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wsegslalrduaniliomvasinadignssiundniionuintu wagdaasuanuvaInatgves e

UaanNsuwaras1eassn”
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g'iJLL'U‘Uﬁ 6 WININ1TEUVEYURUAN (Cash Rebate) YBINTUNNTVIDATEY?
Tuthagtunsumsvieadiealyimsatuayumssiundadesuuuuiiduinty - nsunsvieadi e
msfinsanfinsasnsAuRunuaUfTRTATgalussUana WenseduliAnvuianisndnd
aetuluusaa sl mudusafinaiiogldfurnnsaduayuinedu A n1sadousegdlaliudn
dommedlnedngnistmdmdevninntu i udhsinsuisdumsamdnidenlussduunei
nsgduliAnmsasuiundadonlulasamsvunelng uosdfiuussannmuasnssuieni
avnludumeuntsvoiufuuigundnidon
JUuUUR 7 imsmsatuayugussnaunisinevensudasiunisinssninalssme
nsuduaBINMIMsErssemAlimsaduayunsumdndesuuuuidlefaty - Taenns
wistudeya srneanuazmntunisusenduiug wavatvayuliusinanglulssmalneddsiy
Aanssu JensudaadunsdseninaUssmamsinnsanlunsaiaazdaa Suedevigluseussina
dmugshalamia waziduduszaunuluFomsdadmieluvssmadimng el pnadisad
maaglaunnmsativayuitediu fie msadumnudiiuduazairanieteiduudsiugi
TuseUssne adsanuduadugram  nessumssiundndemnglulsame maviadunis
wisimdenlifunanielnfuiulemauasmsudeiiluouen
FOLEUBLUZLUINIINITUTUAILAZNITLATIUAUNTDNVBINIATIND
fusznounsdesiimamiouuiufiuasnssoumnumieuvesniagsia  Lilereuiua u

ynmelunsTiundnsemsinsietiiala 2 susuu baun

1) mswansamiuudunienis (Official Co-Production) nandetlunisviausdyvse
VOANAITZNINUTINANBALNDAILETULAZE1UIBANLAZAIN AN UIENTOIUTELNA
Aadunisudnlanvirisuiuniudennas WesnUsenealveegluianssuiuns
Susuddhifinisusuiimnegsia wazmsiiasanuszbuddyluausdygyineu

2) mawansamuuuldidunems (Unofficial Co-Production) unissamiunansionis
TeNINUTENERAALLEM (Content Provider) 310 2 Useinavis eannnit lngdennas

= & I3 o a _a 1Y) = ! vy
waztoulunsmumdulumudyainegsiafianasiuies Feenadwalvgusenaunis

[

wuguassalumsaniugsnansil

anuvinmelunsatugsnafusewd
Tunssauwdnsienssenitedsemea Maluguuuuves Official Co-Production %38 Unofficial

Co-Production HuUsgnaunisaiudeaasauyinmelugq 3 auliun

1) eunguune esmnusazusemealinisldnguunewazszuungvunelimilouiu
biAnauvmesigUseneunistunisldnguineg Femulutivnuanuedunia

FEUUNYVUIUAE
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2) AUABILEE TRIUSITY 19N TUAaEUSEMATIANULANAINNI WA UNIYILAY

Tausssu hgusznaunisaedinsuTuiileminasiiauslivungauiuuseme
U

3) gunsiu Wudesniddyinnlunisusenaugsin AstugUsenaun1snism

v Y

RATiuaurIRIaALIAN1sAUNTRNTUNIALTUEIAA

LUINIINISUSUAIBAZLATBNAMUNSBUFMSU Official Co-Production

L4

AsuanTuuldunianis  (Official  Co-Production) ael@nsvinausduavisevennas

A7)

TenINUTENA NA1IAB WIBTTUIRYRIUTENATINANNA0IUTEImMANTBNINAT IN1SATA 1AL AIU

a o 1 ) 1 [y v & A q‘
dusdynn (Treaty) egradunisnissiniunal Ussiunuiaulafised

v
v

N3UYIUANNRNNY

o A Yy o

TunsyTennNaIseduINALABINN1TUYIUANUNLNBVBIAT ALANUTALIU

T

Lﬁaiﬁnﬂﬂﬁaﬁﬂ’s'}wﬁ”ﬂamqﬁ’u PNnNMsAnuaUS Y visedennaslunisiin Co-production
YosUsTIMABLY AIUSnwnuINIsTRERTensinsimiseninasanea Taedfonwdn ns
SrunAnTENIsInsTimisEinsUsemne vineds senstnsie wu azasnsein wolwduy
$19m13 Tl emsansainuiademenlad fvlasuiindnanuessamaiiasm
luausdygusotonnassiuiu
ansuszlevil

Bovavsuslon Wudndesiiviimdkandomasliauddy Wosmnidunis

'
Aa av Y a

Useriunauselevivasusenininvousas Usemanagsiundnsients lunsainusengta

Y

da/ ! Yo QA ! a a o Y a Y a a 6
Wemluusiazyszmalasuoudal assnslunissiundn viengndnaglasuansusylovdn

NOMINEVIENIIAAUALAYEIUTEIMAR R

Y

N15AIIUNU
Tunssaudnfiugsiasesiuamuduioidfy 91nnsleszivuesnusnyImui
Tunangyszmadslaiinisuusduamuiuivessenisingd miluasietudy Usenau funis

PAANTAWUTUAMINTAWUITUNTRURAENIWATAAT Avuansamuliliaudaiau

dieligUsgneunisaiuniseely

LUINIINITUSUAIBALLATINAMUNSBUFMSU Unofficial Co-Production

Asuangunuuliidun1ens (Unofficial Co-Production) tunnssiufunansianisseming

AUszneunts ({rdailen ) Mnaeslsunaniaunnni nedennadaseulaviaunduluany

doyeymnagsnaiianas FawsazUseimalive Adelun1ssiundn Auanseiu wazkusenaunisivenss

Ususalunisaiiiugsiasiundndil
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nsuansmsuulilunamsssnisssmalneuazusemadulaiide
UseimedulaiidodeiJunaeiddnoamlunivesunanainuazmslawaniiilnetis
nndifigeluendou Iuhlrlssmeduladidesidnonmlunssundasonsiuusamalng ogs 1s
fnnu Gefide drfmuisszns 00 Boswwmsmsaiiugsie wazanuuanmeesimusITILas
mndeszyinsUssmadulaiidouazusemelneg 1Judu Fanniuszneunsivedeanissiuedn
domuduszneunmsmadulaiide fussnounslnemsiimauiuiilaens  a¥earduiusi
fuszneunsdulaiierousiiugsiouazasinisuiuBeuiomuesadiolidniu sy
vosUsuinmdulailigy
nsuansmsuuliunmamssenisssmalneuazysemaieauny
UsgmAdeauuiivsyaunsadlunisinausindudiesussmannnsdidn Uk uuwagn Ings

9 Uz madsaudinundenalumsusdasenssevinassma guszneumsineansi
fosinduiy Co-Production Tutssmeiisnu Inefusznounsinemssdndssnndeniiau
Aemuudonsuslumadrdaaadonludenun uenand iesmmssmaionumdulssme
fldswuninasosuudsenion friunsiugsivludeauniaiudesiidoudraenn fal U
AusEnaunsineasasisaulseivlalunisnudersoasnsanuduiusnigsiauigusenaunis
HeaununouEugsia
nsuaasauwuuliilunenisssminasamalneuasyssmadu
Usemeduidudnussimaifidnenmlums  Co-Production  iilesanusemeduiivszans
Suugsiiaeiuerde ogslsfnuussmaiuiide msiilsiaioraduguassalunis Co-Production

fuszinalnevans Al

1) msmvuadssianileniarnsiiugualiien i
2) MTAWESUNSIYWNARNDTUUDIAADIANNTUNT NI LB

3) m’mwaﬁﬂwmmaqﬁﬂizﬂa‘umi

(%

mewmatidusznaunisivednisiinisususmisgsialunisyia Co-Production namfie

Y
1) Ysuldillemndeglumsdngnannean
2) 9150199l UNS e NS LD V09U LNARY

3) aTdeUdAIlnTInzileugniaeggnioud gAY
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a 1 1 1 N6 Y
nswansmwuUlilunnIssznitedsemalneuasysemanivala
Uszanvalsdunislulssmaniidnanimunni - galuundvesnisidnfanaialnsiiriiay

2/ £4 aa o o & & oy Y v 1 v 1 1% 1
AIMUNTBDUATUAINE YINU ‘Ui%LWL!‘V]QUiSﬂ@UﬂWiﬂ’JiiSNﬂi%'ﬂ\‘mﬂ§Jj 3 “U’eﬂ%ﬁqj‘] laun

1) anuAmutmanalulad
2) ANAMNYBLLEMN

3) ANwUENNSYINGINIVDIAUNIMEL

AatiugUsEnaunsineasiimsusudmiegsia Megiadu msiawinaluladuasUsuuss

Y

v

mMasmswdn msldnsnenslugeamnssuliifinUsslovd mMsveSuRuatuayuanmisnusuia

waznsaseauduiuslunsihaunawazassnulindaliuagusenaunisinivile

Jaduauuzdulauiedmiunindyg

U3 nundavidaiaueuusluguuuuinasnsenag Wiedualy  /aduayumstumdniton
srensInsieissnineUsema fiausasiiunisiiles nany . wasmiheanudue Meades sauds
Ansesinansemuiiagmusuazilesunanseny
wuInensdaEsa wazuinsnistasiulunisianaingsiausnislandian

(%

pangINIUsNstanvimlulisULuunsaiugsiall - dennded funsianainegnans 3

sUluU
Y

1) nsuaniasuilonn (Content Exchange)
2) AITIUNARTI8NTINTYIFY (Co-production)

3) miﬁ'aaﬂqu (Joint Venture)

[V %
Y

lngvia 3 sUuvuduusfesedunnusudedudieussmagiiedy  edunisdaesy

]
a

Nﬁﬂi%%‘U(zf’]‘u‘U’JﬂLLﬁ%ﬂ’e}ﬁﬁuwaﬂiﬁﬂUﬁﬂuaUVI@’mLﬁﬂ%u%ﬁﬂﬂﬁﬁ@ﬂ@aﬁﬂ anelmAnuuINIgng

[

daasulazuinsnislesiunisidanain ’di‘lﬂ ﬂ

UINTATSAESHNSIUANAA BUINIINITE LAY U1nsn1sUp9NU

1. yiwdaumelaan nsduasuIamingdunsdyandl | MsujiRnuvensuasuaIung
(Intellectual Property) | UeyajdbilunsesauUyealRaeds Aew munulURn1sUeaiu

Q‘U‘U‘V] 1 n.A. 2557 el tazUsuusIuNTaziia

vaa a

wsrswdaRavansatudl 2 atu | vingaunadya wazdiineu

o

uAlufiands e 2558 nanw. Assaudlalunistsauld
NMINYLLATIATA
Wiwﬂ‘?.i JeysiAavan 5 Wl 2537
* wszsudtyalRavans atuutly) we. 2558
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UINTATSAESHNSIUANAA

BUINIINITE LAY

11nsn1sUa9NU

2. Fgwazluaynninau
(Visa and Work Permit)

IAATNITUTLAUINUTENIG
NSUNSNDUNLINUNTENTIIBITHU
luFaaenans NseuIun1sveR LA
& o 5 Y o =1
vIensdnssaudliAuInynag
UINIANWBNATHAZNMUET

[

LNEIVDY

AAST WU NTENTNRNUTEINA
= B Y
g1 snumuReulunsly
UnseuLau wanand ainng
Wauszuug udeyanuiles
Tyiuadeelraiunsaenles

USZATUTZII NNUIBIIUDUS

3. ulsungdaasunisamu

(Investment Incentives)

Tagduddnaunugnssuns
daaun1samu (BOI) dnnsdaes
HIUNUlEUIgALETUN TR T

FININNEUASHALIRAY LU

Tasvansuselevumunantnede

ASAUUANSNLNUINITVBTU
ansuselevdlunsanasunis

N

4. Awdlanmdudy

(Monetary Incentives)

Usemdlnealsaadsunisiasain
USNslanvAlaulAsINISANS b
?{qgﬂf\]méfmmiﬁu LU

INTNITRUAY LLaSﬂWﬁﬁVJu

mslidsgslavidenuvesninig
AIsiinaninaeilunisiaen
AUTENaUNITIINTINLATING
wigliiuladnauussanadunis
duasuusnislantimiazgn

lUlveenadiuseansSnw

5. UNUUEN9INg

(Networking Event)

NIIANUNUUENI9GINIVDS
gRAINISHUIMSlanyimiuy
UN95ANNT MITUANNGIND Uag

AsUsEMA Wy

Tumsinnunulenegsia aes
= =~ Y oy -
fimsamsidoudidnsineny e

NSMTIVEOUNITUAINUVD

LU wazandymvesnsiv
TOUATIIVDIUTENTLET I

WIMsN15ERUEYY Co-Production
ToLAUBLUZMNIINTALES UL N IMINENUNIATTvR s sEImnAlng A saviieatiuayy
N33IUNENTI8NSINTIAA Useninalsewme (Co-Production) ABN153nAmieunIAS§TuL Loy
wihdusunuman (Competent Authority) lunisaliucunaysiulgauaznIn suneen
a vad o Y . 1 <
wImMeuRntanlunisatiuayy Co-Production ag1adun1anis
JolduauuLADaINIIY NENY.
JalauaiuzuInINsasasIdting nany . awnsaviiieatiuayunIITIURERTIENS

IngvimisenineUseme (Co-Production) Aen1sdnsenasyudmiulasenis Co-Production wagnis

[
v A

avihg udeyalilovsnensiavativauuausiuilelunsvigshatusUseme

(3
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YOLAUDUULAINTENTITIMUSTIN
TOLAUBLUY WUININTATVAYY N15TINHENTIENTINTTIAlsEnIeUsemadmsunsens
Saussadulvludowesnsatuapliiisanstauasmadagiesidmiuidomsens
159115 Co-Production wagnsildusiuaduayudaasunsanidy oudvdinegu nany
Tugnarnssunmeunsuayinvmilve
farauauuzsanasuianFoUsansauazai1eaTsd
TolaupuuziUIMNINITATuAYUNMITIUNEA e sinsimlsenisssmadmsuneamu
fimundoUasafouazainiassd (neaus) fe Biudmsumssundaen 'stnsvirdsyninaszime
(Co-Production) atfuayudelduinnssulumsudn wu msld  nszvaumsaiunmeelaunsu
(Holography) uazwmaluladlaniaiiou (Augmented Reality wag virtual Reality) Wusiu saulusia

yuynUUsEuE0I TUSnsavanETgUsEneunsTaNAnasy

farauauuzsansunisvioailen
wamsatiuayunsskdaensinsimissninassmadmiunsunsvieaiioafions

Usuifiudasfuiuguanveanasmsiuiuanifuiesas 15 s Jovay 20° 1y evaz 15 fa Jovay

30 dvudldieiiiu Suamuinanisssmaildielunsenandnglneg evililasenisd

ArulaniAuINNTY

darauauuzaansuduaiun1sAITEn It ssina
TorauauuzuumInsdaaiufinsuduaiumsmseinasemaausaifioaduayums

$amdnTenslnsimissinsssna (Co-Production) Aemsdavhgiudeyadiusznaunsgsiaia

Tunazuenyszva safansdaaiumsdugnagsiadmiugsiauinislaniod iletslunisvene

a

FoINWAAARNTININMEURSLarIRTAlne

4 . a a o aa - o W ¥ a a ' a ' o '
UsgnAnsunsviesdien 1589 vdninm oms Weuly dmsumsvesuansusylemdmumnasinisdaasunsaneyinn weuasasUssmalulseinelng w.e.
2560
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2 UBULIN WANISANEIBIAUTENBU

naztadglunissrunanilonisrgnisinsvalsznIneusena (Co-Production)

Fetanusvasdndnuadasamstiiie Anvnmsiulassadsuasfiamnansyingsia sauluds
ng sz lounazuleu1enien1san N3awu kasANuTINleusenesie wasUSeuiguiulssma
g Tuuimslasimiffgtesiuia manszaedeauasnsvia WeusaiuUssloviuasransemy
fiuszmAlneagldsuanmaduinmsluenfeu nudshmunuumalsuisfiiefosiu vouin
voslasensifululd anmnsovanesisfamsfinuuasinunmssmesisraiafamsinsyieiiou

£

fruthlaufied aneth name dauddugudnidon (Content Producen) Tuaufisdinu mawmeuns
doyynaulngviend (Distribution) AaenauAULSUBL (End User) agnslsfinny YauLnTaITIBeatiul
finwsutunsnuuazmsiaindeiausuundnlovefiiofostudug  wanmidem (Content
Producer) tHundn iflesann  mautsiunelunaelnsvimifidiusnntusilidemn (Content)
nanelutladuddalunsaisanuwndawesdoseniseneg sudafiedunisasdenianis
fiangaanssinsimivesUssmelngludwnsssmad  udesnsvesnsuaniUFeuilon

(Content Exchange) @sansnsavilaluvainvangguwuy

Project Scope

——————————————————————————————————————————————————— Broadcast Value Chain -=--=-smmmmmmm oo e

@ . Private Service
mn ;
DOD

veon s | (@ B G

6 ! Public Service
polyplus II fug i / L

Thail .Uus

Broadcasters Multi-channel

@)z@ Jo =

~ [On

OTT Platforms
Scope of the Project

' ‘ Co-
Content (N
IEH Licensing %9 production

You D)

' Tnsi F[uh‘d T

v
Types of Content Exchange

U7 2-1: veulumvedlazang

nsuanaewilem (Content Exchange) 53‘1/1’.1"1\‘1U33LV]ﬁijjua’lm’]iﬂﬁ’liﬁﬁmﬂ%a’]ﬁlgﬂLL‘U‘U
Wy msasean/idiiemiingn (Content Import and Export) nsgeveavansidem (Content
Licensing) uazn33aumansens s (Co-Production) Wudiu seilluveuiwnvodinssnisi

MsnwazyinsfnwuazdnvinderausiuziBalovielinedrtesiu - JULUU “A1539UNEnI18N1S
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Tusvieni (Co-Production)” wiifu Lﬁaqmmﬂugmmu voamsuaniUdsuilom  flannsn adns
uansgrudsuanliungnamnssudolantiaivednglfreutnegs diluudvasnisadansundnszans
9aAAN3/vinwe (Knowledge Spillover) lugmamnss ulanvirtanUsuinagussina saulufians
Palifrdnidomvsdneannsnmzaaaissama  IdognsdivssAvinimanntuanmsiigdn

(Partner) if9omnanisidnds (Distribution  Channel) uazidilafausssumazwgi nssufuslaa

Tusnauszmaduagnem
2.1 Hg13U99n1532UNANTIENT5INSNAY (Co-Production)

Co-Production #ie MsfaunansemsinsvimiszniteUssma  sewineg wandovmalngsim
90 2 Uszmaduly Tasordommsuiieluannvanednu iy ewsiufiedunsiBeuun nsiu
tinuans uazesAauiianansauf TRldess udu TneUszlemingn vesnssiundnsionssening
UseinA fe M358 AWnuUMsWER (Cost  Sharing) nslduseleniannesAmnuivesusun

[

Auuszmagdn (Technical Know-how Spillover) sauldguitelv amnsadndianinenns uaznaln

Y

nsatuayuaInNnIAsgEne 1o

What is Co-production?

At least *% financial

— contribution from each side Partner
L Country

Financial

Artistic Technical

+ Scripts/Screen - e Language

Play + Marketing (Ads promotion)
+ Characters + Graphics/Visual effects
[Actors) + Sound engineering

' + Location (Studio, Facilities)

Official Co-production Unofficial Co-production

“The process where programs are co-produced, sharing production costs and
processes and enabling co-producers to share the rights thereto”

. \
] 1
\ 1
\ ]
\ 1
A ]
v |
A 1
‘ |

\

v !
1
|
1

(9]

=)

o

=

o

o

c

(1]

=

o

=]

a '

gﬂﬁ 2-2: TeuMITNanTIensinsvimiseninaUseina (Definition of Co-Production)

ol TumneufoRves mssawanidommenmsinsial (Co-Production) dulsisndudent
nsufleruanzlutuneuveanisudn (Production) 1y nseesh “a< Wiy winusanssadu
arwsaeruldianszuiumsvesmsnanidommenmsinsia dudnszuiunisduusnuesnisudn

LU TURDUVINTARERNIUENT WAL NIMIRUNUATIVANY  MaoRIUTUAD UAAYIENAIINTINES
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Wennasaseusounar  (nMslawalazlseandunusidont ) 1asnszuiunIsveInIsHaniien

sensnsiellagmivusenoulusme 4 Tunausanalul

1. dusimun (Development): §1unensasadenidovitossdn ielieuummeanad ou
fraflomniuin nieufuiemeienudsuassuduneiuiinmaiagld anduiahly
wuelyitinawu wazBnhmadouunmensmendsnldfunsanasafuayuaininasu

2. fuwdsun1sndn (Pre-Production): drinfudsunsouuumemsieiifionans. 8451
flaysal IO R CC PRI TE YRty LaziFIihmssuaiasynaIng uazdsdueeysin
TuBesheqangiisrunaiifedes

3. undn (Production): Hunsvudsgunsaluaziinuanssuiayaainsludaanuiianei
uardnwdsuanuiiielindoudin - Sunsteri andulaiunmsteriauuwuiingd
wAETIINTRAITUILALNUNIUNANTANEYN

4. Yunaan1suan (Post-Production & Distribution): Ludunauvain1sdnse ldwmaiaiiay

=

739 Lng wazlddsadnlulugelnsyirianniulwinislavaun wazingdide Insvedtuly

[

Wand uazdvgiuiIumug a1

General Process of Audio-visual Production

5 &

Development

+ Story selection

+ Assess market
potential and risk

+ Findingrisk and
expected return

* Project pitching
* Investment approval

+ Screenplay writing

Pre-Production

* Pre-visualize

concept and story

+ Budgeting
« Crew recruiting

+ Getting necessary

approval from
authority

Production

Transporting
equipment & crew

Equipment
preparation

Scene setting
Shooting

Work review

Post-Production
& Distribution

Sound & video
editing

Adding computer
graphic and visual
effect

Advertising &
promating

Releasing thefilm to
consumer (approval
may be needed)

U7 2-3: nszvrumslunisnandelansim
JULUUYRY MITuREaLlemsensinsfiaseninesena  (Co-Production) @1313auen
ponlu 2 Uszian Ao mawdns wmuuuidu mems (Official - Co-Production) kagn1snansIskuy

Talifun19n1s (Unofficial Co-Production)
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2.1.1  mssrunanianisnenisinsiatseninsusemasuuidunienisg (Official

Co-Production)

NITIUNANTI8NSINTFIsEUIaUsewakuU U191 (Official  Co-Production) fa

MHARTIENNTTIN SendeuTEmduanilenn (Content Provider) 30 2 Useine lnefisguiaves

a v Vi a

vitndsmndnlunsazUssmaladnisiasadesesay  aswuauddyen (Treaty) agradunienis

Y

Swfuiileduaiuuazsrnisamasmnlyiuduisnvessamag  dudunisudnl navimismiunia
YORNAY ImaLﬁa%’gmammﬁqaawszmﬂ HnTasuN AUy QITNAULAY U%ﬁ'wﬁmamﬁawﬂmwiaz
Ussinazanansovhidesweeyiiflilasenis (Project) fifimssrundatunanedudennasnisiiunde
semisinsvimiserineuszmanuudunianis (Official Co-Production) 161 iflelassnssiananalsidu

Official Co-Production &3 tllemiignuantuainlasinisasiiodndu nsudaniglussmeauuuy

wils vilianunsalasumsatvayunvindeniuanmnaiedisaiowdunsudanislulsesme Wy

(-] o Y 1

Ruyuatuayuaniguia Mavelgidmsuntdnausinmd wagnisiidigunsainisaneyin “a

T o

Yagiuuszwmaniins aswnauddyalunssundasienisinsirisenitasemeegiaduninis

frusineUsemne fegradu assasginvale (leluaziieondn Usemanmald) ansnsasgusesnvy
U (ieluazsendt Ysenedu) arsisasgduie (Meluasiiendn Usemaduide) anssusgaealus

o

(foldaziiendn  Usemadaalud ) Usswaihduaus Ussmalauial  Ussmasingy  uayLAsesy

o«

20aMsLa (FolUaziSunin Usewreaawnsiay) Wusu

Official Co-production

---------------------------- Definition  -------------------------- -----—---. Key Considerations ----------
Official Co-productions projects are made in accordance with The responsible state agencies should set
audio visual treaties between governmental bodies, viewing co- criteria that balance the contribution from
produced content as domestic content. the two producers in the following aspects:

Financial Contribution

= Principal Partner : : : :
o) * i.e. Min/Max Financial
3 Country Contribution % from 2 co-
3'; & ——— producers
:<§ > G
n Official
Treaty ="
v Technical Contribution
« Creative Contribution; i.e. %

Benefit Claim Benefit Claim share of expenditures on

(grant, tax (grant, tax goods, services, facilities
= relief, etc.) relief, etc.) * % share of skilled personnel
g

-
9 Al e =
= Official H]wnts L
g Co-production a By =sit Cultural Contribution
- - .

= HH « Language used in content
8 e——— « Location choice

JUT 2-4: m3saumdnsiensivsviaiszninsszmaegnaiunianis (Official Co-Production)
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MaluNsausdu e 11390 HARSIEAS Insvimd seninauseme wuudunienig

> Ag>)
'
v A

(Official  Co-Production) 1 witheanuniasgmnetessnluaziesdinisivuanmg /Seulusng

ndAglunisazoylRbilasinislalasansvilatieu Official Co-Production Hiasannnisinuves
el o

131 Co-Production vadwsazuArae1atAuwandeiuly vilinismvuananinanndae uues

o

Co-Production Faluszwudfny laun “anudidinsau (Contribution)” seninagudnsenis 2

[

Uszimnealudifenge NdAy Al

1) TH8aAuN1T Udusam d1un1sk8u (Financial Contribution) - TuawSdyeg15z1ning

v A

499USENA  MUNBUAIASININGITDY 819 MAUATEAUANUTFIUTIUNIINITEIU

<9
(% '

(Financial Contribution) 4usin/4ugevesuisnsrundniden (Co-producer) 7iiugén
fu wu dusinfesay 30 vietugefenay 70 iy’ Fillifiorsanusrosnusmiiely
Wy “mssaunu (Co-financing)” seminagén wazifletiosrunsdivesnsamuiiiosine
Weauazmsindnaidesnsinivansuselenilanily Co-Production Muviads

2) 148#nns fdusau druwmaila  (Technical Contribution) — n1sild@Ius MM

a ' v Iy a P ¢ . . . < & a
WAUA WU AMUNTNEINTLAZANNANEITINETTA  (Creative Contribution) 1 JUUTELAUN

[

dAglunsaiemnuaunalunIsumdnseningavisaasUssmaiieiaenaqesiv

o

[

npUszasAnanYeInsvin Official Co-produciton Asuawsn (lALA NITLNINTZBVDS

[ A

ANN3 wasmsiauyeang ) tneddinndng Nenaun inldinseduauildisiu

©
Da T

3
fanany Len
O dnaiureansSNeInINanIUNISHARTDILAaTUIEIA — 1YY SpUazvaInlngu
Tuussmesentinauiausluniswan w8
O dndmvodilidne  (Expenditure) induluusiazssne - 1wy A1gunsal
ANAIS LA INAZAINLAZEAIUT AALNI AIN1IRAIN M8
3) 14fRnnsildrusaudiuiausssy (Cultural Contribution) — Wy avwniiasldludon
919N 1YINANTENINEDIUIENA LU MBINY  (MFerINaennwIvesUsemeals
Uszinendadunivmdn e1adesdidennasnisidiussenglinm  (Subtitle) WWugu)
suiluBsanuiilunisdnevih (Location) msdosanesihluusemavesyszimagidunan
Tasmsmevhaindnilvgeglulsemedifidadiunisamuiu  (Financial Contribution)

1 [~4 %
111N LWUNU

a o )

5o 9 ' o ' ¥ I
dadrusenanenauananaiuluey 3131l ‘Uﬂizmmmm fﬁuagﬂwamnm
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2.1.2  N15uNans1enIsInsiAlsErItsUsemakuuliiunnenis (Unofficial Co-Production)

MITURER e svsvimiszninsUsamenuuldidunianis  (Unofficial Co-Production) e
nsgmiusBngemssening Uisiianiilon (Content Provider) 194 910 2 UssimAvoninmin
Tneluilforduauddyaesisuiadunifendesn  dnfe Fonnauaziteuluimunanduld
padiyayn megaiaf visnadmndneanasiues daf  unshanuhuieludnuusion  Lild

msatuayulag 9n3guta wnusdunsiugommensivesiundnsensies  nednvuey

[

mlvesmsniunansienisinsirdsenieUsemanuuliidumansiddgd 4 Usznnsedl

1) NSTIUNERTIENTINSTALTENINUSEWAIEARaTN1IINTa URe 9oy 1 f1u LAwA

6|

AIUNIIRY AUWALla wsosudal

2)  arududwendemiiinimds  Guans) sndulunadennamazdouly gyl
Tudyamnagsfaseninedu

3)  shaeshetienduusimazdou Al hgussasdiionisudn \Wen Vieg
Tuussimaivhanusiuiiossninetu

) Reulvduq uenmilenndnvazirsiuanidulunmutennasiignszyludygvmnagsia

waneenululuwsaznsal

Unofficial Co-production
fffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffff

Partner
™ Country v’ Both are Producing companies
v’ At least 1 contribution: Financially,
Technically OR Artistically
v Terms and agreements customized

per case

117

7
m

-
-
Hmmy

AEEEERRRR

(T11%]
HEER
ERER

11]
T
INN
INNi
g

e
EEEERERR
EEERRRRR

I
|

Business contract

Local Contribution
Investment &

Types Involvement ownership
@ e o O
Assisted Co-production
Assistin Productlon None, just provide
() Partial involvement service
2
Joint Co-production O O
P . Shared ownership
Shared involvement & investment
i ta4 O O
Entrusted Co-production > | . .
Full involvement in None, serve as
production service Production house

gﬂﬁ 2-5: M3TndnTen1svsvirlsyniadssmawuuliiunianis (Unofficial Co-Production)
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(%
Y

a1l N5l sen1sinsimiserslsemenuuluidunienig (Unofficial

[

Co-Production) ksl 3 Uselan auszauae3nusiniinanesansiulsemneuue fadl

1) mswaanlasunisaduayu (Assisted Production) A NMITIUTEMAYIRTINNS

'
v a

USEnYosuluUTEmALYe) L BAUTIBUADAUNIINES 1ABUSENANRITUUNTY

[
£ 1 Y

AunuUnneg1 wimue luvagnusenvedulianudiewmaslunisdamaunsalsnemie

9 9

smnpauazanlunsHaRlFLAUT AT Aty
2) mswAnsauiu Uoint Production) Al nsfiviaesinesiufiuamu win uazdadmine
swdimsTsuiedvans wunsuaudes wasutawanils
3) AswAnfildSunisuaunane (Entrusted Production) o USmsnsn@dnunings
U3Eviesiiu Tudunisuinisnsndaionun Tasussnensmnfazuuniudununnedis
Waua Uiy
nsuansuiulugusuy Joint Production Junssundndilndifes funissuwdauuudy
190135 (Official Co-Production) mﬂﬁqm Wesaniduausiuiiolunis AU WA wazInd U
yossande uazfisiuiimssuiuioaudns snde Inedeunnsnsssninansuansauiu (Joint
Production) ka¥n15511NER18N5INgIFdsy nInsUsemanuuidunianis (Official Co-Production)
AoiFeavesauBdynsEninalseme uaziFeansldfunmsauayuiyinfisuiuanynnadiuaiiou

