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MEDIA INDUSTRY SPENDING (niclsen )

mInternet m Out of Home m Cinema m Magazines Newspapers m BKK Radio TV
«
L S = 77
+*Go
ﬁﬁ’ o
12'233
78,483 79,590
70.995 45,786 70,382 70,310
D 13,182 12,323 9,857 7,706 6100 140
4267 2 1
1,058 1,731 p K E
Y2013 Y2014 Y2015 Y2016 Y2017 Y2018 Y2019
Million Baht 122,532 118,380 122,173 107,923 101,485 105,557 105,693 93,460

Source : The Nielsen Company, excluded classified ads and media owner ads.
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MEDIA SPENDING BY MONTH

Million Baht
14,000

Q1
12,000

10,000

8,000

6,000

4,000

2,000

0
Jan

Feb

=N

Mar

Q2

—————a—%

N ]

-,‘g{'gtovm PERIOD

Apr May Jun

Source : The Nielsen Company, excluded classified ads and media owner ads

TV SPENDING BY MONTH

Million Baht
14,000

Jul

Q3

Aug Sep

Q4

Y2

""‘ﬂ—_./?"“ ‘

CONDOLENCES
PERIOD

Oct Nov Dec

Q1

12,000 |

10,000 |

8,000 |

6,000 |

== " g

Q2

Q3

Q4

Y2020

16
19

1]6

19

4,000 Y2020
2,000 | CPNDOLENCES
-_@COVID PERIOD PERIOD
o]
Jan Feb Mar Apr  May Jun Jul Aug Sep Oct Nov Dec

Source : The Nielsen Company. excluded classified ads and media owner ads.
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MEDIA SPENDING GROWTH (mea1a )

Million Baht
50,000 -

45,000
40,000 4

N

29,702

35,000
30,000 4
25,000
19,860
20,000 +4
15,000

10,000 4

5,000

04
Old FIA
3/5/7/9/NBT

&

15866

I —
Cab/sat. TV Digital TV

46,931

37,415

19,555 19,610

12,076

mY2020

-8 B

Tetal TV

Internet OOH

& &

4,078 4,025
2,736 2,898 2.651‘ 295

Newspapers BKK Radio Cinema
—

=0 Go® © 0

— [alalal

3

896 615

Magazines

Source : The Niglsen Company + Adjusted by Mi (Deducted from Nielsen's figures and Internet from DAAT)

dmuwginssunsuievasnguuimansaulneisdssmalasinmawdsuulastuwssudy Taeiisadude
Fendedudu 1 7 926% muaaudedunasiianioseulail 68.7% Asusnuiu 359% asdsismmaesaulan
28.3% Ltazﬁaﬁwq Fsuianeoaulatifnsnduds 446% dearaiululafizalain-19 Qu%Tnmhu’[m Work
From Home ﬁamﬁuﬂaﬁaﬁmqwmaaulaﬁt,ﬁumnﬁu

MBEDIA

intelligence

664% 68.7%

59.3%

96.1%

93.2% 94.6% 94.1% 92.6%

42.3%

13.5%

AR

12.3%

Online

Y2016

Y2017

Y2018 Y2019 Y2020 Y2016 Y2017 Y2018 Y2019 Y2020

34.5% 35:9%

Q 26.6% 5, (g 265% I I

Y2016 Y2017 Y2018 Y2019 Y2020

127% g o2 1% 59%
. | N |
Y2014 Y2017 Y2018 Y2019 Y2020

Y2016 Y2017 Y2018 Y2019 Y2020

Source : Nielsen Media Research - Thailand CMV 2016-4 to 2020-3
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fiemnsvasie lasanyszanae Tud 2563

O i3

Tudfinuan dafisfusanandadu 37,415 awum anasani 2562 ﬁﬁgahw 46931 a1uLn Wiadl
faauiaaavinidu 20% uadeaaduiensniifdifladugegaiiudusiy 1 anseioulmzedis 7 2563 Tuwas
mﬁw%aﬂ%mm&j"nﬂﬂﬂmwswﬁé’mﬁﬁamm Tmmawwxnjmu‘lumjui’ﬂéu ﬁ’\ma;uﬁﬁﬂu@lﬁﬁﬁauwﬁamaaau‘laﬁ
61'\1waﬁ'f[ﬁﬁm'lmi@ﬁﬁaaulaﬁl,ﬁu%umn 26.3% Tuil 2562 1flu 45% Tui 2563

Meiipey 7 WunesiifiisnfesingegaiiUssind A undsmee 3, Mono29, One31 WAz Workpoint 1ag

