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

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 through its Coalition Against Piracy (CAP) 
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aimed to support a vibrant video industry.
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FOREWORD At the same time, we are also discussing 
the lightening of legacy regulations for 
linear television. It makes no sense 
for millstones to remain around an 
industry that is facing cyclical challenges 
on an unprecedented scale. Rules 
that were fit for purpose in the 1990s 
when the internet was barely born, are 
demonstrably not fit for purpose in 2021.

The second issue is PIRACY. We have 
seen incontrovertible proof this year 
that we can succeed in the fight against 
piracy. Site blocking works and the results 
from Indonesia are proof positive of this. 
We have also seen significant progress 
in Malaysia and Singapore among other 
markets. It is not rocket science. If a 
website or app is building its business 
model around showing infringing content, 
it should be blocked. And if the content 
hops, it should be blocked again. Now 
what we need to do is move to a system 
that blocks effectively, blocks quickly and 
blocks without being easily circumvented. 
This is not an issue of free speech or a 
free internet. It is a basic issue of theft in 
plain sight, and governments, ISPs and 
industry all being prepared to do the 
right thing. Kudos to Indonesia for their 
success in 2020.

The last theme is ADVERTISING. Video 
delivered over the internet has been 
commoditised. The value proposition of 
an ad placed next to a user-generated 
social media video is entirely different 
to that of one placed next to a piece of 
premium content that has cost millions to 
produce. But that is not yet acknowledged 
or recognised by media buyers, and 
we are too small individually today to 
change that. That is why we need to work 
together to provide common standards 
and definitions so that we can create and 
define the category of premium streaming 
video, and while individually we may 
lack scale today, together we cannot be 
ignored.

And “TOGETHER” is the common 
denominator of all these initiatives and 
more, that is at the core of how AVIA 
serves the video industry. It is not us 
who do all the work, it is you. AVIA is the 
vehicle where we bring the talent from 
our industry together to grapple with 
these problems and solve them. We 
worry about 2021 as much as you do, but 
we need your support more than ever 
because your support for AVIA is support 
for you, your company and our industry 
as a whole. 

Louis Boswell
Chief Executive Officer

Asia Video Industry Association

The AVIA Video Industry Report 2021 is a 
snapshot of the state of the video industry 
as 2020 comes to a close and 2021 
looms into sight. It has been very hard 
this year to write this foreword. There will 
be many of us who will be very happy to 
see the back of 2020. Who would have 
thought a year ago of what was to come? 
It has been a year of incredible business 
challenges but these have been dwarfed 
by personal trials and tragedies. Many 
have lost jobs and careers and far worse, 
some in our industry have lost their lives. 
Our thoughts are with them and their 
families.

As I write this, it is far from clear that 
things will turn around soon enough for 
2021 to look much better and indeed 
for many it could be significantly harder. 
However, despite the indisputable 
difficulties we are going through, there 
are still positives to draw on and highlight, 
and that is what I intend to do here.

I want to highlight three key themes 
where progress is being made, and the 
reason for that progress is because we, 
as an industry, are working together in 
common cause - the very DNA of AVIA.

The first theme is POLICY. There are 
many business challenges with the 
slowing down of one industry and the 
advent and growth of another – I am 
talking of course of linear vs streaming. 
The sources of revenue – consumers 

seeking great programming - may remain 
the same but the business models are 
entirely different. While varying market 
by market, the burden of regulation in 
linear television is significant. Today in the 
world of streaming, it is not. That is the 
good news. But we are at an inflection 
point because that could change. There 
are clearly some in our industry and some 
in governments who think that streaming 
should be regulated just like television. 
We disagree. We are not anti-regulation, 
but we do not believe an industry that 
enjoys no monopoly and indeed has 
many online competitors, invests and 
supports local economies, that entertains 
populations and scrupulously follows the 
laws of intellectual property, needs heavy 
intervention. As more video is delivered 
over the internet, it would be perverse 
to single out our curated online offerings 
for intervention. To do so could cripple 
growth in a world where social media 
understandably now consumes much of 
people’s time, and less understandably, 
piracy is still allowed to thrive. 

The good news is that we are working 
together, and we are working with 
governments, explaining our industry and 
explaining what we all need to grow and 
prosper. And for now we are succeeding. 
But we will need to continue working 
together and it is important that we are 
all focused on this issue because we have 
a once in a lifetime opportunity to get it 
right.
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range and volume of content, at a time 
and in a format that suits them.
AVIA promulgates the view that if 
regulations are needed then they should 
be developed for the times in which 
we live. This would ensure that any 
regulations are fit for purpose, developed 
in consultation with an industry and 
take into account that responsible 
OCC providers are already keen to 
demonstrate that they are good citizens, 
as shown through the development of the 
two OCC self-regulation content codes in 
Asia – in ASEAN and in India. 

Based on our Regulatory Survey, 2020 
is also the year that we’ve refreshed our 
policy matrices, updating them from 2018 
with new information on regulations on 
the pay-TV and OCC industries. These, 
along with data on specific advertising 
rules, will be placed online in the AVIA 
website’s members-only section. This year 

in particular we asked our Knowledge 
Partners to produce separate matrices 
just for OCC providers in order to collect 
information about both what currently 
exists but also, more importantly, what 
may be in the pipeline. 

Looking forward to 2021 I do of course 
hope that resumption of normal business 
travel will become possible. Engaging 
with policymakers in person is vital to 
better understand their concerns and 
issues, as well as to offer alternative 
views. We’re also hoping to roll out more 
in-country industry engagement to better 
understand industry views on some 
of our top-level issues as well as share 
members' views. It is only when working 
together to better understand different 
perspectives that we can hope to forge a 
way forward that is beneficial to all. 

POLICY 

PO
LICY

by John Medeiros
Chief Policy Officer

AVIA

To say that the past 12 months have been 
interesting would be the understatement 
of the year. As an industry we’ve faced 
possibly the hardest challenge in our 
history as a global pandemic added to 
the disruption already underway. And 
for AVIA as a trade association, trying to 
engage policy makers virtually, COVID-19 
has brought a unique set of issues. Still, 
even though we couldn’t travel, that 
doesn’t mean that regulators in our 
region have sat around quietly. Indeed, 
the policy team have been kept busy 
writing submissions, participating in 
virtual consultation exercises, organising 
policy webinars and preparing briefing 
papers and op-eds. And, of course, pulling 
together our Thailand in View report, in 
conjunction with our virtual Thailand in 
View event. 

In addition, this has been the year of our 
triennial Regulatory Survey, when we 
marshal a team of Knowledge Partners 
to look in detail at which governments 
have changed rules, and which might be 
thinking now of making changes. That 
exercise, too, has been affected by the 
pandemic, as we have seen governments 
reacting to the consumer spike in TV 
streaming, both by slapping on new tax 
burdens and by devising new rules to try 
to put their respective national stamps 
on what is – to their dismay – a very 
international content delivery system. 

Indeed, across the region in the past 12 
months we’ve seen an increased focus 
on taxation, especially on off-shore 
companies, given the rise in consumption 
of OTT content, as governments look for 
increased sources of income to offset 
their pandemic expenses. Fortunately, 
in this area, good sense is prevailing 
– the majority of regulators who have 
introduced a so-called digital tax this 
year have done so without requiring the 
offshore company to establish a physical 
presence in the market. This light touch 
approach is to be welcomed; often the 
establishment of a physical office, simply 
to enable tax to be collected, potentially 
leads to other unanticipated regulations 
being applicable. 

But we’ve also seen an ongoing focus on 
attempting to regulate Online Curated 
Content (OCC) platforms, especially as 
consumption has been rising. Whilst 
AVIA understands regulators’ desire to 
protect heavily-regulated domestic pay-TV 
providers and consumers, slapping legacy 
linear TV regulations on on-demand 
suppliers does no one any favours. A 
better approach, as we’ve highlighted 
on many occasions, is to instead level 
the playing field by re-visiting the legacy 
regulations on pay-TV providers and 
considering a more light touch approach 
for OCC providers. This would be a 
win-win scenario and would enable 
consumers to continue to enjoy the huge 
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time of writing, those plans, which would 
have lowered the penalties for copyright 
infringement to civil rather than criminal 
offenses, seem to have been abandoned.

We are also watching with interest 
developments in relation to the 
e-commerce policy as well as the ongoing 
question of how companies must treat 
non-personal data. And of course, we are 
also closely monitoring the developments 
on the Personal Data Protection Act. 

But one of the ongoing issues which has 
been of greatest concern to our members 
is the TRAI New Tariff Order (NTO) or 
rather the amendments thereof. Despite 
only introducing the NTO in February 2019, 
TRAI then introduced additional changes 
less than 12 months later in January 2020, 
much to the consternation of the industry. 
TRAI has refused to make substantial 
changes in direction and at the time of 
writing, the matter has been placed before 
the courts.

And of course, there remains the 
outstanding question of regulation for 
the OCC/OTT industry which has been 
an ongoing challenge for the online 
video industry. To date, this has included 
development of two iterations of a 
Self-Regulatory Code under the internet 
and Mobile Association of India (IAMAI). 
Most of the industry’s leading players 
have adhered to the second version, 
which includes a content classification 
framework, as well as provisions for each 
company to establish its own grievance 
redressal mechanism. AVIA welcomed this 
achievement and continues to advocate 
for the position that such self-regulatory 
mechanisms are the best way forward. 

And finally, like many other markets, India 
is also looking at taxation on offshore 
digital providers as a means to raise 
additional revenue. Expansion of the 

scope of the Equalisation Levy at a rate of 
2% to include non-resident e-commerce 
companies with an annual revenue higher 
than US$267k (approx.) drew the focus 
of the US Trade Representative who 
launched an inquiry into India’s plans, 
along with other countries, which they felt 
discriminated against US companies. The 
expansion of the Equalisation Levy came 
into effect on 1 April, 2020.
 
 
INDONESIA
Indonesia once again kept us busy in 2020, 
with the year kicking off with a proposal 
by the Ministry of Communications 
and Information Technology to update 
government regulation 71 (GR71) 
around the scope of private electronic 
systems. At the request of our members, 
AVIA made a submission raising our 
concerns about some of the provisions. In 
particular we focused on the proposal for 
mandatory registration for online service 
providers, suggesting instead a lighter 
touch approach to be either a) a “one 
way” registration, i.e. providers submit 
information and assume it is accepted 
without the need to wait for confirmation, 
or b) simply using existing registrations, 
such as those for tax purposes, rather 
than creating an additional regulatory 
requirement. Secondly, we suggested that 
the proposal in GR71 to shut down an 
online service based on a single consumer 
complaint, should be revisited and 
differentiated to recognise the difference 
between responsible OCC providers and 
“others”, especially those providing pirated 
services. 

Also in Indonesia a more recent 
development has come through the 
courts in Jakarta where, in late May, two 
local Free-To-Air broadcasters (RCTI 
and iNews TV, both owned by the MNC 
group) filed a petition asking Indonesia’s 
nine-justice Constitutional Court to order 

CAPSULE SUMMARIES
MARKETS WITH HEAVY POLICY ACTIVITY 

PO
LICY

VIETNAM
Vietnam has been one of the markets 
in Asia considering profound changes 
in video regulatory policy. In 2019, we 
led several “doorknocks” to meet with 
regulators to discuss concerns on some 
of the policy positions that were being 
considered. And despite not being able to 
travel in 2020 we remain actively engaged, 
making good use of our in-country 
consultant, to stay close to developments. 

The longest ongoing debate in Vietnam 
has been on plans to revise Decree 6, the 
regulation that covers the management, 
provision, and utilization of broadcasting 
and TV services. The Ministry of 
Information and Communication (MIC) has 
taken the lead in attempting to extend it 
to cover online video. Some of you may 
recall that these proposed revisions at the 
end of 2019 led AVIA to deploy several 
senior-led doorknocks to both the MIC but 
also other involved Ministries to lobby for 
some of the more unhelpful clauses that 
were being suggested to be removed or 
amended. 

Fast forward to 2020 and nothing much 
has progressed. Another revised version 
of Decree 6 is still being discussed. At 
the time of writing we are anticipating a 
revised draft any time now, although we 
understand that many of the concerning 
provisions which we had previously 
lobbied against will still remain in the new 
draft. Provisions of concern include those 

around licensing, investment, censorship 
and content control. We will continue to 
engage actively on this draft, albeit virtually. 

Also on the radar of the Vietnamese 
government in 2020 was Decree 72 
which, although not directly aimed at 
OCC providers, contained clauses which 
potentially could impact on service 
providers. In particular AVIA members 
had concerns about provisions regarding 
take-down requests which would have 
to be implemented within 24 hours 
(almost impossible to achieve); imposing 
unspecified restrictions on contracting 
rights; and, provisions which would 
introduce conflicting regulations in the 
areas of taxation and data privacy, areas 
already covered in existing alternative 
regulations. AVIA made a submission 
raising these concerns and we await 
news on how industry concerns will be 
addressed. 

INDIA
India is not only the largest open market 
in the region, it also remains one of our 
most active markets from a regulatory 
perspective. This past year we have 
produced submissions on the Copyright 
Act as well as Uplinking and Downlinking 
Guidelines. Indeed, with respect to 
proposals to completely decriminalise 
Copyright offenses, AVIA gave verbal virtual 
evidence, as well as a written submission, 
with the views of our members. And 
we were pleased to see that, as of the 
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the purview of the Broadcasting Law 
extended to include “activities related to 
the distribution or streaming of programs 
using the internet to be received by the 
public based on request and/or demand.” 
The petition to the court is an escalation 
of efforts to ‘level the playing field’ by 
drastically increasing regulation. 

During the subsequent court hearings, 
the government pushed back, noting that 
OTT companies were regulated under a 
variety of regulations relating to digitally 
transmitted content and bringing them 
under the Broadcasting Law would bring 
a raft of unintended and unmanageable 
consequences. They also noted a strong 
precedent for treating the same content 
in a different manner depending on the 
mode of distribution, citing movies shown 
in a movie theatre which are regulated 
under the Film Law. In response the Court 
requested that the government submit 
written comparisons of OTT regulation 
with other markets in the region. AVIA 
has been active in providing authoritative 
information to the government and also to 
the Parliament which has been looking at 
this issue. 

 
TAIWAN
Taiwan’s NCC has been taking a good hard 
look at issues related to OCC services, and 
has proposed a law which – if enacted 
– would become the first Asian law to 
create a stand-alone regulatory framework 
for online curated content. In a major 
departure from Taiwan’s traditional heavy 
regulatory hand, the NCC has proposed 
a less intrusive mode of regulation for 
OCC services, with easy registration 

and reliance on content self-regulation 
through an industry association. From 
the NCC’s perspective, a thorny political 
issue involving Taiwan’s desire to 
exclude Mainland Chinese services was 
sidestepped in August 2020, when the 
Ministry of Economic Affairs announced 
strict measures to prevent the Mainland 
platforms from conducting normal 
commercial operations in Taiwan. 

That leaves the NCC free to focus on the 
non-political regulatory issues involved in 
its proposed law, and it has been receiving 
many public and industry comments – 
some urging that stricter rules be applied 
(usually in the name of “establishing a 
level playing field”) and others expressing 
the view that the draft represents 
regulatory overreach as there is no clear 
need to interfere with the operations 
of OCC services. And one other group 
of commentators wants to know (with 
justice!) why the NCC hasn’t paid more 
attention to the very real problem of online 
piracy, which saps both the legitimate OCC 
industry and the traditional pay-TV sector. 

AVIA has advocated – and will continue 
to do so – for a light touch to be applied 
to regulating OCC. But at the same time 
we have urged that the burdens of legacy 
regulation on the cable and satellite TV 
industries be relaxed – to level the playing 
field at a lower level of state intervention 
rather than a higher one! It’s our view that 
traditional cable rules are no longer fit for 
purpose, in an era when so much content 
(OCC, UGC, and piracy) is available online 
and mutually competing. 
The best truly modern approach would 
be a generally-applied light touch. 
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BUILDING ON 
THE SIGNIFICANT MOMENTUM
There are plentiful reasons for our industry 
to be upbeat. We are beginning to see 
Southeast Asian governments increasingly 
agreeing that the online world needs to 
be managed and there needs to be rules. 
Regulatory site blocking regimes already in 
place are becoming more streamlined and 
effective. Other governments are in the 
process of introducing new site blocking 
protocols. This year, despite the many 
challenges of the COVID-19 pandemic, has 
also demonstrated that effective strategies 
that disrupt and curb egregious levels of 
online piracy can be put in place.. 

Enforcement and disruption remain key 
pillars of our anti-piracy strategy and we 
continue to work alongside our members 
in disrupting or making criminal referrals 
against major IPTV crime groups. From a 
criminality standpoint, rather than seeing 
a proliferation of illicit IPTV services in 
Southeast Asia, we are beginning to see a 
consolidation of bigger players dominating 
markets. As with many other profitable 
crimes, it was always a matter of time 
before criminal syndication would take 
over. 

To address the challenges of syndicated 
IPTV networks, collaboration remains key 
and working within a local coalition is as 
important as working collaboratively as 
part of an international network. In this 
regard, Coalition Against Piracy (CAP) 
has helped create a number of Asian 
coalitions including the Video Coalition 
of Indonesia (VCI), the Vietnam Content 
Alliance (VCA) & the Video Coalition of the 
Philippines (VCOP). 

Site blocking has been a key feature of 
CAP’s disruption strategy, and by working 
with local partners and coalitions we have 
successfully engaged with governments 
to introduce streamlined and effective 
regulatory site blocking protocols. 

INDONESIA
CAP formed the Video Coalition of 
Indonesia (VCI) in early 2019 which 
has grown to now include media 
conglomerates, film producers’ 
associations, domestic terrestrial content 
creators, theatrical association, pay-TV 
operators and OTT platform operators. 
The first few months of 2019 were spent 
engaging with the KOMINFO Ministry (the 
telco ‘regulator’) to expound upon the 
syndicated nature of the Indonesian online 
piracy landscape, how crime syndicates 
were ‘gaming’ the current site blocking 
process and what protocols could be put 
in place to create an effective blocking 
mechanism. What resulted was a single 
Ministry ‘rolling’ site blocking process. 

Since July 2019, on behalf of the VCI, CAP 
has referred over 2,500 piracy websites 
and application domains to KOMINFO, 
averaging 60 sites being blocked every 10 
days.

The results of this rolling site blocking 
strategy have been impressive with 
Indonesia fast becoming a market leader 
in video IP protection in Southeast 
Asia, boosting the growth of local and 
international legitimate services.

Source: CAP Data Portal

According to CAP’s data-analysis portal, 
piracy traffic has dropped an estimated 
69% in 12 months (August 19 – August 
20) and traffic to legitimate video sites 
increased by an estimated 30% within the 
same period. In June 2020, an Indonesian 
YouGov consumer survey found a massive 
55% reduction in consumers accessing 
piracy websites over the past ten months, 
with 28% of online consumers admitting 
to accessing piracy websites compared to 
63% from a similar survey conducted in 
September 2019. ISD usage in Indonesia 
also fell from 29% to its current levels of 
6% - the lowest in Southeast Asia.

The YouGov survey also found that 
consumers’ viewing habits were influenced 
by the continual site blocking, with 50% 
of consumers who noticed sites being 
blocked stating that they ‘no longer’ 
accessed piracy services, and 34% stating 
that they now ‘rarely’ accessed piracy 
services. 

The sustained rolling site blocking and 
supportive government rhetoric also 
resulted in IndoXXI, the most popular 
piracy network of sites in Southeast Asia, 
‘voluntarily’ shutting down on 1 January, 
2020.

Source: CAP Data Portal

Impact of each Round of Site Blocking
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MALAYSIA
Subsequent to and as a direct result 
of a February 2019 Kuala Lumpur 
Digital Anti-Piracy Summit organised 
by the Malaysian Communications and 
Multimedia Commission (MCMC),
CAP and ASTRO, the Malaysia government 
streamlined their administrative site 
blocking regime and placed it under 
one Ministry, the Ministry of Domestic 
Trade and Consumer Affairs (MDTCA), 
with expedited time-lines for processing 
blocking referrals and for ISPs to comply 
with the blocking orders. 
Since the launch of the streamlined 
site blocking process, CAP, ASTRO and 
English Premier League (EPL) have been 
sending regular site blocking referrals to 
the MDTCA, resulting in piracy streaming 
websites and application domains being 
blocked. Not dissimilar to Indonesia, 
the results have been encouraging. A 
September YouGov consumer survey 
showed a 64% decline in consumers 
accessing piracy streaming sites when 

compared to a similar YouGov survey in 
August 2019. The survey also showed a 
61% decline in ISD usage when compared 
to the same August 2019 survey. 
More than half (55%) of online consumers 
noticed that a piracy service had been 
blocked by the authorities, which appeared 
to influence their viewing habits, with 49% 
stating that they no longer accessed piracy 
services and 40% stating that they now 
rarely accessed piracy services. 11% of 
consumers stated that website blocking 
made no difference to their viewing habits. 

 The goal of any anti-piracy strategy 
is to migrate consumers back to legal 
services and the YouGov survey reflected 
some success in this regard, with 20% 
of consumers saying that they had now 
subscribed to a paid streaming service as 
a result of the government's site blocking 
campaign, 65% saying they spent more 
time watching international free/AVOD 
streaming services and 15% spending 
more time watching Malaysian AVOD 
streaming services.
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Source YouGov

Source YouGov

% of consumers who admit to having accessed piracy streaming sites

% of consumers who admit to using an ISD to access premium content

“I feel extremely motivated to take 
this issue another step forward and 
encourage others in the industry to 
join the VCI to annihilate the issue 
altogether. I would like to thank 
KOMINFO, the Coalition Against Piracy 
and the various entities in their efforts 
to battle this old sworn enemy of ours”, 
Joko Anwar, one of Indonesia’s most 
successful film directors.

Does online piracy have negative consequences 
for Malaysia / Indonesia / Singapore? Please 
select all that apply

Malaysia Indonesia Singapore

Online piracy results in people who work in the 
creative industry losing their jobs 52% 46% 42%

Online piracy results in people making profits 
from content that is not theirs 57% 56% 52%

Online piracy increases the risk of malware 
infections on people's computers and devices 42% 38% 53%

Online pirates do not pay tax and therefore all 
of society is being defrauded 34% 32% 29%

Online piracy has negative consequences for 
Indonesia in other ways 34% 27% 23%

No - online piracy does not have negative 
consequences 9% 7% 14%

Base 1123 1002 1017

https://www.mcmc.gov.my/en/media/press-releases/mcmc-rallies-efforts-to-curb-digital-piracy
https://www.mcmc.gov.my/en/media/press-releases/mcmc-rallies-efforts-to-curb-digital-piracy
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by Neil Gane
General Manager

Coalition Against Piracy (CAP)

SINGAPORE
There are also noticeable signs of 
disruption to the supply and demand 
of the piracy online ecosystem in 
Singapore. Last year CAP worked 
alongside the government’s Infocomm 
Media Development Authority (IMDA) to 
encourage the three major IT exhibition 
management companies to no longer 
permit exhibitors to sell ISDs at Singapore’s 
Tech Exhibitions. This was followed by 
the lengthy yet successful private criminal 
prosecution against ISD retailer Synnex, 
which seemingly had a deterrent impact 
on ISD sellers in the infamous Sim Lim 
Tech mall with such retail outlets dropping 
by more than 50% in the last 10 months.

In early 2019 the Ministry of Law 
announced their intention to review 
and amend the Copyright Act to include 
criminalising the sale and distribution of 
ISDs and associated illicit applications. 
We still await smoke-signals for a date 
of the Bill’s first reading in Parliament, 
however during the intervening period we 
have submitted a number of amendment 
recommendations to Ministry of Law, 
including procedural changes to increase 
the time-efficiency of the Act’s site blocking 
remedy.

This year CAP managed a series of 
judicial site blocking applications on 
behalf of five CAP steering committee 
members, resulting in the blocking of 90 

popular streaming piracy websites and 
ISD applications. A subsequent YouGov 
consumer survey found that of those 
consumers who noticed that a piracy 
service had been blocked by the courts, 
62% no longer accessed piracy websites 
and 20% said they ‘rarely’ accessed piracy 
services. 

ACCELERATING INTO 2021
The encouraging results from Indonesia 
and Malaysia have been shared with other 
Southeast Asian governments who are also 
considering introducing or enhancing their 
administrative site blocking processes. 
However there remains much work to be 
done (some of which has been stymied by 
the COVID-19 pandemic) and 2021 will see 
us building on the significant momentum 
we have already achieved. We remain 
confident that Indonesia and Malaysia will 
rise to become market leaders in video 
IP protection in Southeast Asia as a result 
of the rolling site blocking strategies. We 
are also confident that other countries 
in Southeast Asia will take note and 
follow suit, boosting the growth of local 
and international content services in the 
region. 
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Internet Piracy can be a very problematic 
issue to measure at various levels. What 
is the extent of the problem? How do we 
know if anti-piracy initiatives are having an 
impact and making a difference? These 
data-driven questions are issues that 
Coalition Against Piracy (CAP) has sought 
to address in 2019 with the launch of our 
data portal, Measurement and Analysis: 
Graphic Information Classifier / 
Coalition Against Piracy, or MAGIC CAP 
and is available at https://magiccap.asia. 

Initially when we started looking at the 
efficacy of the ‘rolling site blocking’ efforts 
in Indonesia, we needed to understand 
the actual scale of the problem we were 
trying to impact, as well as being able to 
immediately target related sites as they 
moved around as a response to the 
blocking. With no ‘off-the-shelf’ data to tell 
us this in near real-time, we developed 

our own methodology and interactive 
portal. To do this, we use Amazon Alexa 
Top Sites data to get a consolidated view 
of website piracy in each targeted territory. 
This methodology does have limitations 
(the full details of which are published on 
the portal), but as an overall directional 
overview of the website piracy landscape 
which are indicative, not absolute; it 
provides a consistent, reliable dataset that 
when compared in fortnightly intervals, 
allows us to get an accurate understanding 
of the landscape, and what websites are 
most problematic. 

Once CAP started making regular site 
blocking referrals to KOMINFO (the 
telecommunications “regulator”), we could 
immediately see the impact of the site 
blocking strategy reflected in our dataset, 
both in the individual site metrics, and the 
overall website piracy in country.

With the MAGIC CAP portal, we can 
determine when a website increases its 
popularity, replacing a website that has 
been blocked, and additionally, when 
the website was blocked by KOMINFO, 
we can see the immediate impact as 
the traffic falls away as it is no longer 
accessible to consumers. Importantly, we 
can visually demonstrate the recovery 
time for website piracy traffic by analysing 
the measurement data over fortnightly 
periods. 

In the next image, we can see the 
component of traffic data that each 
round represents over a period of a few 
months of activity in Indonesia. The section 
represented in black is traffic attributable 
to a group of websites referred in a single 
blocking referral, with the resultant traffic 
declining over successive fortnights once 
the block is applied by the ISPs.

By removing this round from the data, 
we can look at the impact this has on 
website piracy traffic. Notwithstanding 
external variables and the time scale over 
which Alexa Top Sites data is averaged, 
through our analysis, we can determine 
that baseline piracy recovers over roughly 

a 4-week period. That is, users migrate 
to websites that rapidly become popular 
and are then measured within metrics 
such that we can see the replacement 
of viewership from blocked sites to 
unblocked sites.

Alexa Ranking

Impact of each Round of Site Blocking

https://magiccap.asia
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With over 2,500 piracy websites and 
domains associated with Apps being 
blocked by KOMINFO since July 2019 
at an average of 60 domains being 
blocked every 10 days, having taken into 
consideration other potential variables 
outside of the website blocking, we are 
aware of no other causal impacts that 
could explain the substantial downward 
trajectory in website piracy activity. Piracy 
traffic dropped an estimated 69% in 12 
months (August 19 – August 20) and traffic 
to legitimate video sites increasing by an 
estimated 30% within the same period. 
Pleasingly, the movement away from piracy 

was also triangulated in our most recent 
June 2020 YouGov survey which found 
55% of individuals surveyed indicating they 
had stopped accessing piracy sites as a 
result of seeing the KOMINFO site blocking 
pages.