Wunisudanieludszwme

Unofficial Co-production: previous examples
1990 2003
— L] —
S~ WORK (i —_— Triple Two Co.,. Ltd. and Bangkok
PomT K Broadcasting TV Channel 7 and Korean
Workpoint and Nippon Ll Broadcasting System (KBS)
Hoso Kyokai (NHK) PEEIIIEEY Kantana Group and Last Star ~ ame Show Ceme e
“Two Way Asia” “Golden Dragon Game”
[ I [ I _:Iﬁ
Animation “Psychic Hero” “Split Second” 9 3604
o E
B3 «-proDUCTION B eTvB
Broadcast Thai Television Broadcast Thai Television and TV series
and K-production Television Broadcasts Limited
N y N
2001 . 2004 . 2017 |
y Q 4

JUT 2-6: fpgimssaundnsenisseninlssmanuuliidunanisvesusymelve
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Y] 1 1 a Y] '3 1 1 <
A19819N153UKNANTI8N15 NSV ALTENI9UsEmAUU ldun1enisvasusemalne

Uszelneiiuszaunisalmsvi Co-Production Sauiusnadseimnasaust w.e. 2533 Tngisu
MnnMIuandsuinuans iedadunianisueneg Avulusnaseing wazAoe 9 Wiuszaudunis
¥ Co-Production Tnanuiidiusvesssmalnendnsienissiusuinslssmnd fia Two Way Asia
S18NTASARTIUTEN Bdaneevt vesUsumalnendngiufuu3em Nippon Hoso Kyokai (NHK) w84
Uizmmﬂﬁu 10 wa. 2533° waglud wa. 2544 lendauefiudu G091 Psychic Hero Wunanuwes
U3t vasaanaiing s fUUSTEM K-Production vesusemnainvald | sieunlud w.e. 2546 1¢

nannulyd Wed1 Golden Dragon Game UBdUSEW fluaun AUUSEW Lasta Y09Useineans1sasy

a6 oA

Fipudeudoawy eludendt Ussmadaauwn )® Tud we. 2547 wdndi33d o791 Split Second
wiodhuiideuny veausen vesamarilne fuuSev Television Broadcasts Limited v84804n3°
sound w.a. 2558 lafinsudmnuleifidedn Dream Team Thailand ansualy Fidunasuveauden
w%ULﬁaVJ wazanineainunges 7 SauAUUIEN Korean Broadcasting System (KBS) ¥83Usuine
nmdld " uazlud we. 2560 WinAaTIE34 3 Soe 18U Guiding Lisht, Love Complex wag Shock
the Series W9IUTHN Greatest Entertainment uwazuTwwm China International Broadcasting

11
Network (CIBN) v89Uszineau
2.2 Uszanvaaiianisienisinsnalluvauunuaelaseanig

dmunssumaaomsionsinsimisyninaUssme  (Co-Production) tufiunissaunas
Aouflowluuimsl navim (Audiovisual Services) Fududaidlonlusuuvunin vidoguuuunmuas
Eoa Wy nstufinddle warsienstnsviend Wudu Tnevesmanisesnenaderiemanianunse
Dulgiagomnslngsies waggomns  On-demand %l ann1sfisnsansuanifives navs
Tunsiiuguafansnssaeidesuasianisinasiad Avinnisdededonlungd  wevimd

aeldlasansy i Waseunguillevnsenisinsiimidundn

[V
Y

el AUTnwlamruaveulavesUsEiailemseniagyinsAnwiey 5 Usslan laun:

1) nlsivseufung wneis STeMATIUTINANuluiivanaiesULuL enauawes

naugudmneIvaInvane Fedlanuaulalunissuuandisiyeenty sUluusIenTs

ANINTUAMIAUAT ToUWaT AzATHU 1Y @Sn aunwlardunvallsiusens w3e

¢ http://www.workpoint.co.th/Uploads/Medias/acaac266-6a03-43a8-be63-922b7195711e----workbook.pdf
! https://www.pressreader.com/thailand/bangkok-post/20100301/2829094966856 74

¢ http://www.kantana.com/entertainment/indexi!/company/C089406

! http://www.broadcastthai.com/news_detail.php?idnews=315&page=8&search=

1 http://www.manager.co.th/QOL/ViewNews.aspx?NewsID=9580000093844

b http://www.tcjapress.com/2017/03/01/greatest-entertainment-cibn-film/

12 http://www.nbtc.go.th/About/Committee/PowerNBTC.aspx
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mMsuansduq eglusiens IRsnadudduiunenisuazaheddulifunenis e
dlemusuavmilsivdeudang Tun menmseainaansysnu 4 wazsionsiau (s

2) wnulwd mneds Anssudlelinuvdenguauldlivinugmmasamenionuanansonis
antayeyn wazuanInEInsaty  senin Inedumsudetufusering 2 dhetuly
aeldngizeninimufinnasiuld madhelavurazldiuseda dufuieyldsuseda
Uasulavegnanoen feghaiomuszanmnuled [ud :18m3s  The Mask Singer wag
emsUsauiuau Wudu

3) @saR e WemiAeatudessmiiieiui netiauaidomanssdenin
\Feaussens uazenaiinsduntwalnenuvsoyanadieglumanisal shazthiaueyszidiu
adeny NMsidladuasAUiIETIMIIneImans Aauinusssy Useinaans
msvieadien a9 dregrail emusmavansed  lduA s1enanuuennean wagsIenTs
Auduaw 1Judu

4) as1si1 vanefs Beauds wagninaFes wieudunsahilaniindendeiulaniin
andeey fenmsitaeunnisailuazasiinisinuaduans aasieanne  seiausient
thuandliauas wagl fmadamaaueFessnlnvilousiunnitan 1leratusenis
Tudswazsensiiensine feghademussannsih Iiud azes uaz Inaeu

5) weliwdu nmnedis matazestaemsieveamiuidila anuidn Mmeamedeulm
fiutuludnuaed 199 mwiaeadudsaesvesyana wilkaudlatenudaues
dladessmsneg sheghademussn muedudu Wy fMundomesdsd uasdng wes

Lot
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Scope of Content in the Project

Audio Visual Work means aggregation of images, or images and sounds, embodied in
any material including, Television, Video recordings, and Animations.

"""""""""""""""""" ®

I
I
I
I
I
Variety Game/sz Documentary  Animation Drama I
I
I
I
I
I

erinition

— - —————

}
1
1
1
}
1
}
}
[}
}
\

I

1

I

I

| News Films/Movies

: Show Show Story Story Story Schu?‘r’g]r;fg\fgr'{:g Motion Pictures

| consisting competing showing involving involving shown in cinemas
1 ofunrelated to win prizes truthful animated human

I acts, led by situations characters  characters

‘. the host RN R

¢ Included content are Variety/Game shows, Documentary, Animation, and Drama Series

« News are not included with our scope due to the nature news content being real occurring events, not scenes or
stories created from the creativity of producers.

* Films/Movies are not included due to the scope of work of NBTC covers only Television and Over the Top
Platforms (OTT)

JUN 2-7: Yszamvealemaenisinsvimdmsunisfinuinisvih Co-Production

| & & a 9 v A = Yo &
@EJ'NI?ﬂGﬂiJ UBNANNUIZLANUDMINNGNININUAY ‘Vl']ﬂ‘Vl‘Uiﬂ‘H']l@Q']LLUﬂﬂigLﬂ‘V]Lu@‘Vi']

lallpeglurauiunlazenis laun

1) 412 vneie Tensithiaueimnnsal 1383510 Jeifiaads viedeAnuiu Mnala
finnuanlny I nansenuseUszavudnlng wieesduseneut  1duq Taegldinns
thiauetiiludnuasroamstssma mssudusssigtmusznaunmlaedUszmanm
mMIenuiirwiiensdunival Tnegdetnn wiefsenuin luanudiess viednums
3u 9 Towawmii “91” bignruduvssandonlureuwsvedasinis  idesn
domamfunismenudeiitanss ieriuaniunsaififintunie llddnmsmnusadon
wsahindesloaduisesda wazanmsanvmaiaiisssna Wemussnnenaiiy - 39
lailAdunfeslunmsilusiaman Co-Production lumanana

2) aweuad e Wevniigminsnanelul ssnmeuns Tasdlomussannmeuns S8

< & P & & Ay v oy
Qﬂi'ﬂllLUUU33LﬂV]Lu@‘VrﬂuGU'E]ULﬂmﬂaﬂiﬂiﬂﬂ'ﬁl,uaﬂﬂqﬂLUUU?SLﬂW%@QLU@W'W]IMI@@U

Y

luveuiansiiugua/atuayulagdinenu nany.
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3 aoumwngsnalnsiaduazaunieulun1ssaunanTen1sszndnelsemea

YpsUszwndlneg

domludiudaznanfeanmeaiamsliimsl  wisviemd Tuussinalveuaganumon
voswannsvimiluussmalnglunissiundnsensseninelsewme (Co-Production) lagns
Wnsanmanunienve waralegluvanvateladey wu Jademudnenmuwazmaiulnves
nan Yavewmanlawaniulssmalng puAseuAquILaranIINISIdITaYeInenge Tunssusy
Tnsvim] dadesnudnenmvssdiduvdnlunaindifienamiensdenssiundnemsseniteUssma
ngsuilouuas ulounesneg vesnasiiientes wualtuuasiiemdusuianve  smanelnsimiuas
wainssu fFuvrlulsemelveiiinsiasuuladly suluidemauazaudedug vesszmelned

[y

asafadiaulunaalnsviaiaeniliaulalunissiundaiudnanmenisvessemelnglasely

Thailand’s Readiness for Co-production

What defines a country’s readiness for co-production? Market Demand

- Market size and trends

- Market reach (TV & Internet
Penetration and coverage)

- International content demand (and
demand for Thai contents)

Market Demand Market Partners

Country’s - Key market players; strong prospect
Readiness for and well-established know-how and
Co-production experiences

- Financial Aspect: Cost of labor
- Technology advancement

Law & Regulation

- Regulation that limit the extent of
foreign involvement in content
production

- Governmental support/aid

Law & Regulation

5UN 3-1: Yaduanumenvesseinalnglunissiunidnsienisseninaseme

atRUsneUatadeAUNSauIUsEMANe TUNTIINNARSIENNTTEUNINU LN A
(Co-Production) eanidu 3 Jasdeuan laun

1) ANINABIALALAIILABINITIURAINNITHIUSNTINENSINTIEY (Market Demand)

2

2)  aunidngninlunainnisirusnissienisinsiadludsemnalng (Market Partners)

Y

3) ngIzdeu wleunsuazuinsnistunain (Law and Regulation)
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3.1 @NNAANALAZAUARRINTISTUAAIANTSIAUSNTS INsTiAY (Market Demand) ¥asUszine
na
anpaIaLazAugesnstunainnsliusnisl nisiel (Market Demand) e Hadenils
Tuaudadsanundouvesusemalnglunissiundnsienisseninelseina (Co-Production)
Faanunsaudaladeildeendu 2 Jasudosfidesiiansan toun
1. Anenmassmann (Market Potential) — nmwsiuvesnanlawanluussmalnefivavents
AngnmiBenndlvdvasusemalnglunisingsianisliuinsinssiend loua
O wad Az sAulavawmaInlavanivsimivesussindlng (Market Size)
O ANUATOUARNLAEMIUNDESUBLINTYIFY (Market Reach)
2. wualtfuuasfiAnisvasnain (Market Trend) - Liielinsiuiafidniesnsiauiveman
wazngAnssuvesiuslnafionsimannuesglsuinsfingagn iun
O wgfinssuN13uTNlnsied (Media Consumption Behavior)
O unanesunssursulnsyirduuuuansuaudn (Pay TV Media Platform)

O Uszniilamsienisingyie (Content Demand)

Thailand’s Readiness for Co-production: Market Demand

Market Demand Aspects

Market Size

- Advertising Revenue in Thailand
- Trend in digital advertising

Media Consumption Behavior

- Migration from Traditional TV to
Online TV / Streaming
- Smartphone adoption up rise

Media Platform

- Shiftin platform dominance
- Declining Cable & Satellite

- Rising OTTs
| » Jorr

International Content Demand

Local Demand for international

((( ))) content
- International Demand for Thai

content

Market
Market Reach Potential
- Digital TV Coverage and
Penetration
- Broadband Internet Coverage
(Fixed and Mobile)

U7 3-2: PadomnundonsnuanuamuazafionIsvesman (Market Demand)
3.1.1  yaAmaalavunvasUszmdlng (Market Size)
= i ' 4 aa o 1l 1Y 13
Tl w.a. 2560 yarwa1n lawandudefdvia Tulssmalveegiussunn 12,402 d1uum

nlutasyey 5 Wk @ we. 2555 - 2559) yarnaialawanlainisidulnfued1esieiodsdl

13 o o =
UBYANNITUTENIUNTVOINUINGY
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snsmsiulniefiesel (CAGR) egseray 3.21 laguuiliilueuranaindt yarwaialawanly

Usewalngaziidnsivlntuegesiaiomuanimnaainegiussanaiosay 2.37 quieU w .a.

14 & & ! ! v 6 ..
2561 viall yadndwlngredavaniulssmealneunanyarmaialavanlnsviad (TV Advertising)
Andudndrunnnieiosaz 59 vesarmaialavavianue egalsinig wuityaanlavan diude

¥ia (Digital Advertising) wu lawanesulauiisnsinsiulaniedelnasanlugssesiign 51

fenusnanniederay 10

Market Size: Media Advertising Spending by Platforms

mmmm Thailand MediaAds
I Spending 2017

Magazine

2% [Transit]| "o Digital Advertisement Spending
5% 14 12.40
Newspapers 12 CAGR =33%
7% 10
Q8
Internet 5 6 4 25)
10% 4 2 78
Media Ads 2
Spendmg Outdoor 0
6% 2012 2013 2014 2015 2016 2017
TV
59% » Spending on digital advertising continues to rise over
Cinema 6% time. The spending escalates 17% in 2016 to reach
9,477 million baht, and in 2017 will increase by 31%
Radio deriving from contagious top spenders; Motor Vehicles,
4% Communication,Bank and Skin-care Preparations.
= Magazine Transit In-store
Newspapers = Internet = Outdoor
= Cinema = Radio =TV

Source: Zenith (Nielsen) , DAAT

JUN 3-3; vunauavduLUmaalayanlulsemelng

a d'

A a 15y
amamm*sawumﬂmuimmm Hude ARviaNNgalul w.a. 2559 7 laun anainnssunis

q

(3

doans (Communications) e3espalliflueanased (Non-alcohol — Beverages) nanfausiguadin
(Skincare) wazgnanunssuEuBus (Motor Vehicles) Saildnarusiuiudosay 36 vesyarsulavan
siudeRivaaun uaglul e 2560 Mnnsaansallasaunaslawanddvia (Usendlne) yae
panelawaiudendvialnssuvesUssmalneaniulntuaniivssdiulife 1,250 &uum Faviili
Tud n.m 2560 yarnanalewand Snsinsiduln desas 31 ndimaliifivsosas 18 and w.a.
2559

b Advemsmg Expenditure Forecast September 2016 (Zenith)

aa o

Bl sanelavaniiavia (Uszwnalne)

euHan1sAne ITeatuauy ol i 30
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



Digital Advertising Spending by Industry (2017)

273 tecituore, @ Petr0i258

&= 1280

« Motor Vehicles, and
) Communication are
@ 1,195 still the biggest
spends in Digital
Advertising Spending
in 2017 follow by
followed by Bank
and Skin-care

@ 847 Preparations.

640

| 2% Tt

Source: KANTAR TNS

o 1

JUN 3-4: dndrunsldeulavaniudefiviavesUsewmealneniugnaimnssy

[ 7
Y o [

aildmiumanlavanlasuvesUssmalng andeyaadaviengd  Teuuszanadasan
1niign 10 SusuusnuesUssmalnglud n . 2560 wuingnan vnssuildauyszanalawannn
flgn 1eun gramnssnetusus (Automotives) uazgaaMnIIy 530N (Communications) wag
PRAINNTIUTUIANT (Bank)

Taglul wa 2559 vTEwildeuyszana lavanmniaaduuisvlugnamnssududgulan
Usloa loun u3um gfidnes ne WIARa e Belaulszanallunadu 4,496 Euum annninsusy
aosiiiuutmenavinssueusudiesns U3 Taledn wewes Usemalne s1dm (2,323 duum)
ogfounini duuTdnlugnamnssulnsauunauildsutszinamnngn Tiud 138 weanud Sulw

woiia 9110 () BeeglududuauainuIvngldeulavanmanie

16 o '
fnn: sanpalawanuisUsendlne

euHan1sAne ITeatuauy ol i 31
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



Top Advertising Spenders

Top 10 Ad Spenders in Thailand (2016)

Advertisers Industry Ad Exp. (2016)
1 : UNILEVER (THAI) HOLDINGS FMCG THB 4.50 B
2 [f_‘:/ TOYOTA MOTOR THAILAND CO.,LTD Automotive THB 2.32B
3 TDY;:S ADVANCE INFO SERVICE PCL. Telecom THB 1.87 B
4 P&G PROCTER & GAMBLE (THAILAND) FMCG THB 1.83 B
5 @ WIZARD SOLUTIONS CO.,LTD. FMCG THB 1.65 B
6 Iﬁdrac TOTAL ACCESS COMMUNICATIONS Telecom THB 1.63 B
7 m BEIERSDORF (THAILAND) CO.,LTD FMCG THB 1.59B
8 C@% COCA-COLA (THAILAND) FMCG THB 1.49B
9 IsuUzu TRI PETCH ISUZU SALES CO.,LTD. Automotive THB 1.32 B
10 Nestle NESTLE(THAI) LTD. \ FMCG ) THB 1.30B

Companies in FMCG, Automotive and Telecommunication industry are the top advertisement
spenders in 2016

Source: AAT
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3.1.2  5EAUNSNANRsUBNINgiALY (Market Reach)

Y

v

Uaduinusgiumadnfedsuvalnsvien (Market Reach) vestssmatailunisduladedAny

o

Y a

Mafuanugeduliungliuinisdessemsviegnanilomlunisdigeain  Alwaialudseine

Y

e Woaniduasesdiy Useiuinileningn /eananidanunsatndansusulaasslusiuiuunn

Y

Tngsedunadniefumilnsiimi (Market Reach) Hannsaildanmansilade vasedumsidnia
voslnsimiuuunaiy (Traditional Television) lsi1azfuuun wanesulnsriniafiuiu euda
wsemiin uarsziumshiinissurdominsiiduuunanvedulvale Wy OTT awnsadals
mntlduanuaseunquuedlasadsiugnilnsaunausieg

dwfunsiiniadSussinsiiedniaiiuiu (Terrestrial Television) ndsaniilaisunisiieu

Y = @

HIURINTEUL waurdonulundvia dndiuvesyaaidndulavanuuwnanesuiiinavianiuuiliy

o w v A £

dusnniwsess) wildluladurnudisafiddgyreiniasgionnuansatunislondredsuruain

o Adaa v o

szuukauzdenuluszuuAdvia FalutisiiuuuldndiugsurnnvuunSuraiiadvadaadliamn

un wadunelaandmsinislondnes (Migration) Huludusgemeiios wag s @udw e, 2559
dnsnaruveslSurNUULNanasuATTagIn IR d e FuTHULLNaaloTukeuzden Felufou
a 17 o | 1729 ¢ aa v 1 1% Y a
fguigu w.A. 2560 dnTiduveITuBIUUULNaAnesUATTRegIUTEINMTeRar 57  uazdiaadl

wwalduiinuegesiaiiios lnglanendanny nave. laludsuulaimsuanauesiaviaiilussegn 2

Wussuulmifldvnsusedmusemauannsnniansiaaeuldd viuansunass Sudyanaununsld

17 a a v ¢ o o
TBUENNAAININITNSTBLEsazAaNsIngyiAY driineu nany.
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Market Reach: Digital TV Adoption

Traditional vs Digital TV Percentage Share of Viewers

100%

90%

0,
8% Switc h
0% Over Point

60% S7%
50%

40%

30%

20%

9%
10%

0%
/\ Apr 14*  Jun-14 Sep-14 Dec-14 Mar-15 Jun-15 Sep-15 Dec-15 Mar-16 Jun-16 Sep-16 Dec-16 Mar-17 Jun-17

u Traditional m Digital
Launch DTV
End 0f 2013 The Analog to Digital switch over in Thailand contributes to Thailand’s

readiness to consume variety of media through Television broadcasting.
Viewers are gradually switching over. From 6 free to air channels, Thai
viewers are now able to enjoy 25 channels with variety of different content

%Share of Viewers

Source: NBTC database, 2017
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st uenanmadndsdFurainsiimioefiufuuuiuiy  (Terrestrial  Television) win
nsufesurinsimidudumedidniedulafoddylnonmedmiudlruinadenngdimg
vuuwasasy OTT Fssdudese duauaseunquuadlasadisfiugilnsaunauuazmadinfe
guUnsaiffurvesUsznnslulseme tglull w . 2560 mnuAsoumauUedyn laTIte
Tnséwviladeuil (Mobile Coverage) vuwmalulad 36 @udumaluladdushitanunsoldau Foyulde
gefiuseavBam) vesUsemdlneegiszanaiesas 98 daumelulad 4G egiisosay 98 Tsiiod
Aouthansoungy Tasaziiulsinduaudliuinmsinsdmiindeudt  (Mobile Subscriber) vesuszine
Inefuulhsuifistuetiwianies uagdammsdiddnsdiindoud vessmdlneogiisosas
133 yosUszwnslulsene

dwsurinmsdumediinUszdil (Fixed Broadband) Tul w.a. 2560  $ruruglduinng
Tulssmdlngegiszana 7.2 dwedadeu - Anduiosay 33.85 vesniuFeuniedesas 10.7
vosUszanululseina agls Analurasszezna 5 Ik sunuglivimstimaidulnegdlu

a oA % Y] a a 1 a Y 20 = ° Y a
igﬂ‘Uﬂ@ﬁqﬂmaLu@QﬂﬁﬂaﬂiqﬂqiLm‘lﬂﬁLQ@EJG]@UU?SN']QJi@EJﬁ% 14 ‘(jﬂlu@uqﬂﬁﬂqujum%Uiﬂqi

dumesidnuszinfvesussmalnedeliuunlduusuiaudnaeudrsunainnisiuleuienige

18 o ado a o
senudvidinlutansinsauuanvesUsemelne Uszdd 2558 - 2559
19 o o .
#1UN9U NENY.: Thai Televom Industry Database
20 & o @
fAun: dedna nane.
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1 MasgitieatuayuamuiaulasadeiuguAiadeg W Tassgliluesoandin

Wensliusnmsdumesidauseiluiiuiivuunneld “Tasimsensziulassasreiugiuinsauuey
WonsiauUssma 7 veensennaaraiewrsugioasdin Jaavdam aliussmelneilassadng
fugilnsauunauiinsourquisssmaronadesiugrsmani? 1 vesuuuiaRIvaiolAsugia

2 21 o 44 Y = a a 3 U v L3 1 ¥
haseiAdl LLﬁ%‘VI']IW‘Uﬁ%‘U'WmanI'ﬁﬂL‘U']ﬂﬂUiﬂ']i@um@iLﬁm wagsurNInsiialul emneesulals

1 QIJ = 1
pganenely
Market Reach: Internet Broadband Coverage
Mobile Broadband Coverage Fixed Broadband
L million Total Mobile Subscribers* . .
) onitn 140 Fixed Broadband Subscribers
..... =0 120 10.0
g 3 100 50
l 80
60 é 6.0
40 S 40
g 0
; 2012 2013 2014 2015 2016 2017 0.0
2013 2014 2015 2016 2017
Axis Title
3G Population Coverage: o
98% End of 2016:
4G Population Coverage: » Thailand almost has full mobile broadband
80% coverage with 98% of 3G population coverage
- - and 80% of 4G population coverage
Mobile Penetration 133% « Fixed broadband adoption also has significantly
increased due to the more covered fiber
networks nationwide.
Source: Operators’ Annual Report 2016, *NBTC

U 3-7: vwiaseuRguiazMsiinfsdumediinvesszinalne
uenaniidadeiiesmuisvedumediinitedussdussnouddyvosnisSuralnsiied
vuunanlesuoaulall Insdsendlvedoduusumaifdnmanuiuaiovodumend  auszsii
Tusnsriigadlodiouiuvasq Ussmdlugiinrendeunavaadevedlan lnetagtumnusieds
vosdumosiinlszdiivessamalngegiiuszina 117 Mbps dafisuifedliiunatsy Ussna
Fiamnwdy 1wy Usswmeesull (13.7 Mbps) wagUssinewa uian (13.8 Mbps) wagunningng
AmsTedsvesdumediinUsdriivesussmadug Tunfinirendou wu sz uaLde
(7.5 Mbps) Uszimaisauy (6.3 Mbps) wazansisussiaulud (reluazisunin Ussineiautud )

(4.2 Mbps) 1Uusiu

21 ca, o v & aa o a a £ o
gnseansil WannlaswasaiuguadvadssansnmadnseunquinUssma
22
Digital in Asia 2017 https://digitalinasia.com/tag/we-are-social/
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Market Reach: Internet Broadband Connection Speeds
Mbps Average Fixed Internet Connection Speeds (Jan 2017)
30
|
26.3 Thailand has the 2" Highest
25 Average Download Speed in _
ASEAN (Second only to
201 SRR —
16.3 s
14.9
15 13.8 137
11.7 |116
10
83 .
64 63 63 57 ..
5 I I I I 10
0 I I
P2 & @ P \3{- R R & P % e s & Q& & > & e
@ & q'bQO N & & & ¥ & & & & & S
S o < ¥ @ @v h &
O
Source: Digital in Asia 2017 (We are Social) ©
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3.1.3  WeAnssuNs3urLInsiaYd (Media Consumption Behavior)

Fausefnaudstagiumaluladnisdomstuiinsiaulvegenng: fudinaluladnisds
Sy unmuazidssnaiuiuldSufeudussuuittand wignamnssufamanszatodeuny
Aansinsvenigaduultufiasinnsdsuuladiududue egsariles Fadunaninnisd
walulaglnsesnaunazmsdoasinelamzumesidn Avielviausuddoyatnasiuldas  on
wazsaiy Tngluanmidlagtiuasiiiulddaisnsfurunsiminiousiusinisuslandedeianinngg
vosszrilneiasuudadldegradiildda aniudaiudorutesmmdn (Main Screen) éud
nsvimd (TV Set) Builimssursionisinsiimdesulatin  Sevudoundwmiudumosidnmie
shuneUndinduuuilefofiuanniu hggauismadasuderueiasiofivarnvats (Multi-screen)
VoIUTEINA

INWANTITBAIgALUIIU AdReaction: Video Creative in a Digital World ¥8d 831350

23 ' 1% fu a . 1% ) a ¥ '
usT” wud Jldgunsaldafianiu (Multi-screen Users) Tudsemelng Tonansurssialetionsiu

'
4 aa o 1

dopvviaunnninmsvied laeguilnayilngldiiaegiuntivelaemasuiuis 463 useiu

F95evar 54 veanatuunTnvetw USRI tawiaruIuda 4 Gl nedu (246 w7,

o

4.1 9l ) Wegunzdsiarlunsvadlotu wui Sesaz 59 WWun1sFuruNIuYevINRda

2 https://www.millwardbrowndigital.com/resources/adreaction-video-creative-in-a-digital-world/
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(102 U19)

Media Consumption Behavior: Method used for accessing TV Contents

Proportion of Daily Time Spent ——— How Internet Users Watch Television™ ——
on Video by Device (Jan 2016)"

TV:
102 min d

(41%)

Regular Television on a TV Set:
96%

Smartphone:

76 min
(30%)

Recorded Content on a TV Set:

13%

On-Demand Service on a TV Set:
Time Spent on
p 10%

Video by Device

] -‘% Online Content Streaming on a TV Set:

23%

Laptop:

Tablet:
29 min
(12%)

Source: *AdReaction: Video Creative in a Digital World (Milward Brown),
Source: **Digital 2017 (We Are Social)

42 min
(17%)

Online Streaming on Another Device:

33%
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ganuanin nsvimbindudemenisuslaadenielausunmedeny Feuslaauwwildunagg i
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YBNANNUINNANITANTIVVIUSEN  Global Web Index GZNL‘UUUi‘lWl’J%EJ%@@W]’NWm

aa o

weluladuaziaa wuiussmdlnedunisusemea 10 susuusnilananSuralnsiaineomia

goulau viionsansutannfiantulan lnsainfusteglugiasening 1 - 2 wu. siedu Fausewe

o L3

IneFurulnsieunieresniseaulatluseauntna@estuusemausnalnaAed 1wy Usemadenuiy

a s

Uszmanautud uazUssmadu iWudu

24 https://www.millwardbrown.com/AdReaction/video/

® http://blog.globalwebindex.net/trends/q1-2017-upcoming-reports-from-globalwebindex/
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Media Consumption Behavior: Time Spent with Media

Time Spent with Media™ ——
TOP 10 WATCHERS OF ONLINE TV / STREAMING

utes typically spent watching online TV each day - l Jan-16
:“. s
Watching TV
Thailand is among the world’s top 10 l
watchers of online TV / Streaming” Social Media
Internet on t
Mobile Phone

|
'O Frequency of Watching ———

| Online Video™

Everyday  Every week Every month Never

45% 28% 17% 4%
Source: * Global Web Index Survey (Q1 2017)
Source: *Digital 2017 (We Are Social)

U7 3-10: no@nssumssumilnsimivesszinalng
3.1.4  uwaanasun1ssuvaInsiAdLuuUansuaundn (Pay TV Media Platform)

Taunfgliusnis Pay TV lutseimalnganunsoudaldeenilu 3 Uszanmdng laun
1) glviusnis Pay TV /ulasenganiiiiy (Satellite Television) 2) #liusn1s Pay TV fulasetng
wLda (Cable Television) waw 3) flsiuims Pay TV shuiilassdeamifisuuaslnsseiaiia
(Satellite Television and Cable Television) Iﬂwﬁﬁﬁmi Pay TV %é’auﬁuﬂﬁlé’%ﬁluawm
dwsuliuinslassinonszned savidelnsvimidmiuiamsilildnaumiuionditnam nany
ety au ieumquniay 1 e, 2559 Srunuvesiliuins Pay TV Alssulueygmuarlvivinised
Ussimdlnglupanadudnidiuiu 369 s1e” uvadugliuing Pay TV dnilassheiadaduu
350 510 videAmidudoray 95.93 wesliuinis Pay TV vimua sesasnfe fluing Pay TV
shulasstiennaiion S9wau 13 sevie Amdudosar 3.52 way dliuins Pay TV huiidlasse
widauazaniiiey 91w 2 518 viseAnlusesay 0.55 Awa iy

pgdlsfiony  dagtudliinig Pay TV uvuihassumasvefuidundfufiamaes

anamnssuifinsutdiunslivinisnanasedaiiulatn Taeand w .a. 2558 - 2559 wuin 1w
27

Y a

Aliusms  Pay TV slassewndaldefvisesgseninamsginislivinisly 27 51

]

= = U 1 Y a L% ISP 4 I a 28 =) a 14
Welguiudiessseznanlnalfesnululneunin (LApudINIAN W.A. 2558) soanasAnlusovay

