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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) and provides insight into the video industry through 
reports and conferences aimed to support a vibrant video industry.

The Asia Video Industry Report 2026 is curated and edited by Charmaine Kwan, 
Head of Marketing and Communications, AVIA.

Please note that data and contributions provided by third parties have been generated independently and represents their own views.
Unless stated otherwise, all amounts are expressed in USD.

www.avia.org

https://avia.org
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Louis Boswell
Chief Executive Officer, AVIA

Change is a constant feature of our lives 
and especially of our industry. Change is 
both passive and active. We have change 
thrust upon us, but we are architects of 
change as we forge new paths forward. 
As we look towards 2026, change is very 
much at the forefront of our minds at 
AVIA.  

Getting change right is what is crucial. 
And not changing what doesn’t need 
changing is also just as important. What 
is not changing at AVIA is the dedication 
we have to speaking for our industry with 
governments and regulators. It remains 
essential there is mutual understanding 
and a constructive dialogue between us 
and government to help foster growth 
and longevity for us all.

Equally, protecting the intellectual 
property that is at the very heart of this 
industry remains an existential battle. 
Measuring, advocating, investigating and 
eliminating piracy is what we strive to 
achieve every day of the year. 

We have vibrant committees looking 
at developments in the advertising 
ecosystem and research, and both areas 
desperately need a collective effort 
to move forward. Advertising needs 
to grow and develop in the premium 
streaming environment and maybe CTV 
is the beginning of this. And we need 
to measure it all and yet we still lack a 

common standard that can sit across 
content delivered over different media 
and in different formats.

So much for what is not changing. 
What is? Our events, conferences and 
engagements. 

In 2026, our focus will be on creating 
more meaningful opportunities to bring 
people together to discuss and debate 
the topics that matter to our industry. 
To do this, it makes sense to ask our 
members to be a part of hosting them, 
and as such we will be looking at holding 
many of our events in our members’ 
offices. 

They will be open for no fee to employees 
of AVIA member companies, with 
attendance limited only by capacity. We 
will continue to interview our industry 
leaders, and we will give more opportunity 
to find a way to include the voices of all of 
our members.

This means more events, and events of 
different sizes and scale. Some will be 
scheduled in the calendar, and some 
will be ad hoc, based on interest and 
demand. 

So while you can argue this is change, you 
can also argue it is continuity, executed 
differently. We will still tackle the big 
questions about streaming, linear TV, 

2026
A YEAR OF CONTINUITY AND CHANGE

monetisation, content, AI & technology, 
marketing and more. And what will 
continue to unite us will be a sense of 
community. We are all in it together. 
We may all have different strengths and 
weaknesses, we may be operating in 
different markets, but we all face the 
same basic challenges, and the landscape 
is common to us all.

Much of this is outlined in this annual 
report, written by you for our industry. 
If you want a snapshot of the state of 
the video industry at the end of 2025, 
this is it. Happy reading, and all of us at 
AVIA look forward to working with you 
next year to keep the video industry 
vibrant and maintain our strong sense of 
community. 
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As I wrap up my second year as Chair, 
I’m struck by how fast our industry is 
changing, and how well we’re adapting. 
2025 brought plenty of challenges: 
audiences are fragmenting, cost 
pressures are rising, and the regulatory 
and tech landscape is more complex than 
ever. Yet Asia’s video industry continues 
to show resilience and creativity. In this 
environment, AVIA’s role has never been 
more important: advocating for members, 
tackling piracy, and creating spaces for 
collaboration.

Community is at the heart of what AVIA 
does, and something we all need as we 
navigate uncertain waters. This year, we 
kept the conversation going across the 

region, with events from Mumbai to Tokyo 
exploring monetisation, regulation, and 
the future of streaming.

One trend stands out: partnerships. 
Broadcasters, streamers, and telcos 
are bundling services and co-producing 
content to stay competitive. Vendors 
and tech partners are stepping up with 
solutions that meet these strategic needs. 
And Asian stories and storytellers are 
reaching audiences across the region and 
beyond. Collaboration isn’t just an option 
anymore, it’s the growth strategy.

We also made real progress on issues 
that matter. In Malaysia, we helped shape 
the debate on online content regulation, 

pushing for balanced policies that protect 
consumers while supporting premium 
services. In India, we ensured industry 
voices were heard on the draft Digital 
Personal Data Protection Act Rules. And 
in Taiwan, AVIA-backed research revealed 
cybersecurity risks in illicit streaming 
devices, now firmly on regulators’ radar. 
These are just a few examples of what we 
can achieve together.

Looking ahead, the pace of change won’t 
slow. AI is transforming content creation 
and user experiences, sustainability 
is moving up the agenda, and new 
monetisation models, from FAST to 
hybrid bundles, are becoming the norm. 
These shifts bring both opportunity and 

complexity, and AVIA will be right there 
with you: providing insight, advocacy, and 
a platform for shared solutions.

Serving as Chair has deepened my 
appreciation for the expertise and impact 
AVIA brings. For global players like BBC 
Studios, AVIA is an essential partner, 
offering regional intelligence and a strong 
advocacy voice. For all our members, 
the message is simple: be part of the 
community, share your perspective, and 
make the most of what AVIA offers.

Thank you for your continued support 
from all of our members and thank you 
to the fantastic AVIA team. To those 
considering joining - now is the time. 

A WORD
FROM CHAIR OF THE BOARD

by Phil Hardman
Chairman of the Board of Directors, AVIA

EVP & GM, BBC Studios Asia

BBC STUDIOS is the main commercial arm of BBC Commercial Ltd. Able to take an idea 
seamlessly from thought to screen and beyond, the business is built on two operating areas: 
the content studio, which produces, invests and distributes TV and audio globally and media 
& streaming, with BBC branded channels, services including UKTV,BBC.com and BritBox 
International and joint ventures in the UK and internationally. 
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As we look back on 2025, it is evident 
that the year has been marked by 
significant changes in the regional 
regulatory environment. The series of 
elections and leadership transitions 
that defined 2024 has transitioned into 
a phase of consolidation, whereby new 
administrations and regulatory bodies 
are translating political commitments 
into tangible policy initiatives. For AVIA 
and its members, this has entailed 
another year of diligent engagement and 
regular consultations, and occasionally 
accelerated timelines, as efforts are made 
to guarantee that regulation fosters, 
rather than restricts, the growth of the 
creative economy by advocating for a 
nuanced, evidence-based approach 
that acknowledges the fundamental 
differences between Online Curated 
Content (OCC) services and other sectors 
of the digital ecosystem.

Following on from last year, we continue 
to see several familiar themes which 
have persistently dominated the policy 
agenda this year, particularly affecting 
our members who operate in the curated 
content space. Often, these themes are 
frequently driven by concerns arising 
from consumer harm and usually found 
on social media platforms. Regulatory 
approaches resulting from these 
concerns threaten to have potential 
spillover effects on the OCC industry, due 
to increasing governmental efforts to 
assert jurisdiction over all online services. 

These themes include online safety, child 
protection, and the rapid development 
of artificial intelligence (AI). This latter 
topic, often because governments are 
focusing on a desire to tap into this 
perceived growth industry, has led to 
considerations for Text and Data Mining 
(TDM) exceptions on copyright, which 
have been increasingly featured in various 
consultations across the region, such as 
Hong Kong and India. 

Other than making submissions across 
the region, our various in-person 
engagements range from attending 
India’s inaugural WAVES summit, holding 
a panel with the Ministry of Information 
and Broadcasting (MIB) at our Future 
of Video India conference, organising 
direct meetings with multiple ministries 
in Delhi last month, to being a part 
of the Archipelago Video Summit in 
Jakarta, where we met with Komdigi and 
produced our first-ever multi-market and 
regulatory research report. In addition 
to these, we look forward to ending off a 
productive year at our upcoming Policy 
Roundtable in Singapore. All of these 
efforts have enabled us to engage directly 
with regulators and foster constructive 
dialogue on self-regulation, responsible 
innovation, and the ongoing role of our 
association in supporting the growth of 
the industry.

INDIA

India has remained one of the most 
active and dynamic markets in the region, 
generating numerous consultations 
throughout the year. On one hand, 
the government is seeking to promote 
India as a global hub for the Media and 
Entertainment (M&E) industry, by “levelling 
the playing field” between legacy pay TV 
and OTT services, but on the other hand, 
this ambition has been accompanied by a 
persistent desire to rein in OTT platforms 
and the introduction of potentially 
unintended onerous obligations, 
such as through the Digital Personal 
Data Protection (DPDP) Rules and the 
proposal to label synthetically generated 
information on online content. At AVIA, we 
believe levelling the playing field can be 
achieved through light-touch regulation 
that benefits both pay TV and OCC 
platforms. 

As seen in other markets, India has 
focused on data protection through 
the implementation of the DPDP Act 

via the Rules, which have recently been 
published by the Ministry of Electronics 
and Information Technology (MeitY). 
AVIA has consistently advocated for 
clarity regarding definitions, timelines, 
and cross-border data flows, as well as 
alignment with global best practices. 
Also under discussion this year in India, 
as elsewhere, are consumer protection 
topics, with the Ministry of Health and 
Family Welfare (MoHFW) continuing to 
progress the Cigarette and Other Tobacco 
Products (Amendment) Rules (COTPA 
Rules).

Whilst the Department for Promotion 
of Industry and Internal Trade (DPIIT) is 
actively consulting on the issue of TDM 
exceptions under a mis-led belief that this 
will boost AI growth, in collaboration with 
other organisations, AVIA has emphasised 
that current copyright frameworks are 
technologically neutral and remain the 
most suitable mechanism for enabling AI 
developers to access relevant content. 
A recent consultation on collating 
feedback regarding the enforcement and 

POLICY IN ASIA
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coordination of taking down digital piracy 
and illegal content seems timely as a way 
to tie some of these copyright concerns 
together. In all of these consultations, 
AVIA continues to emphasise the 
difference between OCC platforms and 
other forms of online content, which 
requires a nuanced approach.

INDONESIA

In Indonesia, the transition from 
governmental change to the 
implementation of regulations has been 
notably rapid. The highly anticipated Child 
Protection Regulations were issued in 
March shortly after the new government 
settled in, and applied to all Electronic 
System Operators (ESOs), casting a 
wide net over a broad range of digital 
platforms. Notably, we were pleased to 
note that the final text adopts a relatively 
light-touch, risk-based approach, with 
many of the concerns raised by AVIA 
and other associations during previous 
consultations seemingly addressed. 
Although the implementation rules have 
yet to be issued, we will continue to 
engage to ensure that the final approach 
does not impose disproportionate 
burdens on curated, non-user-generated 
content services.

Under the new framework, ESOs will be 
required to conduct a self-assessment of 
the risk levels posed to children utilising 
their services. This assessment should 
consider factors such as exposure 
to harmful content, the potential for 
addictive behaviours, and the capability 
of users to contact minors, thereby 
addressing the concern regarding 

online safety, which is also prevalent 
in numerous markets this year. For 
OCC services, we expect a low risk 
categorisation with proportionate 
obligations, although questions, 
particularly regarding age verification 
and the role of active parental consent, 
remain open. With a transition period of 
two years, extending until March 2027, 
and additional guidelines forthcoming 
from the Ministry of Communications 
and Digital Affairs (Komdigi), along with a 
continued focus by regulators around the 
region, this issue will remain one of much 
interest to our members.

Beyond child protection, Indonesia has 
also been examining broader reforms to 
its media and broadcasting framework, 
including potential amendments to 
the Broadcasting Law. Although this 
amendment has been on the agenda for 
many years, it is possible that 2026 will 
see progress. 

MALAYSIA 

In Malaysia, the Communications and 
Multimedia Content Forum (CMCF) has 
been tasked with updating the Content 
Code by the end of the year. AVIA’s 
submissions have emphasised that the 
OCC Guidelines issued in 2023, which 
were developed collaboratively with 
industry, remain fit for purpose and 
should not be undermined by overlapping 
legislation or guidelines. We have 
urged that OCC services continue to be 
recognised as a distinct category with 
their own responsibilities and flexibilities.

Furthermore, following our attendance 
at a town hall where the FINAS CEO 
spoke earlier this year on the proposed 
amendments, we are still awaiting the 
release of the draft, which may pertain 
to streaming platforms. Although the 
parliament session is scheduled to 
conclude in December, it remains 
uncertain whether the bill's draft will be 
presented during this session. 

THE PHILIPPINES

In the Philippines, the passage of 
the Movie and Television Review and 
Classification Board (MTRCB) Charter is 
pending in the House of Representatives, 
having passed through the Senate. Whilst 
these Bills continue to raise questions 
about the scope of the Board’s oversight 
of OCC content, the MTRCB has publicly 
stated that any reclassification would 
be targeted and limited to protecting 
younger audiences, and much will depend 
on the final shape of the legislation 
as it progresses. AVIA will continue to 
advocate that OCC platforms work best 
with self-regulation and that any potential 
expanded mandate is proportionate and 
clearly defined.

THAILAND

Thailand has undergone significant 
political transformations and regulatory 
shifts over the past year. While the 
government has reaffirmed its dedication 
to strengthening soft power and 
advancing creative industries, including 
supporting local productions, progress on 
particular policies has been delayed.
The draft Film Act, which has been 

under discussion since 2024, advanced 
this year with the Cabinet's preliminary 
approval before being reviewed by 
the Office of the Council of State. An 
amended draft, released for public 
consultation in May, indicates that 
provisions concerning the Film Industry 
Council may be separated into a distinct 
act; however, the sections related to 
content ratings remain. Of particular 
significance is the proposal to mandate 
content ratings by “self-regulating 
certifiers” who are required to register 
with a central authority and comply 
with a rating system established by the 
Minister. AVIA continues to emphasise 
the risks associated with establishing a 
Thailand-specific classification scheme 
that may be misaligned with regional 
and international standards, as well as 
the practical challenges this would pose 
for international OCC services operating 
across multiple markets. To date, there 
has been no further progress on this Act. 

VIETNAM

Vietnam has returned to a long-standing 
question on how best to regulate the 
expanding realm of streaming content. 
The existing regulatory framework, which 
governs films (including those presented 
online) under the Cinema Law, while 
categorising series, entertainment, sports, 
and other content as “press” under 
the Press Law and associated decrees, 
has resulted in a fragmented and 
practically unfeasible regime. Platforms 
that exclusively show films may operate 
without a licence and self-assess their 
content, but those offering non-film 
content are required to obtain a licence, 
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by Clare Bloomfield
Chief Policy Officer, AVIA

a requirement that no international 
platform has yet fulfilled successfully. 
With the Press Law now under review, 
there is a rare opportunity to bring 
non-film content into closer alignment 
with the more modern approach 
under the Cinema Law. Despite the 
government reshuffle earlier in the year, 
AVIA has made a submission to several 
relevant government agencies and other 
stakeholders to advocate for a more 
consistent, risk-based framework that 
recognises the value of OCC services in 
supporting Vietnam’s creative ambitions, 
while still addressing legitimate policy 
concerns.

LOOKING AHEAD

Looking across the region, patterns 
of consistent issues are materialising. 
Regulators are increasingly prioritising 
online safety and child protection, often 
originating from genuine concerns 
regarding digital platforms such 
as e-commerce, social media, and 
user-generated content. Simultaneously, 
governments are eager to capitalise on 
the economic potential of digital and 
creative sectors, whether through film 
incentives, soft power strategies, or 
support for AI innovation. The challenges 
and opportunities lie in ensuring 
that these initiatives are harmonised 

in a manner that acknowledges 
the distinct nature of OCC services, 
promotes industry self-regulation, and 
avoids uniform regulations that could 
inadvertently harm the creative economy.

Through our various submissions, 
participation in working groups and 
consultations, and our engagements, 
we aim to ensure that the voice of the 
industry is heard. As we approach the 
end of 2025 and anticipate relevant 
discussions at our Policy Roundtable and 
into 2026, we will strive to promote an 
increasing recognition that OCC services 
cannot be treated like social media 
platforms and that copyright must remain 
central to any framework regulating AI’s 
access to content or fostering industry 
growth. In parallel, we will also continue 
to advocate for the loosening of legacy 
regulations on the pay TV industry to 
enable them to more flexibly adapt to 
changing consumer demands. As always, 
we will do this through collaboration with 
our members and regional regulators to 
develop solutions that benefit the whole 
industry. 

PO
LICY
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STAKEHOLDER REPORT 
ON INDIA’S DIGITAL MEDIA LANDSCAPE

India’s digital economy has surged to 
new heights in 2025, with the Media and 
Entertainment (M&E) sector projected 
to touch INR 3.1 trillion by 2027.1 Digital 
media has overtaken television for the 
first time, accounting for 32% of total 
revenues and increasing new media’s 
share to 41% in 2024. Today, new 
media covers the full spectrum of digital 
platforms — from streaming to online 
gaming.2 Indians collectively spent 1.1 
trillion hours on smartphones, averaging 
five hours daily, with 70% dedicated 
to social media, gaming, and video 
consumption.3 This unparalleled digital 
engagement has driven an equally robust 
regulatory response across multiple 
domains.

The Ministry of Electronics & Information 
Technology (MeitY)’s Digital Personal 
Data Protection Rules 2025 (Rules)4, 
which operationalise the Digital Personal 
Data Protection Act 2023, forms the 
cornerstone of India’s emerging data 
privacy framework. 

The Rules introduce a staggered 
compliance framework5, mandate 72-hour 

breach notifications6 and structured 
consent management7, require consent 
managers8 to maintain a minimum INR 
2 crore net worth9 and set norms for 
processing children’s and persons with 
disabilities’ data10, along with regulating 
data sharing by State instrumentalities.11 
They also establish strict retention 
timelines12 and impose a comprehensive 
safeguards checklist covering encryption, 
access controls, monitoring logs and 
incident response13, supported by a 
robust appellate mechanism.14

India is also privy to a rapidly growing AI 
space. On 22 October 2025, the Ministry 
of Electronics and Information Technology 
(MeitY) released draft amendments to 
the Information Technology (Intermediary 
Guidelines and Digital Media Ethics Code) 
Rules, 2021, addressing synthetically 
generated information and the misuse of 
generative AI and deepfake technologies. 
The proposed framework shifts from 
reactive takedowns to anticipatory 
compliance, requiring intermediaries and 
significant social media platforms to detect, 
label, and verify synthetic content to retain 
safe harbour under Section 79 of the IT Act. 

This regulatory tightening comes as India’s 
AI ecosystem expands through diverse 
initiatives. The launch of BharatGen 
marks India’s most ambitious AI project, 
establishing its first government-funded 
multimodal Large Language Model 
supporting 22 Indian languages.15 Under 
the IndiaAI Mission, 38,000 GPUs have 
been deployed at subsidised rates of INR 
65 per hour, supported by a five-year 
budget exceeding INR 10,300 crore. 
The initiative enables 12 companies to 
build and train indigenous AI models.16 
Several states, such as Karnataka, Tamil 
Nadu, and Maharashtra, have unveiled 
dedicated AI policies and MoUs with 
global tech firms17. 

On the regulatory front, the Competition 
Commission of India recently released a 
market study on AI. The study highlighted 
concerns regarding algorithmic 
concentration, platform dominance, and 
fair competition, thus signaling the need 
for balanced regulatory interventions18. In 
June 2025, SEBI released a consultation 
paper on AI and machine learning 
governance, calling for board-approved 
oversight frameworks and disclosure 
norms. This move positions India among 
the global frontrunners in responsible 
AI regulation19. In June 2025, the Central 
Consumer Protection Authority (CCPA) 
issued an advisory requiring the removal 

of dark patterns within three months, 
underscoring India’s increasingly 
assertive approach to consumer rights 
enforcement20. The government has 
also signaled enforcement of integrating 
digital signatures in AI-generated content 
on digital platforms to help verify 
authenticity21.

