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Japan's Fuji leans
into scandal

damage control
Corporate honesty, trust
at stake, shareholder
Rising Sun says

Japanese media conflomerate Fuji has
moved into full damage-control mode
—including appointing an independent
investigation committee — after an ill-
managed celebrity scandal that has
heaped shareholder ire on the compa-

ny's board, and sent advertisers fleeing.

The full story is on page 4

w.confentasiasummit.com | www.contentasiaawards.com

17-20 MARCH 2025 | HONG KONG

EXHIBITION | BUSINESS MEETINGS
ONLINE IP CATALOGUE |

MARKET SCREENINGS |

SEMINARS & SPECIAL EVENTS

FILM - TV - DOCUMENTARY * SHORT - ANIMATION

PRODUCTION - FIMANCING - ACQUISITION - DISTRIBUTION
Al - FACILITY & SERVICE - LICENSING

Secure your FILMART visitor badge with

i¥xir] 60% OFF early bird discount NOW!
 ~/ )
HTDC

Email = filmart@hkide.org
Enouiry = (852) 1830 668



http://www.facebook.com/contentasia
https://www.linkedin.com/company/contentasia
https://twitter.com/contentasia
https://www.youtube.com/channel/UCCnfrx5VB4jgUAJbnnQ15Kg
https://instagram.com/contentasia.tv/
http://www.facebook.com/contentasia
https://hkfilmart.hktdc.com/conference/hkfilmart/en/participant-registration?DCSext.dept=9&utm_source=display&utm_medium=op_others&utm_content=sp_mkt&utm_campaign=2025_filmart&utm_id=9_10006257

co QSO

Page 2.

Astro up 150% on From KL to PL series return
Malaysian platform scores with second season of football reality/travel original

Astro returned its home-grown Premier
League “sportainment” show — From KL
fo PL - for a second season this month,
logging an audience engagement
increase of close to 150% compared fo
the debut of season one, the Malay-
sian platform says.

Audience data also shows higher
year-on-year engagement with the
Premier League overall, with a par-
ficular uptick among younger women,
Astro says.

The original series — a first in Asia for
the Premier League - follows a team of
Malaysian celebrities across England
offering a perspective on the world'’s
highest-value sports property.

The new five-episode season in-
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Mierul Aiman (centre) from Project High Council in From KL to PL

cludes a Bola Tepuk match between
Malaysia and the Premier League'’s
Levi Colwill. A traditional game where
players hit the ball with their hands,
Bola Tepuk is most often played in Ma-
laysia in schools and communities as a
recreational activity.

Astro’s head of content, Agnes
Rosario, and the platform’s head of
sports, Nicholas John, pitched the
tfravelogue/reality-style series to the
Premier League in 2023 as a marriage
between "“our entertainment capabili-
fies and our sports production access”.

With League bosses on board, the
show was created, written and pro-
duced by Astro’s internal team in Kuala
Lumpur, with Premier League support

in accessing clubs and players.

Days ahead of the season two pre-
mier, the league’s chief media officer,
Paul Molnar, called the series “unique”
and said the collaboration “show-
cases the global appeal of the Premier
League and provides an opportunity
for fans to connect with the competi-
fionin a new way".

Season two brings back TV/radio
host Nabil, and female national team
footballer Infan Serah. New faces in-
clude Mierul Aiman, star of Malaysian
drama Project High Council, and Astro
Arena sports journalist, Bang Med.

From KL to PL airs on the Astro Ria
channel, on-demand service Astro GO
and streaming platform sooka.

v
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FILMART kicks off 2025 countdown with enhanced IP platform

March event promises centralised online hub, expanded opportunities & collaboration

FILMART is gearing up to debut a new
online IP Catalogue service on its exist-
ing platform ahead of the 29th edition
of the annual FILMART event, which
takes place from 17-20 March 2025 at
the Hong Kong Convention and Exhibi-
fion Centre.