“ffan: grudesyadusznaums ua. Weu wa. 2559

“ifan: doymangiudesya drinau nany. a Weunquaa w.a. 2559, Msdusegna 100 51 MndFulueyanm 217 518 Alsilddusszasssudonsiuunio
futszAsssuiionguium wazdeyadeyasnmsdunualfussneums a Weunquniau m.a. 2559

% ﬁuw:ﬁwﬁﬂ’dqLa%unmm%uuaxﬁﬁuQLLaﬁuLad d1iinanu navy., Senuanmnsuiiiureinaniansingiiml @nsnd bees - NINGIAY beds), i 39,
2558
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7.08 Wuderiugluinng Pay TV snlasatignnaiieuiifidauanasen 17 5o ivdenios 13
510 7 vidoanasdndufenay  23.53 uay S1uaugliuin s Pay TV shwsidlesstnenaiieua

Tasadheiada daflduan 2 510 Fsldun True Visions uaz CTH anasivdelfios 1 518 Ae True
Visions au Wity fiquneu w.a. 2559 illesin CTH Ussmagimsliusnisesnadunsmsdausifey

Aevinmn w.e1. 2559 1uguly

Media Platform: Current situation in Pay TV market

Independent OTT TV Provider:

Cable Local OTT TV
No. of providers =~ s No. of providers SATELLITE - p
v
390 20 NEE primetime
380 3.52%
7.08% 15
370 —— Regional/Global OTT TV ——
360 10
- -
350 5 HCRG ’fIDl
340 0 (§
2015 2016

2015 2016
Source: NBTC (May, 2016) I) LINETV Yﬂu TUhe

Traditional Pay TV players are dying

- High cost of acquiring contents in order to secure right to broadcast and attract more customers i.e. sport and live events.
- Competition with among Pay TV providers and other platforms .
- Inparallel, OTT players are emerging and foraying the market

JUN 3-11: naAnssumssurainsvimivesyszmelng

[y

o & & o a IPN Y a X v a
YU Wuqslua']L‘Wﬂ‘lﬁaﬂ“ﬂ@ﬂﬂ']iq@]ﬂ']ﬁlWUiﬂ'ﬁﬂJaﬂéﬁlVUiﬂqi Pay 1Y% LARATUABNTTIRBINYEYNU

nMsutstuanmaluladdug AdanlmidsaliAanmsudeduszriegdliing Pay TV fuglvuins
uwasesuBug wu fluinsTnaieifdva waedliuinig OTT Fsnaifnduvednsviminavalud
. 2557 Flguslaadimadenlumssurunidiidunniudn 28 o9 laghifialdiemed o
i Tuvasifertunmmanvangvesfliuins oTT TV Wumadenseulandiulalandves

fuslnatagiuiitunltususmdeminsiimikiulnsimiuuudain  (TV Set) Yovas wawurarin

gunIaldw 1 ausninuuazwIude 11ndu laeusnis OTT TV fnaneuszinvlulszwmelve laun
® 431135 OTT TV laeglwiusn1s3elual (Independent OTT TV Provider) - fe fliu3nis
orT  selwindetululszwelve annsaduldvisludnvazves nquwalulag

(Tech Startup) nelutseina vseuselugliuinig OTT TV snelugansisssme

? fandoyanngrudeya d1ineu nany. o ioungunIay WA 2559
* Funadddsann http://isranews.org/investigative/investigate-news-person/item/47764-report05_47764.html (2 &wnAx 2559)
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http://isranews.org/investigative/investigate-news-person/item/47764-report05_47764.html%20(2

98U F79819 WU Hollywood,  HD, Primetime, DOONEE, Netflix,  iFlix, HOOQ,
MONOMaxxx, LINE TV, Youtube 1Jusiu

® U3n15 OTT TV lneglviuinisdeslnsviAduuuniinl (OTT TV from Free TV Provider)
— 19U 989 7 (U CH.7 live way Bugaboo.TV) a3 3 (H1u CH.3 live wazwennaiadu Thai
TV 3) 993 Workpoint (W11 WorkpointTV) lagaas MONO29 (Wuuawwalatu MONO29
WAz MONOMaxxx) LUy

® U313 OTT TV laegliiusnisvesinsiiamduuuvenivaun®n (OTT TV from Pay TV
Provider) — WU U3¥W TrueVisions  vhuanndindy TrueAnywhere  Uagusen PS
Fuewndduveinuedenenilemsensingldmalulad IP Streaming Wud

® 13n13 OTT TV lagglviuimsinsauuiau (OTT TV from Telco Provider) - 14u

wannAadu AIS Play 983U AIS (Husu

Media Platform: OTT TV Players in Thailand

Independent OTT TV Provider: OTT TV from Free TV Provider:
Local OTT TV CH7 Web & application: Mono - _
d T ‘ ication: WEETY | 4
DOG p S B0 nm Cﬂ Web & application:  HEFTZ | :«ﬁ
. Live MO Jc
NE E [ www.ch7.com/live.ntml (3 CH7 RGN e THA

) CH3 One
—— Regional/Global OTT TV —— L ﬂ
Application: TV3Official LINE TV u

Mello
Y. ; s i http://www.onehd.net/
. ’fID: www.thaitv3.com/gifieeulaii/ p
Workpoint Application: CHs Application: ¢
LINE TV You Tuhe u workpointofficial @ u ThaiCh8 8

workpointtv.com/streaming/ workpoint https:/iwww.thaich8.com/

OTT TV from Telco Providers: @ OTT TV from Pay TV Provider: | e nywh ere ‘ PSi '

« No OTT TV provider from Content provider or collaborated providers

t%

JUN 3-12: gliusnmisinsiiatuuunannesy OTT Tudszmelng
=1 [

3.1.5 Wanisenisinsnadiduniey (Content Demand)

|dlddll A aa o o

Tug9ludtAn 1w nUsewmalnesinisli USn1seenaNAlNSIALSTUUAIaYNlRTlve iy

[ 7 '
L4 =

wnYu Matiilemvihmihialiowduwivanfsaduadunluudazdes Inuglvimigaainnssude

TulnsvirdsyuuadviavesUsemalng Useneulumeiiliomsnenis 7 Usslanmans Ae 5190115917819

Ly

FINTALATUAIUTUALIIUNTAN TI8NTALAT TIVNTAMBUATANS AR S18N150aN T18n15TULTAS

Y

LaZIIIN1TUS YHUTEIONTIENTNLERdILaNDINA (Airtime) NalnTiAUsZUUAIIA

nniign 3 Judu Tk 518n1sTUTT 91815919815 WarI1EN1TENERLANTHAZSIENSAN
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AUAIAU TRgSIENITUWLIAE FIUUNEAIUTINDINLSALYT wazenuly) 8ane1nNAUINDesesay 43 U9

UsZNNIINITNMUATDDNDINALUINTIIALSEUURAIE T18n1591na1eeno N ddnlusasas 35

aa

YoeUszANTIENIsiIReene nAlulnsimlss uuAYE warsen1sduasuANswaLIIBNISHN

¥ 5 d‘ v L3 aa v 31
poneINIAlsEINSeray 11 YasUseiansienisnanuaieana1nalulnsyidlssuuaIvia

Thai TV's Content Landscape

Proportion of Airtime in Digital TV Top 3 Channels with highest weekly airtime of Drama
Channels by Content Type

on Document e e e 5 )
ers ary Comedy ! B/ ] f - L
Dramas 2% 1% 1% G MMI‘S {} L
7% “"

Educationa
| and
Children
11%

Top 3 Channels with highest weekly airtime of Entertainment”

ent
Contents it

Thai TV's Entertainm G e e

workpoint

Landscape

Top 3 Channels with highest weekly airtime of Comedy

e _. © ©_

ey sl HD
News and education/children contents dominate @’ workoini \31 )
Thai TV'’s landscape in term of number of programs

Source: Digital TV Channels Guide (2017), NBTC Note: *Entertainment includes variety shows and gameshows.

Y4 = o
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a &

TuwiazdesandlulnsvimissuuAtvatuasiinseenomassiamidiomenisiid U
londnwal viesylssiisneiu TnsusasUssanmenisesivosiiludinlunisesnenna defnann
dosmensiifinanlumsseneima  (Airtime) ivesilemusiazyssinviinniign e desin
Tudlevussnnazasfio das GMM 25 981 GMM One wae %09 8 ludruvosiirluduion
Usplansrenmstuiisie des 7 Tes Workpoint uagtdas GMM One wazgihludonssinnmenis
man fie Yed 35D Workpoint wagded 3HD

oedlsfinu nsfiusazdesnsrimifidadiunaioenaina  (Airtime) Ussianiomenis
fiduslsse wusazdesunniigalallfuatesiug asfidanuden  (Rating andusnniian

= v a [ a . . 33 Y 1 v o1 |
HIB99INDIBIINNTITINAIAINNULN  (Rating) U89 Nielsen wanglmAuILgRe 7 U099 3 Ay

P

409 Workpoint  lllailugihnsdadiunailuniseenainie  (Aitime) wevnUse Lans1ens

[
1 o o

NNUTEAN WAN3 3 Yestiiienarudioy (Rating) awianluuseimna Faaaninvesdus sgeiitdudfny

31 4 o @ o o
fun: ddnaunany. desensinvieg
32 a A = o o ] |
dogamsiaszivesiuSnviandsnensinsvimivesusiasdes sienis
33 o
fiun: AGB Nielsen Rating

euHan1sAne ITeatuauy ol i 40
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



niclsen Average TV RATING:(6-24:00)(1-30 June 60)

15+ Nationwide Bangkok Urban Rural

Rank | Channel | Rating | Rank | Channel | Rating | Rank | Channel | Rating | Rank | Channel | Rating
1| & 2440 1 |[~3D |2705| 1 |»3@ |2584]| 1 | @, 2395
2 (3@ [1825| 2 | @D, (2339 2 | Q. [2469| 2 [ B |ED)|1.168
3 | DB 1486]| 3 (B [E|1.000] 3 B |@[1.787| 3 [~3 @ [1.142
a| 3 |ose7r| 4 | P |1.035] 4 | {5 |o.903] 4 J |o.839
5 | worsd |0.866| 5 0718| 5 | & |0.839] 5 | YT (0.744
6 ((o5E) 0591 6 | O 0699 6 0588 6 |(EEE)|0.496
7 | v [0473] 7 | YW |064a| 7 | Y[ |0.477| 7 |soomerang|0.437
8 [muslv3z|0.402| 8 | 3 (0.469| 8 |msiwaz|0.432| 8 | VW[ [0.370
9 [ @~ |0380] 9 |wainaz(0463] 9 | G [0.396| 9 |wsivaz|0.320
10 | Boomerang [0.294 | 10 |Boomerang|0.366 | 10 [Boomerans|0.382| 10 | G~ |0.309
11 [now |o2e0] 11| @ fos1s| 11| & [os07] 11 [vow [0.247
12| & lo245] 12| @~ |0.267] 12 [now|0.277 ] 12 |wveav @(0.187
13 [trueav 8(0.215 | 13 [trveav @]0.251 | 13 frueaws 8]0.218 | 13 | m-chamel |0.182

JUN 3-14: LanRstessen1silinaviavesUsewmelng

Thai Domestic Contents and Preferences
Top TV rating (03-09/07/2017) Thai people preferences
Name Rating Genre
1. Niew Huajai Sud Gai Puen |  7.056 ' Drama/Action/Romantic Thai people tend
: : to watch drama
) : : . and action TV
2. The Mask Singer 2 3 6.452 3 Game/Music/Talent Show —— | caries as they
! ! unfold the inner
3. Mue Puen Por Look Tid | 6.037 . Drama/Action/Comedy — desire which Thai
; ; people can not
4. | Can See Your Voice 6.029 Game/Music/Talent Show —— Sgﬁﬁﬁz in ther
5. Mue Nuer Mek 5463 Drama/Action _
6. Thep Sam Ruedue 5.374 Fantasy/Action/Adventure —| — Tpa; people also
love game show,
7. Mic Thong Kham 6 | 533 | Game/Music/Talent Show || music show, and
‘ ‘ talent show
8. Ruen Phayom 4668  Drama/Thriller —| | | because they help
: : entertain and
- . ' ' i relieve stress from
9. Tur 3 Mic Thong Kham Dek2 | 4.649 Game/Music/Talent Show L | | thejr working life
PR 3 3 i
10. ;mﬁ Wan Prab Marn : 4.346 : Fantasy/Action —J

U7l 3-15: isnAsenseenieslulssmealne
a ¢« & Adaa o o | v oA 34
MNIATIZALENTIINTVBINIRINaNDRN N AlUYTITTUN 3 -9 nINg AN 2560
NNTIENIS NUI Ussianllomsenisilasumnufsudranndulssiansenisazas uay

e sTuislszinnnulyd aulnefeusuruazasiiasaniioniazasennsanulsisauinielu

** AGB Nielsen: 10 Susfusienisusesdlenyi 03/07/17 - 09/07/17
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fafieuliansnsonanssentdluinusysiu uenantu aulnedmevsurmnalyiffedestumas
LLazmsmquﬁﬁWimﬁﬁ NS T1EMSUsEANTLTANUTIURY KaTUsTIAUATER1INNS
aule

fiail levaemsvesivetatudulimmumarnvanemaiausssudun Snsfndeuas
SrumARTIENsAUAsUsEmeate JeilisensvesUsewdlve Budanuwdanival thaule way
annsnaveanlufahasemeldBndae sieifusuuuusenis (Format) wags 18n15d 593y
(Finished program) ﬁ’aasmiwmﬁﬁLi‘;JugULLuumsti Teun Usrundiuau Jedpedeanu usu
drusen1sd sy Wy azasineg glesinglve Wudu

Demand for Thai Content in Foreign Countries

Thai Series in Foreign Countries * Gained high rating in Foreign Countries

Thai TV Show in Foreign Countries: case Workpoint

Workpoint: contents sales to international
A

20%

/

Talok Hok Chak i
2015 2016 2017 alok Hol al Super Muay Thai

Format

i
Ty

Prissana Fah Lab  Sai Lab Jub Gae  Ching Roy Ching Lan

o E o - « Example of
2a : Sales in
23 ) 2016 and

> T o 1Q2017

U9 3-16: LHams1ensinglumnalseine

€aNl

Y

3.2 faunddnaninlunaianisiiusnisinsiailudsewmealneg (Market Partners)

Y

Tud e 2560 UsEnvinsansien1sinsvimilulsemalnenaaveoudunsuinungsia
Y N a o 35 = a = P v o v oA
MIMivianue 972 UEv - uasilvuiavesiamsiivainvane IaenaniusnwlavinisAnden

Wemusuninannidneninas ngldinaeinisdadonvainranelia laun selanunainnisuds

a o |

19015 N59F UsEaun1sainisyinaiu TagnniusenaaeinanusuiuuSemasuseme way

M3ivesan1ilurewmuied WaHELNINaNUENaIANITUSIAA B99N USEMENERYTIInIR USENT

IUsnwwiunddnenmannigalunssiumdnsensiuuinansssmeaiiianan 4 U3ew laun
Aav a& & A o w AV Aad a & o W a v ac ¢
1) UTEN DULDU LATUA 1NN (WWIYY) 2) UTEN UL LIan 31NA (UNI1YU) 3) UTEN LAIANIEN

< 4 ¢ o a o (4 (2] o
LOUNDINULLUN 31NA (WWBY) tag 4) UIen NuaAL n3U 91nA (UR1Y)

35 & o a v
P ATUNAUIZININTIAN
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1%
o

vietl Jadesauiiusdnia 4 uSeniliimileudu Ao N1sAnlugsianIsHanLeesmauLn

1% i (% [
Y

favaneun Inen1uTENEAluNTASNETIANGIILEY 119518N1591158 wazasasivsvia Snns
domem swandussansnsofnaguuldd danfe msduiunisudaies Tnsfwelulagnisnan
findondmiunanidemiinevaussmiudosmsvesdadifiuunltuvenesuntuld wasdadu
Production House figuamsuanndusou sausnoun1ai3undn (Pre-Production) audsmdsnissin
(Post-Production) wazgaveiiveananeunsuanuluvemues Insusnaindesaaiinsvimiugy

FIHNITWAUNLLONALATUNDTDISUNITVENEAIURINaIN  OTT  Service @9U4 USENIY 4 USEnil
d' I3 a o ) 1 1 a £y 4 1 = < ﬂJd'
WLNZANNL Az T UUSINUINT0INTIUNERS  1en1SinsTiAlseninelsema wazilanudululenay

Hielanslilsemelngnndnisudnsienisinsiimdiviegluseaunaadu

High Potential companies

Create

» Self-content producer }

Familiar with ' ﬁ ? and broadcaster i
i Rk A ; :
‘ . International | A Content”creeTlt\l;Jn, o
i H ! especially series
experience i L;J and TV shows

High Revenue
in
Tv Production

v

* Variety of contents
and attract clients

* Readiness to
produce promote

* It owns production
house

Produce i
The company that H 'f"

has own channels 1 |

to distribute 1 —— g
productions |

G”MM.

* Multiple distribution
platforms 1
+ Application for OTT !
service !
» Digital TV channels

JUN 3-17: faunddnenwludsendlng

® GMM Grammy

a

USHM 3ududu wnsudl - e (mww) WWuusendeihionstuiia Ussneusie ngugsia

AUAS G0 NMEUAT AIVia aailnsviruaiiien aanding Fedaiaun wasduduiuaiuiLuuAsy

2993 vuelngiiaalulssmale fedilae nyad dssfosssn wansn widdumi & ofuil 11

a aa v

WOARINGU W.A. 2526 NANTIAINAN UTeNoUMIETINANGS uag §5naATviaiidnuan 2 Y laun

Y93 ‘GMM 25’ Faduraesienisimuiilenisionisinlsmdundn wazaea ‘One31’ Wutadsienis

Munaiuagas Jasmiavesisaesosiug ndndudulieglu Top 10 vesmAgesinUsemelng
(Nielsen) F9518015INSHAUNMUAYDY ToUHY WUNISHEALUU  Inhouse  M9uA TasuSovNEe

518n15INsvETluAse dudY oA USTN ez tuldumasinga waz USEmIney 310
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Hadengluil Wugaudeves uTem 3Budy fe UszaumsalswideduuTdninsussme
lidnazlunissiufievingsia TV Shopping fiu CJ  Entertainment uSemianistuiiaselug
Tutssmanwials nsdsfatuludataes ududy lWhuaduasasiivssmaiu vionst  eguuuy
semslnsiminnanigossniduiu dugnseuvesuidviduduiuegiiguivuiinszanseglu

nsavmuarUiuamadudnannidlodiuivdesingimidug Tudruvestaduaeueniidulenaves
Adudilumssiunan (Co-Production) AemsiduTnueagsia OTT lumamuesuszmelne ey
AduduT Tomadilsiuiouninussneunssedug  anmsidudesmususuniaesssmealne
Usgnaufu Uitmranazas Iitey daduuiinieansideulas 3i8udy Aldduinanazaslsituma
Yodlaniiitlnen sududu viensverenanmidenues SiBmdukiunisliuinig OTT TV Hadeiu
Tonawes U3tmAdudy Tunssumdnie anudesnmsvesdeomivglusaaussmeiioutiu azes
11/1&1LLazmsﬂ,mLﬂuﬁiﬁﬂﬁ’uaéwLst'mawaiuﬂsszﬂLﬁauﬁﬂu Fadudyaaiid  sensvenenain
uaziundnazasielUfnaiaussmaiioutiu

Hademeueniiiuguasselunssaundn (Co-Production) vesuiemaidudui 2 Usuiiu fe
mautsiulusaaidomitiugaiusesnsiivssmagdlsifimnusiulalunmssundnfuussmalng

WosnnUgmavans wazniwddunslayglulszimalne

SWOT Analysis and Profiling: GMM Grammy

Key Strength: Readiness to Produce, SWOT Analysis
Promote, and Distribute content
V4 independently and their strong OTT

distributing channel

- 1# Youtube Channel in . Con_centgated viewersl
o . . Thailand are in urban areas only
@ Vlstlotn 1 To betthe(ljt_eade:jlnlflilfly mtggratedr " . Exsting Intemational according to overall rating
entertainment media and platform by creating the relationship ( ex: CJ of free to air channels
most engaged contents for all screens Entertainment)
« Experiences in International
= { ; . G market (Artist exchange in
@ Slzrllng (in terms of revenue in 2016): 7.4 billion China & Importing Format
f. Scope of Service: Fully integrated entertainment G- MM
platform; produce and deliver contents GRAMMY
ﬁ Types of Content Production: Drama/series, g 2@‘”“23” oTT Se“’icis in + Piracy Issue in Thailand
Reality Shows, Gameshows and Variety Shows Csr'%(m g?v;g’zgts to be + Increase in competition of
(Key Focus: Drama series) + Demand of content from TV digital content market
. TR ighbor countries (ex:
o % In-house content production/subsidiaries: neig ; .
K Vietnam Thai lakorn Ratin
GDH 559 CO., LTD and The One Enterprise 9

© mE

JUN 3-18: MTUATIEN SWOT v03U38n GMM Grammy
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® BEC World

a 66 o o

U3um 088 dad 9100 unvw [0uusenuiveanguusenisd dad sadugsiaie e\l
N1590N8INAHD NINENFD MW N1SHEATIENITINTYIAY Lagn153AmTIeNIsngl Al [aeiu
Aonailel w.a. 2533 UagUu au U w.e. 2559  NquUSEMIUSEMNERY MU 22 USEN wazuIENTI
° awv 36 o 1 a ' ® U o v = i a |
WU 2 USEn T duindvunelugududuiue vesseina lnedisglalnesiuveingussiaeg

12,534 duum Tl wa. 2559 ludruresdnvasnisaiugsiawitoandu 2 daumdn 1) nqugsia

a a a 1

AiuniseeneInIFdeuazdolawan elsenaulume gsnalnsviai §3Raing uavgsiadeluy was

9

v o 1

2) NUFINAUTUNNTIANT HARTILNNT UagInINUIETIENS U5LNoUMY 9010 NARLALININNLUNY

a

F1eN15TUAMAENTAR 9AM1 NERT1ENSWARAlYT /ARUIETA WALIANANTTUTUTIARIN LaLTINa

a

selllosativayu Inegsialvsvirinu van . vnenduwesmudiud uaruan . U88-aftiie suly

9

Aaa a

vswnlunseladiandurtionsestas 3 3HD 35D way 3Family iavun Tudinwein1sdnmuaskan

' (%
A ad A A % 1 v

571815 NaNUTENT8TIdaTuIEvluniGesiina a4 U3En loun vua . Sedlsmiiady
fiad Tusdndu vnenmiaitu wardsd Suwesiuduuua Aavitiiu Fautomeefidugauds
Ao axAsATNINATY 1,000 1509

Haduaeluvesnguuitm 787 dad Tutesvesaudeiididyfensiuusdniinglig
Fususiug vessemdlugsianisesnenniade suludsnsiimawidonvesdes 3 gadududu 1
Tudlufingunmmmuasuastiuama © dudunadudosnannisividvlueiefifssansnm
posdnmuaznanidomaemsdoulifumemendiefnuuaniugunaingsy uenainty
nauusendaiiinuansludsindruiuin wazinisdanmsdnuaniasazaswsesion1snieg 1use1ed
Tudruwesmginssunsiuruvesiuslaeiideulufurmdumesidmnntu nduuisnitinisingd
Mello siFeunanviosu OTT wesnwias wiawmsundidommenismaunaniediudug vudumosidn
diesnouaussrudesnisvesuilaafideululdosnsd egndlsfimugasoues  nguuei

a

agin1siimanudnuenuanjunnumuaskazUTiumamnaniinsirddnesinundes 7 uay

Y]

uUBTYemIvialule 3 Yo vhlvdidunuaruinslasaingaiviareutiaes Welieuiunguuiem

FSa) BT

N
= A P | 7
U9 ‘V]I@EJ&I']ﬂiJL‘WEN 1 YBINIUU

o W gj A

Jaduneuenveanguuium 088 ludiuvedenmandfguu Aemsivlaves OTT  lu

o

Uszinelne Wewnanmsidsunlamginssunsuiinadeaininsviedlugdumesidaviliilenia
BRI TUEUYDIMNAINETT UaNIINUUAURBINISHIEMTIEN nUsewAlveludsEme

ieuthumdsdidnsnsdulaiigau wu Yssmedudinisiiazasinglumeunsidudiuunn vili

aaa

anussanisluliemvedlveglunainsisssmeadiing@u Suludemdlinguuiem 983 ansa

£ v &

wiznamsenanle dutdyminduguas sevesuseviuazduluboweslymavans wasvsndau

* Sreeudsyst BEC World 2559
%" fan: AGB Nielsen
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matgyaitudsewelng Fadinaunannisteruldnguranendaliitunnveiniasy saulutianisd
FIUIUTDIDDNDINA LALLNAANDSUNTREWNS LD TLANLINTY danalin1suratulunisnanay

JanilomsenisiteanesnamafsanusLAtuisamdlumey

Profiling and SWOT analysis: BEC World Public Company Limited

Key Strength: Strongest Financial position SWOT Analysis

with the highest rating in urban areas

he

= Strong financial position . i
@ Vision: To be a market leader and the best . Highegst rating ianlanngk . E@Tg‘i}},’;ﬂ?&",\? rating in
provider in TV production and presentation of area rural area
the highest quality news, information and + Efficient supparting = Bearhuge cost on
entertainment program businesses o operating 3 sub
= Actors in hand (efficient actor channels (S0, HD and
management and poal) Family)
Sizing (in terms of revenue in 2016): 12.5 billion =+ Owns OTT platform (Mello
Eaht
tP Scope of Service: Broadcasting and media %
business & program sourcing and production
business
ﬁ Types of Content Production; Dramafseries | + ExpandingofO7TT * Piracy in Thailand
Gameshows and Variety Shows (Key focus: service market in Thailand = High competition
Drama series} . De_'mand of COH{_E‘I‘.( from
neightior countries
° g In-house content production/subsidiaries:
Rungsirojvanit Co., Ltd., Mew World Production

Co., Ltd., Bangkok Telewision Co., Ltd., BEC
International Distribution Co |, Ltd., and BEC-
Tero Entertainment Co., Ltd.

gﬂﬁ 3-19: ANSWASIY SWOT ¥89uUsEn BEC World

® \WorkPoint Entertainment

'
a o Ly a

USEN A5aneen Wumesmumui 1 (uvw) Wuuiemandetud ssnelvguvands

a v s [J

vosUsunalvelne Falasuantunsdel 2532 aeil Anlagn 35unsna WWudsesuusem uag

Aalszna Yarsuun WusesUsesuuien tneiisenes \Wuednsganadaiisassdilemtiniia

ATUNAS Bauananazdiaodlnsviaiiduresd  wewdd Sllssiasunisnansienisinsviay

9

NARATNEURS Truansneudsawaly ity nanuazinranadeulmmesruuAsuimes SUd
faRanssumen1snan uay agiletuiindesdnde Bdunidu visvldnedsandinsvimissuy
favia Tnel4d a91 deaisanenyt (Munewaw 23) Feldi5unnanteanonmAanAfiuiy saudsudl 1
e WA, 2557 Fandsannesnainiateadsanesdi Sensnsiulnegisinansslaauassoiies
li3ueudionanguugeanindudu 1 1u 3 vesszina  Woneduduy esvuinui$n laggan
s1eldtiu O e 2559 Usenilselaads 2,686 auum * Ineselanindosas 80 W19INFIAAINGN

79A5INTViEL

* *7;347: AGB Nielsen

% sre9uuszaill Workpoint L. 2559

euHan1sAne ITeatuauy ol i 46
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



ludruresgsiamensinsvimiduansoutseenlfifugesussamie sirasudrewan
semslnsimi waggsianemslnvial  fleenemiarutesiiinasia Tnssensiieensiu
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UitmReTIeNsUssan LS wasnaled Tnsludiuvesndugsfandnsie  nslnsie o v3dniida
woesluTmeoeimun 3 Usem Faduusimlumseiisuinveulunsnansenisme neusom
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X 1 < [ v v v |
a9UUeg195ISUTUOUAU 3 esUsend AerssanniseanainiAnelussesiatUssinas 2 U
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= 1
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Y
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518N15USALIRILAY SI8N15IIVTAUNGY LAZSIEN1TTIS08TIA U Wudu uenINUuTIgiue
walwlaBuazngAnssuduslnafildoundadliegnasng vse ninauaniunisalaieg egelndde
wagUSuimumnalulad nouausIrINfeINTTeYL Wy Biansevidilisaulatdunannesulunis

1 v [ Y v % Yo 2 [ I~4 a q:; =
weunsIen1sdaunasluiuguy tsusununudedns liinasdu  YouTube wonndindu v3e
Hunaiuledveaisanesiios dusugnsauvesusEVtY fis MsiusEviiRalu mstnuans uaz
wonstudaiaduaulinnn swlivdallomnemsinsiainueanumainnats Inedulngazviiuly
Ienisindlyd ensidiilevinan 91U aaelesen 399193zdlinseunquiuaIufeInsves
Aulvglutagtu Yseneudunisiiaulneiinindenlunssurudesequingadu 39o19dwmanssuse
yelavasueniussezeny mnuenldaunsaneuaussnuieinsveusinaiiuasuulas
AADALIA LS

Taduneuenvesusemidsanesriludiuvesnsiiulavesgnainng  sudensvimlludsene
=~ 9 = v Ao & v ~ o v
euthwvating Tuluisnnudeinisyensiiidemamenisiulsemelnevesuululseme
ieudu dadulenmadAgydmsuussnidsanserilunisveegsiv Wesessuarusaansiiy
aauwazdunisasisgiugnAludlinuusd v wenaninmsiiulavewaln OTT luusenalnevinli
Y A =3 ) 4 a o | v ‘g <@ 6 1 o 42{
Austaaaunsaiienenisinsvimivesuuneneg loanndu Wudsslevisdensiiausiilon

Idhfsrunnngunnunanwasumveulesiu wazdnauesggni gniian Tudiuveslavnedng

euHan1sAne ITeatuauy ol wih 47
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



fluguass admiuusndsanesy lunsuansenisnsvimifetamavavs waeningdau

madgyayludsanalng Fadnanmsdeiuldngunedisslidunavesnasy venani msvenesh
vosdasnInsmeunsdomaens wWu Yeseenenmaidiuanntu udntladend  siiduguase
dsugsinaniinsim iesnnmsiigunuiiinniulusainadmatenisudsiulugramnssy

= v ¢ U & as I3 Y o ° | a & A Y
a@Ia@]‘Wﬂu ﬂﬂuuniﬁwaﬂwzﬂxmaﬂiﬂwqﬁqLL‘WINﬂ']iNa@]Lu@ﬁqwuqﬁusl‘ﬂ‘lﬁmﬂ

SWOT Analysis and Profiling: Workpoint Entertainment

Key Strength: Countries leader in licensing SWOT Analysis
original show format in the international
market.

s . . . « Owns a digital TV channel » Lack of diversified
Vision: To bg a I_eadlng entertainment company in ranked #3 by rating leading performers/ MC
Southeast Asian industry driven by innovative « International experiences in « Mainly focus on game
ideas and morals exporting tv programs show and variety show

« Variety and Entertainment which may not cover all of

. . . . shows Positioning the audience preferences
Sizing (in terms of revenue in 2016): 2.6 billion « Technological advancement
Baht catch up

« Mass target audiences
Scope of Service: Produce and broadcast tv « Strong financial positi
contents

-

workpoint

Types of Content Production: Sit-com Series, « Expanding of OTT « Piracy in Thailand
Variety Shows ,C—_:ame Shows and Reality Shows service market in Thailand * High competition
(Key focus: Variety & Gameshows) « Demand of content from

. - neighbor countries
In-house content production/subsidiaries: 9 untn

Thai Broadcasting Co., Ltd., Flagship
Entertainment Co., Ltd., and Tohgloam Co.,

Ltd. )
THB we  [G:nou

R FLAOSHIR
oY ST LRMSESA

2 B % @ @

gﬂﬁ 3-20: NNSASIY SWOT ¥89UsEN WorkPoint

® KANTANA

U3 fusun ndd S1dn (umew ) uuiiviiaseunqussiafiotudisnnd dau
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Guvsemaunelng Aneldedlu 10 Susuusnvesusemluminafanssunisnansionsingsim
sl n.er. 2555 (Husfuan

Tumeugsialnsvien] U3 fupun sesonduduanidon faunsasesiunands
aneuasuarvazasinsiimiliiutesineldvainvans Weswin Uitniuaw fusdvndnayas
Hurewies gunsaimsevividluuuy HD (High Definition) Awa 3D waw 3D Stereoscopic
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Co-Production  fiusadsziwna iunisasidlenmaliuisntunu anunsandnsenisifiaay
yannvans wazihaulasntu aunsaviliuisniunun senegiuden warneldvesuTilvinndu
Tudnae

dsdnyidugeudevesusiniunu lumsvih Co-Production fie msfiudsmAumuanangn
whlufiunumlunistisusmsvessenistusissema laun Ussmadeaun Usswen Jouuns uay
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Tnguasiaun 3110 Toglasuduunuan newimunduye) v3e nsensinailug (Ussimaduy)
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57815 The Face Thailand way 334 Gossip Girl

Tudruvesthtensuaniulaniavesusendununlunissiunas (Co-Production) @8
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SWOT Analysis and Profiling: KANTANA

Key Strength: Ownership of International
distribution channels in Myanmar,
Cambodia, and Vietham

SWOT Analysis

Y

; content provider
Drama series, Gameshows) . Demandpof contént from
neighbor countries (ex:

In-house content production/subsidiaries:
p Vietnam Thai lakorn Rating)

Kantana Movie Town (2002) Co. Ltd., Kantana
Production Service Co., Ltd., Kantana
Evolution Co., Ltd., and Saradee Co., Ltd.,

i ; : . « International Distribution < Branding- viewers
(@.I Vision: To be_ a It_aadlng entertalnment compgny n channels in Cambodia still see Kantana
_Southeast Asian industry driven by innovative Vietnam, and Myanmar as Old fashion
ideas and morals + International Experiences Thai Soap operas
¢ Importing Format and Co- production
L. X X . production with Vietnam
Sizing (in terms of revenue in 2016): 1.3 billion company
Baht
#q. Scope of Service: Produce and broadcast tv
contents '\
ﬁ Types of Content Production: Reality Shows, * Growth of Digital Channels « Piracy Issue in Thailand
Variety shows, Gameshows, Animation, in Thailand « Increase in competition of
Documentaries and Drama/series ( Key Focus: * (Kantana wants to be content provider market

U7 3-21: MFAATIEA SWOT 983UT8 KANTANA

Tanian1svenenainanuszmalneguszsmalugiininandeu

a

uenanUsemalneazfnansensinsiminddnenmadumssundniuieUssme
wdtiu VssmelnedaiBnviliffuandidudsinonnlunisamdatuieUsema ldun msd
Ussdlnsannsaifuaudnans (Hub) Tunmirsiemadndeain LMY léinetu esan s1en1s
Insimivedlneldumnuieureuisgdulssmaioutn wazasv/inuandveduifeuuazdud
nlutssna CLMV wuifu insigagiunssandnfulssmelneaunsodmarluszereelonia

Tun1sverenatnluni1suns1enISINAIAUSLINATILAS S
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Possible Strategy: Thailand as Access point to CLMV Market

MYANMAR

56.BM Population
1M Internet Users
19.3% Penetration

| VIETNAM

M| 952M Population
2| 491M  Internet Users
515% Penetration

LAOS
= ™ Population
1.4M Internet Users

199% Penetration
Co-producing with Thailand, would make it

\ CAMBODIA
easier for the co-producing partner to tap

u 159M  Population
into the CLMV market as well 4.1M Internet Users

257% Penetration

Due to cultural similarities, Thai content
has a strong position in the CLMV Market.