Promisingly, we are also finding that while 
there are some sites we cannot block 
(sites whose content is not owned by CAP 
member companies), the deterrent effect 
of the rolling site blocking appears to be 
having an impact on other kinds of website 
piracy in Indonesia.

On the flip side to lowering piracy, we have 
also developed a similar metric to measure 
access to legitimate website traffic. 
Although this number is a little more 
difficult to measure given the various ways 
consumers access content via mobile apps 
and TV apps through legitimate App stores, 
the correlation we have seen between 
legitimate content access as measured 
on MAGIC CAP, and the YouGov surveys 
provides us confidence in the dataset and 
that there appears to be a relationship 

between effective site blocking and access 
to legitimate content, although more 
research is being undertaken to confirm 
this correlation.
Having seen a tangible impact on piracy 
in Indonesia as a direct result of the 
rolling website blocking, we then asked 
how far could we extend this model 
and how do countries in Southeast Asia 
compare to each other? We’ve since 
started measuring website piracy in those 
countries which either have a judicial or 

We’re beginning to see the extent to 
which an effective site blocking regime 
in Malaysia and Singapore is impacting 
overall levels of online piracy and 
consumer migration to legal services. To 
be able to compare the efficacy of website 

blocking protocols, or the impact of a large 
enforcement effort on a network of piracy 
sites gives us valuable intelligence as to the 
effectiveness of anti-piracy initiatives and 
solutions, and how we can best continue 
to provide value to CAP members. 

by Aaron Herps
Operations Manager

Coalition Against Piracy (CAP)

For more information on CAP or on its measurement and analysis portal, 
please email aaron@avia.org

Piracy - Country Rolling Comparison

regulatory site blocking process in place 
or the government is actively considering 
introducing a site blocking regime or 
enhancing current blocking processes. 

We thus started collating and analysing 
data on Vietnam, Malaysia, Philippines, 
Singapore, and Thailand. 
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Stakeholders of the sports industry 
are making significant investments 
and efforts to produce, distribute 
and broadcast high-quality contents 
of sports competitions. On the one 
hand, competition organizers - such 
as LaLiga - produce their content with 
the best technologies accompanied by 
a team composed of highly qualified 
professionals. Furthermore, this 
competition ensures flawless broadcast 
delivery of its matches, addressing 
several key issues inside the fields such 
as the quality of the grass, camera 
positions, lighting, etc. On the other hand, 
broadcasters must acquire the respective 
television broadcasting rights so that 
the sports contents can reach billions of 
households worldwide. 

The combination of those factors, 
among others, means that today we can 
watch matches on TV or other devices, 
feeling as if we are inside the stadiums. 
Considering all the efforts applied by 
the different parties, then it seems fair 
that the sports contents should be taken 
care of and get special legal protection, 
since its infringements directly affect a 
large industry that generates millions of 
jobs, taxes and, above all, high-quality 
sports contents with great players and 
spectacular stadiums.

Today, one the most severe threats for 
the audiovisual sports sector is the 
illegal broadcasting of its contents. 
More precisely, pirated content is offered 
and easily accessible in different forms, 
the most common being through illegal, 
IPTVs, mobile applications, social media 
posts or TV operators without the 
broadcast licenses. Combatting piracy 
requires a complex strategy that involves 
technological solutions, protection of 
content distribution, legislation that 
sanctions such crime, lobbying activities, 
and anti-piracy campaigns about the 
damages that piracy generates. 

LaLiga has developed its own 
technologies and software programs 
that allows us to detect and obtain 
technical evidence against illegal 
platforms broadcasting our content 
on the internet. 

In addition to technological measures, 
the enforcement of audiovisual rights is 
a real challenge for the sports industry. 
Site blocking remains a key tool to disrupt 
the illicit broadcast of live sports; however 
such judicial or regulatory blocking 
remedies need to allow for the immediate 
blocking of a sports match as soon as the 
respective claim or notification is received 
from rightsholders. The immediacy 

AUDIOVISUAL PIRACY 
IN THE SPORTS INDUSTRY
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is critical since the value of sports 
audiovisual rights lies almost entirely in 
the value of the live transmission.

An effective anti-piracy strategy requires 
collaboration between all content 
industry stakeholders. Proof of this is the 
collaborative site blocking efforts this year 
by members of AVIA's Coalition Against 
Piracy (CAP). In Indonesia, continual site 
blocking over the last 12 months has 
seen a 55% reduction in users accessing 
piracy streaming websites, according to 
a recent YouGov consumer survey. In 
Malaysia, regular site blocking referrals 
by a group of CAP members (including 
LaLiga) has seen a 64% drop in visitors to 
piracy streaming websites. In Singapore 
a plaintiff group, which included LaLiga, 

successfully brought a series of court 
actions against streaming websites and 
illicit streaming device applications. A 
subsequent Singapore YouGov survey 
found that 62% of Singapore consumers 
‘no longer accessed’ piracy websites as a 
direct result of the blocking actions.

In sum, to defeat piracy it is necessary 
to take numerous measures and to 
understand how piracy works in its 
different forms. This is a complex and 
dynamic phenomenon that requires 
constantly finding new ways to attack 
it effectively. The joint efforts of the 
industry, appropriate legislations and 
advanced technologies are factors that, 
if well implemented together, are crucial 
to defeating this crime. 

LaLiga is a global, innovative and socially responsible organization, a leader in the leisure 
and entertainment sector. It is a private sports association composed of the 20 teams in LaLiga 
Santander and 22 in LaLiga SmartBank, responsible for the organization of these national 
professional football competitions.

by Juan J. Rotger
Global Content Protection Manager 

LaLiga
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Rights holders often focus on the more 
obvious methods of enforcement such as 
civil or criminal actions. There is generally 
a tangible result; a popular source of 
piracy is blocked and punishments 
handed out. This makes a clear statement 
from both rights holders and authorities 
that piracy is illegal and infringements are 
taken seriously. 

Since opening our office in Singapore in 
January 2019, the Premier League has 
vigorously pursued enforcement actions 
around the region: obtaining the first site 

blocking orders for sports rights holders 
in Singapore, Malaysia and Vietnam; the 
record-breaking THB$25 million in total 
financial penalties awarded in the ExpatTV 
case in Thailand; identifying the operators 
and seeing Premier League content 
removed from the high profile FootyRoom 
clip site and shutting down the 60fps 
group of sites; and being party to the 
action that saw almost SGD$200k in 
damages in the Synnex case in Singapore. 

These actions are key components of an 
anti-piracy strategy, alongside education 

BOOT OUT PIRACY

- educating fans on not just the illegality 
but also the dangers and risks of piracy. 
At the start of the 2020/21 Season, the 
Premier League launched an anti-piracy 
media campaign in Malaysia, Hong Kong 
and Indonesia. The ‘Boot Out Piracy’ 
campaign, released in English and local 
language versions in each country, aimed 
to raise awareness of the compromised 
viewing quality and risks faced by fans 
watching Premier League matches via 
illegal streams. 
 
‘Boot Out Piracy’ ran across digital and 
broadcast platforms featuring imagery of 
some of the Premier League’s top players 
including Tottenham Hotspur’s Son 
Heung-min, Manchester City FC’s Kevin 
De Bruyne and Liverpool FC’s Mohammed 

Salah. The campaign highlighted that 
not only do fans expose themselves to 
the threat of malicious malware and 
ransomware by accessing illegal streams, 
which often lead to data theft and fraud, 
but they also cheat themselves of the best 
quality viewing and instead face delays, 
broken links, and pop-up ads.  

There is no ‘one size fits all’ approach to 
tackling piracy, the reason that people 
pirate is different in different countries 
– so the way of combatting piracy has 
to be different too. Educating fans with 
messaging that resonates is just one 
component of the vital work we do, along 
with our broadcast partners, to influence 
public opinion and combat piracy across 
the region. 

The Premier League is the organising body of the competition also known as the Premier 
League with responsibility for the competition, its Rule Book and the centralised broadcast and 
other commercial rights. However, we do not operate in isolation, instead we work proactively and 
constructively with our Member Clubs and the other football authorities to improve the quality of 
football both in England and across the world.

by Matthew Cheetham
Head of Business Affairs, APAC

Premier League
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Mobile and device applications are critical 
to the success of IP rights owners and 
streamed content companies across the 
world.

They allow for an unprecedented level of 
flexibility as well as higher-resolutions and 
interactivity that in many cases, cannot be 
matched (even by smart TV).

We know that streamed in-app content 
piracy is a huge problem; it's elementary 
to get hold of and just like desktop and 
mobile browsers, pirates monetise stolen 
content with legitimate brand advertising.

Understanding the fundamental 
differences between the technical 
ecosystems, White Bullet is now tracking 
and analysing in-app advertising on pirate 
apps.

Results from initial analysis over the last 
few months make it clear that pirates make 
a higher margin from in-app advertising 
than they do from desktop and mobile 
browser website advertising. More on that 
later.

HOW EASY IS IT FOR CONSUMERS TO 
FIND AND DOWNLOAD THESE APPS?
It's easier than you might think.
Head over to one of your favourite 
mainstream app stores, or even one of the 
ever-growing set of uncurated app stores, 
and have a poke around.

Search keywords like 'free movies' serve
up many IP infringing apps, e.g. free 
movies, free movies online, vidfree etc. 
Plenty of app results will show up.

Once found and downloaded, some apps 
provide stolen streamed content while 
other link users out to other sites in-app 
or forcing a browser - potentially taking 
users to domains loaded with malware. 
We would love to go into detail here, but 
it would be an article in itself.

BRANDS FUND PIRATES VIA 
ADVERTISING - INFLUENTIAL 
BRANDS TOO
In the same way that advertising funds 
piracy on regular websites, we find the 
same goes for in-app.

Korean APK market - search keywords like 'free movies' 
bring up loads of IP infringing apps e.g. free movies, 
free movies online, vidfree, peliculas gratis free etc.

IN-APP ADVERTISING COMMANDS 
HIGHER REVENUE THAN ITS DESKTOP 
AND MOBILE WEB COUNTERPART
In-app piracy and associated advertising 
that funds it is growing.
Not just because the market and 
ecosystem are growing, but because the 

advertising commands a higher revenue 
and ROI. We are monitoring closely, and 
data indicates a significant difference 
between desktop/mobile browser and 
in-app.
Data below shows - Last three months, top 1000 
domains and apps in the US and UK.
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Why the difference in revenue? Because 
phones provide vital personal information 
that compliments standard cookies and 
other targeting tools, phones gather 
precise (including location) data. Also, 
users are more likely to agree to consent 
alerts simply because they trust the 
personal device in their pocket.

A JOINT EFFORT. COORDINATION 
AND COLLABORATION ARE CRITICAL
White Bullet has been gathering and 
comparing data to get a stable landscape 
view of in-app piracy, OTT/CTV because 
we can see what's coming. As always, 
drawing the line and dissolving the 
problem needs a joint effort between IP 
rights owners, intermediaries and those 
within the supply chain that can make the 

difference to step up and act.
Demonetising ad-funded piracy without 
a clear strategy and view of the problem 
won't work. Our work with the EU 
Commission to "follow the money" and 
provide landscape information, data 
solutions, and clarity simultaneously has 
already shown success.

See article:
White Bullet's programme with the EU 
Commission is moving the dial to success

We are in an excellent place to inform 
and aid IP rights holders and regulators, 
helping them to coordinate and 
cooperate with brands and intermediaries 
to oppose in-app piracy. 

White Bullet is a technology solutions company, detecting and demonetizing IP infringement. 
Its AI identifies, continually monitors and dynamically scores websites/apps engaged in 
infringing activity, tracking digital advertising funding them. White Bullet provides intelligence 
to intermediaries, including transparency data to advertisers to avoid placing ads on high risk 
platforms.

by Peter Szyszko
Founder and CEO 

White Bullet Solutions Ltd

https://www.white-bullet.com/our-programme-with-the-eu-commission-is-moving-the-dial-to-success
https://www.white-bullet.com/our-programme-with-the-eu-commission-is-moving-the-dial-to-success
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SPORTS PIRACY 
OFFENCE IS THE BEST DEFENCE 
AGAINST PIRATES 

In Southeast Asia we are beginning 
to see governments recognise the 
efficacy of site blocking and working 
with industry to block websites and illicit 
applications. In Indonesia and Malaysia, 
the streamlined regulatory processes 
have been particularly effective with 
noticeable changes in consumer viewing 
habits, migrating from piracy sites to 
reliable and safe legal services. According 
to a June 2020 Indonesia YouGov survey, 
50% of consumers who noticed that a 
piracy service had been blocked by the 
authorities stated that they no longer 
accessed piracy services, with 34% stating 
that they now rarely accessed piracy 
services. Thailand has recently enhanced 
their site blocking provisions, in Vietnam 
site blocking is at a nascent stage, and 
the Philippines’ government is currently 
working with industry to put in place a 
regulatory site blocking protocol. It is 
hoped that other countries in Southeast 
Asia will also take note and follow suit.

Additionally, in partnership with local 
law enforcement, takedowns of large 
commercial pirate enterprises can be very 
effective, helping to stop them before 
they can stream live sports and totally 
devalue it. Recent collaboration between 
NAGRA, the German Football League 
(DFL), the Spanish Football League (La 
Liga), Nordic Content Protection, the 
Alliance for Creativity and Entertainment 
(ACE), Spanish law enforcement, Europol 
and Eurojust, saw the effective takedown 
of a piracy network based in Spain (but 

operated worldwide), generating profits in 
excess of €15m and causing much higher 
damage to the content industry. 

This particular pirate network offered 
more than 40,000 video channels and 
video-on-demand content, including a 
wide range of sports events, with more 
than 50 pirate servers located in various 
countries in Europe and elsewhere. More 
work with greater collaboration between 
operators, content owners, rights holders 
and governments is urgently needed. 
Thankfully, intra-industry collaboration 
and with governments, law enforcement 
and content owners has set a precedent 
of how such efforts can have a tangible 
impact on stopping the spread of 
commercial piracy and holding those 
responsible to account.

But a successful anti-piracy strategy 
doesn’t rely solely on one tool. It is part 
of a holistic and bespoke solution that 
incorporates offensive and defensive 
tactics to address challenges from a 
multitude of threats. Whether it consists 
of taking steps to educate consumers on 
the impact of piracy, lobbying government 
for legislation, working directly with law 
enforcement or employing technologies 
through the service, the best anti-piracy 
strategy both protects and fights back. 

As the pandemic halted live sports, pay-TV 
operators had to adapt in several ways 
to reduce revenue losses as subscribers 
of premium live sports packages chose 
to cancel or pause subscriptions. Many 
employed archived content and ‘re-runs’ 
of past sporting events as their strategy to 
maintain momentum, whilst the promise 
of packed fixture lists once sports resumed 
gave fans something to look forward to, as 
has been the case with the English Premier 
League (EPL). 

Live sports are now slowly beginning to 
return to our screens, representing a 
gradual return to normality for pay-TV 
operators seeking to rebuild revenue 
and recover from the significant losses 
the pandemic has caused. To create a 
semblance of normality, some are taking 
innovative steps to synthesise traditional 
atmospheres, as the EPL has done by 
streaming fake fan noise alongside its 
broadcast despite the mandated empty 
stadiums, indicating the role technology 
can play in rebuilding engagement and 
bringing viewers back. Others are adapting 
their pricing structures as they seek to 
entice viewers back without asking them to 
invest at the same levels as before.

However, operators and rights holders 
aren’t the only ones restarting activity as 
sports recover – commercial pirates are 
also looking to take advantage of a busy 
fixture list, and are ramping up activity 
as a sudden supply of live sports meets 
an unprecedented demand from fans, 
eager to catch up on months of missed 
entertainment. 

Operators and content owners need 
to act fast to protect themselves. 
Implementing technologies, such as 
forensic watermarking to quickly identify 
illegal streams and the source of the leak 
as part of a series of advanced security 
measures, enable operators and content 
owners to protect the value of their 
content. Disrupting these illegal streams 
quickly is vital for live sports content. 
However, technology should be one part 
of an operator’s protection strategy. To 
follow the often used sports mantra – 
“sometimes the best defence is a good 
offence.”

Pirates are advancing their technologies 
at the same rate as legitimate service 
providers and will often shift their service 
to another server and be back online 
within minutes if service providers disrupt 
them unilaterally. It’s critical for operators 
to get out ahead of them. IP blocking, 
website blocking and DNS redirection 
have a role to play, particularly for 
sports rights holders. For the industry’s 
anti-piracy activities to be truly successful, 
it needs the support of legislative bodies 
across multiple countries and regions 
to develop legal frameworks that enable 
governments or courts to issue blocking 
orders against piracy live sports sites and 
video-on-demand websites; to shut down 
illegal services wholesale; and to take legal 
action against the criminals operating such 
sites. By collaborating with governments 
around the world, it removes pirates’ 
abilities to host in different jurisdictions 
and carry on stealing services.
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NAGRA, a digital TV division of the Kudelski Group, provides security and multiscreen user 
experience solutions for the monetisation of digital media. The company provides content providers 
and DTV operators worldwide with secure, open and integrated platforms and applications over 
broadcast, broadband and mobile platforms, enabling compelling and personalised viewing 
experiences.

by Pascal Métral
Vice President, Legal Affairs, NAGRA

https://dtv.nagra.com/international-coalition-brings-down-piracy-ring-boasting-40000-video-channels-and-vod-content-and-2
https://www.telegraph.co.uk/football/2020/06/12/skys-free-to-air-premier-league-coverage-will-include-fake-crowd/
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UNDERSTANDING WHY
SPORTS FANS BREAK THE RULES

From spying on an opponent’s training 
session to sandpapering the cricket ball, 
the ways rules have been bent to give 
teams an edge are well documented.

But what drives fans to break the rules and 
watch pirate sports? 

The ‘Charting Global Sports Piracy‘ 
report tackles this question and finds 
considerable opportunity for operators to 
tempt fans watching illegal sports to pay 
for legitimate services.

Conducted by Ampere Analysis for 
Synamedia, the global study of 6,000 
sports fans found that even though 89% 
of them have a pay-TV or subscription 
OTT service, 51% still watch pirate sports 
services at least once a month.

And of those who regularly view illegal 
content, 42% watch sports fixtures on a 
daily basis. This figure is 60% higher than 
the average fan.

Although many fans know viewing pirated 
content is illegal, many of them continue to 
do so. The reasons are cost, the flexibility 
of not being tied into contracts, and the 
ability to watch on a mobile and over 
multiple devices.

31% of respondents using illegal providers 
cited a sporting event not being broadcast 
locally as a key motivator.

The survey identified three main groups 

of sports fans: Loyal Stalwarts, who love 
traditional pay-TV; Fickle Superfans, who 
are sports mad; and Casual Spectators, 
only interested in the occasional sporting 
event.

The report uncovers what motivates these 
fans to access illegal streams and what 
might compel them to stop.

Just over a quarter of respondents (26%) 
are Loyal Stalwarts. These big viewers of 
pay-TV sport are disproportionately in 
football-mad countries. Almost all believe it 
is wrong to view pirate sports content yet 
over a third (35%) do so at least weekly.

These fans would be prepared to top up 
their subscriptions if they could access all 
the sports content they want and watch on 
any device.

Fickle Superfans, making up 31% of 
respondents, live mainly in developing 
markets. 89% of these fans consume 
pirate sports weekly but indicated they 
might pay more for legitimate services if 
they had access to more flexible packages, 
a broader choice of sports, or multiscreen 
offerings.

Casual spectators make up 43% of 
respondents. They tune in for major 
sporting events such as tennis grand slams 
or the Olympics. They are the least likely to 
pay for a legitimate sports TV subscription, 
yet 17% watch illegal content at least 
weekly.

Consumer segments: moral attitudes & use of illegal content

They could be targeted with flexible 
payment models and pay-to-play access to 
big events.

For operators and sports right holders 
who shell out billions of dollars on TV 
sports rights, getting to grips with the 
nuances of why sports fans break the rules 
will pay dividends.

This insight makes it possible to target 
specific clusters of sports fans with a 
mix of access and payment models to 
convert illegal watching into incremental 
revenues. But these efforts have to work 
alongside solutions that disrupt the pirates’ 
ecosystem.

Synamedia’s Streaming Piracy Disruption 
(SPD) is a managed service that detects 
and disrupts piracy leaks across both 
broadcast and OTT services. Its latest client 
and/or headend-based watermarking 

agents are resistant to pirates’ evasion 
techniques.

Synamedia recognizes that pirates are 
relentless, always coming up with new 
tactics to avoid detection and keep their 
illegitimate services on air. That’s why it is 
committed to continuously updating SPD, 
ensuring that customers have the most 
advanced tools and strategies to stay one 
step ahead of pirates in the never-ending 
cat-and-mouse game. 

Note on research : Sports fans were surveyed in March 
2020, before the COVID-19 pandemic stopped play, in Brazil, 
Egypt, Germany, India, Italy, Jordan, Malaysia, Saudi Arabia, 
UK and USA. 

Download the report from:
www.synamedia.com

Synamedia is committed to providing the world’s most complete, secure and advanced
end-to-end open video delivery solution. Building on more than 30 years of expertise, the firm is
the largest global provider of video solutions, trusted by over 200 top satellite DTH, cable, telco and
OTT operators, content owners and broadcasters.

by Avigail Gutman
VP Intelligence & Security Operations

https://www.synamedia.com/whitepapers-reports/charting-global-sports-piracy/
https://www.synamedia.com/video-solutions/video-security/
https://www.synamedia.com/video-solutions/video-security/
https://www.synamedia.com/whitepapers-reports/charting-global-sports-piracy/
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GLOBE’S #PLAYITRIGHT
LEADS TELCO INDUSTRY’S FIGHT VS. ONLINE PIRACY

The local entertainment industry has been 
plagued by online piracy of TV, movie and 
other multimedia content. This situation 
is further aggravated by the COVID-19 
pandemic as people now mostly stay at 
home and consume more digital content, 
which would include pirated content. 

A September 2020 YouGov consumer 
survey, commissioned by the Asia Video 
Industry Association’s Coalition Against 
Piracy (CAP), showed that the Philippines 
continues to have one of the highest levels 
of online piracy among Southeast Asian 
nations, with 49% of Filipinos admitting to 
having accessed streaming piracy websites 
or torrent sites with a further 10% using 
illicit streaming devices (ISDs) to access 
pirated content. Of those consumers who 
access piracy services, nearly half (47%) 
have subsequently cancelled subscriptions 
to legal services.

GLOBE #PLAYITRIGHT 
ADVOCATES FOR CHANGE
As the purveyor of digital entertainment 
and lifestyle, Globe Telecom, Inc. is strongly 
against online piracy and the use of ISDs, 
acts which are punishable under the 
Optical Media Act of 2003.

The leading telco firm thus launched 
its #PlayItRight anti-piracy campaign in 
2018 to educate the public and create 
awareness against online piracy and the 
surge in the usage of ISDs. In 2019 alone, 
the campaign was able to generate Php 
141 million worth of media mileage.
Yoly Crisanto, Globe Chief Sustainability 
Officer and SVP for Corporate 

Communications, said that, as the bridge 
between content creators and content 
users, the company is compelled to 
combat all kinds of illegal streaming.

“We encourage everyone to download 
or stream from legitimate sources only. 
Let’s support filmmakers and other 
entertainment content creators who have 
put in a lot of resources and hard work, 
and have been providing decent jobs for 
many people,” added Crisanto.

WHAT CAN BE DONE TO REDUCE 
CURRENT LEVELS OF PIRACY?

Partnerships for change – 
consumer awareness
#PlayItRight has partnered with 
like-minded organizations such as AVIA’s 
CAP to strengthen its anti-piracy campaign. 
Through #PlayItRight, Globe has also 
been working closely with regulators 
including IPO Philippines, the National 
Telecommunications Commission (NTC) 
and the Optical Media Board (OMB) to 
push policies to help curb piracy.

Due to the nature of its service, 
telecommunication networks have a 
significant influence in the fight against 
illegal content such as child pornographic 
materials as unfiltered multimedia 
content traverse its data highways. That 
is why Globe launched its #PlayItRight 
campaign a few years back, not only to 
educate customers about illegal content 
consumption, but also to protect the 
Filipino family against the very real risks 
associated with online piracy. 

GLOBE TELECOM, INC.  is a leading full-service telecommunications company in the Philippines 
and publicly listed in the Philippine Stock Exchange with the stock symbol GLO. The company 
serves the telecommunications and technology needs of consumers and businesses across an 
entire suite of products and services including mobile, fixed, broadband, data connectivity, internet 
and managed services.

by Yoly C. Crisanto
Chief Sustainability Officer

SVP, Corporate Communications
Globe Telecom, Inc.

The campaign helps to create awareness 
that people actually pay a higher price if 
they avail of pirated content, since their 
computer systems become targets of 
malware, ID theft, ransomware and other 
cybersecurity threats.

Site Blocking of piracy websites
Site blocking has been proven to be 
an effective disruption strategy. In 
neighbouring Malaysia and Indonesia, 
the roll out of a wide array of legal 
content services coupled with an effective 
site blocking process has resulted in 
a noticeable reduction in consumers 
accessing piracy websites. Philippines’ 
content coalition (the Video Coalition 
of the Philippines), founded by Globe 
and CAP, has been speaking with a 
number of government entities to pass 
legislation or regulations and put in place 
an effective site blocking regime. The 
September YouGov survey found that 
consumers would be supportive of such a 
government outcome with 53% agreeing 
that a ‘government order or law for ISPs to 
block piracy websites’ would be the most 
effective measure in reducing the levels of 
piracy in the country. 

Battling piracy post pandemic 
and beyond
As Globe looks to improve and expand its 
data and broadband services, investing in 
more cell sites as well as 5G technology, 
it also hopes to reach more customers 
with its anti-piracy drive – inculcating 
responsible internet consumption in the 
new normal mindsets.

Battling piracy should be in the agenda 
of every Filipino who value their 
entertainment industry as well as the 
safety of their family. This may be hard 
given the economic crunch happening now 
and even after this pandemic, but Globe’s 
#PlayItRight campaign shall continue to 
fill in the gaps in terms of awareness and 
education so people will make the right 
choices when it comes to their online 
content consumption. To know more 
visit https://www.globe.com.ph/about-us/
sustainability/societal-impact/play-it-right.
html.

Globe’s #PlayItRight campaign has been 
recognized internationally and locally 
with the following accolades:  Silver Stevie 
Award at the 2018 International Business 
Awards, Communications or PR Campaign 
of the Year - Public Service;  Silver Award 
at Ad Stars 2018, Social and Influencer 
- Social Insight and Engagement and 3 
metals at The Kidlat Awards 2018 for 
Branded Corporate Social Responsibility, 
Creative Use of Media and Digital 
Activation and Campaigns. 

https://www.globe.com.ph/about-us/sustainability/societal-impact/play-it-right.html
https://www.globe.com.ph/about-us/sustainability/societal-impact/play-it-right.html
https://www.globe.com.ph/about-us/sustainability/societal-impact/play-it-right.html
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platforms like Astro have much to offer 
rights-holders through marketing, 
promotion, production and sponsorships, 
towards the shared goal of monetising 
sports. Unfortunately, the existing 
broadcast rights model emphasises 
extracting the highest rights fees possible 
from broadcasters and buyers. The 
pandemic has accelerated the need to 
change the model so that broadcasters 
and rights-holders share the risks and 
grow together. With that, both will be able 
to weather the storm and thrive. 

Meanwhile, with content piracy 
heightening amid the pandemic, it’s crucial 
for regulators to work with broadcasters, 
content creators and right-holders to join 
forces in combatting this biggest threat 
towards the growth of the industry. 
 