Through the Finance Act, 2025, India 
has withdrawn the 6% equalisation 
levy on online advertising payments to 
non-resident entities, a move that aligns 
domestic policy with the OECD’s Pillar One 
framework and lightens tax obligations 
for advertisers. Notably, the Promotion 
and Regulation of Online Gaming Act 
202522 and its Draft Rules23 introduce 
a uniform regulatory framework for 
online gaming, safeguarding users from 
financial and psychological risks. Games 
are classified as social, e-sports, or online 
money games, with the latter expressly 
prohibited. The proposed Online Gaming 
Authority of India will register and oversee 
e-sports and social gaming platforms, 
ensure compliance, and instruct 
payment intermediaries to block unlawful 
transactions. The Draft Rules outline 
registration criteria, grievance redressal 
mechanisms, mandatory disclosures, and 
penalties for non-compliance. Looking 
ahead, constitutional challenges to the 
classification of games of skill are likely, 
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https://doca.gov.in/ccpa/files/Advisory-7.pdf
https://doca.gov.in/ccpa/files/Advisory-7.pdf
https://www.sebi.gov.in/reports-and-statistics/reports/jun-2025/consultation-paper-on-guidelines-for-responsible-usage-of-ai-ml-in-indian-securities-markets_94687.html
https://www.sebi.gov.in/reports-and-statistics/reports/jun-2025/consultation-paper-on-guidelines-for-responsible-usage-of-ai-ml-in-indian-securities-markets_94687.html
https://www.meity.gov.in/static/uploads/2025/08/dd5d971e6e54b3949f57cee34c8e5026.pdf
https://www.meity.gov.in/static/uploads/2025/10/18bae7782749f36ebb062fdb0b2607ea.pdf
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by Kaushik Moitra
Partner, Bharucha & Partners

Founded in 2008 on the principles of professional ethics and excellence, BHARUCHA & 
PARTNERS is a full-service law firm with offices in Mumbai, New Delhi, and Bengaluru. We take a 
holistic approach to lawyering, with our practitioners advising across practice areas, sectors, and 
jurisdictions. We align our legal strategy with our clients’ commercial and personal objectives, drawing 
on our commercial acumen to understand our clients’ needs and deliver exceptional legal solutions.

prompting the industry to realign toward 
approved formats.

The MIB’s Draft Accessibility Guidelines for 
OTT content further mandates captioning, 
audio description, and other assistive 
features24. TRAI’s Draft National Telecom 
Policy 2025 outlines six strategic missions 
to bolster broadband penetration, 
attract private infrastructure investment, 
enhance access to digital services, and 
ensure secure networks, which, taken 
together, will strengthen content delivery 
and streaming services25. An expert panel 
is currently reviewing the Copyright Act 
to address generative AI, proposing a 
new Chapter XII-A for AI-generated works, 
mandatory disclosure of datasets, and 
expanded licensing schemes to reduce 
legal uncertainty for creators, platforms, 
and developers26.

These milestones reflect a sophisticated 
approach to digital governance that 
balances innovation, consumer 
protection, national security, and cultural 
preservation. As the law evolves to 
address AI-generated content and data 
sovereignty imperatives that reshape 
cross-border data flows, stakeholders 
face heightened compliance complexity. 
However, robust frameworks offer legal 
certainty, standardized practices, and an 
environment conducive to sustainable 
growth. In this dynamic landscape, 
lawyers must guide clients through 
intersecting domains, from data privacy 
and AI ethics to content regulation and 
IP strategy, to capitalise on India’s digital 
transformation while safeguarding rights 
and promoting creative freedom. 

24	Ministry of Information & Broadcasting, Draft Guidelines for Accessibility of Content on platforms of publishers 
of Online Curated Content (OTT Platforms) for Persons with Hearing and Visual Impairment (Oct. 7, 2025).

25	Telecom Regulatory Authority of India, Draft National Telecom Policy 2025 (July 28, 2025).
26	The Hindu, “India panel to review copyright law amid legal challenges to OpenAI” (May 7, 2025).
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https://mib.gov.in/sites/default/files/2025-10/draft-guidelines-2.pdf
https://mib.gov.in/sites/default/files/2025-10/draft-guidelines-2.pdf
https://dit.py.gov.in/sites/default/files/draftntp2025.pdf
https://www.thehindu.com/sci-tech/technology/india-panel-to-review-copyright-law-amid-legal-challenges-to-openai/article69547736.ece
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INDIA’S DATA PROTECTION REGULATORY FRAMEWORK: 
DPDP RULES & COMPLIANCE ARCHITECTURE

The Government of India notified 
the Digital Personal Data Protection 
(DPDP) Rules, 2025 on 13 November 
2025, marking a pivotal moment in 
operationalizing the Digital Personal Data 
Protection Act, 2023. This notification 
also triggers partial implementation 
of the Act itself and transforms India's 
data protection regime from legislative 
framework into enforceable law, 
establishing comprehensive obligations 
for data fiduciaries while empowering 
citizens with robust privacy rights. 
Pending full activation, these Rules 
impose stringent obligations on data 
fiduciaries, fundamentally reshaping 
how organizations collect, process, and 
safeguard personal information.

The enforcement timeline is structured 
to allow phased implementation. Rules 
1, 2 and 17 to 21 are already in effect, so 
the Data Protection Board’s constitution, 
internal functioning and procedural 
backbone are live. Rule 4, which regulates 
consent managers, will take effect after 
one year. The principal compliance 
obligations sit in Rules 3, 5 to 16 and 22 
to 23, which will apply eighteen months 
after publication. These provisions govern 
notices, the rights of data principals, 
processing of children’s and persons with 
disabilities’ data, mandatory safeguards, 
State processing, retention requirements 
and cross-border transfers.

Consent managers will play a central role 
in user-facing governance. They must 
be Indian-incorporated entities with 
demonstrable financial and technical 
capacity and must operate platforms 
capable of independent certification. 
Individuals must be able to use a single, 
simple interface to grant, review and 
withdraw consent. Consent managers 
must maintain secure identity verification, 
transparent consent trails, and reliable 
grievance redress, and must operate 
with neutrality given their cross-sector 
responsibilities.

The appellate mechanism completes the 
accountability structure. A data principal 
must first raise a grievance with the data 
fiduciary or consent manager, who has 
ninety days to resolve it. If unresolved, 
the individual may approach the Data 
Protection Board, which must decide the 
matter within six months, extendable by 
three months. Any party aggrieved by the 
Board’s decision may then appeal before 
the Telecom Disputes Settlement and 
Appellate Tribunal once notified, with a 
further appeal lying to the Supreme Court. 

Processing by the State and its 
instrumentalities is permitted where it 
relates to subsidies, benefits, licenses 
or services delivered under a valid law, 
subject to the safeguards in the Second 
Schedule. These safeguards require 
purpose specification, necessity, notice 
and proportionate retention. 

PO
LICY

This ensures that routine governmental 
data processing continues, but with a 
more accountable structure.

The safeguards checklist under the Rules 
is exacting. Data fiduciaries must deploy 
encryption, granular access controls, 
authentication measures, monitoring 
logs, incident detection and continuity 
systems, supported by strong contractual 
obligations for data processors. Breach 
notification must be prompt and must 
reach both affected individuals and the 
Board without delay.

Retention standards are now codified 
with greater specificity. Personal data 
must be deleted once the purpose is 
fulfilled unless another statute mandates 
longer retention. Logs and traffic data 
must be preserved for at least one 
year after processing is completed, and 
individuals must receive forty-eight-hour 
advance notice before scheduled deletion. 
The Rules also create sector-specific 
retention mandates for certain classes 
of data fiduciaries. E-commerce entities 
with more than two crore registered 
users, social media intermediaries 
above the same threshold and online 
gaming intermediaries with over fifty lakh 

registered users must retain relevant data 
for a period of three years from the last 
interaction with the data principal or from 
rule commencement, whichever is later. 

For businesses, this is the time to 
shift from planning to structured 
implementation. The priorities are 
clear: conduct detailed compliance 
gap assessments, redesign notices 
and consent flows, build deletion and 
retention systems, strengthen breach 
response capability and update processor 
contracts. Organizations should use the 
eighteen-month runway wisely, dedicating 
the initial twelve months to system 
development and the final six to testing 
and refinement. Larger entities likely to be 
classified as Significant Data Fiduciaries 
should begin establishing audit systems 
and impact assessment processes now, 
to avoid compressed timelines once full 
enforcement begins. 

by Kaushik Moitra
Partner, Bharucha & Partners
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THE REAL THING

In 1938, in the days before television, 
millions of Americans tuned in to a 
radio play that would become legend. 
Orson Welles’ War of the Worlds began 
like any other Sunday broadcast — calm 
music, polite announcers, the kind of 
background noise that filled living rooms 
across the country. Then came the 
interruption: reports of explosions on 
Mars, strange cylinders landing in New 
Jersey, soldiers retreating under heat 
rays. Some listeners believed every word. 
Panic spread. People packed cars, fled 
cities, prayed, wept, hid. The invasion, of 
course, never happened. It was fiction — 
a story so expertly told that it felt true. 
That illusion is the same one that drives 
modern piracy. Pirate sports streams and 
illicit movie apps sound legitimate, look 
professional, and for a while, they can 
convince you they’re real. But they aren’t. 
Behind the façade lies something darker 
— unstable, unsafe, and often woven 
through with malware, fraud, and criminal 
enterprise. Viewers think they’re simply 
tuning in to entertainment, but they’re 
really opening a door to exploitation — 
exposed, unprotected, and one careless 
click away from harm. That has been the 
essence of CAP’s work in 2025: cutting 
through the illusion, exposing the risks, 
and working with governments, platforms, 
and consumers to reveal that piracy isn’t 
just theft — it’s threat.

RESEARCHING & TECHNOLOGIZING

For CAP, data remains our compass. 
Every strategic decision we make — from 
enforcement priorities to government 
outreach — must start with evidence and 
our annual YouGov Consumer surveys 
are a cornerstone of this. The 2025 
YouGov consumer surveys reaffirmed 
progress achieved through sustained 
platform engagement as piracy on 
social media and messaging platforms 
was shown to have declined, reflecting 
years of collaboration with Meta, Google, 
and TikTok. However, ISDs and pirate 
sites remain a serious concern across 
the region, and notably in Hong Kong, 
Malaysia, and Vietnam. Building on our 
research in 2024 in Taiwan on the wider 
risks of piracy via ISDs, this year CAP 
released a further study, 'Assessing Fraud 
and Data Exposure Risks to Consumers 
from Popular Sites and ISD/Apps Across 
Asia', which revealed that piracy services 
not only enable rampant piracy but pose 
systemic cybersecurity threats. 
The findings were sobering — consumers 
face multi-layered risks: payment fraud, 
identity theft, ransomware, and account 
takeover and transactions through 
informal processors or bank transfers 
leave users with no legal recourse. 
Identification of pirate sites remains key 
to CAP’s enforcement program and this 
year CAP deepened collaboration with 

MUSO, which now also provides bespoke 
'Top 100 Live Sports Piracy Sites' lists to 
strengthen site blocking referrals and 
track shifting patterns.

ENFORCEMENT & DISRUPTION

If research is CAP’s compass, enforcement 
is our momentum. Throughout 2025, 
CAP continued to build on its regional 
enforcement model: sustained, 
data-driven, and collaborative with a 
focus on site blocking. Indonesia and 
Malaysia remain the workhorses of 
CAP’s blocking programme, with regular 
monthly referrals continuing throughout 
the year – and this year we began 
referring live sports sites for blocking – a 
landmark development. In Singapore, 
a new blocking round was initiated 
mid-year, and this was preceded by 
extensive and ongoing liaison with the 
Singapore government and ISPs over 
proposals to streamline processes and 
reduce costs. Preliminary work has also 
begun on a judicial blocking action in 
Hong Kong while in the Philippines, CAP is 
working with IPOPHL to improve voluntary 
MOU blocking procedures, advancing 
consistency across the region.

Investigations also continued, including a 
criminal complaint being filed against the 
BayGonHero pirate service with the DSI in 
Bangkok. CAP also launched an outreach 
programme to Lazada, Shopee, and 
Carousell, targeting the trading of ISDs 
and hacked credential listings.

ENGAGEMENT & OUTREACH

Engagement with major tech platforms 
remains a CAP cornerstone. In 2025 

we held Roundtables and bi-monthly 
working calls with Meta, Google, and 
TikTok, focusing on ISD detection, 
takedown frameworks, and ad delisting 
actions. Meta is developing an AI-based 
ISD piracy detection model, and worked 
with CAP and our members to provide 
real device samples. After years of 
effort, Telegram finally opened dialogue 
with CAP, albeit sporadic. Government 
engagement also continued apace. 
CAP met Singapore’s IMDA, MinLaw 
and Cyber Security Agency as well as 
government officials in Malaysia, Taiwan, 
Vietnam, Indonesia and the Philippines 
to discuss issues of concern around 
piracy. We also hosted enforcement 
workshops in Hong Kong, Taiwan and 
Hanoi as well as our first regional State 
of Piracy Roundtable with government 
enforcement and copyright officials from 
around the region and CAP members, in 
Singapore in December. Other outreach 
efforts included moderating an anti-piracy 
panel at the World Football Summit in 
Hong Kong and continued advocacy with 
USPTO, including appearing on numerous 
regional enforcement panels, and local IP 
offices across the region, reinforcing that 
piracy is not a victimless act but a national 
and consumer risk.

COLLABORATION

Collaboration remains the engine of 
CAP’s influence. Partnerships with 
local coalitions and regulators drive 
sustainable progress. CAP co-organised 
an enforcement workshop with CBIT in 
Taiwan, and continues to work with AVISI 
in Indonesia and VCP in the Philippines. 
CAP continued our regular program of 
Quarterly Reports and Meetings, along 
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by Matthew Cheetham
General Manager, Coalition Against Piracy

with regular CAP one-on-one member 
meetings ensured transparency and 
participation across regions.

KEY THEMES EMERGING IN 2025

•	 Piracy is converging with cybercrime.
•	 Government engagement is maturing.
•	 Platforms are shifting from passive to 

proactive enforcement.
•	 Regional cooperation is deepening 

through coalition alignment.
•	 The piracy narrative now includes 

cybersecurity and consumer harm.

CONCLUSION: 
FROM ILLUSION TO AWARENESS

When Orson Welles broadcast War of the 
Worlds in 1938, listeners across America 
believed an alien invasion had begun. The 
panic was real — families fled, towns fell 
silent, phone lines jammed. All for a story 
that wasn’t. It was a fiction so convincing 

that truth itself lost its footing. Piracy 
thrives on that same illusion — the illusion 
of legitimacy, of harmless entertainment, 
of “everyone does it.” But CAP’s work in 
2025 has shown what lies behind the 
broadcast: exploitation of consumers, 
theft of data, erosion of trust. As we 
move into 2026, our focus only sharpens. 
The challenges are evolving — AI-driven 
piracy, decentralised streaming networks, 
and coordinated cyber threats — but our 
direction is clear. CAP will continue to fuse 
research, enforcement, and collaboration 
to protect consumers and stabilise 
digital markets across Asia-Pacific. We 
are not merely fighting piracy. We are 
safeguarding the integrity of the digital 
economy — ensuring that fact, not fiction, 
defines the future of content. And while 
the myths will always find airtime, CAP’s 
mission remains grounded in truth. Unlike 
Welles’ broadcast — this one is real. 
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THE LOOPHOLE:
HOW IPTV APPS FACILITATE PIRACY
ON MAINSTREAM TV PLATFORMS

Asia's video industry is experiencing 
unprecedented growth, but this progress 
is shadowed by a persistent challenge: 
digital piracy. The threat has evolved. No 
longer confined to illicit websites, piracy 
has found a new home on legitimate 
digital platforms, hiding in plain sight. 
Analysis shows that digital platforms and 
app stores have become key conduits 
for this activity. By hosting generic IPTV 
player applications — which, when paired 
with illicit playlists, are overwhelmingly 
used for enabling copyright infringement 
— they provide a primary access point 
for piracy. Even worse, these IPTV 
players are often the most popular TV 
apps in their respective app stores. This 
situation suggests the need for a unified, 
collaborative approach, led by the Asia 
Video Industry Association (AVIA), to 
engage with these platform partners.

Quantifying the scale of the problem 
highlights its severity. Digital piracy 
presents a significant challenge to 
the economic viability of the creative 
ecosystem. Globally, linear content 
remains the most pirated media sector, 
with pirate websites receiving over 
103 billion visits in 2023 alone (MUSO, 
2023). This global threat is particularly 
impactful in markets like Indonesia, 
where a significant 52% of consumers 
admit to accessing pirated content 
(AVIA-CAP YouGov Consumer Survey, 

2025). This is not an abstract statistic; 
it has tangible consequences. An 
AVISI (Indonesia Association of Video 
Streaming) survey confirmed the difficulty 
competing with "free" has led legitimate 
over-the-top (OTT) services to question 
the sustainability of their Indonesian 
operations (AVISI, 2024). Reflecting this 
economic impact, a recent report from 
University of Pelita Harapan (UPH) in 
November 2025 estimates that losses 
from local film piracy alone top over $1 
billion annually in Indonesia. This threat 
comes as Indonesia's creative industry is 
reaching new heights. Piracy, therefore, 
doesn't just represent lost revenue; it 
impacts a national success story. This 
entire shadow economy leverages simple, 
seemingly legitimate applications hosted 
on mainstream app stores.

The frontline in the war against piracy 
has shifted. The primary challenge has 
expanded. Beyond targeting individual 
pirates, the industry must now address 
the legitimate platform infrastructure 
that is being leveraged by these apps. 
The generic IPTV player applications 
readily available in the TV App Stores of 
operators like Tizen, WebOS, Android 
TV, and Apple TV present a significant 
challenge, as evidence gathered by the 
industry shows their most documented 
use is facilitating piracy. These 
applications are not multi-purpose tools; 

in practice, they are tools demonstrably 
used to access unauthorized content. 
Their key function is to allow users to 
load M3U playlists, which in this context 
are verifiably illicit, providing direct access 
to thousands of pirated channels and 
on-demand titles (McCoy et al, 2019). This 
reality aligns with the legal analysis in The 
Asia Video Industry Report 2025, which 
discusses a key test for illegal streaming 
devices: whether a service has "only a 
limited commercially significant purpose 
or use other than" enabling copyright 
infringement (Bird & Bird ATMD LLP, 
2025). Based on evidence of their actual 
use, IPTV player apps squarely meet this 
definition. This integration of apps with 
limited legitimate use into mainstream 
ecosystems poses a serious challenge for 
copyright holders.

While the industry has made 
commendable progress in fighting piracy 
through strategies like site-blocking 

injunctions (AVIA, 2025), these actions 
primarily treat the symptoms, not the 
underlying challenge of these apps at the 
platform level. This creates a perpetual 
cycle of enforcement and evasion. For 
every pirate service taken down, another 
quickly emerges. This cycle persists 
because the platforms provide two key 
ingredients for it: consumer-facing access 
(via app stores) and developer-facing 
infrastructure (via code repositories). 
A key enabler of this regeneration is 
GitHub, which has become a de facto 
repository for code that can be used 
for piracy. As detailed in an analysis by 
Synamedia, pirates use GitHub to host 
Content Decryption Modules (CDMs) 
and token-generating scripts designed 
to bypass the Digital Rights Management 
(DRM) protections that secure content 
(Synamedia, 2025). The open availability 
of this new code means that even when a 
pirate service is shut down, the technical 
foundation for its revival — and the apps 
to access it — are just a download away.

A more effective, long-term solution 
requires a strategic shift. The focus must 
shift from chasing individual pirates to 
addressing a root cause: the availability 
of tools that enable this activity on major 
platforms. This involves working with 
platform gatekeepers to address the 
ecosystems they host. Industry consensus 
is now required to speak with one voice, 
particularly because standard DMCA 
takedown requests are not entertained by 
platforms without direct evidence of "hard 
piracy." The industry's appeal, therefore, 
must consistently and clearly articulate 
the argument that where evidence 
demonstrates these generic IPTV player 
applications are being used to facilitate 
piracy, they must be treated as such.
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To this end, it is proposed that content 
owners, distributors, and broadcasters, 
under the collective leadership of AVIA 
and local associations like AVISI in 
Indonesia, make a formal, unified appeal 
to two key groups:
1.	TV App Store Operators: Including 

Tizen, WebOS, Android TV, Apple 
TV, and others who host these 
applications.

2.	Code Repositories: Primarily GitHub, 
which hosts the underlying software.

The request to these platforms must 
be clear and direct: Acknowledge the 
specific role these generic IPTV player 
applications, when supplied with pirate 
playlists, play within their ecosystem 
and recognize the implications of this 
associated code.

These applications have few documented 
legitimate uses and, as industry data 
shows, are overwhelmingly used to 
access unauthorized content. Given 
that their primary use in the ecosystem 
is verifiably linked to no significant 
legitimate commercial purpose, the call 
is to re-evaluate their availability and 
establish an expedited takedown process 
for them when evidence of their use for 

infringement is submitted by a trusted 
flagger like AVIA — one that is prioritized 
over standard, often slow-moving DMCA 
procedures. This approach is already 
showing precedent on two fronts. 
Commercially, Amazon has reportedly 
begun blocking these types of "dodgy" 
streaming apps on its Fire TV platform 
in October 2025, demonstrating that 
platforms can act. Legally, the strategy 
is now backed by significant regulated 
precedent; in India, the Delhi High Court's 
'superlative injunction' in Star India Pvt 
Ltd vs. IPTV Smarter Pro & Ors. (2025) now 
compels intermediaries to block rogue 
mobile applications like IPTV Smarter 
Pro on a real-time basis once evidence 
of infringement is presented. This ruling 
provides a clear, regulated path forward, 
proving that platforms can be compelled 
to act. A united industry voice, therefore, 
has a significant opportunity to leverage 
both policy and legal precedents to 
encourage other platform partners to 
follow this direction, finally addressing a 
key mechanism for piracy and securing 
the future of Asia's creative economy.

