna 

VIETNAM Kantar Media

National TAM (Diaries)
 2,258 Homes & 2 Cities

 (Diary), 518 Homes &
4 Cities (PM), 1,294 

homes

National
6 cities Yes Yes No Yes Yes Yes Instar 

Analytics

TELEVISION AUDIENCE MEASUREMENT 2018-2019
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SYNDICATED MEDIA SURVEYS 2018-2019

MARKETS RESEARCH 
COMPANY SURVEY SAMPLE SIZE PANEL COVERAGE METHODOLOGY DEMOGRAPHICS CAB/SAT MEASURED DTT SOFTWARE REACH & FREQUENCY 

HONG KONG Nielsen Media Index 6,000+ Hong Kong Face-to-Face/Online 12 - 64 Yes Yes Clear Decisions Yes

AUSTRALIA Nielsen Consumer & Media View 22,000 Australia Online 14+ Yes Yes Clear Decisions No

NEW ZEALAND Nielsen Consumer & Media 
Insights 11,000 New Zealand Face-to-Face/Online 10+ Yes No Clear Decisions Yes

INDONESIA 11 cities Nielsen Consumer & Media View 17,000 Indonesia, 11 cities Face-to-Face 10+ Yes No Clear Decisions Yes

MALAYSIA Peninsular Malaysia 
only Nielsen Consumer & Media View 10,000 Peninsular Malaysia Only Face-to-Face 15+ Fused with 

TAM data
Fused with 
TAM data Clear Decisions Yes

MYANMAR Nielsen 
MMRD Consumer & Media View 5,500+ National Face-to-Face 10 - 64 Yes Yes Clear Decisions No

PHILIPPINES National Urban Nielsen Consumer & Media View 10,000 National Urban Face-to-Face 10+ Yes Yes Clear Decisions Yes

SINGAPORE Nielsen Consumer & Media View 4,200+ Singapore Face-to-Face 15+ Yes No Clear Decisions Yes

THAILAND Nielsen Consumer & Media View 9,000+ National Face-to-Face 12+ Yes Yes Clear Decisions Yes  
(Print only)

TAIWAN Nielsen Media Index 10,000 National Face-to-Face/Online 12 - 65 Yes Yes Clear Decisions Yes

BANGLADESH Kantar MRB National Media Survey
 (NMS) 16,200 National Face-to-Face 15+ Yes No ThinkMedia Yes

SRI LANKA Kantar LMRB National Demographic 
& Media Survey (NDMS) 12,500 National Face-to-Face/CAPI 6+ Yes No QuestPlus No

VIETNAM Kantar Media Media Habit Survey 
(MHS)

6 Cities 9,352
 (Urban) 

National 7,200
 (exc 6 cities) 

6 cities & National Face-to-Face/
Self completed 15-54 Choices 4 Yes

CHINA CTR CNRS-TGI 100,000 60 1-4 tier cities Face-to-Face/Self
completed/Online 15-69 Fused with 

TAM data
Fused with 
TAM data Clear Decisions Yes

INDIA IMRB India 51,000 National Face-to-Face/
Self completed 15-55 ABC

HONG KONG Ipsos Media Atlas Hong Kong 5,000+ Hong Kong CATI/Online/
Face-to-Face 12 - 64 Yes Yes User choice Yes

11 ASIA MARKETS 
Ipsos Affluent Asia 24,000+

Hong Kong, Singapore, Malaysia,  Taiwan, 
Thailand, Indonesia, Philippines, Korea, 

India, Australia, China
CATI/Online

Affluent/BDM/
Top Management

Age 25 - 64
Yes No User choice Yes 

Ipsos GBI (Global Business 
Influencer Survey) 6,500+

Australia, China, Hong Kong, Indonesia,
 Japan, Malaysia, Philippines, Singapore, 

South Korea, Taiwan, Thailand
 Online

Senior business execs 
in companies with 50+ 

employees
Yes No User choice Yes

14 ASIA MARKETS GlobalWeb
Index GlobalWebIndex 148,248

Australia, China, Hong Kong, India, 
Indonesia, Japan, Malaysia, New 
Zealand, Philippines, Singapore,  

South Korea, Taiwan, Thailand,  Vietnam
Online 16-64 year old 

internet users Yes GWI Pro Yes



130 131THE ASIA VIDEO INDUSTRY REPORT 2019

M
EA

SU
REM

EN
T G

U
ID

E

MARKETS RESEARCH 
COMPANY SIZE OF PANEL PLATFORM COVERAGE METHODOLOGY CORE REPORTING METRICS DEMOGRAPHICS

AUDIENCE
SEGMENTATION 

(BEHAVIOUR)

