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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

GEOGRAPHICAL COVERAGEThis survey report focuses on how consumers engage with 

streaming video services, which we have previously referred to as 

OTT video services. It presents data on how bundling streaming 

video services affects customer satisfaction and churn intention, 

customers’ willingness to pay, the growth in password sharing and 

how the demographics of streaming video users are changing. 

The survey was conducted in association with Dynata between 

August and September 2021. The survey groups were chosen to 

be representative of the internet-using population in emerging 

Asia–Pacific (EMAP). We set quotas on age, gender and 

geographical spread to that effect. There were at least 1000 

respondents per country.
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About this report

▪ How will consumer spending on streaming video change in the future? 

Where is the opportunity for further spending growth?

▪ How much of a problem is account sharing for streaming service 

providers?

▪ Do streaming video services provide value to telecoms partners?

▪ How has the ongoing success of Disney+ Hotstar affected pay-TV and 

streaming video viewership in EMAP? What has happened to Netflix?

▪ How is the average number of streaming video services that a person 

uses (service stacking) changing?

▪ Product managers and strategy teams working for telecoms operators 

or pay-TV providers that use, or are interested in using, streaming

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

services.

▪ Marketing and product managers for operators that are making 

decisions about VASs 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, particularly 

the relationship between pay TV and streaming video services.

Emerging Asia–Pacific:

▪ Indonesia

▪ Malaysia

▪ Philippines

▪ Thailand

This document is for Analysys Mason’s subscription service customers only. Usage is subject to the terms and conditions in our 

copyright notice.
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Competition is increasing in the streaming video market and 

streaming video players need more help from operators.

Our survey results show that the number of streaming video 

services that people use side-by-side is still growing. However, few 

consumers in EMAP are willing to increase their spending on 

streaming video. This may lead to greater price pressure and 

higher levels of churn. Telecoms operators may be able to use this 

to their advantage.

Streaming video providers can use traditional pay-TV services 

to reach consumers that are aged 55 and over.

There is a clear disparity between the level of engagement that 

streaming video providers have been able to achieve among 

consumers aged 55 or older and that achieved by traditional pay-

TV providers. This reinforces the value to streaming video 

providers of forging further relationships with pay-TV providers 

and operators to reach older audiences.

Bundling streaming video services helps telecoms operators.

Bundling streaming video services alongside telecoms services 

improves customers’ satisfaction with the telecoms service. Pay-

TV customers are 0.70 points3 more likely to recommend their 

service if it is bundled with a streaming video service, when 

controlling for other factors. This trend also holds for fixed 

customers. Furthermore, mobile churn intention was reduced 

when bundling streaming video.

Executive summary

Figure 1: Amount that users are willing to pay for streaming 

video services in the future, on top of what they spend now, 

EMAP, USA and UK, 20211,2

Figure 2: Net Promoter Score (NPS) for TV, fixed broadband and 

mobile services split by whether streaming video is bundled, 

EMAP, 20211
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1 Please refer to the methodology and panel information section for the sample size and relevant survey questions. 2 US = USA, ID = Indonesia,                  

PH = Philippines, MY = Malaysia, TH = Thailand, UK = United Kingdom. 3 Respondents were asked to rate their service on a scale from 0 to 10. Their score 

was on average 0.70 points higher if they bundled streaming video services. This indicates higher customer satisfaction.
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