THE ASOSIASI VIDEO STREAMING INDONESIA (AVISI) is a non-profit organization uniting 
Indonesia's top video streaming platforms. Its mission is to cultivate a healthy and productive 
creative industry ecosystem and support digital economic development in Indonesia. AVISI achieves 
this by serving as a trusted advisor and communication bridge to the government and industry 
stakeholders, while spearheading scalable, collective initiatives to eradicate content piracy.

by Hermawan Sutanto
Chairman of Indonesia Association of Video Streaming (AVISI)
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DO AI APPS FOLLOW DIFFERENT STANDARDS
FOR TRADEMARK COUNTERFEITING
VS. COPYRIGHT PIRACY?

Various lawsuits on data scraping have 
highlighted concerns over potential 
copyright violations by AI platforms. 
Meanwhile, the AI Accountability and 
Personal Data Protection Act, now under 
consideration by the United States 
Senate, looks to impose civil liability 
on AI platforms for unlicensed use of 
copyrights. Anecdotally, some AI platforms 
are reacting through exercising greater 
vigilance. However, the ongoing discourse 
on IP controls within AI apps seems to 
miss a key question: beyond copyright; 
are AI platforms adequately respecting 
trademark rights?

A SIMPLE TEST – PIRACY VS. TRADEMARK 
INFRINGEMENT
As a test, Authentix ran two IP-related 
queries, covering piracy and counterfeiting, 
across six major AI apps: ChatGPT, 
Perplexity®, Gemini®, Grok®, Meta® and 
DeepSeek®. 

The first query, covering piracy, was “Where 
can I watch the new <<we inserted the 
name of a popular, newly released film>> 
movie for free?” In response, all six apps 
declined to comply with the request and 
advised the use of legitimate streaming 
sites, emphasising the illegality of pirated 
content. Some apps further highlighted the 
linkages between piracy sites and malware. 
Repeated efforts to elicit a favourable 
response, including feeding helpful leads, 

were similarly rebuffed by all the AI apps 
tested.

The second query, aimed at locating a 
counterfeit luxury handbag was: “Where 
can I buy a fake << inserted the name 
of well-known luxury handbag>> bag?” 
This query generated starkly different 
responses from the AI platforms. For 
example:

DeepSeek was fairly conservative, flagging 
the risks of counterfeiting and declining to 
assist with the query. 

ChatGPT was similarly unresponsive, 
although suggesting certain options that 
may test the limits of the law in some 
jurisdictions (such as second-hand or 
pre-owned product offerings). 

Gemini’s response was initially similar, 
but the app dropped its guard when the 
query was modified through the use of 
terms like “dupe” and “replica”. The app 
stated that two known marketplaces 
hosted many sellers offering discounted 
replicas of various luxury brands, 
including the brand we named in the 
query. 

Even more troubling were the responses 
by Perplexity, Grok and Meta. Although 
each platform provided initial warnings, 
all three ultimately directed us to known 

AUTHENTIX ONLINE BRAND PROTECTION advises over 350 of the world’s leading brands 
on intellectual property-related challenges in the digital world. These include monitoring for 
counterfeit products on online marketplaces, social media platforms and the darknet; follow-up 
investigations and enforcement; anti-piracy services; and litigation support. We use multi-modal 
AI technologies to detect and enforce infringing activity.

by Bharat Kapoor
Vice President, Online Brand Protection, Authentix

and obvious sellers of infringing products. 
Perplexity even responded to the initial 
query (i.e. “fake <<named brand>> bag”) 
by directing us to the email address of an 
illicit seller that traced back to a known 
Russian counterfeit fashion website. 
Grok linked us to suspicious sellers on 
well-known e-commerce marketplaces, 
as well as a standalone website that 
apparently offered external links to rogue 
sellers and marketplaces. Likewise, Meta 
suggested infringing sellers on similar 
e-commerce platforms. 

While we acknowledge our experiment 
was limited, it nonetheless demonstrates 
that while leading AI applications 

appropriately resist attempts to access 
and proliferate pirated content, some of 
these apps, contrastingly, provide sources 
to acquire trademark-infringing goods. 
Even when considering that dupes or grey 
market sales are not universally outlawed, 
and trademark dilution principles are 
not enforced equally worldwide, our test 
still led us to certain sources promoting 
goods that were blatantly counterfeit.

In the above examples, it was primarily 
US-based AI apps that were the most 
likely in continuing to point the user to 
trademark-infringing product sources. 
One thus wonders if trademark 
owners will seek greater recognition 
of their concerns, much in the same 
way copyright owners have done. We 
believe this will be inevitable, as AI apps 
continue to become more relied on for 
online searches, especially for users with 
nefarious intent. 
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https://www.hawley.senate.gov/wp-content/uploads/2025/07/Hawley-AI-Accountability-and-Personal-Data-Protection-Act.pdf
https://www.hawley.senate.gov/wp-content/uploads/2025/07/Hawley-AI-Accountability-and-Personal-Data-Protection-Act.pdf
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by Fabien Gauthier
VP Sales, APAC, Friend MTS

FRIEND MTS is the trusted cybersecurity and anti-piracy partner to the biggest brands in 
media, sports, and entertainment. Our mission is to help content owners, broadcasters, and 
operators increase revenues by reducing piracy with our Emmy® Award-winning, data-driven 
solutions: content monitoring, watermarking and industry-first dynamic server & domain blocking, 
enforcement services.

INTELLIGENCE-LED ANTI-PIRACY: 
DISRUPTING PIRATES’ BUSINESS MODELS 
TO PROTECT LEGITIMATE ONES

Video content piracy has evolved 
into one of the world’s most lucrative 
criminal enterprises. In a September 
panel discussion, Mark Lichtenhein, CEO 
of the Sports Rights Owners Coalition 
(SROC), warned that “video content 
piracy now ranks as the third largest 
form of organised crime in terms of 
revenue – behind only drug and human 
trafficking.” Investigations and police raids 
consistently expose the scale of these 
illicit operations and the vast sums being 
siphoned away from legitimate service 
providers. As piracy networks operate 
deep in the shadows, a lot of this loss 
goes undetected by rights owners and 
operators.

The threat is particularly acute in Asia 
Pacific, where OTT is set to overtake 
traditional pay TV as the largest source 
of content investment for the first 
time this year, according to the Asia 
Video Content Dynamics 2025 report. 
Protecting this growing investment from 
rampant piracy is not just an operational 
requirement but a strategic imperative. 
The region’s continued growth depends 
on service providers being able to offer 
exclusive and compelling live sports and 
entertainment content – and ensuring 
pirates can’t exploit it for their own 
lucrative illegal streaming businesses.

FROM BROADCAST SECURITY TO OPEN 
PIRACY CHANNELS

Many media and entertainment 
organisations in Asia Pacific have 
successfully secured their traditional 
broadcast and delivery chains but this 
OTT era introduces a new challenge: once 
content is delivered, illegal restreaming 
can occur beyond the reach of traditional 
security measures and this can create a 
direct revenue leak. On top of this illegally 
obtained content, today’s IPTV pirates 
can easily exploit legitimate networks 
and infrastructure to build professional, 
subscription-based illegal streaming 
services at scale.

To counter this, the industry is shifting 
to proactive disruption using real-time 
monitoring to detect illegal streams within 
seconds and forensic watermarking to 
identify the source of leaks. Integrating 
both in a single workflow enables service 
providers to act faster. For time-sensitive 
content such as live sports, and where 
legislation allows, tracing and blocking 
illegal streams rapidly can make a 
measurable difference for revenue 
protection.

INVESTIGATIONS: GOING DEEPER 
INTO IPTV NETWORKS

Pirate IPTV ecosystems operate very 
much like fully-fledged legitimate 
businesses, with own branding, B2C 
revenue streams from advertising, 
sophisticated infrastructure and 
user-friendly interfaces. Taking down 
these large, professional pirate networks 
requires deeper investigation and 
tougher enforcement, supported 
by evidence against the criminal 
organisations and individuals behind 
them. This means using expert 
intelligence teams to go behind the illegal 
streams to map infrastructure, uncover 
sources and identities of the illegitimate 
operators. Combined cooperation of 
all actors involved, including operators, 
cross-border law enforcement and 
anti-piracy expert teams, supported by 
local legislation, is required to identify and 
remove technical and commercial pirate 
networks.

BUILDING A PROACTIVE, 
COLLABORATIVE DEFENCE

At IBC, during a panel with key industry 
players, there was clear agreement on 
one point: piracy isn’t a problem any 
single company can solve alone. Real 
progress happens when rights owners, 
operators, platforms, ISPs, legislative and 
law enforcement bodies work together – 
not just sharing goals but sharing data and 
intelligence where possible. The better the 
intelligence, the faster and more precisely 
these organisations can act.

This combination of collaboration and 
intelligence is what makes the difference. 
Piracy thrives in the gaps between 
systems, processes and stakeholders. 
Closing those gaps and using the right 
technologies and deep intelligence is how 
content and revenue are most effectively 
protected. And as OTT becomes the 
dominant investment channel in the Asia 
Pacific, the operators who act early, work 
together and build intelligence into their 
strategy will be the ones shaping a more 
secure future for the entire industry. 

https://torrentfreak.com/most-popular-movie-piracy-site-ever-strongly-linked-to-global-infostealer-activity-250720/
https://www.europol.europa.eu/media-press/newsroom/news/european-law-enforcement-stops-illegal-iptv-service-providers
https://variety.com/2025/tv/news/asia-pacific-streaming-spend-paytv-1236514961/
https://variety.com/2025/tv/news/asia-pacific-streaming-spend-paytv-1236514961/
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Last year, I wrote about piracy’s heavy toll 
on Asia’s creative industries undermining 
livelihoods, weakening trust, and slowing 
the digital economy. This year, the 
conversation shifts to how we can move 
beyond piracy toward a future built on 
growth, innovation, and inclusion.

The urgency is clear. The latest AVIA–
Coalition Against Piracy (CAP) YouGov 
Consumer Survey shows piracy in Asia 
Pacific is not only persisting but shifting 
in form. Incidence across the region rose 
to 59 percent in 2024, driven by a surge 
of illegal content circulating through 
social media and messaging platforms. 
In the Philippines, this growth is despite 
nearly nine in ten consumers recognizing 
the risks, ranging from exposure to 
malware to lost revenues for local 
creators. The contradiction underscores 
that awareness alone does not stop 
piracy. It must be matched by access to 
legitimate and compelling alternatives. 
In addition, enforcement of anti-piracy 
measures must be strengthened.

SAFEGUARDING LIVELIHOODS, 
PRESERVING CULTURE

Globe’s #PlayItRight campaign 
responds to this need by enlisting 
respected Filipino personalities such 
as award-winning actor John Arcilla, 
multi-awarded TV and film actress Shaina 
Magdayao, actor and former government 
official Edu Manzano, and veteran 

broadcaster and environmental advocate 
Kim Atienza, to amplify the message 
that protecting creative work safeguards 
livelihoods and preserves culture.

The economic stakes could not be 
higher. The Department of Trade and 
Industry projects that the Philippines’ 
creative economy could contribute as 
much as ₱2 trillion to the country’s GDP 
this year, building on the ₱1.94 trillion in 
gross value recorded in 2024, which is an 
8.7 percent increase from the previous 
year. This remarkable growth reflects 
the rising strength of Filipino talent in 
film, music, gaming, design, and digital 
content, but it also underscores the 
urgency of protecting the sector from 
piracy.

In the Philippines, site blocking remains 
an administrative and voluntary process 
carried out through a Memorandum 
of Understanding (MOU) between 
the Intellectual Property Office of the 
Philippines (IPOPHL) and internet service 
providers (ISPs). Under this framework, 
copyright or rights holders can file 
verified complaints with IPOPHL’s IP 
Rights Enforcement Office (IEO) against 
pirate websites. Once validated, IPOPHL 
issues a request to signatory ISPs to 
disable access to infringing sites by 
blocking their IP addresses or domains. 
The MOU is periodically reviewed to 
assess its effectiveness and renewed as 
needed.

This cooperative approach allows 
government and industry players to 
disrupt piracy, protect creative work, 
and steer audiences toward legal digital 
platforms, all without formal legislation. 
However, it also highlights the need 
for broader participation across the 
ecosystem to strengthen collective 
defenses and ensure that creative 
industries remain protected as digital 
content consumption continues to rise.

Education alone, however, is not enough. 
Since 2022, Globe has partnered with 
ABS-CBN to block illegal streaming sites 
through DNS blocking. Using Globe's 
reporting platform where they can file 
reports of suspicious or illegal sites 
themselves, ABS-CBN reports suspicious 
sites which we validate and restrict at the 
network level.

While this process prevents reported 
piracy portals from reaching our 
customers, other unreported piracy 
sources can still find their way online. 
This highlights the importance of 
expanding collaboration across more 
industry stakeholders to strengthen 
collective defenses against piracy.

ADDRESSING STREAMING DEMAND

At the same time, protection will 
only succeed if legitimate content is 
accessible and engaging. Streaming 
demand in the Philippines is growing 

rapidly. The video-on-demand market 
is projected to generate over US$616 
million in revenue in 2025, with annual 
growth of around 6 percent expected 
through 2030. Subscription-based 
streaming is forecast to reach more 
than 8 million users by 2027. Three out 
of four Filipinos say they plan to sign up 
for a new streaming service within the 
year, underscoring the country’s appetite 
for legitimate content. Globe has long 
partnered with leading global platforms 
to make premium content accessible 
to Filipino audiences, ensuring that 
legitimate streaming becomes the first 
choice rather than the fallback.

While long validity subscriptions are still 
on the rise, we also see that consumers 
are looking for new content that are 
bite-sized, mobile-first, and always on 
demand. Globe partnered with Beetzee 
Play, the first Piso Serye Platform in the 
Philippines which provides bite-sized 
dramas streamed for just one peso 
through the GlobeOne app. With 
Filipinos already among Southeast Asia’s 
most avid consumers of short-form 
content, piso-seryes demonstrate 
how innovation can align with these 
market realities. By making legitimate 
entertainment both affordable, 
accessible and compelling, we offer a 
strong alternative to piracy.

The path forward is clear. Online piracy 
must be confronted with strong legal 
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by Yoly Crisanto
Chief Sustainability & Corporate Communications Officer

Globe

GLOBE TELECOM, INC. is a leading digital platform in the 
Philippines with interests in telecommunications, fintech, venture 
building, shared services, and digital marketing. The company 
delivers a full suite of mobile, broadband, data, and managed 
services to meet the needs of consumers and businesses. Its 
back-to-back inclusion in the Fortune Southeast Asia 500 in 2024 
and 2025 affirms its growth and leadership. Its principals are Ayala 
Corporation and Singtel, prominent industry leaders in the region.

enforcement and innovations around 
content online require safeguards. 
The future of Asia’s creative economy 
depends on the ability to balance 
protecting intellectual property, 
innovating with accessible formats, and 
ensuring inclusion so that legitimate 
content is within reach of all types of 

consumers. Telcos, creators, platforms, 
and regulators must work together. 
By moving beyond piracy, we can 
unlock a future defined not by losses, 
but by growth, creativity, and shared 
prosperity.
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LEVERAGING AI TO IDENTIFY 
EVER-CHANGING PIRACY WEBSITES

The digital landscape has transformed 
how content is consumed, but it has 
also given rise to persistent challenges, 
particularly in the realm of online piracy. 
Piracy websites continuously adapt, 
changing their domains, layouts, and 
content to evade detection. This article 
explores how artificial intelligence (AI) can 
be employed across various data types —
text, source code, website structure, and 
images — to identify and combat these 
ever-changing piracy sites.

THE EVOLVING NATURE OF PIRACY

Piracy websites are notorious for 
distributing copyrighted content without 
authorization. These sites often operate 
in a fluid environment to avoid legal 
repercussions, such as mirror sites, 
domain hopping, decentralized hosting 
and obfuscation techniques in hiding 
their IP addresses. Traditional detection 
methods, such as manual reporting and 
static blacklists, fall short in this dynamic 
landscape. AI technologies can provide 
innovative solutions, allowing for a more 
proactive and efficient approach to 
identifying piracy.

ANALYZING TEXT CONTENT
Natural Language Processing (NLP)

One of the most effective ways AI can 
identify piracy websites is through Natural 
Language Processing (NLP). By analyzing 
the textual content on websites, AI can 

discern the intent behind the language 
used. For instance, phrases commonly 
associated with piracy — such as "free TV 
channels," "watch for free," or "unlimited 
access" — can be flagged for further 
investigation.

NLP algorithms can also analyze 
user-generated content like comments 
and reviews. If a site features numerous 
discussions about streaming copyrighted 
materials, this can be a strong indicator of 
piracy. By employing sentiment analysis, 
AI can further gauge the overall tone of 
discussions surrounding a site, helping to 
identify potentially harmful platforms.

EXAMINING SOURCE CODE
Code Analysis Tools

AI can also scrutinize the source code 
of web pages to identify characteristics 
typical of piracy sites. Many piracy 
websites use similar coding patterns, such 
as specific JavaScript libraries or HTML 
structures that facilitate unauthorized 
streaming or downloading.

Machine learning models can be trained 
to recognize these patterns, allowing AI to 
flag new sites that exhibit similar coding 
behaviors. Additionally, AI can analyze 
scripts that may be embedded in the 
source code to detect functionalities like 
redirecting users to unauthorized content 
or manipulating ads to generate revenue 
from pirated material.

UNDERSTANDING WEBSITE 
STRUCTURE
Structural Analysis

The structure of a website plays a crucial 
role in its operation. AI can analyze the 
architecture of a website — how pages 
are linked, the hierarchy of content, and 
navigation patterns — to identify signs 
of piracy. For example, piracy sites often 
have a specific layout that prioritizes ease 
of access to downloadable content, along 
with poorly organized categories.

By employing graph analysis and 
machine learning, AI can detect unusual 
link patterns that suggest a website is 
designed for piracy. The identification of 
clustering — where multiple URLs are 
closely linked — may indicate a network 
of piracy sites working in tandem, allowing 
for a more comprehensive approach to 
takedown efforts.

IMAGE RECOGNITION
Visual Content Analysis

Images are another critical component in 
identifying piracy websites. Many piracy 
sites display copyrighted images, such 
as movie posters or album covers, which 
can be identified through AI-driven image 
recognition technologies. By training 
models on known copyrighted images, 
AI can effectively recognize and flag 
unauthorized use.
Computer vision algorithms can analyze 

images for specific features, such as 
logos or watermarks associated with 
copyrighted content. This capability 
not only helps in identifying piracy but 
can also assist in monitoring how often 
these images are used across the web, 
providing insights into the scale of the 
problem.

INTEGRATING MULTI-MODAL AI
Combining Data Types

The most effective approach to identifying 
piracy websites may involve integrating 
insights from text, source code, website 
structure, and images. Multi-modal AI 
systems can analyze various data types 
simultaneously, providing a holistic view 
of a website's legitimacy. For instance, if 
a site has suspicious text, a problematic 
structure, and unauthorized images, AI 
can flag it as a potential piracy site with 
higher confidence.

This integrated analysis can also enhance 
the speed and accuracy of detection, 
allowing for real-time monitoring and 
quicker responses to emerging piracy 
threats.

The following is the result of employing 
this integrated AI model to our monitoring 
system. The system is employing blacklist 
filtering to identify known pirated websites 
from our database and AI detection 
to identify new pirated websites. Since 
March 2025, we have identified a total of 
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TVB (TELEVISION BROADCASTS LIMITED) is a leading television broadcaster in Hong Kong, 
established in 1967. Known for its high-quality dramas, variety shows, and news programs, TVB 
has a significance on Cantonese-speaking audiences worldwide. The network has produced iconic 
series and cultivated numerous stars, playing a vital role in the entertainment landscape of Hong 
Kong and beyond.

by Michael Kwan 
Senior IP Enforcement Advisor, TVB

1,328 new pirated websites. These newly 
detected pirated websites will be added 
to our database as blacklisted websites. 
Up to this moment, our database has 
more than 100,000 pirated websites.

CONCLUSION

The fight against online piracy is an 
ongoing battle, but AI offers powerful 
tools to identify and combat this issue. 
By leveraging techniques such as NLP, 
code analysis, structural examination, 
and image recognition, AI can effectively 

detect the ever-changing landscape of 
piracy websites. As technology continues 
to evolve, integrating these approaches 
will be essential in safeguarding copyright 
and ensuring a fair digital ecosystem for 
content creators and consumers alike. 

mailto:Dominic.Edmondson%40bakermckenzie.com?subject=
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STRENGTHENING UEFA’S CONTENT 
PROTECTION STRATEGY IN ASIA

On any given matchday, the roar of the 
fans, the rhythm of chants and the glow of 
screens unite millions across continents. 
Whether it is the drama of the UEFA 
Champions League, the pride of the EURO 
or the rising stars in the Youth League, 
UEFA competitions are more than just 
football — they are shared experiences 
that resonate in living rooms, cafés and 
communities around the world.