MULTI-
PLATFORM 
REPORTING

ONLINE
 VIDEO 

REPORTING
PLANNING TOOLS

AUSTRALIA Nielsen
7,000 PC

2,000 Smartphone
750 Tablet

PC + Smartphone + Tablet
Panel-only measurement for 

audiences. Engagement metrics
 fused with census collection from 

tags where applicable

Audience-based metrics such as
 reach, page views-based metrics 
including page views per person,
 session-based metrics including 

sessions per person and time based
 metrics including time per person

Age, Gender, 
Income, 

Education 
and Region

Yes Yes n.a.
Measurement of static
 content on apps and

 websites across 
multiple platforms

HONG KONG Nielsen Mobile: 1,200 Smartphone + Tablet Meter
Reach, Time Spent, Page Views, App

 Launches, Platform, Unique 
Audience, and Categories

Age, Gender, HH status, 
Married status,  working 

& income status
Yes Yes n.a. n.a.

INDIA Nielsen
8,000 Smartphone

internet users in
urban India

Android Passive measurement

App Usage: 
Reach, Time Spent, App Launches,
 App Installations / Uninstallations

Call/SMS and Data Usage: 
Cellular & WiFi Data used, data by

 Network Tech (2G, 3G, 4G) & 
Telecom Service Provider, Call & SMS 
Usage by Telecom Service Providers
 (can report multi-SIM behaviour)

Age, Gender,
Town Class Yes Android 

Smartphones Yes n.a.

JAPAN Nielsen 8,000 Smartphone
40,000 PC PC + Smartphone Not calim based but actual log 

behaviour-based tracking

Unique Audience (000), Active Reach 
(%), Total Sessions (000)

Sessions Per Person, Total Minutes 
(000), Time Per Person (hh:mm:ss)
Total Page Views (000), Page Views 

Per Person

Age, Gender, Income,
 Marital  Status, 

Education, Occupation

Adhoc report can 
cover behaviour

 based segmentation 
like panels who use
 particular app more

 than 10 times 
a month

Total audience
number report

 is delivered
 as one of 

element in
 DCR

n.a. n.a.

NEW ZEALAND Nielsen 3,000 PC PC Only
Panel-only measurement for 

audiences. Engagement metrics
 fused with census collection 
from tags where applicable

Audience based metrics such as
 Reach, page views based metrics
 including page views per person,
 session based metrics including

 sessions per person and time based
 metrics including time per person

Age, Gender,  Income,
Education, Occupation, 

Household Size
 and presence of 

children

Yes n.a. n.a.
Measurement of static

 content on desktop
 apps and websites

SOUTH KOREA Nielsen PC: 12,000
Mobile: 7,000 PC + Smartphone Panel-only measurement for 

audiences
Reach, Install, Time spent, 

Pageview, Session

Age, Gender,  Region, 
Occupation, Marriage, 

Income, Lifestyle,
 Education

Yes Yes Yes
Measurement of static
 content on apps and

 websites across 
multiple platforms

DIGITAL AUDIENCE MEASUREMENT 2018-2019

THAILAND Nielsen

Nielsen TAM Panel - 8,500
 individuals

Nielsen Digital Ad Ratings - 
Facebook universe (millions) 

with calibration panel. 
50-60% of content 

impressions matched to a
 Facebook profile

TV - Nielsen TAM - 
National TV coverage

Digital - Nielsen DAR - 
Desktop, Mobile (Smartphone 

and Tablet, Web and App)

Determininistic Panel Match using
 Nielsen proprietary Audience Link

 Approach, creates single source TV +
 Digital panel

Unique Audience, Impressions, 
Frequency, GRP, On Target %

TV Only Exposure, Digital Only, 
TV+Digital, Unduplicated Audience

Age and Gender Yes Yes

All industry
 standard

 video
and display
advertising

Measurement of
 digital campaign 

Impressions, Reach,
 Frequency, GRP and

On Target %

TOTAL AD RATINGS
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DIGITAL CONTENT RATINGS 2018-2019

MARKETS RESEARCH 
COMPANY SIZE OF PANEL PLATFORM COVERAGE METHODOLOGY CORE REPORTING 

METRICS DEMOGRAPHICS
AUDIENCE

SEGMENTATION 
(BEHAVIOUR)