Do you have a vision of where our 
industry will be in five years?
I wish I could predict what’s next but the 
world is evolving extremely fast, and no 
one can tell what the future holds. What’s 
certain is that relevance and storytelling 
will always be paramount and the ability 
to innovate with new ideas will drive 
consumption. With the increasing amount 
of choices, aggregation also becomes 
more important and consumers will also 
want the best bundles for content.  

The pandemic has accelerated the digital 
transformation with businesses having to 
develop digital capabilities more than ever, 
especially for the media industry. 

At Astro, we are reinventing ourselves to 
not only be the entertainment destination, 
but also the digital content provider 
of choice for Malaysians. We aspire to 
provide customers with greater and better 
content choices by producing compelling 
and relevant content as well as aggregating 
more streaming OTT services on Astro’s 
platform. We will continue to collaborate 
with other like-minded partners to 

strengthen our content pipeline and also 
provide greater regional reach for our 
original content. 

What are you watching right now – 
and how are you watching it?
Where do I begin? I was amazed at the 
innovation born during the strictest of 
the Movement Control Order with 6 Hari 
and SMK and have also been catching up 
on some of our best loved local movies 
like Polis Evo, The Journey, Ola Bola and 
The Garden of Evening Mists. I continue 
to be wowed by Asian productions like 
iQIYI’s The Little Nyonya, Korea’s The World 
of the Married, and I am a fan of the HBO 
exclusive, Lovecraft Country. 

Of course, I am also very excited about 
The Masked Singer Malaysia, our adaptation 
of the No.1 global hit show with the very 
talented and engaging host AC Mizal, as 
well as our signature show Gegar Vaganza 
Season 7. 
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AGNES ROZARIO
DIRECTOR, CONTENT

What is the biggest change in your 
company due to COVID-19?
Thanks to the critical building blocks put in 
place and strong relationships, Astro was 
able to swiftly respond and strengthen 
our customer value proposition by adding 
on more content and channels during the 
pandemic. Our efforts were recognised 
by Malaysians resulting in Awani being 
named Malaysia’s Most Trusted News 
Brand by Reuters and rated as the Most 
Downloaded News App in Malaysia by 
SimilarWeb as well as Astro being voted as 
Top 10 brands that have shown genuine 
care for consumers during the pandemic. 

We have had to change many internal 
procedures especially on production to 
keep our talent, crew and the workforce 
safe. As cinemas were closed we launched 
our first-run film initiative working with 
producers to offer on Astro First films 
never-before seen in theatres, enabling 
us to keep customers entertained with 
fresh movies. This has resulted in a strong 
take-up achieving revenues comparable to 
blockbuster films on Astro First.   

Our agility to pivot has enabled us to 
reinvent Astro as the Entertainment 
Destination for Malaysians. When Astro 
first started two decades ago, we were 
the platform that housed all the best 
international and local linear channels. 
We have now come to a full circle, where 

our aim is to be a digital content provider 
of choice. We have one million connected 
boxes, Astro GO, HBO GO and iQIYI, and 
more streaming services to be announced 
soon. We will continue to deepen our 
engagement with homes via our pay-TV, 
NJOI and Broadband propositions and 
expand our reach to individuals via 
our Commerce, OTT, Digital and Radio 
offerings.
 
What are the opportunities and 
challenges you foresee for the next 12 
months? 
Challenges - Pandemic aside, piracy 
remains our biggest challenge whether in 
the form of Illicit Streaming Devices (ISDs) 
or online.

Opportunities - With the restarting 
of businesses, it’s BAU for us – from 
installations to local production, global live 
sports and on ground activities, of course 
with all physical distancing measures in 
place. Advertisers are gradually spending 
again, and we are capitalising on the 
momentum and customer goodwill 
garnered, and our increased digital 
reach during the pandemic to drive our 
digital revenues by aggregating more 
OTT streaming services, enhancing our 
broadband bundles, driving content 
innovation, simplifying our products and 
customer experience, as well as providing 
clients with total media solutions across 
Astro platforms.
 
What can we do together as an 
industry to help overcome this crisis?
Collaboration is key. All industry players 
must work together for long-term benefits. 
Take sports as an example, broadcast 

Astro is Malaysia’s leading content and consumer 
company, serving 5.7 million or 75% of Malaysian 
households through its TV, radio, digital, OTT, 
broadband and commerce offerings. Astro aspires 
to be the entertainment destination as well as the 
digital content provider of choice for Malaysians 
with a variety of compelling content.

The Masked Singer Malaysia. All rights reserved, copyright Astro

Gegar Vaganza. All rights reserved, copyright Astro
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content. What won’t change is that they 
will want to consume that content when 
and however they like. The immersive 
home entertainment experience via ever 
more stunning television technology will 
continue to improve. The question over 
aggregation of all these mainstream 
and niche streaming services lingers 
and I wonder what role a company like 
Amazon might have to play in that. Is 
there room for all the global players who 
are currently in the market? I said last 
time that podcasting (of audio content) 
will become mainstream and I continue to 
believe that.
 
What are you watching right now and 
how are you watching it?
You know the old saying that builders 

always neglect their own home 
renovations? Well, I am embarrassed 
to say that I haven’t bought a new TV in 
over 10 years but during COVID I took 
the opportunity to upgrade and what a 
difference it makes! I also picked up a 
subscription to Disney + and Foxtel’s new 
Binge service so the viewing has become 
a feast that includes Foxtel (IQ4 – mainly 
for sport and drama), Fetch, Binge, 
Netflix and Disney +. I really enjoyed 
The Singapore Grip on BBC First. I loved 
Miriam Margolyes: Almost Australian on the 
ABC and I can’t wait for season 4 of The 
Crown coming up on Netflix. My wife and 
I are news junkies so we still watch most 
commercial TV and ABC news broadcasts 
every night on catch up and COVID-19 
has made that addiction even worse. 
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JON PENN
EXECUTIVE VICE PRESIDENT, ASIA-PACIFIC

What is the biggest change in your 
company due to COVID-19?
This may sound simplistic but it’s the 
realisation that we are a company made 
up of people and our primary purpose 
as a business during the global crisis 
was to look after those people. And if we 
could successfully look after our people, 
then they could look after our customers. 
It is clear that there has been a forced 
communications revolution from online 
video conferencing. We in regional offices 
have never felt more connected to head 
office. The face of professional work will 
never look the same as it did. In fact, 
some of our ideas about flexible working 
now look incredibly quaint.

What are the biggest opportunities 
and challenges in the next 12 
months?
We continue to observe the geo-political 
situation between China and the West 
with great interest. We have a big 
sales business there and have built 
partnerships that we value. Elsewhere in 
Asia-Pacific, we are looking forward to the 

launch of Britbox in Australia later this 
year and will need to bed that down with 
our business partners – ITV. I am a great 
believer in our strong, regional linear and 
digital branded services such as BBC First, 
BBC Earth and BBC Lifestyle. We have 
great platform partners for these services 
and we have looked for practical ways 
to support them during the pandemic. 
We are building a strong multi-platform 
business out of pre-school brand Bluey in 
Australia and have high hopes for that in 
other markets in the region.

What can we do together as an 
industry to overcome this crisis?
Stick together and support each other. 
Be generous and provide time to listen. 
Attend and participate in online industry 
events to keep the conversations going.

Do you have a vision of where our 
industry will be in 5 years? 
I have great hope for the future of our 
industry but the shape will continue to 
change and develop. What won’t change 
is that people are engaged by quality 

Jon Penn is the EVP for BBC Studios Asia-Pacific, currently based in Sydney and missing 
traveling to Asia.

BBC Studios, a global content company with bold British creativity at its heart, is a commercial 
subsidiary of the BBC Group. Able to take an idea seamlessly from thought to screen and beyond, 
its activities span content financing, development, production, sales, branded services, and 
ancillaries across both its own productions and those made by high-quality UK independents.

‘Singapore Grip’ on BBC First, copyright Mammoth Screen Limited 2020
All Rights Reserved. Licensed by ITV Studios Ltd.

BritBox 2020
All Rights Reserved. Licensed by ITV Studios Ltd.
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TONY QIU
SVP GM - EAST AND SOUTHEAST ASIA
HEAD OF GLOBAL LOCATION BASED 
ENTERTAINMENT BUSINESS

What is the biggest change in your 
company due to COVID-19? 
We have mobilized our colleagues to pilot 
a new way of working – “Discovery Works 
Remote.” Through this action, we greatly 
minimized risk, exposure and raised 
everyone’s comfort level, all the while 
continuing to run our businesses and 
service viewers & customers everywhere. 
Our audiences and viewing shares have 
increased during COVID-19, aided by the 
fact that so many people are indoors, 
protecting themselves from the virus over 
the last several months. That said, this 
COVID-19 crisis has also had a significant 
negative impact on some of our advertising 
markets and has accelerated consumer 
trends towards streaming media. 

What are the opportunities and 
challenges you foresee for the next 12 
months? 
Pandemics are not permanent and 
will pass eventually. The suppressed 
consumer demand will be rekindled 
as daily life gets back on track. Sales 
money will bounce back, and the ad 
market will gradually improve. As such, 
we need to enable further investment 
in our two most important priorities – 
content & DTC products – across every 
screen, service and format. Our unique 
competitive advantages include owning 
all of our content outright; the low-cost, 
low-maintenance, quick-to-ship nature 

of our productions (compared with 
scripted content); and our control of the 
most popular networks among women. 
Given all this, we should be earning more 
advertising dollars. Yet the challenge is, 
different markets are getting back on track 
at different paces, thus requiring more 
localized approaches.

What can we do together as an 
industry to help overcome this crisis?
One of the keys is getting partners to 
collaborate. Our winning formats and 
expertise in storytelling, coupled with 
the unique leverage our partners bring, 
enable us to take our content, products 
and business beyond linear to an even 
wider audience. Take for example our 
multi-million-dollar venture with Alibaba, 
Youku and the Shanghai Media Group 
(SMG). Together we’ve created and own 
the food content ecosystem in Greater 
China. As one of the top 3 digital streaming 
platforms in China, the Alibaba ecosystem 
covers 70% of the Chinese population 
with its products strongly tied to food, 
while SMG is one of China’s largest media 
conglomerates. We built up an “ecosystem 
play” consisting of long form, mobile short 
form, live shows and instant clicks and 
buys via e-commerce, offline events, and IP 
derivatives on multiple screens in multiple 
territories. These partnerships underscore 
our efforts to accelerate our digital 
transformation in Greater China.

Do you have a vision of where our 
industry will be in five years?
The fact that audiences want good content 
that satisfies a wide range of interests is 
not going to change. An IP company with 
the ability to deliver personalized and 
contextual content across every device will 
succeed. I remain very confident about 
the power of our brands, appeal of our 
authentic talents, passion and loyalty of 

our fans, and our ability to transform the 
company to be successful in the new 
streaming ecosystem that is taking hold 
around the globe.

What are you watching right now – 
and how are you watching it?
News and short videos on various topics 
on my phone. 

Discovery, Inc. is a global leader in real life entertainment, serving superfans with content that 
inspires, informs and entertains. With over 8,000 hours of original programming yearly and 
leadership across deeply loved content genres, Discovery reaches viewers on all screens with TV 
Everywhere products, direct-to-consumer streaming services, digital-first and social content.

Copyright Discovery
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As we said in our Earnings letter, it is hard 
to predict what the future will look like in 
light of COVID-19, given the unprecedented 
nature of this crisis. In entertainment, 
it has been the hardest on electricians, 
carpenters, drivers, and hair and makeup 
artists, many of whom earn daily wages, 
and were hurt by productions shutting 
down. We created a US$150 million fund 
to help with hardship in the creative 
community. We also remain focused on 
continuing to provide a quality service for 
members, and hope that titles like Money 
Heist, Kingdom, Tiger King, Crash Landing on 
You, and Floor is Lava, to name a few, are 
able to provide connection and distraction 
for people stuck at home. We also work 
with our partners – LGU+ in Korea, True in 
Thailand, StarHub in Singapore, J:Com and 
KDDI in Japan – to make the entertainment 
more easily accessible, and add even 
greater value through mobile plans and 
bundles. 

Do you have a vision of where our 
industry will be in five years?
The future of entertainment is producing 
hyper-local stories, ones that speak 
authentically to a local audience, and which 
are untold anywhere else; it’s also where 
creators have the freedom to tell these 
stories the way they want to. We then want 

to enable these local filmmakers – the 
likes of Mira Lesmana from Indonesia, 
Manatsanun Panlertwongskul from 
Thailand, Antoinette Jadaone from the 
Philippines, Zoya Akhtar and Anvita Dutt 
from India – to have their work watched 
and loved by audiences around the world. 
To do this, the viewing experience will 
need to constantly get better. And subtitles 
and dubs will play a big role, letting fans 
of entertainment across the world enjoy 
these great stories, even in languages 
they don’t themselves speak. As per 
the AVIA 2020 research, the Southeast 
Asian consumers’ spend on streaming 
subscription is growing every year, with 
an average of 2 or more SVOD service 
subscriptions. So the growth of online 
streaming is only getting started in Asia. 
And we will continue to work with our 
telco, mobile and pay-TV partners on this 
journey. 

What are you watching right now – and 
how are you watching it?
I recently watched Away, which is a great 
show starring two-time Academy Award 
winner Hilary Swank. I also watched the 
animated feature, Over the Moon, based on 
the legend of the Moon Goddess Chang'e, 
and made by legendary creator Glen 
Keane. 
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ZAMECZKOWSKI
VICE PRESIDENT, BUSINESS DEVELOPMENT ASIA-PACIFIC

What is the biggest change in your 
company over the last year (as a result 
of changes in consumer behaviour)?
We do one thing - entertainment - and we 
constantly aim to do it better. That means 
having best-in-class stories across genres. 
We’re expanding beyond premium drama 
and documentaries to film, kids and family, 
comedy and more. In Asia, that means 
finding the most authentic, local stories. 
This year, we’ve had amazing stories from 
Korea, such as Kingdom season 2 and It’s 
Okay Not to be Okay; from India, such as 
Choked, Bulbbul and Mighty Little Bheem 
season 3; from Thailand, such as The 
Maid and Hope Frozen; and films like Guru 
Guru Gokil and Bucin from Indonesia. The 
list goes on. We also work to constantly 
improve the Netflix experience. We added 
the Top 10 row this year, so members are 
able to discover what’s popular in their 
country. We launched the Netflix user 
interface in Hindi and Malay. We updated 
our Parental Controls to give members 
more control over their families’ viewing. 
And we’re listening to a mobile-first Asian 
audience, so we launched the Mobile 
Plan in the Philippines, Thailand, Malaysia, 
Indonesia and India. 

What are the opportunities and 
challenges you foresee in the next 12 
months?
Just like our members, we’re all fans of 
entertainment. So we’re excited about 
our upcoming titles. There’s the Japanese 
original Alice in Borderland in December, 

which is adapted from a manga series. 
A video-game-obsessed young man finds 
himself in a strange version of Tokyo where 
they must compete in dangerous games 
to survive. Then we have Sweet Home, a 
new Korean Original series adapted from a 
webtoon of the same name, and made by 
director Lee Eung-Bok (Mr. Sunshine, Goblin: 
The Lonely and Great God, Descendants of 
the Sun). If you just take Southeast Asia as 
an example, this year alone, we plan to add 
close to 500 titles from the region. We’re 
also just getting started in countries like 
Indonesia. We announced two Originals, 
both directed by incredibly talented female 
filmmakers - Nia Dinata, an award-winning 
director, and up-and-coming filmmaker 
Hadrah Daeng Ratu. We’re also investing in 
the overall ecosystem, with workshops in 
Thailand, Malaysia, Indonesia and India for 
the creative communities. 
We are also excited to make Netflix more 
widely accessible to customers in Asia. 
In India and Korea, for example, we are 
doing this by partnering with leading telcos 
Jio and KT respectively. Customers are 
able to subscribe to Netflix together with 
other services on Jio in a seamless manner. 
They are also able to watch Netflix on the 
big screen with the integration of Netflix 
with Jio and KT's set top boxes. We are 
also excited by the tremendous potential 
in Indonesia, now that Netflix is available 
to all users in the country. Finally, we will 
continue to partner with new operators in 
the region. We see relationships with our 
partners as symbiotic. They are experts 
in their domestic markets, while we 
complement that by sharing our expertise 
in technology and content.

What can we do together as an industry 
to help overcome the current crisis?

Netflix is the world's leading streaming entertainment service with 193 million paid 
memberships in over 190 countries enjoying TV series, documentaries and feature films across 
a wide variety of genres and languages. Members can watch as much as they want, anytime, 
anywhere, on any internet-connected screen. Members can play, pause and resume watching, all 
without commercials or commitments.

Over the Moon - Netflix
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JANICE LEE
MANAGING DIRECTOR, PCCW MEDIA GROUP
CHIEF EXECUTIVE OFFICER, VIU

What is the biggest change in your 
company due to COVID-19?
While remote collaboration has always 
been a natural part of how we operate 
given that our business spans 16 markets, 
we have seen rapid improvement in the 
effectiveness and efficiency of our remote 
working mode as our colleagues creatively 
collaborated during the COVID-19 period 
given it is what has been in practice every 
day for the last seven months.

On the consumer front, we have seen 
accelerated growth and adoption of 
online video services. In particular, 
we have seen a 59% growth in user 
engagement during the COVID-19 period 
(Feb – June). Our subscription revenue 
has also grown by 119% year-on-year 
(YoY), backed by enhanced content 
behind the paywall as well as increased 
user engagement. 

What are the opportunities and 
challenges you foresee for the next 
12 months?
With the accelerated growth of online 
video adoption, while global advertising 
have been impacted by COVID-19, we 
believe digital advertising will resume 
fully based on the paradigm shift  in 
consumption behavior. The challenge will 
be for the content industry to catch up on 
delayed production windows in the past 

months in order to generate a pipeline of 
content. 

What can we do together as an 
industry to help overcome this crisis?
While viewers have demonstrated their 
appetite for online video services, we 
have to continue to work together as an 
industry to combat piracy and continue 
to win users by offering a better user 
experience so that we can channel our 
investments and resources into creativity 
and quality productions to ensure the 
sustainability of the industry as a whole. 

Do you have a vision of where our 
industry will be in five years?
Great storytelling travels across 
platforms and markets – this will 
always be true regardless of the state 
of play.  Online video consumption will 
become mainstream and potentially tip 
the balance in Asia versus traditional 
platforms, who will also be reinventing 
themselves. 

What are you watching right now – 
and how are you watching it? 
I’m watching Viu Original’s Indonesian 
production of Pretty Little Liars, and the Fuji 
TV Japanese drama Long Vacation, which 
is streaming exclusively on Viu. Next on 
my list is the Korean drama Tale of the Nine 
Tailed. 

PCCW Media Group is a leading, fully integrated multimedia and entertainment group in 
Hong Kong, offering pay-TV, free TV and Over-the-Top (OTT) services with original content and 
premium international and regional branded content.
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What is the biggest change in your 
company due to COVID-19?
Like everyone in the industry, we had 
to adapt to the new situation. The main 
difficulty we were facing was that our HQ 
is in Paris, France. To ensure a reasonable 
balance between on-site working and 
fully compliant hygienic conditions, 
the CEO took the tough decision to 
suspend all our in-house productions 
(including news programs) for several 
weeks. The teams had to adapt very 
quickly to home-working in a challenging 
cybersecurity environment.
With the always-changing situation, we 
needed to adapt ourselves to the “new 
normal” and ensure we are providing 
the best service and programmes to our 
viewers without compromising on the 
safety of our colleagues. 
Regardless of these challenges, 
we managed to launch globally 
on September 9, the TV5MONDE 
French-language video-on-demand 
platform TV5MONDEplus, as initially 
planned. With worldwide accessibility and 
content offered exclusively in French, 
subtitled in 5 languages, the platform 
aims at improving the discoverability of 
francophone programming, by delivering 
content free of charge (AVOD) to all web 
and mobile devices: internet, mobile apps 
and connected TV. It serves as a great 

add-on to our existing pay-TV channels 
and services.

What are the opportunities and 
challenges you foresee for the next 
12 months?
Due to lockdown and home-working 
habits, the consumption of video 
programmes has reached unprecedented 
heights this year. Unfortunately, the 
situation is far from being under control, 
and we might face further challenges in 
the near future. 
It might somehow represent an 
opportunity for the broadcasters to 
attract new eyeballs, but it will not come 
without challenges. 
With the pandemic, the global financial 
situation is under pressure. It is affecting 
the industry directly, through advertising 
and subscription revenues, and indirectly 
as some households are or will be 
struggling. In the meantime, being able 
to continue providing the same level of 
service and volume of production with 
the new protocols and measures will be 
difficult as well. But, with the addition 
of our new AVOD service, on top of 
our premium channels and services, I 
believe TV5MONDE is well equipped and 
prepared to face the challenges that 
stand in front of us.

TV5MONDE is the world’s cultural TV network in French. It offers a wide variety of subtitled 
primetime films and dramas, international news, live sports, high-quality documentaries and 
discovery magazines, kids’ programmes, cooking & design, as well as exciting game shows.

What can we do together as an 
industry to help overcome this crisis?
The most important is to support each 
other and assist, whenever possible, 
those struggling with the current 
situation. Benevolence and empathy are 
critical in difficult times. We should join 
forces to get through this crisis together, 
so that the industry will be even stronger 
once this is over.

Do you have a vision of where our 
industry will be in five years?
With the roll-out of 5G, and the increasing 
access and democratization of the 
internet in the region, I believe the video 
industry will be stronger than ever. This 
new paradigm will, unfortunately, come 
with its side effects as not everyone will 
survive this ultra-competitive landscape. 
In the meantime, I firmly believe that 
the role of aggregator will be even more 

important than today with the increasing 
volume of content and broader choices 
offered to the end-users.

What are you watching right now – 
and how are you watching it?
There are a few different shows I 
currently watch. OPJ Pacifique Sud, a 
cop-thriller, taking place in Nouméa, 
New Caledonia, on TV5MONDE Asie. I 
watch it live on a traditional TV! It’s an 
excellent rendez-vous that I happily share 
with my 21 years old daughter and my 
teenage son. It is a rare thing today to 
find a programme that can attract several 
generations in front of the TV screen! That 
is just how great this programme is. In the 
meantime, I frequently consume content 
on my iPad. I just finished watching La 
Casa de Papel on Netflix and look forward 
to the fifth and last season. 

ALEXANDRE MULLER
MANAGING DIRECTOR ASIA-PACIFIC

Sur les pas de Christian Louboutin - Documentary OPJ, Pacifique Sud - TV series
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What is the biggest change in your 
company due to COVID-19?
Well, there actually was some good that 
came out of this crazy situation! Like 
everyone else, we were forced to push 
ourselves and really think outside the 
box, because we still had to deliver to 
our partners and viewers – who, more 
than ever, were turning to entertainment 
within the confines and safety of their 
homes. We had to pivot quickly to 
address the change in consumption 
needs and patterns, for all our key lines 
of business. While there were setbacks 
and delays – for example, lockdowns and 
restrictions meant disruption to planned 
live events such as the iconic Video Music 
Awards – it also meant new opportunities 
and innovation. So the biggest change, 
I would say, is in the level of creativity – 
how we think, how we work, and how we 
drive our business. Some of the things 
we did include working with our licensees 
to produce masks and hand sanitisers 
and expanding our retail footprint online, 
creating content in quarantine, availing 
live show premieres on social platforms, 
organizing virtual meet-and-greets, and 
even achieving an industry-first with MTV’s 
first live 5G-enabled remote production in 
Amsterdam. 
 
What are the opportunities and 
challenges you foresee for the next 
12 months? 

Every industry in every country is 
feeling the brunt of the pandemic, 
so there is a lot more empathy and 
leeway which I think we would not see 
if COVID-19 was an isolated event. 
Regardless, businesses and industries 
everywhere will undoubtedly need to 
double down on efforts on all fronts. 
Challenges will depend on what we will 
or will not be able to do in the coming 
months. We see many opportunities for 
ViacomCBS such as in OTT and mobile, 
and particularly our studios business 
(ViacomCBS International Studios) where 
we’ll be doing cross-genre production 
including animation, kids and family live 
action, factual entertainment and drama 
adaptation.
 
What can we do together as an 
industry to help overcome this crisis?
The key is really collaboration, because 
like it or not, we’re all in this together. It is 
a steep learning curve for everyone – we 
are all trying new ways to continue to 
drive our business, and I believe that we 
can continue an upward trajectory if we 
support each other, share experiences, 
and leverage strengths. We are actively 
looking for the right partners for both 
linear platforms and AVOD, with the goal 
of combining resources and working 
together for more meaningful campaigns 
particularly on brand partnerships.
 

ViacomCBS Networks International (VCNI) comprises many of the world’s most iconic 
consumer brands, including Nickelodeon, MTV, Comedy Central, BET, Paramount Network, 
Network 10, Channel 5, Telefe, Viacom International Studios, and Pluto TV among others. VCNI 
offers innovative streaming services and digital video products, as well as powerful capabilities in 
production, distribution and advertising solutions.

Do you have a vision of where our 
industry will be in five years?
I don’t believe in extrapolating too far 
ahead, especially after this year – so more 
like two to three years. I believe within 
the media scene there will be more AI 
and data-driven tech which will enable 
us to better understand and interact 
with our audience. 5G will continue to 
enhance our experiences relating to 
content consumption. And there will be 

more consolidation in the linear and OTT 
space, though ultimately I still believe that 
Content is King regardless whether it’s 
global or local.
 
What are you watching right now – 
and how are you watching it?
I’m currently watching The Daily Show, 
re-watching The Good Wife, and One Piece. 
Watching on TV and also on my iPad. 

PIERRE CHEUNG
SVP AND GENERAL MANAGER ASIA
VIACOMCBS NETWORKS ASIA
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CLÉMENT SCHWEBIG
HEAD OF SOUTHEAST ASIA, SOUTH ASIA AND KOREA

What is the biggest change in your 
company due to COVID-19? 
Like everyone else working from home, 
we have had to learn new ways of 
working. It has been incredible how agile 
and flexible we have become, managing 
play-out facilities, broadcasting live, 
launching in new markets and continuing 
with production. So, in many ways the 
biggest impact COVID-19 has had is to 
really spur us on to greater agility and 
innovation.

What are the opportunities and 
challenges you foresee for the next 
12 months?
Opportunities for us lie in the streaming 
space with HBO GO. We’ve launched in 
new territories and extended distribution 
with new partners right across 
Southeast Asia, and with our on-going 
investments in fresh content including 
local Asian productions we are confident 
subscriptions will continue to increase.

In terms of challenges, advertising 
revenues have been affected by shrinking 
economies around the world. We’re 
expecting this to continue for some time 
and I suspect it will be a while before 
businesses bounce back fully but we are 
seeing some signs of recovery – in part 
due to the strong performance of our 
channels and increased viewing time. 

What can we do together as an 
industry to help overcome this crisis?
As an industry, I think we’ve done a lot to 
support one another and benefit viewers 
at the same time. WarnerMedia has stood 
behind the creative community with a 
global commitment of more than US$100 
million to assist team members of those 
and other productions being put on 
hold during this time to relief funds and 
support families and individuals. 

Here in Southeast Asia, we have created 
a script-writing fund with the IMDA in 
Singapore to nurture local talent and 
identify new IP. We’ve also provided a 
virtual fund in the form of airtime on 
our channels to support SMEs with 
advertising on our channels and media 
planning advice.

WarnerMedia has also supported local 
industry and partners with relief to hotel 
partners and free viewing arrangements 
for consumers across our portfolio of 
brands – from HBO, to CNN and Cartoon 
Network.

