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Why OTT and Live Streaming? ROREA UNIVERSITY /

OTT means entirely new opportunities for content creators, distributors and consumers

“NETFLIX, AMAZON, ITUNES - WHATEVER
PLATFORMS EMERGE - WE ARE LOOKING AT AS
HAVING THE SAME POTENTIAL THAT HOME
VIDEO HAD FOR THE MOVIE BUSINESS. WHICH
MEANS THERE ARE ENTIRELY NEW
OPPORTUNITIES TO MONETIZE OUR CAPITAL

INVESTMENT IN CONTENT AND DO SO IN WAYS
THAT WORK FOR DISTRIBUTORS, FOR
CONSUMERS AND FOR CREATORS.”

BOB IGER

(Source: https://quotesgram.com/funny-
quotes-about-netflix/)




Why An Asian Perspective?
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(Source: https://thelovequotesnet.blogspot.com/2018/11/blog-post_7943.html)
(Source: https://mydramalist.com/discussions/tian-ya-ke/60669-how-to-sign-up-for-youku-laptop-

(Source:
https://br.pinterest.com/pin/710865122413169194/?amp_client_id=CLIENT_ID( )&mweb_unauth_id=%7b%7bdefa >
computer-guide)
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Why another ITS Webinar?

The recent virtual special issue (VSI) of 7Telecommunications Policy solicited both
theoretical and practical studies on OTT and live streaming services.
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Who uses paid over-the-top services and why? Cross-national e
comparisons of consumer demographics and values
Kyu Tae Kwak *, Chae Ju Oh", Sang Woo Lee ™

 Depe. of cilohal Culture Indesary, Snoechunhyang Universiey, Asan, 31538, Soush Karea

MZMMW Yorse! University, Seond, 03722, Souh Koren
ARTICLE INFO ABSTRACT
Keywords: This study empirically investigates characteristics that infleence the use of paid content
Over-the.top sireaming, ar over-the-top (OTT) media services. We surveyed paid OTT service users from seven
Lok countries—Britain, China, France, Germany, Japan, South Korea, and the United States— to
L’f:m‘j“'“ examine thie effects of wer demagraphics and values on paid OTT usage as well as the different
o “ “' ‘m":_'" wser characteristics that affect paid OTT usage by country. Our results show that age, manthly
Cress-satiosal srudy. income, education, and ies toward warm with others, fun and

i i in life, seif- , and a sense of are the main variables that

directly influence the use of paid OTT mrvices. Furthermare, the influence of demographic at.
tribustes and consamption values that affect transacticnal video-on-demand and subseription
video-on-demand we vary across cowntrics.

1. Introduction

The advent of OTT services has played an important role in changing the media viewing patn i Asth i
for broadeast enntent changes, along with technological advances made in handheld devices such as smartphones and tablets, users are
able 1o consume video content at any time and in a wide range of situations. Consumers are also able 1o enjoy the convenience of
accessing desirable content through features such as warchliss, locks, replay, resume, and content recommendations tailored 1o in-
dividual tastes and pr Mew have led 1o the emergence of code-cutting, in which paid broadeass serviees
in the household (such as cable and satellite) can be replaced by OTT services. Cod.e-mupjing, whereby low-cost paid beoadeast
services are used alongside OTT services, has also become common ([ 1
The rapidly evolving changes in individual media usage patterns have helped 3Iobal oTr service providers—such as Netflix,
YouTube, and Amazon Prime—enjoy significant business growth in recent years. In 2018, the size of the world's OTT service market
nas estimated at around US$382 billion, with an annual growth rate of approximately 23% (PwC, 2019). Indesd, the number of
iption-type OTT users is expected to surpass that of paid broadeast service subseribers in 2022 (0y 20). Competition in the
ghobal OTT market became Gercer with the launch of Disney+ and r\pp]: TV the Latter ha.I.Ed 9. 1.n=u¢h a ooampetitive industry,

OTT operators are focusing on services that capture and cater 1o user d ds by i b pr . For instance,
Neaflix pmuleg a Eemm called ‘Cinematch” that assesses content usage patterns and recommends similar movies. YouTube wusas
[ reflect content that matches user preferences.
& mrwspondmg author. #404 Bew Hall, &0, ¥onsei-ro, & Sml 05722, South Korea
E-mail addresses: § ir (K.T. Kwak), chasju, msei.ackr (C1. Oh), b . w5e. T (SW. Ler).