U7 3-22: Temanisveeaaaannuszalnegussimalugiinmenden
3.3 ngsziisu ulsursuazannsnislunain (Law and Regulation) vasussnalneg
33.1  ulsurgvesinsanuniaigitisadesdmsunmsatuayunisiunansenisinsimd
FENINUIBINA

Tuduiladieszitalovisnnnasy Samhenudug fdedestunisduaiunissiunde
emslnsvimiserineUszma 3 90 ldun nsensasiamsssy nsunsvieudlen  uasnsuduasy
nsfseuineUsena nagnsanded et lituisweuanazenudululflunsatuayuuas
duiaalasanInaumUInLaE i Aie A B

1. N3ENTIIAUGTIU

nsgnsviamsssy (uosdinamdn fousnt e wazahiassdinmussnnileiaduaiig
ngrumsiamsdsauiiduuduasdsdu lnefusiavan fo magnindriinarundulneuas
msadAdonifiom My duedy aduayumni yunsiaussaindesesliidugnamnssu
Susssndeaiassiifioanayadiismansugie uaznsdaaduimunaudiusmsiny
Fausssuiviaszmadietnussmalnegaina unummihiiiAeadeddumsatuayunssaunde

[y

18n15M59F (Co-Production) ¥84nsensieiaiusssuilogaienu 2 d@ulawn

Y

o

1 a 4 1 a 4 aa ¢ =]
L4 NIFEUEIUATNYNTANENINTTEILEAINAGNUNITUNINYUA IULASIANAUISYEN 3 (W.A. 2560
- 2564)

“ http://www.m-culture.go.th/th/ewt_news.php?nid=1545&filename=index

euHan1sAne ITeatuauy ol i 51
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



¥
% % L3

SukusdsyneldnsesruaRnmweunsuaziavn] A, 2551 gnsmansillasumiy
diuseurnaneisuutide winiiinguszasdifoduaiugramnssunimeuniuaz v saums
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N3ENTANTANUTENA
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NI LETUNMINER Nsweuns n1suslaa TulURenTss wamu way n1339udn (Co-Production)
anene

Tufruvesnssamman (Co-Production) nsenssinusssuiivihilasaniiedaid ennasile
M55 amuiiondnn ey #fLagiave dsend 1ssmalneuasUssine Adeya e 15

UsEmAnuuNUNSALHuUYeIEnsAanTsyesil 3
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duadu davinenansndngruieafulasinisvienanssuiidesnisveiumsduaty dednuzves
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2. nIuNNTYiRuilen
nsuMsvieailen Suthiivanlunsiauinsgiu msuinissunisvieiien wazumad
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a’lju v 5 a s aa v 42 d" 1 a LY a
UBNITNULIIAAINDINANTITATNYURILLALIN u@ﬂﬂﬂ'iumﬁ%u LNDENLEATY LasaUUaUUNINIG

[
Y

m‘waum%LLazqmammmﬁaﬁ’uLﬁmﬂ USELAN TNNIANISHER N1TUSAS NSENEVNATNEUASLAY
FrtrtvesinsUssmalulng Tnonsunsvieadiendiulouismsdaaduiiienidesiunissiuude
Co-Production 2 gUwuulaun
1) nslugudsamnuu One Stop Service luniseugnlivaewd Andevaeugyin 1
ey meuasiazInvirda1egluusemalng warUszaiuanusmienuniigsienis
wavesrnsduTiesdy Wisliuiniswazswsrnuazmnunaazaeri lunsveld
a0uf WienIWEaUY0ImMITIwNIS TINansUsEdTUS AT INE LN Al
domavululveuazinsUseing
2) wAsN3AURY (Cash Rebate) fiinguszasdiileduaiuliiinnisasuaneyinineuns
snsssmalulsendlne TnofiudninasivaySouloged:
(1) nmeupdiodaied Adadlddefiintunglulssmelnesaus 50 Auumald
PR31NSAURY Seuay 15
2) dadsunmanvaiinlviulszmdlne nsvendien wasTausssulne waziinnsi
ameunsiignevilulssmeeenmeung sasmsauiu duddldiudesas 10
(3) amesuasaenandnisisaulnglusiundsdney loun dnuanswan dniansses
AU wagd gy SasmsAududiuduliiudosas 5 vevedusulszanu

Tneluwnazliauin 500 a1uum

3. nsuduEsuNMIAIIERINUTEINA
NTUANATNNITAITENINUTEWA (The Department of International Trade Promotion

v

DITP) Aemihenuiignindedumeldn sensemnded Fadumhemuduaiunmafssnieussna
Fuihlugimaedefindoudusliiuanudsuilanfioaiayadifisuasiauinanuanso
Tumsuwistuvesiuszneunisinelifuanauazdsdu TaefAdeimilunsiesiuainsdamiuaanss
Tun sudstuvedlngluniinisilanogadsdu uenantu nshavdnuesnsuduaiunisdsoen
Renfunsdaaiunsdiesn ve1enain udiargsie Uinsveslne auuazaisyarfiuves
fufgsiauimsdsenn Wuimsdeyanisiuas indnonmmsudeduves Inelunarelan wiowi
yaruarUSiunsdseonuessamelng fudu Weliidesaiuasamstasrauanudise
nIuALEsuNIAsERIsUsEmeAliiusia 4 Wusha lawn

1) WwunAneangusenaunisinglumsusenaugsiaseninesdseme

2) YYBYDINAAIALNAUALASUS AT INE

“ http://newdot2.samartmultimedia.com/home/details/11/17/391
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3) dadunmsayadiiuuiauiuazuinsing

4) snszFuganmNsUIMsganuidudaedisieios

INN5AY Ununsting deviay wagusAarie veansudnasunsiseninaUseme
findundredudy mensuiiulovemsiiiy auduaiuasiamaInameunswaziaviadlng
TusheUszna Saieatesfureunvesnisinuadsl Tnewiuluiimsiiauenineunsdlneuas
FrmflunaasnsUssmaidunaianguidvaneg ﬁdﬂ§umamu§§ﬁﬂmammqLaémmi%ﬁﬁwd’m
Ussinaldsmilofumenudug aduauihmaenturieduszneunslditisauimania /musann
AMBUNT-IATAUUIUITIA 917 LUANIANINEUATIIBIAIUEA 91U MIPCOM ANIANTNEUATUIUIYRA

Aa v

Yw1u szl WWudu ileuusiuasmeunsnmeuniuayInvmilng i duiisanunntu

Wil nsensIeTausssy nsumsYieadlen wasnsuduasuNIsANSEMINeUsEIMA Fnaviti
auilgsuneumnelugiuvemuyiiu winssua  Co-Production Ardufivlatuegisannluniilan
medgunalnedlsifinissmiuaiuayu vieduaiy  Co-Production og199348a Feamludaud iy

Tunsiazanunsariendnau Co-Production Winduludsewmelnela

Relevant Governmental agencies for Co-production
Financial Support

Films and Audiovisual Industry Supporting Strategies Phase 3

(2017 — 2021):
Funding for media project » Strategy 4: Support of International Investment Collaboration,
that meets their qualification including foreign productions filming in Thailand
on artistic and cultural National Film and Audiovisual Supporting Project (THB 15 million)
Ministry of Culture aspects « The applicant can be a juristic person under Thai law, Thai

organization and any person.
* The content should promote Thai culture and good moral.

# 'ﬂ‘?f"':;_ F|Im|ng in Thailand Supporting Measure (Cash Rebate 15%)**:

° The applicant is required to be a juristic person incorporated under
foreign law.

¢ Co-production between foreign producer and Thai producer.

* Expenses amount 50 Million Baht for production in Thailand. (Foreign

production house)

Non-financial Support

/ . .
D’TP—-——' S ZEIl o7 Tl g el Thai Film and Audiovisual Awareness Raising:

.a”d Tha_u CEITEIE D * The applicant is required to be a juristic person incorporated under
international such as

Department of ; [ Thai law.
International UGS (YL » The applicant is required to be a production house.

Trade Promotion AT

Funding for co-production
E _ef between foreign producer
ey or and Thai producer and the

Department of Tourism VEIRELE[T C‘On'EEHt‘WhICh
process in Thailand

Note: 5 millon baht per year, Resutd fom Fims and Audovisual Supporing Siategies Phase 3 (2017 ~ 2021y

SU 3-23: ulsnnevemhsnumasgitiidos

33.2  ngazdevifeadestunslivinisTnsimiludssmelne
Hagtuuszmalnedslifiiumsidaaulumsiiugua mssaumansiensinsvimiszring

Uszina uiilosnnifugsiefiiedestuiamsinsimiZedlanuieadesiungmneg navy | laonse

FanhulunmsiivgualuiSewedusygndsznouianis e uwasissenis Seaziduniinal

© http://www.ditp.go.th/ewt_dl_link.php?nid=14196&filename=vision
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e n1sheATaiUlALUIENA1IYIA (Foreign Ownership Restriction)
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Fieviuvesuitnazdonduaulng

¢ n1sifugualllenisnenis (Content Regulation)

Aa o
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] &
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“ https://broadcast.nbtc.go.th/data/document/law/doc/th/560400000006.pdf
* inds mav. (samnz) 7 12/2557 aatudl 19 fiquieu 2557
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Thailand’s Readiness for Co-production: Law & Regulation

Key legal issues Description

production

Foreign involvement in content « No Restriction for Co-production unless there is a joint establishment of a

juristic person then it will be under Foreign Investment Act 2008 where
Thai nationals must own minimum of 51%

« According to the Broadcasting Business Act B.E. 2551, The Conditions for
Applying the Business License is that 75% of the directors, investors and
people with the voting rights must be Thai nationals.

Content Regulation Normally regulated by the NBTC;

Rules of Consideration in prohibit content followed by;
Violate section 37 under Broadcasting Business Act

» National Security

 Public order or good morals

» Obscenity

Content Broadcast Quota According to the Broadcasting Business Act B.E. 2551, it is required that:

» For Government DTT Channel, minimum 70% of programs must be for
public interest

» For Local and Commercial DTT Channel, minimum 50% of programs
must be for public interest
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Current Thai Production
SWOT and TOWS Analysis

Strengths
1) Presence of high quality and specialized inputs available

- Quality and creativity of human resource
- Rich of culture and scenic location
2) Top ten media consumption in the world
3) High growth of ICT infrastructure development

Weaknesses

1) Small capital resources

2) Market concentration for large
production house

3) Too localized content

4) Lack of international experience

4) Good digital TV coverage
5) Strong viewership in Drama
6) Increasing local demand for International content

Opportunities

Community

production

other countries

1) Ascendance of ASEAN Economic

2) Online distribution channels
available for Small and Medium

3) Demand for Thai content from

WO Strategies - Turnaround strategy is
needed by

Selecting potential country for doing
co-production

Expanding market within a region
Strong supporting from gov't

SO Strategies - Aggressive strategy is needed by
« Utilizing the high quality and specialized inputs and
collaborate with foreign production house .
Strong supporting from government agency for
production partnership .
Focus on ASEAN+ market .
Get ready for diversity of broadcasting platform agency for production partnership
Bring new contents to market to get better position ¢ Focusing on ASEAN market
globally Example of possible options: Selecting
» Example of possible options: Production hub in CLMV, co-production country and potential
Universal content model, Incentives for potential local market, Specific contents subsidization,
production house, Providing or facilitating platform for Incentives for potential local production
distributing the co-production content house

Threats

production

1) Piracy and violation of IP rights
2) Lack of initiatives that encourage
investment of local and foreign

3) Uncertainty about success in the
marketplace due to rapidly
change in technological
innovation & consumer behavior

ST Strategies - Defensive strategy is needed by
« Facilitating for doing co-production in Thailand
* Leveraging production investment by collaborating with
foreign production house
* Example of possible options
* Selecting co-production country
< Incentives for potential local production house

WT Strategies - Retrenchment strategy is

needed by Minimizing the cost of

production

« Example of possible options: Selecting
co-production country, Incentives for
potential local production house in term
of technology and distribution
channels, Partnership including
marketing and advertising campaign
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GDH *
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#aananudtng <@ E'Tad Keomany suiilunuaay
#BadGenius 4 #aunauilazasiiunnll

HorieE wildfEasidoliisldg B B H & &

ﬁ; 4 Like - Reply - @D§ 269 - 21 October at 22:16

10.13 stz an o L
7 HeE peED - |+ Bad Genius is the most popular Thai film from GDH 559 (Gross

i A # Domestic Happiness Co., Ltd.), now exported to release in United
States, China, Taiwan, Malaysia and Hong Kong.

* In China, within 3 days the movie is reached 100 million RMB
(500 million THB) and now touched down 200 million RMB
(2,000 million THB) in 9 days.

« Bad Genius is ranked at the 6t place from World Box office.

» Thai content has been proved to be demanded by
International, 200 million RMB reached in China in 9 days and
some Lao fans showed interest in watching this movie as such.
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uniznamiimirssinansasemalaenisidiesesdlon1siinswd  PESTEL Analysis
uaziuuaessliazuu (Scoring Model) Wiessyusemeitdnenwlunssumamidensiens
Insviaiiudszinelng
4.1 wSesiiodneitisunsuanuazuuusnaesiioAnnsasUsemAnifnanIn
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fusnule MHa3esilonisiaseh  PESTEL  Analysis Usznaudnent s3ns1ei n1sidles
wWisgha deen wazdaiusssy walulad aniwiindeu givirtdnatn  wazngranenazdetsdu Tunis
Anszitadunieuen wasdansesmanasifitmuadudelrldsamaiiidnenmlunisudaideom
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Market Selection Process

ASEAN and International

Countries in Scope for Market Scanning
Scanning
* 9 ASEAN countries * PESTEL Analysis of 19 Markets in

relation to Audiovisual industry

¢ Scoring Model considering, in both
qualitative and quantitative aspect,
? these 2 factors:

1. Market Readiness (i.e. size,

o
%}
> — growth, digital readiness, etc.) 3
\!*" e | 2. Market Compatibility (i.e. *
s Cultural Fit, Thai content
demand, etc.)

* 4 Asian countries

&..5. B . o Criteria A B Cc D E
) )
S I Criteria 1 1 3|5 |5 |3
. . . Criteria 2 5 1 1 3 3 )
. 15_ \(/:cg:_t;lreosd\(]v(l;tt?owternatlonal criteiaz | 2 | 1 | 5 | 3 | 1 Selected countries
Criteria 4 1 5 3 i 1 will be brotht to

“Detailed Analysis”

= 2 ‘ Score ‘

— raln ki
I*I I I ‘Rank 4 3 1 2 4‘
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4.1.1  Ussnandidnanmlunguuszimaadeu
fvsnldimuanasiunsdansesUssmaiifidnenlunguussmaendou svazdon
fail
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ASEAN Scoring System

Incentive Regulation for None Facilitation Facilitation and finance
Co-production (5%)

GDP (million USD) (10%) < 240,000 240,001 - 480,000 > 480,000

TV and video 0 -200 201 — 400 > 400
Consumption (Mins per
day) (10%)

Advertising Revenue and  Low Medium High
Growth (10%)

TV & Internet Penetration  Low Medium High
(15%)

Value of investment 0-600 601 — 1,200 > 1,200
(million USD) (5%)

Business Activities (5%) Low Medium High

Cultural Fit (10%) Low Medium High

Thai Content Demand No Thai TV content - Thai TV content imported
(15%) imported

Broadcasting No Other relevant Content Contributions
Entertainment contributions (inc. actors and content
Collaboration History creation)

(15%)

U7 4-2: inausiuszmefifidnenmiazaumsnzaslunish Co-Production Tunguuszmeondeu
MnuaMTIReiUssmanglunguedsulsemailaasiuusivaante Ussimaieauy
lneflazuuulafesInd 4 azuu uazsesasnfeUsemadulafidelinvuuuindesiud 3.9 fagui 4-3

satulsemanazinlvinseidaansalulonn Usemeaianuny wasusemaduladide
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ASEAN Scoring Model Result
[€E .

Criteria / Weighting / Countries Weighting —— ’ ﬂ X — n
Incentive Regulation for
Co-production 5% 5 5 1 1 1 1 1 1 1
GDP (million USD) 10% 3 3 5 3 1 1 1 1 1
TV and video Consumption
(Mins per day) 10% 3 3 5 5 5 3 3 3 3
Advertising Revenue and
Growth 10% 1 1 5 3 3 1 1 1 1
TV & Internet Penetration 15% 5 5 3 5 5 1 1 5 1
Value of investment
(million USD) 5% 5 5 5 3 5 5 5 1 5
Business Activities 5% 5 5 5 3 5 5 5 1 5
Cultural Fit 10% 1 1 5 5 3 5 5 1 5
Thai Content Demand 15% 5 5 5 5 5 5 5 1 5
Broadcasting Entertainment
Collaboration History 15% 1 1 1 1 5 5 3 1 1
Total (Out of 5) 3.2 3.2 3.9 3.6 4 3.2 2.9 1.8 2.6

o

JUN 4-3: nan1suselindseinaniidnenimuwazanumsnganlunisyii Co-Production Tunguuseinaendeu

4.1.2 Usswanisidnenmuennguuszmaaideu

naslumsTautseenidu Jafeneuen Setdhwindesas 50 Usgneuseszifoudedady
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-ASEAN Scoring System

Incentive Regulation for None Facilitation Facilitation and finance
Co-production (5%)

GDP (million USD) (10%) < 1,000,000 1,000,001 - 2,000,000 > 2,000,000

TV and video 0-200 201 - 400 > 400

Consumption (Mins per
day) (10%)

Advertising Revenue and  Low Medium High

Growth (10%)

TV & Internet Penetration  Low Medium High

(15%)

Value of investment (5%) 0 - 1,000 1,001 — 2,000 > 2,000

Business Activities (5%) Low Medium High

Cultural Fit (10%) Low Medium High

Thai Content Demand No Thai TV content - Thai TV content imported
(15%) imported

Broadcasting No Other relevant Content Contributions
Entertainment contributions (inc. actors and content
Collaboration History creation)

(15%)

U7 4-0: inaueidsemedifidneninuazauimsnzaslunisvih Co-Production uennguussinmenden
PNuaNTieTsiUssmenlalldnguendeulssmenlansuunsingan fe Ussmedulagd
AZLUURAYSIUN 4.7 AZLUY WaLTIaINNABUSLIWANIVAALALLULIRAYSINT 4.2 AauU Useine

Pz lUAAsIzIiee Ao UTnAIu wasUsemAnIvaLa

Non-ASEAN Scoring Model Result

Criteria / Weighting / Countries

Incentive Regulation for ; :
Co-production : 1 1 1 3 3 5 5 5 3
GDP (million USD) 5 5 1 1 5 3 3 5 5

TV and video Consumption ; :
(Mins per day) 3 3 3 3 5 3 3 5 3
Advertising Revenue and
Growth | | 5 5 5 3 5 5 5 5 3

TV & Internet Penetration 5 5 5 5 5 5 5 5 5

Value of investment ! :
(million USD) : 1 5 5 1 5 3 1 3 1

Business Activities 1 5 5 1 5 3 1 3 1
Cultural Fit 03 103 3 11 11 1

hai Content Demand 1 3 1 1 5 1 1 5 5

Broadcasting Entertainment 3 :
Collaboration History : 1 5 5 3 1 1 1 1 1

28 39 34 26 39 2.8 26 38 31

UM 4-5: Han1sUsziiulseime
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Fnenmlunisvi Co-Production wennguussmeandeu
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High Potential Countries
Other Potential Countries

» Selected countries are countries with the highest Other potential countries are countries with
potential to co-produced with Thailand and should high potential to co-produce with Thailand
be the first few countries we partner with for co- and should be the next few countries we
production. partner with for co-production.

¢ Selected countries are Indonesia, Vietham, China
and South Korea.

U7l 4-6: Usznaiisidinenimlunisvih Co-Production
Ussinandidnanmlunisndnsiuiudssmealnesesaun uwasinsidulssmaildsunisiiansandaly
loun UssmeiduTud Ussimanniade Usemedealus Ussmeduny Useinagoins Useinadengy
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4.2  Usundadulaiide

Overview of Indonesia

34 provinces

""""""""""" Market Size--------=---=--==--zmom-
Population (2016):
A 4th Jargest in
258 million the world

Broadcast Market Revenue (2016):

Geography: 1,904,569 sq km,

GDP (2016): 932.3 billion USD
GDP Per Capita (2016): 3,570 USD

Broadcasting Regulator:

4 ?e KOMISI
INDONESIA
LEMBAGA NEGARA

INDEPENDEN

Official Language: Bahasa Indonesia

| i TV Penetration Rate (2017):

63%

Internet Penetration Rate (2016):

&
N

6 billion USD* 519%™

{ = Advertising Expenditure (2016):

) - . World’s 31 | t
= 7.3 billion USD ntribtor to giob

contributor to global
ads spend

Mobile Penetration Rate (2016):

142%™

o)

Source: CIA Factbook, Worldbank, *Zenith, **We are social (Jan 2017)
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o https://www.cia.gov/library/publications/the-world-factbook/rankorder/2119rank.html

* https://www.prnewswire.com/news-releases/broadcasting--cable-tv-global-had-a-growth-rate-cagr-of-28-between-2012-and-2016-and-is-expected-
to-grow-further-by-2021-300476077.html

>3 fian: Zenith Advertising Expenditure Forecasts September 2016
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q Indonesia Market size and Advertisement

Television Market Revenue

billion USD
10.0

CAGR = 6% 8.3
8.0

9.3
R Tt J

6.0 .. . _~ + Indonesian television market size in terms of

60 54 .. “~—__ television market revenue in 2016 is 6 billion
USD.

4 « |Its broadcasting market has compound annual
2 growth rate of 6% from 2015-2020.
0.0

2015 2016 2017 2018 2019 2020
Source: Market Research

o

o

Magazi
Tor The Rise of Internet Ads
o 6
Newsp
o Media Ad .~ «  Though TV is the most
Spending 2016 24 used medium to advertise
= S products or services in
7 3 v ) Indonesia, the rising one is
. 56% . _— internet advertising with
0

billion USD expected 5-year CAGR of
Internet 77%
19% 2013 2014 2015 2016 2017F 2018F
Newspaper

Magazine
e TV Internet

Source: Zenith Advertising Expenditure
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Y Y

o v A

Tudruvesinannesulnsyiruitunumd Ay seuulnsviruniaiufy (Analog Terrestrial)

o

UAZITUULNWIATNAITAK UM LTBULUUNS  (Free digital  satellite) lnaszuulnsiiainiaiumu

Y] 1 =

(Analog Terrestrial) fidna1udeiosay 68 LAZIZUULNININAR VAR UM ABULUUNT (Free digital
satellite) fidndruagiifovay 21 usnanidefimslfunanrloudug Wy szuuunsnnAdvaniy
AIUABNLUVTATUSNTS (Pay digital satellite) Soway 9 IPTV Sogay 1 Lawlaill Sovay 1 uazszuu
uwnsAAITanAfRY (OTT) Seeay 0.37

a A U Ay a Y ' ! v 54 = = v €
Tudssinmdulailidetduilgnansienisinsvimisglngjeginios 11 5787 Fagesanillngviend

I

Free To Ar flefuanuieuviavuaduvesenyy lngaainilduwimansnaingsn  fe

aonil RCTI Tpefldiuwuanieaniseainegsosas 29.5 sesasunduanni VM 3esa 21.5 SCTV

Y

Yovay 11.4 MNC TV Sewaz 8.4 ANTV Sewaz 7.7 uazan1idusiu TRANS? GTV TRANS TVOne
MetroTV wag iNews TV Saeag 21.5

* http://www.contentasia.tv/country-profiles/indonesia
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Indonesian Broadcasting Landscape

1pTV | | Cable
1%

3 |'

- Free digital

satellite
Split of TV .
DTT

Market Share of Top Terrestrial FTA

Pay digital Operators 2015
satellite
9%

Others

LTI

Households by

Platform in 2015
215

: P
INDOSIAR
Cscrv [ -~

0
Analog 0.37%

terrestrial
68%

« Analog terrestrial and free digital satellite are the
dominant tv platforms in Indonesia.
« All popular FTA channels are private-owned.