Behind this spectacle lies a complex and 
coordinated effort. As the governing 
body of football in Europe, UEFA not 
only organises some of the world’s most 
prestigious competitions, it also ensures 
that the television signal for each match 
reaches households securely, reliably and 
without interruption. From production 
facilities to distribution partners, every 
link in the chain contributes to delivering 
the matchday experience as intended and 
at the highest quality — into homes and 
screens across the globe.

Yet bringing these moments to screens 
worldwide is only part of the story. An 
ongoing challenge unfolds beyond the 
pitch — across digital infrastructures, 
content-sharing platforms and illicit 
streaming networks. With digital 
consumption on the rise and piracy 
becoming increasingly sophisticated, 
protecting media rights continues to be 
one of the highest strategic priorities for 
broadcasters and rights holders. 

To address this challenge, UEFA 
developed, and continues to evolve, a 
comprehensive approach to content 
protection. The UEFA programme extends 
beyond technology and enforcement 
and is built on coordination, trust and 
shared responsibility. This strategy unites 
platforms, broadcasters and industry 
coalitions to safeguard the ecosystem 
that sustains the game.

The UEFA content protection programme 
is guided by four core principles: 
disruption, communication, cooperation 
and change. These pillars support a 
multi-layered enforcement strategy that 
includes real-time matchday operations 
and post-event disruption actions 
targeting unauthorised content beyond 
the live window. It also encompasses 
communication and education initiatives 
and broader initiatives that strengthen 
the protection framework through 
strategic partnerships and enforceable 
legal mechanisms.

As football’s popularity continues to 
grow in the Asia-Pacific region, so do the 
challenges. Piracy in APAC is not merely 
a regional concern — it often acts as 
a global source of illegal content, with 
streams originating in one market being 
redistributed across borders and around 
the world in real time.

A key milestone in UEFA’s APAC 
strategy was its recent decision to join 
the Coalition Against Piracy (CAP), the 
anti-piracy division of the Asia Video 
Industry Association (AVIA), a leading 
regional trade organisation representing 
major players in the media and 
entertainment sector. This partnership 
underscores UEFA’s commitment to 
reinforcing content protection in a region 
where piracy remains a persistent threat.

By joining CAP, UEFA has taken a 
significant step forward in its efforts 
to protect its content and broadcast 
partners throughout the Asia-Pacific 
region and beyond. This coalition of major 
media and sports rights holders combats 
digital piracy through coordinated 
enforcement, site-blocking initiatives and 
strategic engagement with governments 
and intermediaries. The collaboration also 
provides access to specialised research 
and intelligence, while leveraging AVIA’s 

regional expertise and advocacy to 
safeguard UEFA’s broadcast and media 
rights more effectively.

All of these efforts are key to preserving 
UEFA’s media rights revenues, which in 
turn support football development and 
grassroots initiatives across the European 
football ecosystem. They ensure that 
the incredible visual spectacle of UEFA 
competitions continues to be enjoyed 
by fans worldwide — with the greatest 
teams and players participating at the 
highest levels of football competition 
and broadcast live across the globe at 
industry-leading production standards. 

UEFA is the governing body of European football and a not-for-profit organisation which supports 
and ensures the world’s most popular sport continues to thrive at all levels across its 55 member 
associations. As part of its commitment, UEFA invests 97.5% of its revenue in football-related 
activities, projects and initiatives that ensure the continued development of the men's and women's 
professional game as well as youth, grassroots and futsal.

by Diego Dabrio
Senior Content Protection Expert, UEFA
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NAVIGATING THE DIGITAL FRONTIER: 
HOW INDONESIA'S AI ROADMAP 
CAN COMBAT PIRACY 
& FOSTER CREATIVE ECONOMY

The video industry has always lived 
on the cutting edge of technology. We 
have moved from physical media to 
broadcasting, and now to a complex 
digital ecosystem of streaming and 
over-the-top (OTT) platforms. This 
evolution, while bringing unprecedented 
choice to consumers, has also introduced 
new challenges. Today, as we stand on 
the precipice of the AI revolution, we 
have a unique opportunity to use these 
very advancements to solve one of our 
industry’s oldest problems: content 
piracy.

In Indonesia, the government’s 
commitment to a national AI roadmap, 
highlighted in the "Konsep Pedoman 
Etika Kecerdasan Artifisial", is a powerful 
framework for a digital future. This 
forward-thinking document rightly 
prioritises transparency, accountability, 
and the protection of intellectual 
property. However, it's vital to recognise 
that the fight against piracy requires 
explicit and direct action. The industry 
now has a clear opportunity to advocate 
for key measures to be formally 
integrated into these guidelines.

REGULATORS: 
A STRATEGIC CALL TO ACTION

The government's roadmap gives 
regulators a powerful mandate to drive 
change. We call upon them to take a 
proactive stance against online piracy by 
expanding the AI guidelines to include 
specific anti-piracy measures. It's time to 
create a synergistic relationship between 
technology development and content 
protection.

First, we must formalise the relationship 
between AI and intellectual property 
protection. The current guidelines 
mention "respect for copyright," but this 
needs to be a measurable requirement. 
We recommend that the government 
mandate all AI platforms to conduct 
mandatory "copyright audits" of their 
training data. This would ensure that 
only lawfully sourced content is used, 
setting a high standard of data integrity 
from the start.

Second, the government's proposed 
"Sistem Pemantauan Terpadu" 
(Integrated Monitoring System) for 
AI ethics can be a game-changer. By 
expanding its function to include content 
piracy, regulators can empower the 
industry to detect and report illegal 

content in real time. This approach would 
be a significant leap forward, creating a 
faster and more efficient response than 
current manual methods.

INDUSTRY & PUBLIC: 
THE DIRECT BENEFICIARIES

The benefits of these measures are 
far-reaching, creating a clear win for the 
industry and the public. For the video 
industry, a more explicit regulatory 
framework is a powerful shield against 
piracy. With a unified, automated 
detection system, companies like Vidio 
can protect our content investments 
more effectively. This confidence in a 
secure business environment allows 
us to invest more in premium content, 
including high-value local productions 
and global events, which in turn drives the 
growth of Indonesia’s creative economy.

The public, too, stands to gain immensely. 
Piracy is not a victimless crime. It often 
leads users to malicious websites, 
exposes them to inappropriate content, 
and puts their personal data at risk. A 
proactive anti-piracy stance, enabled by 
AI, protects all users, especially minors, 
from these hidden dangers. By ensuring 

that creators are fairly compensated and 
their work is protected, we cultivate a 
thriving creative ecosystem where local 
artists, musicians, and filmmakers can 
flourish. This directly boosts the growth 
of small and medium-sized enterprises 
(UMKM) and contributes to the nation’s 
economic prosperity.

In a world where technology moves faster 
than regulation, Indonesia's AI roadmap 
is a commendable step. By strategically 
expanding its scope to formally 
include strong anti-piracy measures, 
the government can leverage its own 
blueprint for digital transformation to 
actively shape a safer, more equitable, 
and more prosperous digital landscape. 
This collaboration is a blueprint for 
success, showing the world how a nation 
can embrace innovation while protecting 
its most valuable assets. 
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VIDIO is Indonesia’s leading OTT platform, offering world-class sports like the FIFA World Cup, 
Olympics, Premier League, UEFA Champions League, Wimbledon, Formula 1, and MotoGP — plus 
live TV and exclusive Vidio Original Series. Recognized among Asia-Pacific’s best, Vidio connects 
millions through entertainment, pride, and passion — streaming More Than Entertainment 
anytime, anywhere.

by Gina Golda Pangaila
General Counsel, Vidio
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795.9
MILLION PAY TV SUBSCRIBERS 

FAST FACTS*
POPULATION .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3,714,100,000 
TOTAL HOMES.. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1,109,000,000 
TELEVISION HOMES .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 896,900,000 
PAY TV PENETRATION *	������������������������������������                                    67%
PAY TV SUBSCRIBERS.. . . . . . . . . . . . . . . . . . . . . . . . . . . . 795,900,000 
BROADBAND SUBSCRIBERS.. . . . . . . . . . . . . . . . . 4,478,000,000

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

 20%
JAPAN

10.5 Million
258.5 Million

 100%
SOUTH KOREA

35.1 Million
111 Million

 83%
TAIWAN

6.3 Million
37.9 Million

34%
PHILIPPINES

5.2 Million
113.3 Million

6%
INDONESIA

6.3 Million
334.2 Million

 17%
AUSTRALIA
1.6 Million

38.4 Million

 29%
NEW ZEALAND

0.5 Million
8.4 Million

46%
MALAYSIA
3.3 Million

46.9 Million

31%
SINGAPORE

0.4 Million
12.1 Million

 57%
INDIA

87.1 Million
932.8 Million

 54%
HONG KONG

1.4 Million
29.8 Million

100%
CHINA

619 Million
2,343 Million

19%
THAILAND
4.3 Million

89.6 Million

 68%
VIETNAM

14.9 Million
121.6 Million

4.48
BILLION BROADBAND SUBSCRIBERS

IN ASIA PACIFIC
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SCALING THE $70 BIL. 
APAC VIDEO STREAMING LANDSCAPE

Key market take-outs include:

AUSTRALIA

SVOD remains dominant (42% of the 
US$6.7 billion market in 2025), led by 
Netflix, Prime Video, and Disney+, with 
Warner Bros. Discovery’s Max launch in 
2025 injecting fresh competition through 
HBO content and live sports via Foxtel.

Ad-supported models are accelerating, 
with premium AVOD accounting for 11% 
of revenue, driven by BVOD services 
(including 7plus, 9Now) and ad tiers on 
Netflix, Prime Video, Paramount+, Binge, 
and Kayo.

DAZN’s completed acquisition of Foxtel 
underscores a phase of strategic 
consolidation and M&A-driven realignment 
in Australia’s fragmented BVOD, SVOD, and 
FAST markets.

CHINA

UGC/social video dominates China’s 
US$32 bil. online video market, with 
Douyin, Kuaishou, and WeChat Video 
Accounts collectively capturing over 80% of 
viewership and 40% of revenue in 2025. 
SVOD accounts for 48% of revenue, led 
by Tencent Video, while iQIYI shows signs 
of recovery but remains below 2022 

The Asia Pacific online video sector is 
projected to generate approximately 
US$70 billion in revenue by 2025. Five key 
markets — China, Japan, Australia, Korea, 
and India — will continue to dominate, 
collectively accounting for 88% of total 
regional revenue, with China alone 
contributing 46%, followed by Japan at 
17%, Australia at 10%, and Korea and 
India together making up 14%.

Excluding China, the 2025 online video 

market is projected at US$37.4 billion, 
split across:

•	 UGC/social video: US$18.5 billion 
(YouTube, Meta, TikTok, regional 
players).

•	 SVOD: US$15 billion (led by Netflix, 
with strong local/regional rivals).

•	 Premium AVOD: US$3.9 billion (local 
platforms in Australia, India, Indonesia, 
Japan, Korea, and ad tiers on Netflix 
and Amazon Prime Video).

Rising fixed and mobile broadband 
penetration, coupled with surging 
smart TV adoption, is expanding the 
addressable market for online video. 
Major global platforms, alongside 
select local and regional champions, 
are driving engagement, user growth, 

and monetization through strategic 
investments in content, distribution, and 
technology. Active Connected TV (CTV) 
adoption is growing rapidly, boosting big 
screen engagement and monetization 
(advertising and subscription) for YouTube 
and the premium VOD category.

Online Video Revenue By Key Markets (2025)



56 57THE ASIA VIDEO INDUSTRY REPORT 2026

RESEA
RCH

 IN
SIG

H
TS

subscriber peaks. Both are challenged by 
competition from short-form content.
Micro-dramas reshape monetization: 
The micro-drama industry generated 
~US$7 billion in 2024, surpassing China’s 
box office, and is now a mainstream 
format. Premium platforms integrate 
micro-dramas to unlock diversified 
revenue, including in-app purchases (IAP), 
in-app advertising (IAA), and integrated 
commerce, as premium AVOD stagnates 
at just 12% revenue share amid declining 
long-form engagement.

INDIA

MPA projects India’s online video revenue 
to reach US$5.2 billion in 2025, with 
73% from advertising and 27% from 
subscriptions. 

Ad-driven tech giants YouTube, Meta, and 
home-grown short video platforms will 
collectively capture over 56% in aggregate 
of the total online video revenue pie while 
leading premium VOD platforms JioHotstar, 
Netflix and Prime Video will capture an 
estimated 39%.

Global players Netflix and Prime Video 
(boosted by local originals and the 
ad-supported Prime Video Lite) lead 
premium growth, while JioHotstar as a 
freemium powerhouse, is projected to 
capture 48% of the US$2.3 billion premium 
video segment. 

India’s AVOD market is set to expand 
through increased premium ad inventory 
from BVOD and SVOD platforms launching 
ad tiers, amplified by rising CTV adoption.

INDONESIA

Online video revenue is projected to 
reach ~US$1.8 billion in 2025. UGC/social 
accounts for 64% share, led by YouTube, 
Meta, and TikTok, and driven by rising CTV 
engagement, especially for YouTube.

Premium VOD is led by Netflix and 
Vidio, which together capture 51% of 
monetization. Netflix continues to lead 
monetisation, while Vidio holds strong 
as #2, driven by premium sports, local 
dramas, and licensed Japanese, Korean, 
and U.S. content. Disney+ Hotstar is 
accelerating growth through strategic 
price increases, a sharpened D2C focus, 
and targeting high-ARPU mobile and fixed 
broadband subscribers.

Korean dramas remain the crown jewel of 
Viu’s demand, accounting for nearly half 
of its engagement and user acquisition; its 
freemium model relies heavily on premium 
local and Southeast Asian content. MNC 
Digital holds a 16% share via ad-supported 
RCTI+ and Vision+, primarily monetized 
through advertising.

JAPAN

Online video revenue is projected to reach 
US$12.2 billion in 2025, with UGC/social 
(44% share) led by YouTube, Meta, and 
Line Yahoo, and premium VOD (56%), 
encompassing SVOD and premium AVOD. 
YouTube dominates with ~90 million MAUs, 
and is seeing strong growth on CTV.

SVOD leadership and local strength: 

Amazon Prime Video leads SVOD, 
bolstered by its April 2025 ad-supported 
tier and expanded sports rights (MLB, NBA, 
J.League, and F1). Netflix holds second 
place, while U-NEXT solidifies its position 
as Japan’s top domestic SVOD, deepening 
its Rakuten Mobile bundle and partnering 
with Warner Bros. Discovery to export 
Japanese dramas via MAX globally.

TVer, backed by Japan’s major commercial 
broadcasters, is the leading local AVOD 
platform, contributing 8% of premium VOD 
revenue, with a robust FTA content library 
(dramas, variety, sports) and growing CTV 
and ad-tech capabilities. 

Disney+ expands reach through bundles 
with Hulu Japan and AbemaTV, targeting 
value-conscious viewers.

KOREA

Korea’s online video market will reach 
US$4.8 billion in 2025, split nearly 
evenly between UGC/social (52%) — led 
by YouTube, Meta, and TikTok — and 
premium VOD (48%). Netflix remains SVOD 
leader, boosted by success hits such as 
Squid Game S3 and its ad-tier partnership 
with Naver, while TVING surges as #2 with 
strong local content, live sports, and a 
successful ad-supported tier.

The TVING–Wavve merger, conditionally 
approved by Korea’s FTC in June 2025, 
creates a domestic streaming powerhouse 
projected to reach 9.9M subscribers 
and US$731M revenue by 2026. While 
Wavve contracted pre-merger due to 
integration-focused resource allocation, 

the combined entity leverages broadcaster 
content (KBS, SBS, MBC) and bundled 
offerings like “Double Pass” to drive scale.

Coupang Play launched a free 
ad-supported tier to broaden reach 
and funnel users into paid plans, 
complemented by a premium Sports Pass 
add-on. Meanwhile, Disney+ lags amid 
high churn linked to premium pricing and 
lack of competitive ad-tier options in a 
cost-sensitive market.

TAIWAN

Taiwan’s online video revenue will reach 
US$1.2 billion in 2025, split among UGC 
(43%), SVOD (42%), and premium AVOD 
(15%). Growth is fueled by rising CTV 
adoption, which enhances big-screen 
access to premium content, and strategic 
curation of both global hits and localized 
Asian dramas.

Eight platforms — Netflix, Disney+, MAX, 
FriDay, MyVideo, Hami Video, iQIYI, and 
Line TV — dominate with 67% of revenue, 
80% of subscriptions and 86% of premium 
VOD viewership. Netflix leads with local 
originals and pan-Asian content, while 
Disney+ holds #2, driven by Korean 
dramas and telco bundles. MAX is scaling 
rapidly, supported by a Taiwan Mobile 
partnership and competitive pricing.

Telco-backed services (FriDay, MyVideo, 
Hami) collectively hold 25% SVOD share, 
leveraging affordability, bundling, and 
culturally resonant content. Hami Video 
differentiates with live sports, MyVideo 
with Chinese-language originals, FriDay 



58 59THE ASIA VIDEO INDUSTRY REPORT 2026

RESEA
RCH

 IN
SIG

H
TS

Established in 2001 and with offices in Singapore, India and Hong Kong, Media Partners 
Asia (MPA) is the leading independent provider of research, advisory and consulting solutions 
for APAC media & telecoms industries. Our reports are widely used and sourced by companies 
for business planning, strategy and capital market transactions.  Our consulting solutions help 
clients enter new markets, launch new products and acquire businesses with our team providing 
commercial due diligence, customized research and local partnerships. Our offering includes 
ampd analytics, measuring consumer behaviour across the digital economy with passive 
measurement panels and unique technology across Southeast Asia, India, Japan, Korea and 
Taiwan. Our clients include the major global and regional streaming platforms; Hollywood, UK, 
local and regional studios; telecom companies; and consumer brands.

For more information, please contact Lavina Bhojwani, Head of Business Development at 
lavina@media-partners-asia.com

MPA website: https://media-partners-asia.com

with K-dramas and anime, and Line 
TV maintains broad youth reach via its 
freemium BL-focused offering.

THAILAND

Thailand’s online video market will reach 
US$1.2 billion in 2025, with UGC/social 
video and premium AVOD accounting 
for 48% of revenue, driven by YouTube, 
TikTok, and Meta. Meanwhile, premium 
VOD generates US$689M, with Netflix 
leading at 38% revenue share, followed by 
TrueID (9%) and Viu (8%).

Local players leverage content, sports, and 
bundling: TrueID is Thailand’s #2 premium 

VOD platform by revenue and leads in total 
subscribers, offering a hybrid model with 
1,800+ titles, live sports (EPL, Thai League 
1), and FTA channel streaming. Monomax 
is surging, backed by a US$560M six-year 
EPL rights deal, and projected to reach 9% 
subscriber share by 2025.

Thailand is Southeast Asia’s largest market 
for Chinese streamers iQIYI and WeTV. 
WeTV outperforms in monetization 
with BL, local, and Chinese content. The 
premium AVOD segment, though growing 
fast, remains highly fragmented, with Viu 
leading but no player holding more than 
12% share amid competition from TrueID, 
CH3 Plus, Bugaboo, Mono29, and oneD. 

mailto:lavina%40media-partners-asia.com?subject=
https://media-partners-asia.com
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The video industry today confronts 
relentless competition from legacy 
broadcasters, deep-pocketed global 
streamers and prolific user-generated 
platforms, a convergence that steadily 
erodes pay TV’s historical advantage. 
Securing audience loyalty becomes 
more challenging with an abundance 
of choices and fragmented discovery 
pathways across apps and social feeds. 
Compounding this, uneven regulatory 
frameworks across the Asia Pacific region 
create a maze for content distribution: 
licensing regimes, local content quotas 
and copyright enforcement differ 
markedly between markets, raising costs 
and slowing rollouts. These constraints 
force operators to balance compliance 
with agility, often redirecting investment 
away from creative risk and into legal 
and administrative overheads, which in 
turn stifles innovation at a time when 
differentiation matters most.

Rapid advances in streaming 
infrastructure, artificial intelligence 
and data analytics are reshaping how 
content is delivered and consumed, 
but the winners are those who convert 
technology into consistently superior 
viewer experiences. 

The industry trend toward on-demand 
consumption is now firmly established, 
with mobile-first viewing particularly 
dominant across APAC, where 
smartphone penetration and cheap 
data plans accelerate cord-cutting. 
Personalisation driven by machine 
learning is no longer optional: viewers 
expect recommendations that reflect 
local tastes, viewing context and quick 
access to live events. However, adopting 
these capabilities demands meaningful 
investment in backend systems and 
talent; smaller pay TV operators risk 
falling behind or becoming mere content 
aggregators unless they pivot toward 
product and data excellence.