The new IP Catalogue, available from
late February to mid-April, will serve as a
centralsed hub for FILMART exhibitors to
present detailed project information. It
will feature a diverse range of entertain-
ment content, including film, TV series,
and animation, with advanced search
and filtering capabilities designed to
enhance the visibility of creative projects
and facilitate connections with potential
business partners.

IP Catalogue also enriches the physi-
cal exhibition experience by allowing
visitors to discover interesting content
and potential partners before the event,
while providing a platform to follow up
on negotiations after the fair, the HKTDC
says.

Highlights at this year's event include
the return of the EntertainmentPulse
conference track, featuring specialised
panel discussions covering key frends
and challenges in the entertainment
industry.

This year's topics will include an in-
depth analysis of the ASEAN film market,
recent developments in Asian animation
production, sfreaming platform strate-
gies, Al technology in film production
and behind-the-scenes insights into
recent Hong Kong productions.

FILMART 2025 will also host co-produc-
tion panels and events designed to con-
nect producers from around the world,

fostering international relationships
and exploring collaboration opportuni-
fies. These programmes aim to nurture
emerging Hong Kong producers while
promoting global talent exchange.

This year, new pavilions from Cambo-
dia, Vietham, and Australia (New South
Wales) will join returning pavilions — led
by government and ministry representa-
fives — from major Asian markets, includ-
ing Japan, Korea, mainland China,
Thailand, and the Philippines.

Organisers also highlighted strong
participation from European and North
American markets, including France,
Italy, the U.K., and the U.S.

Local exhibitors joining this year's
FILMART include producers/distributors
Edko Films, Emperor Motion Pictures, En-
tertainment Power, Golden Scene, Mak-
erVille, MediaAsia, Mei Ah Entertainment
and Sil-Metropole, as well as media/
broadcasters RTHK and TVB, all of which
will showcase their latest projects reflect-
ing Hong Kong's position as a central
hub for Asia’s entertainment industry.

The goal is to create an ideal platform
for expanding distribution networks, ex-
ploring cross-border collaborations, and
seeking new investment opportunities,
the HKTDC says.

Ahead of the March 2025 event, last
year's exhibitors highlight the value in
fostering business connections.

A representative from Shanghai
streamer Bilibili said that, *compared
to similar exhibitions in Asia, the scale
of FILMART is larger and attracts higher-

quality buyers, which is very helpful for
expanding our business”.

“"We've met with quite a lot of our
Chinese distributors, but also distributors
from Japan, Korea and Southeast Asia.

I have met about eight companies that
I would never have met with if  hadn’t
been here,” said London-based interna-
tional sales agency, Film Seekers U.K.

“We have been looking forward to
coming here to meet our valued clients
and have infimate face-to-face business
discussions with them, as well as explor-
ing meetings with new potential clients.
We met a lot of new people here, such
as from Hong Kong, China, Thailand,
and South Korea,” said Japan's TV Asahi
Corporation.

FILMART 2025 presents a prime op-
portunity for industry professionals to
engage with the global entertainment
community.

With an enhanced online IP platform,
diverse exhibitor lineup, and valuable
networking opportunities, FILMART
remains a key event for those seeking
success in the Asian market.

& For more information and to register,
please click here.

REGISTER NOW to

enjoy 60% OFF visitor
early bird discount
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Japan's Fuji leans into scandal damage control, heads roll
Corporate honesty, trust at stake, shareholder Rising Sun says

Japanese media conglomerate Fuji has
moved into full damage-control mode
—including appointing an independent
investigation committee and a new
president — after an ill-managed scandall
that has heaped shareholder ire on the
company's board and sent advertisers
fleeing.

Both Fuji TV's chairman, Shuji Kano,
and president, Koichi Minato, resigned
today (27 Jan). Senior managing direc-
tor, Kenji Shimizu, takes over as Fuji TV
representative director and president,
effective tomorrow (28 January 2025).