Source Market Research, Indonesia Investment
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Y

aofllnsimifldsueudengan 5 susuusnlulsemedulaidide loun

1. RCTI - Rajawali Citra Televisi

aonilnsiied Rajawali Citra Televisi ¥5e RCTI 1JuiASevnelnsimiionuusigwsnves
Uspinadulafide” Tnsoglungsannidn anidlnsiel RCTI Snsudnde] waiinefigaluyssme
sulaildelnefanilarevendyaanioun 54 @i wazdlyuunde 191 a1uau * srennsTnsiied
ﬁlﬁ%’ummﬁamgﬂ Tawn 578115 MasterChef Indonesia, Indonesian Idol, Rising Star Indonesia
lae The Voice Indonesia

2. IVM - Indosiar Visual Mandiri

anillnsvied Indosiar Visual Mandiri w30 WM uaanfilnsviaififinisesnanniaia
Ussina uazamnsnduraldvitoningdulaiide fwoglungsanidm semsinsimidldsuany
PRGN 1AuA Akademi Fantasi Indosiar Wz Supersoulmate Show

3. SCTV - Surya Citra Televisi

aoillnsvied Surya Citra Televisi wie SCTV JuaSetnglnsiimionsusefiaosves
Ussinadulafife deunthilinedsegiilosasunelaglifotn Surabaya Centra Televisi usifilél
frouniingannnidn wasa sudeilu Suya Citra Televisi luilagiiu aandlnsimi SCTV finns

Wauensanenenangviuvleudin wazeriglsundan Tugania 2012-13 auilsgania 2014-15

* https://en.wikipedia.org/wiki/RCTI
% http://www.rcti.tv/profile/view/1#
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4. MNC - Media Nusantara Citra

anfilnsvied Media Nusantara Citra we MNC e TPI iluaniinsvimienvusieian
vosssmedulaiify deoglungesinidn mensTnsvimiflésuanudougs [Wud  Rumah Mama
Amy, | Can See Your Voice Indonesia ita¢ Takeshi's Castle Indonesia

5. ANTV - Cakrawala Andalas Televisi

aoillysvimi Cakrawala  Andalas  Televisi 30 ANTV  ssaglungsainisnineuls
aonillysiimd ANTV Tanflonevendnyan 24 aonilaseunqu 155 Wewhdulafidouaziiiuds
130 &uau | sensinssimidlesunatengs uA  Super Deal wagThe New Eat Bulagal
Indonesia
422 Heuiidnenim

MNC - Media Nusantara Citra WWunguiemavuiifiualvafian uazfuiivesos
W37 (FTA) viavun 4 a0nd 16ud RCTI MNCTV GTV uag INewsTV  Tasfdhuutamansnann
Uszanaidosay 40 fadundnmenislnaimi 2 Uuuu e azas uwarrlsily 4 oghatu avasiFes
dunia terbalik #l#3Us19%a Indonesian Television Awards 2017 uag wefludu o9 Kiko 13U
51998 Panasonic Gobel Awards 2016

Emtek - Elang Mahkota Teknologi ({uidnvastawiaiii (FTA) siavun 3 aanil lud VM
SCTV waz O Channel fifuundy 160 dwaulu 240 fesiUszma ™ Tnefidauutamanisnain
Ussanaidosa 36 Snsudnsmenisinsaiiivananefusazesauitansai uenaintu  Suasde

sensnsiFdanUssmeine lawn luAnuani way J950839a7u

g https://en.wikipedia.org/wiki/Antv

* http://www.emtek.co.id/company-overview
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q Broadcasting and TV Production key players in Indonesia

TV production companies key players Market Share of Top TV Operators 2015

Largest media group

MNC@ » Owns 4 FTA stations with about 40% of A E‘w
market share METRTV B TRANS}

IRCTI MNC™ B iNewso iNews® tvgne

¢ 2in-house TV content productions
MN Key focus: Drama and m
PICTURES variety shows

VI Key focus: Animation
ANIMATION 8 4

MNC™

215 INDOSIAR

)

Emtek -+ Owns 3TV stations with about 34%

of market share CSC'IV
s ( -
= YSCIV is”

« Has content production subsidiaries By Income from advertisement
focused widely ranged from drama
series to documentaries

Source: Indonesia Investment

« Had experience in buying Thai TV
program formats . L
According to the market share of top television

= ". ,ﬁ%m operators in Indonesia, the three most popular are
EROFON Rajawali Citra Televisi Indonesia (RCTI), Indosiar Visual
2L Mandiri (IVM) and Surya Citra Televisi (SCTV)

Mic-Mhod-Nee Ching-Roi-Ching-Larn

U7 4-10: fauifidnenmludszmadulafide
423 Fmusssuuazanudelunisuilnade

Ussanilemilduiifesludssmadulafide Iiun azasnsn/rouisi sndegratu azes
1304 Dunia terbalik tnal@upziuuauiey (Rating) 11nds 5.1 wavasAsdusiei3os Mahanharata
uay Nak usha #ldsumsindusuliineglu 10 FFdventouvesuszmmdulaiide Vil
pudulafideiufiaualaluasasduieliitos uonanid memamas wazSeadaleiflasy
Aufinlulssmasuladdeuiu

dnfudlomanssssmaty Ussneduladidefodussmaiifsugraiineingy
domansseglussduia whildandiduedudeiitneglusuiu 10 T3AlFTUAT s
fian laedagiuduladi@eling didudomanimasemaicdosay 41 Taefdnsmaguioman
Ussmagsiuniignfieluar 31 wfl sesaande WWomandudefuay 21 Wit wasitlewnann
UsemedulafiTotosiuay 18 unii

dnsuanudesluidomnennnusamalnefuuliuity Wesn  nnsswaniu deslu
11318 wnide Tnuansmetes 3 fviliaudulaiideiunaulaasesineundetu wWidldnmenisal
11318 lshmnuivhafananangeainsmlugiusnSidumesmsveaileusisUsemelyetite
Usvanduitusnsvieadisdlunanendeu Sunl uadudoususuaunin 2,000 Tuthadnrudusney
i defiuisy 18.00 u. Mnmensalfnann uduldiduleniafvesUssmelnglunisanenain

dulaih@elunand

* Nielsen (2015)
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L Social and Cultural Environment in Indonesia

Top TV program (02/08/2017) Indonesian preferences
Name Rating Genre
1. m Dunia Terbalik 5.1 Drama/Comedy Dramaand
; ; Comedy series
i i are very famous in
2 @ﬁ Kecil Kecil Mikir Jadi Manten =~ 3.5 Drama/Comedy D o
3. E Dua Wanita Cantik . 34 ' Drama
4. Anak Langit 3.4 Drama
3 3 Indian series
5. Jodoh Wasiat Bapak 33 . Drama/Comedy ranked among top
3 3 10 TV series
6. ‘ ) . Nadin 2.6 Drama/Supernatural
Mahabharata 24 Indian Drama/Action
Nakusha © 23  Indian Drama
: : ; = | Music and Realit
Bintang Pantura 4 . 23 | Game/Music Show show are also Y
1 1 — | famousin
Pesbukers 2 . Reality show/Comedy Indonesia

JUN 4-11: iemsenisvenienlulsemadula iy

L Indonesia TV content import market

Serial Program Air Time Rising Popularities in Thai Stars

% of Serial Program Air Time (2015)

Local
59%

Folowers  Likes
227K 300

4 Fallowing
3,582 28

Tweels Tweets & replies Media

Import ' e

Mario Maurer ID

‘We are ghohfans Indonesia.The very Tst
41% : o b g
0 & the BIGGEST Mario Maurer Fans Club
-

fooe ® oo =

acara mng maria gl 25fet

irad sbnp by yg bisa by .

kabar Mario Maurer tetap datang
ke Indonesia, lebih tepatnya di
Jakarta

Top content origin by average view/day

-

|
31 min 21 min 18 min
per day per day per day

Campaign by the Tourism Authority of Thailand. Press Conference

*estimation from import content of main broadcasters ;
and event on February 25, 2017 in Jakarta

Source :Nielsen (2015)

SUM 4-12: ey snenisananalseinedulaiide

Y

4.2.4 ngszisu wleviguazannsnislunaia (Law and Regulation)

fanisnszaeuaziamsinsviad lulseinadulaili@eegnnglinisiiuauare 1pugnITUNs

[V 7
Y [y

Aan1snszaneidss (KPI) Fudumbenudassidadununguuieinmenisesnainie Sutiiiiu

o

AuanUsznauian suTmMsinsiienaniAenyy A1Asy wagnsusmsinsiiedyusy sudnisesn
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vossumadulnddlifinasnmsaiuayuidnauneasden fxwelud
ng3zilyu WlguIen1anN1sAT NN SAUAWINTNIFA99 vasussnadulatidelunissiundn
318MTENIUTENA

\esnmssumansemsserinsisUssmavesy semadulafidodslifinmsnisatiuayuy
Afauuiorfuiulssmdlng Seinmsfnvvesivnymuinissmedulaide dailngrane

vangdeiigesienisamuieduseneunisineg seaiduniinesteluil

e MsMiiuguaves KPI (KPI Regulation) lafwuadn £ s1gnisieenamaludssineg

a dgj ! 1 a ¥ 4 gj
aunsafiilemsenmsansusemalaldiiudosas 30 YaIRITIUNTTINNA

o sufyusvnsatiuil 52 U 2005 AvmInszaeidauaziansinsrimiluuueniuaundn
wfpsiitesrensiulssmaludndiuegaten 1 Yadsie 10 Yeesunsiaseing

nnngsudeuinananduuuasiiuldin Ussmedulafi@slifinpsnsdaady mssumde

s ssErihasanaidaog wingssdeuitedlutigtuililitaiunsamulufsmanszate

deoaazfanisinsiminndaseme Wigawsidesdninegludadiunimuaimiity

q Law and Regulations

The Indonesian Broadcasting Commission (KPI), an independent state institution established
under the Broadcasting Law. The KPI is located in central or regional Indonesia as a
manifestation of public participation in the broadcasting area.

List the government
ministries

Restrictions on 1. The Broadcasting Law 32/2002
foreign

ownership The foreign Broadcasting Agency banned established in Indonesia.

2. Government Regulation No. 50 of 2005
Allow to increase and develop foreign shareholdings for adding and expanding businesses:

* The foreign shareholding shall not exceed 20 per cent of its total issued and paid-up
capital;

* There must at least be two shareholders; and

» The increase of capital through foreign direct investment can only be implemented after

the broadcasting trial period has ended and the permanent licensee for broadcasting
operation has been obtained.

o 1. KPI Regulation No. 02/P/KPI/03/2012
Television 4 .
broadcasting « Foreign broadcast programmes may be broadcast provided that they do not exceed 30
per cent of the daily broadcasting duration.
2. Government Regulation No.52 of 2005
« For subscribed broadcasting institutions have to provide at least one domestically
produced programme channel for every 10 foreign-produced programme channels.

JUN 4-13: ng 3o ulgunguazansnisiiiedeswesUsuinadulaiide
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4.3  UsenALIgAUI

Overview of Vietnam

Geography: 331,210 sq km, Broadcasting Regulator:
64 provinces .

GDP (2016): 203 billion USD
GDP Per Capita (2016): 2,186 USD

‘ Ministry of Information
2/ and Communications

:“ Population (2016): [j TV Penetration Rate (2015):

51 million 85%

©©
% Broadcast Market Revenue (2016): @ Internet Penetration Rate (2016):
1.6 billion USD* N 53%"

P

5t World fastest Mobile Penetration Rate (2016):

1.2 billion USD 2;‘;“;?2,{3,@"5 131%™

Source: CIA Factbook, Worldbank, *Zenith, **We are social (Jan 2017)

Advertising Expenditure (2016): D
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4.3.1 @AINAAIANISIAUSNNSINsnAU

Vietnam’s Market size and Advertisement

billion USD Television and OTT Market Revenues
2.5 23 .
2
2 16 18 g
15 13 e T <+ Vietnamese television market size in terms of
"""" . television and OTT market revenue in 2016
1 is 1.6 billion USD.
05 * Its broadcasting market has compound
) annual growth rate of 11% from 2015-2020.
0
2015 2016 2017 2018 2019 2020

Source: Market Research

Top 10 Highest Growth Advertising Expenditure

Newspap Maggzin
ig/i 3% Rank Country Growth (2010 — 2015)
Internet ‘ 1 Uzbekistan 727% «  Vietnam is among the
2% é Vedia Ad 2 Armenia 606% - top 5 highest growth
Spending 2016 3 Indonesia 432% countries in advertising
4 Panama 417% spending
Outdoor 1.2 (Ls Vietnam 347%) | « InVietnam, TV hugely
3% Silom Dan 6 Argentina 344%) dominates the
non 7 Azerbaijan 339% advertising market with
8 Pakistan 321% 88% share of total Ad
9 Moldova 320%| expenditure
10 China 295%

Source: Zenith Advertising Expenditure
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° Y ' I v v s o 60
dAmsunanalawanlut W A, 2559 JuaAedfl 1.6 NUAUMSUADRANSANSS
Y Y v e

TasunannasunanlunisiindsdeovesUssvvudnadunnannas  wElnsied Usswmauaun

A =

fanldanslavaunuasnsimidudndiuteseay 88  sosawdudemlsdeiunsesar 4

[
v a A

A a a [ A a s & v o w v ¢ A o
ADUNYAITLASEADNANNLLINTDYUAY 3 LASEDDULNDILUNTRYAY 2 ANUATNU VINU a@IVﬁ‘VlﬂULUUﬁaﬁaﬂ

Tumsitndsuszrnslulssimalionuiu
ludruveswnwannesulnsiaindiunuindAglunsditelssovulaunssuulnsvaiaida
(Cable  TV) &aiidndiulunisasesnaintieiovas 36 LaZIEUULNIAIWARNANIANUAL  (Digital

Terrestrial) Hdndiuiisiosay 25 @UszUUDUY AN STUUUNSAMNNN UAYU (Analog Terrestrial)

o

Hdndiudesay 14 szUUWNIANEUAILABY (Satellite) Wudndiudovas 13 LAYIEUULNIAMW

o iy

FRvaNUBUWBSIInUTEALUUA (IPTV) fidndiusgfisoras 12

Y

TuduvesiaulunaialvsiimivesUssmaioaun naniespludiaund nlusan Jshadu

[

ndufeiosaz 83 vawainnviun diuiimdedniosaz 17 Wukiduniaenyu
anillnsiiminlasumnuiedlussmadsauy laun

SCTV %39 Saigontourist Cable Television Company Limited Juaandlnsiimivesniass

Faudun139aunus enI9 VIV wag Saigontourist Company  daduaaniilasnsluseunalulad

 fan: Zenith Advertising Expenditure Forecasts September 2016
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anade WWudinlunisienealussuy 4K uavlimumsoumqunsviun 51 uana deidums
ATUANUINIAAlUUSTNA

VTVCab %38 Vietnam Cable Television LHuusemeesluasovas VIV u3e Vietnam

Televison Fuduaniinmasgndnlulszmadoawy  Iagliuinmsaenensionisivsiiaiaseungy

=

yhuszma waziduanndisudessiunsnmlulszmaisauunniian

VNPT Wuannflueieves  vinlusudldlnsauunaussmadoouny Sadudii
Tupsliusmsinsiiminudiuuinisinsdwinaziidesiiiunnndt 100 desnglansaua

HTV  way TMS Wuuidnidorfunssduridmnaensuwiaioidduuudunaia

el 1

Tudszwmaisauy Faduaanilnsviminaienennisluilodladtusmvinguy

Y Viethamese Broadcasting Landscape

TV Cable TV Provider

Cable TV

% Share of Viewers 36%
by Technology
(2016)

Satellite
13%

Market Share
(by Subscriber)

Publicly Owned (83%)

scv /v ./ P

SCTV VTVCab VNPT

Analog
Terrestrial
0,
14% Privately Owned (17%)

DTT Provider

DTT
25%

>

Number of Providers based on Technology

VIV O7G e
(Public) (Public) (Private)

Cable 33
Terrestrial 3 « Cable and DTT are the dominant TV platforms in Vietnam
; * Most of Vietnam’s key player In TV channels are owned by
Satellite 3
the government.

Source *Market Research, MIC
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1 I

Reawuiinsilaudedianias lneangnsgedvdns andrasena giauiiidnenaiwlunisnain
mswansienis ewn VIV gaduaanilnsiminiiviennanazasifuvesines VIV Saudiung
Tunsudnsensigedvdnsunanesdseme wazlisnensnlasuaufioaduognegs wu Vietnam
Idol ey Vietnam Next Top Model Hudu
! a o a S & wvo d" Yoo = & a o a a J o
dwusvnndarensiiludinlunaingus  laud M&T Jaduuivnudnazasiionuiudul
dmuSem Dongtay Promotion uay Lasta ledndiavaswaysionisineunidusiuiuinn iy

a a

4 Wlowiguan  wazsensBedeedednu Wi uenann 1stdilenseniswasdvdnsan
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AaUszing UseinaleaunuddivTengianidonsenisinsiadinsiunidausensiudulssnsy
Buauuegnunsvatslasianis Ussiersaea Ussimadingy wavansgowsni wazlindnsnenisi

fanuilsunalaniu The Amazing Race Asia 8n¢ng

> Players in Vietham TV Production Market
Top Players TV Production Market In’t influence in Production Companies

Integrated Platform L . P—
expertise in International \ R
collaboration: Importing - J_ FOT(gan Reosmoce | <)

VN Format and Co-production C[f‘MEA;[V senszimedio
& i \ G55 SUNRISE MEDIA

Production Houses I I % == Vietnam Production houses
Y L~ ——

with International Experience
D@NG| Dong Tay focuses on
T A = Game show & Variety show

momonon 'Mport from Workpoint

—

Ching-Roi-Ching-Larn

Lasta focuses on Drama

Lasta mport from Kantana | The Amazing
Race Asia
A = Famous Reality
M&T Pictures focuses  fimeimunKao WAL e AN Crtme e

W45 onquality Local Drama TS [

and Media Sponsorship

by CREATV [ =

v
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> Social and Cultural Environment in Vietnam

Top TV rating in Ho Chi Min (16/05/2017)

Vietnamese preferences

Game show and
Drama series are the
most famous in Ho
Chi Min City.

Name Audience Share Genre
Tai T Tranh Tai 25.63% Game Show

Mat Na Tinh Yéu 15.33% Drama/Romance
T6i Ac Khong Dung Thir 8.87% Law/Action/Drama
Goéa Phu Nhi 7.42% Indian Drama
Giac Mo Thién Budng 7.28% Indian Drama
Cudc Chién Nhirtng Nang Dau 6.74% Indian Drama
Diép Vu béi Bau 6.53% Game Show
L& Vo Phai Thé 5.63% Game/Talk Show
Bén Nudc Mudi Ba 5.09% Drama/Romance
Mbi Han Co’ Duyén 5.01% Thai Drama/Romance |

Social and Cultural Environment in Vietnam

Top TV rating in Ha Noi (16/05/2017)

Name

Audience share

Genre

Foreign programs are
very famous which
mostly are indian
series

Ve —
Thai TV series

(Khaen-Saneh-Har)

is very famous by

- \\audience share

Vietnamese preferences

Séc Mau Phai Bep 26.22% Korean Romance/Drama

Romance and Drama
. £ . series are the most

Noi An Np Binh Yén 24.64% Drama famous TV program in
Hanoi

Budc Nhay Hoan Vi 23.64% Game/Talent Show

Ai La Triéu Pha 19.13% Game Show

G6a Phu Nhi 13.95% Indian Romance/Drama Foreign
programs,which are

Gia Binh Vui Nhon 12.97% Korean Comedy Indian, Thai,Korean and
Chinese, are very

GiAc Mo Thién Budng 9.18% Indian Romance/Drama famous

Cuéc Chién Nhivng Nang Dau  7.70% Indian Romance/Drama

~ Thai TV series
(Khaen-Saneh-Har)
is very famous in

Vietnam
N\
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4.3.4 ngszisu wleuiguazannsnislunaia (Law and Regulation)
nsznsrwaluladansaumauasnsdeans (Ministry of Information and Communications
vide MIC) fvthiiudmsdansmasnulnsauuiay Sumedidn nmsdnassaduanud manszaneides
wazlnsiia lnssadiefiugiudu ICT ufededsfiud uaylusuded
dndifudsnsnsznedeaazianisinsiml MIC asdugiidunalumsidugua sauda
nseenngszdeusisiieiuiansnszaedeariansinsimiliiesdunsatuayunie
msfnfugua wu mseenlueygm Meandenddielul
ng3zileu WlguIen1anN1sAT 1T SAUAWINTNITA99 VaeUsEmAIenuIdTuN1TIIUKER
318398 UINUTENA
Ussiadoauudshifulousaivayumssundniensssrinassmaiivaay wivssma
Aoruuflild Ynfumssenetnia vesidlomisusena Tnsnunguunefanmsnszaieideuay
AamslnsimivesUssmadsaumeynaliassaidudiewesmensnsimiuuy Allldadu
mnud (Pay TV) Iésreasideniisd

[ |

o indutesnemsinsemaszdecliiiutesay 30 YawesTBNSLUU Pay TV Thmun
e assnensinUssmedesilususasnisameidoudmsunislvusnisingvieuuy
venuandnlulszmaisausiaziifuuraBsausiuvelufusesinansodzuna
ngsuideu uleu1en1eanIsin N3RS SAURWINTAIIANG VBIUTENALR gaunuitonady
guassAsagusznaunsing
Uszimadgaunazdiliiinsivuadedninlunissiuminsensivinssemamilou
Usealng uingrsnevesUssmaisaualudiuves 1) Feanmslivimslnavimddunnsily
(Free TV) 2) maifuguaiieviuay 3) mssadadiumsammuainani® meandeaddwiolud
e N5WUSMIUUU Free TV
ngsnefmusliglvuinsessemslu Free TV foadutossemstisnunmiiy
o nshiadlevndnsuszing
Ussnadenuufinsmunudeviideutiadudune dufiniml  wenunanesy
Tunsiiuguaidemidielifinasgiunsfifuguaidemilvinientu
®  MINANERAIUNNTANUIINAYIR
1) nguaeenqeliveniaiulall  iufesar 49 vamuannzideu
YBIRANITTILAN
2) msamuandlsemalunisliusnig Pay TV awdeslasuniseusym

INUILNTTUUATVDL LAWY

o Telecoms, Media & Internet 2018

euHan1sAne ITeatuauy ol i 90
lassnsimuanwimsduaiulonalunmsinseusnisiieidesiuianisinsimiluginire ey



Y Law and Regulations

/ 7; N Ministry of Information and _/T:f” Authority of Radio Frequency

A

i Communications (MIC /Y Management (ARFM) Authority for
List the V ey o Broadcasting
government ) Vietnam E-Commerceand ~ and Electronic
ministries Vietnam Telecom Authority C Information Technolo Information
ay
VNTA == VE(ITA  Information Techn (ABE)
<
restrictions < In respect of motion picture production, distribution, and projection services, all production must
on foreign have their content censored by the Vietnam authorities.
ownership « Foreign capital contribution may not exceed 51% of the legal capital of the joint venture.

p « Pay TV service provision, foreign investment is subject to approval in principle by the Prime
Minister.

radio and
television
broadcastin

« Free TV may only broadcast Vietnamese channels

« Pay TV may broadcast both Vietnamese and foreign channels

* The number of foreign channels broadcasting on pay TV is
limited to 30% of the total number of channels.

« A foreign channel provider must also have a Viethamese agent apply for such certificate and
fulfil its financial obligations to the State of Vietham

Motion
pictures < All motion pictures produced, distributed and projected in Vietham need to have their content
censored by Vietnam’s competent authorities.

Vietnamese laws do not distinguish between content broadcast via traditional distribution platforms
and content delivered over the internet or other platforms for content regulation purposes.
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“ https://wearesocial.com/special-reports/digital-in-2017-global-overview
63h‘[‘[p://wvvvaiceAgovAi‘[/paesi/asia/cir\a/upload/l7ll/CHINA‘%)ZOTELEVISION‘%)ZO\NDUSTRY%ZOr\/lARKET%ZOREF’ORT%ZOZOlLpdf
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18dhsau World Trade Organization (WTO) waghafinsiduwesuiaind1 o Useinaiuey ogelsh

iy LldnsenuanunenenuvesuseneumsisUsemalunisiagnainiuusiedidle

Overview of China

@ Geography: 9,596,960 sq km , Broadcasting Regulator:

23 provinces, 5 autonomous
regions and 4municipalities

Official Language: Mandarin Chinese

@ GDP (2016): 11.2 trillion USD
GDP Per Capita (2016): 8,123 USD

--------------------- Market Size---------------=-------=  -----ooooooooooo----Market Reach--------somomooooooo-
:“ Population (2016): [j TV Penetration Rate (2015)***:
1.3 billion inthe word " 97%
. Broadcast Market Revenue (2016): i .
ge : @ Internet Penetration Rate (2016):
40 billion USD* I+ 53%"
‘:'g. Advertising Expenditure (2016): D Mobile Penetration Rate (2016):
= 80 billion USD" “ caniibutor t ona

0 *%
ads spend 78%

Source: CIA Factbook, Worldbank, *Zenith, **We are social (Jan 2017)
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“ http://www.prnewswire.com/news-releases/broadcasting--cable-tv-global-had-a-growth-rate-cagr-of-28-between-2012-and-2016-and-is-expected-
to-grow-further-by-2021-300476077.html
* fan: Zenith Advertising Expenditure Forecasts September 2016
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China Market size and Advertisement

billion USD Television and OTT Market Revenue
60

55
51 e
50 a A7 e [
m . e |« Chinese television market size in terms of
----------- television and OTT market revenue in 2016
30 | is 40 billion USD.
« lts broadcasting market has compound
2 annual growth rate of 9% from 2015-2020
10
0

2015 2016 2017 2018 2019 2020

o

Source: Market Research

Out of total 80,034 62/

Media Ad million USD of media g
OTtldosor Spending 2016 ads spending in China, Alibaba.com
d TV ads expenditure ..0.
accounted for 21,149 B H
80 million USD or about Tencent Bal @ EE
_ billion USD 27%, . Alibaba Baidu and Tencent cover
Traditional TV

27%

72.8% of China’s digital internet
ad market in 2016

Source: Zenith Advertising Expenditure
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ol Paviaunanslesuifdndinlunandumnitan 3 Suduldun 1) Alibaba  unaswesu
E-Commerce #ilngjigalulan 2) Tencent 1i1vasueundiad WeChat uag 3) Baidu Liuleddum
Fudermesiu Tnedamnsesesnanalavariudedivaves 3 Uisnilsuuduiiulssuiesas
72.8 vosmantianun

Tuduveaunasesu OTT Tutsewmadu fudsmienvudios 7 wisile$uly eyarlumis
weLnsAeBumesiidn (online streaming) FagjAsasnan OTT A China Central Television
(CCTV) Faduannillnsvienivesniasy dnuiemilvaslaun CBN uisvlunsevesaniinguisi
Best TV (Us®wlulp30) Wasu Digital TV Media Group (Us@nluiase Alibaba) uazusuUnaiadu
WeChat 29nU3%W Tencent T#¥umsayginain CCTV lunsweundidfonily OTT uwasvosuves

o Favilinisidinann OTT vesUszmadutumdululdenmnldfidusiinsnlasuluoygys

% https://www.economist.com/news/business/21721203-tencent-leading-acquisition-spree-alibaba-close-second-chinas-internet-giants-go
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Chinese Traditional TV Consumption Landscape

There are mainly 2 sources of
tradition channel broadly watched in

China Central Television (CCTV) is
the predominant state television

' CCETV

thEhRENE

CHINA CENTRAL TELEVISION

China;

1. The China Central Television
(CCTV) nationwide network

2. The local satellite networks
(38+ operators throughout 33
provincial divisions)

broadcaster in China
* 50 channels, 6 different languages
¢ 1 billion viewers
¢ 34% market share

2 Local Satellite Broadcasters

Top 5 Provincial Satellite TV in 2017

Beijing
@ Ranking  Provincial Satellite TV Rating
Shanghai 1 - Hunan Satellite 4.2026
2@ 2 P3 Zhejing Satelite  3.0315
Top Satellite Broadcasters 5 . + Jiangsu Satellite > 5587
are highly concentrated in ) wms (Shanghai) '
the Eastern part of China Hunan  Zhejiang s B seiing v 17856
y Dragon TV
5 ‘; (Shanghai) 1.6015

JUN 4-23: Tassasemanalnsviadludseinadu

aa v A v

Sruilideamevesmaiinaniunenaindeddviafensitimwaialnsvial  lassairsnann
Insimivessemedulud w.a. 2559 gnutseenifu 2 dumdn loud Yosaandnsiimivesniaisds
\HuannilInsvimiwiaUszsva Ganseunquinyszimaiu wasdesanillnsvimivesuamadansoungy
Wigsamaiiliuing Tnsvesaniiinsvimivesnaigiidndiumsasesmainogiifesay 34 91ngu
v wasdisruaudesiavn 50 909 U313 6 n1w wasilsuduiause wesnnndiud ey
ludiuvevesniidlnsimiveswunaiiinnndt - 38 anillu 33 wumavesUszmadu ¥e <
anfilnsimisevdnvesnmalasannazegnsiians Susonvessema Ssanfinléfuanudengs
PfaU IR IRlAEUTIN Zemedia®™ dun

1. Hunan Satellite Television

anflinsiminaiiouymu vide Mango TV iluanfllnsviminiendildsuauiomdy
sudunisvesusznea © wazduaanilnsvimisesdondusivasslulsemasosamnan andlngiiem
Yomnanasy CCTV aniilnssiminaifion ymuiueenomaiiussmed u stenseesiouvesannil
¥ur sremsdoanas Beadnnanste wazsemstuiieun

2. Zhejiang Satellite Television

anillnsiirdauiieandedes vse ZJTV Aeanilnsviminniiieuegluinsavesusenannil

WeLMTaLTeRes Feeanainireglunnmaieldy  wagilesdilawintgy siensinsvimiventey

“ http://www.jiemian.com/article/1455746.html
* http://www.zemedia.com.cn/index.html#

69 http://www.zemedia.com.cn/index.html#
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nanillnsviminiufleudoides wu s18ms The Voice China Zoguiuusismsnansgeiung
uaz Running Man go3uuuuuagsiundniulssmmnindld

3. Jiangsu Satellite Television

annillnsvienianafiondow Jaduaninsimiflvyfigasufvauvessemeadu 595910
aonfllysiiend CCTV wag Hunan TV annillnsvienianiflesvesamaidesy fdwinanulvejegiles
U3 uumaidesy ensldiuanuiongs 1A 518715 You are the One, Super Brain uag
Who's Still  Standing %ﬂﬁgwuﬁwmﬂﬁa 100 &uaw drusrensiivnsaoniindmes wu  Super
Sentai l73U3197a Asian Television Awards

4. Beijing Satellite Television

anrfilnsvimdanudion Infs vie BTV Wuandlnsiminaifissiioenenmelusmmatinis
fivowianun 14 YesfieenonidlulinfaituuasBnuises (BTV-1) fieonenmeiussmaiuuayd
HUHINNT1 100 A1UAY

5. Dragon Satellite Television

annillnsvienianadion asfou Wuandlnsvimianifieuiiegluaieusm Shanghai Media
Group Fad uu“‘iﬁwmammamﬂmﬁﬁﬂﬁiwﬁthm%L@L%EJ GE fige0eno1 nAUsIVA
wazges OTT Wuvasdnesdnae
4.4.2 feuiidnenm

Y a

Y] a A i 70 =% « 3 °
NNEW]?']EJﬂquV]iV]ﬂuﬁLUUﬁgLmﬁq}uuagﬂqﬂﬂ']q 4,000 s FIUUTZAUNITUNITNIIUNNG

Y

HAnTIENsITaITIMAaIeiuiaIeUseng toey leusievdntusaia laun Daylight Entertainment

Captain Culture Zhejian Dream Stardom &g JYAnimation

0 http://www.ice.gov.it/paesi/asia/cina/upload/174/CHINA%20TELEVISION9%20INDUSTRY%20MARKET%20REPORT9%202011.pdf
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Production Companies in Chinese TV Market

There are over 4,000 broadcast TV production companies in China. 97% of them are privately owned and the rest are
state-owned. The 3 main categories of TV programs in China include: news, entertainment and education

Key Production Companies Others potential companies

Day Light Entertainment is known for Cinar
their award winning Drama Series E! El] ) ﬁ'ﬁ%‘i Iﬁj
o GCcoo :nT:RTAIN": NT m z
Captain Culture focused on International . \
’ Variety Show formats HAKIM é‘{j{% ‘,‘
by =1 r
!}ﬁ)_‘..-p?}a ””””” IR EPNRS (A
Zhejiang Dream Stardom is One of
>4 China's most well-known local drama ) ) ) ’
producers Co-production experience with Thai partners
[ =1 v
______ - Key player in China's animation space CISNEmmsR @@1[\/
L. both in terms of production and (With Greatest Entertainment Co., Ltd)  (With MCOT)
i L0 distribution.

Companies that have been aggressive in exposing
themselves in international events and so are open to
international partnering.