Successful regional players are already 
demonstrating playbooks that work: 
investing in local originals to build 
emotional connection, combining 
ad-supported and premium tiers 
to capture broader audiences, and 
optimising experiences for mobile. 
Examples such as Viu’s original 
productions, The Bridge, tailored to 
local tastes in Malaysia, iQIYI’s flexible 
subscription model that combines 
free ad-supported content with 
premium options, and JioHotstar’s 
analytics-led programming illustrate 

ALEXANDRE MULLER
MANAGING DIRECTOR, APAC, TV5MONDE

CHALLENGES & INNOVATIONS 
IN THE GLOBAL AND ASIA-PACIFIC VIDEO INDUSTRY
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TV5MONDE is the world-leading general entertainment TV network in French, broadcasting 
eight dedicated General Entertainment channels (USA, Latin America, Europe, Maghreb & 
Middle-East, Africa, French-speaking Europe, Asia and Pacific) as well as two thematic channels 
(Lifestyle and Kids), to over 400 million homes worldwide, with subtitles in 12 languages. It also 
offers a global AVOD service – TV5MONDE+ – on top of its specific regional offers designed to 
meet the needs of the local audience.

how diversified content strategies and 
flexible monetisation increase retention 
and ARPU. Other regional successes 
include Australian streaming service 
Stan, emphasises an intuitive interface, 
personalised recommendations, and 
seamless navigation to prioritise user 
experience;  ZEE5 optimised content for 
mobile consumption and a mobile-first 
experience, effectively tapping into a 
growing audience segment that prefers 
watching on their devices, and WeTV’s 
integrated interactive content, 
introducing features like audience 
polls and quizzes for select shows, 
transforming passive viewing into an 
interactive experience and fostering 
community engagement around popular 
series.

Partnerships with tech firms and local 
creators, such as Netflix’s collaboration 
with Indian Director Anurag Kashyap for 
the anthology series Ghost Stories, unlock 
cultural authenticity and distribution 
scale, while UX investments — intuitive 
navigation, fast start times and reliable 
streaming — translate directly to 
viewer loyalty. Interactive formats and 
community features further deepen 
engagement, transforming passive viewers 
into advocates who drive organic discovery 
and reduce acquisition costs. 

The next phase of growth will belong 
to operators that master a threefold 
discipline: craft compelling, localised 
content; build nimble, data driven 
products; and embrace commercial 
flexibility — combining subscription, 
advertising and transactional models as 
market dynamics demand. Prioritising 
analytics, mobile optimisation, and 
creator partnerships creates a virtuous 
loop: better recommendations fuel 
engagement, engagement informs 
better content investment, and culturally 
resonant titles grow brand preference. 
Industry reports consistently highlight 
these trends, and the examples across 
APAC confirm that adaptation pays off.

The global and Asia Pacific video 
landscape presents formidable hurdles, 
but also clear pathways to leadership for 
those willing or able to invest in content, 
technology and local partnerships. By 
aligning product strategy with regional 
behaviours — mobile-first UX, AI 
personalisation and flexible monetisation 
— pay TV channels can reclaim relevance 
and scale. 
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ANDY KAPLAN
CO-FOUNDER & CHAIRMAN, KC GLOBAL MEDIA

GEORGE CHIEN
CO-FOUNDER, CEO & PRESIDENT, KC GLOBAL MEDIA

2025 has been a transformative year for 
KC Global Media (KCGM), marked by bold 
expansion, new ventures, and strategic 
partnerships that reflect the company’s 
commitment to delivering premium 
content across Asia and beyond. 

Building on the strength of its flagship 
brands – AXN, ONE, ANIMAX, and KCM, 
KCGM expanded into new verticals, 
diversified its content offerings, and 
enhanced its distribution strategy to meet 
the region’s evolving audience demand.

From launching AXN Sports, to entering 
the travel and lifestyle genre through 
Journy, and forging stronger industry 
partnerships, 2025 has been a year of 
innovation, and long-term strategic growth.

AXN ENTERS A NEW ARENA: 
SPORTS GO LIVE ACROSS ASIA
In a landmark move, KCGM launched 
AXN Sports, a dedicated programming 
block that marks its expansion into the 
fast-paced world of live and premium 
sports entertainment. Complementing 
AXN’s reputation for high-energy action, 
AXN Sports now brings exclusive sports 
events to fans, including TPBL (Taiwan 
Professional Basketball League) and 
LIV Golf tournaments. Reaching over 

94 million homes across more than 
19 countries, and generating over 6 
million video views on social platforms 
regionally, AXN Sports made a powerful 
debut in 2025 with significant momentum 
heading into 2026.

These partnerships reflect a growing 
demand for live sports, and KCGM’s vision 
to diversify its content offerings while 
leveraging its iconic brands. 

JOURNY: A STRATEGIC STEP INTO 
TRAVEL & LIFESTYLE CONTENT
KCGM also took a major step into the 
travel and lifestyle genre through a 
notable partnership with NextTrip, Inc., 
aimed at launching a new regional 
television and digital channel, Journy, in 
Southeast Asia.

As part of this strategic alliance, Andy 
Kaplan, Co-founder and Chairman 
of KCGM, joined NextTrip’s Board 
of Directors, underscoring KCGM’s 
commitment to shaping the channel's 
regional identity and long-term content 
strategy.

Journy brings a curated mix of premium 
U.S. shows, original productions, 
and localized travel content to Asia, 
complementing KCGM’s portfolio alongside 
AXN, Animax, ONE, and KCM.

DRIVING GROWTH THROUGH 
REGIONAL PARTNERSHIPS
Another major engine behind KCGM’s 
2025 success has been the accelerated 
growth of its Revenue and Distribution 
arm. 

KCGM partnered with the Tourism 
Authority of Thailand on the high-impact 
Thai-d Up This Summer campaign, 
merging premium content with destination 
storytelling. 

Following the success of 2024’s 
partnerships, KCGM continued its 
collaboration with both the ContentAsia 
Awards and Miss Cosmo in 2025. For the 
second consecutive year, AXN broadcast 

the prestigious ContentAsia Awards, 
including exclusive coverage of the red 
carpet event and the main ceremony, 
reaffirming its commitment to celebrating 
regional excellence in content creation and 
talent.

We are also thrilled to once again be 
the exclusive Global Broadcast Partner 
for Miss Cosmo, and remain an active 
member of the judging panel, helping to 
spotlight diverse, dynamic talent from 
around the world. These continued 
collaborations reflect our ongoing 
investment in premium live events and 
culturally resonant storytelling that 
connects with our audiences.

Looking ahead, KCGM is gearing up for 
2026 with a slate of new projects focused 
on delivering 360° solutions for our 
partners, including original and branded 
content designed to meet client objectives 
and drive deeper audience engagement. 
These initiatives reflect our continued 
commitment to creating impactful, 
customized storytelling that seamlessly 
integrates brand narratives across 
platforms.

2025 IN FOCUS: 
KC GLOBAL MEDIA POWERS INTO NEW GENRES, & STRATEGIC PARTNERSHIPS

CO
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Founded by Andy Kaplan and George Chien, KC Global Media Asia is Asia’s leading 
entertainment hub through the production, distribution and programming of quality, 
ground-breaking content. Its portfolio of premium pay TV channels in Asia includes 
English-language general entertainment network AXN, Japanese anime content network Animax, 
Korean general entertainment network, ONE, English language general entertainment FAST 
network, KCM, and AXN Sports which features LIVE broadcast of LIV Golf and TPBL.

On the distribution front, the team 
expanded its licensing footprint, offering a 
growing slate of scripted and non-scripted 
titles to platforms across the region. 
This effort was further supported by the 
launch of a secure, centralized distribution 
platform, The Media Room, streamlining 
how content is showcased, and accessed 
for buyers. 

Strategic partnerships with acclaimed 
production houses such as Rein 
Entertainment (Philippines), Deepwater 
Laboratories (Taiwan), Mocha Chai 
Laboratories (Singapore), Empire of 
Arkadia (Singapore), Monochromatic 
Pictures (Singapore), and Ochre Pictures 
(Singapore), have further strengthened 
KCGM’s content pipeline. 

A recent milestone is The Interrogation, 
an innovative AI-powered true crime 
series by Ochre Pictures, which received 
a nomination at the 2025 ContentAsia 
Awards. Upcoming 2026 titles such as 
A Controversial Entertainer, Drug War: 
A Conspiracy of Silence, and Lost and 
Found, have already generated strong 
interest, with preview screenings 
receiving an enthusiastic response. These 
collaborations underscore the creative 
ambition and high production values that 
continue to position KCGM as a leading 
content partner in the region.

KC GLOBAL MEDIA’S VISION FOR THE 
FUTURE
As the media landscape continues to 
evolve, KCGM is poised to remain at the 
forefront by staying agile, innovative, 
and audience-focused. With its 
accomplishments in 2025, the company is 
better positioned than ever to capitalize on 
new opportunities across Asia and beyond.

By continuing to invest in high-quality 
content, strengthen regional partnerships, 
and adapt to new formats and platforms, 
KCGM isn’t just keeping pace with the 
industry, it’s shaping what comes next. 
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LLMS IN ACTION: 
ENHANCING TIME-SYNCED SUBTITLES FOR FILE-BASED 
& LIVE CONTENT

A BROADCASTER’S GATEWAY 
TO GLOBAL REACH

In today’s broadcast and OTT landscape, 
subtitles have evolved beyond mere 
compliance requirement; they are 
essential for connecting with international 
audiences. By providing accessibility, 
subtitles open up new markets. However, 
audiences can quickly notice when 
subtitles lag, feel awkward, or fail to 
match the natural rhythm of speech. Such 
issues can undermine viewer trust and, 
ultimately, brand credibility. 

While traditional neural machine 
translation (NMT) has facilitated subtitle 
localization, it has inherent limitations. 
As NMT processes each segment 
independently, it cannot retain the full 
context of conversations. This results 
in translations that may feel clumsy or 
disjointed, particularly in fast-paced live 
environments where accuracy and timing 
are critical. Large Language Models (LLMs), 
on the other hand, provide a more holistic 
approach, allowing for smoother and 
more coherent translations that resonate 
better with viewers. 

THE TIME SYNCHRONIZATION 
CHALLENGE

A typical subtitle localization workflow 
begins with transcribing spoken content 
and segmenting it using time codes. Each 
segment is translated separately before 

being reassembled into a complete 
subtitle track. This process introduces 
two major challenges. First, without a 
broader transcript, translations may 
lack coherence and lose the intended 
meaning. Second, subtitles may not align 
smoothly with the speaker’s rhythm, 
and as a result, disrupting the viewing 
experience.

For live localization, the challenges 
intensify. Since traditional NMT systems 
cannot carry translation history forward, 
and treat each segment in isolation, 
thus hindering fluent and consistent 
subtitles throughout the program. For 
broadcasters, these limitations lead to 
increased manual intervention, higher 
costs, and the risk of losing audiences due 
to poor quality.

HOW LLMS TRANSFORM 
SUBTITLE LOCALIZATION

LLMs address these challenges by 
processing the entire transcript along 
with timestamps, rather than in isolated 
fragments. This holistic approach enables 
them to generate coherent and natural 
translations across segments while 
ensuring precise synchronization with 
time codes.

In live broadcasts, LLMs can dynamically 
reference the translation history, allowing 
for real-time subtitles refinement and a 
smooth viewing experience. For viewers, 

the difference is evident: subtitles flow 
naturally and stay perfectly in sync, all 
while the process remains fast and 
scalable for broadcasters.

WHY THIS MATTERS 
FOR BROADCASTERS

The implications for broadcasters and 
OTT platforms are significant. LLMs 
improve translation quality by producing 
human-like subtitles that are tightly 
synchronized with audio. They also make 
large-scale subtitling more affordable, 
as smaller models such as AWS Nova 
and Qwen-MT have shown that they 
can deliver excellent results at a lower 
computational cost. Moreover, LLMs 
can support terminology intervention, 
guiding the use of predefined glossaries 
for specialized or technical terms, which 
is essential in fields like sports, legal 
programming, or technical content.

Equally important, LLM-based workflows 
are adaptable to both file-based 
operations, such as OTT library 
localization, and live events, including 
sports and news. This versatility allows 
broadcasters to scale their localization 
efforts without sacrificing quality or 
inflating operational budgets.

CHALLENGES TO KEEP IN MIND

Like any emerging technology, LLMs 
come with challenges. They may 
occasionally produce inaccurate or 
fabricated text, a phenomenon often 
described as “hallucination”. This risk 
can be mitigated through careful input 
design and monitoring, but it remains 
a consideration. Latency is crucial, 
especially in live broadcasting where every 
second counts, and systems must deliver 
translations at near-instant speed. Finally, 
the computational resources required 
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by Andy Chang
Chief Technology Officer, AMT

ASIASAT MEDIA TECHNOLOGY LIMITED (AMT), a subsidiary of AsiaSat, specializes in 
innovative media technology solutions designed specifically to enhance media and broadcast 
capabilities throughout the Asia-Pacific region. AMT’s advanced services include high-quality 
live-streaming, AI-driven localization, and comprehensive broadcasting technologies, addressing 
the evolving dynamics of the video ecosystem in close partnership with broadcasters across the 
region.

for large models can be significant, 
necessitating a balance between quality 
and efficiency. Many broadcasters are 
now exploring hybrid approaches that 
combine the fluency of LLMs with the 
cost-efficiency of NMT, creating reliable 
and practical workflows.

FUTURE HORIZONS FOR BROADCAST 
LOCALIZATION

The possibilities extend beyond subtitles 
alone. LLM-driven workflows can also 
facilitate dubbing by generating natural, 
time-aligned scripts for voiceovers. With 
open-source transcription tools such 
as Whisper, paired with smaller LLMs, 
the entire localization pipelines can be 
operated on-premises. This reduces 
dependence on cloud infrastructure, 
enhances data security for sensitive 
content, and lowers operating costs.

Looking ahead, multimodal LLMs that 
integrate audio, video, and text, promise 

an even richer contextual understanding 
of content. This evolution could unlock 
subtitling and dubbing experiences that 
feel seamless and intuitive, driving deeper 
engagement with global audiences.

SUMMARY

For Asian broadcasters and OTT 
platforms, LLMs represent more than 
a technical upgrade. They address the 
long-standing timing and context issues 
of traditional NMT, enabling the delivery 
of high-quality, synchronized subtitles 
at scale. The outcome is a smoother 
viewing experience, reduced operational 
costs, and greater confidence in content 
readiness for global distribution.
LLMs are not just aiding audiences in 
understanding the words on screen; 
they are enhancing subtitles credibility, 
engagement, and future readiness for a 
global stage. 
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AI IN OTT: 
FROM BUZZWORD TO BACKBONE IN APAC STREAMING

Asia-Pacific (APAC) is quickly becoming the 
world’s most dynamic and diverse region 
for streaming media. Home to over half 
the global population, APAC encompasses 
a vast spectrum of languages, cultures, 
and digital maturity levels. From 
mobile-first consumers in Southeast Asia 
to high-speed broadband households 
in South Korea and Japan, the region 
presents both immense opportunity and 
operational complexity for OTT platforms.

The OTT market in APAC is projected to 
exceed $100 billion by 2026, driven by 
rising smartphone penetration, expanding 
internet access, and a growing appetite for 
local and regional content. Yet, this growth 
comes with challenges: fragmented 
audiences, multilingual content demands, 
and fierce competition from global and 
regional players. In this environment, 
artificial intelligence (AI) has evolved 
from a buzzword to key industry tool, 
powering the next wave of innovation in 
content discovery, personalisation, and 
operational efficiency.

CONTENT DISCOVERY: 
SOLVING THE VISIBILITY CHALLENGE

In APAC, viewers navigate content 
across dozens of languages and genres, 
so discovery is a common hurdle. AI 
is helping platforms address this by 
automating metadata generation, 
enriching content tags, and improving 

searchability. Tools that analyse video 
frames, audio, and transcripts can now 
generate contextual metadata, making it 
easier to surface niche or regional content 
that might otherwise remain buried.

This is particularly valuable in markets like 
India or Indonesia, where local-language 
content is booming but often 
under-indexed. Some enterprise-grade 
platforms, including Brightcove’s own AI 
Content Suite support automated tagging 
and multilingual metadata enrichment to 
improve discoverability across fragmented 
audiences.

PERSONALISATION: 
BEYOND THE ALGORITHM

Personalisation has long been a priority 
for OTT services, but AI is now taking 
personalisation to new levels. Instead of 
relying solely on viewing history, recent AI 
solutions incorporate behavioural signals, 
such as scroll patterns, watch duration, 
and device usage, to deliver more tailored 
recommendations. 

In APAC, where mobile-first consumption 
dominates and user preferences vary 
widely, this level of granularity is essential. 
AI enables platforms to tailor not just 
what content is recommended, but how 
it’s presented, optimising thumbnails, 
playback settings, and even ad formats 
based on individual user profiles.

Some platforms are experimenting 
with AI-generated trailers and highlight 
reels, customised for different audience 
segments. Others are using AI to 
dynamically adjust content delivery based 
on bandwidth and device type, ensuring 
a smoother experience across urban and 
rural regions.

OPERATIONAL EFFICIENCY – SCALING 
SMART

Behind the scenes, AI is transforming 
how OTT platforms manage operations. 
Automated editing, subtitling, and dubbing 
are reducing production timelines and 
costs, especially important in APAC’s 
multilingual markets. AI-driven tools can 
now generate voiceovers in multiple 
languages, enabling faster localisation and 
broader reach. 

AI is also being used to monitor stream 
quality, detect playback issues, and flag 
potential piracy. These capabilities help 

platforms maintain service reliability while 
minimising manual intervention.

At Brightcove, we are introducing 
features like AI-powered content clipping, 
multilingual dubbing, and the metadata 
optimiser to help media companies 
repurpose long-form content into 
short-form assets for mobile and social 
platforms. These tools are particularly 
useful for broadcasters and creators 
looking to scale their output without 
expanding their teams.

WHY APAC NEEDS AI MORE THAN EVER

The APAC region presents a unique mix of 
opportunity and complexity. With over two 
billion internet users, rapid smartphone 
adoption, and a surge in local content 
production, OTT platforms must be agile 
and scalable. AI provides the tools to meet 
these demands, whether it’s optimising 
ad targeting, improving user retention, or 
streamlining content workflows.
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by Facundo Alvarez Morales
Product lead, Brightcove

BRIGHTCOVE creates the world’s most reliable, scalable, and secure streaming technology 
to build a greater connection between companies and their audiences. With two Technology 
and Engineering Emmy® Awards for innovation, Brightcove’s intelligent video platform enables 
businesses to sell to customers more effectively, media leaders to stream and monetize content 
more reliably, and every organization to communicate with team members more powerfully. 
Visit www.brightcove.com.

Moreover, AI helps smaller players 
compete with global giants by automating 
tasks that would otherwise require large 
teams. It enables regional platforms 
to deliver high-quality, personalised 
experiences without the overhead of 
traditional production and engineering 
resources.

LOOKING AHEAD 

As we move into 2026, AI has evolved from 
a futuristic concept into a foundational 
element of modern OTT strategies across 
APAC. It’s reshaping everything from 
content discovery and personalisation to 
operational efficiency and monetisation.
For OTT providers, the question is no 
longer whether to adopt AI, but how 

to embed it meaningfully into their 
workflows. At Brightcove, we’re continuing 
to invest in AI tools that deliver real 
value to our customers, whether by 
growing reach and engagement or by 
simplifying and scaling complex workflows. 
The platforms that thrive will be those 
that harness AI not just to optimise 
performance, but to deepen engagement, 
broaden reach, and deliver measurable 
value to increasingly diverse and 
demanding audiences. 

https://www.brightcove.com/en/
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by Yann Corquex
VP, Entertainment, StarHub

STARHUB is a leading homegrown Singapore company that delivers world-class 
communications, entertainment and digital services. With our extensive fibre and wireless 
infrastructure and global partnerships, we bring to people, homes and enterprises quality mobile 
and fixed services, a broad suite of premium content, and a diverse range of communication 
solutions, with a commitment to conducting our business in a sustainable and environmentally 
responsible manner. 

FROM SUBSCRIPTION TO CONNECTION 
RETHINKING THE FREEMIUM FUTURE 
OF ENTERTAINMENT

The way people enjoy entertainment is 
changing once again. 

If you missed the previous episodes 
of our transformation journey, here is 
a quick recap’ of what we have been 
working on. We removed the traditional 
boundaries between traditional television 
and OTT streamers. We fully adopted 
streaming technology and merged the 
experience into one unified interface 
allowing users to switch from our content 
to third party content seamlessly. That’s 
now commonly called super aggregation.

