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WHO SHOULD READ THIS REPORT

This report provides:

▪ forecasts for the number of pay-TV households and services, 

the number of premium OTT video users, their retail revenue 

(spend) and average spend per user (ASPU)

▪ forecasts split by pay-TV platform: cable (analogue and 

digital), IPTV, pay DTT, satellite (DTH) and operator OTT;1

operator OTT and third-party OTT are split by category of OTT 

video service: linear channels, linear events, TVoD (rental), 

TVoD (ownership) and SVoD

▪ forecasts and in-depth coverage for four individual countries 

and developed Asia–Pacific (DVAP) as a whole.
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About this report

1 The full definition of the term ‘Operator OTT’ is articulated in the appendix at the end of this report. In short, this term refers to 

OTT video services offered by telecoms operators and also by pay-TV providers that have previously provided traditional pay-TV 

services. 

▪ Product and strategy managers within pay-TV providers and operators 

who require market sizing for business planning purposes, as well as an 

overview of the key trends that are affecting the market.

▪ Business development managers within vendors of video solutions who 

need to assess the size of the opportunity for their products and 

services. 

▪ Financial analysts who need to understand the dynamics and the size of 

the pay-TV market and its interaction with OTT video services.

GEOGRAPHICAL COVERAGE

Region modelled:

▪ Developed Asia–Pacific (DVAP)

Countries modelled individually:

▪ Australia

▪ Japan

▪ New Zealand

▪ South Korea

KEY METRICS

▪ Pay-TV households and 

connections

▪ OTT video users

▪ Retail revenue (spend)

▪ ASPU

Pay TV is split by the following 

access technologies:

▪ cable (analogue and digital, 

CATV)

▪ IPTV

▪ pay digital terrestrial TV (DTT)

▪ satellite (DTH)

▪ operator OTT1

▪ third-party (non-operator) OTT

OTT video is split as follows:

▪ linear – channels (paid-for and 

free)

▪ linear – events

▪ TVoD – (rental and ownership)

▪ SVoD (paid-for and free)
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The revenue from linear services, including traditional pay TV, 

fell as a result of the lockdowns associated with the pandemic.

Much of DVAP was spared the prolonged lockdowns experienced 

in Europe, but we expect that people spent more time at home in 

2020 than in previous years, leading to an acceleration of existing 

viewing trends. TV production and domestic sports coverage were 

disrupted in DVAP in March and April 2020, but generally 

resumed soon after. Cinematic releases, international sport and 

international TV titles were disrupted for longer. Linear services 

were affected the most by these viewing changes. Demand fell in 

2Q 2020 and early 3Q 2020 due to sports event cancellations 

(including the 2020 Olympic Games) but recovered later in the 

year. Linear channels services Kayo in Australia and Sky Sports 

Now in New Zealand reported strong user base growth in 

2H 2020. As a result, the overall revenue for linear services (both 

OTT and traditional pay TV) remained largely stable over the 

course of 2020.  

The COVID-19 pandemic further increased the demand for VoD.

VoD provides easy access to entertainment. As such, many people 

started to subscribe to VoD services or stacked new services on 

top of their current subscriptions as a way of passing the time 

while stuck at home.1 This benefitted new OTT entrants, 

particularly Disney+ that launched in Australia, Japan and New 

Zealand in 2020. Operators that have launched SVoD services in 

recent years also benefitted from the increased demand.

Figure 4: Pay-TV and OTT retail revenue by service, showing the 

effect of COVID-19 (logarithmic scale), DVAP, 2018–20212
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COVID-19: the pandemic has resulted in increased demand for VoD services, but 

decreased demand for both traditional pay-TV and OTT linear services

1 For more information, see Analysys Mason’s Connected Consumer Survey 2020: TV and video services in developed Asia–Pacific.
2 The arrow denotes the change in the value due to COVID-19.

https://www.analysysmason.com/research/content/reports/tv-video-dvap-rdvs0/
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Japan: pay-TV penetration is low and, due to OTT video competition, declining
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Figure 17: Pay-TV connections and OTT video users by access 

technology, Japan, 2017–2025

1 Includes subscribers to traditional pay-TV services and users of operator OTT services but excludes third-party OTT.

The popularity of free-to-air (FTA) channels from NHK, Japan’s 

public service broadcaster, combined with the wide availability of 

cheap OTT services, has hindered pay-TV growth. Traditional pay-

TV penetration was 35.9% in 2015 and has been declining since, 

to 34.7% in 2020. We expect that it will drop to 33.5% by 2025.

The subscriber base of IPTV provider NTT will grow thanks to the 

popular fibre triple-play bundle FLET’S TV, but IPTV will penetrate 

less than 10% of households by 2025. Regional cable operators 

are struggling to compete with larger players, causing a decline in 

the number of CATV subscribers. Operators launched OTT 

services in as early as 2012, but growth has since stalled 

because operators have failed to widen their appeal after 

successfully penetrating niches in the market.

PAY-TV MARKET SHARE OF SUBSCRIBERS, 3Q 20201

PAY-TV MARKET KPIs 20251

€
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Consulting

We deliver tangible benefits to clients across the telecoms 

industry: 

▪ communications and digital service providers, vendors, 

financial and strategic investors, private equity and 

infrastructure funds, governments, regulators, broadcasters 

and service and content providers

Our sector specialists understand the distinct local challenges 

facing clients, in addition to the wider effects of global forces.

We are future-focused and help clients understand the challenges 

and opportunities new technology brings.

Research

Our dedicated team of analysts track and forecast the different 

services accessed by consumers and enterprises.

We offer detailed insight into the software, infrastructure and 

technology delivering those services.

Clients benefit from regular and timely intelligence, and direct 

access to analysts.
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio
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Research from Analysys Mason

31



Pay TV and OTT video in developed Asia–Pacific: trends and forecasts 2020–2025

Consulting from Analysys Mason
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