Tumedszmasaunsngnidulain-19 9en1sa1mnzesn g nsuanuidsuuasiisnfvgennniydni

MEQIA

CH7

CH3

MONO 29
ONE
WORKPOINT TV
AMARIN TV
THAIRATH TV
CH8

NATION TV
BOOMERANG
CH¢

PPTV

GMM25
TRUE4U

THAI PBS

NEW TV
TNN24

NBT

FAN TV

CHS

All 15+ Nationwide

0.0 1.0 20 3.0

CH7

CH3

MONO 29
WORKPOINT TV
ONE

AMARIN TV
THAIRATH TV
NATION TV
CH8

PPTV

CH9

GMM25
BOOMERANG
THAI PBS
TRUE4U

TNN24

NEW TV

NBT

FOX CHANNEL
CHS

Source : Nielsen Media Research (Arianna 17/08/2020- 12/11/2020) 06:00 - 24:00
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fodatia 3o saulau Wuieilasuanudedususy 2 uaziiuwlusfivinesensiios anzays

Industry Media Mix Trend ﬁiu’]: Other Media from Nielsen & Internet from DAAT (NN31AN-AATAN 2563)
fotdiulads 19%

LABUNNIIAN 2564 Us:mﬂlmﬁ@‘lméumaﬂﬁm 4859 aMUAU INNTU 3.4 aIUAU (+7.4%) 31nD 2563
Y 2 a < & ‘Al
uazmINivdunesiiln agfi 69.5%

MEDIA

infelligence

Now TV still has 59% Share of Total Media Industry Spending

% Share mTV (All) =BKKRadio m=Newspapers+Magazines ®mCinema #OQutofHome minternet (DAAT)

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

2000 2005 Y2010 Y2011 Y2012 Y2013 Y2014 Y2015 Y2016 Y2017 Y2018 Y2019 YTD
Oct.20

Source : Other Media from Nielsen & Internet from DAAT Digital TV launched in April 2014

sl OVERVIEW OF INTERNET USE —

KEY INDICATORS OF INTERNET ADOPTION AND USE
A\ USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA PLATFORMS, SO VALUES ARE WITH PREVIOUS REPORTS

TOTAL NUMBER INTERNET USERS AS ANNUAL CHANGE AVERAGE DAILY TIME USERS PERCENTAGE OF USERS
OF INTERNET USERS A PERCENTAGE OF IN THE NUMBER AGED 16 TO 64 SPEND ACCESSING THE INTERNET
(ANY DEVICE) TOTAL POPULATION OF INTERNET USERS USING THE INTERNET VIA MOBILE DEVICES

48.59 % +7.4% 8HA44M 97.7%

MILLION +3.4 MILLION

™| Hootsuite'

e
are,
social
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aulnelanariulsdoaiivis NN 78.8% WwABTURY 2 TIlN9 48 U WNFILATIIUIULIATIAU
nelolusuloduaiifivanas auniansizinadsnfanssunaneyssnnlwinanniuuuseulay siundeiae

[~

magidlensomivesulau mMun1ABN19g LIVE nunwasmpInneg deluasifiuinsisiaiesulauiianas i
apAARBYU Digital Lifestyle NHANMANBA18NINTU

SOCIAL MEDIA USE —

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE
A\ DATA ARE £ WITH PREVIOUS REPORTS DUE TO CHANGES IN DATA SOURCES. USER NUMBERS MAY NOT REPRESENT UNIQUE INDIVIDUALS.

TOTAL NUMBER OF SOCIAL MEDIA USERS ANNUAL CHANGE NUMBER OF SOCIAL PERCENTAGE OF TOTAL
ACTIVE SOCIAL AS A PERCENTAGE OF IN THE NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS* THE TOTAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE

W@ C

55.00 78.7%  +5.8% 54.62 99.3%

MILLION +3.0 MILLION MILLION

we

are. . * Hootsuite
social

unanWpsilasurailuagege 5 suduusnludszmdlne lawn Sudu 1 Youtube 94.2% 5898937
11U Facebook 93.3%, Line 86.2%, Facebook Messenger 77.1% Was Instagram 64.2% ANAGU

ol MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF ¢ T THAT HAS USED EACH PLATFORM IN THE PAST MONTH

are, \
social
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O Facebook
Uszialnefnduduiiasduiugly Facebook iudusumusg nmated uwardifidndun