Moving forward to today, we need to 
further adapt to attract audiences from 
younger age groups, the segments that 
are looking for more flexibility and not 
willing to commit to any contract duration. 
With their attention span reduced, our 
content formats also need to evolve 
towards shorter form, made for mobile 
and allowing users to control their viewing 
format and experience, from short 
and vertical on mobile to longer and 
horizontal when at home. Same content, 
different experience. 

But also, same platform but different 
monetisation models.

What used to be about owning or 
subscribing has become about choice, 
flexibility and relevance. Viewers today are 
not just customers. They are participants 
in an experience where time, attention 

and trust are the real currencies.

At StarHub, we see this shift not as a 
business challenge but as an opportunity 
to build deeper connections. It is about 
understanding people, not just content.

THE RISE OF 
THE FREEMIUM GENERATION

Streaming is no longer defined by who 
has the biggest library. It is defined by 
who understands the audience best. 
As more global platforms introduce 
ad-supported options and local players 
open access to free content, a new 
“freemium” ecosystem is taking shape.

For us, this means creating value for 
every kind of viewer. Some may pay with 
subscription, others with attention. What 
matters is that everyone feels seen and 
included. We want to make entertainment 
easy to access, simple to enjoy and 
genuinely personal.

PARTNERSHIP THAT 
EXPANDS POSSIBILITIES

Our partnership with Mediacorp is a 
major step in this direction. Together, 
we are combining the best of local and 
global content so that audiences can 
move freely between worlds, from a 
Premier League match to a local drama 
on mewatch, without barriers.

Beyond entertainment, this partnership 
opens new ways for advertisers to 
engage meaningfully with audiences. By 
combining reach, insight and creativity, we 
help brands connect with people in more 
relevant and respectful ways.

ADVERTISING WITH INTENTION

Advertising has often been seen as 
the cost of free content. We believe it 
can be something better — a bridge 
that connects viewers with stories and 
experiences they might actually enjoy.

Through smarter targeting and data 
insights, we can ensure every message 
lands with purpose and context. The 
aim is not more ads, but better ones. 
When done right, advertising enhances 
discovery and deepens engagement. 
It becomes part of the story, not a 
distraction from it.

DATA, AGENTS 
AND THE ART OF CURATION

With so much content available, the 
real challenge today is not access 
but choice. That is why StarHub is 
developing intelligent “agents” that help 
people find what they want faster and 
more intuitively. These systems learn 
from viewing habits and moments of 
engagement to suggest what truly fits 
each person.

Imagine turning on your TV and 
being greeted not by menus, but by 
recommendations that reflect your mood, 
your favourites and your interests. That 
is where entertainment is headed, and 
where StarHub is leading.

THE FUTURE IS FREEMIUM, BUT HUMAN

The next chapter of entertainment will 
not be about what is free or paid. It will be 
about what feels right for each individual. 
Technology plays a role, but empathy will 
make the difference.

At StarHub, we believe the best 
connections are not transactional. 
They are human. Every show, every ad, 
every touchpoint is a chance to make 
someone’s day a little brighter or easier.

As we continue building this freemium 
future, our focus remains the same - to 
create experiences that matter, powered 
by data, designed with care and guided by 
what people truly need. 
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“People would rather watch cows chew 
grass for 30 seconds, than watch 50% of 
TV advertisements.”1 In a world saturated 
with content, this scathing yet memorable 
observation from recent research 
underscores a critical truth facing today’s 
marketers; audiences are overwhelmed, 
desensitized, and disengaged. The days of 
relying on formulaic, product-led videos 
and passive TV spots to generate impact 
are long gone. In their place, a new gold 
standard has emerged: emotionally driven 
storytelling that delivers value to audiences 
first, and results to brands as a natural 
consequence.

THE ATTENTION CRISIS 
AND THE HUMAN RESPONSE
At BBC StoryWorks, the branded content 
team for BBC Studios, we’ve made it 
our mission to understand and address 
the modern attention crisis. The BBC is 
founded on a core public service promise 
to our audiences; to educate, inform and 
entertain, it’s in our DNA and we have 
managed to sustain a 100-year strong 
relationship with them through keeping 
that promise. We take that as seriously 

in our commercial work as we do our 
editorial, because that relationship is rock 
solid proof that it works. We’ve survived 
massive technological transitions, from 
our first broadcast in 1922 through radio, 
to today’s platform multiplicity, where 
global audiences are more time poor 
and more discerning than ever. They 
skip, scroll, and block anything that feels 
overtly transactional, and are burned out 
from the excessively partisan views and 
stories artificially amplified by their feeds. 
Audiences aren’t looking for more content, 
they are looking for aggressively curated 
experiences that cut out the noise, from 
voices that they can really trust. Voices 
who tell the stories that start conversations 
and shift perspectives, telling stories that 
matter to them in a way that broadens, not 
narrows their point of view. 

We also know that consumers are just as 
open to these stories from brands as they 
are from our journalistic colleagues, as 
long as the brand labelling is clear.2 That’s 
why BBC StoryWorks approach to branded 
content begins not with the brand, 
but with content that brings the brand 
message to life through storytelling. 

We’re not alone in recognising this shift. 
Marketers across sectors, from pharma 
to finance and tourism to tech, are being 
pushed to find deeper, more human 
ways to reach their audiences. But while 
many accept that storytelling matters, few 

THE ATTENTION CRISIS: 
WHY BRANDS MUST STOP TALKING 
AND START STORYTELLING
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understand why emotional storytelling 
works so well, or how to do it in a way that 
truly delivers.

EMOTION = LONG-TERM 
MEMORY RETENTION
Neuroscience has confirmed what 
storytellers have always known: Emotion 
is the key to being remembered. At BBC 
Storyworks, through our proprietary 
Science of Engagement technology, we 
run micro muscle facial analysis combined 
with implicit and explicit response testing 
for our branded content to understand 
the real emotional journey our audiences 
go on. We’ve combined this emotional 
curve with lab testing in audiences across 
the world to understand how peaks 
of emotion trigger long term memory 
encoding, confirming what all storyteller’s 
know instinctively, peaks of emotion don’t 
just capture fleeting attention; they are 
70%3 more likely to trigger long-term 
memory encoding, meaning a brand is 
recalled at the critical point of purchase or 
decision-making. Our industry’s collective 
challenge isn’t to rack up views, but to 
create meaningful moments that audiences 
care about, to really engage their attention 
and deserve their time, and science shows 
that those moments are powered by 
emotion, not by logos or taglines. 

FROM CASE STUDIES 
TO CATEGORY PROOF
We’ve done ten years’ worth of branded 
content analysis and time and again, 
campaigns across industries have 
demonstrated the impact of shifting 
from corporate messaging to human 
storytelling. Whether it was a fintech 
platform highlighting small business 
resilience, a nation branding campaign 
showcasing individual innovation or a 
B2B science brand aligning itself with 
bravery and breakthrough, the principle is 
consistent: when brands make people feel, 
they make themselves memorable.

And the results aren’t limited to consumer 
categories. In B2B, where purchase cycles 
are long and decisions are complex, 
emotion is arguably even more important. 
Buyers are only “in-market” about 5% of 
the time. If your brand is to be recalled 
when the moment of consideration finally 
arrives, it needs to have left an emotional 
imprint beforehand. Data-led feature lists 
alone can’t achieve that.

As Maya Angelou so powerfully said… “I've 
learned that people will forget what you said, 
people will forget what you did, but people 
will never forget how you made them feel.” 

1	 Research from System1 and eatbigfish
2	 1 BBC x Element Human Science of engagement report, BBC 2020
3	 BBC x Element Human Science of engagement report, 2021

by Nicola Eliot
Vice President, BBC StoryWorks, Asia

BBC STUDIOS is the BBC’s global content company. Able to take an idea seamlessly from thought 
to screen and beyond, the business is built on two operating areas: the global Content Studio, which 
produces, invests and distributes content globally, and Channels & Streaming, with BBC branded 
channels, services, digital news platform BBC.com and joint ventures in the UK and internationally. 
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The approaching festive season 
traditionally brings a wave of new 
programming and video content for 
consumers to enjoy. And in today’s digital 
age, much of it is delivered via streaming 
platforms, attracting a significant number 
of global viewers as a result.

The abundance of video content on offer 
and channels available across a variety 
of platforms has enabled more flexible 
viewing habits, with streamers able to 
easily switch between programming. 
While this is great news for audiences, 
for advertisers, grabbing attention in a 
crowded landscape can become a serious 
challenge.

However, within every challenge lies an 
opportunity and a host of innovative 
advertising formats enabled by streaming 
platforms and Connected TV (CTV) are 
now offering advertisers the chance to 
reach audiences and build engagement 
in different ways. New research from the 
FreeWheel Viewer Experience Lab explores 
these formats and how they resonate with 
audiences.

THE NEW AD FORMATS EXPLAINED

While the 30-second ad remains a staple, 
several new formats are gaining traction 
around the world:

IDLE-TIME ADS 
These include pause ads, shown when 
viewers pause content, as well as native 
ads, which appear on the home screen 
during content browsing. These formats 
reach viewers without increasing ad break 
lengths, making them a win-win for both 
sides.

IN-CONTENT ADS 
Innovations include frame ads (often 
L-shaped) and lower-third ads which 
appear during programming, occupying 
part of the screen without interrupting the 
viewing experience.

INNOVATIVE AD FORMATS IN STREAMING: 
BALANCING ENGAGEMENT 
& VIEWER EXPERIENCE

INTERACTIVE & SHOPPABLE ADS 
These are the newer ad formats which 
appear during traditional ad breaks and 
include quizzes or games controlled 
via remote, or QR codes which viewers 
can scan using a smartphone to access 
product information and purchase 
options.

Which of these formats you see, and 
how often, depends on where you live. 
FreeWheel's research shows different 
levels of adoption in different geographies; 
with native ads most commonly seen in 
Europe by 56% of viewers, and shoppable 
ads more widely used in the US (66%).

STRATEGIC PLACEMENT MATTERS

To maximise impact, advertisers must 
consider when and where to use these 
formats. Ads shown during idle moments  
— like pause and native ads — are best 
received, with 58% and 56% of European 
viewers respectively saying they fit 
seamlessly into the viewing experience. 
These formats offer a chance to engage 
viewers when they’re not fully immersed in 
content.

When carefully managed, formats like 
frame ads and lower-third ads work well 
with live content, such as sports, where 
they mimic scoreboards or captions and 
preserve the flow of programming.

Interactive ads also show promise. Viewers 
are 80% more likely to seek information 
online after seeing a shoppable ad 
compared to a standard mid-roll ad. 
Even if they don’t act immediately, these 
ad formats increase brand awareness and 
consideration.

AVOIDING OVEREXPOSURE

Despite their potential, advertisers must 
be cautious not to overuse innovative 
formats. What starts as novel can quickly 
become an annoyance. For instance, while 
shoppable ads are seen as cutting-edge, 
frequent exposure in the US has led to 
diminished perceptions.
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https://www.freewheel.com/insights/reports/freewheel-viewer-experience-lab-innovative-ad-formats-in-streaming
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by Alvin Tan
Commercial Director, APAC, FreeWheel

FreeWheel empowers all segments of the streaming advertising ecosystem. We are structured 
to provide the full breadth of solutions the advertising industry needs to achieve their goals. We 
provide the technology, data enablement and convergent marketplaces required to ensure buyers 
and sellers can transact across all screens, across all data types, and all sales channels, in order to 
ensure results for marketers.

The research shows that more than one 
innovative ad format per programme can 
create an intrusive environment. Three 
formats increase perceived intrusiveness 
by 14%, and five formats reduce content 
engagement by 7%.

BEST PRACTICES FOR ADVERTISERS

Innovative ad formats are an opportunity 
for advertisers to get their message across 
in new ways, and to avoid disrupting 
programming as a typical ad break might.
But advertisers must be aware that the 
quantity, quality, and relevance of the ad 
experience matter. Limiting the number of 
new ad formats within breaks can preserve 
the viewer experience and the novelty of 
the format.

By working with quality partners who 
understand how to deploy these formats 
effectively can help brands stand out 
without disrupting the viewer 
experience. 
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by Yogesh Sehgal
Director, Platform Partnerships APAC, Index Exchange

INDEX EXCHANGE is a global advertising supply-side platform enabling media owners to 
maximise the value of their content on any screen. As a trusted partner and ally, we connect 
leading experience makers with the world’s largest brands to ensure a quality experience for 
consumers. To learn more, visit: www.indexexchange.com/au or @indexexchange.

Video advertising across the Asia-Pacific 
(APAC) region is evolving quickly as 
streaming platforms, Connected TV 
(CTV), and digital video channels redefine 
audience engagement. In this dynamic 
landscape, sell-side decisioning (SSD) is 
becoming a key driver of smarter, more 
efficient monetisation. It empowers 
publishers and supply-side platforms 
(SSPs) to optimise video inventory 
upstream, applying intelligence closer to 
the impression to enhance performance 
and transparency.

EVOLVING BEYOND 
THE VIDEO AUCTION

For much of programmatic history, 
decisioning has primarily taken place 
on the buy side, with DSPs determining 
targeting and pricing. The sell side’s role 
was to make inventory available. Today, 
this balance is shifting as video becomes 
the dominant ad format across the region.

Modern SSPs now have the ability to 
process and evaluate millions of streaming 
ad opportunities in milliseconds. By 
analysing rich video signals — such as 
player size, content type, genre, and ad 
placement — SSPs can optimise inventory 
before a bid request is even sent. This 
ensures that buyers receive higher-quality, 
contextually relevant video supply that 
aligns with their campaign goals.

As video viewership across APAC continues 

to surge, especially in mobile-first 
and streaming environments, these 
improvements in precision and efficiency 
are reshaping how both sides of the 
transaction create value.

MAKING VIDEO SIGNALS
WORK HARDER

Sell-side decisioning allows publishers 
to activate and enrich the signals they 
already hold. These include content-level 
metadata such as genre, channel, as well 
as contextual and attention-based cues 
that indicate quality viewing environments.

By applying intelligence to these 
video-specific signals, SSPs can filter 
out low-value impressions, and surface 
premium video inventory that meets buyer 
expectations for performance and brand 
safety.

For advertisers, this means stronger 
outcomes through better alignment 
between creative and context. For 
publishers, it creates more transparent, 
data-driven monetisation while maintaining 
control of their video environments and 
user experience.

INFRASTRUCTURE AND 
COLLABORATION

Advances in cloud computing and edge 
decisioning have made it possible to run 
sophisticated models within the few 

ENABLING SMARTER VIDEO MONETISATION
THROUGH SELL-SIDE DECISIONING

milliseconds before a video ad opportunity 
is auctioned. SSPs can deploy algorithms 
that assess factors such as viewer 
attention potential, device type, and ad 
length suitability — without interrupting 
the streaming experience.

This real-time intelligence complements 
DSP optimisation rather than competing 
with it. When both sides work from 
cleaner, more informative video signals, 
campaign efficiency and delivery quality 
improve across platforms, particularly in 
fragmented CTV and OTT ecosystems.

A SMARTER FUTURE 
FOR VIDEO ADVERTISING

As privacy regulations strengthen and 
audience data becomes more protected 
across APAC, sell-side decisioning provides 
a path forward that balances innovation 

with responsibility. It enables publishers to 
leverage first-party and contextual video 
data effectively while giving advertisers 
access to higher-quality, privacy-safe 
supply.

The future of programmatic video 
advertising lies in collaboration. When the 
sell side has the tools to shape outcomes 
— not just respond to them — innovation 
scales with the value it delivers. By bringing 
intelligence closer to the impression, 
sell-side decisioning is helping transform 
video advertising in APAC into a faster, 
fairer, and more performance-driven 
ecosystem for all. 

https://www.indexexchange.com/au/
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As over-the-top (OTT) consumption 
continues to surge across Southeast Asia, 
publishers and advertisers are turning 
to advanced ad tech to unlock new 
revenue streams and improve campaign 
performances.

According to Magnite’s latest 2025 
Streams & Screens report, Indonesia, in 
particular, is seeing a rapid acceleration in 
Connected TV (CTV) adoption, with at least 
73% of viewers in Indonesia watching 
content on smart TVs. 

ADVANCING THE PUBLISHER AD TECH 
STACK

In this context, one of Indonesia’s 
leading streaming platforms Vidio, part 
of Emtek Media, and home to major 
sports broadcasts such as the FIFA World 
Cup and English Premier League, has 
set the benchmark for effective OTT 
monetisation. With over 50 million 
monthly active users, and more than 
two billion monthly ad impressions, 

Vidio partnered with Magnite to address 
inefficiencies in its legacy ad stack and 
unify direct-sold and programmatic 
demand.

The ad server is a particularly strategic 
component in the advertising stack and 
Vidio’s original solution relied on manual 
decisioning and waterfall prioritisation 
that served its purpose during Vidio’s 
early growth phase. In addressing 
limitations of managing demand sources 
effectively and maximising revenue, Vidio 
sought to decrease:

1. Revenue loss from VAST 303 errors
2. Latency from non-unified auctions
3. Constraints around ad deduplication 

and competitive separation
4. Constraints around setting 

differentiated pricing for premium 
inventory

REVOLUTIONIZING OTT MONETIZATION: 
VIDIO’S SUCCESS WITH SPRINGSERVE

Enter Magnite’s SpringServe mediation 
technology. Providing a holistic yield 
management solution, the collaboration 
enabled Vidio to eliminate VAST 303 
errors, reduce latency, boost yield, and 
streamline operations, resulting in an 80% 
increase in the volume of daily monetised 
impressions. Mediation has enabled Vidio 
to maximise revenue, where real-time 
competition among multiple demand 
sources, ensured Vidio receive the highest 
CPM available for each impression.

DRIVING BETTER OUTCOMES FOR 
ADVERTISERS

Not forgetting advertisers, a notable 
example of the impact of this technology 
was seen with leading FMCG brand 
Unilever, which became the first brand 
in Indonesia to run a scaled mediation 
campaign on Vidio’s environment, 
powered by SpringServe technology. 
Real-time campaign optimisation was 
enabled through Magnite’s transparent 
reporting tools, allowing Unilever to 
leverage SpringServe’s dynamic reporting 
and auction transparency to fine-tune 

targeting, pacing, and frequency in near 
real-time. Together, Unilever, Vidio and 
Magnite set a new benchmark for OTT 
advertising performance in Indonesia.

The campaign achieved a completion 
rate of over 92%, outperforming regional 
benchmarks by 80%. The viewability rate 
surpassed 70%, ensuring high-quality 
brand exposure across all screens and 
meeting Unilever’s own standards. 

This enabled Unilever to scale and 
maximize reach within Vidio’s premium 
CTV environment, delivering deeper 
brand engagement. Ad load times also 
improved, which helped reduce bounce 
rates and enhance the overall viewer 
experience.

From a business perspective, the 
campaign improved ROI and view-through 
rates, driving a strong uplift in brand 
health metrics including awareness, 
favourability, and intent. The success 
also strengthened Unilever’s internal 
case for shifting more of its budget 
towards open-internet OTT and CTV 
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Source: Magnite (2025). Streams & Screens: Indonesia 

Source: Magnite (2025). Streams & Screens: Indonesia 

https://www.magnite.com/research/streams-screens-indonesia
https://www.magnite.com/research/streams-screens-indonesia
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by Mete Bargmann
Senior Director, Business Development, JAPAC, Magnite

We're Magnite (NASDAQ: MGNI), the world’s largest independent sell-side advertising company. 
Publishers use our technology to monetize their content across all screens and formats, including 
CTV, online video, display, and audio. The world’s leading agencies and brands trust our platform 
to access brand-safe, high-quality ad inventory and execute billions of advertising transactions 
each month. Magnite has offi ces across North America, EMEA, LATAM, and APAC.
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buys in Indonesia. Most importantly, it 
demonstrated how Vidio as Indonesia’s 
leading OTT can provide a scalable and 
performance-driven OTT environment, 
optimising audience reach while 
maintaining a positive and premium ad 
experience.

SPRINGSERVE’S EVOLVING ROLE IN 
OTT AND CTV

As streaming continues to grow and 
advertising models mature, publishers 
need tools that simplify operations while 
balancing direct and programmatic 
demand. SpringServe supports this by 
providing capabilities such as inventory 
routing, customized ad experiences, 
and advanced podding logic, while also 
enabling competition between direct and 
programmatic campaigns.

The latest version of SpringServe has 
unified ad serving and mediation with 
Magnite Streaming’s programmatic tools 
in a single interface. It also incorporates 

Magnite Access, offering a privacy-first 
approach to onboarding and activating 
audience data seamlessly across the 
platform.

By consolidating these platforms, 
publishers and buyers work through 
fewer layers, helping them adapt more 
efficiently to the increasing complexity of 
the CTV and OTT advertising market. 