Received 29 August 2020; Received in revised form 3 Apeil 2021; Accepted 6 April 2021
Available online 27 April 2021
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“The Netflix effect” in Thailand: Industry and
regulatory implications

Pirongrong Ramasoota , Abhibhu Kitikamdhorn

Foady of Communication Arss, Chulsiongkom University, 254 Phayathal Rood, Pahermwan, Bangkok, 10330, Thalland

ARTICLE INFO ABSTRACT

Keywords: This study examines the economic, technological and cultural implications of Netflix in Thadland
VoD on local content industries and regulators. It also explores industry and regulatory responses to
orr Netflix's emergence in a small market like Thailand. The study finds Netflix has markedly
“’""‘:"" affected the industries’ valoe chain but with contrasting impacts for broadcasting and film.
Mestiy Broadcasters have migrated online either by establishing their own platforms or by repositioning

themselves as content providers for international streaming players in addition to acquiring
business deals with other OTTs or broadcasters in regional markets. For film, a window of op-
portunity has been created by Netflix for small and independent filmmakers wishing to bypass
the long-standing monopaly in the Thai film industry. Meanwhile, the country’s regulator has
locked for ways to bring foreign OTTs like Netflix under its oversight and may adopt a reward-
based scheme while promoting local cantent industry with capacity-building and promotional
measures.

Content streaming

This article studies “the Netflix effect” in Thailand, examining m:phmlmm of lhu global platform’s inroad into the country in
technological, economic, and cultural terms as well as effects on local ies in addition 2 y and
policy posed by this izing media

The account, based on secondary data and primary research - content analysis and key informant interviews - are provided in the
below sections.

1. Netflix and success factors in Thailand

On January 2, 2016, Netflix entered the Thai market as a part of its global expansion into 130 new countries (Bunghok Post andd AT
2016). With the country’s high rates of intemet penetration and online video (the highest in hy Asia), robust

'+ Corresponding author. ,
E-mai addresses: pirocgrong £ g m, pirongrong réfch (P. Ramasoota), sbhi . : (A. Kitikamdhorn).
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Available oaline 14 Apeil 2021
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Factors influencing K-pop artists” success on V live online s

video platform

Seongcheol Kim ®, ShinYoung Hwang ™ , Junghwan Kim'

‘Sdui of Media and Communicstion, Ksren Usiversity, 145 Anam e, Seosgbok gu, Seod, (0841, Sooth Kanea
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ARTICLE INFO ABSTRACT

Kepwands Korean pop music, comenonly refierved i 2 “K-pop,” Is a genre that Is gaining significans visibiling

pop and amention from ghobal listeners. Amang variows factors that contribute to E-pop's glotal ap-

Daflias s plastums peal, this study focuses on soclal media, particularly caline video plarforms. Video platforms are

: R . Imporant a they enable arias o communicate directly with fans through live videcs and

: encourage grassroots partcipation from fans. This stedy specifically foruses oo a niche K-pop

vides platform, V Live, to investigate the factors that contribute 1o the artises’ V Live channe!
success. By examining factors related io K-pop aritas, the arits’s V Live acilvities, and ¥ Live
support factoms, the soody examines 289 K-pop amiss’ V Lve channels wsing hiemechical
regremion analysis The study foand that high popularity and fas engs gement rates are influenced
by K-pop anists” video uploads and the support from ¥ Live and enteralnment companies. As
moee celebrities and K-pop aniss wse anline video pladforms 1o comemanicase with fans, collab-
arative and srasegic suppeet & needed from noc only amiss and enternalnment companies bt
allco from platform operators to ehance K-pop's ghobal resch.

