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POLICY ROUNDTABLE SUMMARY – 4 NOVEMBER 2019 
 

Opening remarks by John Medeiros, Chief Policy Officer, AVIA. Medeiros thanks presenting sponsors 

of the Policy Roundtable: Disney, HBO, HotStar, NBC Universal and Netflix, and reminds participants 

that the Chatham House Rules apply at this event, so speaking individuals will not be quoted. 

Session 1 – CONTENT PARTNERSHIPS, INVESTMENT AND POLICY BEST PRACTICES 

This session discussed best approaches to regulating the film and TV content production industry, 

including production incentives and other factors to promote industry growth, followed by reflections 

from the industry and government sectors on recent policy initiatives.  

Best Practice in Screen Sector Development 

A speaker representing a creative industries consultancy firm shared that many governments have 

recognised that the film and TV production industry delivers a whole range of economic and cultural 

benefits, which are rising due to substantial growth in consumer demand for content, particularly in 

the digital home entertainment space. With regards to best practice, the report focuses on four key 

areas of government policy: 

1. Automatic production incentives – a very popular and effective way of incentivising 

production; 

2. Workforce capacity – the growth of incentives means there are increasing challenges, 

particularly on the workforce pool and infrastructure needs; 

3. Capacity building in infrastructure and services; and 

4. Having a film-friendly production environment 

The report defines best practice as maximising film and TV production activity in a given jurisdiction 

and looks at the importance of growing local and indigenous as well as international production. A set 

of well-designed policies and initiatives that avoid unintended negative consequences is crucial in this 

sector. 

The speaker stated that rules governing incentives must be clear and unambiguous. There are a wide 

range of incentives to attract production, especially in areas of permits, immigration, customs and 

taxes. Despite this, workforce development remains a challenge; there is a need to ensure that there 

is enough workforce capacity to handle the huge increase in demand for content production. 

Moreover, building required infrastructure takes longer than putting in place incentives, which can 

take at least a couple of years to build. Typically, the private sector takes a larger role in meeting these 

requirements.  

Industry, for its part, needs to be precise in communicating to regulators all the benefits flowing from 

production, since these are often not well understood in governments. Government support often 

comes from cultural ministries, but it is the substantial economic benefits often drive policy. 
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There are many factors that can impede industry growth, but ultimately a film-friendly approach 

needs to be founded on: simplicity of production and its regulation; ease of movement of people and 

resources; access and understanding; efficient responsiveness by players. The speaker cites several 

Asian examples of positive approaches.  

Reflections in the Industry 

Several key industry players have been practicing positive approaches to local original productions by 

engaging with governments. In Singapore specifically, one industry speaker explains that his company 

has been working with the IMDA and has been gaining government support by working with 

Singaporean companies and engaging Singaporeans to build talent. Responses have been very positive 

so far because Singapore policies are very transparent and embody a regional outlook. Similarly, IMDA 

has also been trying to produce regionally and has been improving by being clear and consistent in 

terms of closing and getting funding and also being responsive to such approvals. However, there are 

still evolving conversations in this area because different countries have different outcomes that are 

expected in return for support they give.  

Another industry executive stated that IMDA has a straightforward approach of production grants vs. 

tax incentives; the ability to get a portion of the production grant is commercially friendly. On a larger 

scale, workforce development must be discussed as a region because productions in APAC are not 

specific to one country. Having film production as a work-pass exempt activity is critical because it 

allows talent to be brought in from anywhere. Moreover, safety standards for physical productions 

are important and need to be raised in APAC because there are differing levels across many local 

countries in Asia compared to international standards.  

Another industry executive emphasised the importance of local and global partnerships. With local 

businesses having a more established presence, there is higher potential to offer more flexibility to 

consumers, especially in terms of original content. Her company aims to bring original scripts to screen 

and will help distribute content globally buy promoting pre-buys. While film and TV titles were 

typically released theatrically, there is an increasing amount being released through TV. This online 

model allows content to be discovered at any time. 

Investments related to productions are not small, and include substantial secondary economic 

investments such as procurement for transportation, catering, etc. These big production budgets and 

the scope of investment ultimately depend on the range of required services. With respect to policy 

and regulation, her company’s experience shows that clarity and a high degree of predictability, as 

well as transparent processes, are all needed for the industry to grow. Regulators must comply with 

set timeframes for decision-making and put measures in place to ensure consumers can benefit from 

innovation in the space. 