Do you have a vision of where our 
industry will be in five years?
With consolidation in our industry already 
a reality, I can only see this increasing 
even more in the years to come. In the 
TV world, I believe that only the strong 
brands will survive. While this benefits 

WarnerMedia is a leading media and entertainment company that creates and distributes 
premium and popular content from a diverse array of talented storytellers and journalists to 
global audiences through its consumer brands including: HBO, HBO Max, Warner Bros., TNT, 
TBS, truTV, CNN, DC Entertainment, New Line, Cartoon Network, Adult Swim, Turner Classic 
Movies and others, as well as Xandr’s suite of advanced advertising solutions designed to help 
to improve advertising for brands, publishers, and consumers. WarnerMedia is part of AT&T Inc. 
(NYSE:T).

companies like WarnerMedia, we will 
also have to up our game in delivering 
even more locally produced and curated 
content.
 
For us, looking five years ahead, we want 
to keep viewers leaning in more than ever 
before. A big part of our strategy to make 
this is happen is with HBO GO – and then 
with HBO Max further down the track. 
These platforms will be the core to how 
we’ll increase our direct to consumer 
relationship.

What are you watching right now – 
and how are you watching it?
There are so many good shows to choose 
from right now! I’ve been really enjoying 
Lovecraft Country and Raised by Wolves on 
HBO GO, while Dream Raider from Taiwan 
is our first sci-fi HBO Asia Original series. 
From the Kids side, my family and I all 
loved the We Bare Bears and Ben 10 TV 
movies that premiered in September and 
October. At the cinema, Warner Bros.’ 
Tenet was great, and at the time of writing, 
I’m very much looking forward to Wonder 
Woman 1984. 

Lamput - Cartoon Network Asia Original

Behind the Scenes - HBO Asia Original

Miss S - HBO Asia Original

Dream Raider - HBO Asia Original
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The multichannel pay-TV market 
in the Asia-Pacific region amassed 
690 million subscribers by year-end 
2019, representing 4.1% growth YoY. 
Subscription revenue grew by an 
estimated 1% in the same year, reaching 
US$33.98 billion. Despite a larger overall 
subscriber base, several markets have 
incurred losses, which we anticipate 
will persist in the next ten years. These 
markets include Australia, Hong Kong, 
Japan, Malaysia, New Zealand, Singapore, 
South Korea and Taiwan.

Multichannel is declining in nearly all 
advanced economies in the region. What 
many of these markets share in common 
include market saturation, a rising 
OTT sector, and a strong broadcast TV 
presence. In particular, subscription OTT 
services' flexibility and more affordable 
prices are causing increased churn in 
the traditional pay-TV sector. The trend 
has even forced leading multichannel 
operators such as Foxtel Australia Pty Ltd. 
and Sky New Zealand to shift business 
strategies and prioritize OTT services over 
their well-established DTH operations.

Emerging markets including China, India 
and much of Southeast Asia are continuing 
to drive growth in the traditional 
multichannel space. China boasts the 

world's largest IPTV subscriber base, with 
three state-owned telcos serving more 
than 160 million subscribers in 2019. 
India is home to the largest DTH market 
in the region, with more than 70 million 
subscribers. During 2019, China's IPTV 
sector and India's DTH sector contributed 
21.3 million pay-TV customer net additions, 
translating to 80.4% of growth region-wide.

Although China and India are Asia-Pacific's 
two largest multichannel markets, their 
multichannel subscription ARPUs are 
among the region's lowest, at a typical 
US$2 to US$3 per month. This significantly 
drags down the region's average ARPU. 
Our analysis indicates that multichannel 
ARPU for the APAC region ex-China/India 
averaged US$11.79 per month in 2019, 
compared to just US$4.10 per month 
when both markets are included.

Over the next ten years, we anticipate 
pay-TV growth in emerging territories will 
cover losses expected in most developed 
markets. However, regional growth is 
projected to slow as more markets mature. 
As a result, multichannel penetration of TV 
households is expected to peak at 74.9% 
in 2024 before starting to contract. As 
average ARPU improves, total multichannel 
revenue is projected to grow at a 3.8% 
CAGR and reach US$50.50 billion by 2030.

THE PRESENT AND FUTURE
OF THE ASIA-PACIFIC MULTICHANNEL MARKET

MULTICHANNEL REVENUE BY MARKET, as of December 2019 (US$ million)

ASIA-PACIFIC MULTICHANNEL HOUSEHOLDS BY MARKET, as of December 2019 (million)
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ASIA-PACIFIC SHARE OF MULTICHANNEL 
HOUSEHOLDS BY PLATFORM, 
as of December 2019

ASIA-PACIFIC SHARE OF MULTICHANNEL 
REVENUE BY PLATFORM, 
as of December 2019

With direct-to-home satellite pay-TV not 
authorized in China, India is the clear 
leader in subscription DTH services in 
the Asia-Pacific region. As of year-end 
2019, the market served more than 70 
million DTH connections, accounting for 
an estimated 73.0% of all DTH subscribers 
in the region, and 34.1% of total DTH 
revenue.

Our data shows that the region's overall 
DTH subscriber base grew by 6.4% 
during 2019, reaching 96.5 million. India 
contributed the lion's share of growth. 
Outside India, however, the DTH sector 
has kept losing subscribers in many 
territories, including Australia, Japan, 
Malaysia, New Zealand, South Korea and 
Thailand. Consequently, we estimate DTH 
subscription revenue dropped by 2.5% 
region-wide in 2019, totaling US$7.4 billion 
that year.

DTH services are most expensive in 
Australia and New Zealand, where ARPUs 
exceed US$50 per month. In contrast, an 
average household in India pays just US$3 
for monthly DTH subscription.

Over the next ten years, our models 
indicate the APAC DTH market will 
regain some growth, hitting 151.7 million 
subscribers by 2030, generating US$10.78 
billion in video service revenue that year. 
Besides India, growth is also anticipated 
in the Philippines, where the archipelagic 
geography constrains copper cable and 
fiber-optic deployments. In addition, the 
long-anticipated commercial DTH launch 
in Pakistan should boost subscriber 
acquisitions and offset declines in the 
region's mature markets.

DTH MARKET

The cable TV sector had limited growth 
during 2019 as increased traction of OTT 
facilitated cord-cutting in many parts of 
the APAC region. Our data shows cable 
TV households reached 395.9 million 
by year-end 2019, up by 0.4% from the 
previous year, while cable TV revenue 
remained flat at US$19.2 billion for the 
year.

India, Pakistan and other smaller markets 
in South Asia fueled the majority of growth 
in cable TV in 2019. In India, digitization of 
cable networks reportedly made important 
progress in the past few years, with nearly 
all analog cable connections converted to 
digital by the end of 2019. In Pakistan, with 
new DTH licensees missing the anticipated 
launch dates, cable TV still dominated the 
country's multichannel landscape, with 
an estimated 95.6% share of total pay-TV 
subscribers.

Elsewhere, however, cable TV has been 
losing out to IPTV and subscription OTT, 
which are often offered in bundles with 

innovative and flexible packages. In 
addition, the rising adoption of fiber-optic 
broadband services and strengthened 
coalitions between telcos and OTT 
platforms in most markets are giving IPTV 
and OTT a strong competitive edge against 
traditional cable TV operators.

Our data shows APAC's overall cable TV 
sector will lose subscribers over the next 
ten years at a 0.1% compound average 
rate of decline, although subscription 
revenue is projected to achieve a modest 
2.8% CAGR. In Singapore, StarHub Ltd. has 
phased out cable TV and broadband in 
favor of its next-generation fiber network. 
We anticipate New Zealand will be the 
region's next market to migrate all cable 
homes to fiber and IPTV.

As of 2019, we estimate 11.8% of APAC 
cable TV homes still accessed multichannel 
content via analog connections. Our model 
projects this figure will decline to 4.1% over 
the next ten years.

CABLE MARKET
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Thanks to the Mainland Chinese market, 
the IPTV sector maintained double-digit 
growth in subscribers during 2019, 
ending the year with 195.0 million 
connections region-wide, up by 11.3% 
from the previous year. The industry is 
estimated to have generated US$7.22 
billion in IPTV service revenue during 
the same period, a 7.7% increase 
year-over-year.

In China, IPTV services are available from 
two of the three state-owned telcos, 
China Telecom Corp. Ltd and China 
Unicom. The third telco, China Mobile, 
offers video service via an OTT box. 
Although these operators have been 
bullish on video customer acquisition in 
recent years, IPTV has not been among 
their core revenue-generating assets. 

Rather, it is positioned as a service 
add-on to FTTH broadband packages and 
other bundles, with low monthly fees that 
are often waived for eligible customers. 
In 2019, China remained the largest IPTV 
market in APAC, accounting for more 
than 80% of the region's subscribers; 
however, with its average ARPU at just 75 
cents per month, its revenue share was 
less than 20%.

As we anticipate market saturation in 
China's multichannel TV sector in the 
near future, our model indicates IPTV 
growth will slow in the APAC region 
over the next ten years. By 2030, the 
region's IPTV subscriber base is projected 
to reach 336.6 million, generating 
an estimated US$13.72 billion in 
subscription revenue.
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IPTV MARKET The free-to-air, or FTA, digital terrestrial 
TV market kept growing across 
Asia-Pacific in 2019 — with the exception 
of Japan, where DTT penetration was 
already near 100% of TV households. We 
estimate more than 240 million homes in 
the region received FTA DTT signals as of 
2019, up by 11.2% year-over-year.

In most parts of the region, digital 
switchover has been carried out under 
national initiatives. By the end of 2019, 
analog switch-off had been completed in 
Australia, Japan, Malaysia, New Zealand, 
Singapore, South Korea, Taiwan and 
Thailand. Hong Kong and Vietnam expect 
to shut off analog transmission in 2020, 

while China is working towards full 
digitization by March 2021.

DTT as a subscription-based service has 
not been a viable business in most APAC 
territories. Historically, after entering 
multichannel markets in Indonesia, 
New Zealand and the Philippines, niche 
pay DTT players had to shut down due 
to inadequate customer adoption. To 
date, DTT subscription services are still 
available on a limited scale in smaller 
and underdeveloped markets including 
Myanmar, Nepal and Vietnam. Our data 
shows pay DTT served 2 million APAC 
subscribers as of 2019, a 0.3% share of 
total multichannel homes in the region.

Our model measures a market's 
multichannel affordability by calculating 
the cost of annual subscription to the 
dominant multichannel platform as a 
percentage of per-capita gross national 
income in purchasing power parity. 
Multichannel affordability tends to 
be less than 2% for countries where 
multichannel services are considered 
affordable for mass-market adoption.

Across Asia-Pacific, our analysis indicates 
pay-TV is most affordable in China, where 
multichannel affordability was just 0.1% 
for 2019. On the flipside, New Zealand 
has the most expensive pay-TV services, 
with multichannel affordability at 1.5%. 

DTT MARKET

ECONOMY & MULTICHANNEL AFFORDABILITY

S&P Global Market Intelligence combines broad data, powerful analytics, and deep sector 
intelligence to give our clients unrivalled insight into the companies and markets they follow.

by Wangxing Zhao
Research Analyst

S&P Global Market Intelligence

Global Multichannel is a service of Kagan, a group within S&P Global Market Intelligence's TMT offering.

All charts source: Industry data; Kagan estimates
Kagan, a media research group within the TMT offering of S&P Global Market Intelligence. 
© 2020 S&P Global market Intelligence. All rights reserved
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655
MILLION PAY-TV SUBSCRIBERS 

FAST FACTS*
POPULATION  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3,546,700,000 
TOTAL HOMES . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1,029,200,000 
TELEVISION HOMES  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 858,100,000 
Pay-TV PENETRATION * . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 63%
Pay-TV SUBSCRIBERS . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 655,300,000 
BROADBAND SUBSCRIBERS . . . . . . . . . . . . . . . . . 3,423,800,000

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: Total broadband subscribers include mobile broadband users and fixed broadband households

* Includes subscribers to multiple platforms

 23%
JAPAN

11.8 Million
231.0 Million

 100%
SOUTH KOREA

36.2 Million
84.7 Million

 83%
TAIWAN

7.0 Million
34.3 Million

 24%
PHILIPPINES

5.4 Million
90.9 Million

 14%
INDONESIA

6.2 Million
267.4 Million

 24%
AUSTRALIA
2.3 Million

34.1 Million

 34%
NEW ZEALAND

0.6 Million
8.2 Million

 47%
SINGAPORE

0.7 Million
9.6 Million

 35%
MALAYSIA
2.7 Million

41.8 Million

 79%
INDIA

135.5 Million
608.7 Million

 75%
HONG KONG

1.9 Million
27.5 Million

68%
CHINA

426.7 Million
1808.1 Million

 32%
THAILAND
6.6 Million

89.8 Million

 56%
VIETNAM

11.7 Million
87.9 Million

3.4
BILLION BROADBAND SUBSCRIBERS

IN ASIA-PACIFIC
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ASIA-PACIFIC MARKET OVERVIEW

AUSTRALIA
Comparing Consumer & Media View 
Survey 5 Jan-June 2020 to Survey 5 
Jan-June 2019:

Television viewing, on average in the 
past 7 days, have seen a 4% increase from 
the same period last year (89% in 2019 to 
93% in 2020).

Among Australians 14+, subscription TV 
such as Netflix, Stan, Foxtel Go, Disney+ 
and Amazon Prime viewing on average 
per week is 16 hours, with less than 3 in 
10 (28%) being non-subscribers to any 
SVOD providers. Teenage audiences aged 
14-17 are 2x times/1.8x times more likely 
to subscribe to Netflix and Stan in the next 
12 months respectively, whereas young 
adults aged 18-24 are more likely to switch 
to Disney+ in the next 12 months (index. 
188). 

In terms of SVOD consumption in Australia, 
Netflix tops its competitors with 43% of 
total Australians 14+ tuning in to the said 
provider the past month. Foxtel ranks 
second (29%), followed by Stan (14%).

Catchup-streaming TV at home i.e.  
catch up services from a Free-to-Air TV 
networks such as SBS on Demand, 10 Play, 
7Plus, 9Now, have become more popular 
in 2020 seeing a rise in heavy viewers 
(watching 9+ hrs/week), 19% compared to 
17% during January to June last year.

In terms of content:
• Among Aussies 14+, Subscription TV 

content engagement sees interest 
growth for Recent Release Movies 
(+17%), Documentaries (+15%), Drama 
and Comedy alike (+14%), and News/
Current Affairs programs (+10%), from 
the first half of 2019 to the first half of 
2020.

• News and online trading content 
during COVID-19 - According to Nielsen 
Digital Content Ratings data, the first 
announced restrictions as part of the 
Australian government’s prevention 
measurement to COVID-19 in March 
2020 prompted a spike in financial 
news and information content online 
consumption (43% increase compared 
with the same period in 2019). Gen 
Z and Millennials in particular, have 
recorded the highest total time spent 
on consuming financial news and 
information across business and 
personal finance.

HONG KONG
The people in Hong Kong are kept well 
informed through a variety of available 
media. 96% of Hong Kong’s population 
aged 12-64 have consumed digital media, 
90% have viewed TV content and 72% 
have read a newspaper either through a 
printed format or a digital platform.

92% of internet users are on the internet 
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every day, reflecting their hunger for the 
most timely news and health information 
during the COVID-19 outbreak; topics 
related to the epidemic, politics and gossip 
instantly became hot on social media, 
reporting a total consumption of 72%.

The prolonged stay-at-home notice not 
only generated stickiness for tuning in 
to linear TV content (90%) but also the 
consumption of digital video (72%).  On 
average, Hong Kong audiences spent 118 
mins on TV and 109 mins on online video 
consumption per day.

Daily newspaper consumption (72%, 
-4pts) declined overall with readership 
for printed versions (51%) dropping 
6 percentage points during the city’s 
lockdown period. Traditional print 
publishers faced competition from the 
massive amount of news and content 
available from the internet. Online news 
platforms exposed via social networks 
carried a 13% population penetration, 
whereas traditional newspaper publishers 
reported a 16% social readership.

Outdoor media effectiveness has been 
discounted with reduced pedestrian 
counts and traffic as citizens are 
encouraged to work from home and 
stay home. As people are reluctant to 
go out, their exposure to outdoor ads 
also dropped. The decline is particularly 
obvious for transportation ads: buses 
(77%, -5pts) and MTR (63%, -7pts). * 

INDONESIA
The large-scale movement restriction that 
was implemented starting mid of March 
until end of May in Jakarta and followed by 
other cities across Indonesia had spurred 
growth of in-home media consumption.
TV viewing increased by 14% overall, 
higher among kids and young adults. 

Average time spent viewing increased by 
28 minutes from just slightly over 5 hours/
day to 5 hours 37 min.
The highest peak of TV viewing was 
during Ramadhan month (end of April 
to end of May) as 90% of the Indonesian 
population is Muslim and observed fasting 
month. There was a high increase of 
viewing during 2AM-6AM, and also during 
primetime.
Not surprisingly, we also saw an increase 
in daily viewing of online video (increase 
57%), daily incidence of playing online 
games (increase 63%) and daily incidence 
of listening to digital audio platforms 
(increase 35%).   

As the government eased off the 
movement restrictions starting early June, 
media habits were back to normal, at 
pre-COVID levels. 

In terms of advertising spend, the first 
quarter showed double digit growth from 
month-to-month. However, COVID-19 put 
a hard stop with a reverse trend of double 
digit decline until the end of June despite 
the festive season in May. Signs of recovery 
were seen starting in July driven by the 
usual big advertisers in e-commerce, 
Haircare, Facial care, Coffee/tea and 
Instant Food categories. 

JAPAN
Digital media ad spending in 2019 grew 
20% YoY to US$21billion, surpassing TV ad 
spending (US$17billion). (Source: Dentsu 
Inc.)

The number of users of SVOD (Amazon 
Prime Video and Netflix) and AVOD 
(YouTube and TVer; Catch up TV service) 
has increased, with younger users driving 
the growth. SVOD usage has grown to 
30%. Consumers mainly view VOD on 
smartphones, but the number of people 

* Data sources: Media Index Hong Kong Mid-Year Report 2020 and Mid-Year Report 2019
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television audience measurement.
New Zealand will be rolling out 500 
streaming meters over a period of 12 to 
18 months, starting October 2020. This 
measurement will show how many people 
and time spent on Broadcaster VOD 
and other video platforms (i.e. YouTube, 
Netflix) across internet connected devices. 
Ultimately, the introduction of streaming 
meters to the Nielsen TAM panel provides 
the foundation for total content viewed 
across TV and digital platforms.

Updates on media landscape in New 
Zealand in 2020:
Television viewing
• New Zealanders have always tuned in 

to their television to keep up to date 
on the latest news, COVID-19 lockdown 
Level 3 & 4 (23 March - 12 May) is of no 
exception. The special midday COVID-19 
news bulletins and 6pm news hour 
reached approximately a third of New 
Zealanders on an average day.

• Average Time Spent watching TV has 
gone up from 247mins in H1 2019, to 
258mins in H1 2020. 

Advertising activities
• Advertising spend dipped by 15% in the 

first half of 2020 compared to H1 2019. 
• Majority of decrease in advertising spend 

happened during Lockdown Level 3 & 4 
(23 March - 12 May), in addition to media 
owners facing operational restrictions 
due to lockdown regulations.

• With quick recovery happening after New 
Zealand moved to Level 2 and beyond 
(13 May), categories such as Fast Food 
& Restaurants, Passenger Vehicles, 
Department Stores, Tourism, and Retail 
have shown considerable increase in ad 
spend.

Digital
The impact of the latest lockdown is driving 
increases in online news consumption, 
with news site page views increasing by 
22% in August compared to July. 

PHILIPPINES
The Philippines media landscape is 
experiencing a pivot this year given the 
two game changers: (1) the COVID-19 
pandemic, and (2) the shutdown of the 
country’s biggest TV/media network, 
ABS-CBN.
Television
TV viewership increased looking at H1 
2020 versus H1 2019 (+9.2% for Total 
Philippines). This is largely driven by 
increases in consumption in the Urban 
market (+20.3%), as viewership for Rural 
declined (-8.4%). Total Philippines increase 
could have been higher if not for the 
shutdown of a major broadcast network in 
the Philippines (ABS-CBN), one of the top 2 
players in television, beginning May 2020. 
From an increase of +24.5% in April 2020 
(versus April 2019), TV viewership increase 
is down to +2.4% in May 2020 (versus May 
2019).
Radio
Along with an increase in radio ownership, 
radio listenership increased in Q2 2020 for 
Mega Manila (+23.6%). This was despite 
the shutdown order of ABS-CBN who 
used to have the Top 1 AM and FM radio 
stations in the country.
Digital
Social media and online messaging 
drove internet usage amidst lockdown. 
An exponential growth in the usage of 
e-commerce websites and apps was 
likewise noted in Q2 2020 (+156%), as 
consumers shift from in-store to online 
shopping. VOD usage significantly 
increased as well (+158%) as people stayed 
at home, with Netflix emerging as the #1 
VOD platform outperforming local provider 
iwantTV.

Given the pandemic, Ad Spend declined 
across all media platforms for H1 2020. 
Hardest hit was Print which shrunk in 
half. “In demand” categories during the 

watching on TV screens is also increasing.
Staying home during COVID-19 has led 
to an increase in the number of users 
and time spent on both AVOD and SVOD. 
(Source: Nielsen)

With NHK beginning its Live TV Streaming 
service in April 2020 and NTV starting it 
in October 2020, media consumption will 
become more fragmented.

MALAYSIA
The Movement Control Order (MCO) 
fundamentally changed the way 
Malaysians consume media, not just in 
terms of acting as a catalyst for increased 
media consumption, but also:
• The extent of the change

- TV viewing at levels not seen since 
pre- digital revolution

- A peak uplift of around one third, 
translating to an additional 1m+ 
viewers per average minute rating 

• Average time spent watching TV 
increasing from 5.5 hours to 7+ hours 
per day

• Consumers trialing new channels and 
rediscovering old ones

• A halo effect, with post-lockdown viewing 
higher, and for longer, than prior to the 
MCO
- Whether this is sustainable or not 

will depend heavily on the availability 
of new content, given that many 
broadcasters exhausted their 
inventory during lockdown. Thus it’s 
important for new content to go into 
production as soon as possible

Despite the increased media consumption, 
the MCO prompted a knee-jerk reaction by 
brands to hold back on advertising spend, 
something which impacted all media 
platforms, including digital. As restrictions 

were relaxed in May, we saw the first signs 
of recovery, with increased adex across 
FTA television and digital, as brands looked 
to restart communications. However, it 
wasn’t until July that spend levels began to 
approach those seen at the very beginning 
of the year. 

MYANMAR
By 2020, 91% of the Myanmar population 
aged 10+ are exposed to at least one 
media form—either traditional (TV, radio, 
print, OOH) or digital.  Media penetration 
is driven primarily by TV as well as digital. 
Major television channels broadcasting 
local TV content and advertising now 
number to over 50 across FTA, pay and 
satellite. TV is more consumed among 
females, those aged under 20, middle SEC, 
and coming from the rural areas.  Digital 
has slowed down slightly compared to 
unprecedented penetration growth in 
the last 2 years, and is driven by males, 
of working age, upper to middle SEC 
and coming from the metro as well as 
urban areas. Mobile, far more than any 
other device, is driving internet usage 
in Myanmar. Digital ads have seemingly 
also taken some share in advertising 
expenditure, with Myanmar agencies 
servicing digital advertising requirements 
now listed at around 50.

NEW ZEALAND
With the retirement of legacy Market 
Intelligence (MI), Nielsen NZ have replaced 
it with the wider expansion of Digital 
Content Ratings (DCR) on 1 July 2020, 
followed by a further rollout to agencies in 
Q4 2020. DCR solution provides our clients 
with daily overnight volumetrics across 
digital content types including text, video, 
and in-app, with metrics comparable to 
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pandemic including Vitamins, Telco, 
Cough and Cold Remedies, and Health 
and Beauty Soap, along with Detergents 
increased in spend in H1 2020.

SINGAPORE
Like many other nations around the world, 
the COVID-19 pandemic has impacted the 
Singapore economy as shown in its decline 
in advertising expenditure for the months 
of January to June of 2020. Total market 
ad spend and digital ad spend declined 
34% in June 2020 vs January 2020, with the 
largest month-on-month decrease (-22%) 
witnessed from March to April due to 
instatement of Circuit Breaker in April. 

• Categories that are affected by 
the pandemic and continue to see 
low spending are Travel Related, 
Entertainment, Beauty and Fitness 
Services, Retail and Fast Food Outlets.

• Categories that are not affected or 
increased spending during this period 
are Insurance, Toys and Games, Toiletries 
and Computers.

Despite the gloomy outlook of the first half 
of the year, the phased reopening of the 
country from June has boosted the overall 
ad spend by 7% from May to June.

SOUTH KOREA
Media consumption and ad spending have 
shown quite different patterns in H1 2020, 
when we compare it with the same period 
in 2019. COVID-19 changed daily life and 
consequently media usage patterns as the 
disposable time increases. 
Television viewing
As work-from-home and virtual classes 
become common, the PUT (Persons Using 

TV) increased YoY 1.4% (+540K persons) 
on Q1, 2020, YoY 1.1%(+570K persons) 
on Q2, 2020. This increasing trend can be 
found across all the age groups, especially 
high among  teenagers  (YoY 0.9% on Q1 
2020, YoY 2.1% on Q2 2020)
Advertising activities *
The total ad spending decreased -2.2% 
on H1 2020, when comparing with H1 
2019. At the beginning of 2020, total ad 
expenditure started with YoY growth. 
However, ad expenditure started to show 
a YoY gap from March when COVID-19 
became serious, showing the biggest YoY 
gap -9% in April, 2020. Though the YoY gap 
is alleviating from May 2020, it’s still quite 
a way off to the level of the same month 
in 2019. 

When broken down by media type, ad 
spending on TV dropped most significantly 
(YoY -5.8% on H1 2020), contrary to the 
fact that the time spent on TV increased a 
lot. Radio and print also dropped slightly 
(YoY -0.6%, -14% respectively on H1 2020). 
Despite COVID-19, ad spending on digital 
is still growing, showing YoY 14.3% on H1 
2020.

The number of TV ads on H1 2020 
decreased on sectors such as Alcoholic 
Drinks, Kitchen Supplies, Non-Alcoholic 
Drinks, and Culture & Performance in 
order. On the contrary, sectors such as 
Health Supplement, Furniture, Pain Killer 
& Tranquilizer, and Detergent shows YoY 
increase. 
Digital usage
Both PC and Mobile consumption  
increased during the COVID-19 pandemic 
period. Main reason of PC usage 
consumption increasing was because of 
online learning in schools. Mobile usage 
increase centered around Gen Z (7~24) 
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and Baby boomer generation (50~69). 
Mobile ‘Non-Contact’ services are growing 
rapidly like Delivery, Finance, Online 
Meeting. OTT services and e-commerce 
are increasing on mobile too.

TAIWAN
Due to the impact of COVID-19, we’ve 
seen  a 16% decline in terms of media 
spending. With the exception of digital 
media, others are all suffering double 
digit declines. For digital media, only  
single digit growth is seen. Still some 
categories show positive growth e.g., 
Health Supplement and Online Gaming, 
e-commerce; these 2 categories are also 
ranked the top two categories in terms of 
spending in H1 2020.

As China was the first one to lock down 
during Chinese New Year, the ratings 
of news channels in Taiwan increased 
almost 40%. The delay of returning to 
school also helped to boost the total 
viewing time, especially among kids (4-14) 
and young adults (15-24); viewing time 
among these generations grew by 38% 
and 18% respectively. Not only is the 
viewing time longer but the lockdown also 
brought more people back to watching 
TV as the reach % is higher compared to 
the same period last year. But we also 
need to note that the growth of TV rating 
has disproportionately benefited news 
channels more.

THAILAND
Despite the pandemic, TV, radio and online 
media saw an increase in consumption 
during the stay-at-home period. During the 
pandemic, we also witnessed white collar 
and adolescent groups shift consumption 
to cross-platform between TV and online. 
One positive is that some of these groups 

have maintained these habits after going 
back to their 'new-normal' lives.
 