At the core of the outrage is former
member of 1990s pop Idol group, SMAP,
Masahiro Nakai, who is alleged to have
sexually assaulted a woman at a Fuji TV
staff party in 2023, and the inept way Fuji
handled the matter. Nakai retired this
month.

A press conference was held today
(Monday, 27 Jan) to explain the commit-
tee set-up and to look at the measures Fuji
may put in place to prevent a recurrence.

The independent committee’s report
is expected to be submitted by the end
of March this year. Fuji TV said it plans to
make the report’s findings public.

Fuji TV initially denied that Masahiro or
any of its executives were involved in
the scandal, and took to social media to
defend their position. The company said
on social media platforms that the senior
manager alleged to have arranged
the dinner was “not even aware” of the
party at which the alleged incident is
said to have taken place.

Now Fuji, in addition to apologising,
says it is leaving the investigation to the
committee to “objectively and indepen-
dently investigate the facts of the mat-
ter, examine our post-incident response,
and assess the effectiveness of our
group governance”.

The independent committee’s estab-
lishment follows blistering criticism in the
middle of January from Fuji shareholder
Dalton Investments’ affiliate, Rising Sun
Management in the Cayman Islands.

In a scathing letter to Fuji manage-
ment in mid-January, Rising Sun talked
about the corporation’s “fundamental

honesty” being in question, and said, as
one of the largest shareholders, it was
“outraged".

Rising Sun said the uproar “reflects not
only a problem in the entertainment
industry generally, but, specifically, it
exposes serious flaws in your corporate
governance,” the letter said.

Rising Sun also pointed out the “lack of
consistency and, importantly, transpar-
ency in both reporting the facts and the
subsequent unforgivable shorfcomings”
in Fuji's response. The letter said viewer
frust had been undermined and share-
holder value eroded.

“A case that shakes viewers’ frust and
undermines confidence in your com-
pany's transparency and crisis manage-
ment capabilities, leads inevitably to
questioning the fundamental honesty
of the corporation — there can be no
greater matter of concern to all your
shareholders, because, as we never tire
of telling you, we are Fuji Media’s own-
ers. As one of your largest shareholders,
controlling over 7% of the company'’s

Masahiro Nakai

stock, we are outraged!,” Rising Sun said
in its open letter.

Rising Sun took the opportunity to
remind Fuji bosses of previously raised
issues — the board's composition and
age, “as well as your inefficient con-
glomerate corporate structure™.

The Masahiro incident has plagued Fuji
since the end of last year, when reports
emerged about the alleged assault in
mid-2023. Prior to today’s resignation, Fuji
TV president, Minato Koichi, apologised
for the way the matter was handled.

Meanwhile, TV Asahi has axed Masa-
hiro’s show, Nakai Masahiro no Doyoubi
no Kai with immediate effect “in light of
various feedback from viewers and re-
actions from advertisers”.

TV Asahi said it was considering a re-
placement for the slot from April.

Japan’s other broadcasters — includ-
ing commercial giant Nippon TV — have
been quick to act should any of the
dirt land on them, outlining harassment
procedures and highlighting reporting
hotlines for human rights violations.

vd3/ssaid Ilif :4paiD
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Netflix's stellar year, local programming commitment pays off
Significant video industry growth projected to 2029; UGC/social video lead

Netflix's sfrong Q4 and FY2024 perfor-
mance was propelled by impressive
growth in the Asia Pacific region, which
contributed 30% to net new subscriber
growth and 12% to revenue growth (20%
in Q4), Media Partners Asia (MPA) said in
its latest insights briefing.

MPA said Japan remained vital with
Netflix at more than 11 million subscribers
and more than US$1.2 billion in revenue,
while India demonstrated strong mon-
etisation, contributing 17% to revenue
growth with over 15 million subscribers.

“The impact of local programming
remains significant, driving significant
customer acquisition and engagement,”
the briefing said.