1. Imtroduction

Korean pop music, commanly refirred to as “K-pop,” i dominant genre with a unique style of sound, dance, and story. From its
arigins as a musical style that was fallowed mostly by Asian and diaspora fans, K-pop has steadily expanded its creativity to reach
worldwide audicnoss. This global fallowing was demanstrated in the 2011 Lowvre flashmob performance in which Evropean fans
danced to K-pop soags and demanded mare show fours of the Paris concert of M Enfertainment.” Since the early 2010, K-pap has
continupusly expanded ifs preseace and is sieadily positioning itself as a distinct geare in mainstream music.

The success behind K-pop's glabal reach is based an several factors, especially the role of sntertainment companies and social

media, E panies play a significant role in recraiting and creating new idol groups that fit the heterogeneous bstes of
sudiences. Through ccumulated know hou 0d 3 deep netuecrk, entertainment companies help K pap idol bands prodace sy
chronized music by col img with glabal and music The of entrriainment

companies enables K-pop idal groups ta perform various styles and ultimately build brand pawer. Sorial media is a key acilitator in
boasting the populasity of K-pap idol groups beyond Asia. Andiences with exposure to K-pap are able to sasily search, consume, and

* Comespanding author. .
E-mail address syc o1 o (5. Hwang).
' SM Entetatnment, founded in 1995, & nae of the largest eserainment companiss n South Korea. With renowsed K-pop ariss sach as Bod,
Shinee, and SuperM. the company has contributed 10 the development of the K-pop indusary.

Recelved 31 August J020; Recelved In revised fomm 15 December 2000; Arcepted 16 Derember 2020
Awallable oodine 9 Jaouary 2021
308-596 1,6 2020 Elsevier Lad. All rights reserved.



Who are the speakers?

We invited 3 Asian authors as speakers
to share insights gained from the virtual special issue.

Speakers’ Background

Sang Woo Lee  Sang Woo Lee is a Professor of Graduate School of Information at Yonsei University in South
Korea. He received his Ph.D. in the Department of Telecommunication from Indiana University at
Bloomington. His research interests are media business, media usage and media policy.

Pirongrong Pirongrong Ramasoota (Ph.D. - Simon Fraser University) is a Professor of Communication at the

Ramasoota Faculty of Communication Arts, Chulalongkorn University in Bangkok, Thailand. She researches
and teaches in media policy and regulation and social implications of information and
communication technologies (ICTs) with a special focus on Thailand and ASEAN.

ShinYoung ShinYoung Hwang is a specialist at the Platform T.F. of Naver Corporation in South Korea. She

Hwang received her Ph.D. in the School of Media and Communication from Korea University. Her research

interests include new media, online-to-offline (020) service and platform paolicy.



Who are the speakers?

Today, 3 speakers will address key questions as follows.

1. Who uses paid OTT services and why? Are there any differences in

consumer demographics and values among countries?

2. What is the Netflix effect and its industry and regulatory implications

in Asia?

3. Is it possible for Asian local OTT to succeed in the global market?

Then, what would be factors influencing its success?
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Academlc HOSb Stephen Schmidt

ITS Chairman and Vice-President Telecom Policy
& Chief Requlatory Legal Counsel at TELUS Communications.

Korea University
' BK21 Four R&E Center for Media & Communication
: Smart Media Service Besearch Center

Chalmers University of Technology Erik Bohlin,

ITS (International Telecormmunications Society) Professor of Chalmers University of Technology
Telecommunications Policy Editor-in-chief of Telecommunications Policy

[ ]

L ]



“Ask the right questions

if you are to find the right answers”

— Vanessa Redgrave