In terms of programming, news content 
has seen an increase in 2020. Many 
events drove this rise in 2020 aside from 
COVID-19, such as the Korat and Gold Shop 
shooting; leading to a populace that have 
increased their consumption in day to 
day news. In June 2020 we have seen that 
trend continue, but interestingly COVID-19 
has fallen away as the central focus with 
other day to day news items driving 
consumption.

During the period we have also seen a 
significant drop in media spend from 
advertisers, showing a drop of 23% during 
March to May 2020 compared to last year. 

Media spend has seen a small recovery 
coinciding with the slow return of normal 
life and advertiser confidence. 

* Source: Nielsen Media Korea AdEx. Ad spending is not adjusted by market discount or COVID relief. It is estimated 
by listed rate cards by media companies. 

Nielsen is a global performance 
management company that provides a 
comprehensive understanding of what 
consumers Watch and Buy. Nielsen provides 
both world-class measurement as well as 
analytics that help improve performance. 
Nielsen, an S&P 500 company, has operations 
in over 100 countries and covers more than 
90% of the world’s population.
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THE SCREEN OF THE HOUSEHOLD
GOT STRONGER!

Diversity is what makes India unique 
as a country; starting from ethnicity, 
cultures, languages, and even religion. 
Nevertheless, it has always been 
television that binds Indians together 
while engaging and entertaining every 
individual in the family. TV has always 
been the primary screen in an Indian 
household and with people confined 
to their homes due to the COVID-19 
pandemic, they naturally turned to their 
TV sets as the first choice for content 
whether it was for the purpose of news or 
entertainment. Moreover, with 100 million 
households yet to get a television, there is 
a lot of potential, scope and opportunity 
for growth. 

It was March 24, 2020 when the Hon’ble 
Prime Minister Shri Narendra Modi 
announced a nation-wide lockdown that 
restricted citizens to stay indoors starting 
March 25, 2020. Over 197 million Indians 
spread across the length and breadth 
of our country tuned in on television to 
watch Prime Minister Modi’s live message 
that was covered by 201 channels. While 
197 million itself is a staggering number, 
it was the Prime Minister's address on 
Lockdown 2.0 on April 14, 2020 that 
witnessed higher viewership with 203 
million people, garnering 3.9 million 
viewing minutes. 
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The lockdown due to this pandemic was 
the key driver for the surge in total TV 
consumption across all states and while 
we are in the unlock phase, total TV 
consumption continues to be higher than 
pre-COVID levels. In the pre-COVID era, 
primetime viewership was predominantly 
the winner, however, radical changes 
in television viewing habits were seen 
across India at the onset of the lockdown. 
Non-primetime viewing drove TV viewing 
significantly even as students began 
virtual classes and organizations adapted 
to the work-from-home model. It was 
in Week 13 2020 that non-primetime 
viewership witnessed an astonishing 
growth of 80% versus the pre-COVID 
period (Wk 2-4, 2020). Non-Primetime 
viewership continues to show a growth of 
38% even in Week 34 2020.

Indian viewers love their daily family 
entertainment time. But with lockdown 
being announced, shoots for TV shows, 
films, etc. came to an abrupt halt and 
with lack of original programming, 
General Entertainment Channels (GEC)
experienced a dip and the News genre 
emerged as a winner. It was in Week 12 
2020 that the News genre grew by 21% 
which was the highest if compared to the 
pre-COVID period. Broadcasters on the 
other hand resorted to airing movies on 
GEC channels to keep viewers engaged 
and entertained during this period. 

While private broadcasters turned to 
movies, the state-owned GEC DD National 

emerged as the #1 Network, after 20 long 
years with a masterstroke of bringing 
back classics on its channels. Re-runs 
of mythology shows like Ramayana and 
Mahabharata dominated Indian television. 
Ramayana drew high viewership from the 
NCCS A segment.

While the country is gradually unlocking 
and adapting to the new normal, shoots 
for tv soaps resumed and so did fresh 
episodes and original programming on 
television. It was the airing of original 
programming and new episodes of daily 
soaps that brought back GEC viewership 
across all languages in the recent weeks. 
However, while viewership is increasing, 
average time spent by the audience is yet 
to match up to the pre-COVID level. 

On the advertising front, ad volumes also 
fell sharply considering the lockdown 
impact on numerous sectors including 
auto, manufacturing, etc. Social ads 
related to COVID-19 information grew 
exponentially during the peak lockdown 
months. With unlock coming into effect, 
ad volumes have steadily increased and 
are well above the pre-COVID and even 
2019 levels. More advertisers and brands 
are returning back to television as the 
economic recovery speeds up. FMCG 
ad volumes are seeing a comeback with 
majority of supply chain issues being 
resolved. Ad volumes for e-commerce, 
Automobiles and Education sectors have 
seen a surge. 

by Sunil Lulla
CEO, BARC India

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
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REGIONAL CHANNEL
TV VIEWERS

REGIONAL CHANNEL TV
CONSUMED MORE THAN OTHER MEDIA

79% 

74% 
74% 

68%

61%

67%

59%

58%

38%

25%

13%

18%

18%

20%

29%

21%

11%

25%

37%

41%

PHILIPPINES

INDONESIA

INDIA

MALAYSIA

SINGAPORE

HONG KONG

TAIWAN

SOUTH KOREA

THAILAND

AUSTRALIA

ANY REGIONAL CHANNELS (monthly)

ANY REGIONAL CHANNELS (weekly)

ANY REGIONAL CHANNELS (daily)

ANY INFLIGHT MAGAZINE

ANY REGIONAL MAGAZINE (monthly)

ANY REGIONAL MAGAZINE (tri-weekly)

ANY REGIONAL MAGAZINE (weekly)

ANY REGIONAL NEWSPAPER (daily)

ANY REGIONAL TITLE
REGIONAL CHANNEL TV

OTHER MEDIA

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia
Viewed regional TV channel yesterday and Not viewed any regional TV channel in the past month

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia

77%

73%

58%

14%

3%

12%

3%

24%

17%

VIEWED
YESTERDAY

NOT 
VIEWED

IN PAST MONTH

AFFLUENT VIEWERS
STRONGLY AGREE THAT...

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Average Base Index: 100. 
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia
Viewed regional TV channel yesterday and Not viewed any regional TV channel in the past month

I enjoy keeping up with 
the latest fashions and trends 123 67

I am always one of the first 
to have technologically innovative products 126 75

I am willing to pay more for products 
that are environmentally friendly 118 77

I have more confidence in purchasing products/ 
using services that have been advertised 122 82

I value the elements of high quality and 
exclusivity as demonstrated by luxury products 122 83

People often ask my advice about 
financial issues and investing 117 87

INDEX

>

>

>

>

>

>

                 DON’T 
WATCH          WATCH

REGIONAL TV
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AFFLUENT VIEWERS
ARE EARLY ADOPTERS...

OWNERSHIP INDEX

>

>

>

>

>

126 

120

115

115

115

57

75

66

68

74

VIRTUAL REALITY 
(VR) HEADSET

CAMERA DRONES 
(FLYING CAMERAS)

WIRELESS BLUETOOTH 
HEADPHONES / SPEAKERS 
(US$200+)

VOICE COMMAND 
DEVICE / SMART SPEAKER 
(E.G. AMAZON ECHO, GOOGLE HOME, ETC.)

ULTRA HDTV (4K, 8K TV)

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Average Base Index: 100. 
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia
Viewed regional TV channel yesterday and Not viewed any regional TV channel in the past month

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Average Base Index: 100. 
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia
Viewed regional TV channel yesterday and Not viewed any regional TV channel in the past month

 DON’T 
 WATCH WATCH

REGIONAL TV

... & DECISION MAKERS...

OWNERSHIP INDEX

>

>

>

>

114 

129

137

118

77

58

52

56

INTEND TO 
BUY A CAR IN 
NEXT 12 MONTHS

TOP MANAGEMENT

OWN COMMODITY 
FUTURES / OPTIONS

OWN A PRIVILEGE / PRIORITY 
BANKING ACCOUNT

>121 59OWN CRYPTOCURRENCIES, 
LIKE BITCOIN

>121 60OWN BONDS>112 75
PERSONALLY INTERESTED 
IN LATEST GADGETS & 
TECHNOLOGY

 DON’T 
 WATCH WATCH

REGIONAL TV
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... SPENDING ON LUXURY

 
THE AFFLUENCERS...

>

>

>

>

130

116

121

117

69

74

82

80

PERSONALLY OWN QUALITY 
/ DESIGNER ACCESSORIES & 
FOOTWEAR WORTH US$10,000+

PERSONALLY OWN JEWELLERY 
WORTH US$10,000+

PERSONALLY OWN QUALITY / 
DESIGNER CLOTHES & LEATHER 
GOODS WORTH US$10,000+

PERSONALLY OWN A LUXURY 
WATCH WORTH US$10,000+

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Average Base Index: 100. 
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia
Viewed regional TV channel yesterday and Not viewed any regional TV channel in the past month

Source: Ipsos Affluent Asia Survey 2020 1H (Q3-Q4’19)
Average Base Index: 100. 
Reported markets: Thailand, Hong Kong, Indonesia, Malaysia, The Philippines, Singapore, Taiwan, India, South Korea, Australia
Viewed regional TV channel yesterday and Not viewed any regional TV channel in the past month

>

>

>

>

>

131 

127

128

127

128

49

50

53

57

59

MADE POLICIES IN LOCAL, 
REGIONAL, NATIONAL LEVEL 
OF GOVERNMENT BODIES

BEEN INTERVIEWED ON TV, 
RADIO, BY THE PRESS

ATTENDED MEETINGS 
ABROAD WITH EXECUTIVES 
FROM OTHER COUNTRIES

RAISED CAPITAL, 
INVESTED FUNDS 
FOR MY COMPANY

TAKEN EXECUTIVE DECISIONS 
WHICH AFFECT ORGANISATION'S 
OPERATIONS IN OTHER COUNTRIES

 DON’T 
 WATCH WATCH

REGIONAL TV

 DON’T 
 WATCH WATCH

REGIONAL TV
OWNERSHIP INDEX
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NETTING DEFINITION OF 
REGIONAL TV CHANNELS

ANY REGIONAL NEWS

Al Jazeera English
Arirang TV
BBC World News
CNBC 
CNBC TV 18 
SBS-CNBC
CNN
CNN Indonesia
CNN Philippines
CNN News18
Bloomberg
CNA (previously known as Channel 
NewsAsia)
Euronews
Fox News
NHK WORLD
Phoenix InfoNews
RT Channel
Sky News

ANY REGIONAL DOCUMENTARIES

Animal Planet
BBC Earth 
Discovery Channel
Discovery Science Channel
History Channel
National Geographic Channel
Nat. Geo Wild

ANY REGIONAL LIFESTYLE CHANNELS

BBC Lifestyle
Asian Food Network
Food Network
HGTV
Nat Geo People
TLC

ANY REGIONAL MOVIE & TV SERIES

BBC First
AXN Asia
FOX
FOX Life
FOX Movies
HBO
StarWorld
Star Movies
STAR Chinese Movies
Warner TV

ANY REGIONAL SPORTS

Eurosport
Fox Sports
Fox Sports 2
Fox Sports 3
Star Sports
Star Sports 2

IPSOS Hong Kong began the Affluent Asia tracking survey over 20 years ago because we 
knew from the beginning the affluent is one of the most sought-after audiences in this fast 
growing Asia-Pacific region. The affluent represents a group of premium consumers who drive 
spending, adoption of new tech and experiences, and influence on purchases among their 
peers. Media publishers, ad agencies and advertisers alike rely on Affluent Asia to analyse their 
target customers, in order to capture both the share of wallet and share of mind of this critically 
important group.
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Around March, when the World Health 
Organization declared COVID-19 to be a 
global pandemic, and when a third of the 
global population was under lockdown, it 

seemed like anything was possible. 
COVID-19 placed media into uncharted 
territory but, months down the line, we can 
begin to chart its impact. 

A phrase that sprung up during what 
we might call “peak lockdown” was 
“completing Netflix”, and TV was central to 
how consumers stayed entertained during 
lockdowns – particularly the online variety. 

Online TV has been an obvious beneficiary 
of lockdown measures, and the average 

time spent watching it per day in the 
Asia-Pacific region is now only just 
under the average time spent watching 
broadcast. Broadcast remains stable, but 
we are on the cusp of crossing a tipping 
point whereby TV in the region becomes, 
at least when defined by viewing minutes, 
“online-first”.

TV IN THE PANDEMIC
WHERE ARE WE NOW?
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APAC has been a real battleground for 
streaming services in recent years, and 
this year Netflix consolidated its standing 
in the region, remaining on top spot 
in several markets and climbing the 
leaderboard in others. Amazon Prime has 
also seen success, but it’s not just Western 
streamers doing well, as iFlix – picked up 

by Tencent in June – also added users in 
certain markets. 

We also have to reserve a word for 
Disney+. Not released in the country until 
November last year, it’s now third place in 
New Zealand. 

Lockdown didn’t just change how viewers 
watched TV; to a degree, it also changed 
what they watched. News viewership 
spiked as lockdown measures were 
implemented (more on this later), while, 
with competitions suspended, sports 
content fell from favor. 

Other genres took a more surprising dip, 
perhaps because consumers weren’t in 
the right frame of mind to enjoy them. 
These included game shows, culture 

programming and educational material. 
For game shows, restrictions on in-studio 
audiences could have played a part in 
diminishing interest. Cultural programming 
has suffered in line with widespread 
closures for museums, theaters, clubs, 
music venues, and galleries. This is backed 
up by changes we’ve seen in our attitudinal 
data. With less chance to get out and 
explore it, some consumers are simply 
becoming less interested in the arts world.

With viewers stuck at home, many 
wondered early on what effect it would 
have on what device media would 
be accessed on. Quibi’s travails in 
North America represented a kind of 
conventional wisdom; if consumers 
weren’t on the move, there seemed to be 
little demand for consuming content on 
a device typically used when people are 
on-the-go. 

This proved to be the case with watching 
live TV – which dropped on mobile 
post-lockdown – but stayed more 
consistent for watching streaming services. 
Even in a domestic setting, many online 
TV watchers are happy to watch on their 
mobile, and perhaps favor the portability 
of the device above screen size. It’s telling 
that, elsewhere in our data, intent to 
purchase flat-screen TVs dropped 9% 
globally in Q2.
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The data so far cited in this article has 
been drawn from our syndicated Core 
research, from which we can capture all 
kinds of changes to consumer behavior 
brought on by COVID-19. But this year 
we also conducted bespoke research to 
identify the pandemic’s impact on media.

The most pronounced change was an 
initial spike in news consumption around 
the time the WHO officially declared a 
global pandemic. Consumers have been 
less voracious in their appetite for news 
since then, but we can assume that in the 
event of future waves, or re-introduction of 
restrictions, these figures will climb again.
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The big question about lockdown has been 
whether any uplift in online TV viewing 
would stick around. Once some semblance 
of normality came back, would consumers 
drift back to their old viewing habits? 

Of all the media activities we tracked, 
watching more online TV/streaming has 
looked the most likely to take advantage. 
Not only has the number of consumers 
watching more of it stayed consistent while 
other media behaviors have dropped 
off in popularity, the number expecting 

to continue doing so after lockdown has 
climbed over time. 
It’s similar to the trend we’ve seen for 
online shopping during lockdown. In both 
cases it seems to be that those that have 
simply never had the chance to try a digital 
alternative, are now onboard for good. 

The initial enthusiasm for watching more 
broadcast TV during lockdown, on the 
other hand, dwindled with each wave of 
research.

At the start of 2020, COVID-19 seemed 
to make a mockery of the art of the 
prediction. But as the year has progressed, 
we’ve seen it give rocket fuel to trends 
already on their way, and justify some of 
our previous calls. There are likely to be 
more twists and turns with the pandemic, 
but as things stand we’re fairly confident 
that in 2021:

• New online TV viewers will stick around. 
The habit appears to be persisting after 
lockdown and new viewers look to be in it 
for good.

• Hours spent watching online TV may 
match, or even overtake, hours spent 
watching broadcast in APAC. 

• Even in the event of further restrictions, 
smartphones will still be used to watch 
subscription services.

• Genres of TV returning from long 
absences, like sports and culture, can’t 
rely on old viewers flocking back. Their 
viewers need to be targeted to ensure 
their interest does not ebb away. 

WHAT’S IN STORE FOR 2021

by Chris Beer
Market Intelligence Manager

GWI   

GlobalWebIndex is a market research company headquartered in London that provides 
audience insight across 46 countries to the world’s largest brands, marketing agencies and 
media organizations.

MARKETS INCLUDED IN THE ASIA-PACIFIC DEFINITION:
Australia, China, Hong Kong, India, Indonesia, Japan, Malaysia, New Zealand, The Philippines,
Singapore, South Korea, Taiwan, Thailand, Vietnam
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WHY MEDIA CONTENT PROVIDERS
SHOULD CARE ABOUT PRIVACY
AS WELL AS PERSONALISATION

A
SIA

-PA
CIFIC VIEW

ERS

Unlocking growth for TV & Video content 
providers in the personalisation age 
demands a new relationship with 
consumer data. In a viewing world 
controlled by the consumer, measurement 
techniques have advanced significantly 
too. But with great data comes great 
responsibility.

CONSUMERS ARE BECOMING 
MORE AND MORE ‘DATA AWARE’
This is sparked by the promotion of 
GDPR, CCPA and other privacy legislation, 
publicity around data breaches, and 
consumers’ own resentment of repetitive 
and overfrequent online targeting. 
Consumers retain ownership over their 
data. They loan it to companies who can 
in turn use it to provide them with better 
products and services. 

Industry-accepted currencies measuring 
audiences’ actual viewing behaviour have 
never been more important, not least as 
the means to plan, buy and sell advertising, 
and to commission, schedule and sell 
programmes.  At Kantar, we conduct 
trusted TV and video measurement 
services that fuel US$86 billion of 
advertising spend worldwide. We know 
that meeting and keeping the highest 
research standards must be maintained.

USING DATA FOR GOOD
A total view of audiences requires us to 
treat consumer data with respect, and to 

act within the spirit as well as the letter of 
data privacy regulations. Everyone involved 
in reaching audiences has a responsibility 
to use consumer data properly and in a 
privacy-safe way.

As part of our DIMENSION 2020 research 
study, we interviewed a number of industry 
leaders who identified data privacy as a 
concern.

“User privacy is paramount. Users 
should have transparency and control 
of the collection and use of data, and 
measurement data practices must always 
respect user privacy“, Ryan Stonehouse, 
Global Head of Insights & Planning – 
YouTube, Google.

The majority of the 8,000 connected 
consumers we spoke to are concerned 
too, worried that tailored content may be 
putting their privacy at greater risk.

As an industry we need to treat consumer 
data with respect, doing more to explain 
and promote the consumer benefits that 
come from using their data responsibly. 
Failing to do so threatens co-operation 
from respondents, risks increased cynicism 
about online advertising, and could 
ultimately lead to data privacy breaches. 

In a changing measurement world 
where consent, not content, is king, 
cross-media panels are critical. They are 
properly consented by those who agree 
to participate and can enable both data 
sources to co-exist.

TWO DISTINCT DATA SOURCES 
NEED TO COEXIST
One seeks to answer what consumers are 
doing within the walls of a given platform 
(deterministic, mainly behavioural data), 
and the other, fuelled by representative 
audience samples, seeks to address 
why they’re doing it (people-based 
measurement). 

The industry is increasingly realising that 
the balance has swung too far towards 
behaviour-based data .There has been 
too much focus on metrics designed to 
help executional programmatic buying 
(answering the ‘what is being viewed?’ 
question), at the expense of research and 
insights that assist in planning decisions 
(the ‘why are they viewing?’ question).

We’ve explored this in more detail in 
the full report here, gleaned through 
consumer and industry leader interviews.

SIZE ISN’T EVERYTHING
Measuring the size and nature of an 
audience is important, but no longer 
enough to unlock growth – whether that’s 
defined as growth in advertising revenue, 
audience share or subscription renewals.
Catering to the existing subscriber base, 

and examining their isolated behaviour 
on a platform but ignoring their total 
media consumption, is a mistake. If you 
want to grow, you will need to understand 
the behaviour of subscribers on other 
services, and audiences who are not your 
subscribers! 

A COMPLETE PICTURE, 
NOT A PARTIAL ONE
To understand, retain and grow audiences, 
we need to use data collected through 
both deterministic behavioural and 
people-based means. Both are essential 
if the industry can meet the vision of 
advertisers – measurement that takes into 
account total video viewing, regardless of 
device or source.

Discover more findings from our 
consumer and leader interviews in 
our report Unlocking audience 
growth. This report uncovers important 
considerations for those striving to build 
audience ‘stickiness’ in a complex and 
disrupted TV & Video market. 

'I worry that more content 
tailored to me may
mean that my 
privacy is at 
greater risk'
in %

Base: 8,002 connected consumers. 
Source: Kantar DIMENSION Study 2020

by Nick Burfitt
Managing Director

Media Division 
Asia-Pacific

Kantar

Kantar is the world’s leading data, insights 
and consulting company. We understand 

more about how people think, feel, 
shop, share, vote and view than anyone 
else. Combining our expertise in human 

understanding with advanced technologies, 
Kantar’s 30,000 people help the world’s 

leading organisations succeed and grow. 
For further information, please visit us at 

www.kantar.com.

https://www.kantar.com/inspiration/advertising-media/audiences-in-the-driving-seat
https://www.kantar.com/inspiration/advertising-media/audiences-in-the-driving-seat
https://kantar.turtl.co/story/unlocking-audience-growth/
https://kantar.turtl.co/story/unlocking-audience-growth/
https://kantar.turtl.co/story/unlocking-audience-growth/
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WHAT’S IN A NAME?

As VOD products roll off the rank with 
the frequency of a pre-COVID Singapore 
cab queue, I started to think about how 
products were named and the ‘inspiration’ 
and potential hidden meaning behind the 
product names. Based on my research, 
names fall into the following categories:

• Superlatively
 Appending a Max to the name
• Mathematically
 Literally adding a “+” symbol
• Mobilizing verbs
 Catch/Play/Watch
• Amping up mobility (a subset of 

the category above but deserving an 
honourable mention)

 Adding a ‘Go’ 
• Originality
 Coming up with a truly original name 

and building a new brand 

An appended “+” sign, “Max” or verb 
are de rigueur and there is definitely 
a great deal of value in capitalizing on 
an established brand and also an easy 
ride through the global maze of brand 
licensing and trademarking but, is there 
something else behind names of this ilk?

The MAX
I remember standing at McDonald's 
(pre-watching Super Size Me) and my 
server asking me in a squeaky voice: 
“Would you like to supersize that for X 
cents?”. A simple profit maximization 

technique derived from a deep human 
‘kiasu-ness’, or the fear of losing out. That, 
to me, is philosophically equivalent to 
where the MAX product name originates. 
Where a good product promises better by 
adding MAX. More for more. Right?

But, is there a risk to adopting the Max 
name? 

You can’t (for now at least) super-super 
size (4x) a McDonald’s meal. So, 
psychologically, when a brand name 
includes a Max, is the product at risk 
of implying: “This is our best effort. 
Maxed-out. We really hope you like it.” 

I could be over-thinking this and Max 
could just mean more and not that this is 
as good as it gets.

The PLUS
The Plus extension, to me, implies that 
the product folk believe there is simply 
more here than other offerings. So, TV+ 
delivers more value than TV normal albeit 
linearly (dad joke alert). Plus is better, so 
use Plus.

I asked myself: “Does this name risk the 
product becoming self-limiting?”

Is this ‘more’, this ‘+’, thinking limited to 
the new digital product while the old 
businesses continue unchanged? Does 
the “+” psychologically keep you tethered 
to the past and limit development to 

incremental improvements rather than 
the wholesale changes that this scary new 
world demands? 

The Plus could just mean better or could 
it be an anchor holding the business back 
from delivering its true potential? Food for 
thought, or not.

The VERB
I love trying to mobilize language so this 
verb addition has some appeal to me. 
Some of my favourite ‘things’ are verbs: 
cooking, working out, reading, talking 
… you get my drift. So, adding a verb – 
provided it is a good one, implies action, 
movement and even possibly growth. 

Adding one to a name of a product is 
something I can stand behind unless, 
well, everyone adopts a herd mentality 
and hence follows the same verb. This 
sameness does however have the 
advantage of building an expectation of 
an inherent product promise. “Play”, for 
example, means something we can all 
agree on but have all products hitched 
their wagon to the same horse?

The NEW
My original name sweepstakes champion 
is Peacock, the new NBC offering. By 
picking this name, NBC will doubtless 
enter into a major international branding 
exercise for the Peacock promise but 
at least they are swinging for the fences 
with something new that you have not 
seen yet. I also love the fact that this new 
service pays homage to the NBC peacock 

logo which, in the 50s, was meant to 
differentiate TV sets (from their then 
electronic manufacturing owner RCA) in 
colour and NOT black and white.  

By embracing Peacock, has NBC really 
embraced another paradigm shift even 
greater than the transition from black and 
white to colour? 

The “N”
It’s an unspoken rule that an article on 
OTT has to mention the “N” company 
even when discussing names. There 
is a Zen like “do something by doing 
nothing” when Netflix expanded to OTT 
distribution from the DVD rental business. 
They didn’t call their new OTT business 
“Netflix +” or “Netflix Max” or “Netflix Go”. 
They eventually went with just “Netflix” 
and changed the name of the DVD rental 
business.

As Netflix changed their product, they 
didn’t change the name, they changed 
themselves and by adding nothing, they 
said so much more than a name like “TV 
Max Go Play ++” could hope to.

So, back to the question at the beginning: 
What really is in a name? Does it reveal 
a profound corporate psychology or 
motivation? Possibly…but at the end of 
the day there is one truth: Content is King 
and as long as the name does no harm 
it is most likely that a rose by any other 
name smells just as sweet. 

by Shad Hashmi
Co-Chair, AVIA OTT Committee
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The streaming economy
Online video consumption has soared 
through the pandemic in Southeast 
Asia (SEA) during 1H 2020. The growth 
of premium video services has also 
been significant with a greater scale of 
consumers paying for legal online video 
in emerging markets such as Indonesia, 
the Philippines and Thailand. Global, 
local & regional platforms are rolling out 
more affordable OTT plans, catering to a 
large mobile broadband universe, while 
also investing in premium entertainment 
through acquisitions and original 
productions. It’s only the beginning.

Record high consumption
Total video streaming minutes on mobile 
grew 30% quarter-on-quarter (Q/Q) in Q1 
2020 across the four SEA markets and 
a further 19% Q/Q in Q2 to reach 657 
billion. 

In Q2 2020, global AVOD market leader 
YouTube’s share of streaming minutes 
was 84%, driven by free-to-air (FTA) TV 
content, music and user-generated kids 
content. 

Ex-YouTube, total streaming minutes 
grew 57% to reach 107 billion in Q2 
versus 68 billion in Q1. Global SVOD 

market leader Netflix had 39% share, 
driven by significant growth in Indonesia, 
the Philippines and Thailand along with 
steady growth in Singapore. Leading 
regional freemium OTT operator Viu 
had 17% share, driven by Indonesia, 
Philippines and Thailand.

SVOD
Total cumulative SVOD net additions 
in the four SEA markets reached 3 
million in Q2 2020. Total SVOD subs, 
unadjusted for overlapping users or 
subscriptions, reached ~10 million in 
Q2 2020 versus ~7 million in Q1 2020. 
In Indonesia, SVOD has a long way to 
go but is showing encouraging signs of 
growth driven by affordable plans by 
key operators catering to the mobile 
mass market with 1.1 million new SVOD 
customers coming on board in Q2 2020. 
Similar trends are occurring in Thailand, 
though from a higher base, with 1.1 
million new paying customers in Q2 
2020. The corresponding numbers for 
the Philippines and Singapore were 0.6 
million and 0.2 million, respectively. 

The average blended monthly ARPU 
ranged between US$6.50 – US$10.30 
in the region with the average SVOD 
subscriber using 2.7 SVOD services.

