
Connected Consumer Survey 2019: TV and video in Malaysia and the Philippines

Connected Consumer Survey 

2019: TV and video in 

Malaysia and the Philippines

Martin Scott



Connected Consumer Survey 2019: TV and video in Malaysia and the Philippines

KEY QUESTIONS ANSWERED IN  THIS REPORT WHO SHOULD READ THIS REPORT

This report focuses on aspects of Analysys Mason’s Connected 

Consumer Survey that relate to the behaviour, preferences and 

plans of consumers in their use of pay-TV and OTT video services 

in Malaysia and the Philippines. The viewership of video content is 

changing rapidly and the interaction between pay TV and OTT 

services is complex. 

The survey was conducted in association with Dynata between 

July and August 2019. The survey groups were chosen to be 

representative of the internet-using population in these countries. 

We set quotas on age, gender and geographical spread to that 

effect. There were a minimum of 1000 respondents per country.
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About this report

▪ How should pay-TV providers evolve their services in order to remain 

relevant in a world of changing viewing habits?

▪ How are consumers’ viewing habits changing in light of increased OTT 

video use?

▪ How exposed are pay-TV providers in Malaysia and the Philippines to the 

disruption caused by the COVID-19 pandemic?

▪ What content genres do consumers prioritise and how does that vary 

between customers of different services?

▪ How should feature sets be adapted to defend against future churn?

▪ Product managers and strategy teams working for pay-TV providers or 

operators with pay-TV operations, or companies that use video services 

as a value-added service (VAS) to support their core services.

▪ Marketing executives and product managers for pay-TV providers and 

operators that are making decisions about TV and video service design 

and its impact on customer retention.

▪ Strategy teams for pay-TV providers and operators that are assessing 

the impact of changing viewing habits on their business; in particular the 

relationship between pay-TV and OTT video services.

GEOGRAPHICAL COVERAGE

Emerging Asia–Pacific:

▪ Malaysia

▪ Philippines
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The content that a company chooses to use to differentiate itself 

when consumers take multiple services side-by-side is important. 

Figure 4 shows the affinity between content genres and users of 

various OTT video and pay-TV services in Malaysia.

Our results highlight the marginal popularity of movie content 

(ranked as important by 49% of respondents) over shorter-form 

drama (44%), particularly for Netflix and iflix users. Netflix 

continues to increase its own production capabilities and buys 

content distribution exclusivity.

Sports content is important in Malaysia and is particularly 

relevant when considering the impact of COVID-19 on content 

propositions. Sports was the most popular genre for users of 

Astro’s OTT service NJOI Now. 

Most high-profile sporting events in Malaysia were cancelled in 

2020. This affects Astro (and NJOI) more than other providers 

because Astro holds many of the distribution rights. Telecom 

Malaysia signed a new broadcast rights contract with the 

Malaysia Football League (MFL) in February 2020 to resume 

broadcasting the league’s games on Unifi. This deal will, 

understandably, have been disrupted by the MCO.

E-sports content is niche but is particularly enjoyed by users of 

Astro’s NJOI Now platform (21% of respondents considered it a 

top genre). This is positive news for Astro, as e-sports have been 

less affected by the pandemic than ‘real world’ sports.

Figure 4: Percentage of respondents that cited each content 

genre as one of their three most-viewed, and the variation from 

the average for users of selected OTT and pay-TV services, 

Malaysia, 20191
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Movie content is important to Malaysian consumers, but sports is a core part of the 

NJOI proposition and it will suffer from the lack of sports content due to COVID-19

1 Please refer to the appendix for sample sizes and relevant survey questions. 

Content type % of panel 

that chose
Astro iflix Netflix NJOI Now Unifi YouTube 

Movies 49% –1% 6% 9% –9% 5% 2%

Drama 44% 1% –3% 1% –12% –2% 2%

Music videos 34% 0% 1% 1% 1% –5% 1%

Sports 33% 4% 6% 0% 12% 1% –2%

User-generated 

content (UGC)
33% –2% 3% 4% –4% –3% 1%

News 32% 3% 4% –3% 4% 2% 0%

Documentaries 16% –2% –1% –1% –4% 2% 0%

Sitcoms/comedy 15% 1% –5% 1% –3% 0% 1%

E-sports (gaming) 12% –1% 6% 4% 9% 3% –1%

Children shows 12% 0% –4% –2% 3% 4% 0%

Panel/interview/

chat/table talk
3% 0% –1% –1% 1% 0% 0%

Soaps 2% 0% 0% –1% 0% –1% 0%

Source: Analysys Mason

Variations away from the average with a 

magnitude of more than 4%
x% –y%Key:
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A lack of consumer choice in Malaysia and the Philippines does 

not appear to limit respondents’ desire to change pay-TV provider. 

Indeed, 21% and 24% of respondents in Malaysia and the 

Philippines, respectively, stated that they intend to change pay-TV 

provider within the next 6 months (compared to 15% of 

respondents in the USA, where local competition is also limited).

We expect that churn levels will have fallen during the first part of 

2020 due to lockdowns and the closure of retail outlets, but that 

they will increase in the second half of 2020 as a result of 

increased piracy, increased use of OTT video services and an 

economic downturn. It is therefore crucial for pay-TV providers to 

understand what consumers’ priorities are when looking for their 

next pay-TV service (Figure 7) in order to try and mitigate 

subscriber loss.

Price and content were the two main priorities for respondents 

that were looking for a new pay-TV provider. However, price was 

much less important in Malaysia and the Philippines than in the 

USA. Figure 7 shows that Filipino respondents prioritised channel 

and content selection above the price of the service. Bundling 

with telecoms services and integration with OTT video services 

were considered important by a notable minority of respondents. 

Service bundling is increasingly common in the region. Telecom 

Malaysia has a natural advantage over other players in Malaysia, 

but Astro has partnered with Maxis to provide TV–telecoms 

bundles in an attempt to compete.

Figure 7: Percentage of respondents citing each option as a 

priority when looking for their next pay-TV service, by country, 

Malaysia, Philippines and USA, 20191
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Consumers consider price and content to be of a similar priority when looking to 

change their pay-TV service

1 Please refer to the appendix for sample sizes and relevant survey questions. 

Malaysia Philippines USA

Price 44% 32% 63%

Channels and content 32% 42% 14%

Bundling 7% 8% 5%

OTT integration 6% 8% 5%

Mobile TV/web access 4% 4% 4%

Contract 4% 2% 4%

STB 2% 3% 4%

Other 1% 2% 4%

Source: Analysys Mason



Connected Consumer Survey 2019: TV and video in Malaysia and the Philippines

Contents
Executive summary

Results and analysis

Methodology and panel information

About the author and Analysys Mason



Connected Consumer Survey 2019: TV and video in Malaysia and the Philippines

About the author

19

Martin Scott (Principal Analyst) co-ordinates Analysys Mason's research initiatives related to media and TV. He manages the Video 

Strategies research programme. His primary areas of specialisation include telco TV strategy, OTT video and media, consumer smartphone 

usage, the bundling and pricing of multi-play services, including quadruple-play bundling, customer satisfaction and consumer-facing marketing 
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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 that 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.

Analysys Mason’s consulting services and research portfolio
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Analysys Mason’s consulting and research are uniquely positioned



Connected Consumer Survey 2019: TV and video in Malaysia and the Philippines

Research from Analysys Mason
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Consulting from Analysys Mason
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