In Q4, local content dominated in Ko-
rea and Japan. India saw similar success
with local programming powering 65%
of new acquisitions and over 40% of en-
gagement. Korean content resonated
strongly in Southeast Asia and Taiwan,
while local content shone brightly in In-
donesia, Taiwan and Thailand, MPA said,
highlighting Squid Game season two's
“stellar engagement” across key APAC
markerfs.

MPA projects substantial video industry
growth in the Asia Pacific region, with
US$16.2 billion in incremental revenue
between 2024 and 2029 across 14 mar-
kets. This growth is driven by online video
(+US$24.1 billion), led by UGC/social
video.

At the same fime, traditional TV is ex-
pected to contract by US$8 billion, ac-
cording to the 2025 Asia Video & Broad-
band Dynamics.

Six key markets — India (26%), China
(23%). Japan (15%), Australia (11%).
Korea (9%) and Indonesia (5%) — will
account for approximately 0% of incre-
mental video industry revenue growth.

The fastest-growing segments in terms
of incremental new dollars over the
next five years will be UGC/social video
(US$10.7 billion), SVOD (US$8.4 billion),
and premium AVOD (US$5.0 billion).

f

UGC/social video platforms,
led by YouTube (ex-China),
Meta, ByteDance and oth-
ers in China, will remain domi-
nant, increasingly leverag-
ing Al to drive growth.

While subscription
revenue will contrib-
ute 35% to online
video's growth,
advertising will
remain dominant,
contributing 65%.

In 2024, advertis-

ing accounted for
52% of total APAC
video revenue;

this is projected to
increase to 54% by
2029, fueled by the
expansion of premium
AVOD.

MPA also said connectivity
would fuel growth.

“Active connected TV (CTV) pen-
etration is rapidly increasing, boosting
big-screen engagement and monetisa-
tion,” the latest briefing said.

By 2029, active CTV penetration will
reach 85-90% in Australia, Korea and
Japan and 25-50% in India, Indonesia,
and Thailand. Fixed broadband growth
(excluding China) is projected at a 4.2%
CAGR (2024-2029), driven by fibre de-
ployments in key markets.

The SVOD subscription surge, which
“significantly accelerated in 2024", was
driven by India, China, Japan, Thailand,
Indonesia, Korea and Australia.

SVOD subscriptions are projected to
grow from 644 million in 2024 to 870 mil-
lion by 2029 (APAC ex-China: 2946 mil-
lion to 505 million, an 11.3% CAGR). This
growth is supported by new low-cost ad
fiers, expanding sports offerings, and the
growth of local content marketplaces
and new formats.

MPA pointed out shifting power dy-
namics in the region’s video industry.

X

Revenue
US$4.4 bil.

Netflix APAC Revenue by Region (2024)

Total

Note: Revenue includes both
subscription & advertising
Source: MPA Alpha Briefing

The Big 6 (YouTube, Netflix, Meta, Dis-
ney, Amazon Prime Video and TikTok)
held a 67% share of the online video rev-
enue market (ex-China) in 2024.

“This share is projected to decline to
62% by 2029 as local players gain promi-
nence in India, Indonesia, Japan, Korea,
and Thailand,” MPA said.

YouTube consistently ranked among
the top two video industry monetisers
(streaming and TV) across four of the six
largest markets in 2024. However, local
players led in India, Indonesia, and Ko-
rea, MPA said.

“In premium VOD, Netflix led in all mar-
kets except India (JioCinema), although
local competition is strong in Indonesia,
Japan, Korea, and Thailand. Four of the
top 10 largest VOD platforms by stream-
ing revenue in Asia Pacific during 2024
originated from China,” the briefing
added.

in contentasia
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April debut for TurtleMe’s The Beginning After the End

First two seasons are a “drop in the ocean,” author Brandon Lee says

Billed as the first American webtoon to
be adapted as a Japanese anime, The
Beginning After the End is a fantasy ad-
venture saga involving reincarnation,
power games and mysterious creatures.
The show debuts from April as an ani-
mated series on Fuji TV's +Ultra program-
ming block and on Crunchyroll.