MULTI-
PLATFORM 
REPORTING

ONLINE VIDEO REPORTING PLANNING TOOLS

AUSTRALIA
JAPAN Nielsen

Facebook universe 
(millions) with 

calibration panel. 50-60% 
of campaign impressions 

matched to a Facebook
 profile

Desktop, Mobile
(Smartphone and Tablet, Web and App)

Panel, Survey, Census 
Collection from Tags, 

Facebook Attribution, SDK
 or Platform Integration

Unique 
Audience, 

Impressions, 
Frequency, GRP,

 On Target %

Age and 
Gender Yes Yes All industry standard video 

and display advertising
Measurement of digital 

campaign Impressions, Reach,
 Frequency, GRP and On Target %

INDONESIA
INDIA 
MALAYSIA
NEW ZEALAND
PHILIPPINES
SINGAPORE
THAILAND

Nielsen

Facebook universe 
(millions) with 

calibration survey. 
50-60% of campaign 

impressions matched to a
 Facebook profile

Desktop, Mobile
(Smartphone and Tablet, Web and App)

Survey, Census Collection
 from Tags, Facebook 

Attribution, SDK or Platform 
Integration

Unique 
Audience, 

Impressions, 
Frequency, GRP,

 On Target %

Age and 
Gender Yes Yes All industry standard video 

and display advertising
Measurement of digital 

campaign Impressions, Reach,
 Frequency, GRP and On Target %

CHINA Nielsen
Tencent + Weibo 

universe 
with calibration panel

Desktop, Mobile
(Smartphone and Tablet, Web and App), OTT

Survey, Census Collection
 from Tags, 

Weibo + Tencent 
Attribution, 

SDK or Platform Integration

Unique 
Audience, 

Impressions, 
Frequency, GRP,

 On Target %

Age and 
Gender, 

Behavioural
Yes Yes All industry standard video 

and display advertising
Measurement of digital 

campaign Impressions, Reach,
 Frequency, GRP and On Target %

MARKETS RESEARCH 
COMPANY SIZE OF PANEL PLATFORM COVERAGE METHODOLOGY CORE REPORTING 

METRICS DEMOGRAPHICS
AUDIENCE

SEGMENTATION 
(BEHAVIOUR)

MULTI-
PLATFORM
REPORTING

ONLINE VIDEO REPORTING PLANNING TOOLS

AUSTRALIA
JAPAN Nielsen

Facebook universe 
(millions) with 

calibration panel. 50-60% 
of campaign impressions 

matched to a Facebook
 profile

Desktop, Mobile
(Smartphone and Tablet, Web and App)

Panel, Survey, Census 
Collection from Tags, 
Facebook Attribution, 

SDK or Platform Integration

Reach, 
Time Spent,
 Page Views, 

App Launches,
Platform, 

Content Type,
 Unique Audience

and Categories

Age and 
Gender Yes Yes

Measurement of digital video 
and static content Reach, 
Time Spent, Page Views, 
App Launches, Platform, 

Content Type, Unique Audience,
 and Categories

Measurement of video 
and static content, 
apps, audio, etc.

THAILAND Nielsen

Facebook universe 
(millions) with 

calibration survey. 
50-60% of campaign 

impressions matched to 
a Facebook profile

Desktop, Mobile
(Smartphone and Tablet, Web and App)

Survey, Census Collection
 from Tags, 

Facebook Attribution, 
SDK or Platform Integration

Reach, 
Time Spent,
 Page Views, 

App Launches, 
Platform, 

Content Type,
 Unique Audience, 

and Categories

Age and 
Gender Yes Yes

Measurement of digital video 
and static content Reach, 
Time Spent, Page Views, 
App Launches, Platform, 

Content Type, Unique Audience,
 and Categories

Measurement of video 
and static content, 
apps, audio, etc.

DIGITAL AD RATINGS 2018-2019
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DIGITAL AUDIENCE MEASUREMENT 2018-2019

MARKETS RESEARCH
COMPANY SIZE OF PANEL PLATFORM COVERAGE METHODOLOGY CORE REPORTING METRICS DEMOGRAPHICS

AUDIENCE
SEGMENTATION 

(BEHAVIOUR)

MULTI-
PLATFORM 
REPORTING

ONLINE VIDEO 
REPORTING PLANNING TOOLS

AUSTRALIA
CHINA
HONG KONG
JAPAN
SINGAPORE
TAIWAN
VIETNAM

comScore

 2 million-person global 
human panel and 

extensive comScore 
census network

Desktop, Mobile 
(Smartphone and Tablet, Web and App)

People Panel, Enumeration Survey,
 Server Tags, SDK 

Unique Visitors, Minutes, 
Page Views, Visits

Age, Gender, 
Expanded 

Demographics*
 (depending on

 market and 
product)