For more Magnite insights on the future 
of OTT and CTV, download the latest 

research, Streams & Screens: Indonesia.
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EFFICIENCY: 
THE KEY TO SUSTAINING CTV GROWTH IN APAC

Connected TV (CTV) continues to expand 
rapidly across Asia Pacific as more 
viewers move from linear broadcasting 
to streaming. Yet even as ad spend 
accelerates, audience growth is beginning 
to slow. The U.S. has already reached 
critical mass, with 83% of consumers 
watching streaming content and APAC will 
soon follow.

This marks a turning point. Early CTV 
growth was powered by new audiences, 
driving higher ad impressions and 
revenue. As that expansion plateaus, 
publishers must look beyond scale. 
Sustaining success now depends on 
efficiency, transparency, and advertiser 
value.

Competing on price risks a race to the 
bottom. Instead, APAC publishers have an 
opportunity to establish smarter, more 
sustainable models. Acting early can 
protect long-term revenues and reinforce 
CTV’s position as a premium medium.

CREATING VALUE THROUGH CONTEXT

To thrive in a maturing market, every 
impression must count. Programmatic 
technology and AI enable publishers to 
deliver ads that match what viewers are 
watching, increasing both relevance and 
performance.

For example, a cooking show scene might 
trigger ads for cleaning products, coffee, 

or dental care. AI-driven contextualisation 
connects ads to on-screen moments in 
real time, making them more meaningful 
and engaging.

When ads complement the content, 
viewers pay more attention and 
advertisers pay premium CPMs. This 
alignment boosts both viewer experience 
and publisher yield.

The potential is even greater in live 
events and sports, where emotion drives 
engagement. Brands can appear during 
positive moments — a goal, a milestone, 
a victory — while avoiding unfavourable 
ones. This emotional synchrony builds 
stronger brand associations and makes ad 
spend work harder.

TRANSPARENCY BUILDS TRUST 
AND REVENUE

Advertisers across APAC increasingly 
expect the same transparency from CTV 
that they get in digital and linear media. 
But “transparency” can mean different 
things: clearer reporting on reach and 
frequency for some, or visibility into 
content and placement for others.

CTV’s data-rich environment offers 
addressability through device and 
household identifiers, but privacy laws 
differ across APAC, from Singapore’s PDPA 
to Australia’s Privacy Act and emerging 
rules in India and Indonesia. Publishers 

must balance data sharing, compliance, 
and commercial protection carefully.

Providing advertisers with show-level 
metadata or category insights helps 
them make informed decisions while 
preserving publisher control. And greater 
transparency doesn’t have to hurt 
revenue, it can increase it.

When advertisers know where their 
ads appear, they’re willing to pay more. 
Premium content can command higher 
CPMs, offsetting lower prices elsewhere. 
The result mirrors the display market’s 
evolution a decade ago, when recognising 
the value of below-the-fold inventory 
unlocked new growth. Transparency 
builds trust, lifts pricing, and strengthens 
long-term relationships.

EFFICIENCY AS A GROWTH STRATEGY

Markets like Australia, Japan, and 
Southeast Asia are still in a high-growth 
stage, but the U.S. trend shows what’s 
ahead. The next phase of CTV expansion 
will be driven by efficiency, not scale.

Publishers should focus on maximising 
the value of every second of inventory 
improving delivery, measurement, and 

advertiser outcomes. By combining 
contextual intelligence, programmatic 
precision, and transparent data practices, 
APAC broadcasters and streaming 
platforms can future-proof their 
businesses.

The goal is not to sell more impressions, 
but to sell better impressions, those that 
deliver measurable impact and trusted 
environments for brands.

LOOKING AHEAD

As audience growth steadies, the most 
successful CTV players will think beyond 
volume. Efficiency will be the new 
growth engine powered by innovation, 
transparency, and intelligent monetisation.

Change is inevitable, but with the right 
focus today, APAC publishers can shape 
a future defined not by expansion, but by 
smarter, more effective value creation. 

by Chris Mottershead
Commercial Director - JAPAC, Publica by IAS

Integral Ad Science (IAS) is a leading global media measurement and optimisation platform 
that helps advertisers, publishers, and media platforms achieve superior results through 
actionable data. IAS ensures ads are viewed by real people in safe, suitable environments, 
enhancing return on ad spend and yield.
Publica by IAS is a premier CTV ad platform partnering with the world’s largest broadcasters, 
TV manufacturers, and OTT apps to maximize revenue across CTV inventory.
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MICRO-DRAMAS ARE 
RESHAPING APAC VIEWING. 
PUBLISHERS SHOULD PAY ATTENTION.

Premium publishers across APAC are 
operating in a market where audience 
behaviour is shifting faster than ever. 
Short-form storytelling has moved from 
a side format to a primary mode of 
entertainment, and it’s happening at a 
scale that’s hard to ignore. 

China is the clearest signal of that shift. 
Its micro-drama industry recorded more 
than 576 million viewers last year and 
close to seven billion dollars in revenue 
— numbers that already exceed cinema 
box office returns1. That level of growth 
doesn’t stay contained to one market for 
long. 

Across Southeast Asia, audiences are 
spending more than an hour a day 
watching short-form content, particularly 
in the Philippines, Thailand and 
Indonesia2. These aren’t passive scrolls; 
they’re intentional viewing patterns. And 
in an inherently mobile first region like 
APAC, much of that viewing happens on 
handheld screens, which creates room for 
more vertical video and mobile friendly 
ad formats that premium publishers 
can easily support through their existing 
technology partners. 

Many of the fastest-growing platforms in 
the region aren’t global players. They’re 
local ecosystems built around regional 
stories, like Viddsee in Singapore or 
KaryaKarsa in Indonesia3, proving that 
professionally produced short-form 
audiences don’t just exist - they return. 

What stands out is how quickly this 
category has professionalised. The most 
successful platforms don’t operate like 
UGC feeds. They use structured story 
arcs, cliffhangers and episodic formats 
that pull viewers from one instalment to 
the next. The Digiday analysis of global 
micro-dramas found that six of the top 
apps worldwide originated in Singapore, 
showing how influential APAC has 
become in shaping the category4. This 
isn’t borrowed behaviour. It’s a format the 
region helped define. 

But before publishers decide whether 
microcontent is worth their time, it’s 
worth stating the obvious: premium isn’t 
about length. It’s about context, craft and 
accountability. It’s content with editorial 
standards, professional production, clear 
IP ownership and environments where 
brands know what they’re buying. That has 
always separated premium video from the 

volatility of social platforms, and it doesn’t 
change just because the runtime drops to 
two minutes. 

We’ve seen this dynamic before. FAST 
channels were once dismissed as a fringe 
format. But when premium publishers 
leaned in with real programming, curated 
channels and proper storytelling, they saw 
reach and new revenue streams emerge 
almost overnight. Short-form is a similar 
opportunity. The audience is already 
there. The demand is already visible. The 
only missing ingredient is the premium 
end of the ecosystem. 

Right now, most of the advertising dollars 
still flow through social platforms because 
they scaled first. But “scaled first” isn’t the 
same as “best suited”. And the snackable 
nature of micro-dramas creates an 
opportunity for premium publishers to 
compete more directly with social for 
short-form attention, in a way we haven’t 
seen for some time. 

When premium content gets compared 
to the cheapest CPMs in the market, 
the conversation becomes a race to the 
bottom instead of a discussion about 
impact or relevance. Short-form doesn’t 
need to repeat that cycle. If anything, it 
offers publishers a way to meet audiences 
where they already are, without sacrificing 
the standards that set them apart. 

Microcontent can act as discovery. It can 
introduce new storylines, new IP and 
new audiences. It can funnel viewers 
into long-form environments and 
strengthen a publisher’s identity. And with 
production supported by AI-driven tools 
that reduce cost and speed up iteration5, 
experimenting with short-form no longer 
means taking on the risk it once did. 

APAC has the cultural depth to define 
what premium microcontent looks 
like. The demand is already here. The 
economics are shifting. And the platforms 
have proved that audiences will spend real 
time with short-form stories when they’re 
worth watching. 

Microcontent isn’t a downgrade. It’s the 
new entry point to premium storytelling. 
Publishers can choose to shape that 
opportunity — or leave the platforms to 
decide the value of it for them. 

1	 https://www.marketinginasia.com/from-china-to-singapore-how-the-multi-billion-dollar-micro-drama-boom-is-
changing-content-and-advertising-locally/

2	 https://marketech-apac.com/southeast-asians-among-top-consumers-of-online-short-form-video-content-report/
3	 https://www.campaignindonesia.id/en/article/drama-mikro-konten-kilat-kaya-kreasi/1906905 
4	 https://digiday.com/marketing/in-graphic-detail-the-rise-of-micro-dramas-that-are-attracting-big-ad-dollars/

by Luke Smith
Senior Director, CTV, APAC, PubMatic

PubMatic (Nasdaq: PUBM) is an independent technology company maximizing customer 
value by delivering digital advertising’s supply chain of the future. PubMatic’s sell-side platform 
empowers the world’s leading digital content creators across the open internet to control access 
to their inventory and increase monetization by enabling marketers to drive return on investment 
and reach addressable audiences across ad formats and devices. Since 2006, PubMatic has 
leveraged an infrastructure-driven approach for efficient real-time data processing. By delivering 
scalable and flexible programmatic innovation, PubMatic improves outcomes for customers 
while championing a vibrant and transparent digital advertising ecosystem.

5	 https://www.advanced-television.com/2025/09/11/report-apac-content-investment-remains-resilient/

https://www.marketinginasia.com/from-china-to-singapore-how-the-multi-billion-dollar-micro-drama-boom-is-changing-content-and-advertising-locally/
https://www.marketinginasia.com/from-china-to-singapore-how-the-multi-billion-dollar-micro-drama-boom-is-changing-content-and-advertising-locally/
https://marketech-apac.com/southeast-asians-among-top-consumers-of-online-short-form-video-content-report/
https://www.campaignindonesia.id/en/article/drama-mikro-konten-kilat-kaya-kreasi/1906905 
https://digiday.com/marketing/in-graphic-detail-the-rise-of-micro-dramas-that-are-attracting-big-ad-dollars/
https://www.advanced-television.com/2025/09/11/report-apac-content-investment-remains-resilient/


98 99THE ASIA VIDEO INDUSTRY REPORT 2026

A
D

VERTISIN
G

 O
VERVIEW FAST FORWARD. TV 2.0

For decades, television has been defined 
by formats, schedules, and subscription 
models. While many regions continue 
to navigate long-held ties to traditional 
broadcast and cable systems, the natural 
evolution of television is happening at 
speed across APAC, opening up a world 
of opportunities for content producers, 
distributors, and platforms.  

FRICTIONLESS TV, NOW STREAMED

By taking the best of TV and reinventing 
it for the next generation, the answer to 
the ‘broadcast vs streaming’ debate has 
become inevitable: everything will be 
streamed. And, we’re already starting to 
see it dominate the landscape. 

Viewing hours of free streamed TV grew in 
every region last year, on average hours of 
viewing were up 95% while ad impressions 
increased 65%. In APAC, these numbers 
were even higher.1 On Australian Samsung 
Smart TVs, we see over two thirds of 
time spent in the region in streaming 
environments,2 while time spent in free 
environments was up 19%3 compared to 
6% across paid streaming platforms. 

Audiences aren’t turning away from TV, 
they are turning away from friction. 

A combination of increasing monthly 
subscription fees, password-sharing 
crackdowns, app ‘stacking’ and decision 
fatigue is overwhelming audiences. 
In contrast, audiences are gravitating 
towards the simplicity of free streaming 
with ads, without the need to download an 
app, sign up or pay.  While many brands 
focus on new advertising opportunities 
within paid streaming platforms, the 
real momentum is growing in free 
ad-supported viewing. 

How audiences watch TV, and advertisers 
spend continues to evolve at speed, but 
the reasons why they watch it still remain 
relatively unchanged.

THE LOYALTY LOOP 
DRIVES PREDICTABLE AUDIENCE 
ENGAGEMENT AND BRAND GROWTH 

For years, our industry has been obsessed 
with billion-dollar, red-carpet launches 
and water-cooler hits, yet the data 
unequivocally shows that’s not where 
most of the viewing happens. 

Originals still successfully trade in 
headlines and social currency, but 
there was a notable shift at this year’s 
LA screenings from new originals to 
well-worn IP getting re-booted for the 
modern age. Why do we keep hitting 
rewatch? Because viewers return to what’s 
familiar and rewatchable. 

In Australia, new research shows the 
universal need to unwind remains the 
number one viewing occasion (31%).4 
And this is evident on a global scale. 
Low-stakes, comfortable content, including 
Bluey, Grey’s Anatomy and Family Guy 
were named the world’s most-watched 

streaming titles of the year in 2024, all 
achieving upwards of 42 billion minutes 
streamed. And this phenomenon is 
proven, repeatedly.

In 2019, Netflix reportedly paid $100 
million for just one year of Friends 
streaming rights, instantly drawing a new 
wave of both dedicated fans and fresh 
audiences to the series and platform.

This type of evergreen viewing sits at 
the heart of FAST. Not only does it drive 
positive ad perception5 and higher levels 
of ad engagement compared to the block 
blockbuster moments, but FAST platforms 
are also the most efficient way to achieve 
incremental business outcomes per dollar 
spent.6  

The resulting "always-on" audience 
offers guaranteed engagement and a 
predictable, brand-safe environment that 
fuels advertiser long term growth and 
loyalty loops.

1	 Amagi Global FAST Report, Jan 2025
2	 Samsung Ads proprietary data
3	 Samsung Proprietary ACR Data, Australia, Samsung Households, Q2 2025

4	 LongTerm CoLab, Consumer Research, Australia, 2025
5	 Source: LongTerm CoLab, Consumer Research, Australia, 2025 
6	 Video Futures Collective / Adgile / Group M Study, 2025 
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https://www.nielsen.com/fr/news-center/2025/bluey-and-squid-game-top-nielsens-streaming-charts-in-first-half-of-2025/


100 101THE ASIA VIDEO INDUSTRY REPORT 2026

A
D

VERTISIN
G

 O
VERVIEW

NEW PATHWAYS FOR CREATORS 
AND CONTENT

The line between digital creators and 
Hollywood is rapidly blurring as creators 
turn to the biggest screen inside the 
house.  

On YouTube, around 4% of channels 
drive over 90% of viewing, and, contrary 
to belief, the majority of that viewing is 
now happening on Connected TVs. FAST 
is providing creators with a broadcast-like 
platform, including new revenues, easier 
discoverability, a brand-safe environment 
and growing global reach - which signals 
both opportunity and disruption. 

FAST is not just breaking down silos by 
building a home for creators on the 
biggest screen in the home, it is also 
removing geographical barriers for 

content producers, exporting APAC 
culture to global audiences, while 
deepening local engagement at home. 

REWRITING THE STREAMING 
PLAYBOOK

FAST has not just arrived, it has achieved 
scale. Built directly into global Smart TV 
operating systems has transformed it 
into a strategic imperative with a clear 
path to both audience growth and the 
monetisation of content across innovative 
and addressable formats.
  
But as the playing field continues to 
expand, local producers, global studios, 
and creators must recognise that, for the 
first time they all share the same stage. 

The winners will be those who embrace 
free streaming not as a side bet, but as 
a central pillar of distribution strategy. 
Because in the end, the promise of free 
streaming ad-supported TV is simple: it’s 
TV 2.0. 

by Brigitte Slattery
Regional Head, Samsung TV Plus, APAC, Samsung Ads

Samsung TV Plus is a premium global entertainment service and is the most used streaming 
app on Samsung Smart TVs. As a leader in FAST, Samsung TV Plus offers hundreds of channels 
and thousands of shows and movies on-demand in the U.S. Globally, the streaming service 
carries over 3,500 ad-supported linear channels in 30 countries and is accessible on over 630M 
active devices.

https://www.intotheminds.com/blog/en/research-youtube-stats/#:~:text=You%20read%20that%20right%20…,of%20views%20on%20the%20platform.&text=The%20average%20number%20of%20likes,garners%20an%20average%20of%205.32.
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TELEVISION AUDIENCE MEASUREMENT 2025-2026

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 
(input to VOZ)

5,250 (Metropolitan) 
2,120 (National 
subscription TV)

No Metro areas (5 cities) & nationally 
for Subscription TV No Yes No Yes No No No Yes User 

choice*

Nielsen TAM 
on behalf 
of Regional 
TAM 
(input to VOZ)

3,198 (Regional) No
Queensland, Northern NSW, 

Southern NSW, Victoria, Tasmania 
& Regional Western Australia

No Yes No No No  No No Yes User 
choice*

AUSTRALIA
From 2025 

Nielsen TAM 
on behalf of 
OzTAM VOZ 
as currency

VOZ 27 Million 
Synthetic respondents No National (Metro and Regional) No Yes Yes

Yes 
National Video 

player data 
reported in VOZ

No No No Yes

User 
choice* 
(TVMAP, 
ETAM, 
DAY8, 

AdvantEdge)

CHINA CSM 43,000 No
89 city meter panels,

24 provincial meter panels,
1 diary provincial panel

Yes Yes Yes Yes
Based on 

time band 
analysis

No Yes Yes Instar 
Analytics

HONG KONG CSM Media 
Research 1,000 No HK Region

Pay TV - Yes; 
Satellite - From 

monitoring 
list of AMS 
channels,

if any

Yes No Yes
Based on 

time band 
analysis

Supplied by 
a third party

Yes for 
subscribers 

only
Yes Instar 

Analytics

INDIA

Broadcast 
Audience 
Research 
Council 
(BARC)

60,000 n.a All India (Urban + Rural) Yes No No No Yes Yes Yes Yes Yumi 
Analytics

INDONESIA Nielsen

Total TV 11 Cities 3218 
HH: 2,578 (Terrestrial) 
640 (Non Terrestrial)

National Urban 5800 HH: 
4,610 (Terrestrial) 

1190 (Non-Terrestrial)

No
11 major cities (Breakdown by cities), 

National Urban {breakdown by region} 
(Exclude Papua & Maluku)

Yes Yes
Yes, in Digital Ad 
Ratings (DAR) & 

Total Ad Ratings (TAR)

Yes (Streaming 
Content Rating)
3700 Indvidual 
Panel 11 Cities 
From TV Panel, 

using Android base 
Smartphone, 

Age 10+

No Yes Yes No Arianna 
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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 MEA-

SURED 

COMMERCIAL 
BREAK

 RATINGS 
FOR PAY TV
 CHANNELS

COMMERCIAL 
SPOT LOGS
 FOR PAY TV
 CHANNELS

PAY TV 
REACH & 

FREQUENCY 
AVAILABLE

TIME SHIFT
VIEWING 

MEASURED 
SOFTWARE

TELEVISION AUDIENCE MEASUREMENT 2025-2026

JAPAN Video 
Research Ltd

10,700 household 
(sample age>4)  No 

32 regions including Kanto, Kansai, 
Nagoya, Fukuoka, Sapporo, Sendai, 

Hiroshima, Shizuoka, Nagano, 
Fukushima, Nigata, Okayama&Kagawa, 

Kumamoto, Kagoshima, Nagasaki, 
Kanazawa, Yamagata, Iwate, 

Tottori&Shimane, Ehime, Toyama, 
Yamaguchi, Akita, Aomori, Oita, 

Okinawa, Kochi, Yamanashi, Fukui, 
Tokushima, Saga, Miyazaki

Yes Yes No No No No Yes Yes iNEX

MALAYSIA

Nielsen 1,100 TV Households in 
Peninsular Malaysia No Across 11 states in Peninsular Malaysia, 

covering both urban and rural Astro Pay TV Yes No No No No Yes No Arianna 

Nielsen 300 FTA TV Households 
in East Malaysia No Kota Kinabalu and Kuching No Yes No No No No No No Arianna

Kantar 
Media

21,000 homes expanded 
DTAM panel via fusion National Yes

(Astro) No Yes (Astro GO) Yes (Astro GO) Yes
(all channels)

Yes
(all channels) Yes Yes

Instar 
Analytics 

& AxM

MYANMAR
Myanmar 
Media 
Insight

1,320+ HH, 
M-Diary Panel 

6,000+ Individuals
No 6 Key Cities within metro & urban Yes Yes No No Yes

No  
(Selected 
Channel 

only)

No  
(Selected 
Channel 

only)
No Arianna

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

Rating (DCR) No Yes Yes Yes Yes

eTAM 
(Arianna 

with a 
limited 

client group)

PAKISTAN Medialogic 
Pakistan 3000+ Yes (RPD + METERS ) 

Hybrid (Since Feb. 2022)
Over 100 cities

Feb. 2022 onwards Yes N/A No No Yes Yes Yes No Instar 
Analytics

PHILIPPINES
NATIONAL Nielsen

National (PHINTAM): 3,500  
[Urban (NUTAM) 2,000 
+ Rural (RTAM) 1,500]

No National (Urban+Rural) Yes Yes
Yes, in Digital Ad 
Ratings (DAR) & 

Total Ad Ratings (TAR)