Author Brandon Lee, better known
under his pen name TurtleMe, told
ContentAsia that despite starting with a
two-season order, the new show barely
scrafches the surface of the massive uni-
verse he has created. "It is a drop in the
ocean,” he says.

The Beginning After the End is about
youngster Arthur Leywin, the reincarna-
fion of a warrior king. In his new form,
Arthur is able to call on magical powers,
the wisdom and experience of the dead
king and his own youthful ideals. But his
quest to correct past mistakes and live a
peaceable life among friends is deflect-
ed by war among the clans that forces
Arthur to learn life lessons and become
a more dominant leader.

California-based Lee says that instead
of studying hard at school, he read
dozens of comics, manga and graphic
novels, including some written in Korean,
and that The Beginning After the End
was both an ode fo his misspent youth
and, initially, a hobby.

Presented as a serialised novel with il-
lustrations initially provided by Fuyuki23
that Lee uploaded weekly, the efforts
were spofted by a producer at online
publishing platform Tapas, which has
been owned by Korean tech giant Ka-
kao since 2021.

On Tapas since 2017, the franchise
now runs to 11 online novels and made
the transition to Korean-style webtoons
in 2018, with some 200 episodes to date
also on Tapas.

Available in seven languages, The Be-
ginning After the End claims over 61 mil-
lion online reads, of which 36 million are
for the web comic. That makes it one of
Tapas' top titles and gives reported rev-
enues of some US$500,000 a month. Six
print volumes have been published by

Kadokawa and Hachette's Yen Press.

The step up to Japanese-language
anime is driven by investment from
Sony- owned Crunchyroll, which has em-
ployed Japan's Studio A-Cat to handle
series animation and production.

The show is directed by Motonaga
Keitaro, scripted by Kono Takamitsu and
has Fujiwara Natsumi confirmed as the
voice of Arthur and Furukawa Makoto in
the role of King Grey. No other cast has
yet been disclosed.

Studio A-Cat has chosen to create 24
episodes, which it breaks down as two
12-episode cycles, and to leave most of
Lee’s nearly two million words for future
seasons.

“I was of the mindset that maybe we
should go fast to reach the really juicy
parts, grab the readers’ and viewers’
interest and get renewed,” says Lee.
“But the studio wanted to delve into the
characters and flesh out the early parts
of the story.”

Lee has been consulted throughout on
matters relating to the story and is cred-
ited as an executive producer. ‘I need
to be careful of making sure that, while

The Beginning After the End

we fry foreshadowing, we avoid spoilers
for things that will be important later on.”

In terms of visuals, Lee says that the
studio has kept closely to the now-es-
tablished style of the webcomic, but has
amplified the character design.

Tapas and Crunchyroll may be hoping
for multiple impacts. Lee says that the
core audience for the novels has always
been young adult males. But he notes
that his writing has matured over a de-
cade of effort and that many of his read-
ers have stuck with the property, thus
naturally expanding the age range.

“Studio A-Cat is trying to further broad-
en the demographic, making it more
accessible and more relatable to a wid-
er array of ages and genders,” says Lee.

And they are looking for a trickle-down
effect for the Tapas-conftrolled source
material too.

“A lot more people watch anime than
they read web comics. A percentage of
those people will probably be interested
enough to want to know more. That'll
lead them to reading the web comic,”
Lee says.

— By Patrick Frater
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Netflix adds 1st Viethamese horror original to global slate
Universal tales of human longing and choices in impossible situations, Ham Tran says

Horror series Devil's Diner premiered on
Netflix at the weekend, marking the TV
series directorial debut of leading Viet-
namese-American filmmaker, Ham Tran.

The 6x30 mins drama-horror series
(Tiem an cta quy), was conceived and
financed as the streamer’s first Vietham-
ese original series, though it does not
now carry that label. Nevertheless, it
remains exclusive to Netflix and will be
available across190+ territories.

