ach of the
individual markets
here are very
different – in terms
of regulatory
environments,
dynamics of media
ownership, consumer tastes ‐ and
each market is very local. So the
first thing is to understand that one
single approach does not work, you
need multiple and tailored
approaches. Understanding the
dynamics of the local market and
working out what exactly is the
value proposition that you are
going to bring is the key. One of the
approaches that players from
abroad typically use is to identify
partners with whom to work ‐ this
enables them to tap into local
knowledge, expertise and
relationships.
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MULTIPLE
MARKETS

Born in London, Marcel Fenez has lived in Hong Kong
for the past 25 years. As Head of PwC's Global
Entertainment and Media Practice and Chairman of
CASBAA, he has in-depth knowledge of the pay-TV and
other digital media sectors in the region. Asia Pacific,
he points out, is not a market, it's multiple markets. So
what are the challenges for entrants?

Do local players have an appetite
to work with international brands?
Local players have always been
very strong – if you look at Hong
Kong, the domestic broadcaster
TVB continues to have 85% of the
market, itʹs been around for many
years. Media markets tend to be
local first, and then you have
international players coming in,
either with franchises or with the
power of their global brand. The
key issue is how do you localise
and how do you make your content
relevant for the tastes of the local
consumer. People are prepared to
be informed in a second language
(primarily English), but they will
always want to be entertained in
their own language. So from a
channel viewpoint itʹs more of a
global brand with localised content.
Could what is happening in Vietnam
set a trend across other markets?
Vietnam have made Vietnamisation
of foreign language content a point
of regulation. But itʹs the market
that ultimately determines the type
of content. Certainly there are a
number of aspects of the regulatory
environment in Vietnam which are
causing international players
serious concern in terms of their
ability to access the market. But
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Let's look at individual markets.
The key differentiator in all markets
is obviously the extent to which a
market is embracing digital and at
the end of the day that is a
consequence of broadband
infrastructure both wired and
wireless. So you see markets that
are very digital where the impact of
Over‐The‐Top is becoming much
more prevalent.
In Singapore for example where
there is good infrastructure and
also an appetite for overseas
content, the challenge from Internet
delivery of content that the
consumer is not paying for is a
concern to the traditional pay‐TV
operators. In markets such as India
where digitalization is just at the
very beginning and broadband
penetration is still very low, the
dynamics are very different. In this
region, we still have huge leakage
of revenue from piracy, in its many
different forms. What we are really
talking about is signal theft and
there are a number of markets
where that still happens ‐ India, the
Philippines, Indonesia, Thailand.
Would players be better off with an
FTA ad-supported model?
The issue is how do you get scale.
Advertising models require scale, it
takes time to build scale. TV
advertising is still very much
dominated by the terrestrial FTA
networks, pay‐TV does not have as
big a share of the pie as it should
have given the significant reach ‐
especially among more affluent
consumer groups. One of the
challenges for the pay‐TV industry
is to be able to articulate their value
to advertisers. Many of the
channels that we are talking about
are niche channels and therefore
they need to make their case to the
high end brands. It is also about
showcasing success stories of
where pay‐TV channel and
broadcasters have worked with
advertisers to deliver valued
solutions to a brandʹs needs,

beyond the 30 second spot, through
sponsorship and branded content.
Is the ratings system sufficiently
sophisticated?
Itʹs very variable and I think it
would be fair to say the whole
industry is facing a data issue. And
itʹs one that the industry needs to
address, as we get more and more
competition and we have the issue
of what the common currency is in
terms of measurement of audiences
across different media, not just TV.
Even more importantly advertisers
are seeking measures of true
engagement with consumers.

“

and develop a brand.

China
remains a
frustrating
market
for foreign
entrants

”

What are the trends for VOD in the
region?
The big issue is still the threat of
illegal services, and this is a global
story. If as a consumer you hear
about a great new movie or TV
series that your friend on a social
network is recommending to you
and you canʹt find it anywhere
legally, people will find a way to get
access to it ‐ sadly often illegally. So
the potential for growth in VOD is
definitely there but that growth
may not be as quick as we might
expect, if the content is not made
available where people want it and

▼

people still regard Vietnam as an
extremely important market, going
forward.

What is happening in China?
China remains potentially attractive
but a frustrating market for foreign
entrants. That is unlikely to change.
With the exception of the hotels
and foreign compounds it has been
impossible for foreign channels to
enter the market. What content
owners are looking for are other
ways of distributing their content,
and that may well be online. But
there are some challenges with
doing that, particularly in terms of
protecting that content.
From a domestic viewpoint we
are seeing new regulations on a
fairly regular basis ‐ restrictions on
the type of programming that can
be shown, restrictions as to how
much advertising can be shown
during prime time ‐ so TV remains
very challenged although still the
dominant media. The big
interesting story is whatʹs
happening online. If you look
forward five years, the anticipation
is that 40% of all advertising will be
online. With the merger between
Youku and Tudou you now have a
much more dominant online video
company.
Do you see more co-production
opportunities?
Yes, most definitely. The ongoing
trend is co‐productions both in TV
and in film. And that reflects a
realisation that entering the market
through any other means is really
very difficult. It provides an
opportunity to build relationships
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Asia will lead
mobile consumption

has meant that mobility is now real,
and mobile internet access will be
very important. For example in
Indonesia about 60% of all Internet
users access it through a mobile
device. And Indonesia is
Facebookʹs second largest market.
If you look at the use of social
media it is actually the developing
markets that are embracing social
media more. If you look at the
average number of friends a user
has in the US, itʹs much less than
the average Facebook user in, say,
Thailand or Indonesia. Philippines,
Indonesia, Vietnam – they are all
way ahead of the curve in terms of
once people are on, they are
voracious users.
In some of the Western markets
where there is still some legacy of
traditional, people are still
migrating that way. Obviously the
younger generation adopt it very
quickly.

when they want it.
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In mobile, are operators starting to
work with content owners or is it
other players coming on?
Both. The real game changer with
mobile are the devices. Weʹve been
talking about mobile for seven or
eight years but up until about two
years ago there werenʹt significant
revenues associated with it. The
explosion in smart device adoption
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What's happening in radio?
Radio is an important medium but
it still has a very low share of
adverting spend as TV has been
such a dominant medium. If you
look at many of the more advanced
markets, the cool content that
people wanted was generally TV
content. When we look at the
numbers of the growth of the
sector, radio more or less tracks
with overall growth, itʹs not taking
share away from anything else.
There are some markets where new
frequency allocations and digital
are helping. Overall, radio will
grow and likely take share from
print over time. It is after all a
mobile media.

Do regulators create a level
playing field?
With an industry that is moving so
quickly we often get regulatory
regimes which are outdated, and
unfortunately in a number of the
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Asian markets regulators adopt a
heavy touch. So traditional TV
players, whether terrestrial or pay‐
TV, are beginning to operate at a
potential disadvantage compared
with the online players which are
effectively not regulated at all. The
issue of a level playing field is one
that is coming up time and time
again. Every 18 months CASBAA
produces a review of the regulatory
regimes in the region, and itʹs
pretty clear there is a definite
correlation between what I would
call light or good regulation and the
size of the industry.
Which changes do you see looking
ahead?
I believe that the combination
between local and global will
increase significantly, and we will
also be seeing the emergence of
true formats that come from within
the region. We will see more
branded content for sure, and
ultimately I think Asia will be
leading in terms of mobile
consumption. It will be a true
social, local and mobile story here.
Marcel Fenez, thank you.