9ndneudl 50 auAuang 51 atuau vilnlasuIme Facebook awnsaids aulnela

[

9 84.9% Sonlanduscansawlunsifeluunsaamisifnaseil

THE POTENTIAL AUDIENCE" THAT MARKETERS CAN REACH USING ADVERTS ON FACEBOOK

FACEBOOK: AUDIENCE OVERVIEW —

POTENTIAL AUDIENCE FACEBOOK'S POTENTIAL QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
THAT FACEBOOK REPORTS ADVERTISING AUDIENCE QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED USING ~ COMPARED TO THE TOTAL IN FACEBOOK'S THAT FACEBOOK THAT FACEBOOK
ADVERTS ON FACEBOOK POPULATION AGED ADVERTISING REACH REPORTS IS FEMALE REPORTS IS MALE

51.00 84.9% +2.0% 51.0% 49.0%

MILLION +1.0 MILLION

.

| Hootsuite

O IG
aulnely Instagram Aiadudy 15 vaslantuil 2021 Fdwauglaannds 16 aweu sy

Re

a

indnautle 67% swsawdvaulnela 266% fereyluszaviige anfisuiuaald
Tanflagua 20% Instagram Judengiuinszaniusgianzludamatsuasifislngy
wangoiungaiisl Lifestyle #nagls Facebook s33uaiiluwasuAs

INSTAGRAM: AUDIENCE OVERVIEW

A
THE POTENTIAL AUDIENCE* THAT MARKETERS CAN REACH USING ADVERTS ON INSTAGRAM —

POTENTIAL AUDIENCE* INSTAGRAM'S POTENTIAL QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
THAT FACEBOOK REPORTS ~ ADVERTISING AUDIENCE QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED USING ~ COMPARED TO THE TOTAL IN INSTAGRAM'S THAT INSTAGRAM THAT INSTAGRAM
ADVERTS ON INSTAGRAM POPULATION AGED 13+ ADVERTISING REACH REPORTS IS FEMALE REPORTS IS MALE

16.L00 26.6% +6.7% 61.7% 38.3%

MILLION +1.0 MILLION

are. (¥ Hootsuite:
social
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O Youtube

Youtube unsazndeaulnglanin 54.3% viedniusiiazsng 37 awmau daidudaiila
anwdanludszmalnessann feazifiulaaniingulnuiifia Youtube uauadintdng
winfiamnsaieuginlemaguildiesseulaiviu

pandl YOUTUBE: AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE® THAT MARKETERS CAN REACH USING ADVERTS ON YOUTUBE

THAILAND

POTENTIAL AUDIENCE® YOUTUBE'S ADVERTISING PERCENTAGE OF PERCENTAGE OF
THAT GOOGLE REPORTS AUDIENCE AGED 18+ ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED USING ‘COMPARED TO THE TOTAL THAT YOUTUBE THAT YOUTUBE

ADVERTS ON YOUTUBE POPULATION AGED 18+ REPORTS IS FEMALE REPORTS IS MALE

37.30 54.3% 47.5%

MILLION

®| Hootsuite:

O Twitter

Wiy Twitter Iulﬂﬂﬂgjﬁ 735 auau Nniusudy 13 aaslan aduaini 2020 daufiu
12%

JV TWITTER: AUDIENCE OVERVIEW

r I
2021 THE POTENTIAL AUDIENCE* THAT MARKETERS CAN REACH USING ADVERTS ON TWITTER —— |

POTENTIAL AUDIENCE TWITTER'S POTENTIAL QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
THAT TWITTER REPORTS ADVERTISING AUDIENCE QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH COMPARED TO THE TOTAL IN TWITTER'S THAT TWITTER THAT TWITTER
ADVERTS ON TWITTER POPULATION AGED 13+ ADVERTISING REACH REPORTS IS FEMALE REPORTS IS MALE

7.35 12.2% 0% 42.3% 57.7%

MILLION [UNCHANGED]
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O E- Commerce & Digital Payments
Uszwndlne fadudu 3 Tulszmaifinsfofuaspsulay waziususy 2 vadlan Adexls
Tnsdmmiiofie Tumsfeumesulaunngs 742% 8nis 88.1% asvaulnglonisdss e
AuMAuAinssnItanivesulay dszinalnediusudu 1 Afn1sley wenndiedu au
Banking and Financial gfly 68.1% Waisufunmsaszesialan ﬁagjﬂi:mm 38.7%