Production is by horror specialist Zero
Hour Films, Ho Chi Minh-based film
production boutique Kontribute, and
East Films, a U.S.-Viethamese produc-
tion company which includes Ham Tran
and festival programmer Anderson Le
among its founders.

The series probes human frailties such
as ambition, desire and the classic moral

conflict of self versus duty to family. The
vector for such exploration is a modern-
day Vietnamese diner, which not only
serves excellent cuisine but also grants
its patrons their deepest wishes — albeit
at a price.

Fronted by a seemingly avuncular,
middle-aged chef (portrayed by Lé
Quéc Nam) who appears in all episodes,
the six stories specifically explore Bud-
dhism’s five mortal sins — greed, anger,
delusion, pride and suspicion — as well as
Karma or the consequence of commit-
fing these sins.

Other leading cast in the show include
S§ Toan, Nguyén Lé Viét Hung, Thanh Hién,
Dinh Hiéu and Hoa Tran.

The producers pitch Diner as falling
somewhere between Hannibal, Chef’s
Table and The Twilight Zone. They also

Devil’s Diner

suggest that the focus on Karma in the
sixth episode acts as a world-building
springboard for future seasons.

Tran received his film education at
UCLA in the U.S. and has had two of
his six feature directing efforts (Journey
From the Fall and Maika: The Girl From
Another Galaxy) premiere at the Sun-
dance festival. He is also known as a
commercials director, editor and film
doctor who has worked on many of
Vietnam's most commercially successful
feature films.

“Devil’s Diner is a deeply personal and
ambitious project for me,” Ham Tran says.
“Through this series, we're not only tell-
ing uniquely Viethamese stories but also
universal tales of human longing and the
choices we make when faced with im-
possible dilemmas.” — By Patrick Frater
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Astro scores new win
against EPL pirates

Malaysia's Astro is celebrating its sec-
ond anti-pirary triumph after local pool
cafe, Frenz Pool Café and Tuwang 69,
was found guilty of copyright infringe-
ment. The cafe illegally streamed the
English Premier League match be-
tween Manchester United and Brighton
in September 2023, including all the
Astro branding. The Kuala Lumpur

High Court this month awarded Astro
RM175,000/US$40,000 in statutory dam-
ages and RM10,000/US$2,265 in legal
costs. Astro said that, unlike compen-
satory damanges that require proof

of actual losses, statutory damages
emphasise deterrence and account-
ability. The January 2025 award follows
Astro’s first statutory damages award in
November 2024.

Rock Entertainment
returns Critics Choice
Awards live

ROCK Entertainment will air the 30th
Critics’ Choice Awards live from L.A.

on Saturday, 8 February (GMT+8) at
8am, followed by a same-day encore
at 6.45pm (GMT+8). Hosted by Chelsea
Handler, the Awards’ show is part of
the Singapore-based regional chan-
nel’'s reworked live-broadcast strategy
that airs three Awards shows — Critics
Choice, People’s Choice and Korea's
Circle Chart Music Awards - live along
with a focus on red
carpet events. Rock
will cross live to the
red for the Gram-
my Awards 2025 in
February, Oscars
in March and the
2025 Emmys.

30th Annual Crifics Choice Awards’ sle l@{at=lN=Te] Hondlér
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Telkomsel adds micro-drama pack
Indo platform ties up with short-video streamer FlexTV

Indonesia’s Telkomsel has launched mi-

cro-drama/vertical video+data packs
for between Rp22,200/US$1.40 and
Rp77,700/US$4.80 in collaboration with
local short-video streaming platform,
FlexTV.

The premium pack offers 140,000
micro-drama episodes and includes a
6GB special data quota.

A lower-tier pack, involves the pur-
chase of 500 “coins” and offers 3GB of
data.

Announcing the new packs, the
listed telco said the micro-drama mar-
ket in China grew by 268% in 2023, with
a market value of RMB37.39 billion/
US$5.3 billion, and forecasts of RMB100
billion by 2027.