Other potential companies who have produced top-
rating contents in the country

Yo

U7l 4-24: faunfidnenmilulssinady

Day Light Entertainment ({uuisminansemsneluad fveidusisnnnsnanazas
adfe e unazasindsiuouny fuanundszgnAldtuazesiu Sadomaziienuuanss
MnazAsIulU 594 Ode to Joy 348198911910 azAsiF0s Sex in the City Yasanigoininide
wuthuanshidumends 4 eu Fadudemazeasiudanlmiuazuansseenluanasasiuiinnen
fuine uavavasFesiisilisunnavedodidiases  Fidvondeuannmanandadendedls (23°
Shanghai TV Festival) ¥ w.a. 2559"

Captain Culture Lﬂuu%ﬁm%mwmiﬁamﬁ uiumam%mﬂLLUUi'}&Jmifniﬁf?TLLagm:ﬂfﬁi
Alvigfaelulseimady Tngusdnlandaguuuunensventenlulssmeiu Wy Give Me Five uae
Back to Field uagymeusunilussaumsalsiundn uuuusensiuusenaansusenisseiu
WvIRLNNINe leuA Fuji TV, Keshet wag ITV (Hudu

Zhejian Dream Stardom ({uu3mlueSe Huawei Media Fujutfumsndnsienisuay
AzATIULLILILULAN BE3YU Sealed with a Kiss, Ruyi, The Best Time wag Perfect Couple

JY  Animation {utsnueiudunevdnlunaaussmeiuienumsud  auaznsdn

IIMUNYAUYDINANY wazMAATUNITIERaIANTTTUEFVEAVEIIAzATL TN

AN9USENA LD UNUNASI9AZASYIBATNEUATIEAULIUITIA kazdndnineduaiavanslunainlan

" httpy//www.stvf.com/a/2017-05-30/1110.html
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4.43 Sausssuwazanudealunisuilnade

Ussinnidlornsionsiduit desluusemaiu 18ud azassnlsuuuin sndlograty azas
509 In the Name of People Tngldsunvuuunuisy (Rating) 1niia 3.66 annsiules Weibo' &
Judules Social Media saadeususu 1 vesruiuindszma esndszmaduiimsuioadules

NANYsENA U Facebook kaz Google Wudu Ussinnillevnasasiilasunnuieugilulsswme

'
a

Judunu$nlsuuuiniindusnsveslseiRmanshay TaUsI LYY

Social and Cultural Environment in China

Top TV Dramas by Weibo’ (2017)

Name Rating Genre
1. In the Name of People 3.661 Drama/Politic
2. Because of You 1.93 Drama/Romantic
. . . Romantic drama
. Drama/Romantic . . .
3. The First Half of My Life 1.876 al with a hint of history
i grabs the hearts of
4, Princess Agents 1.741 Drama/Historical/Romantic Chinese citizens in
terms of television
5. Ode to Joy Il 1.614 Drama/Romantic series.
6. General and | 1.314 Drama/Historical/Romantic
7. -aﬁg“m“ Eternal Love 0.641 Drama/Romantic
P e 2 ) ~ *Weibo is a Chinese
8 B 'Pii“ﬁ Guardian of Beauty 1.229 Drama/Rom-Com microblogging (weibo)
— website. It is one of the
9. m Boy Hood 1.179 Drama most popular social
media sites in China, in
. use by well over 30% of
10. Fm Love, Just Come 1.167 Drama/Romantic Internet users

Ul 4-25: (flevnsrensvendoululsumedu

dmsuidomanisssnatiy dssmadufodussmaiifisudraddndasudenan
sefegluseduiia  Wiuldrnduaumsihddemeissamaifsnnntu Tnglutlagtuiden
nvivedeienuiougefiandnduiosar 83 vewiviomnd Ididudeovnanlulssmedu
Tudruresnidug fssmeRudndenidrun Tiun vivglsudenas 11 wagnIvawisnivie
Sovaw 6 vt Useneluniviedefivssmeduhdndemunanniiaafe Ussmenmald deidndam
Youay 31 sesawnAeUTHMAs aansderay 28 uazUsumalimiudesas 22 dwdssmadiuney
Ussinadu luritiodens usenideddidadiunshitidemegfivssanuesas 10

domanUssmamnmaldGuldumnudomnduetiegeiaud T n e 2558 anusingnisal
“Korean  Wave” Gwilidlomanussmanmilifuasnsoussiindomanussmaiis
foldiFaudunnesneUszmagons uasdsamalivivaunaneuidudenidndudunis

Tuusemalu

" https://www.weibo.com/tvthings
” 31897970 State Administration of Press, Publication, Radio, Film and Television of the People’s Republic of China
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dmsvaruioludemsenmsnnuszmelnefuuliuiisivedwioiomnvg  asal
Aendestumsfivsemeanudlifadessuusofuivunsresussmmnmaldvie waslfamnm
wanuasudeyanmsfiuusamadiu demassmaduldeenddsin  State  Administration  of
Press, Publication, Radio, Film and Television of the People’s Republic of China (SARFT)

a a

TWdsuniseenonadsd s1en35uaan Tavawieduiidfadunmalévnngiesnlvogslil
fmun SaedinnUAsui 99geR Aldafetssmeduand3ddos Descendants Of The Sun
Tulswanaundnlnly feanaini dlulseima Ju uazufymIuasdureunisiandetuisnnuszine
ALS uinad1sramuAniuandingTuivestundunuinssrruriIudosas 80 sy
Uszrnaundouatuayumniguiadédvnumeunsdetuiiwessmamnmdliynuin " dafuds
fudulemaiifvessumdlnglunsiegaaeivlunai wassemaimes  uansarwaulalude
Juiisanndseinalveuiu lnganiznsiinsinwaaalne

Tl w.. 2559 U wawddu Buwesiutuuua Buwe i drin FaduuTdndudu
geRasnuUIMsuazdan 1@aTu (Artist Management) ATU29R3 Ivensavmnidadiuszmelne

a o a a o a

g A4 @ a v o
aghalunienis ieldunsveneginadamdatiulargsiatuiisannysemealngidiluinan

Tudsewmadu lnsnisvevarvluesall Ysewalnedodudseman 4 daanuseme gaany Useine

v
a v aa A 6

loniu warUssmaiu sl vsenilRatulnenegluniugua loun U - sssanad 4, lud - sy i3

Twenana, au - and delwena, 33 - 2550 awloe uar 0150 - Jsgs Jumsaw Jusdu wenainil
a o Uy g o [ av aa < a o A a a o

s Geldidudtyariuuien 30udn wnsull (GMM Grammy) Tunisih Alandl willde inwas

a a U 1 ¥ U d! Vo U 1 75
du lulaiuazsiunanailontussinmaneglulsemaiu delasunseuanausuilueged

" https://www.posttoday.com/world/news/467541
” http://www.manager.co.th/Entertainment/ViewNews.aspx?NewsID=9590000114397

euHan1sAne ITeatuauy ol i 100
lassnsimuanwimsduaiulonalunmsinseusnisiieidesiuianisinsimiluginire ey



*.: TV Content Import market in China

Top TV Content Import by Region Korean Import Banned

»*
EU 11%

*

P \J
| <0 — B
America 6% *
J -
I

Since the end of 2016, South Korean imports are banned
from entering the Chinese consumer market. This includes
the import of all types of Korean Entertainment.

China bans Korean drama, movies, and
variety shows 'in retaliation against Thaad
deployment’

Top TV Content Import Partners 000009

Y g™
o EXE o -

31% 28% 22% 10%

% of Total Foreign TV Series Set

gﬂﬁ 4-26: \lovnaensnniassmadn

ol meusmdatimnglun svenegsialiasuissnniigalagldnnagndiiesngsia
Suivdustnafiuguuuy pouiunaetiufiduiilanidu uasidweiediegisanion il
fusznounslunanaiifesniadomiivarnvans wavan il Tasamisilovnvesiuanine s
aruiln auuanmAmNIHAR Unuseius uastifonsuans Ssteitulenadidyresasasuas
thuansinefiaglfiinluideasgaantiuiisdusoluluounn

uennnsiinuandlneduiition emarasinefldsunnufenanynBuguiy
NnradITIInARiureIr Ul uled Weibo Tul w.a. 2558" wuindszmaduiiauAniiu
Rerfudadeiifsgavesazasinedn fqunisnimvesaauiilunmsdievh flasuSesiiunfge

LATTNWLAAIVUING

76 https://prachatai.com/english/node/6076
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The Rising Trend: Thai Drama Wave

Examples of content

VU0 ACHLDS | o
3

As Thai content demand magnifies
in China, a more aggressive
strategy has been taken by Chinese

i

media players. Track of Love (2010) Full House Thailand (2014)
(Roy Adeed Hang Rak) was once again generated a massive
ranked as the second highest ~ craze among Chinese viewers,
in ratings on China Central attracting some 100 million views
Television’s drama channel during its exclusive online broadcast
CCTV8 in 2010. on QQ Video in 2014.

More Aggressive Strategy:
‘Thai Star Exports’

Handsome International Entertainment,

an artist management and television
production company based in China, recently

opened a branch in Thailand to bring Why “Thai Lakorn” is appealing? (Weibo Survey 2011)

Thai talent to China, as well as promote the
Kingdom as a filming destination and TV

production hub for the Chinese market. (The 1
Nation, Oct 2016)

Beautiful 2 Attractive 3 Good looking
scenery plots actors/actresses
(esp. bi-racial ones)

JUN 4-27: iWemsen1sanndsenelngluyseinaiu

oehdlsfiony Tuligtudethufisvesussmalnefivsemeduihdnluudinedu dalvgasdu
Tudnwuzmsteradvaniiietlumeunslulsunadu lagludiuvesdnuuemsundaidon
sewissena (Co-Production) defidruautiossnn dad u msfinainduiinudosmsuilnade
Tuidisvadlng mssumdnszrinssumalnefuusmaiusnafuiumsiisgdaglinisiazaan
UspinaduiiuseAnBamennty
4.4.4 ngseleu uleuiguazuinsnisiunaia (Law and Regulation)

Hosmnussmeiudulssmaiiinisumdnnensiuisssmeoguda fedu Jssmeiuds
lofwwimalunsidrdgnainnistivinsinsiedludsenald 3 sUuuu lawn nssiundnsienis
M3ANASINTHANTI8NS WAz IIsnsnanlauEseUszma eedlsiniu ngsadeuiitiegudn
Tunsiiuguaidl omlasniaduwes uasmstmuafuamuiushvesudminemi orrasdy
guassarerUsznaumsinglunisdngnan TasseasiBonaenanseluded
ngseilau ulgu1en1anIsAn NTaU SAUAWINTNITAY YaUsEmARUTUNITIINKEATIENTS
TN TZINA

Jatud ansinsimilagusensanaludsemaugniiuguaniy Sino-Foreign
Cooperation ﬁmﬁwﬁiumsauwm%ﬂnmmaﬁwﬁmLﬁamﬁ'L%’ﬂmﬂsxﬂauqsﬁﬂuﬂmm
Ingdinsivuadslumadngaatanisliuimslnsvimilulseima (Market Entry  Requirement)

anansaduyseneugshandnilenla 3 JULuU fsil
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Uszimeduiindisauiiuguade lawn dinnuuimsausiundsdoniun daRnu
a =~ I3 a A a Ao o w a &
IWYNTEAES AMEURT LayInglnsimiuiend (SARFT) nilgrualunismiuguanisuiniilon
delnsiirtuazilomsensingiial wasinifisigauanIngnan inssudesaan unesglnenss ue
mnhuUsziureInssaunda  (Co-Production) aziulainUsemeRudnisuuaimslunisiiugua
Tnguiulunmaduwesiton uaznmsfimusRuamudusifionaduguassasedusznaunislunis
¥ ! a IS dy
Wngnan eaviduniinasaluil
N133MNANTTANUVBIUTENA9A (Foreign Investment Restriction)

UszmerRuldandnnisasuuasuisvasndlunisudniomfionaduguassaves
Ausznounsivglun1ssiundn nsmvuaiuamuium tneAmuaRuam Ut I wnalin
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agalsinny wivszweduazlimsdiinnisiouas Ruasuiumdmsura@ unusem
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MsiBuLweastianis1enns (Content Censorship)

Wennuunmunsmivguaill  emveslsemaludusgiunaiiidavesheunasesianis
nsgneduswasianIsivsiruueanIuissy (The State Council’s Adminiateative Department
for Radio and Television) {umbsnumduguasuiionmuazeyginnisusenauianisinsviaiug
dieaiiied Tnedin 1sduwesilemsenisinsiminnfenuarensinsviaiau) wmndulem
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fatil mnguszneumsingdesnsiiundn  (Co-Production) ieviugusenaunisiu
< s & < ! a & - 7 a ] Ao
maguesilemenaluguassalumssiumdailen wewndagdulssmadulituuimendaiay
Tunsiuesilom dwaliguszneumsinededdrmnusiinseilunsudndoninazluses
vosn1sldnanialunisdndu

X Law and Regulations

List the government ministries

T 1
i The State Administration of Press, Publication, Radio, Film and Television (SAPPRFT) |
@ } 1 reports directly to the State Council and has independent regulatory powers, including in i

1
SARFEFT A s 1 relation to the production and broadcasting of audio-video programmes and dayto-day E
ST I — 1 supervision of television programme content. 1

Restriction on foreign ownership

The Administrative Provisions on Sino-Foreign Cooperation permit foreign entity productions.

[ ottt ittt dddded ]
1
'
'

« joint production — the parties share the resources, profits and losses arising from Production Company: Restricted

the production activities; 1+ Minority share (max 49%) Joint Venture allowed !
« assisted production — the domestic party undertakes an assisting role while the 1 * Minimum investment is US$ 2 million (US$ 1 million }
foreign party provides the main resources and key personnel; E for cartoon production) 1
« commissioned production — the foreign party provides all the resources and 1« Foreign invested companies may also apply for
commissions to the domestic producer to undertake production activities. i distribution license

Censorship of television content

i : E The provincial administrative i
T'htle State Council's Satellite stations and ' ! %e TR el » Other television program !
administrative department } el iclvisen e W ! @ o (not satellite) H
for radio and television. prog 1 1 and television 1
Censored 1 H 1
and Approved ! ! Approval
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4.5 UsSNANIAALS

Overview of South Korea
Geography: 99,720 sq km, . .
/// \\‘\ @ 9 provinces Broadcasting Regulator:

e GDP (2016): 1.4 trillion USD Korea
AN £, i . Communications
W w? GDP Per Capita (2016): 27,539 USD O Communicat
‘ Q Official Language: Korean
--------------------- Market Size----------------==-=---- ------oo--o---------Market Reach-----------ooooooooee
:“ Population (2016): TV Penetration Rate (2016):
51 million Korea: One of 100%
the world’s

highest

(S ) '
gie Broadcast Market Revenue (2016): | proadband @ Internet Penetration Rate (2016):
- penetration
6.6 billion USD" TR gl 90%"™

“g Advertising Expenditure (2016): D Mobile Penetration Rate (2016):

= 11.6 billion USD* 115%"

Source: CIA Factbook, Worldbank, *Zenith, **We are social (Jan 2017)

SUN 4-29: NMNFINUTENANINE b9

Y

Useinanmaldduszrins 51 auau ddnmmsinfsnsiiaitedesay 100 visennaTiTou
finsiifsvedinsirtvilinaialavanlulsemanvaladyadite 11,600 Sumseyneaa1sansy
waztonINiUssmanmElFS S n i B umesidausenuuudigaianiulandnie
4.5.1 @anwmaaian1siiuinisinaviend

gt yadmaelnsrimilulsemanvaliegd 6.6 Wuduaeaddanss waziuualiu
madulafiusniuiidiedefosas 6 del a1nmsUsy sunsvesiivinwdsdionroudisge
Saufusnmnadulnaedslunalondegiiteray 2.8 sed " Gamaivlafiganianadsdy
yhlwussmanmaldilu fiumusmesidnsensmeUsamaiionazinensveanuidianane

TupanavasUsemennaLa

” http://www.prnewswire.com/news-releases/broadcasting--cable-tv-global-had-a-growth-rate-cagr-of-28-between-2012-and-2016-and-is-expected-
to-grow-further-by-2021-300476077.html
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South Korea’s Market size and Advertisement

Television and OTT Market Revenue

9
8 o
: 63 .....6.'.? .........................

s mm
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1

0

2015 2016 2017 2018 2019
Source: Market Research

billion USD

~ « South Korean television market size in terms
of television and OTT market revenue in
2016 is 6.6 billion USD.
« lts broadcasting market has compound
annual growth rate of 6% from 2015-2020

—
(] Radio 2% ‘

28%

OTT TV market leaders
1 0,
Print 16% Media Ad +  Online platform is the most §
Spending used medium to advertise ) oksusu 2 million subscribers
o roducts or services in
2016 Digital 37% gouth Korea with ads clleh €3 1.3 milion subscribers

Outdoor expenditure accounted .
17% 11 . 6 forp4,278 million USD or g 950,000 subscribers

' billion USD about 37% of total due to . .
| therise of OTT platforms. GOm7y/ 650,000 subscribers
I Ty ‘ @ 600,000 subscribers

Source: Zenith Advertising Expenditure

JUN 4-30: nwsangaAna1ainsimilulsewmanvala

° Y] ! = ! = Y = I s o 78
aqﬁiUWaqﬂiﬂﬂm'ﬂUU W .A. 2559 Hiane 11,600 AMUNTLYADARTANIY I@EJ

¢
LNAANBSUNANIUNSLEANFDVDIUTLVIVUABLNARNDTUAINE  USLLNALNINALALAN LTI TaWaN1Y

'
4 aa v

dordvaliudndruieiesay 37 SududadiuiunnigailleiouiumldaelavaiudeUssamdug
W delnsvimifesay 28 Aelewannaniudsiosar 17 dedsiuidovas 16 wazAoIngnszaeides
Sovay 2 g fu nsfidadualdaelavanshudentviadudmidelnsiminandiifiuis
wAnssuvespuguaAiimsasuasnmsivsdeinunsimindunsfursderuumanesy
AIviaUNU

Tudhuvesumasmledn OTT luussimmnmaléidudmainie oksusu AiflgengAnnuds
2 drunu s09a1Ae alleh TlvanAnmuogdl 1.3 d1unu pooq TwendAnnuegi 950,000 Ay
GomTV flenrAinauegil 650,000 AU wag LG UPlus SluentAnmuogi 600,000 Ay

0T n.a. 2558 Ussnamnmaldissldanunanes ilnsimiife 8.8 Suduneu uenani
szuuuws RN wiEld  (KBS) Hu \ussuulnsitminiafuduilngiian  Taedseldan ssuu
Insiminaiuiufefosas 46 sesauniie Cable $ouay 26 IPTV $ouay 22 UATSTUUUNIATHAL
pfleufenay 6 ludruvesniauns nde Cable TV lutssmenwldduiiensfoniionas

tiovas iyl w.a. 2556 Tlegil 1,474,000 AU amwdeifies 1,373,000 au ul wa. 2558

" fan: Zenith Advertising Expenditure Forecasts September 2016
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Korean TV Industry Landscape

Sattelite
6% Top Terrestrial TV Broadcasters Market Shares
2014

s, EBSQe®

D KBS@
Trends 2013 - 2015

Terrestrial broadcasting expenditure ﬁ
10,296 billion KRW -> 10,656 billion KRW

O sBs

&."S»
L 4
TV Business
Revenue 2015

8.8

trillion KRW*

Terrestrial
46%
mec

« Terrestrial TV dominated broadcasting business market

&) &b X

with 46% market share of the total S. Korea’s broadcasting Cable TV subscribers ‘
business revenue. 1,474,000 > 1,373,000

« Korean Broadcasting System (KBS) is the biggest terrestrial
broadcaster. IPTV Sales

* In S. Korea’s broadcasting landscape, cable TV trend is 11,251 billion KRW -> 19,088 billion KRW
decreasing.

Y Satellite TV revenue
5,457 billion KRW - 5,496 billion KRW
Source: *Broadcasting Industry Survey Report 2016

U7 4-31: Tassademanalnsimiluyszinanmals

Tutssmanwdldduiiedetnelnsiml 4 wishlsane lsudsoondu 3 in3etedily
uay 1 1edevnensinu” lnganfinlésuanudenganuiiavdiuuimanmsaan leun

1. KBS - Korean Broadcasting System

anillngvied Korean Broadcasting System w3a KBS swaglugusadlamsldvonsilsa
Uiy andnssimi Wuedetneilnafiaslu 4 aniduhesssmmnmald uasilavasii
lpSuanuilenunnung endieg1uyy Descendants of the Sun, The Virtual Bride wag All About
My Mom

2. MBC - Munhwa Broadcasting Corporation

aoillngvied yusnn v3e MBC feagfl DMC (Digital Media City), Mapo-gu nyslea Llunils
Tudaondlnsiminieteilngiigalulssmamnvaliuaziduaieteimuiigaluussniaiote
nseenoMealudanivdluussmeinmals

3. SBS - Seoul Broadcasting System

anillnsviad Seoul Broadcasting System #38 SBS ﬁgﬂag'ﬁ Mokdongseo-ro, Yangcheon,
nysloa lngazasiléfumnuieswesantil Seoul Broadcasting System &nfa@gnaLtl Romantic

Doctor Kim, Yong-pal Wag My Love from the Star

79
https://weyesweb.wordpress.com/category/korean-entertainment/television-in-south-korea/
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4. EBS - Educational Broadcasting System

annillnsviml Educational  Broadcasting  System %38 EBS ﬁ\‘iagjﬁﬁwa Dogok-dong

nyslwalneduaninyuiufiazaiunsanwlulsussularduasunisinwinaondialiiuynau

N6 ¥

Tunmala

Y 1 ada o
4.5.2 EdLa'LWISJ AYATIN
:.; Key Players in Korean TV Market
"""""""""" Top Co-production Targets ~ --------------------  Government Initiatives:
., i Entertainment and media contents company with ;n;e,\rlg'igwaelnstﬁgtpegc,
Cla EEM production subsidiaries

. Had experiences with Thailand in selling TV

' '
v

program formats .
Ministry Reform

In the late '90s, poured

millions of dollars into

forming a Ministry of

Culture with a specific

department devoted to

K-pop.

=siemes  Key focus: Drama

. l’ w Key focus: Digital Content
“  ranging from food to beauty

Major educational television and radio station with
an in-house production
¢ Had experience co-production with Thailand

« Key focus: Children programs and documentaries Investment Fund

Korea launched fund

« National public broadcaster with an in- to support K-pop:
house production and affiliates

¢ Had co-production experience with Thailand
(e.g. Dream Team Thailand)

« Key focus: Drama

KBS © Media

KBS N 2005 — 1 billion USD

2014 — 5.2 billion USD
2017 - 6.9 billion USD

Nkkg |19

R ceor

N Ubanworks ¢ Contents broadcasted on top S. Korea’s TV channels
« Had and is looking for co-production opportunities
* Key focus: drama and variety shows (e.g. Running Man)

Yo o

NAUNTLANY NN IUUTLNANIUE b6

SUM 4-32: §
msdseananutwiindunagy Svesssmenmald Tuateen 90 Sunaldldidundmils
auneaansansy lumsdndinsensisiaus s5ulviu K-pop  warlinisdnnalduasyuiiealivayu

o

K-pop Tud w.6. 2548 97u7u 1,000 a1uneaasansy U w.e. 2557 993U 5,200 a1unoaasansy
wazlul w.a. 2560 91U 6,900 SUADAETTANTY

CJ  E&M Juuitmtufisardese lneluuidvlueior 99 C) Group  uwazdume
vesensinsiadlinuusemalng endiegnadu The Mask Singer, | Can See Your Voice Wag
Let Me In Tng3s CJ E&M slafunsudnazes uasilomidne fusidotemsauiadomnun

EBS - Educational Broadcasting System L‘fJuamﬁImﬁﬂﬁLLaﬁwqLﬁ'amiﬁﬂmawﬂwwj
Adumsmannelulszna waseeivssaunsaisnmdnnemsiulsemdlng  Tngsjadunisndn
FUMANUAZEIAR

KBS - Korean Broadcasting System \Juaaillnsimiuisnifidunisudnnielulszne
uazUszmeiiAend 9 wazieiszaunmsaliudundnsenisiulsamalne gatiunssdnazns

gNAI98191U Descendants of the Sun, The Virtual Bride tag All about My Mom
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Urban works Liuuitniindnidemiieansmamsanilnsimiduinvessemennmald
daweawnlenalu mandnsu dutiumsndnazas uazlsile’ Srensildfuauiemnneg
ENFIBEITU Running Man flaene1n1eamietes SBS
453 Ymusssuuazanudelunisuslnade

Ussanidlemiiduiifesludssmmnmald WWud inaleifivszneuludedeadalel u  az
neanlyd nfegratu Mensmeanlyd Sssizun TildFunalmaunndsosay 11.2 wazsosawuniae
srens3eaaalyd Infinite Challenge Tildsunalmndeay 8.7 uonaniazasnsis waglsuuuin
roumntedudemilasuaruienluussmanmalddnivudu

ludruresyarnaindweenidemuessammnmaldiu funnhmsdudie 3 "
ilesananudesnsvesuslusinsuszimegs uaznagns Korean Wave fiszaunrmdisaduogis
1n AadssmaitiemvesUssmanudldiudnduananndumanniiaeide

dmsuilemandasamaty Yssmanmldlsididomananssenimiosar 88
fanflaadefeufunsidudomanusemety Wy Ussnadinguiesay 7 Ussweelus
Yovay 2 wavUseinedue Snfouay 3

o, Social and Cultural Environment in South Korea

Top TV program by Gallup Korea monthly survey (02/2017)

Name % of total vote Genre
Ssulzun 11.2% Talk Show
Infinite Challenge 8.7% Comedy/Reality Show Korean people love
Game show which
include reality/talk
Defendant 7.7% Drama/Law show.
Rebel 5.8% Drama/Historical
Blow Breeze 4.0% Drama/Romantic
2 days & 1 night 4.0% Comedy/Reality Show .
Drama and Romantic
. ) " comedy series are
Still Loving You 2.9%  Drama/Romantic popular in south
korea.
We Want To Know That 2.9% Documentary show
Ask Us Anything 2.7% Reality show
10. -r‘*-'{ S &  Chiefkim 2.6% Comedy/Romantic
UM 4-33: Wemsemseeniledluusewmenmals
* o - Broadcasting Industry Fact Fiding
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Z.; Program content and format Export /Import market in South Korea

Export / Import Value 2011-2014"
Thousand USD

400
The value of export market is 3X larger

than import due to high audience demand

300 m Export mImport h . h
P P ' in foreign countries and from the
200 (:,ff,,% successful “Korean Wave” strategy
100
*Source: Broadcasting Industry Fact Finding

0 Report 2015, Ministry of Science, ICT and Future
2011 2012 2013 2014

Export Value Proportion of TV & OTT Content |y Import Value Proportion of TV & OTT Content

H SG 2% | | Other 3%
4

|
|
f ”””””””””” I UK
4% J;‘g;”i High South l 7%
i Korean content |
us I demand circulates |
200 . mostly around :
|
|
|
I

| SouthKorea's |
| mainimport |
| partneris USA |
- withthemost
| imported content. |

I

[

I
|
|
Thailand | Asian Markets.
I—

= il e Ei
China

26% Unit: USD

Taiwan
6%

JUT 4-34: e een1snanslsemanvale

4.5.4 ngszisu wleuiguazinnsnislunaia (Law and Regulation)
Usemeanmalain1satiuayun1ssaunansensiuaslsema taun
1) 119sNTAUESUAUNTRY
2) anfuayusuanuiaieh
3) atuayunsimuunanguasiunilea
ognlafinu Ussmenwidld Snsdfuguaidemilenaifiuguassadersznaunsine
Tunsidngnann tneseandenagnanseludel
ngseidau Ulgu1enI9nITAT NI FIUAIWIATNITAINY VBIUTLMANIUALALUNITIIUNKER
$18n1555MI9UTEINA
UsenanmaliLNInINISALasuNITIIURERTIEMITEnINUTEImAIUaN A NeURS U89
UsgALnvaLe (Korean Films Council) wagamgnIsun1snmeuns vausemenmals (Seoul
Film  Commission) Taeitiulufimsaiiuayulifinisaneviitdemsemslutsemanmald uls
pandu 3 wmsnsing 9 il
1) 119sNITAUESUAUNTRY
Ssunaazdaidenduanidemidosnmaiannnmdnvaiveaileswas maaifuanyy
9AEVINTT UAMBURSINMELY iletrsyAuiuieios 25 vewuUsznansnandiliane

nelungslea uddaaldiin 100,000,000 t0ustoNIWEN Useunay 91,000 Teeanss
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Law and Regulations

List the government O Korea Communications O Minister of Science, ICT and
ministries Commission(KCC) ., Future Planning (MSIP)

g

Korea Communicatior
or

Broadcasting programs for which 30/100 or more of the
financial resources consumed in the production are provided
by Korean nationals, including domestic corporations
established by the Korean legislation and 50/100 or more of
their shares or equities owned by Korean nationals.

The Administrative
Rules on Broadcasting
Programming,

Television
broadcasting
Broadcasting programs planned and produced in cooperation
with a foreign national that are deemed as Korean programs
pursuant to the co-production agreement between the
Governments of Korea and another country.

Co-production Production Cost Support
Supporting ¢ The Government will reimburse in the
amount of up to 25% of the production costs
for internationally co-produced films shot in Seoul Screenplay Development Support
sm Seoul. « Encourage the planning and development
Location Scouting Support of foreign visual media content set in
SO ComEson » Encourage location shooting of foreign Seoul.
Seoul Film visual contents in Seoul, the City provides the
Commission Incentives cost of location scouting to selected foreign
producers and principle staff.
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How Co-productionis Supported: A Wordwide View

Mo, of countries who signed treaties: Mo, of countries who signed MOU
60+ countries 5 countries
Examples of Countries with Co-production Treaties Examples of Countries with Co-production MOU
Bl 50 treaties MOU with
*  France
S
10 treaties New Zealand
Sl 7 treaties Ol MOU with
+ Canada

S LA .
m 5 treaties

*TIME Consulting's Analysis, *WOU is a non-hinding kind of agreement; this approach has not been recently implemented.
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Co-financing Examples: UK Official Treaties in Co-production
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L7 N —
AN P = official B
T ~ il
J. g Assessedand jointly make N
United Kingdom approval decision to the project Partnering Country
Government _ Government
Under Official Co-
4 ek ezl production, Confants are Y
henefits ( tax  de&med a5 ‘Local Content’
1 rebates) and is thus seligible for local Similar Process with the
Submit application to the state incentives UK has to be repeated
BFI to get the British to the partnering country
Certificate to make the with & slight difference
co-produced content Project Capital in benefit grant
‘local content’ /k
o
| 22

3 Provided expense
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United Kingdom
Co-producer
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101 "Korean - Australian Co-Production” %38 "Australian - Korean Co-Production” 111y

Example: South Korea MOU with Canada

Benefits
PRy + Entitlement to benefits to national audiovisual
%.Q I*I work of either Party E.g. subsidies and tax
incentives

+ Free duties and taxes on import of equipment

Free Trade Agreement + Immigration facilitation
+ Location Facilitation

}

Annex 7-B

Criteria
+ Finandial contribution of not less than 20% of the
total financial contribution for each Party
l + Screenwriters shall be nationals of either Party
+ At least 90% ofthe footage included in an
audiovisual co-production be specially shot or

Memorandum of Understanding (MOU) created for that audiovisual work
+ Acknowledgements and credits of either “Korean-
Australian co-production” or “Australian-Korean
co-production”

Not legally binding rights or
obligations
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1 Example: UK Co-production Supporting Measures

Criteria
Deduct production
= costs from taxabile 4_
l income "" - Be a limited liability company within the
charge of UK corporation tax
- gg% Payless tax - + Must be a television production company
Co-producers HW Revenue + Must qualify as British by either passingthe
and Customs High-end Television Cultural Test or as an
. official co-production
Tax Reliefs Benefits + Have received the final certification for
+ High-end television, animation and children's telewvision British Film Certification from Eritish Film
tax relief of 20% - 25% is available on qualifying UK Institute (BFI)
core production expenditure on the lower of either + Must intended for broadcast release
80% of the total core expenditure orthe actual UK + Invaolved in the production and developrnent of

high-end*, children’s and animation tv
program (Mot included quiz show, gameshow,
varety show, or similar programs)
T + At least 10% of the total production costs
relate to activities in the UK

core expenditure incurred.
No cap ofthe amount that can be claimed.

Since High-End tv (HETW ) tax relief was introduced in April
2013, the total expenditure for qualifying HETY programs
was £3.5 billion, of which £2.7 billion (77%) was UK
expenditure.