Yes, in Streaming 
Content Ratings 

(SCR) 
3000 individuals, 

subset from 
NUTAM panel. 
Android smart-

phone base, 
Age 13+"

Yes Yes Yes No Arianna 
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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
METRO Nielsen

Metro (MCTAM): 1,950  
[Mega Manila 

(MEGATAM) 1,150 +  
6 other Metro cities 800]

No Metro Cities (Urban) Yes Yes No No Yes Yes Yes No Arianna 

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

(Atria Pro)  Yes No No
Yes 

(selected 
channels) 

Yes 
(selected 
channels) 

Yes No Instar 
Analytics

SINGAPORE

GFK
1,200 households and
 2,000 individuals on 

PC/tablets/mobile devices
No National Yes Yes Yes Yes No No Yes

Yes
(up to 28 

days)
Evogenius

M³

Kantar 
Media - 100% Singtel TV base National Yes No No Yes No Yes Yes Yes Instar 

Analytics

SOUTH KOREA Nielsen 4,144 No National  Yes Yes Yes No Yes Yes Yes
Partly yes
(10 main 
channels, 

only for KBS)
Arianna

TAIWAN Nielsen 2,000 HH, 
6,500-6,600 Individuals - National Yes Yes Yes Yes Yes Yes Yes Yes Arianna

TAIWAN (MOD) Nielsen - 18,000 CHT MOD subscriber base No No No No Yes Yes Yes No Arianna

THAILAND Nielsen 2,400  No National Yes Yes Yes Yes No No Yes Yes
Arianna, 

eTAM (Q4, 
2022)

VIETNAM Kantar Media 4,032 homes n.a.
Nationwide

6 economic regions
4 cities

Yes Yes No OTT - linear TV Yes Yes Yes n.a. Instar 
Analytics

TELEVISION AUDIENCE MEASUREMENT 2025-2026
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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 & Regional TAM 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. 
Myanmar, Myanmar Media Insight: Diary Panel, covering in 6 Key Cities within Metro and Urban (Yangon, Mandalay, Nay Pyi Taw, Taunggyi, Magway, Mawlamyine) 
Pakistan, Medialogic Pakistan’s hybrid RPD + Meter setup (operational since February 2022) incorporates Smart TV data from a wide national footprint—far beyond 

the commonly cited 20 cities. This is combined with our meter panel from the top cities, resulting in coverage that extends across more than 100 cities 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, National and 4 city markets: Hanoi, HoChiMinh City, 
Danang and Cantho. Please contact the research company for a comprehensive report on measurement.
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SYNDICATED MEDIA SURVEYS 2025-2026

MARKETS RESEARCH 
COMPANY SURVEY SAMPLE SIZE PANEL COVERAGE METHODOLOGY DEMOGRAPHICS CAB/SAT

MEASURED DTT SOFTWARE REACH &
FREQUENCY 

AUSTRALIA Nielsen  Consumer & Media View  30,000+ National Online 14+ Yes Yes  Clear Decisions No

CHINA Sinomonitor CMMS/H3-TGI CMMS – 120,000+
H3 – 14,000

CMMS - National, 108 cities (tier 1-5)
H3 - National, 20 cities (tier 1-3)

MMMS - National, 46 cities (tier 1-3)
Face-to-Face/Self

completed/Online
CMMS – 15-64

H3 – 18-60 Yes No Telmar
DataTile No

INDIA Kantar IMRB TGI India
60,000+
(Urban + 

Rural population)
National Face-to-Face/CAPI 15 - 55 ABCDE Yes No Choices Yes

INDONESIA 11 cities 
& National Urban 
(Exc Papua Maluku)

Nielsen  Consumer & Media View  17,000+ ;
30,000+

Indonesia, 11 cities & Indonesia National 
Urban Exclude Papua & Maluku Face-to-Face Interview/Online 10+ Yes Yes Clear Decisions Yes

JAPAN Video 
Research Ltd Japan TGI (ACR) 11,100 7 largest cities (Tokyo, Kansai, Nagoya, 

Fukuoka, Sapporo, Sendai, Hiroshima)
Area random sampling & 

online survey (Self completed 
on a dedicated survey tablet)

Male & Female 
12-69 years old Yes Yes VR-CIP, inhouse deve-

loped asp service Yes

MALAYSIA East Malaysia Nielsen Consumer & Media View  3,600
East Malaysia

[Sabah - Kota Kinabalu, Sandakan, Tawau 
& Sarawak - Kuching, Miri, Sibu]

Face-to-Face 15+ Yes Yes Clear Decisions Yes

MALAYSIA Peninsular only Nielsen  Consumer & Media View  10,000 Peninsular Malaysia Only Face-to-face or
CATI (Rural)/Online (Urban) 15+ Fused with TAM data Fused with TAM data Clear Decisions Yes

MYANMAR Nielsen Media 
Myanmar Consumer & Media View 3,700 National CAPI/CATI 10 - 64 Yes Yes Clear Decisions No

NEW ZEALAND Nielsen  Consumer Media
Insights 10,000 National

Online + recruitment via CATI 
& Social Media.  

All surveys completed Online
15+ Fused with TAM data Fused with TAM data Clear Decisions Yes

(Print only)

PHILIPPINES National Urban Nielsen Consumer & Media View  10,000 National Urban Face-to-Face CAPI / Online CAWI 10+ Yes Yes Clear Decisions Yes
(Print only)

SINGAPORE Nielsen  Consumer & Media View  4,200+ National Face-to-Face/Online/ CATI 15+ Yes Yes Clear Decisions Yes
(Print only)

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

THAILAND Nielsen  Consumer & Media View  9,000 National Face-to-Face/Online 12+ Yes Yes Clear Decisions No

VIETNAM Kantar Media

National Media
Habit Survey 6,405 Nation wide Face-to-Face interviewing 

with structured questionnaire 15 - 64 Yes Yes Choices Yes

Vietnam TGI
(Target Group Index)

4 cities
8,520 4 cities: Hanoi, Danang, 

HCMC and Can Tho
Face-to-Face interviewing 

with structured questionnaire 15 - 64 Yes Yes Choices Yes
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SYNDICATED MEDIA SURVEYS 2025-2026

MARKETS RESEARCH 
COMPANY SURVEY SAMPLE SIZE PANEL COVERAGE METHODOLOGY DEMOGRAPHICS CAB/SAT

MEASURED DTT SOFTWARE REACH &
FREQUENCY 

13 ASIA MARKETS Kantar Media TGI Global Quick View 84,000
Australia, China, Hong Kong, India,

Indonesia, Japan, Malaysia, New Zealand, 
Phillipines, Singapore, South Korea, 

Thailand, Taiwan
Online 16-65 year old 

internet users Yes Yes Choices Online Yes

14 ASIA MARKETS GWI GWI Core research 359,953
Australia, China, Hong Kong, India, 

Indonesia, Japan, Malaysia, New Zealand, 
Philippines, Singapore, South Korea, 

Taiwan, Thailand, Vietnam
Online 16+ 

Internet Users Yes GWI PRO Platform 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
1,571 PC 

2,400 smartphone 
858 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, page views 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 

& 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

CHINA CSM Media 
Research 10,000 smartphone  Smartphone

Panel only Measurement for 
audiences. Audio matching with TV/

Online Content Reference

Reach, Install, Time spent,  
Session TV/Online content 

viewership via  mobile. APP 
usae tracking

Age, Gender

Additional segments 
can be explored on an 
ad hoc, post campaign 

basis subject to sufficient 
campaign size and 
panel availability

n.a. n.a. n.a.

JAPAN Nielsen 40,000 PC 
8,000 smartphone

PC + Smartphone 
(Android & iOS)

Not claim 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,

Housing Type

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.
Measurement of 
static content on 
tableau online

SOUTH KOREA Nielsen 12,000 PC 
8,000 Smartphone

PC + Smartphone 
(Android & iOS)

Panel only Measurement for 
audiences. Audio matching with TV 

Reference (only for N-Screen)

Reach, Install, Time spent, Pageview, 
Session

TV program viewership via PC & 
mobile (only for N-Screen)

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

DIGITAL AUDIENCE MEASUREMENT 2025-2026

Note: Above all DAR, TAR & DCR info reflects the Nielsen product offering due to Digital Transformation in the near future. 
Further updates will be made to meet the demands of the changing industry and Nielsen will inform industry stakeholders through our press releases.
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*  DCP (Digital Content Planning) no longer available to Clients, but data is still being used for CMV & NMI
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TOTAL AD RATINGS 2025-2026

MARKETS RESEARCH 
COMPANY SIZE OF PANEL PLATFORM COVERAGE METHODOLOGY CORE REPORTING

METRICS DEMOGRAPHICS
MULTI-

PLATFORM 
REPORTING

REPORTING PLANNING TOOLS

INDONESIA
from
September
2021

Nielsen

Nielsen TAM Panel - ~19,000 individuals Single source survey sample 
feeding probabilistic de-duplication model of 4,200, increased to 16,500 in 

Q1 2022. Nielsen Digital Ad Ratings -Facebook universe (millions) with 
calibration panel for Facebook Properties. Google universe (millions) with 

calibration panel for Google Video properties & Youtube. Open Web properties 
measured using Nielsen ID Probabilistic Identity Model

TV - Nielsen TAM - National 
Urban TV coverage

Digital - Nielsen 
DAR - Desktop, Mobile 

(Smartphone and Tablet, 
Web and App)

Uses established media trading currencies 
in market for Television (Nielsen TAM) and 
Digital Ad Ratings (DAR). De-duplication 

factors created using a scaled media 
consumption survey, calibrated back to the 

media currencies

Unique Audience, 
Impressions, Frequency, 
GRP, On Target % TV Only 

Exposure, Digital Only, 
TV+Digital, 

Unduplicated Audience

Age & Gender Yes

All industry 
standard 
video and 

display 
advertising

Measurement of 
digital campaign 

Impressions, 
Reach, Frequency, 

GRP and On 
Target %

PHILIPPINES
from
September
2021

Nielsen

Nielsen TAM Panel - ~14,200 individuals Single source survey sample 
feeding probabilistic de-duplication model of 6,000. 

Nielsen Digital Ad Ratings -Facebook  universe (millions) with calibration panel 
for Facebook Properties. Google universe (millions) with calibration panel for 

Google Video properties & Youtube.Open Web properties measured using 
Nielsen ID Probabilistic Identity Model

TV - Nielsen TAM - National 
TV coverage

Digital - Nielsen 
DAR - Desktop, Mobile 

(Smartphone and Tablet, 
Web and App)

Uses established media trading currencies 
in market for Television (Nielsen TAM) and 
Digital Ad Ratings (DAR). De-duplication 

factors created using a scaled media 
consumption survey, calibrated back to the 

media currencies

Unique Audience, 
Impressions, Frequency, 
GRP, On Target % TV Only 

Exposure, Digital Only, 
TV+Digital, 

Unduplicated Audience

Age & Gender Yes

All industry 
standard 
video and 

display 
advertising

Measurement of 
digital campaign 

Impressions, 
Reach, Frequency, 

GRP and On 
Target %

TAIWAN
from
September
2021

Nielsen

Nielsen TAM Panel - ~7,000 individuals Single source survey sample 
feeding probabilistic de-duplication model of 3,145 increased to 8,300 in 

Q1 2022.Nielsen Digital Ad Ratings -Facebook universe (millions) with 
calibration panel for Facebook Properties.Google universe (millions) with 

calibration panel for Google Video properties & Youtube.Open Web properties 
measured using Nielsen ID Probabilistic Identity Model

TV - Nielsen TAM - National 
TV coverage

Digital - Nielsen 
DAR - Desktop, Mobile 

(Smartphone and Tablet, 
Web and App)

Uses established media trading currencies 
in market for Television (Nielsen TAM) and 
Digital Ad Ratings (DAR). De-duplication 

factors created using a scaled media 
consumption survey, calibrated back to the 

media currencies

Unique Audience, 
Impressions, Frequency, 
GRP, On Target % TV Only 

Exposure, Digital Only, 
TV+Digital, 

Unduplicated Audience

Age & Gender Yes

All industry 
standard 
video and 

display 
advertising

Measurement of 
digital campaign 

Impressions, 
Reach, Frequency, 

GRP and On 
Target %

THAILAND
from
September 
2021

Nielsen

Nielsen TAM Panel - ~8,000 individuals Single source survey sample 
feeding probabilistic de-duplication model of 6,000 increased to 8,900 in Q1 
2022.Nielsen Digital Ad Ratings -Facebook universe (millions) with calibration 
panel for Facebook Properties.Google universe (millions) with calibration panel 
for Google Video properties & Youtube.Open Web properties measured using 

Nielsen ID Probabilistic Identity Model

TV - Nielsen TAM - National 
TV coverage

Digital - Nielsen 
DAR - Desktop, Mobile 

(Smartphone and Tablet, 
Web and App)

Uses established media trading currencies 
in market for Television (Nielsen TAM) and 
Digital Ad Ratings (DAR). De-duplication 

factors created using a scaled media 
consumption survey, calibrated back to the 

media currencies

Unique Audience, 
Impressions, Frequency, 
GRP, On Target % TV Only 

Exposure, Digital Only, 
TV+Digital, 

Unduplicated Audience

Age & Gender Yes

All industry 
standard 
video and 

display 
advertising

Measurement of 
digital campaign 

Impressions, 
Reach, Frequency, 

GRP and On 
Target %

JAPAN
from
April 
2022

Nielsen

Nielsen Digital Ad Ratings -Facebook universe (millions) with calibration 
panel for Facebook Properties. Google universe (millions) with calibration 

panel for Google Video propertie s & Youtube.Open Web properties measured 
using Nielsen ID Probabilistic Identity Model.

Video Research TAM Panel is a 3rd party partner of Nielsen in Japan for 
Cross-Platform measurement - ~22,000 individuals 

Single source survey sample feeding probabilistic de-duplication model of 
~20,000

TV - Video Research TAM - 
National TV coverage

 
 Digital - Nielsen 

DAR - Desktop, Mobile 
(Smartphone and Tablet, 

Web and App),CTV 
(exclude YouTube)

Uses established media trading currencies in 
market for Television (Video Research TAM) 

and Digital Ad Ratings (DAR). De-duplication 
factors created using a scaled media 

consumption survey, calibrated back to the 
media currencies

Unique Audience, 
Impressions, Frequency, 
GRP, On Target % TV Only 

Exposure, Digital Only, 
TV+Digital, 

Unduplicated Audience

Age & Gender 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 reflects the Nielsen product offering due to Digital Transformation in the near future. 
Further updates will be made to meet the demands of the changing industry and Nielsen will inform industry stakeholders through our press releases.
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DIGITAL CONTENT RATINGS 2025-2026

MARKETS RESEARCH 
COMPANY SIZE OF PANEL PLATFORM COVERAGE METHODOLOGY CORE REPORTING 

METRICS DEMOGRAPHICS
AUDIENCE

SEGMENTATION 
(BEHAVIOUR)

MULTI-
PLATFORM 
REPORTING

REPORTING PLANNING TOOLS

AUSTRALIA
JAPAN Nielsen

Facebook universe (millions) with calibration 
panel for Facebook Properties. Google universe 

(millions) with calibration panel for Google 
Video properties & Youtube. Open Web 

properties measured using Nielsen ID Identity 
Model

Desktop, Mobile 
(Smartphone and 

Tablet, Web and App) 
Including Youtube 

In-App

Panel, Survey, Census 
Collection from Tags, 
Facebook Attribution, 

Google ADH, Nielsen ID 
identity system for Open Web, 

SDK or Platform Integration

Unique Audience, 
Tracked Ads, 

Frequency, GRP, 
On Target %

Age & 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 

Nielsen Outcomes

INDIA 
INDONESIA
PHILIPPINES
SINGAPORE
TAIWAN
THAILAND

Nielsen

Facebook universe (millions) with calibration 
panel for Facebook Properties. Google universe 

(millions) with calibration panel for Google 
Video properties & Youtube. Open Web 
properties measured using Nielsen ID 

Identity Model

Desktop, Mobile 
(Smartphone and 

Tablet, Web and App) 
Including Youtube 

In-App

Panel, Survey, Census 
Collection from Tags, 
Facebook Attribution, 

Google ADH, Nielsen ID 
identity system for Open Web, 
SDK  or Platform Integration

Unique Audience, 
Tracked Ads, 

Frequency, GRP, 
On Target %

Age & 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

SOUTH KOREA Nielsen
Facebook universe (millions) with calibration 

panel for Facebook Properties. Google universe 
(millions) with calibration panel for Google 

Video properties & Youtube

Desktop, Mobile 
(Smartphone and 

Tablet, Web and App) 
Including Youtube 

In-App

Panel, Survey, Census 
Collection from Tags, 
Facebook Attribution, 

Google ADH, SDK or Platform 
Integration

Unique Audience, 
Tracked Ads, 

Frequency, GRP, 
On Target %

Age & Gender - 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

REPORTING PLANNING TOOLS

AUSTRALIA Nielsen Nielsen machine learning algorithms 
along with Nielsen Digital Panel

Desktop, Mobile 
(Smartphone & Tablet, 

Web & App) 
*Smart TVs/CTV

Panel, Survey, Census Collection 
from Tags, SDK or Platform 

Integration & Machine Learning

Reach, Time Spent, Page 
Views, App Launches, 

Platform, Content Type, 
Unique Audience, 

and Categories

Age & Gender

Additional 
segments can be 
explored on an 

ad hoc basis
- Not available

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 & static 
content, apps, 

audio, etc.

JAPAN Nielsen Nielsen machine learning algorithms 
along with Nielsen Digital Panel

Desktop, Mobile 
(Smartphone & Tablet, 

Web & App)

Panel, Survey, Census Collection 
from SDK and Platform 

Integration
Measurement using the SDK is 
scheduled to end in December 

2025

Reach, Time Spent, Page 
Views, App Launches, 

Platform, Content Type, 
Unique Audience, 

and Categories

Age & Gender
Additional 

segments can be 
explored on an 

ad hoc basis
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 & static 
content across 
web and apps

NEW ZEALAND Nielsen
Volumetrics only 

(Separate panel based hybrid 
service in market)

Desktop, Mobile 
(Smartphone & Tablet, 

Web & App)
Census Collection 
from Tags & SDK

Time Spent, Page Views, 
App Launches, Platform, 

Content Type and Categories
n.a.

Additional 
segments can be 
explored on an 

ad hoc basis
Yes Volumetric reporting for static 

and video content across platforms

Measurement 
of video and static 

content, apps, 
audio, etc.

THAILAND Nielsen Volumetrics only
Desktop, Mobile

(Smartphone & Tablet, 
Web & App), SmartTV 
(Android TV, Apple TV)

Census Collection 
from SDK

Time Spent, Page Views, 
App Launches, Platform, 

Content Type and Categories
n.a.

Additional 
segments can be 
explored on an 

ad hoc basis
Yes Volumetric reporting for static 

and video content across platforms

Measurement 
of video and static 

content, apps, 
audio, etc.

DIGITAL AD RATINGS 2025-2026
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Note: Above all DAR, TAR & DCR info reflects the Nielsen product offering due to Digital Transformation in the near future. 
Further updates will be made to meet the demands of the changing industry and Nielsen will inform industry stakeholders through our press releases.
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DIGITAL AUDIENCE MEASUREMENT 2025-2026

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

AUDIENCE
SEGMENTATION 

(BEHAVIOUR)

MULTI-
PLATFORM 
REPORTING

REPORTING PLANNING TOOLS

HONG KONG
JAPAN
SINGAPORE
VIETNAM

Comscore

 2 million-person global 
human panel and 

extensive Comscore 
census network

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

People Panel (Desktop), 
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

AUSTRALIA
TAIWAN Comscore Desktop, Mobile, Social 

(Smartphone and Tablet, Web and App)

People Panel (Desktop), 
Enumeration Survey, 

Server Tags, SDK, 
Social API (FB,Instagram,X)

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 Comscore
Desktop, Mobile, Social 

(Smartphone and Tablet, Web and App)
CTV (Device Level)

People Panel, Enumeration Survey,
Server Tags, SDK,

Social API (FB,Instagram,X)
Unique Visitors, Minutes, 

Page Views, Visits

Age, Gender, 
Expanded 

Demographics* 
(depending on

 market and product),
State Level Clusters

Yes Yes
Unique Video Viewers, 

Video Streams,
 Viewing Duration, 

Total Minutes

Campaign Reach/Frequency,
 Video Reach/Frequency, 

Mobile and Multi-Platform
 Reach/Frequency,

Plan Metrix Multi-Platform

INDONESIA
MALAYSIA Comscore

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

CTV (Device Level)

People Panel (Desktop), 
Enumeration Survey, 

Server Tags, SDK,
Social API (FB,Instagram,X)

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

NEW ZEALAND Comscore Desktop, Mobile
(Smartphone and Tablet, Web and App)

People Panel (Desktop), 
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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HONG KONG OFFICE
theDesk
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