GROWTH OF ONLINE VIDEO 
IN SOUTHEAST ASIA

KEY HIGHLIGHTS FROM AMPD Q2 2020 REPORT TITLED “SOUTHEAST ASIA ONLINE 
VIDEO CONSUMER INSIGHTS AND ANALYTICS: A DEFINITIVE STUDY”

Netflix remains the largest SVOD 
player across the four markets with 
Viu in second place. Netflix has grown 
significantly in 1H 2020 on the back of 
mobile pricing and the popularity of 
its Korean content, International / US 
Originals and local acquisitions. 

Other notable gainers include: (1) Emtek 
/ SCMA-owned Vidio in Indonesia, and (2) 
HBO Go, driven largely by direct subs in 
Indonesia, the Philippines and Thailand 
and authenticated bundled subscribers 
in Singapore. 

AVOD
Ex-YouTube, the largest platforms in 
terms of reach across the four SEA 
markets in Q2 2020 were: (1) Freemium 
operators such as Viu, Vidio, iflix and 
WeTV; and (2) Pure AVOD platforms such 
as Line TV and RCTI+. Chinese streamer 
iQIYI is also expanding with recent 
momentum in Indonesia, Thailand and 
the Philippines ahead of its official ramp 
up in the region. A number of these 

players were challenged on advertising 
sales growth during 1H 2020 due to the 
pandemic impact but are well positioned 
for growth in 2021 as they capitalize 
on reach, premium ad inventory, and 
sponsored content & events.

METHODOLOGY

This report is produced by Media 
Partners Asia (MPA) using its proprietary 
AMPD Research platform. AMPD used 
two key tools to conduct research & 
frame analysis:

I. Passive Measurement
The AMPD Vision® platform uses a 
permission-based panel of consumers 
who consent to the collection of their 
session-based activity. For this report, 
the platform passively measured real 
consumption on mobile devices across 
4 SEA markets in Q2 2020. Sample 
sizes by market are Indonesia, N=1,404; 
Philippines, N=1,005; Singapore, N=375; 

TOP PLATFORMS BY MINUTES STREAMED

Note: Aggregated data across four markets – Indonesia(IN), the Philippines(PH), Singapore(SG) and Thailand(TH). Local players are highlighted in 
brackets. Source: AMPD Research
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Thailand, N=1,082. The data reported 
is anonymized and conforms to data 
privacy legislation in markets where the 
service operates including European 
Union’s General Data Protection 
Regulation (GDPR) and the Republic of 
Singapore’s Personal Data Protection Act 
(PDPA) which delivers parallel compliance 
in Asia-Pacific Economic Cooperation 
(APEC) member states. AMPD Vision® 
was used by MPA to provide a 
consolidated granular view of streaming 
media consumption across global and 
regional VOD services on mobile devices. 
Data from AMPD Vision® informs key 
metrics reported in this study including: 
(1) Total minutes streamed by VOD & 
social media platforms and (2) Users, 
MAUs, WAUs & DAUs by VOD platform.

II. Consumer Survey
MPA used the results of a Consumer 
Survey, which serves as a VOD Profiling 
Study conducted continuously across 
Indonesia, the Philippines, Singapore 
and Thailand. Data is collected through 

an interactive online survey among 
internet users aged 15 years and 
above who use both mobile and/or 
home broadband. Respondents are 
sampled according to representative 
quotas for age, gender and regions 
corresponding to AMPD Research's 
online universe estimates modelled using 
official government statistics and MPA 
analysis. The samples are sourced using 
AMPD Research's proprietary online 
panels, pre-screened for actual VOD 
consumption. For this report, a sample 
size of 36,458 respondents completed a 
structured survey of mostly closed-end 
questions. Sample sizes by market 
are Indonesia, N=16,690; Philippines, 
N=8,107; Singapore, N=1,484; Thailand, 
N=10,177. Data from the Consumer 
Survey informs key metrics reported in 
this study including: (1) Socio-economic & 
demographic indicators by VOD platform; 
(2) Consumer spend on VOD services; (3) 
Paying subscribers by VOD platform; and 
(4) Net Promoter Scores. 

Media Partners Asia (MPA) is the leading independent provider of research, advisory and 
consulting services across media, telecoms, sports and entertainment industries in Asia-Pacific. 
MPA offers dedicated primary research through subsidiary AMPD Research measuring consumer 
behaviour across the digital economy, including online video and gaming. MPA also hosts the 
APOS Summit, the defining voice and global platform for the Asia-Pacific media, telecoms, sports 
and entertainment industry.

by Anthony Dobson
MD, AMPD Research
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A NEW INDUSTRY PLAYBOOK   
POST-PANDEMIC 
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We commissioned a research report, 
interviewing media executives in Australia, 
Indonesia, Malaysia, the Philippines and 
Vietnam and captured the industry’s 
reaction to the pandemic from March to 
May 2020. From these interviews, we saw 
these industry trends accelerating since 
the onset of the coronavirus pandemic. 

1 Moving toward a hybrid model has 
become a business necessity as the 
pandemic effects unfurl across the 
global economy, affecting advertising 
budgets and the ability of subscribers 
to pay. 

2 The top challenge for many media 
executives is keeping customers 
engaged — and to keep them coming 
back — with repurposed, new and 
interesting content. Many companies 
are investing in creating, repurposing 
and aggregating local content to meet 
customer demand. 

3 The pressure will be on companies 
to scale up, build up their content 
library, invest in the platform, and 
get commercial engagement with 
partners — or risk being swallowed 
up by an aggregator. 

4 System and data security are 
important. It is widely recognized 
that if you want to monopolize 
and monetize, you’ll need a very 
secure system and data protection 
infrastructure.  

AUSTRALIA
The broadcast market in Australia is 
further along the curve toward OTT 
adoption. A number of respondents 
viewed the pandemic as an opportunity 
to test new technologies, a chance to 
pivot and open up new ideas, as a forced 
research and development period. In 
terms of business priorities, respondents 
were focused on security, improving the 
product experience and monetization 
while managing an effective cost base. 

INDONESIA
The race is on to create exclusive content, 
or aggregate content, and to monetize it 
on the OTT platform. Video-on-demand – 
in particular, video streaming – is seeing 
the most rapid revenue and user growth. 
As the industry is still early in the growth 
trajectory, companies are currently 
competing for people’s minds and not 
wallets. The prevailing business model 
revolves around monetizing with ads and 
ramping up customer acquisition. 

MALAYSIA 
Although the Malaysian digital media 
market is relatively small compared 
to other markets surveyed, growth is 
evenly spread across subsegments 
such as video games, digital music and 
video-on-demand. Respondents wanted to 
go beyond content aggregation to creating 
original content, as that had been more 
effective to gain customers. 

PHILIPPINES
As TV viewership is still strong, 
respondents in the Philippines felt that 
there was still time to make the digital 
shift and explore new channels of content 
consumption. Although some niche 
players focused on subscription revenue, 
the AVOD model was seen as more viable 
in the Philippines due to economic realities 
on the ground. 

VIETNAM
Business priorities centered on scalability, 
customer acquisition and monetization. 
Several media companies were moving 
from being traditional broadcasters to 
developing content hubs that create 
content for distribution across multiple 
third-party platforms. Original content 
development and licensing were seen as 
key to business growth. 

A NEW INDUSTRY PLAYBOOK 
FOR A POST-PANDEMIC WORLD 

The future of digital transmission has 
barely begun for the media industry. 
In fact, it is just the tip of the iceberg. 
Organizations that will be left standing are 
those that are able to scale for the internet 
traffic explosion of everything moving 
online and as the last mile closes in with 
the rollout of 5G. 

It is no longer enough to go digital. 
Future media leaders will be those 
who can offer scale, resiliency, and 
intelligence at the edge while meeting user 
demand for innovation and cutting edge 
entertainment. 

by Matthew Lynn
Regional Sales Director 

South Asia
Akamai

Akamai secures and delivers digital 
experiences for the world’s largest 
companies. Akamai’s intelligent edge 
platform surrounds everything, from the 
enterprise to the cloud, so customers 
and their businesses can be fast, smart, 
and secure. Top brands globally rely on 
Akamai to help them realize competitive 
advantage through agile solutions that 
extend the power of their multi-cloud 
architectures.
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With the number of subscriptions to 
video-on-demand services globally 
expected to top 1,161 million by 2025—
climbing up 170 million in 2020 alone1—
many content providers are considering 
the many paths to executing OTT 
experiences. 

But just as the pool of OTT viewers 
is growing, the market is becoming 
increasingly saturated. While a tough 
number to pinpoint, conventional wisdom 
suggests there could be at least 500 new 
OTT platforms rolling out annually for the 
next three years or so. This year is likely 
even to challenge the notable 2015 high 
of 67 new services launched within the 
year2, making today’s streaming wars the 
most competitive yet.

To stake a claim in today’s rapidly 
changing OTT marketplace, capture the 
viewer's attention by understanding their 
preferences—and stay one step ahead 
of the competition, OTT players must 
provide a combination of high-quality 
content and a frictionless OTT user 
experience. Now, more than ever, it is 
crucial to build and retain a pool of loyal 
viewers and subscribers.

ESTABLISHING 
A LOYAL AUDIENCE
 
In our current competitive digital world, 
all organisations should cultivate true 
fans—which involves going beyond 
superficial online communication and 
becoming more than your product or 
offerings. As online marketing strategist 
David Meerman Scott suggests, 
“Fanocracy is built on the experiences 
of its members, not limited to the 
imagination of one creator.”
 
To establish a loyal audience, consider 
the steps below to ensure a premium 
experience that viewers seek and expect.

1. Ensure a consistent experience 
across devices
 
Building devoted subscribers and viewers 
involves providing a premium streaming 
experience across all devices at any 
time. Leverage actionable insights to 
continually optimise offerings on every 
device to make it easy for viewers to find 
and engage with your content. 

Video quality is a huge component 
here as today’s viewers have higher 
expectations than ever before, and it is 

GET VIEWERS COMING BACK FOR MORE
NAILING AUDIENCE RETENTION

1   Digital TV Research Global SVOD Forecasts, May 2020 
2  According to the OTT Video Market Tracker by Parks Associates

critical that they are met (or exceeded!). 
By consistently providing a high-quality 
stream on every device, you can establish 
trust and increased engagement.  

2. Design an easy-to-navigate 
interface
 
Provide the most intuitive and desirable 
user experience by conducting regular 
A/B testing to determine the best viewer 
experience. This means testing different 
UI elements to see what works best and 
removing features that no longer fit.

By taking a data-driven approach and 
employing multivariate testing, you can 
develop a solid understanding of what 
is and isn’t working, to make informed 
decisions about providing the desired 
user experience.

3. Reduce churn
 
It does not matter how many new users 
you acquire if they churn early or often. 
Having an established network of viewers 
means continuously working to grow 
your audience. To do so, understand the 

different OTT churn metrics and how to 
reduce churn rates as follows:

VOLUNTARY CHURN
Various metrics like engagement and 
user experience come into play when 
tackling voluntary churn, which is 
when users purposefully cancel their 
subscriptions—for instance, after 
binge-watching the entire series they 
have signed up to watch.

If engagement is poor and users are 
abandoning videos halfway through, 
improve or reassess your content. 
On the other hand, if users are 
downloading your app and abandoning 
it without playing any videos, that 
tells you something about the user 
experience. How about users that go for 
long stretches of time without opening 
the app at all? In that case, maybe the 
answer is push notifications that reel 
them back in.
 
Reducing voluntary churn comes down 
to resolving these issues. Having a 
compelling library of rotating content 
is essential. If your library is stagnant, 
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6 The Broadcast Bridge

viewers will assume they have seen all 
the content already, and if users have a 
hard time finding the content they like, or 
if your app is performing poorly, they are 
going to spend less time there.
 
INVOLUNTARY CHURN
On the other hand, churn is 
involuntary when the user has churned 
unintentionally. This may occur when 
their payment method has expired, or 
their transaction has been declined. 

The easiest way to reduce involuntary 
churn is to partner with a service that 
automates the process. These partners 
notify users when their payment on 
file is nearing expiration, so they can 
make an update without a lapse in their 
subscription. Some services take it a step 
further by analysing transaction success 
rates to obtain insights on the right time 
to bill subscribers and prevent declined 
payment transactions as a result of 
insufficient funds. 

Changes like these may seem small, but 
reducing churn by even one percentage 
point can have a massive impact on 
revenue.

CAPTURE YOUR SHARE

Viewers today have increased 
expectations and growing appetites to 
watch content on multiple devices. It is 
more important now than ever to reach 
your audience—wherever they are. 
 
Today’s viewers consume content on four 
main screens: connected TVs or smart 
TVs,  smartphones, tablets, and personal 
computers. 
 
While all types of content can be watched 
on every device, each screen also has 
a special role in the consumer’s overall 
video experience. OTT providers should 
aim to distribute content across this 
four-screen canvas to drive loyalty and 
engagement. It is critical to find a way 
to program each screen experience 
efficiently and scalably. Ultimately, 
providers need to understand the 
strengths of each device when designing 
your distribution roadmap. 

 
Download the full report, “The New OTT 
Imperative: How to Stay One Step Ahead”

by Greg Armshaw
Senior Director Solution Sales, Asia-Pacific 

Brightcove

When video is done right, it can have a powerful and lasting effect. Hearts open. Minds change. 
Creativity thrives. Since 2004, Brightcove has been helping customers discover and experience 
the incredible power of video through its award-winning technology, empowering organisations 
in more than 70 countries across the globe to touch audiences in bold and innovative ways.

https://www.thebroadcastbridge.com/content/entry/8031/the-benefits-of-remote-production-for-live-events
https://info.brightcove.com/one-step-ahead
https://info.brightcove.com/one-step-ahead
https://www.brightcove.com/en/
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ARE SHORT FORM VIDEO PLATFORMS 
PROVIDING NEW LEAN BACK EXPERIENCES IN THE HOME?

O
TT &

 STREA
M

IN
G

As algorithms serving mobile video apps 
become more advanced and better at 
offering the right content at the right 
time, viewers can simply open these apps 
and watch hours of content without ever 
needing to do much more than tap on 
their screen. 

Even though videos on these apps may 
only last 15 seconds, hours can easily slip 

by. Recent primary research from Pioneer 
Consulting Asia-Pacific (PCA) showed just 
over 20% of respondents were spending 
more than 3 hours per day watching video 
content on their mobile devices - most of 
it short form. This is further supported by 
data from apps like TikTok that show users 
are spending an average of 52 minutes a 
day on the app with heavy users spending 
several hours per day:

PCA’s proprietary qualitative research 
has also shown that during the COVID-19 
lockdown, users were spending double the 
amount of time viewing content on their 
mobile phones, highlighting that mobile 
viewing is suitable for the home as well as 
on the go:

Short form content is becoming the new 
“lean back viewing experience” and will 
increasingly eat into consumers' leisure 
time that would otherwise be spent 
watching long form content.
What does this mean for long form 
content producers and platforms? 

Source: SensorTower. Tech Node. PCA analysis

In line with trends we are seeing in China, 
content producers and platforms must 
capitalize on this trend by producing and 
releasing short form content alongside 
their long form content. 

HOW CAN THIS 
BE ACCOMPLISHED?

1. As part of the production plan, 
include short form content storylines 
that can be told in short form 
content. This doesn’t have to be 
relevant to the long form contents’ 
plot; it could simply be outtakes of 
the actors, for example.

2. Enlist and contract the long form 
content’s talent to be proactively 
involved in the short form content 
creation.

3. Create dedicated “channels” for the 
short form content, whether it is on 
3rd party platforms such as YouTube 
or Instagram or in a ring-fenced 
section within a content platform. 

Pioneer Consulting Asia-Pacific (PCA) is 
an international management consultancy 
specializing in telecoms, media, gaming, 
ePayments, digital banking, emerging digital 
ecosystems and other digital developments. 
PCA also undertakes primary market 
research, and provides executive training 
and coaching to its clients.
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CUSTOMER EXPERIENCE & EASE OF BILLING
PLAY A SIGNIFICANT ROLE
IN CONSUMER SVOD DECISIONS

Recent research conducted by Ovum 
provides an intriguing snapshot of 
consumer attitudes to telco-bundled 
Over the-Top (OTT) services across India, 
the Philippines, Singapore, Australia 
and Thailand. The survey – OTT Media 
Services Consumer Survey and OTT-CSP 
Partnership Study – was commissioned 
by telecoms and media software and 
service provider Amdocs. It gathered 
insight from 4,000 consumers, thirteen 
communications service providers and 
twelve Over-the-Top (OTT) players.

The good news for mobile network 
operators (MNOs) is that bundled media 
services do appear to make people spend 
more on their mobile or broadband 
subscriptions. Offering “try before you 
buy” and free limited-time subscriptions 
does make a difference when it comes 
to enticing new customers onto carrier 
networks. Almost half (46%) of all the 
people polled by Ovum indicated they 
were willing to pay for premium media 
services if they were offered a discount 
or extended free trial, and over a quarter 
(27%) said they would switch to an 
alternative provider to benefit from those 
sort of offers.

The most common reason cited for 
not subscribing to any online video 
service rests on current free-to-air TV 
services being good enough to meet 
requirements. Comparatively few people 
reported that they could not afford the 
subscription fee or that they did not 
watch enough TV to warrant subscribing 
to an additional source of content.

PRICE SENSITIVITY NOT THE ONLY 
SUBSCRIPTION DRIVER

There are also indications that ease of 
billing plays a much more significant role 
in a customer’s decision to subscribe to 
an OTT service than might be imagined. 
When asked what their reasons for 
purchasing telco plans with bundled 
OTT media services, around 50% cited 
the ease of paying for a service via their 
telephone or broadband bill or combining 
it in a single monthly fee, significantly 
more than did so because the media 
service was offered free or at a discount 
(18%).

More than 50% of respondents still said 
they thought the average subscription 
price for OTT media was too expensive, 

AN OVUM SURVEY OF 4,000 PEOPLE REVEALS HOW AND WHY CONSUMERS IN INDIA, 
THE PHILIPPINES, SINGAPORE, AUSTRALIA AND THAILAND PURCHASE SUBSCRIPTION 
VIDEO-ON-DEMAND SERVICES

however. But the findings also suggest 
that the introduction of new revenue 
models to drive down those prices 
will help telcos and content providers 
reach new audiences. The majority of 
consumers in four of the countries 
surveyed indicated they were open to 
accepting ads to pay less or nothing 
for OTT services (71% on aggregate) 
for example, with the one exception of 
Australia where the figure drops to 49%.

VIDEO RULES BUNDLED SUBSCRIPTION 
SERVICES

While telcos and OTT players offer a 
broad range of content services across 
the five markets, it is video which makes 
up the majority of bundled subscriptions 
ahead of online music and gaming 
platforms. That is more so in Australia 
where content is often integrated into 
carrier set-top boxes featuring the likes 
of Foxtel Now, Netflix and Stan (see 
Multi-device Strategy Key to Australian 
Video Streaming Market).

Competition has markedly intensified 
in the last few years, with local content 
providers like Hotstar, Sony LIV, Zee5 
and Voot competing with global brands 
like Amazon Prime Video and Netflix 
(see Filippo Giachi’s blog India’s video 
streaming wars set for an interesting 
inflexion point here). 

On aggregate, the most common reason 
for subscribing to more than one media 
service was to meet the demands of 
different family members, though 41% of 
the consumers surveyed also reported 
there was no single platform that 
delivered all the content they wanted. 
Almost the same number (40%) also 
reported that they could get multiple 
video services bundled within a package 
by signing up to a single carrier or 
broadband provider.

Competition for OTT subscribers is 
growing progressively more intense 
across India, the Philippines, Singapore, 
Australia, and Thailand. But while content 
is always likely to remain king, the findings 
of the Ovum/Amdocs survey also suggest 
that partnering multiple telcos and MNOs 
to expand its distribution whilst having 
the flexibility to support as many different 
billing options including direct carrier 
billing and revenue models as subscribers 
want or need will also pay dividends for 
OTT providers and carriers alike in the 
long run. 

by Filippo Giachi
VP – APAC, Middle East & Africa

DOCOMO Digital is the international payments business of NTT DOCOMO. We partner with 
carriers, merchants, OTT services, app stores and payment providers in both developed and 
emerging markets around the world. We solve the challenges of customer acquisition and 
retention, regulation, and complexity for our partners with alternative payment methods such as 
direct carrier billing and digital wallets.. For more information, visit www.docomodigital.com

https://prodcdn.content.co/files/1afbce30/at/934170260/Ovum-OTT-market-study-2019-20.pdf
https://prodcdn.content.co/files/1afbce30/at/934170260/Ovum-OTT-market-study-2019-20.pdf
https://prodcdn.content.co/files/1afbce30/at/934170260/Ovum-OTT-market-study-2019-20.pdf
https://www.docomodigital.com/resource/blog/multi-device-strategy-australian-video-streaming-market/
https://www.docomodigital.com/resource/blog/multi-device-strategy-australian-video-streaming-market/
https://www.docomodigital.com/resource/blog/indias-video-streaming-wars-set-for-an-interesting-inflexion-point/
https://www.docomodigital.com/resource/blog/indias-video-streaming-wars-set-for-an-interesting-inflexion-point/
https://www.docomodigital.com/resource/blog/indias-video-streaming-wars-set-for-an-interesting-inflexion-point/
http://www.docomodigital.com
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BROADBAND GROWTH REMAINS 
STABLE IN EAST ASIA  
DESPITE COVID-19 IMPACT
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Broadband subscribers and penetration in East Asia, 2019

China broadband monthly subscriber growth rates, December 2019 - June 2020

Telcos in East Asia reported stable 
year-over-year fixed broadband subscriber 
and revenue growth in the first six months 
despite the impact of COVID-19. Still, the 
monthly and quarterly numbers reflect 
traces of the crisis.

The region, which served a total of 382.7 
million broadband households as of 
year-end 2019, was most affected in the 
first wave of the pandemic. Telcos have 
responded differently to the surging 
demand for broadband services and aim 
to increase and retain subscribers without 
lowering their ARPU.

Data compiled May 2020.
Sources: Industry data; Kagan estimates
Kagan, a media research group within the TMT offering of S&P Global Market Intelligence. 
© 2020 S&P Global market Intelligence. All rights reserved

China was the first market to be hit by the 
outbreak of coronavirus in January and the 
government soon imposed stay-at-home 
and social distancing policies, including 
the lockdown of Wuhan. In the fourth 
quarter of 2019, the three incumbent 
telcos recorded subscriber loss soon 
after they raised prices and tightened the 
requirements for users of other services to 
access broadband for free or at a low cost.

Both China Mobile Ltd. and China Unicom 
(Hong Kong) Ltd. were able to drive 0.7% 
subscriber growth in January, but the 
lockdown in February minimized the 

monthly growth rate to a bare 0.2% for 
both telcos. China Telecom Corp. Ltd. 
reported the worst monthly subscriber 
loss of 810,000 households in the same 
month.

It was not until March that subscriber 
growth for the trio returned to levels 
similar to before the price increase, as 
the country gradually loosened measures 
against the virus. Total broadband subs for 
the three telcos increased by 13.5 million 
in the first six months of 2020, up by 3.2% 
since December 2019. 

We observed a slightly greater impact on 
broadband revenue. While China Unicom 
managed to maintain quarter-over-quarter 
revenue growth of 0.9% in the first quarter, 
China Telecom and China Mobile logged 
decreasing growth rates at 1.8% and 
negative 3.3%, respectively. China Mobile 
reported a 5.2% drop in broadband ARPU 
in the first quarter. The contraction in 

China Telecom's first-quarter revenue was 
due primarily to a loss of subscribers in the 
same quarter.

In the second quarter, both China Telecom 
and China Unicom generated revenue 
growth of 1.2%, higher than pre-COVID 
levels. China Mobile's second-quarter 
broadband revenue growth is estimated 

CHINA
Subscriber growth regained traction in March
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at 3.1%, which is up from the first quarter, 
but still behind the pre-COVID level of 6%.

China Telecom, the nation's largest ISP 
serving 32.9% of China's broadband subs 
as of year-end 2019, is offering its FTTH 
households with download speeds below 
200 Mbps free upgrades to 200 Mbps 
until the end of June. Households can 
also upgrade to 500 Mbps downstream 
at a 50% discount. Subscribers in Fujian 
province received free upgrades to 500 
Mbps downstream in February when the 
country was reinforcing stay-at-home 
measures.

According to the Ministry of Industry 
and Information Technology, 85.2% of 
China's broadband households have 
download speeds between 100 Mbps 
and 1,000 Mbps as of year-end 2019. 
As the three telcos had been promoting 
their service with download speeds of 
up to 100 Mbps as the lowest-cost plan 
till 2019, we estimate the majority of 
broadband households in China subscribe 
to services with download speeds of less 
than 100 Mbps. The market's broadband 
subscribers are expected to grow steadily 
in the coming months to end 2020 at 
341.3 million.

The pandemic had nearly no effect 
on South Korea's mature and highly 
saturated market during the first half. 
KT Corp. reported limited subscriber 
growth in the first quarter and regained 
quarter-over-quarter subscriber growth 
of 0.9% in the second quarter.

In terms of broadband revenue, both 
KT and LG U+ reported respective 
quarter-over-quarter growth of 1.4% 
and 3.9% in the first quarter, higher 
than pre-COVID levels. Both telcos 
had recorded revenue declines in the 
third and fourth quarters of 2019. SK 
Broadband’s first-quarter revenue growth 
was estimated at 0.7%, close to the prior 
quarter’s 0.8%. According to KT, the 
growth in the first quarter was driven 
by the increased adoption of higher-tier 
gigabit internet plans, including one with 
download speeds of up to 1 Gbps for 
36,300 won per month. 

In the second quarter, 
quarter-over-quarter revenue growth 
for the three telcos had slightly 
decreased. SKB and LG U+ were 
able to sustain revenue growth of 
0.4% and 3.8% respectively. KT’s 
broadband revenue dropped back to 
the pre-COVID level of 479.9 billion 
won at a quarter-over-quarter growth 
rate of -1.2%. KT commented that the 
contraction was due to promotion related 
to account renewals. 

To meet the needs of students taking 
classes online, KT and SKB give out free 
laptops/tablets to new subscribers of 
their gigabit internet and IPTV bundles, 
while LG U+ provides subscribers with 
discounts on higher-end laptops/tablets. 
Other popular broadband signup gifts are 
personal healthcare products such as air 
purifiers.

Telcos in Japan and Taiwan reported stable 
quarter-over-quarter and year-over-year 
subscriber and revenue growth in the 
first two quarters as the outbreak of 
coronavirus heightened demand for 
bandwidth. In Japan, Nippon Telegraph 
and Telephone East Corp. and Nippon 
Telegraph And Telephone West Corp. 
reported a surge of up to 61% and 49%, 
respectively, in weekday daytime traffic 
since the government declared a state of 
emergency in most parts of the country.

Other forms of promotion are found in 
markets with less stringent stay-at-home 
policies. Hong Kong Telecommunications 
(HKT) Ltd. in Hong Kong and Chunghwa 
Telecom and China Network Systems 
Co. Ltd in Taiwan offer subscribers the 
flexibility of a shorter contract term. HKT 
offers no contract period for its service 
with download speeds of up to 1,000 Mbps 
at the same price charged to a normal 
24-month contract; however, it charges an 
installation fee of HK$680, which is waived 
for contract customers. CHT and cable 

MSO CNS launched plans with six-month 
contract periods at the same monthly 
rate as their 24-month contracts. Users of 
CHT's six-month service are also entitled to 
a waiver of the installation fee.

Other operators in Taiwan are attempting 
to boost their subscriber bases through 
different promotions. Sister cable MSOs 
kbro Co. Ltd. and Twm Broadband rolled 
out a monthly lucky draw, with a prize of 
a 40-inch TV, to new subscribers to its 
broadband and/or cable TV services. While 
subscribers to each service are entitled 
to enter the lucky draw once, broadband 
subs can also receive an online shopping 
coupon worth NT$600.