A Regulator’s Perspective 

A regulator from Japan explained that the Japanese movie and TV market satisfies local companies 

but needs to include other Asian markets to facilitate growth. As a result, the government supports 

the industry to explore markets outside of Japan and recognises the importance of collaboration with  
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other countries’ markets to not only promote content and accumulate new knowledge, but to also 

gain investments in the Japanese market as well since every country can launch OTT and other 

services. The Japanese government is seeking co-production treaties with other countries, such as 

China and upcoming treaties are expected with Italy and France. Despite these treaties, the process 

doesn’t always work as it is written. 

Film incentives are few and are carried out jointly by the local and central governments, which is an 

issue. To offer a large enough incentive that can compete with other countries, it is important to 

discuss the economic impact of the industry. A study by the Motion Picture Association showed a 

contribution of seven trillion JPY, accounting for 1.25% of GDP. The figure may not include the ripple 

effect of tourism. Japan’s focus on digitally transforming the film industry and market is also 

important. The Japanese government has been subsidising a software company to create a production 

accounting system to help local production companies change the way they conduct business. 

However, in terms of screen priority, the quality of the content is more important than the screen it 

is consumed on. 

What are the Factors Influencing Public Policy? 

A couple of participants noted that narratives were crucial and production incentives could be 

influential across different territories. It would therefore be clever for narratives to be developed and 

produced across multiple countries. Currently, Finland, Estonia and Latvia are working together by 

looking at a common market effort to harmonise the rules of their incentives and make movement of 

crew and equipment easier. 

One participant mentioned that it is hard to see many good examples of public policy initiatives.  The 

skills may exist in the economy but not in the industry so there is an opportunity to take existing skills 

in different industries and create fast track schemes to help move them across to film for more money 

and travel opportunities.   

Importance of Government and Industry Partnerships 

A regulator noted that there is great opportunity for partnership between government and industry 

in this time of convergence of technology and use of technology to deliver content. With OTT and 

increased broadband access, there is an opportunity to work together to deal with content regulation 

in a very customised manner. While there are tensions between demand for local content and global 

audiences, as the regulator, there are also needs to respect cultural insensitivities. At this point in 

time, there are further opportunities to customise content, especially with content curators for online 

services.  

Although there are issues around pirating content, laws will change eventually. Regulators are doing 

what they can within the confines of current laws to discourage piracy. Another regulator mentioned 

that although the piracy isn’t tapering off, the government remains open to partnerships and new 

ideas; new technologies will circumvent old ways of enforcement. While there have been conversions 

of some pirates to legal users, there is now a need to focus on persistent pirates. 

With regards to the move from pay TV to curated OTT content, an industry executive mentioned that 

the conditions surrounding linear pay TV are different to internet-based services. However, regulatory  
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reforms are mostly written for pay TV and put out as is for all platforms. A cable company executive 

does not see internet ever being unregulated due to border control. For them, the linear pay TV 

business is generally healthy although they face cord cutting and piracy. 

A regulator reiterated the necessity for cross sectoral cooperation within government as well as 

industry.  Another industry executive added that it is also the coming together of all other best 

practices, infrastructure, crew, free movement.   

In closing remarks, an industry executive addresses the investment risk due to the transforming media 

industry and regulatory uncertainty. As Hollywood was seen as old in the early 21st century, the launch 

of the digital world and onslaught of digital services raised several questions and decisions about: 

1. Relevancy of content; 

2. Innovation and technology; and 

3. Importance of brand. 

These three issues helped her company make decisions by respectively going back to the company’s 

core values, thinking about how technology changes how content can be consumed and how stories 

can be told, and how to correlate a brand with quality. It is important to find where the consumer 

wanted you to be and then invest to be in that space.  Regulatory requirements may make sense at a 

given point in time but if they don’t mature or evolve over time, it could result in something less 

consumer friendly despite the common goal of serving the consumer. 

Session 2 – DATA PRIVACY AND MEDIA COMPANIES IN ASIA 

A speaker from AVIA mentions that the e-commerce, social media, advertising and UGC industries 

have all been targeted by data privacy regulations but the curated media industry is also affected by 

data privacy rules. There are now many Asian entities who are offering trans-border video services; 

data privacy rules are a particular problem for smaller entities, which are more vulnerable to death by 

regulation compared to larger established companies. One of the challenges in Asia is the different 

patchwork of regulations in the region. Asian companies conducting business with European 

consumers must adjust policies and practices to suit the new EU rules.  For this reason, some Asian 

governments are looking to bring their laws into sync with the EU; others are concerned by the EU’s 

“adequacy” requirements for regulatory reciprocity.   