Yes Yes
Unique Video Viewers, 

VideoStreams, 
Viewing Duration, 

Total Minutes

Campaign Reach/Frequency,
 Video Reach/Frequency

INDIA
INDONESIA
MALAYSIA

comScore Desktop, Mobile 
(Smartphone and Tablet, Web and App)

People Panel, Enumeration Survey,
 Server Tags, SDK

Unique Visitors, Minutes, 
Page Views, Visits

Age, Gender, 
Expanded  

Demographics* 
(depending on

 market and 
product)

Yes Yes
Unique Video Viewers, 

Video Streams,
 Viewing Duration, 

Total Minutes

Campaign Reach/Frequency,
 Video Reach/Frequency, 

Mobile and Multi-Platform
 Reach/Frequency

NEW ZEALAND comScore Desktop, Mobile
(Smartphone and Tablet, Web and App)

People Panel, Enumeration Survey,
 Server Tags, SDK 

Unique Visitors, Minutes, 
Page Views, Visits Age, Gender Yes No

Unique Video Viewers, 
Video Streams,

 Viewing Duration, 
Total Minutes

Campaign Reach/Frequency,
 Video Reach/Frequency
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MARKETS RESEARCH 
COMPANY PANEL SIZE

CAMPAIGN 
AD FRAUD 
& INVALID 
TRAFFIC 

DETECTION

CAMPAIGN 
VIEWABILITY

CAMPAIGN 
BRAND 
SAFETY

GEOGRAPHIC 
AD DELIVERY

CAMPAIGN AUDIENCE, 
GROSS RATING POINT 

(GRP) AND TARGET 
RATING POINT (TRP)

AUSTRALIA comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

CHINA comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

HONG KONG comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

INDIA comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

INDONESIA comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

JAPAN comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

MALAYSIA comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

NEW ZEALAND comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

SINGAPORE comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

TAIWAN comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

VIETNAM comScore Internet 
Universe Yes Yes, Free Yes Yes Yes

DIGITAL ADVERTISING AND AUDIENCE VALIDATION 
2018-2019

ACRONYM INTERPRETATION
ABEI (Vietnam) Authority for Broadcasting and Electronic Information
ABR Adaptive Bit Rate
ADSL Asymmetric Digital Subscriber Line
AIDCF All India Digital Cable Federation
ARPU Average Revenue Per User
AVOD Advertising-supported Video on Demand
CAGR Compound Annual Growth Rate
CAPEX Capital Expenditure
CAS Conditional Access System
CDN Content Delivery Network
DRM Digital Rights Management
DTH Direct to Home
DTT Digital Terrestrial Television
DVB Digital Video Broadcasting
DVB-CA Digital Video Broadcasting – Conditional Access
DVB-H Digital Video Broadcasting – Mobile handsets
DVB-S Digital Video Broadcasting – Satellite
DVB-T Digital Video Broadcasting – Terrestrial
DVR Digital Video Recorder
EPL English Premier League
FTA Free To Air
FTTx Fibre to the x (Broadband network using optical fibre for last mile)
HUT Homes Using Television
HVOD Hybrid Video on Demand
IPOS Intellectual Property Office Singapore
IPTV Internet Protocol Television
ISD Illegal Streaming Device
ITU International Telecommunication Union
KCC Korean Copyright Commission
KCC Korean Communications Commission
MCMC Malaysian Communications and Multimedia Commission
MIC (Vietnam) Ministry of Information and Communications
MSO Multi-System Cable Operator
NBTC (Thailand) National Broadcasting and Telecommunications Commission
NCC (Taiwan) National Communication Commission
NTC (Philippines) National Telecommunications Commission
OTT Over The Top
OPEX Operating Expenditure
PCTA Philippines Cable Television Association
PMEB Professional, Manager, Executive, Business Person
PPV Pay Per View
QOE Quality of Experience
QOS Quality of Service
PUT Person Using Television
RPD Return Path Data (Viewing information from a set top box)
STB Set Top Box
STBA (Taiwan) Satellite Television Broadcasting Association
SVOD Subscription Video on Demand
TAM Television Audience Measurement
TRAI Telecom Regulatory Authority of India
UHD Ultra High Definition TV
UGC User Generated Content
UI User Interface
UX User Experience
VAS Value Added Service
VCA Vietnam Content Alliance

OTHER TERMS
Cord-cutter Someone who drops their cable subscription in favour of internet provided content
Cord-never Someone who has never signed up to a commercial cable subscription
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