Instead of offering promotions on fixed 
broadband services, SoftBank Corp. and 
KDDI Corp. in Japan provide 50 GB of free 
mobile data to subscribers below the age 
of 25. The promotion is aimed to assist 
students who would stream online classes 
on smartphones and/or tablets. 

SOUTH KOREA
Stronger revenue growth in Q1

LESS AFFECTED MARKETS
Growth remains stable

by Jessica Fuk
Associate Research Analyst

S&P Global Market Intelligence combines broad data, powerful analytics, and deep sector 
intelligence to give our clients unrivalled insight into the companies and markets they follow.
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STATE OF ONLINE VIDEO 
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Central to life in the new normal has 
been video streaming. A trend that was 
previously driven by entertainment needs 
has fast-tracked as many turned to video 
streaming to collaborate for work, access 
information and communicate.

In a new consumer survey by Limelight 
Networks, "State of Online Video 2020", 
online video is more popular than ever 
with the average global viewer watching 
nearly eight hours (7 hours, 55 minutes) 
per week. 

Top findings from the report include: 

Staying home drove streaming 
subscriptions
Nearly half (47%) of people worldwide 
subscribed to a new streaming service 
in the last six months, with the primary 
reason being that people are spending 
more time at home due to COVID-19 
(40%).The second largest driver of new 
subscription purchases (25%) is availability 
of new content.

Limelight Networks, Inc. (NASDAQ: LLNW), a leading provider of digital content delivery, 
video, cloud security, and edge computing services, empowers customers to provide exceptional 
digital experiences. Limelight’s edge services platform includes a unique combination of global 
private infrastructure, intelligent software, and expert support services that enable current and 
future workflows. For more information, visit www.limelight.com, follow us on Twitter, Facebook, 
and LinkedIn or contact us at +65 8130 9291.

Consumers are price cautious
Almost half (47%) of global consumers 
will cancel a streaming subscription due 
to high prices. More than a third (37%) 
admit to sharing login information or using 
someone else’s account. Password sharing 
is highest in Indonesia, with 58% of people 
admitting to sharing credentials. 

User-generated content viewing 
surges
Watching user-generated content 
has doubled over the past year to an 
average of four hours per week. YouTube 
dominates as the most-preferred platform 
for watching user-generated content 
(65%), followed by Facebook (16%).  

Delays are a dealbreaker
Most people (64%) say they would be 
more likely to stream a live event if it is not 
delayed from live broadcast.  

The consumer responses to the survey 
provide insight into the changing online 

video consumption habits over the course 
of 2020 as they adapt to the realities 
of life during the pandemic. It has also 
shown that with the rise in viewers and 
subscriptions, it is critical that content 
providers have the right combination 
of the content consumers want, the 
infrastructure to scale to meet demand 
and technology to give them the best 
possible online experiences.

To allow for consistent performance and 
user experience across devices, a global 
Content Delivery Networks (CDN) partner 
will be able to help package and distribute 
live and on-demand video content more 
efficiently at the highest quality to as many 
viewers as possible. Limelight Networks for 
instance, has built out significant additional 
capacity to support growing streaming 
demands and employs sophisticated 
quality of service (QoS) and congestion 
control techniques to mitigate negative 
effects under extraordinary conditions like 
the current pandemic. 

https://www.limelight.com/resources/market-research/state-of-online-video-2020/
http://www.limelight.com
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THE BENEFITS OF  
HYBRID NETWORKS 
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Over the past decade, satellite has been 
the dominant technology for delivery 
and distribution of video around the 
Asia-Pacific (APAC) region. However, over 
the past couple of years, other types 
of network have slowly eaten away at 
the dominance of satellite. The trend is 
towards a blended mix of technologies, 
a hybrid delivery platform based on 
coverage, geography and performance and 
cost to offer maximum cost effectiveness, 
with the main viable options being satellite 
and fibre services.

Deciding which transport to use for 
content delivery is usually determined by 
a mix of the following factors: coverage, 
geography, cost, and performance. Both 
satellite and fibre services have their 
advantages and disadvantages in these 
areas. 

For instance, while many regions have 
well-established fibre networks, both 
sub-sea as well as local domestic networks 
which reach most commercial areas, 
fibre may not be readily available in 
certain regions or is still in the process of 
wide-scale rollout. Satellite is less limited 
in terms of coverage, and typical APAC 
satellites will cover the vast majority of 
regions within one C-band footprint. In 
many cases, Ku-band coverage beams 
will be shaped to fit a region of particular 
interest driven by commercial returns.

Regions where the population is spread 
across an archipelago will usually be best 
served through satellite due to the single 
coverage footprint of a typical satellite. 
Areas with very high population densities, 
on the other hand, are usually best served 
with well-established fibre networks. 

Latency is a key differentiator. The 
latency between the A and B ends of a 
fibre service will depend on the distance 
between the two sites. Most of the time, 
this latency will be much lower than that 
of a satellite, given that the inherent 
capacity of fibre services is much more 
scalable than that of a satellite. The latter 
means a much larger throughput can be 
achieved on fibre at a much lower cost.  
Fibre services also stand out for their 
flexibility, in terms of how they can be 
easily customised to provide services such 
as localised feeds to increase advertising 
revenue.

In summary, and generally speaking, 
satellite is more expensive (though this 
depends on configuration) – and this has 
been the main driver of services migrating 
to fibre, especially for higher definition 
standards like 4K. Coverage of fibre 
networks has also become more extensive, 
with new cable systems being regularly 
rolled out to cover new international 
routes and destinations. With multiple 
cables to single destinations, this also 
offers additional redundancy and diversity. 

Global Bandwidth in Numbers

Telstra’s APAC Network
Connecting the World to Asia, and Asia to the World

Demand for international bandwidth 
is more than doubling every two 
years, according to statistics from 
TeleGeography. This is especially so in Asia, 
where the compound annual growth rate 
(CAGR) for used international bandwidth 
surged 53% between 2014 and 2018.

To meet this demand, telecommunications 
providers such as Telstra are investing 
in existing networks and in new 
infrastructure. This will keep pace with the 
demand from content and cloud service 
providers, which have become the largest 
users of international bandwidth.

Source : TeleGeography
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Despite this trend, satellite will always 
play a major role in video contribution 
and distribution in the APAC region. It is 
important to understand how it can be 
entirely complementary to fibre-based 
technologies. 

Some regions will always be fibre-heavy 
while others will be satellite-heavy – there 
will increasingly be a need for hybrid 
networks, which integrate fibre and 
satellite networks to serve more markets.  
Internet-based or cloud services will be not 
just an extension to fibre networks, but 
also provide an additional option for media 
delivery networks.

Broadcasters are increasingly looking 
towards hybrid networks for a “tiered” 
approach to serve different markets with 
different technologies. These include 
dedicated fibre, internet solutions where 
dedicated fibre is too expensive, and 
satellite in regions where it is the most 
feasible option due to geography.

A hybrid network can deliver content 
using different forms of transport based 
on different cost structures and levels of 
availability. For example, a broadcaster 
has many affiliates and not every affiliate 
will have the same level of resources to 
run their platform. Some may be able 

to afford a dedicated fibre network or a 
“gold” level of service, while other affiliates 
may be more cost-sensitive and choose 
internet-based or cloud solutions, which 
may be more cost-effective but have 
a lower service level or “silver” level of 
service. This “tiered” network can have 
different levels of services and different 
cost levels.

In APAC, China and India make up two 
of the largest media markets in the 
world. Carriers will need to increase their 
footprint of dedicated broadcast and 
media services capability and capacity 
in these markets, if they want to capture 
a share of what are also the largest 
audiences in the world. And it is carriers 
and service providers with the entire 
spectrum of network services – from 
dedicated fibre networks to internet 
networks with superior global peering 
arrangements and access to satellite 
teleports – that will be best positioned to 
take advantage of this growth. 

by Wing Tang
Business Development Executive

Media Networks – Asia, Telstra Broadcast Services

Telstra is a leading telecommunications and technology 
company with a proudly Australian heritage and a 

longstanding, growing international business. Telstra 
Broadcast Services brings a dedicated team of media 

industry professionals, high-performance media networks, 
online video and cloud platforms, satellite services, and 

24/7 bookings, operations, and engineering support to help 
customers reach the largest and fastest growing media 

markets in the world.

Find out more about
Telstra’s global network

https://www.telstraglobal.com/network-infrastructure-map/#/
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THE LIVE SPORTS 
OPPORTUNITY
IN ASIA

Over the next three years, Asia will be 
hosting three of the world’s biggest 
sporting events - with a viewership to 
match! The Cricket World Cup, scheduled 
to be hosted in India in 2023, is expected 
to attract an audience upwards of 2.6 
billion, while the next two Olympic Games 
- Tokyo 2021 and Beijing 2022 – are both 
expected to attract upwards of 3.5 billion 
viewers globally. 

The region’s growing appetite for live 
sports content has led to an equally 
mounting need for more efficient 

broadcast solutions, as broadcasters and 
rights owners look to deliver more live 
content, more efficiently while minimizing 
costs. 

Luckily, the shift to IP-based media 
workflows and the rollout of 5G is 
opening up a realm of new possibilities 
for the modern live sports experience. 
Major developments are also being 
made in remote production solutions, as 
broadcasters and rights owners seek to 
reduce on-site people and equipment. 

The need to offer differentiated consumer 
experiences via OTT services is also of 
growing importance, as audience viewing 
habits rapidly evolve. Sports fans are 
increasingly turning to internet-based 
devices to stream live games, such as 
smart phones, connected TVs and tablets. 
This also resonates with the fact that 22% 
of sports fans now look for live sports 
content on social media (GlobalWebIndex). 
This shift is opening up some exciting new 
possibilities for consumer experiences, 
including live 360-degree video streaming 
and Virtual Reality (VR). 

Regardless of this shift, sports fans still 
expect live offerings to be delivered in 

traditional broadcast quality and with the 
lowest possible latency that satellite and 
cable delivery methods provide. Without 
the reliance on terrestrial infrastructures, 
which are known for having robust 
low-latency compared with internet-based 
delivery, this is difficult to achieve.

5G will be particularly important here in 
terms of reducing latency. Through the 
use of multicast ABR within the CDN to the 
edge and by leveraging edge processing 
in the network, 5G technology can be 
effectively utilized to reduce latency to a 
matter of seconds.

The industry migration towards IP 
environments is well underway, in a drive 
to encourage speed, portability, flexibility 
and cost-efficiency in content delivery. 
We now have the technology in place 
to support low-latency point-to-point 
live contribution over IP networks, 
and distribute this content live. By 
leveraging 5G networks, this migration 
has the potential to unlock more remote 
productions of live broadcasts, which 
could have a tremendous impact on the 
future of live broadcasting. 

With travel times reduced, production 
crews will be able to cover multiple events 
in one day, from the same production 
facility, while maintaining the highest 
quality. This approach also minimizes the 
financial and environmental impact of live 
event coverage, with no need for costly 
on-site trucks and equipment. In the 
coming months and years, we will see an 
increased adoption of remote production 
techniques, due to the growing availability 
of more reliable, high data IP connectivity 
at venues worldwide.

REALIZING THE MOBILE EXPERIENCE

THE FUTURE OF LIVE STREAMING 

https://www.icc-cricket.com/media-releases/1346930#:~:text=The%20ICC%20Men's%20Cricket%20World,live%20cricket%20around%20the%20world
https://www.icc-cricket.com/media-releases/1346930#:~:text=The%20ICC%20Men's%20Cricket%20World,live%20cricket%20around%20the%20world


124 125THE ASIA VIDEO INDUSTRY REPORT 2021

As consumers continue to shift 
towards digital platforms, there is a real 
opportunity for sports broadcasters 
and service providers to enhance their 
offerings to meet the needs of live sports 
viewers, enabling them to retain and win 
subscribers on their platforms.

The cloud is making once-complex 
advertising workflows far more efficient in 
a live scenario. Broadcasters and pay-TV 
operators can now offer addressable TV 
advertising on sports content through 
digital platforms, such as connected TVs, 
tablets and phones. New opportunities, 
such as server-side ad insertion, are 

allowing broadcasters to deliver more 
targeted and personalized offerings to 
sports fans, helping heighten the end-user 
experience and boost overall revenue 
streams.

Despite a challenging year, live sports 
continue to be an entertainment mainstay 
across Asia. This region offers a thriving 
market for cutting-edge live sports, and 
the shift to OTT is just the next step in its 
journey. 

THE POWER OF PERSONALIZATION 

by Jay Ganesan
SVP and Regional Head, APAC

Mediakind 

We are MediaKind, a global change-leader of media technology and services. Our mission 
is to deliver transformation by building a continuously better media universe, together – 
alongside our customers and partners. Drawing on our pioneering industry heritage and 
fuelled by innovation, we embrace and champion new standards, methodologies and power 
next-generation, immersive live and on-demand content.
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http://www.limelight.com/realtime-streaming
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NIELSEN APAC AD INTEL ANALYSIS

2020 TV ADVERTISING SPENDING ACROSS SOUTHEAST ASIA
US$: Million

TV ad spending has been greatly 
impacted by COVID-19 for Philippines and 
Thailand in Q2 2020 with a decrease of 
32% and 23% respectively compared to 
Q1 2020.

We have seen a recovery in Q3 with the 
slow return of normal life and advertisers’ 
confidence. All the four Southeast Asian 
markets had a more than 20% TV ad 
spending increase in Q3 2020 compared 
to Q2 2020.  

Remarks: 
TV Ad Spend: Q1-Q3, 2020 based on rate card cost, excluding program & channels promos, governments spots ...

Remarks: 
Markets covered Australia, Indonesia, Malaysia, New Zealand, Philippines, Korea, Singapore, Taiwan and Thailand.
Media not available:  Outdoor is not available in Indonesia, Malaysia, and Korea. Cinema is not available in Indonesia, Philippines, Korea, Singapore and 
Taiwan.  Internet  is not available in Philippines, Taiwan and Indonesia. 

Among APAC markets, Indonesia and 
Taiwan are the two markets with positive 
advertising spending growth under the 
COVID-19 impact.  

For Indonesia market, there was a 1.8% 
advertising spending growth in the 1st 
half of 2020 compared to same time last 
year. The growth was mainly from active 
ad campaigns from Vitamin/Supplement, 
Medicine and etc.

APAC AD SPENDING GAIN & LOSS ANALYSIS BY MARKET
1st half 2020 vs. 1st half 2019
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Nielsen is a global performance management company that provides a comprehensive 
understanding of what consumers Watch and Buy. Nielsen provides both world-class 
measurement as well as analytics that help improve performance. Nielsen, an S&P 500 company, 
has operations in over 100 countries and covers more than 90% of the world’s population.

APAC AD CATEGORY SPENDING GAIN & LOSS ANALYSIS
1st half 2020 vs. 1st half 2019

Remarks: 
Markets covered Australia, Indonesia, Malaysia, New Zealand, Philippines, Korea, Singapore, Taiwan and Thailand.
Media not available:  Outdoor is not available in Indonesia, Malaysia, and Korea. Cinema is not available in Indonesia, Philippines, Korea, Singapore and 
Taiwan.  Internet  is not available in Philippines, Taiwan and Indonesia. 

Under the COVID-19 impact, only 2 out 
of the 11 macro sectors showed growth 
in the first half of 2020 over the same 
time last year, which are Media with a 
2.5% growth and Healthcare with a 1.3% 
growth.

Sectors of Automotive and Entertainment 
were hit hard by COVID-19 with a 
huge decrease of 33.6% and 32.4% 
respectively. 
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PROTECT THE OPEN INTERNET
THE FUTURE OF TV ADVERTISING
DEPENDS ON IT

No one predicted what has happened in 
2020. COVID-19 is the black swan event 
that permanently altered the landscape 
of media. It is the unexpected protagonist 
in the adoption of online TV streaming, 
moving masses of people online in one fell 
swoop. OTT TV Viewership soared during 
COVID-19 as most people stayed indoors. 
OTT SVOD and freemium publishers 
such as VIU, LINE TV, Vidio and iflix saw 
increases in viewership according to a 
four-country study (including Indonesia, 
Philippines, Singapore and Thailand) 
conducted by Media Partners Asia during 
20 January to 11 April 2020. The MPA 
study found that the weekly number of 
video streaming minutes spent on mobile 
by aggregate consumers across the four 
economies spiked 60% between the two 
reference dates in January and April. Zee5 
in India saw a surge of 80% subscriber 
numbers amidst COVID lockdown.

This change in consumer behaviour 
has one important yet less-recognized 
implication: it demolished the fine line 
dividing traditional TV broadcasters and 
digital publishers. TV broadcasters now 
must think like digital publishers in order 
to survive and thrive, including the key 
area of revenue. The industry must build 
strong digital advertising capabilities 
into their core competencies – it's no 
longer optional. Now is the time for 
the TV industry to level the playing field 

by investing in the building blocks of 
successful digital advertising: relevancy, 
powered by data and informed by best 
practices around consumer privacy.

Why now? Over the past 15 years, the TV 
industry hasn’t always managed paradigm 
shifts smoothly. New digital entrants have 
upended the incumbents. This is largely 
due to the change in content distribution 
technology, e.g. satellite vs internet, which 
alter how video advertising is bought and 
sold, affecting the value exchange at the 
heart of the TV industry.

This value exchange – where consumers 
watch TV advertisements in exchange 
for free TV - supported costly content 
creation and distribution methods, keeping 
it accessible for ordinary consumers. A 
similar value exchange powers the open 
internet as well. But if advertising is the 
bedrock of the free content ecosystem, 
then relevant ads are the cement that 
glues everything together. Relevant 
ads are critical to preserving a positive 
consumer experience, allowing publishers 
to keep investing back into the content 
ecosystem, including TV entertainment 
that generations of viewers have enjoyed. 

As major tech platforms update 
their approach to consumer privacy 
and relevant advertising, there is an 
opportunity for the TV industry to close 

the gap widened by that shift from 
satellite to internet, by investing in new 
technologies to support advertising 
relevance and consumer privacy at the 
same time. And they must do it now: the 
third-party cookie is on the verge of being 
phased out. The industry needs  to come 
together and establish a new framework 
for relevant advertising. This framework 
should be based on the principles of (1) 
Independence - open and interoperable 
standards that are not decided by a 
few companies. (2) Trust – explaining 
the value exchange to consumers and 
the security behind the framework. (3) 
Openness – a set of open frameworks 
built in collaboration with leading industry 
associations and partners. 

The Trade Desk has invested in developing 
the technical foundations for a future 
without cookies, outlining a replacement 
that will be an open source, interoperable, 
decentralised – and a complete upgrade 
to the privacy controls for consumers. 
This solution, which we call Unified ID 2.0, 
is built for open internet and for every 
publisher in the industry, including TV 

broadcasters who have recently joined the 
ranks of digital publishers. 

How does it work? The core of the solution 
is an email encryption service that converts 
to a unique identifier. Many TV publishers 
and brands today have access to email 
addresses from their customers. As the 
sources of data can vary significantly, 
it is essential for Unified ID 2.0 to be 
interoperable with the sources that exist 
today.

The time is now for the TV industry to 
invest in Unified ID to protect the value 
exchange that powers a TV ecosystem 
that is increasingly online. With more 
consumers watching TV online now more 
than ever, challenges that once affected 
only digital publishers now impact the 
TV industry as well. More and more 
consumers are turning in older devices 
in exchange for internet enabled devices, 
whether smart phone, tablet or smart TV. 
The advancement of internet technologies 
is a one-way street as we know it. There is 
no turning back. 

The Trade Desk™ is a technology company that empowers buyers of advertising. Through its 
self-service, cloud-based platform, ad buyers can create, manage, and optimize digital advertising 
campaigns across ad formats and devices. Integrations with major data, inventory, and publisher 
partners ensure maximum reach and decisioning capabilities, and enterprise APIs enable custom 
development on top of the platform. Headquartered in Ventura, CA, The Trade Desk has offices 
across North America, Europe, and Asia-Pacific.

by Bihao Pan
Lead Senior Director, Inventory Partnerships

The Trade Desk
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ADAPTING TO THE NEW NORMAL
APAC VIDEO LANDSCAPE OVERVIEW

Digital video consumption has continued 
to grow as pandemic-influenced 
consumer behaviours become the new 
normal, accelerating trends that were 
already moving under the surface.  This 
has resulted in an explosion of media 
and video consumption globally and 
particularly in APAC, which saw a 56% 
year-on-year increase in video advertising 
inventory in the second quarter of 2020  
(as reported by BidSwitch, a programmatic 
infrastructure platform engineered by 
IPONWEB), with some countries recording  
higher rates (Singapore 101%, Japan 74%, 
Indonesia 60%). The raised levels of media 
consumption across all devices has yet to 
dissipate, and the implication for the new 
normal of media trading is that brands and 
publishers should be flexible and adapt to 
these new patterns.

The increase in media consumption also 
gives these same value creators more 
opportunities to engage with consumers 
and create meaningful experiences. As 
the global and regional patterns of user 
behaviour continue to adjust, brands and 
publishers need to be flexible, adapting 
the channels that they use to reach 
consumers as well as the messaging.

Looking more deeply at the increases, the 
largest APAC year-on-year growth rates 
for Q2 were seen on mobile (61%), tablet 
(85%) and CTV (282%) inventory types, 
with mobile inventory continuing to grow 
throughout Q3. These growth rates can be 
linked to the shift in consumer behaviours 
such as the increase in TV viewing, as well 
as rises in gaming, streaming and content 
consumption.

Mobile represented over 75% of the 
video inventory available in the region and 
BidSwitch reported that:  
• Android devices saw a 71% increase 

in video inventory during this period 
compared to 39% for iOS devices.

 • Mobile applications saw a 75% increase 
in video inventory, while this figure was 
46% for mobile websites.

With the surge of video inventory, 
advertisers were able to exert preferences 
on the types of inventory they required  to 
display their campaigns. 

APAC VIDEO BID 
REQUESTS BY DEVICE 
Q2 2020

PHONE VIDEO SSP BID REQUESTS 2020 VS 2019

IPONWEB is a pioneer and global leader in the engineering of advanced programmatic, RTB, 
and media trading platforms across digital, TV, DOOH, and audio. From pioneering the world’s 
first programmatic TV SSP for Dish Networks, to Audience-Buying sales workflows and TV-buying 
platforms for broadcasters and agencies, IPONWEB is at the forefront of TV advertising technology 
innovation.

In 2020 Connected TV
has experienced 3X growth

Phone Bid Requests have grown 54% in 2020 vs 2019 (JAN – AUG)

For example:
• Advertisers paid 54.7% higher CPMs 

on average for high viewability video 
inventory than for low viewability 
inventory and 29% more for high 
viewability tablet inventory. 

• Advertisers also paid more for matched 
users, with this peaking at 30% in April 
at the height of the pandemic for many 
APAC countries.

The uncertainty in the local and global 
economies, on top of the behavioural 
changes wrought by the pandemic, 
makes it understandable that advertisers 
and agencies want to shift budgets to 
known users with viewable content . This 
is also shown in the shift of brand and 
agency media spend towards deal-based 
inventory which provides media buyers 
with access to brand safe, relevant 
content.  APAC deals inventory for video 
increased 58% year-on-year between 
January and August and saw 47% higher 
eCPMs; this compares to an overall 
year-on-year video inventory increase of 
only 36% for the same time period.

Brands and publishers need to remain 
flexible as the disruption caused by the 
pandemic abates and consumers settle 
into new behaviour patterns. They should 
use this transition period to maximise the 
engagement they have with consumers 
through existing and growing channels like 
CTV while strengthening relationships with 
trusted trading partners.

About BidSwitch
As the global leader in smart 
programmatic infrastructure, BidSwitch 
has a unique position in the digital 
ecosystem, helping to facilitate more than 
4,000 trading connections between 300+ 
DSPs and SSPs globally across all media 
channels and formats. Analyzing almost 
50 trillion ad requests quarterly gives 
BidSwitch unparalleled visibility into both 
micro-movements taking place in the 
bidstream, as well as global trends shaping 
programmatic buying patterns. We looked 
at video inventory in Q2 year-on-year to 
see how the pandemic has impacted video 
advertising inventory in APAC. 

https://www.nielsen.com/apac/en/insights/report/2020/the-impact-of-covid-19-on-media-consumption-across-north-asia/
https://www.statista.com/statistics/1106498/home-media-consumption-coronavirus-worldwide-by-country/
https://www.comscore.com/Insights/Blog/Impact-of-COVID-19-on-Digital-Media-Consumption-in-APAC
https://www.comscore.com/Insights/Blog/Impact-of-COVID-19-on-Digital-Media-Consumption-in-APAC
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OTT: THE NEXT FRONTIER 
FOR PROGRAMMATIC
ACROSS SOUTHEAST ASIA

This article is an excerpt of a conversation 
between Rishi Bedi, VP, SEA, Japan, and Korea 
at InMobi, David Sky, Director of Advertising 
Operations at True Digital Group, and Laura 
Quigley, SVP, APAC at Integral Ad Science (IAS).

Over the past few years, Southeast Asia 
has emerged as one of the most exciting 
OTT markets across the globe - a rare 
focal point where eastern, western and 
local players meet. The lockdown has only 
further compounded the exponential rise 
of the OTT platforms in the region. With 
the lack of opportunities to step out to 
places of entertainment such as theatres 
and concerts, consumers are increasingly 
turning to access video content on OTT 
channels. Leaders from the ecosystem 
believe that OTT has become the medium 
of choice for entertainment among 
consumers in the new normal. 

ACCESS TO THE BEST 
OF BOTH WORLDS: 
CONVENIENCE AND UNLIMITED 
ACCESS
OTT platforms cut through the limitations 
of linear TV to bring immediately accessible 
content for audiences in a manner most 
convenient to them, anytime, anywhere!

Sharing his thoughts on how consumer 
behavior has shifted, Sky said, “There’s 
been a steady increase in the consumption 
of OTT content across Southeast Asia, 
driven by access to high-speed internet 

and broadband services. Local content 
and event-based reality TV, especially, 
have enjoyed immense popularity during 
the lockdown.” Additionally, Sky shared 
that the average time spent peaking 
only during weekends is a model of the 
past, with consumers now spending 
considerable time on these platforms 
during the weekdays too. 

MOBILE VS CONNECTED TV (CTV): 
DETERMINING THE 
DEVICE OF CHOICE
As a mobile-first market, smartphones 
continue to dominate the streaming wars 
in Southeast Asia. Quigley shared that 
over 76% of users are watching content 
on smartphones in Indonesia alone.  
Reflective of this trend, Bedi opined, “We 
have seen a 286% growth in usage on OTT 
apps on mobile, from the start of the year 
to April, which was when most countries 
in the region went into lockdown. This is 
an opportunity that advertisers across the 
board are excited about.” Yet, CTV proves 
to be an exciting opportunity in uniquely 
advanced markets such as Singapore, and 
is gaining fast popularity in markets such 
as Thailand, shared Sky. 

THE ADVERTISING 
OPPORTUNITY WITH OTT
While SVOD continues to be a promising 
avenue, consumers in local markets are 
typically hesitant to pay for content. This 

has led to the emergence of various 
monetization models including ‘Freemium’, 
‘Mobile-Only', and pure-play Advertising 
Video-On-Demand (AVOD) Models. 

“In the past year alone, we have seen a 10X 
increase in advertising spends, signifying 
the importance of the OTT opportunity 
to advertisers. After all, the engagement, 
placement, measurement and interaction 
offered by the medium is not easily 
replicated. OTT players can set themselves 
apart in the eyes of advertisers by layering 
deep audience insights with their media 
proposition,” shared Bedi. 

Commenting on the challenges faced 
by advertisers, Quigley added, “While 
marketers have a consensus on using 
GRP as the currency for traditional 
television, there is still some debate as 
to how marketers should define success 
for their OTT campaigns. Another 
concern is devising a holistic solution for 
cross-device measurement in the age of 
the hyper-connected consumer.”

