ONLINE VIDEO VIEWING HABITS
ACROSS ASIA PACIFIC IKANTAR TNS-

£164% O » T fa

Broadcast TV Free online videos Online TV Online Videos on
e.g. Youtube (free) Subscription social networks

of connected consumers
across APAC are watching
online video content daily

Video content is
being consumed Developed

ﬂ ﬂ - n
daily in a variety Emerging
o v v w v

Traditional TV
content is still strong
across the region

Hours spent Hours spent

watching watching
broadcast TV online video
daily in APAC content daily
in APAC
Connected consumers watching free online video, such as Youtube, M Free online M Social

and video on social networks each day

i L 76% 78% | 77%
'o 0y i o
58% 61% | 58% 68% | 67% 71%

Developed Australia Hong Kong Japan New Zealand South Korea Singapore Taiwan
94%  93% 81% | 80%
0y
78% | 75% N 63% | 63% [l 1% | 69%
55% || 55%
0, Oy L)
Emerging Cambodia China India Indonesia Myanmar Malaysia Philippines Thailand Vietnam
[t's not just young people watching People are watching different types of content from a variety of sources

online video - older generations are too
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“There is a strong appetite for video content online,

2.2 consumed when and where people want to watch it.
1.4 Brands should no longer think about targeting traditional
TV primetime, but identify ‘primetime’ for their brand.”

Zoé Lawrence
APAC Digital Director
Emerging M Developed Kantar TNS

http://connectedlife.tnsglobal.com/