GDPR’s Impact on Data Privacy Rules 

A speaker representing a UK law firm stated that Europe has had a common set of rules since 1998 

due to a desire to create a single digital market building upon existing European law. Individual 

countries were able to add to the baseline regulation but it led to great differences because different 

parts in Europe have different cultural approaches to data privacy.  Hence the GDPR was developed.  

People have had to reengineer their business processes to comply with GDPR. In the UK, regulators 

have given industry six months to comply with GDPR.  GDPR has torn up the rule book on how to trade 

online advertising and has strengthened the hands of the big players because of their ability to collect 

and process the data in accordance with the requirements.  Brands are concentrating their marketing 

money with big players because they think that will reduce their risk exposure.  As a result, smaller ad 

tech companies now find it harder to protect and promote local businesses. 
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GDPR’s Impact on APAC  

Another lawyer commented that while Asia is a fragmented region in terms of laws and a patchwork 

of regulations, it is not a daunting experience to achieve privacy compliance across the region.  

However, the reality is that since businesses now have more direct contact with consumers due to 

technological advances, more data is being collected.  Consumers are increasingly aware of their rights 

or at least that organisations need to care about their data, which has led to greater motivation on 

regulators to address the issue. There has been a lot of borrowing of GDPR concepts by regulators in 

Asia because it is seen as the gold standard by regulators in the region.  

Understanding GDPR is an advantage but there are lots of local nuances. Incomplete borrowing of 

concepts has meant that effects can be quite different, raising the question of whether companies 

should therefore adopt the most stringent standard. But the risks of over compliance can be great. It 

is important to look at questions like what kind of consumers are being targeted, what kind of data is 

being collected, for what purpose and in which jurisdictions when determining level of compliance. 

There are efforts at alignment in Asia like the APEC Cross Border Privacy Rules, which has been signed 

by several countries so far. If certified to these rules, it would show that a company has adequate 

polices in place which may make cross-border transfers easier. There is recognition that not everyone 

will have the same prescriptive rules but the hope is that regulators will focus on companies’ intent to 

comply. 

Protection of consumer privacy needs to be balanced with not stifling innovation and the growth of 

the digital economy.  Indonesia had a very strict data localisation law until very recently; it was relaxed 

only when the President spoke about the need to focus on growth of digital economy. 

A lot of tech companies have been engaging with regulators on privacy but there hasn’t been 

engagement by many media companies. It is important for media companies to have more of an active 

presence in these discussions with regulators in order to have different voices drive the discussion 

with regulators. Leaving it to the tech companies may mean regulators are more wary given the 

Cambridge Analytica case. 

A participant noted that compliance with GDPR has not been as difficult as expected. Internal data 

transfer agreements between European and UK entities and European and US entities have been 

satisfactory.  But they noted concern for smaller business who have been collecting data, perhaps not 

as the core part of their business. Also, by the time businesses finish the process of aligning with GDPR, 

there may be new rules to comply with. 

Issue of Data Privacy in Government 

A regulator mentioned that in their government, data privacy was the basis of objections. The court 

decided that data privacy was a fundamental right, and any law enacted has to respect that as a 

fundamental right. Since then, a draft law of data privacy has been developed. 

The Indian telco industry framework is based on ownership, privacy and security. All broad data 

principles are encapsulated and there is a need to balance between privacy and purpose. A lot of the 

draft in India draws from GDPR but one difference is the individual’s right to their own data through  
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the digital consent framework, in which users can extract their own data from organisations that have 

collected it. In turn, the user can then use the data for their own benefit. Data fiduciaries have been 

created to act on behalf of the user to get their data. 

An industry executive emphasised the importance for regulations to recognise the different purposes 

for which data may be collected and used. This was reiterated by a regulator who added that there 

are different levels of importance between datasets. 

To close off, a speaker reminded that it is important not to over-regulate in order to target a few bad 

actors, whose worst practices should be caught by other regulations.  Regulators are not held captive 

by very vocal and ardent privacy lobbyists. 

 

 

Closing remarks by Louis Boswell, CEO, AVIA. Boswell invites participants to join in other activities of 

the Asia Video Summit, and once again thanks the presenting sponsors of the Policy Roundtable. 

 