THE BRAND SAFETY/SUITABILITY 
PROMISE
Sharing her thoughts on how advertisers 
can ensure brand safety and suitability 
Quigley said, “Marketers must remember 
that the same rules of digital advertising 
apply to OTT. One must check for 
compatibility across channels, content, 
device suitability and more.”

Additionally, Bedi articulated how 
technology can help solve these 
challenges – be it through pre-bid filters 
or by embracing industry standards such 
as ads.txt. Both Quigley and Bedi also 
emphasized the importance of upskilling 
of marketers as different forms of fraud 
emerge. 

From innovative interactive experiences to 
the explosion of short form content, the 
industry is optimistic about the 
future of OTT as truly the next frontier 
for Programmatic Advertising in 
Southeast Asia. 
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InMobi drives real connections between brands and consumers by leveraging its technology 
platforms and exclusive access to mobile intelligence. It creates paths for brands to understand, 
identify, engage and acquire connected consumers. As a leading technology company, InMobi has 
been recognized on the 2018 and 2019 CNBC Disruptor 50 list.

by Laura Quigley
SVP, APAC at Integral 

Ad Science (IAS)

by David Sky
Director of Advertising 

Operations at 
True Digital Group

by Rishi Bedi
VP, SEA, Japan 

& Korea at InMobi
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UNDERSTANDING 
OTT HEADER BIDDING

Consumer video viewing habits are 
evolving; as the influx of new streaming 
options continues and time spent with 
digital video on desktop, mobile and 
connected devices grows, viewership 
is becoming increasingly fragmented. 
Globally, linear TV viewership is declining, 
and the COVID-19 pandemic has further 
accelerated this shift from linear to digital.

These trends have impacted how 
advertisers have adapted and evolved their 
TV - and video - buying strategies. OTT 
streaming video is becoming a critical part 
of building brand awareness and driving 
performance with target consumers, and 
demand for OTT is growing.

For good reason – video streaming can 
deliver a TV-like experience for viewers, 
with all the high-impact brand storytelling 
power of the television screen and the 
targeting, analytics and interactivity of 
digital media for advertisers.

With programmatic, the different tech 
layers in an OTT publisher’s monetization 
stack participate in a technical workflow 
to build each ad pod that plays during the 
commercial break. 

A typical flow from publisher to advertiser 
looks something like this:

To compile a whole ad pod, the video 
player, app or SSAI vendor calls one or 
more ad platforms, requesting an ad from 
each and presenting them to the viewer 
in succession, hoping that each platform 
returns unique demand to conform to 
business rules. Each ad pod must then be 
“stitched” together with the video content 
to ensure a seamless user experience. 

The technological complexity of 
programmatic OTT transactions has 
allowed a few niche providers to corner 
the market in its early years. This has 
led to a gap in how advancements in 
programmatic capabilities were adapted 
for the OTT ecosystem, raising some 
challenges for publishers and buyers:

Brand safe marketplaces
While over 50% of OTT is transacted 
programmatically, a very small portion of 
programmatic is auction driven. ~90% of 
programmatic OTT has been transacted 
via upfront, fixed rate deals, largely due 
to value concerns by publishers and 
due to quality concerns from buyers. 
However, with upfront commitments 
shrinking, buyers are looking for flexible 
buying models with market driven pricing, 
otherwise inventory will continue to go 
unfilled. 

Viewer experience
This is the highest priority; no ad is better 
than the wrong ad. The quality of the ad 
must match the quality of the content. 
Viewers expect the same high-quality ad 
experience as they’re used to on TV – no 
pixelated ads, no buffering, no seeing 
the same ad three times in a row. But 

complicated tech/workflows (stitching 
together advertising and content; demand 
coming from multiple sources) lead to 
latency and ad load issues. 

Ad pods
Complex ad pod business rules like 
advertiser/category separation are vital for 
advertisers but can be difficult to navigate 
for publishers and can further limit 
demand. When ad pods are assembled 
from demand from different tech partners, 
publishers lack the control and visibility to 
ensure competitive separation, frequency 
capping and back-to-back ads. To fix this, 
they need solutions that optimize the 
entire ad pod, not just each ad slot.

Transparency and control
Even in the instances where auctions 
are utilized, waterfall set-ups within the 
ad server dominate. However sequential 
bidding is inefficient and leaves money 
on the table as prioritization rules limit 
advertiser opportunity to see and bid on 
inventory that could otherwise drive higher 
CPMs. Ad servers bias direct sold inventory 
over programmatic, and final decisioning 
at the ad server can lead to blind spots 
in ad pod assembly, as the technology is 
designed to maximize ad slot fill vs holistic 
pod creation.  
 
In order to capture the potential of 
programmatic, OTT publishers need 
control over automated solutions that 
open new demand opportunities, 
maximize yield and fill for the entire ad 
pod, and solve for pervasive ad pod 
challenges while ensuring the highest 
quality viewer experiences.
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HEADER BIDDING FOR OTT

Header bidding technology has adapted 
for OTT to meet the needs of providing a 
TV-like viewing experience.

Header bidding, or unified or parallel 
auctions, emerged from the world of 
desktop publisher advertising; publishers 
would add a wrapper to the header 
section of their website — code that 
enabled the publisher to send an ad 
request to multiple demand partners — 
and have them all return bids in parallel. 
As well as improving monetisation for 
publishers, it has the added benefit of 
reducing latency.

Due to differences between an OTT 
publisher’s tech stack and that for display, 
OTT header bidding requires some 
heavier lifting, such as centralizing demand 
from programmatic (exchanges and 
DSPs), direct ad server and server-side 
ad insertion (SSAI) sources. OTT header 
bidding also allows for the optimization of 
the creation of an entire ad pod, based on 
number of ads or seconds versus running 
a single programmatic auction against one 
ad slot.

Here is a step by step illustration of how 
this works:

PubMatic’s new OpenWrap OTT solution 
has addressed many of the technological 
challenges that prevented both buyers and 
publishers from fully embracing header 
bidding until now. Powered by Prebid, the 
header bidding wrapper that centralizes 
100% of direct and programmatic demand 
from exchanges, ad servers, DSPs and SSAI 
vendors in a server-side parallel auction. 
This gives publishers critical controls to 
manage the entire ad pod and to enforce 
competitive exclusion, avoid channel 
conflict and prevent back-to-back ads. It 
also provides the tools to respond in real 
time to changes in viewer behaviour and 
increases in inventory availability, in order 
to maximize yield and fill.

Advertisers benefit from incremental 
access to supply – and more opportunities 
to connect with their audiences — from 
a flattened waterfall. Flexible, dynamic 
and transparent buying models further 
improve buyer efficiency. What’s more, 
with faster loads and lower latency 
from server-to-server (S2S), advertisers 
and publishers can give viewers a 
more engaging and TV-like ad viewing 
experience.

To learn more about how OTT header 
bidding works, be sure to download 
PubMatic’s latest white paper, 
“Understanding OTT Header Bidding: 
Getting Started,” today. 

PubMatic delivers superior revenue to publishers by being the sell-side platform of choice 
for agencies and advertisers. The PubMatic platform empowers independent app developers 
and publishers to maximize their digital advertising monetization while enabling advertisers 
to increase ROI by reaching and engaging their target audiences in brand-safe, premium 
environments across ad formats and devices.

https://pubmatic.com/products/openwrap-ott/
https://pubmatic.com/reports/understanding-ott-header-bidding/
https://pubmatic.com/reports/understanding-ott-header-bidding/
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SpotX is the leading video advertising platform shaping digital video and the future of TV globally. 
The company’s solutions enable media owners to monetize content across all screens and streams 
while providing advertisers with direct access to brand-safe, premium inventory. With best-in-class 
technology purpose-built for video, SpotX’s trusted, privacy-compliant solutions are employed by 
some of the largest media owners in the world. 
Learn more at www.spotx.tv

OTT - SURVIVING OR THRIVING 
ON A MEDIA PLAN

Gavin - OTT prides itself on offering a 
premium environment for brands, with a 
focus on long-form studio quality content. 
How are you quantifying this and what 
makes OTT effective for driving favourable 
consumer behaviour/perceptions?

John - I think the key here is for brands 
to really embrace third party research to 
understand the impact that content & 
environment adjacency has on metrics 
such as favourability and consideration.  
It’s important to lean on the expertise of 
your media agency and work with wider 
industry bodies like the IAB or World 
Federation of Advertisers to set standards 
and frameworks. Traditional digital metrics 
like click-through rates and completed 
views serve a purpose but struggle to fully 
capture the impact and effectiveness of a 
high quality, professionally curated video 
environment like OTT and this holds back 
investment.

Gavin - Recent research by ThinkTV 
Australia used eye tracking technology to 
show that mobile BVOD (OTT) delivered 
greater attention and engagement 
compared to social video and even TV. 

With Asia being dominated by mobile 
video consumption, how do agencies view 
OTT mobile vs big screen traditional TV? 
Has the definition of TV changed with the 
times? 

John - Mobile video has often been 
labelled on a media plan as “digital video”.  
However, currently from an agency 
standpoint, we see mobile OTT being 
much closer to the TV viewing experience 
rather than being considered together 
with in-app gaming video or video served 
within a scrolling environment like social. 
Whilst the screen size is clearly smaller, 
the user experience is very similar in that 
it is lean back and highly immersive.  We 
now define TV as “a video experience that 
allows consumers to watch professionally 
produced video content at the time and on 
a screen of their choosing”, which we hope 
will shift the narrow perception of TV to a 
broader device context.

Gavin - How are you helping the 
investment and planning teams embrace 
a rapidly evolving media landscape? 
How do you leverage and combine TV 
and digital skill sets to build future 

by Gavin Buxton
Managing Director 

SpotX Asia

by John Miskelly
Investment Director 

GroupM APAC
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proofed teams who understand the OTT 
opportunity?

John - A lot of education! TV has 
historically commanded the most 
advertising dollars so as consumers move 
to OTT it’s key that our TV investment 
teams evolve their skillset and embrace 
this change. We’re actively helping our 
TV buyers build their knowledge and 
understanding about the advantages 
that digital technology can bring to TV.  
For example using dynamic creative on 
OTT tailored to different geographies is a 
very simple way of making creative work 
a bit smarter for TV campaigns. At the 
other end of the investment spectrum 
we have the digital buyers who began 
trading online display but now encompass 
digital video in all its forms. These teams 
are data driven, however, this can be a 
double-edged sword. Our aim is to get 
them to simplify their approach and not 
over measure everything.  In digital there’s 
a tendency to focus on a lot of metrics just 

because we can, the opportunity is about 
understanding what data is meaningful to 
measure.  

Gavin - What would you suggest OTT 
broadcaster/platforms focus on in order 
to capture more marketing spend?

John - For me there are three things I’d 
like to see.  Firstly, broadcasters/platforms 
should proactively help ideate and fund 
3rd party research to validate effectiveness 
of premium video environments. Not all 
video is created equal and we need to 
build evidence to support that. Secondly, 
we want greater access into the OTT 
broadcasters/platforms adserver (e.g. 
header bidding) so buyers have better 
visibility into inventory and compete for 
all available inventory. Thirdly, OTT sits 
on unique first-party data, we encourage 
more collaboration and passback of 
audience data (e.g. location, viewing 
behaviour etc) to allow buyers to execute 
more nuanced and sophisticated targeting.

The past shapes our future. Whilst we like to think otherwise, we are creatures of habit. 
As consumers flock to OTT, advertising dollars have begun to follow and this has required 
traditional buy-side investment strategies and trading behaviours to adapt to this new 
reality or risk falling behind.

SpotX’s Asia Managing Director, Gavin Buxton talks to Group M’s APAC Investment 
Director John Miskelly on what agencies are doing to retrain and reconfigure to optimally 
invest in OTT and how to shift OTT from the periphery of a media plan to become a 
foundational pillar that can replace TV.

As attention shifts towards 2021, marketers are reassessing their media priorities and 
investments. Consumers have clearly embraced OTT with AVOD driving the industry’s 
growth in APAC and around the world. OTT has the opportunity to cement its position 
as a key channel on a media plan if the industry doubles-down on supporting buy-side 
education and building out supply-side capabilities that take OTT measurement to the 
next level and continue to make it simple to plan and buy. 
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TELEVISION AUDIENCE MEASUREMENT 2020-2021

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 No
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 550 Homes
2,200 Individals No Dhaka Metro, Dhaka Other Urban, 

Dhaka Rural, Chittagong Metro & Rural Yes No No No Yes Yes Yes No Media 
XPress

CAMBODIA Kantar Media 795 Homes (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 panel,
118 city panels, 

25 provincial panels 
Yes Yes Yes Yes No No Yes Yes Infosys+

Nielsen-
CCData

30 million RPD terminal units 
(incl. DTV/IPTV/OTT TV); 1 National 

RPD panel (100,000+HH),  
31 Provincial RPD panels,  

60+ City RPD panels

RPD: 1 National RPD panel (100 cities),  
31 Provincial RPD panels,  

60+ 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 No Yes No No Yes Yes Instar 

Analytics

CSM Media 
Research 2,000 homes HK Region; Now TV subscriber base Yes (NowTV 

channels only) No Yes Yes No Yes Yes Yes Instar 
Analytics

INDIA BARC India 44,000 No All India (Urban + Rural) Yes Yes No No Yes Yes Yes VOSDAL 
Only

YUMI 
Analytics

INDONESIA Nielsen 2,418 (Terrestrial) 
640 (Pay-TV)

2,000 panel for Indohome 
(UseeTV) - exclusive

Terrestrial: 11 cities
Pay-TV: 11 cities Yes No

Yes, in Digital Ad 
Ratings (DAR) & 

Total Ad Ratings (TAR)
No No No Yes No Arianna

JAPAN Video 
Research Ltd

5,100 National panel 
& separate Subscription 

TV Panel 600 *
 No 

Kanto (*1), Kansai (*2), Nagoya (*3), 
Kyushu (*4) and Hokkaido (*5) 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 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 Yes Yes Yes No Arianna

NEW ZEALAND Nielsen 900 households 
(2,250 panel members) No National Yes Yes

Yes, in Digital Ad Rating 
(DAR ) and Digital 

Content Rating (DCR)
No Yes Yes Yes Yes

Arianna/
eTAM 

(2021)

PAKISTAN Medialogic 
Pakistan 2,050 In process Top 26 Cities Incl. 3 Metros Yes N/A No No

Yes
(100+ 

channels)
Yes

(97 channels) Yes No Instar 
Analytics

Survey Notes: 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 5,100 homes, 52 weeks reporting/year

*1 : Tokyo 30km area    *2 : main area, 5 Pref.   *3 : main area of Chukyo, 3 Pref.    *4 : main area of   northern Kyushu    *5 : Sapporo city



148 149THE ASIA VIDEO INDUSTRY REPORT 2021

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 & Pay-TV: 11 cities:Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogyakarta, Palembang, Denpasar, Banjarmasin and Surakarta. 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 200 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, 1 National panel, 4 cities: Ha 
Noi, HoChiMinh City, Da Nang, and Can Tho, 90 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
Yes, in Digital Ad 
Ratings (DAR) & 

Total Ad Ratings (TAR)
No Yes Yes Yes No Arianna 

PHILIPPINES
METRO Nielsen

Metro Panel: 2,190 
(1,150 Mega Manila

 homes (MEGATAM) and 
1,040 homes for 8 other

 Metros (MCTAM))

No Metro Cities Yes Yes
Yes, in Digital Ad 
Ratings (DAR) & 

Total Ad Ratings (TAR) 
No Yes Yes Yes No Arianna 

PHILIPPINES Kantar National Panel: 
1,900 homes National (Urban + Rural) Yes Yes Yes Yes Yes No Instar 

Analytics

SINGAPORE
GfK

1200 households and
 2400 individuals on 

PC/tablets/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: 324,000 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 Instar 
Analytics

SRI LANKA Kantar 650 Homes
~ 2,350 Individuals No 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
Yes in Digital Ad 

Rating (DAR ) 
& Digital Content 

Rating (DCR)
No Yes Yes Yes

Yes, in Digital 
Content 

Rating (DCR)

Arianna, 
Dashboard 

for DCR, 
DAR 

VIETNAM Kantar Media
National TAM

2,452 Homes & 4 Cities 
1,560 Homes

National
4 cities Yes Yes No Yes Yes Yes Instar 

Analytics
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SYNDICATED MEDIA SURVEYS 2020-2021

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 10,000 New Zealand

As of Q2 2020, 
Recruited: CATI/Online

All survey completed Online
10+ / 15+ (as of Q2 2020) Fused with 

TAM data
Fused with 
TAM data Clear Decisions Yes

INDONESIA 11 cities Nielsen Consumer & Media View 17,000 Indonesia, 11 cities
Face-to-face/Phone interview 
(during COVID-19) / Online

 (Pilot)
10+ Yes No Clear Decisions Yes

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

Fused with 
TAM data Clear Decisions Yes

MYANMAR Nielsen 
MMRD Consumer & Media View 5,300+ 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 CAPI (Q1 2020)
CATI-CAWI (Q2 2020) 10+ Yes Yes Clear Decisions Yes

SINGAPORE Nielsen Consumer & Media View 4,200+ National Face-to-Face/Online 15+ Yes No Clear Decisions Yes 
(Print only)

THAILAND Nielsen Consumer & Media View 9,000+ National Face-to-face/ 
CATI (During COVID-19 only) 12+ Yes Yes Clear Decisions Yes

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

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

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

VIETNAM Kantar Media Media Habit Survey 
(MHS)

4 Cities 8,520
 (Urban) 

National 7,200
 (exc 6 cities) 

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

CHINA CTR CNRS-TGI 100,000 60 1-4 tier cities Face-to-Face/Self
completed/Online 15-69 No No Telmar/Online No

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

HONG KONG Ipsos Media Atlas Hong Kong 2,000 Hong Kong Online/
Face-to-Face 18 - 64 No Yes User choice No

11 ASIA MARKETS Ipsos Affluent Asia 19,480
Hong Kong, Singapore, Malaysia, Taiwan, 
Thailand, Indonesia, Philippines, Korea, 

India, Australia, China
Online

Affluent/BDM/
Top Management

Age 25 - 64
Yes Yes User choice Yes 

12 ASIA MARKETS Ipsos GBI (Global Business 
Influencer Survey) 7,064

Australia, China, Hong Kong, India, 
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
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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, pageviews-based metrics 
including pageviews per person, 
session-based metrics including 

sessions per person and time-based 
metrics including time per person

Age, Gender, 
Income, 

Education 
and Region

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

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

 websites across 
multiple platforms

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

 Launches, Platform, Unique 
Audience, and Categories

Age, Gender, HH status, 
Married status, working 

& income status

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

Yes n.a. n.a.

INDIA Nielsen
12,000 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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

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, pageviews-based metrics 
including pageviews 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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

n.a. n.a.
Measurement of static

 content on desktop
 apps and websites

SOUTH KOREA Nielsen 12,000 PC
7,000 Mobile 

PC + Smartphone 
(Android & iOS)

Panel-only measurement for 
audiences

Reach, Install, Time spent, 
Pageview, Session

Age, Gender, Region, 
Occupation, Marriage, 

Income, Lifestyle,
 Education

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

Yes Yes
Measurement of static
 content on apps and

 websites across 
multiple platforms
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Note: Above all DAR, TAR & DCR info is for 2020, and Nielsen will have Digital Transformation starting from 2021. Will keep the industry updated.



154 155THE ASIA VIDEO INDUSTRY REPORT 2021

TOTAL AD RATINGS 2020-2021

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

AUDIENCE
SEGMENTATION 

(BEHAVIOUR)

MULTI-
PLATFORM 
REPORTING

ONLINE
 VIDEO 

REPORTING
PLANNING TOOLS

INDONESIA Nielsen

Nielsen TAM Panel - 9,000
 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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

Yes

All industry
 standard

 video
and display
advertising

Measurement of
 digital campaign 

Impressions, Reach,
 Frequency, GRP and

On Target %

PHILIPPINES Nielsen

Nielsen TAM Panel - 13,400
 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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

Yes

All industry
 standard

 video
and display
advertising

Measurement of
 digital campaign 

Impressions, Reach,
 Frequency, GRP and

On Target %

TAIWAN
(Launched in 
May 2020)

Nielsen

Nielsen TAM Panel - 7,000
 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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

Yes

All industry
 standard

 video
and display
advertising

Measurement of
 digital campaign 

Impressions, Reach,
 Frequency, GRP and

On Target %

THAILAND Nielsen

Nielsen TAM Panel - 8,000
 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

Additional segments 
can be explored 

on an ad hoc, post 
campaign basis 

subject to sufficient 
campaign size and 
panel availability

Yes

All industry
 standard

 video
and display
advertising

Measurement of
 digital campaign 

Impressions, Reach,
 Frequency, GRP and

On Target %
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Note: Above all DAR, TAR & DCR info is for 2020, and Nielsen will have Digital Transformation starting from 2021. Will keep the industry updated.
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DIGITAL CONTENT RATINGS 2020-2021

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)

Including YouTube In-App

Panel, Survey, Census 
Collection from Tags, 

Facebook Attribution, SDK
 or Platform Integration

Unique Audience, 
Tracked Ads, 

Frequency, GRP, 
On Target %

Age and 
Gender

Additional 
segments can be 

explored on an ad 
hoc, post campaign 

basis subject to 
sufficient campaign 

size and panel 
availability

Yes All industry standard video 
and display advertising

Measurement of digital campaign 
Impressions, Reach, Frequency, 

GRP and On Target %
Custom Media Analytics tools 
available to visualise DAR data

HONG KONG
INDIA 
INDONESIA
MALAYSIA
NEW ZEALAND
PHILIPPINES
SINGAPORE
TAIWAN
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)

Including YouTube In-App

Survey, Census Collection
 from Tags, Facebook 

Attribution, SDK or Platform 
Integration

Unique Audience, 
Tracked Ads, 

Frequency, GRP, 
On Target %

Age and 
Gender

Additional 
segments can be 

explored on an ad 
hoc, post campaign 

basis subject to 
sufficient campaign 

size and panel 
availability

Yes All industry standard video 
and display advertising

Measurement of digital campaign 
Impressions, Reach, Frequency, 

GRP and On Target %
Custom Media Analytics tools 
available to visualise DAR data

CHINA Nielsen Tencent universe with 
calibration panel

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

OTT

Survey, 
Census Collection from Tags, 
Tencent Attribution, SDK or 

Platform Integration

Unique Audience, 
Tracked Ads, 

Frequency, GRP, 
On Target %

Age and 
Gender

Additional 
segments can be 

explored on an ad 
hoc, post campaign 

basis subject to 
sufficient campaign 

size and panel 
availability

Yes All industry standard video 
and display advertising

Measurement of digital campaign 
Impressions, Reach, Frequency, 

GRP and On Target %
Custom Media Analytics tools 
available to visualise DAR data

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

Additional 
segments can be 

explored on an ad 
hoc, post campaign 

basis subject to 
sufficient campaign 

size and panel 
availability

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.

NEW ZEALAND
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

Additional 
segments can be 

explored on an ad 
hoc, post campaign 

basis subject to 
sufficient campaign 

size and panel 
availability

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 2020-2021M
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Note: Above all DAR, TAR & DCR info is for 2020, and Nielsen will have Digital Transformation starting from 2021. Will keep the industry updated.
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DIGITAL AUDIENCE MEASUREMENT 2020-2021

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

AUSTRALIA Comscore Internet 
Universe Yes Yes, Free Yes Yes

CHINA Comscore Internet 
Universe Yes Yes, Free Yes Yes

HONG KONG Comscore Internet 
Universe Yes Yes, Free Yes Yes

INDIA Comscore Internet 
Universe Yes Yes, Free Yes Yes

INDONESIA Comscore Internet 
Universe Yes Yes, Free Yes Yes

JAPAN Comscore Internet 
Universe Yes Yes, Free Yes Yes

MALAYSIA Comscore Internet 
Universe Yes Yes, Free Yes Yes

NEW ZEALAND Comscore Internet 
Universe Yes Yes, Free Yes Yes

SINGAPORE Comscore Internet 
Universe Yes Yes, Free Yes Yes

TAIWAN Comscore Internet 
Universe Yes Yes, Free Yes Yes

VIETNAM Comscore Internet 
Universe Yes Yes, Free Yes Yes

DIGITAL ADVERTISING AND AUDIENCE VALIDATION 
2020-2021

ACRONYM INTERPRETATION
ABR Adaptive Bit-Rate
ADEX Advertising Expenditure
APAC Asia-Pacific
APEC Asia-Pacific Economic Cooperation
ARPU Average Revenue Per User
AVOD Advertising/Ad-based Video-on-Demand
BVOD Broadcaster Video on Demand
CAGR Compound Annual Growth Rate
CAP Coalition Against Piracy
CCPA California Consumer Privacy Act 
CDN Content Delivery Network
CPM Cost Per Mille / Cost Per Thousand
CTV Connected TV
DAU Daily Active User
DCR Digital Content Ratings
DSP Demand-Side Platform
DTC Direct to Consumer
DTH Direct-to-Home Satellite Broadcasting
DTT Digital Terrestrial Television
FMCG Fast-moving Consumer Goods
FTA Free To Air (Terrestrial) Broadcasting
FTTH Fiber to the Home
GDPR General Data Protection Regulation 
GEC General Entertainment Channels
GRP Gross Rating Point
IAMAI Internet and Mobile Association of India
IMDA Infocomm Media Development Authority (Singapore)
IPTV Internet Protocol Television
ISD Illicit Streaming Device
ISP Internet Service Provider
KOMINFO Ministry of Communication and Information Technology (Indonesia)
MAU Monthly Active User
MCMC Malaysian Communications and Multimedia Commission
MCO Movement Control Order (Malaysia)
MDTCA Ministry of Domestic Trade and Consumer Affairs (Malaysia)
MIC Ministry of Information and Communication (Vietnam)
MNO Mobile Network Operator
MTR Mass Transit Railway (Hong Kong)
NCC National Communications Commission (Taiwan)
NCCS New Consumer Classification System 
NTO New Tariff Order
OCC Online Curated Content
OOH Out-of-Home
OTT Over-The-Top
PDPA Personal Data Protection Act
PUT Persons Using TV
RTB Real-Time Bidding
S2S Server-to-Server
SDK Software Development Kit
SEC Socio-Economic Class
SSAI Server-Side Ad Insertion 
SSP Supply Side Platform
SVOD Subscription Video-on-Demand
TRAI Telecom Regulatory Authority of India
UGC User Generated Content
VAST Video Ad Serving Template
VCA Vietnam Content Alliance
VCI Video Coalition of Indonesia
VCOP Video Coalition of the Philippines
VOD Video-on-Demand
VR Virtual Reality
WAU Weekly Active User
YoY Year-on-Year

M
EA

SU
REM

EN
T G

U
ID

E





D
ES

IG
N

ED
 B

Y 
CA

LA
M

AN
SI

 D
ES

IG
N

S
20

21
. T

he
 A

sia
 V

id
eo

 In
du

st
ry

 A
ss

oc
ia

tio
n 

ho
ld

s a
ll 

th
e 

rig
ht

s t
o 

th
is 

re
po

rt,
 a

nd
 n

o 
pa

rt 
th

er
eo

f m
ay

 b
e 

re
pr

od
uc

ed
 o

r r
ep

lic
at

ed
 w

ith
ou

t p
rio

r e
xp

lic
it 

an
d 

w
rit

te
n 

pe
rm

iss
io

n.STAY CONNECTED

linkedin.com/company/AsiaVideoIA

facebook.com/AsiaVideoIA

@AsiaVideoIA

communications@avia.org

+852 2854 9913

www.avia.org

http://www.calamansi-designs.com
https://www.linkedin.com/company/asiavideoia/
https://www.facebook.com/AsiaVideoIA
http://www.twitter.com/AsiaVideoIA
mailto:communications%40avia.org?subject=
https://avia.org

