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KEY QUESTIONS ANSWERED IN THIS REPORT WHO SHOULD READ THIS REPORT

GEOGRAPHICAL COVERAGEThis 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 Indonesia, Malaysia, the Philippines and Thailand. The 

viewership of video content is changing rapidly in these countries, 

and the interaction between pay-TV and OTT services is complex. 

The survey was conducted in association with Dynata in August 

and September 2020. 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 and how is their use of OTT 

video changing?

▪ How exposed are the pay-TV providers in the countries included in this 

report 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 and countries?

▪ 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.

Emerging Asia–Pacific:

▪ Indonesia

▪ Malaysia

▪ Philippines

▪ Thailand
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Respondents used an average of 2.6–3.8 OTT video services 

each in 2020 (including free services). This is similar to the 

number in Europe and the USA, though the trend is different. 

Respondents in Malaysia and the Philippines (the only two 

countries in the region that we also surveyed in 2019) reported 

using slightly fewer OTT video services in 2020 than in 2019       

(–0.3 services each, on average) whereas those in Europe and 

the USA increased the number of services used by an average of  

0.5 and 0.9 each, respectively. We suspect that mobile operators 

have played a significant role in this consolidation in EMAP. Many 

operators offered extended free trials of OTT video services 

alongside their mobile services in 2019, but consumers did not 

necessarily continue to use the services when the free trials 

expired. The decline in service stacking is consistent with the fall 

in the number of respondents that reported bundling OTT video 

services alongside their mobile service (from 31% in 2019 to 29% 

in 2020 in Malaysia, and from 35% in 2019 to 31% in 2020 in the 

Philippines).

We believe that this decline in service stacking will continue in the 

longer-term around the world; services will either consolidate or 

go bust. The launch of Disney+ temporarily boosted service 

stacking in Europe and the USA and as such, we expect that 

service stacking may increase in EMAP in 2021 (when the service 

is launched in the region) before returning to a declining trend. 

Similarly, we expect that the amount of stacking in Europe and 

the USA will eventually decline.

Figure 7: Number of OTT video services used by respondents, 

on average, EMAP, Europe and the USA, 2017–20201
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Consumers in Malaysia and the Philippines used fewer OTT video services in 2020 

than in 2019

1 Please refer to the methodology and panel information section for the sample size and relevant survey questions. 
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Respondents gained access to OTT video from a range of sources, 

as shown in Figure 8. The importance of bundling is clear: over 

half of respondents that use premium (that is, not free) OTT video 

services gained access to these services via bundles with 

telecoms services.

Our survey results suggest that treating video as a value-added 

service (VAS) is beneficial to both operators and OTT video 

providers. The NPS is a widely used metric that expresses overall 

customer satisfaction as a single measure.2 Figure 9 shows how 

the NPS differs between respondents that had some form of 

video feature included with their telecoms service and those that 

did not. The increase in NPS associated with bundled OTT video 

services was larger for fixed broadband users than for mobile 

customers.

This could be due to usage allowances. Mobile services usually 

have a data limit, which often constrains mobile video 

consumption, whereas OTT video consumption using an 

uncapped fixed broadband connection is potentially unlimited. It 

is also possible that the NPS is higher among users of bundled 

OTT video or pay-TV services for another reason. Indeed, 

operators that offer a strong suite of VASs often rely on a range of 

features to ensure customer satisfaction. However, a linear 

regression of satisfaction versus the presence of bundled video 

and TV services confirms that bundling video content leads to 

happier customers (when controlling for other variables).

Our results indicate that bundling TV and video services alongside telecoms 

improves customers’ satisfaction with the core telecoms service

Figure 8: Respondents’ access to OTT video, EMAP, 20201

Figure 9: Fixed broadband and mobile NPSs with and without 

specific TV and video value-added services, EMAP, 20201,2
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1 Please refer to the methodology and panel information section for the sample size and relevant survey questions. 2 Respondents 

were asked to assess the likelihood that they would recommend their provider on a scale from 0–10. The NPS is calculated by 

subtracting the share of detractors (those that rated an operator 6 or below), from the share of promoters (those who rated it 9 or 10). 

NPS

Mobile Fixed 

broadband

Third-party 

OTT video

Operators’ 

own mobile 

video

Zero-rated 

video 

streaming

Pay 

TV

OTT 

video

With feature 38 43 37 26 42

Without 

feature
15 18 18 10 7

Source: Analysys Mason
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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
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Consulting from Analysys Mason

22



Connected Consumer Survey 2020: TV and video services in emerging Asia–Pacific

PUBLISHED BY ANALYSYS MASON LIMITED IN

Bush House • North West Wing • Aldwych • London • WC2B 4PJ • UK

Tel: +44 (0)20 7395 9000 • Email: research@analysysmason.com • www.analysysmason.com/research • Registered in England and Wales No. 5177472

© Analysys Mason Limited 2021. All rights reserved. No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form or by any means – electronic, 

mechanical, photocopying, recording or otherwise – without the prior written permission of the publisher.

Figures and projections contained in this report are based on publicly available information only and are produced by the Research Division of Analysys Mason Limited independently of any 

client-specific work within Analysys Mason Limited. The opinions expressed are those of the stated authors only.

Analysys Mason Limited recognises that many terms appearing in this report are proprietary; all such trademarks are acknowledged and every effort has been made to indicate them by the 

normal UK publishing practice of capitalisation. However, the presence of a term, in whatever form, does not affect its legal status as a trademark.

Analysys Mason Limited maintains that all reasonable care and skill have been used in the compilation of this publication. However, Analysys Mason Limited shall not be under any liability for 

loss or damage (including consequential loss) whatsoever or howsoever arising as a result of the use of this publication by the customer, his servants, agents or any third party.

JANUARY 2021