ECOMMERCE ACTIVITY OVERVIEW

PERCENTAGE OF INTERN E ) © 64 THAT HAS PERFORMED EACH ACTIVITY IN THE PAST MONTH

I
—
W

SEARCHED ONLINE FOR VISITED AN ONLINE USED A SHOPPING PURCHASED A PURCHASED A
A PRODUCT OR SERVICE RETAIL SITE OR STORE APP ON A MOBILE PRODUCT ONLINE PRODUCT ONLINE
TO BUY (ANY DEVICE) (ANY DEVICE) PHONE OR ON A TABLET (ANY DEVICE) VIA A MOBILE PHONE

P@®@

88.1% 849% 83.4% 83.6% 74.2%

we s
are. . Hootsuite'
social

USE OF BANKING AND FINANCIAL SERVICES APPS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THEY USE MOBILE BANKING OR FINANCIAL SERVICES APPS EACH MONTH

%

venum [
inoonEsiA [ 39.2
wortowioe
GERMANY
PORTUGAL
wean
ecver [ 18.4%

oenmark I 46.0%
E
priupeines [ 42.1%

MoroCco [N 142%

SINGAPORE
MALAYSIA
SOUTH KOREA
HONG KONG
NETHERLANDS
NEW ZEALAND
ROMANIA
AUSTRALA
ARGENTINA

e
are,
social

Hootsuite*
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© dousnuu (Out of Home)

fousnuulsznauain dslusians, Aousne1ans uazdowisud dudufefddsuiunisiiuaeialy
FULLUANSG HINTU 13U 98 LED aamnguen, vuguen1snn uaslusiaissiine wuau 4 2563 failfiyan
9,151 AL Anay 24% 31nd 2562 AfigaA1 12,076 auumn s naaunsulain-19

Tasd ousnuiu Mg usilnaidasugean Ao Billboard 60%, Billboard On Road 60%, Panoramic
(Welzsanlumarsnyszd g 23% uaz Mega LED 17% unaenalsfinna aneya Nielsen Media Research
w1 fousnuuiiudeiniouilnadududy 3 fududniefinininadeiinaiulanely

MEQIA

All 12+ Nationwide All 12+ Bangkok
BILLBOARD | 507 BILLBOARD
Bilbocard onroad | ()7, Billboard on road
PANORAMIC WS 737, PANORAMIC | 7 7
MEGA LED |mmmm 7% BUS SIDE |—— 537,
BUSSIDE mmmm 14% TAX | A7 7
VAN pm 2% VAN |— 7,
MAGNUM/FLYOVER [l 2% MEGALED |—— 37%
DRINK FOUNTAN e |1% LCD N LIFT p— 3| %
TUKTUK e | 1% SMARTSIGN |—— 3%,
TAXI 0% SUPER CENTER | )57,
SMARTSIGN m 10% DRINK FOUNTAN |— 28%
LOLLY POP / MUPI / STREET VISION mm 10% MAGNUM/FLYOVER | 25%
TRVISION jmm 10% ADVANTAGE CHANNEL | 247
SUPER CENTER | 9% TUKTUK | 247,
ADVANTAGE CHANNEL m 8% TRIVISION |— 237
DEMO STATION BOOTH jm 7% LOLLY POP / MUPI/ STREET VISION | 207,
LED DISPLAY mm 7% DEMO STATION BOOTH | 2%,
LCO INLIFT &% LED DISPLAY mm 0%
DEPARTMENT B 3% DEPARTMENT [l 13%
SUPERMARKET § 2% Billboord EXPRESS WAY(RAMAS-. il 9%
0% 20% 40% &0% 80% 100% 0% 20% 40% 60% 80% 100%

Source : Nielsen Media Research - Thailand CMV 2020-3
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O dolsenweuns (Cinema)

Tuflfinuan Tssnmmeunsidueiilasunansznusnign Taefifiadulavansin 1,295 amum Ay
51% 97nd 2562 Aifiyan 2,651 amum lsvnanunisalaie-19 warmadszmAasaumIuanidu

3 n0YA Nielsen Media Research lasnguuznaiulnyazonluziveny 20-34 1

% m BKK m Up-Country

801 821

800 773

502493

Y2010 Y2011 Y2012 Y2013 Y2014 Y2015 Y2016 Y2017 Y2018 Y2019 Y2020

Source : Nielsen Media Research (AQX), -Oct 2020

MEDIA

inteligence

% mY2013 mY2014 mY2015 mY2016 mY2017 wmY2018 wY2019 mY2020
0

60%

50%

40%

30%

24% 3% 23%

16% 19%

20%

16% 7% 16%

10% %

&%
4% 4% 4% 4% 3q

0%
AGE 12-19 AGE 20-34 AGE 35-49 AGE 50+

Age

Source : Nielsen Media Research - Thailand CMV 2020-3
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© Foduuw (mileFafiuw uaziinasans)

fodeiamidudofilasunansznuainanudsunlaszeanginssnnisuianssenaias Tull 2563
fafeRnnidensinsfinauay