MNote: *High-end tv program includesdrama, comedy or docume ntary with the costs per hour of production more than GBP 1 million.
Source: British Film Institute, Uk's HM Revenue & Customs
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2

Example: Grant in Country New Zealand

Screen Production Grant
(New Zealand Screen Production Grant (NZSPG)

m. Cash grant of é Criteria
2 HEH 40% expenditure III I
S <«
— J.
Co-producers Mew Zealand

+ Local contents: Must have significant NZ

Film ) content as determined by a points test™ or be
Commission deemed as official co-productions
+ Be intended for cinematic distribution
+ Must be entitled to equity in the production that
Benefits: is generally equivalent to the value of the
+ Acash grant equal to 40% of Qualifying Mew grant
Zealand Production Expenditure (QNZPE) up to + Local spending and workforce: Must have
NZ$ 15 million for animation, television formats minimum QNZPE of no less than NZ$ 250,000
and series per hour
+ The grant is capped at NZ$ 6 million per + Must receive final certification from NZFC

production.
+ May qualify for an Additional Grant

Mote: A points test considers M7 subject matters, production activity, personnel and business e.g. setting, shooting location, lead actors and intellectual
%ruperty ownership
ource: Mew Zealand Film Commission

Example: Facilitation Measures in Canada

Visa Facilitation
{International Mobility Program: Canadian interests — Significant benefit — Television and film production workers)

Py - ——————  Criteria
LMI1& Exemption I l I I
Possible work R
_ i mmigraton, .
Co-producers perrmit exemption Refugees and + Must be foreigners who take up employment
Citizenship Canada under the terms of an audiovisual

coproduction treaty with Canada

+ Must be television and film production
workers

+ Contracts between producers must be
approved by Telefilm Canada

+ Must film partly or entirely in Canada

Benefits

+ Donot require an Labour Market Impact
Assessment (LMIAJ when applying for a work
permit

+ May even be eligible for a work permit
exemption

Source: TeleFilm Canada, Government of Canada
Mote: *In most cases, Canadian employers hiring termporary foreign workers must get a Labour Market Impact Assessment (LWMLA) from ESDC/Service Canada.
Also, the foreign national reguires awark permit.
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Key Points in Co-Production Agreements

Key Points

+ Responsible body: Have competent authonties to handle
audiovisual co-production matters

+ Entitlement to benefits: Fully entitled to all benefits accorded to
national audiovisual work by each party

+ Financial contribution: A broadcasting program should be
between 20% - 30% of the total production cost

+ Third Country Co-producer: In case of having a third country co-
producer, there must be at least 10% of the total financial and
creative contribution from each side

+« Temporary Entry; Facilitate the entry into and temporary stay

+ Temporary importation of material and equipment: Examine to
allow the temporary importation of technical matenal and
equipment necessary to produce audiovisual

+ Credits: Include a credit title reflecting the participation of the
countries

JUT 5-7: Ussihiuddgyiiusngegluauddayan Co-Production sewinadszme
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Official and Unofficial Co-Production

Unofficial Co-production Official Co-production

Co-production projects happen solely under a business
contract between individuals/companies without
agreements between countries

Pros

+ Flexibility

+ Maintain the integrity of produced program
+ Leaming opportunity from partner

+ Accessto partner's marnket

Cons

+ Lack of institutional mechanism for conflicts

+ Mo benefits such as subsidies and tax reliefs

+ Partially get to access local subsidy as if it was a
local production

+ Opportunistic behavior by partner {Cheating)

i Y Ay

Co-production projects occur under an inter-

government treaty.
@

Pros t”

+ Institutional mechanism for any conflicts

+ Benefits rom govemment, e.g. subsidies and visa
facilitation

+ Access to partner government's incentives and
subsidies

+ Accessto partners market and third market

Cons

+ Low flexibility

+ Takes more time

+ Increased coordination cost and cost of dealing with
government

gﬂﬁ 5-8: YaRdadaund Unofficial Co-Production wag Official Co-Production
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Essential Points in Agreements

To be in line with the targeted countries and international practices, Thailand should aim for key points in Agreement
between NBTC and other countries’ competent authorities made as follows (official co-production):

2.1 Responsible body: Appoint NBTC as a competent authority to deal with co-production
inthe TV broadcasting field {(Ministry of Culture is responsible for film and audiovisual field)

2.2 Content Definition: State the definition of audiovisual and the content types coverad
underthe Agreement

2.3 Financial Contribution: Should be at least 20% of the total production cost.
In case of one or more coproducer(s) of the third country shall account for at least 10% of
total financial and creative contribution.

2.4 Entitlement to benefits: Projects qualified under the Agreement is deemed as localized
and entitled to all benefits as national work

Q@ B

5-9: UsziiudAgyimsszyluauddaaios Co-Production

CaN
[l
=

Essential Points in Agreements

To be in line with the targeted countries and international practices, Thailand should aim for key points in Agreement
between NBTC and other countries’ competent authorities made as follows (official co-production):

indicating as "Official Thailand — >3X Country Co-Production” or "Official XX Country —

@ 2.5 Credit: Include a credit reflecting the participation of the countries such as a title
Thailand Co-Froduction”

2.6 Distribution: shall be intended for broadcasting purpose. Do not specify the
broadcasting platform

2

2.7 Visa and Material Import Facilitation: Facilitate entry and temporary stay in Thailand
-’ for production crew and allow temporary import of essential equipment

JUT 5-10: Uszihiudrdgyiianssyyluauddoyey1iies Co-Production
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Basic Model

“Enter the selected countries’ markets where there are some extent of Thai
contents demand by partnering with them”

Possible Strategies

Potential Co- ; | ) |
producing Countries | Markets Rationales Pros .
! ! 1+ Getnew and diverse
1 ] 1 1
| 1+ Existing content | contents as a unique
[— (. 0.“5 | __ i deman%g from | IS:elllfl'Tlgdpoilﬁn} h |
_ 1 ] . . [
— LI G ' — ! partnering countries | SLLJJplply Igital channels
Thailand China 5. Korea ; Focus on Thai Market ; ; + Technical knowhow
i , !+ High market
1 1 1 T
— B - Mayopossbieror | OO D
N I . ) ' . ' S Koreabutlooks !
[ ] Indonesia  wietnam ! * ! difficulr !+ Awareness and
— U o~ ; : i footprints in int’
Thailand & I ! ! stage

- | Focus on partners’ | | g

China i markets i i

|+ The mostdifficutt |

— m % i — T i Ej?ffsg’teﬂ? dueto i * M.OSt Optlmlzed
[ | & | # | i+ Highest financial
— LI i — i preferences i return
Thailand China ' Focus on both 1+ May need some :
countries’ markets adjustments

EIOEIE
Brumsin

+ In 1974, co-production film commercial success by
Tsuburaya Productions of Japan and Chaiyo Produclions s
r2 of Thailand are Jumborg Ace & Giant and Hanuman and the Five Riders.
, =+ The movies helped promote each country culture and social . It was also good
' opportunities to further develop entertainment business.
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fhognsguuuumudnile Basic  Model fiasiAnduluafin léun nasiunEnseming
Tsuburaya Productions ﬁuawizmmﬁ{ju uag Chaiyo Productions vasUsewmalnglul w.a. 2517
fszau arwdifalunssiundn dndiauds wu Sultie wagymymuny 5 luauas lngnneuns
wiantutsduaiuinussuardinuvedluiiazssma uennisadulemafidlumsiaungsi
nsUuiiadnee
m']m"mﬁaqusg:agjmL@?Jau“luwmgﬁmﬂﬁjuﬁﬂm (CLMVT Model)

HugUuuumsusdadomaonsinsimissnheussna  datdunainnigludssmalng
wazdsmmmilouthuiifudndonosssmdlneddniduesned gruvessudiauseunasiosnis
findneiy uazlidunulunsuimsinnsiligeanndn

“Focus on local markets (Thai:T) where we know the preferences hest and expand to
the neighboring countries (CLMV) where demands are similar”

—— Market Coverage Potential Set up

Due to eultural Markets
similarities, Thai content Y
has a strong paosition in o e.é-

the CLMY markets. Co-
producing with Thailand

would make it easier for T
the co-producing partner e
to tap inte Thai and China ‘

CLMV markets at the

same time
Market expansion e n RS

WiEtnam

o ==

Indonesia

5. Korea

Possible strategies ~ Remarks:

« Selling end S. Korea and China are the most feasible since CLMWYT
products are alreacly familiar with Chinese and Korean contents.

+ Being aproduction  * For Indonesia, variety show or gameshow should be a
hub {service) starting point.

+ More difficultthan basic model
+ May have issues on distribution in CLMV

JUN 5-13: sUkuunsunaailemsemsinsviaisenineUseing CLMVT Model

YNINTAABITUANAATOUAGUARIA AENUIIANLAEIEATIAUNIS TAsTTEVINg
UssindlneuazUssmaiiouthu vilvidemmedvefinnulfiuiouluna n CLMVT Taenissausde
fulsmmlneduasiliiusinsdiumdnamnsodgrannelulssmale wasnain  CLMVT 1
fwtlunaifentu uenaniashlifemsensivemaianisiusdenanussmelneiy
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W danududeunnnnitguuuuausiuiewuu Basic Model lnsanzdavniediuyesminisdn

Swheidlemiisumdntudiedigaarlundgulssma CLMVT

AMusilauUUYsgUszmATiaa (Third Country Model)
Hunsiundndomszrinadudadomuedneduisssma demsundidenlussina

Aa

Tvalq fifldneam neussmadsnanndunanifiuradenudesniatenvessunalneagig
Unsdau vt nagvdauTanileuuy Third Country Model fannndululy egnstiond 2 nsdl léun
1) nedissmdlnesiundafiuusmmnmald gatiufinananigluus smedu taeden
ndnaedonduredneforay 80 uarvasUssmmnmalddosay 20 esmnitem
vosUspmanmaldnegnd sseiumeunslul we. 2559 udqauiueaionlneua
vl FusalEsurmiomnsuuuulvl Sarumannvans Wuanunema
msnaafirutalurasiosudhundndemiflonatouimanaiauazflonaly
MsvenenIaLiiLtude
2) n3duszmalneswndnfuussmanmald uazUsemadu satufing f
melulsanedulniide IngldauninddfyvontasemalnefuUssmenmald
wazdszmadu dmaliFusuldsurmiomsuuuulvl Sarumannvans WWugnue
yamsmanaiieudn lurusfertudsundadonilemaouimanaia foma
Tunsa$aseld wasvsremmnaniuluieguresssansvidesiuruiidaun

Tngjvesuszinadulatiiey

euHan1sAne ITeatuauy ol i 136
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



Third Country Market Model

“Enter into a new high potential market where there are some extent of
Thai content demand”

Possible Strategies

Potential Co-

+ Increase new revenus
stream

producing Countries | Markets 5 Remarks 5 Pros
el ‘9.‘5' P R !+ Main contenthasto | « Get new and diverse
— u Qe | ! be Thai e g 80% | contents as a unique
Thailand s Korea i Chin ¢\ Thai and 20% ¢ selling point
: i | 5. Korea content i+ Technical knowhow
! ! since 5. Korea 1o+ High market opportunity
| i contertis banded |
_ o4 : ' + Leverage key ' + Get new and diverse
— T i asset both i contents as a unique
) | ; 1 Thailand with 1 selling point
Thalland i Indanesia i S.Korea and i+ Technical knowhow
i | Thailand with i+ High market opportunity
! China intermms of population

JUN 5-14: wwaman1ssiusdntilensenisinsvimlseninauseme Third Country Market Model

Example of Popular Actors in Third Country Market

+ Mario Maurer, Pong Nawat, and Tick Jetsadaporn are famous in
China and Indonesia from their Thai plays and some of them also co-
wiork with partner countries.

.+ SongJoong-kiis the most popular Korean movie starin Indonesia

in 2016, The Korea Tourism Organization (KT O} in Jakarta

Ul 5-15: segamsinenazsnanaldsumnudenlulssmaiu uazusemedulaiide
Usznauiuanuilenlumsineniglulssimaiu uasUsemedulaiily wu 11310 Wise
Uos st waghn Wwug1nsal Belduanudeninainnisiauasas wasuauifinssiuiionuen

uananil Song  Joong-ki MUumTNUs sinenmald nlasuauenuainaunegluyssine
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dulafielud w.a. 2516 lne The Korea Tourism Organization (KTO) lungsainisen 3sfiola
namaesUssailifunaiafiidneninegiann
AuTInilauuuysgnatalan (Global Market Model)

HugUuuumss dmdenlneduiusfinsfulssmaiifimudglufumanszas
domluialan sutiunsadademiduendnualunndeanduinmeduvdodomiiiegif way
domitsumananmsomeunsiilan dnwusvsademaensifisanerudnd  eguuuutl I
srwmsitidfomdusuiuudaiau (TV formats) wanzuinistonedvans (wu Top model wa
The Voice) v3o \ilommmetaussauazansnd (W Tnsandnn welve wie sensiadvingd )
st nagnsamuiouuy Third Country Model Saudululd egetosd 2 ned Téun

1) nsdiussmalneshnssundatulsananindld uasssmeiu dosmniaes
Ussimatiiszaumsainssdadomlunainmatssme wasdiarudmenunaie
oehdlsfnu sUuvureIInIEMBLiom U sameanneniila nifu Senadululd
avisAntulasnssdiotusgsliidumans

2) nssiusemelneimMsTundaiulsemedu Yssinainmald Ussimadulaiiile uway
Uszmeioaun Taensiisyaaaian (uenmideanussmadisnidon ) levingsia

ININUNYTENINSUTEINA

sUuvuATETileuuY Basic model uay CLMVT Model 1 wisfinunmvasnainlunis
weunsiemiisamdaldlvgunin uwifdamdadomosdanuldivisuluFesudunsiunan
yiegulfurudoutnegs Snsnnudesmsiudemvesmaalutssmeuazeain  CLMY  faa

(%
LYY

IndiPssiuuazlidndussssuliomuniin sy CLMVT Model 3sdoilugaisudunfdmsuings

v Y a !

Wevndeanisasnsanuilelunissiundniudndnd1suseing ludiuves  Third Country Market

Model uag Global Market modeliu wiazilvuny asmaagsusNazdvualng uiauAUALUDY
a & a1 a 1 Y £ & 1 ' < Y a

aaanddeilevnTiunanealiinnin Uszneunisgruvesvuidemdnlvgenatuguvesinin

$188UY fedusliuuauleninaIAUNImMIENIN
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Global Market Model

“Focus on producing unique stories that can he marketed worldwide and partnering
with countries with expertise in distributing contents globally”

Potential Partnering

Markets Countries Rationales
Suitable types of content
« TV format + Have footprints in
. & ‘:
CCCL)JAttLérnatISand documentary o — :.Q the international
[Opmmodel " rket
: Thailand 5.Korea  China . 'rll"leach:ical knowhow

TV formats

Partnering for global distribution = high likelihood to occur
as an unofficial copro

_— rs # % * Hire 37 party (other
Thai Street Food o __ @.@ than our selected
Thailand China S Korea countries) to do

international

‘- distribution

Indonesia  wietnam

World Market

Euﬁ ;\_r.!

Mature Discovery Muaythai

Co-produce contents with these selected countries and
hire other countries to help with global sale

JU 5-16: gUuuunIsTEAnilemsen1sinsimiseninasemea Global Model

Co-Production Business Model Positioning

High
Global Market
Targeted Big Markets 3 Third
More challenging to
I market the content but
» allowis huge marlket
3 Neighboring Markets (CLMV) SposLre
[
=
CLMVT Model is a good
start as market demand are
Local Market (Thai) similar and there's no much
need of content adjustment
Low

> High

Low
Market Unfamiliarity

JUN 5-17: agusuuuunssaundailemsemsinsviaiseninaUseing
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53  nsdaassinnuiiuvesusznounisuasmitsnuiiiendasis  wuaman1sTIunEn
sren1sinsviadszniteUsemalusinsssna
NnMsdnuszyitefuilinrmAndiulanizngy (Focus Group) sisuumsdaaialenialy

mstmdaidemaemsinsimissriassme  $wu 4 ads uas InUseysndeUjuRnisseay
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wAieatuayuns nansiuiulugaamnssunsudailemsiemsingimisevinelseme 80
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nsfuinmsfiReatesiuiamsinsiaivslunasuangfinirendeu

U esEUTENOUNSTT Aensdale’ imsnshiunanensingvimiszninessma (Co-
Production) asnsawusld 3 vidalneq laud 1) aauvesgsia Co-production 2) vadnfinves
§37a Co-Production waw 3) Tefnaeunnthiiveiniady sazdeaifeioluil

1) yauvasEusznaunsinglugsia Co-Production
fuszneumsinedianuaulasiogsia Co-Production Lesnguszneunsinedanunden

lugsfia Co- Production Tumusinesau

(1) sudneanluniswinsienisvesdusznaunis anunsadanalsninnisi
fusznaumsinedinsimuludesun mamalulad lunisdesh  vilfdomves
fusznaumslnedamnimaty

@ sumadasuiemvesUszmelnglusasane mnmsudndevniidamnmite
dwmalhdomineanmsodrfmanadenlusassmennu

(3) VsemAlnedaedlunsiudonissuna ilfidon  ssssmasansadia
foalulssmeldasninuiniy

2) dadninvasgusznaunisinglugsia Co-Production

[

Todnnnvedusznounsinglugsia Co-Production wuslaneans Aadl

(1) AU Wenyeainslugsia Co-Production Favanisiauilusmuntwvili
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2) suluyy iesangusznoumsdrusnniduguszneunsmsvunadniliduyuly
msUsznouAamsiduaudiie dedamalifusznounsideseuluesnsndn
domuazsrunamssesesn feiufussnaun  slneTsiesnisauthemdedu
RunUINNIATT

(3) nmsatiuayunn1asy duszneunisinedinnnuiiuintagiudslifiuleueatuayuy
Co-Production 91nn1asgegiadugusssy wu mssieanuazmntunisiinug
Iuﬁﬂuﬂgﬁuﬂaiuﬂﬂiﬁﬁq35% Co-Production

3) darmadeunummihilvesnnady

winasgiimsatvayunndailoniviuigusenaunising wiguseneunisinedalivenaa

WNenfunsatuayuuaysens wu

(1) aududvesddvludemilldfumsativayu Wesnnavavsveadomillésy
msatuayuazaniureaniady namedUszneunslafansludomdsonadamalyi
fusznaumatedlianansososennanuaniomdng

(2) Swnuduitatuatiunawdadom g3 Co-Production  \fussRefildiiuamu
Aoutnegs Mtudsnstinisvenesunuiuaivayuitefpgatinasus

(3) nMsdndmisnunat fUsneunsuerimsanaiuarnsiaLIgsnadeg 1988
Asdnsimthsaunans iesuiinveunieuszauamudiu Co-Production Tnemsa 89
mhesdinanesihmihiiduinandumsduafssningussney  mslneuas

HUsENaUNSANNUTEMA WagUsenduiuslasanis Co-Production
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Competent Authority Model — Option 1

e—

Claim the

Benefits Using
| certificate l l I
o Submit Application Co-production Measures Provider
“q‘ni n_,“"
o
- .
‘ / I“A“] 2=
b . ¢ & % -

Y

- —_
. © “cpove Appiication gy Sty
Thai Co-production . D f Departrent of
Co-producer ; Ministry of Epartmento Internatianal
P Coordinator (NBTC) Culture Tourism Trade Promotion
Mational Film Cash Rebate Bring Thai
o o ]
/ Co-production Certificate gr&%&urctj‘ﬁgmum 15% ﬁg%%%%tlfgn
Granted Project (THB international
15 million) festivals

To promate convenience and trust in tv co-production in Thailand, METC should play a competent authority role to hande
tv co-production related matters and solve conflicts between all parties.

Pros: Cons:
- Facilitate and resolve any difficulties arisen in the early = Approval process from govt' agencies m ay take longer time
stage = Uncertainty of certified and approval process

= MBTC gets infoand can create useful database for content
subsithy and self-regulation -

= Each institute can distinctively approve or reject benefit on unify
their own

= Laws and regulations between authorities are difficult to

U7 5-18: datauerieuLuunsTINiloseninamiigasgdmsu Co-Production 1
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National Committee Model — Option 2

y AR
-'Lﬁl Co-Production Affairs National Committee

o

e e Appoint representatives from govemmental
NBTC Ministry of stakeholders as "National Committee” to collectively
Culture deal with co-production affairs
Co-Production Affairs Pros:
National Committee ‘ + More integrated policies
Y A Increase collaboration
N . ), m 8tDrLeErrrrﬁln%\;atr;|t + Easy to stimulating and support production house
— Q inatifLites as providing a one stop service
Media Fund
Cons:
‘ + MNosupporting laws and regulations on establishing
: Mational Committes
gL - « Difficulties due to different interest of each
¢ % DITP-— stakeholder
N + Low feasibility
ey o Department of
. International
Department of Tourism Trade Promation

v '

Uil 5-19: daiauesieguiuunsTINiieseninamiienuigdmiu Co-Production 2
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Direct Co-Production Grant

Direct Co-Production Grant:

i
Benefits:
e + A cash grant should be capped at XX million
Baht per year
NBTC + Possible budget from NBTC Internal Budget
andfor BTFP

Criteria

+ Mustbe a coproduction project between a
Thai producer and an international partner

+ Must promote local workforce Expected Achievement:

+ Must spend at least XX million Baht in + Economic stimulus by 'y
Thailand promoting:

* Must have some Thailand-related contents + Local workforce

+ Must be entitled to equity in the production + Local expenditure (with
that is generally equal to the value of the grant multiplier effect)
shown by bank guarantee + Local contents

« Mot limited to culture-related types of content
but also include commercial ones e.g. soap
opera, vanety show and gameshow
gﬂﬁ 5-20: Telauafod1ineu nany. dvmiuuInsnsaluayuURuAY
FULUUT 4 110 IMSatuayUAILIRIUASUYRINTENTIIAUTITH
TutagiunsensisiausssulabinsadvayunssiundadoguuuuidudiiRuuazideleuy
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Initiatives for Ministry of Culture

[
Existing Supports: T Eme
+ THB 15 million™ grant for film and audiovisual projects -
+ Film and Audiovisual Supporting Strategy: Phrase 3 2017 - 2021
Ministry of
Culture
Recommended Additional Initiatives:
+ 9.1 Allow NBTC to participate in driving the
TV co-production according to "Film and
Audiovisual Supporting Strategy: Phrase 3 2017 '
—2021" Expected Achievements:
+ 9.2 Be a government representative for + Better collaboration between
audiovisual co-production agreements with NETC and MOC
other countries by taking our selected markets + More integrated policies
into consideration + Holistic contents production
+ 9.3 Allocate more grant and include co- + Help producers build company

production into the scope profile
+ 9.4 Give award and recognition to the best
co-production project producers and/or contents

Mote: *2017's allocation

JUN 5-21: YalaueriansensIinusssud miunsnsaluauuauRuadYu
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Initiatives for Media Fund

5 1 M i -
3 007/4 IH‘J'Gf]"l')ﬂ'i"l\ﬂ'I']?!!I'I-JW'hll.ﬂULIJ'ﬁLI‘V[H

Existing Support: 1IN B
+ Funding for safe and creative projects THE 100 million™ Li,_

“ugimiosregyiy”

007/25 | Tasansilaoud snuiou

per year afuassidelasniy

Media Fund 14 \ 007/79 | Tassnudmnasusaiiesi
] meundyuniivsi @ weiloi

Recommended Additional Initiatives:

+ 10.1 Include coproduction into the existing [}
grant frarmework Expected Achievements:

+ 10.2 Make an exception or open special * Aftractmore Thai producers into
rounds for co-production projects co-producing contents
applications + Facilitate funding process

+ 10.3 Welcome “safe and creative + Encourage diversity of “safe
commercial contents” e.q. creative TV series and creative contents” which
and variety show to be able to get the fund receive grants from Media Fund

Maote: *based on 2017's budget allocation

JUN 5-22: YalauerisnasuimndevasndeuaraisassAdmiunnsmsatuayuinuluamu
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Initiatives for Department of Tourism

(\,\w'l a,‘y CashiTax Rebates (%)
'} g . .
O Existing Support: a0
s 2 + 15% cash rebate of total production cost incurred in 20-25%  20-25%
° = Thailand as following criteria: 20 15%
'22; —— 0&‘*’ * Moaore than S0 mTHB spending in Thailand and to
ent of Thai workforce 1o
+ Maximum ofthe support is 75 mTHEB per project 0
Departm ent ]
of Tourism Thailand gk; 5. Korea
— ] ot
_— =1 o.e

Expected Achievements: ©‘

+ Aftract more Thai producers into
coproducing contents

+ Competitive rate in

Recommended Additional Initiatives:

+ 11.1 Increase cash rebate rate according to
international best practice

+ 11.2 Apply progressive rate to encourage

higher production size to Thailand international stage
+ 11.3 Provide special round or increase more + Encourage large size of
rounds in requesting support production project investment
+ Facilitate financial rebate
process

JUN 5-23: Torauesiansun1sviesieddmiunnsnsatiuayu Cash Rebate

sUnUUN 7 wnsmsatiuayuiusznaunisingvasnsudusiunisisendnelsena

a

Tudagdu nswdaaSumsmseniasenalanisatduayunissy  undedeguwuunily

3
miau nenswistudeya s1neauazaInlumsussnduius waratvayulvusvnanglulseme
InouthsiuAanssy dnssensvidenuuanssenineUssma videmananifeitos egslsfinu ol
msatuayunsTkandoniAntunardssafivogaamnssunnande duaiunisfnsening
Uszinanisiinsaiuaisuazdaasuasevialusines siwadmsugsialansiad [Wudussaunuly
Boamsdasmnelulssmatmne duaduianssufifedestunssumdndenanniy
fidunmsdassamnauuanmelulsamalng Wuferfumhenuresislulsanaiuitnising
China Film Co-Production Corporation ?Ugu Lﬁ'aﬂﬁUﬂwuémamLﬁamﬁ@’fmmiﬁ’mmamﬂfem i’Jm/:fﬂ

afeenuullsnarduaiunisasiunietieveindnnnglulszmelne

[ 7

el anudnsanaiainaglasuannsatvayudnesiu fie  nsadeanuduiusuazasng

[y 5%

wseeduwdaiugilunisszme asemnuduesugaaivnssunissiundaiomneglulssme

Y

[y v v

suwnadumawssuneaulitugudniailasuiulenawaznisudsiuluswian
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Initiatives for Department of International Trade Promotion

DITPZ_

Department of
International
Trade Promotion

UIA

Existing Support

+ Share, bring and encourage Thai production European Co-Production Association (ECA)
companies to international trade events or related
festivals Ny
L L I
OFDO cwina Fiilu E0-FPROBUETION EORFORATI an
Recommended Initiatives
+ 12.1 Create and maintain network abroad for
audiovisual businsss Expected achievements: n

+ 12.2 Assist with distribution in the targeted . Strong relationship and

countries , )

+ 12.3 Promote more coproduction relevart networking with abroad
activities partners

+ 12.4 Establish Thai Coproduction + Solid Thai Co-production
association i.e. China Film Co-production community
Corporation + Be ready with coming

+ 12.5 Support and maintain integration of Thai opportunities
producers

#1 5-24: YalauadensuduasunismseninUssmadmsuansmsatvayugusznaunsing
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6  UBLAUBLUTLUINIINISUSUA

LAZNSLATENAUNTIUVBINATING

FusznoumsfesiimamiouUiusuasmsiesmnumieuvesningsia ilesuium
melun1ssiundnsenisinsimbiala 2 sUuuu lawn
1) msuansusuudunianis (Official Co-Production) nanfetdunsvhausdynse
fonnasszminsUssmandniiioduaiuuarsrnemnuamnliuiuisnuesseine
finiunssdalaniaisniunadennas lneidemuantuaainnssumanasio
Idunisuanmelulssmaguuuunds ilraunsalssunsaduayuiviniouiu
Mmnmaduaiieudumananmelulsane sisil esnussmAlneaglugag
nszUIuMIENFLIsliinsUTuFINesIRe wagmsinnsanussiiudfyves
Yonnasluauddyenou Wi 481 UANRLIEYDINITIINNANTIINITTENINNUTENA
Avsuselevd unsluamutush uenand AUSnwdadiuin masndlefuuuy
Official ~ Co-Production azdaasulviguszneunmssienanaassieidnanunsni
Co-Production I¢fazmanunniy
2) manansuwuuliiuniens (Unofficial Co-Production) iumssaufiundngianis
sewhauisndudaidlon  (Content  Provider) 103 91 2 Uszmavosnniy
Ima%’aﬁmaaLLaxL‘q"aulﬂuﬁ’mmLﬁulﬂmwuﬁzgmwmwaqiﬁaﬁmnmﬁ’mm Faoravili
HusznaunsnugUaTsalumMsaiiugsna Wi 35m shdeainvessemagan sau

Tuamganssuuslae wasRuyulunissiundnvesuseinaadon
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Key Challenges of Doing Co-production Business

1 Official Co-production n Unofficial Co-production
==
. Country
]

(8- =23
I I Iﬁ‘ “official = |
a— Treaties

Business
contract

Official treaties are signed by the government of countries involved ¥ Both are production companies

toencourage and facilitate audio visual work by viewing it as ¥ Atleast 1 contribution: Financially, Technically or Artistically

Domestic Production to get equal support from all sectors ¥ Terms and agreements customized per case

Key Challenges for an Early Key Challenges

Stage Co-production

In this case, the treaty has to be firstin place. Therefore, the E “.‘* - _
s _

challenge is what will be mutually defined and agreed with the

partnering country. There are 3 key definition issues —————

- Definition: What are in scope of the co-production content?
= Your Go-to-Market strategy? Product USP and Value

- Entitlement to Benefits: What are the benefits? Proposition, Price, Marketing and Distribution Channels?

- What are the consumer behaviors and preferences in
selected countries?

- Financing the project?

= Minimum Contribution: What and how much does the
producer have to contribute to a co-production project?

U7 6-1: mmvhmelumsiifugsianissaunansiensinssimiszainsuseme (Co-Production)
6.1  anuvimelun1saniiugsiafusiei

TunssiundasensseninaUsene liiasduluguiuuves  Official Co-Production #3e
Unofficial Co-Production fUsgnaunisaiuseauasninumnielveg)q 3 aulauwn

1) Munguisng

2) PUNW AL TRIUTIIN

3) AUNISY
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General Challenges

Key Challenges Possible Business Adaptation
Legal Issue: Large gap of country
raking regarding to rule of laws + Studybusiness law of partnernng
_— orid Justice Proiect (W Bue of countries to ensure you understandthe

19

@ Language and Culture: Every country
E. 5 has diverse language and cultural
9@ : etiquette. What may be acceptable in
one country, could be regarded as being

essential legal issues
+ Hire alaw firm to help on the business

contact N,
| &K
61 64 67 80 —_

+ Study cultural practices in the countries you
plan to partner with

+ Hire bilingual or multiingual translators

« Utilize the existing business associations

offensive in a foreign country.

L 4

— Financing: Doing business
e intemationally is required financial

strength.