© AemleAofaw Juiadulayan 2,736 a1uum fnau 33% a0 2562 wazludil misdeRunande
anfiladasag

-+ Aefineans Aufiasulawan 615 awum fnau 31% 3nil 2562

nsiinguueumisienuw sxiunaueny 60+ Jauly Taslnesy Seaclasuanaiendududy 1 aunaw
wouilnesns Wunanaueny 30-34 / 40- 44 1 lesflnsansfifiveayeugegads vuuazduLazBRILE

ME2IA

-NEW 108 -M2F Kom
40 40 -Post Today Chad
39 -The Nation Luek

36 35

+NEW 108
-BANGKOK TODAY
OKE WAN-NEE DAILY

42

NEWSPAPER

Y2014 Y2015 Y2016 Y2017 Y2018 Y2019 Y2020
173 163
72 64
Y2014 Y2015 Y2016 Y2017 Y2018 Y2019 Y2020

Source : Nielsen MediaResearch - Thailand CMV 2020-3

MEIA

Readership (000) Magazine
40

37
35
30
25
20
15 14 14 13
o | R . 0 B o
60+

12-14  15-19 20-24 2529 30-34 3539 40-44 4549 50-54 55-59

Source : Nielsen Media Research - Thailand CMV 2020-3
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Trnaunaram

"y -

#1. Housing #2. Entertainment #3. Current Affairs #4. Travel #5. Entertainment
Readership (000)
25 22
20 12 18 18
15 12
10 74 7 7
. ;
. B o=
BAHNLAE KHAIHUAROH MA-TICHON TEO ROBLOKE MAHA SANUK | CHEEWAJIT PRAEW TVPOOL MOTORCYCLE  VOGUE
SUAN SUD SUBDHA

Source : Nielsen Media Research - Thailand CMV 2020-3

MEDIA

infelligence

Readership (000) Newspaper

350 325
300

250
200
150
100
50

12-14  15-19  20-24 2529 30-34 3539 40-44 4549 50-54 5559 60+

Source : Nielsen Media Research - Thailand CMV 2020-3
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Readership (000)
1,000

798
800

600
400 284

200
- 47 23 21 10 10 9 7 7
0

THAI RATH DALY NEWS  THARN SEJTAKI KHAO SO MA-TI CHON DARADAILY PRACHACHART  SIAM KEE-LA KOM CHAD LUEK  SIAM RATH
TURAKI

Source : Nielsen Media Research - Thailand CMV 2020-3

0@ Fdoinw

foingfoduiefiizUuuunmanfaasuudaclyinn wgAnssnieduusnniusnfeoingmuzesmis

paulauNINTy é’m’mﬁuﬁomuﬁaomﬁwq FoanaawiRauiey 5% Tuil 2563 210 6.8% Tuil 2562 Imﬂna;ugﬁa
Inganlng szeylumeey 45 Tauly Taveduiiivenyiogegada FMa3, FM95 uaz FM105.5 Awasi

MEDIA

intefligence

Listenership (000) Radio
1,400 1,315

1,200
1,000
800

60 411 420 410

400 275
107 ‘65 2]9
2004 5 64
0 =wessm N -

12-14 1519 20-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 0+

Source : Nielsen Media Research - Thailand CMV 2020-3
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MEDIA

Listenership (000) Listenership (000) by Age Group
FM93.0 | 247 FM 93.0 | [ |
FM95.0 147 FM95.0 IR
FM 105.5 HEEE 80 FM105.5 |
FM106.5 M 65 FM106.5 [N
FM90.0 N 54 FM90.0 [N
FM100.0 W 45 FM100.0 [IEEEEN
FM94.5 Ml 34 FM94.5 [N
FM89.0 | 32 FM89.0 |l 12-19
FM103.5 M 31 FM103.5 Il =20-29
FM101.0 M 30 FM101.0 (NI 3039
FM102.5 W 29 FM102.5 [l
FM96.5 M 28 FM965 Il n40:49
FM107.0 M 26 FM107.0 Nl 50+
FM92.5 M 26 FM92.5 |l
FM100.5 W 24 FM100.5 1l
FM95.5 W 23 FM95.5 il
FM 1050 W 21 FM105.0 |Wll
FM940 W 21 FM94.0 |l
FM 1060 W 19 FM 1060 |

FM88.0 |l

FM880 W 17
Source : Nielsen Media Research - Thailand CMV 2020-3
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