+ Find funding or sponsorship (may be from
the govemment)

+ Plan for working capital managementby
utillizing more fixed asset and resources

UM 6-2: anuvmelunisaniiugsiaiusiai

1)

Aungring Wesanuazyseimalinisldnguaneuagssuung ety
willowiu viliAnanuimeniguszneunislunisldnguune desuluis
AUAULBIUNNTEUUNYUUNEAIY 90 The World Justice Project (WJP)

1dndu duUsewmannguanedissuuiifisssy wniige lne Ussmeinmalad

v o a

YY) 1l ) v o a v [ a N a
@u@‘Uiﬁﬂ?j@ @Q‘V] 19 aﬂuau@UWiaﬁaﬂl@ﬂJ'ﬂﬂLLﬂ Useine BUI@IUL‘UEJ UAUN 61

=

Usenelnedudufl 64 UssimaFeaunududuil 67 wazUssmaiusus uil 80
fau fusenounsmsiimawdsunundeufiososiuauvimneflasniety
i mafnwdengunefienaduyssdivluidowiu vienstedninngmng
Wieshureauazaanluyindyan

FrumwuagSausssy TuutazUssmatiauuaneaidudun v

Jaus 553 Anudnsalunsiundnsenisseninalsem AdsTueg iy
aruannsalunisadensseusulmAnuiUssmeagin dadu fusenounisans
fnsfnwrimusssdesiu Wesuinginssumeianssauasaululszme
fu

[
v v Y

a [ dl' Ao w 2
AR L‘U‘LlLi’eN‘VI?ﬁﬂiy}l’mhm’ﬁﬂi%ﬂﬂllﬁﬁﬂ 9 ANUUKNUIENBUNITAITIN

Y

AatuauvIeaaudan1sI U sRulun1sALlugsia
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6.2  WUIMNINITUSUAILAZIASENAINUNSBUAIMSU Official Co-Production

mmﬁm’amwwﬂumami

(Official  Co-Production) nglan1svinausauenvisedannas

a v Vi a

oo

FENINUTENA NA1IAD LUBTTUIAVIUTENLIIUNEAVIIARIUTUNANTDUINNTIT TN1THATIUAL AU

Y

awddya (Treaty) egnadunamsmuiuiieduaiuwazsinenuasainiigussnaunsves

Uszimagaiiunisuanlanvimisiuiunudennas lneilesguravesisaasseinaiinis GRTRH

1 [y v

ausdyITINAuLeY USEnindndoniluidazUssmeazanunsavinseseesydalilasinis (Project)

Aa 1 a 5 <) [ 1 a CYS 1 < . .
NNsINdatunatduteonnasn1ssINNaRTIENIS NS AL SENIUsEWALUULTUNI9NNS (Official

Co-Production) lst Fadlalasanisaana aldilu Official Co-Production e tllemiiignudnniels

lnsimsiedunsudnniglulsenaguuuunils vbiamnsaldsunmsatvayuivindenduain

! P ) a & ao &
naaduaiiowdunisuannelulsema Insussinuininauladsag

Co-production Definition

Topic

1. Definiﬁonp

The scope of the Agreement
and definition of major terms
are stipulated

Partner
Country

Agreement between country and
country on Cooperation in Audio-
Visual Co-production

*Example from an international co-production
agreement

Description™

Television program
co-production means

—~———

“Television program co-
production” means a television
program work such as dramas,

animations, entertainment
programs and docum entary
programs (excluding m ovies),
and including television
programs provided online,
made by one ormore co-
producer(s) of a Party in
cooperation with one or nore co-
producer(s) of the other Party,
who is/are approved by the
competent authorities of each
Party. The co-production may be
expanded by agreement between
the Parties.”

JUT 6-3: Ussinudrdnyluausdyanszninadssme (1)

NSUYIUAIUNRUNY

G

= v IS a

Key Analysis

+ Five (5) types of television

program co-production are
standardized in may international
agreements

[N

A7 .8
Variety G_amef@uiz
A7 -

Animation Drama Documentary

of

+ |tis suspicious that the definition

may cover Web Series or not?

* Film is also possible to be included

in the agreement.

) TV program
/) Film

+ Game and music are not

explicitly included.

lumsvhdennamsedyanfvedenisiouanumnevesim ilaudaay welinge

HAunlann sty AnnsAnwIaInausdny

<

UIMIDVINNAIIUNITYIN

Co-Production  Ua3Useine

DU MUTAWINUT 1MITIURERTIINTINTTIATENINeUTEIWA Taelidenidn N55IUNans18n1T

NF9AIS5EMINUTENA TUNEDS SI8NNSINSNAL U aEATATINN kB ThuTU 51815 VU S19A15815

ARTINiullemesulad Milaeuiendkanvewsemenasunluausdyanvietennassiuiu
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NFIBYNITRYNUNENFIDL1IUT NUSNWIIATIZINI LU WNUNAUTEIUVDITIENNS

Wnsvimiminn1ssiundnssninaseme TgUsenaunsiveaunsondaliwisoandu

5 Uselan

witlasannnstendludennasdslufianudaaulussaasnannasunisesulal AUSnw

laun
1) sremsnlsi
2) shensinulasd
3) woludu
4) azAINIIUN
5) @150

93 aammiuﬂswmumalﬂu

1) uEsd avegneldnstieuneliausdyariedennamioll

2) m”mL‘flulﬂléfﬁmwwm%ﬁ%agmﬂﬁﬁmmm Television program Co-Production

agalsfinu n1sfienudnezlsfie Television program Co-Production 1u Fuagiunisnnas

AUTENINNMTYausdygn

Entitement to Benefits

— TOPIC  —

2. Entilement
to Benefit

An approved
co-production by the
authority is given
national treatment
status.

*BExample from an international
co-production agreement

Description™

Approvals granted by the
competent authorities

@ TV program
Competent o .
authorities co-productions

—~———

“All television program
co-productions approved by the
competent authorities of the
Parties in accordance with this

Agreement shall be fully entitled

to all the benefits which are or
may be accorded to national

television programs by each Party

under the laws and regulations of
that Party "

‘Uﬁ 6-0: Uszipudnagluausdgasynitauseme (2)

ansuselavyd

Key Analysis

All benefits mean financial and non-financial
as follows:

o Being a Domestic Content

+ Inforeign TV market, Thai production
house may get benefits from
regulation exemptions for example
foreign content quota

@ Govemment Promotion
+ Many countries usually have policies to
support co-production by having
agreement and incentives to encourage
foreign broadcasters for co-production
on TV contents such as Grant
Reception, Cash Rebate and Tax
Rebate

€© Symbolic Impact

+ Thai Production houses could
create good perception by
partnership with international
production houses.

SovAnsuselon LﬂuamsawmwmwamLuammﬂwmmﬁ S osniduns Useu

Ly

Y

naustlovivoaisnirdnuesusazssmafivrsnmangionis lunsdifiviomduamdenluusas
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Uszmelasuaydilasanslunssiunds usevindnavle Suavsusvlovumungrunevisenisiiu

AuaveslsemeRdy Ineansuselovivesusunganiaglasuneldausdayilunisi Co-

Production anunsarduluguiuuvesiiduuaslalidituudsldndang dadl

®  M3ITUAYVIRVRALOMINTIUNG

\Weminandunn eldin1svin Official
AUsznaumMselasuansusslevilunisent

e nslasunsatiuayuaniguIavesUsEmARdyan

1%

Co-Production

IUNTTR

¥
P

Tifernduilonianens

1nLlaranansUsEmne

SpUnaavssddnasu o ndntunielanisyi Official Co-Production tafieudu

= ~

\Weminanneluuseimaynusznis villiguseneun1s  Co-Production  1asuns

AtUANUIINAATT

o nsduasunInaneal TunsENIn1sIUNARTIENNSINTHALSENINUTENA (Co-

Production) fUsgnaumsaginnanvagiinseyusznounsnnanii iesand

Uszaunisal Co-Production Tusgauuuand

Minimum Contribution

Topic

3. Contributions

@"v «?(

This Article provides information
the amount of financial, creative
and technical contributions that
are required in order for a co-
production to be approved under
the Agreement.

Co-Production

Thai producer Int'l producer

*Example from an international
co-production agreement

Description™

“Each co-producer shall contribute
not less than ten percent (1099

of both the total financial and the
total creative contribution forthe co-
produdion program, the proportion of
which shal be decided through
agreement between the co-producers”

Financial Contribution
not less than 10%

“In the case of animation co-
production, each co-producer shall
provide not less than 30%

of the total financial contribution”

Financial Contribution
not less than 30%

JUT 6-5: Uszduddgyluauddyaseninaszma (3)

N15AIIUNU

Key Analysis

+ Financial contribution: Not many

countries distinguish the minimum
financial contribution between
animation and other tv program

+ Apart fromthe financial contribution,

the creative contribution e g
performing, technical and craft
contribution should be quantified in
order to determine the %
contribution from both sides

+ Many agreements alow for multiple

co-producers (3 or more countries
involed) and the third country may
sign an Agreement with either co-
production country™*

&) (2 (ain

** e.g. Australia-Canada, Australia-lreland

Tunssaudnfiugsiasesiuamudusomidfy andegdennasinusnndnwinuing

NMsTryRuam Ui lidany a9 fuszneunsudasiiefeasiunuiuiliniosas

10 V9INU
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Co-Production ldduduspadudennasseninsasslseina analunnningeasuseinanla
6.3 wumensusufnazmssuauniaud sy Unofficial Co-Production
msuangImwuuliiiun1enis (Unofficial  Co-Production) 1un333ufiunan s19n155eming
fszneums (Euamitionn ) anaesusamaniennnndt Insdonnasuardoulatmaidulun
é{’zylzymwﬁjﬁaﬁmm mﬂmiﬁﬂm%@gamawisLwﬁﬁﬁﬁﬂamwiumi Co-Production Auuseine
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dnsute ArsAilens lunssiundnsiensinsiauve  sUsewmedulaidle lawn nisadiu
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mnfusznounsinefesmssundnidomuiusenouniamadulaiide fuszneunsine
sfimsusuialasmsainsaruduiusiugussnounBulaiifedoudiiiugsie wasssamidon
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* http://www.doingbusiness.org/data/exploreeconomies/indonesia#tenforcing-contracts#jakarta
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Unofficial Co-Production Adaptation: Thailand & Indonesia

Brief Facts

Key Concerns

Possible Business Adaptation

+ A potential market in
terms of market size
and the fastest
advertising growth in
ASEAN

+ Comedy drama is the
most popular type of
tv programs.

+ The market for foreign
content starts to open
as Indian series is
popular.

+ Gameshow and

+ According to World Bank, doing

business in Indonesia is still difficult.
The most critical factors are
“enforcing contract’ and “starting
a business” which consume lots of
time and costs.

+ Content Types: Due to the

differences of cufture and belief,
only specific types of content can be
co-produced and sold inthe
Indonesian market.

* You have tounderstand how Indonesian

do business. Create the relationship
first then business.

+ When working together, K-

beware of power and
hierarchy

+ Variety show and gameshow are more

feasible to be co-produced to fit with the
Indonesian market than drama, however,
some adjustments are needed to be well
accepted in the environment and

variety show are also

popular. \J E‘é@ 3

especially Islamic culture. F

29

JUN 6-6: TalauauuInIen1sUsURIveInIAgsiadmiu Unofficial Co-Production (1)

nsuansmsuulilumamssznisssmalneuazysemaieauny

Hagtudruwtanmananamdinsiemiluls smadonuuedlu 8 andl Ussandomillésy
audeududomdssannulyivavazas domnfusiensinssemaildsuanudendnilngdu
domithidanUssmelnsuarssmedude uenaint Ussmadsauufivszaunisallunishaoy
SafusinalsEmaan msthidsuuuusaznsnansm Us smaisaunsdedamimdomngluniss
HANTIENTTENINUsEINA

Ausznounsinemsil dednindmsu Co-Production Tulssmedsauu Tnggusenaunis
IneasanUsuanidomiaudsnunsfonsusalumadrdgnanadonludenui i
flszneumsineasnandemussaniindnuniftelinevau ssfuaudesnsvesisuralulssme
Foauu vonanil esanussmadsmmuiulssmaildszuuunasesiuudeauieon faumsty

a o

ganvtudeaundsduFesiinoudien fussneunisine  Addliiivszaunsaldniugsiatuau

BeauINTIMITsEansEIsludIul Inszaulgn UL lgmNLALRUS AR NBULS LA UANUAUNUS
a 83
VNGERD
INYe 1A a1 NUSnwaidaiaueuwurlunisuiudimgsia welvigusenaunisine

Co-Production s3ufiuguseneunisienuiulaegesiusu loun

. http://www.doingbusiness.org/data/exploreeconomies/vietnam#resolving-insolvency
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1) lunsdrgnanadevesssmadsnuuduszneunsinenssdnussinmilonly
PPNLATIABINTVOMAIN LEu fUsznaumslnemsidy  Co-Production  iflamn
Ussaan inaile 1lsiled wagasil iesmnifudond audsaufieniuvuas
silmideminanilomaldsuauisunnaudeauy

2) iesnmsBudugsialudenundubosenn Wewneudenunilinudny
madudeidesuazanuduiug fadu fuszneunsinemsaiannulseiulaluns
wuUpvideaiiunm dfusnisgsfuniusznoumsiemnuneudugsfe 1wy ns

! v ! 84
2UUDUNBUANU

Unofficial Co-Production Adaptation: Thailand & Vietham

Brief Fact Issues Key Concerns Possible Business Adaptation

+ TV market share is

concertrated in 8 tv + Content Types: Gameshow, * Focus on producing gameshow,
stations. Variety show and drama variety show and drama; there is
+ Gameshow and existing demand of Thai content in the

drama are the most market

famous content tv .Q_A‘C,_‘_ ,l {, o
programs. —J E‘Tﬁ n
+ Favorite foreign

programs are mainly

imported from

Thailand and India. * Thais should build relationship with
* Vietnamese constant communication prior to

pr OdLr_,iiOU has + Ease of Doing Business: World starting a business.

expertise in Bank ranked doing business with + Vietnamese prefer doing business with

international Vietnamese is somewhat difficult. people they know, sotalking outside

collaboration from The toughest step is starting a of business topic is fine.

importing format and business. + Keep in mind that Vietnamese value

co-production social standing, dignity and

‘ reputation

U7l 6-7: Fatausuumansusumvesnngsiadmiu Unofficial Co-Production (2)
a 1 1 1 a
nswansamwuulilbunenissznitedsamalneuasysenealu

Uszwmadududnusemanidnanimlunis  Co-Production  tHesanUsewmaluiiuseanng

a

Puuaigaluede Uszneutunginssudusinayidulunisfurudemmaalasunissusuain

§ aa v 1

s [ ] <@ = & v 6
LL‘WﬁﬁW@iNLL@uga@ﬂl‘UQLLW@G]WEH&JW’WI@@EJNS’J@Li’l nUsEan Wemsensinsiamlua sy

o

Annazuszifaans vlruszmadudulsemenutaulalunis Co-Production

[y

Uszinaduiifediinienaduguassalunis Co-Production fuuszwmelvenans fadl

* https://emerhub.com/vietnam/vietnam-business-culture/
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1) msmvualszianilemiaznsinuguaiiien WewnUseinaludnseiu Ay
& A v D ' & o ¥ Y a2
Wemideudraduna wu emndnsdeunanduluudlven Faluussan
& v o @

Wemngusznaunisineassednsede

2) psnsgunaduduasumsldunannesuvesiiesdmiunsimeunsiiien

Maunanvlesulnsvimiuazunasviesundvialvuanguy  vuludseina yilvlilenni

9

pana1nAvuLNannasuaus lilasuauiluy

= 1

3) Wemnussmaiuluussmafifivunelvg) SedmaliiAngUszneunsida
sannvans Sslums  Co-Production  enaffesiinisnaaeuidssnauseiu
idefionielal

fusznaumslnearsiimsuiudamnegsialuns Co-Production il

1) fusgneunsineaisinisusuldillennfieglunisidignaindiuasaain CLMV

[ o

= a A & S Y v | = =
i svandesUssinnilomiidnuadewing 1wy Auwelyaa1e N1s3mne
WA ADUTULTIVERUIANTTY
2) gusznaunising pasiasanunannesilun1snssaeliemesUsemaATy ey

Usgansnnlumadndatemuagnevausinuieinsveusion

1A

3) guszneunisinemsiiminsivaeugariniimasavsidouginaegigndes lng

[ |

asrvdeudeyasnivledvesginievanuidniugineudniugste suldenis

Y

nsaeuteyadrlaglinalnainninsy

Unofficial Co-Production Adaptation: Thailand & China

Brief Fact Issues Key Concerns Possible Business Adaptation

+ Utilize existing contents with some

+ Content Preference and adjustment to enter partner market and
Regulations: Strict control over tv CLMV market
+ The world’s biggest content. Significant presence of + Avoid promoting banned content
market in term of demand for Thai contents, especially including feudal superstitions, sexually
population size. It is Thai drama suggestive material, violence, or murder
very attractive as the @ content
Asian power house.
« Chinese cansumers + Distribution: Chinese prefer their
are quickly shifting 3\"“ Dlatg’”frp lf%r cor&temtdlstrlbutlon_ « Consider the effective digital content
towards digital Dlg{'f%ffns grget Tora distributing platform to reach the Thai
platforms. audience segments. . q.'. demand content in China market
+ Television series of ' 5
romantic and
2'“9’"?' Cgr?nr? + Must verify partners whether they are
ominate Lnina's . . legitimate or registered to do business
television screen. Fraudulent Partners: Products and e.0. visit the partner’s site and get to

companies fromChina would need

more effort for validation. know the partner

+ Government agency could help to
validate the agent.

gﬂﬁ 6-8: 6?’1@LauaLLu’m'1nnwﬂ%’uﬁwmmﬂqiﬁ%ﬁm%’u Unofficial Co-Production (3)

euHan1sAne ITeatuauy ol i 158
lassnsimuanuimsduaiulonalumainseusnisiieidesiuianisinsimiluginipre ey



nsuaasauwuuliilunenisssninasamdlneuasyssmanua e
Ussinanmalidunildulssmanidnenmnniiaaluidvesnsiddmanlnsimiuay
AraSoNd1LATa Yszneufugarimsdsesnidemilyadagsnimstitenidunluussmais
3 wh flesneaaeidedarudesnademvesUssmmnwald  ge sufsleunglunisaduayy
msudnsamtudonmdnsiaiediedanu vliusammnmaldduussmeiinadlamn
AUsznaumslvedesnis Co-Production
Tunsdlns Co-Production Safufudsemenvald Ussiiiuiiguseneumsassedase Tl
ag 3 Tolna loun
1) anunmanthmavalulad wsizUszmanivaladanudiunglunislidmalulagnig
waniormn suludanaluladaununldlunsuandae Wy VR Telaunsy uazniswan
AMAMNIN 4K
2) AunmuazTLeeNiom N dominanlasUstnanvaldinan g 1w
aunmvaanedeulmluaas ffu dunulunis  Co-Production Sefluualtfa
Aouthags Jeeraduguassadmiuduszneunsnenaaasneidnidaunuluns
Usgnauianislaias
3) NsYgsAIRUALNIMALA v;na&ha%uagiﬁ’ummé’uﬁuéﬁ’mﬁa ey gl umn
fumanensnudsdusumemsafiunuiiddaluusemamnmals
Mndedfniifusznsumsnsseiase Yefinamandraduiu fusenounisinemsiinisusum
NN9gINT LYY
1) fuszneunisinemsimumaluladuazusulsadamsaan welildnunimie i
funsnamidemveanwild Fsthgtulssmamnualdiunliunsudadoniio
novaussunanleueaulatinniy
2) gusznaunsineaslininenslugeavnssuliinusslovd wu nMsmgatuayy ns
YoFuyuisguraiinsatiuayuogudn
3) fusznouns Insenavesuluatiuayuanmhenuizua iedufuyudmiumats
fa1m Co-Production
4) fUszneumsinemsinisairsmnuduiusivlunsiouiifuazaiannailindaliun
HUsEnauMSNIvale nsiengUseneumsinelasunisuusilvsdnduguseneum s
nwildsedu fussnounsineasldfunnuindefiomnnty

85 http://www.southkorea.doingbusinessguide.co.uk/the-guide/south-korean-culture/
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Unofficial Co-Production Adaptation:

Thailand & Korea

Brief fact issues:

Key concerns for the country:

Possible business adaptation :

One of the most
potential country

in term of market reach
and digital readiness
with one of the highest
broadcast and TV
penetration

in the world.

Program content export
value is 3times larger
than their import due to
high demand content
especially in Asian
market.

Obvious palicy

and procedure to
support co-production
in TV contents

Technological Advancement:
Korea is more proficient

in production technology usage (VR,
hologram and 4K production). @

Quality and scale of production
tend to be better and larger, so the
production cost could be high.

@
—
—

Doing Business with Koreans:
Everything depends on personal
relationships. Hierarchy is an
important concept

[ |
r——
| 1 1 ]

+ Thai production houses have
to advance technology and improve
their production capacity in order to

get the similar quality as Korean {:B
) kel

contents.

+ Utilize the pool of resources in the
industry e g partnership and
consortium

+ Apply forfunding support
from gov’t agencies

It is important to spend time
establishing a good working
relationship and building trust.
Being introduced toa company by a
trusted third party is more effective.
Regard for people’s experience and
seniority.

JUN 6-9: TalauauuInen1sUsuiveInIngsiadmiu Unofficial Co-Production (4)
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7 dowuanusdsuleungdmiuniaiy

VRINNITANY AmTaulas sasuasiiavianisigsna saluiangsedeuazuloune
N9N13F MsaamU uazauufieUssmaingg wasToudisuiuussmealne luSesiiiAeaiy
vimslaniaiiiisatesiuiamanssanedesarinaimi  ludwi fusnwlddavindeiaueuunis
UlBUIBUAZRY IMNELESUNSTINRENTIENSInSTiAdsEnInelsena (Co-Production) dwsu
mhsnumadgessmalng Geiivinwazdavihdelausiuglusuuuusnpsnssingg ileduais
vioatuayumstiunandommensinsiimiseninesuna fanusaduiunsldlas nany . ey
mhenudug fiieates nuddnmginansenuiitsmuasdléfunanseny venand ugnw
wdnvihdolausuusiBaloueiieativayunsiniunulisenndesiuuuminsiuiesnia
gia Tnedaiauauurasiiivan 7 4o dufu 5 wiheew I6ud difng1u nane. nsenssiausTsy
nowmuiadoUasafouazainsassd nsumsvieadies warnsudaaiunisisgninaszing
7.1 duwnensdadsy wazanasnistasiulunisitananagsiauinislaniau

nslanatafen1sialantaniegsnalysnafdiunasusaslaiuiuius shaneludsene
Taevhluudmanamsiuazuinisseninssemasingnifnsnend assaundeslunnidiuas
dvoandud/iniesing uaznqunausiugfildifefumBeins enfi maden ginasilunisvelueygn
e (Work  Permit) n13AmMungnsINIstienuyewineg 16 nMsvinalvsissimidnuniidusaluuig
d19715309 warn1siaUIunanIsdweniunsIa1sUssme Wudy 1151959IN15A1NIAGAEMNTTY
UinsgeavinssutuiisvesUsamalvefiinanidumsasamelfusmsdiaduuunian@ vilvinis
Faedvdomandnduligea mnssudnanduindewasugialuszerendadifostn femaiis
Sududosinadanmafieanuierindefafumsnsindandn Sniidudumsaiaussigans
amunnssUssmalfAunniudngae
5’11/1'%%Gla’lﬂﬁjﬁ’imém’ﬂamﬁﬂﬁﬁ?uﬁgﬂLL‘UUﬂ’]'iG‘f”l \fugshafiaenndesfunsilanainegmany
3 suuy Tasi3ssnguuuunsduiiugsiafifesnisarusutiosswia 2 dheainteslinn il
1) mswanwasuiem (Content Exchange) 5e1a19Useina W n1sdsean /
ddnifomiingn (Content Import and Export) LarMITeneavans Lo
(Content  Licensing) SsnsuaniUdsuiilomiorfuguuuugsheiilinna
fflosewin 2 dheteeiiaammeinduiemnistosly lidesends
AnuTilelunssmanvienuTINileunIneNTINKIEUTEIARAT
2) msusdRTeMsInsiia (Co-Production) Wusuuuunssuiiugsiaiiende
ANNTINTRN 2 Usemeluvainviangany 819 AuTINiiesuMleuun

Fuvu (Cost Sharing) uaziinuan \Jus
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3) 53U Uoint  Venture) Wuguiuugsiandesnsanusiuiiossnd 19 2

deunnfige siglunissiunuiuduns 2 dedesinisuusdunsneinsdneg

Lidasduluguveaiunu anudanudiug walulad vieyanains
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83fAN3 /vinwy (Knowledge Spillover) nislduselonianesdauivesususndiluuseimnegan

(Technical Know-how Spillover) wagmsimunuseansnimmananan agalsiniunsilanain

ananeliiiaransenuidiaulunuveInIsigs 91U mslauwendseuandanelvgluizeswesdiung
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Jostunmaanaindsnnusnulaasulinunisnemiuasd
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LUININITELESY

1nsnIstaenu

1. yiwdaumelaan

(Intellectual

Jagtudszimalvedivwinianms

duasuTemingdunistyg

Yeymazilndvanslu

a 4 [d
qmamﬂﬁumiwamamﬂuﬂﬁym

Property) (Intellectual Property) a1y dAgy winlul 2560 5189 1UNa
Wiziwﬁ’ﬁgfﬁaﬁm%wé atudl 1w | msnumusedenandiinig
2557% waznsysuUyaRavans azudiandndaumalaaasiu
atuft 2 atfuudluiandy e UszimagAvasseing
2558" I@&stziwﬁ’ﬁg@’aﬁu’q 2 aUu | anigewisni (Out-of-Cycle
%ﬂi@ﬂﬂquﬁmﬁﬂmﬂumi Review of Notorious Markets)
funsessuduiidvdnine § VI INMUAUNUNTA
asvassAnanudugiidnsuy an3genin1’ liusngiesu
Fenfigrhdwiednulasny nsAvIeaudnsAtulsEing
WwenwIsoanssaz T T Inedunandifinisadfindvdnd
Ustlomiduinanaaudnsun natayarge wansliiuin
: wszsliy jﬁﬁm%w%: WA 2537
Wiz UYYRAVANT W.A. 2558
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. https://ustr.gov/sites/default/files/files/Press/Reports/2017%20Notorious%20Markets%20List%201.11.18.pdf
* http://www.bangkokbiznews.com/blog/detail/635274

* https://prachatai.com/journal/2017/06/72186
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* Canada Media Fund: Development Program Guidelines 2017 - 2018
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7.2 1AsnsaEtUEYU Co-Production

Establish the Authority and Process

Claim the
Benefits using

4’.‘9 Agreement — ————— certificate

QW . (Treaty) . Submit
— Application

i Approve >
Competent Authority ) provi : DITP=_
(Missing) Thai Application Competent & &/
:} Co-producer Authority
(Missing) Co-production
Measures Provider
" Co-production ?
Certificate
The NBTC cannot Granted
Competent be the government
Authority et representative to
usuall 3 sign any ’ : ;
go(vernm)ént N3/'C international Solution 1 Solution 2 Solution 3
agencies) agreement
NBTC Act, Article 27 (22) \*__ % ? ?
. \‘.f:_f" - =
Oele) T o yannziaudndivnia lumamanmTadmnwanaarsniaiguia NBTC Media Fund

FomneIRunITuTg

. P
uinAlazmmiT o

afuad finsnsznedon Asns Tnsimd fems Tnsamnay niedensdu “ ] -
No clear legal ground to support this operation’

UM 7-1: TolausuzuInINITARETIAINA1AST
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Initiate NBTC Co-production Grant

Rationales/Justifications
Broadcasting Business Act B.E. 2551
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» Giving out grant for co-production projects can help support local
contents to go international as well as boost local workforce and
expenditure.

Impact Assessment

|+ Market: stimulate quality content to be made available in both
domestic and international markets
* Economy: new investment leads to multiplier economic effects
e Co-production: stimulate unofficial co-production and leverage

oz production skill set in the industry

« NBTC: Time to set up might be too long and the budget has
to be allocated.

» Grant Conditions: IP may be an issue for the full grant.
Others conditions could be imposed but perceived as
constraints.
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Create TV Content Database and International Collaboration

Rationales/Justifications

¢ To support Thai production houses/broadcasters for
promoting new market opening on content exchange,

Thai contents database could be a linkage and platform for
content exchange.
¢ Thai contents database could reduce overseas buyers’
//‘... - hassle of having to contact multiple production

houses/broadcasters to sort out their purchasing process.

* To better regulate the content according to NBTC's roles
and responsibilities..

Impact Assessment

« Market: Content exchange would lead to international
- market expansion.
* Business: Thai contents database could lead to
increase in content sale.
¢ Country: By encouraging content exchange through
Thai contents database, there is an opportunity in
presenting Thailand’s culture and tourism.

« NBTC: It adds more work to NBTC's responsibility.
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7.2.2 UoLdUBLUZADNIZNT I IAIUSTTN

Support Award Program Establishment and NBTC's Involvement

Rationales/Justification

* The award and recognition will help better the perception on Thai
contents/companies quality from international perspective.

A « Supporting award and recognition is in line with MoC’s strategy 5
rkl which is about relationship strengthening and good
(2 =) reputation/image support.
* Working closely with NBTC can bring about more integrated

content policy/regulation and international
collaboration/agreement.

« ltisin line with MoC's objective 4 which is being a tool to support,
coordinate and integrate operations regarding religion, arts and
culture of gov't and private institutions.

Impact Assessment

« Industry: Project great image for Thai content regarding
quality of work

* MoC: Add value to the award-winning projects
v‘v « Gov't Agencies: More efficient ways of work and objectives
. ‘ #" achievement

* MoC: More work is added to MoC'’s roles and responsibilities.
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7.2.3 daiuauuzsanasuiaudeUasndauazaineassd

Enlarge Granting Scheme and Review Ownership Condition

Rationales/Justifications

» Giving out grant for co-production projects can help support
local contents to go international.

« To encourage safe and creative content production,
innovative projects support could bring about better ways of
learning for Thai people.

* When receiving grant, the content ownership belongs to
Media Fund which makes Thai producers concerned about
commercial usage.

Impact Assessment

» Industry: Receiving grant can spark Thai producers
" interest in doing co-production.

e Thai Citizens: By supporting safe and creative contents,
more mentioned types of content will be available in the
market.

e Producers: They will be more willing to apply for grants
if the ownership belongs to them since it would allow
better business flexibility and feasibility.

9 o « Government: No direct benefit back to the gov't
_ ¢ Media Fund: Lose of control over the granted projects
= @ after the project completion
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Revise Benefits to Better the Scheme

Rationales/Justifications

» Having a higher progressive cash rebate rate could

,,“"’l'i"f encourage larger size of investment spentin Thailand which
e % would result in the country’s revenue inflow.
= .. . .
%i — 05" * It could indirectly draw more co-production projects to
ey o Thailand.
 Increasing cash rebate cap would make Thailand’s position
on being a shooting destination more competitive
compared to other countries in ASEAN.
Cash/Tax Rebates (%) . Impact Assessment
50 20 40%
- 0, q a .
;‘8 %ggj* o509  20% « Country: It will directly attract larger production
20 ° W7 expenditure occurred in Thailand which would help
e . . boost Thailand’s economy.
@ . e Country: It can indirectly attract new foreign
Thailand Korea and Malaysia ~ New production projects to Thailand.
LX i Dept of Tourism: Cash rebate cost is increased
— - . : .
—— RO =
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1 http://www.koreanfilm.or.kr/jsp/coProduction/locincentive.jsp
18 http://www.filminmalaysia.com/
v http://www.bfi.org.uk/film-industry/british-certification-tax-relief/about-tax-relief

1 http://www .kftv.com/country/new-zealand/guide/incentives
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Establish Networks and Initiate Events

Rationales/Justifications

+ Co-production projects and/or content exchange could be
/ encouraged through existing DITP Network and event

DITPZ_—

Department of International Trade Promotion
Minsstry of Commerce, THALAND

+ Establishing a network can support relationship building
among business partners locally and abroad.

Impact Assessment

* Intemational Production houses/Broadcasters: It is
convenient and trustworthy to find business partners
through the lists from DITP

* Thai Production Houses/Broadcasters: Networking
with DITP can lead to more opportunities both inside and

@ outside of Thailand.
[ ) + Country: Thailland’s production capability can be
@ s presented through networking event which could draw

more investors.

+ DITP: Holding an intemational networking event may
increase cost.
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