The micro-drama slate will include a
wide range of genres and titles, includ-
ing Love by Confinement, The Bride of
The Wolf King, Mr. Williams! Madame
is Dying, and The Security Guard is a
Trillionaire.

ATV eyes micro-drama in new alliance
Dragon Tiger Heroes lead HK ATV, Culturecom ambitions

Hong Kong's Asia Television Holdings
(ATV) has signed a year-long strategic
cooperation agreement that will, if it
works as plannned, produce a stream
of mini/micro dramas from existing film
and TV IP rights, and revitalise the Drag-
on Tiger Heroes series with a line of pop
toy products.

ATV’s new initiative with the Hong
Kong listed Culturecom, which it said
held “abundant” animation IP resourc-
es, will lean into Al and other technolo-
gy to jointly create "an ecological and
open platform for the film and television
cultural and creative industries”.

Announcing its plans, ATV mentioned
film and TV projects such as “Hong

Kong Creative Dream Factory” (&EE!
BETIR), and “1978 ATV Movie Town”
(1978 SEMNELREH2/)\E) with a mix of lo-
cations and Al tech.

ATV also said that the two companies
would “jointly develop pop toy prod-
ucts that attract consumers of all ages,
so as to achieve innovative break-
through and market expansion in the
field of culture and creativity”.

“Both parties are of the view that the
strategic cooperation will effectively
integrate resources, optimise the indus-
frial structure, broaden the investment
and financing channels, enhance cor-
porate efficiency and create greater
business value in fandem,” ATV said.

Korea boosts small biz ad support
Gov't agencies roll out commercial production funding

Korea's Communications Commission
(KCC) and broadcast ad agency, the
Korea Broadcast Advertising Promotion
Corporation, have launched an initia-
five to help start-ups and small business
owners produce broadcast video com-
mercials.

The project, which launched with a
public call for submissions on Friday (24
Jan), aims to support a fotal of 238 com-
panies. Depending on the categories,

applications close between 21 & 27 Feb.

In a bid to revitalise regional economi-
ies, the total number of companies
chosen willinclude 141 located outside
metropolitan areas.

If selected, companies will receive sup-
port of up to KRW45 million/US$31,000
for TV.commercial production or up to
KRW3 million/US$2,000 for radio commer-
cials as well as professional broadcast
commercial marketing consulting.
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February 2025

March 2025

April 2025
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* As of 23 January 2025
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24

26
28-31
12-14
23-26
24-26
2-4
7-8
20-23

17-26
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13-16
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Mip London 2025

Mip Doc 2025

Mip Formats 2025

The London TV Screenings 2025

Australian International Documentary Conference 2025
Hong Kong FILMART 2025

Series Mania Forum 2025

Canneseries 2025

AVIA: Future of Video India 2025

AVIA: Satellite Industry Forum 2025

19th Busan Content Market 2025 (BCM)
Telefilm Vietham 2025

Sunny Side of the Doc 2025

APOS 2025

17th Content Tokyo 2025

DW Global Media Forum 2025

Beijing International Radio, TV & Film Exhibition 2025
ContentAsia Summit 2025

ContentAsia Awards 2025

AVIA: Indonesia in View 2025

Busan International Film Festival (BIFF) 2025
Asian Contents & Film Market 2025
MipJunior 2025

Mipcom 2025

AVIA: Japan in View 2025

Dubai International Content Market 2025
ATF 2025

AVIA: Asia Video & OTT Summit 2025
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The full list of events is available at www.contentasia.tv/events
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Squid Game kills Indonesia competition
Netflix wipes the floor with rivals with record demand spike

Netflix's Squid Game season two abso-
lutely, totally and completely decimat-
ed video entertainment competition in
Indonesia for the week of 30 December
2024 to 5 January 2025.

According to demand data from ana-
lytics platform Parrot Analytics, the return
of the Korean drama generated 156.8x
higher demand than the average show
in Indonesia.

Squid Game's closest competitor on

the overdall list of all titles —iconic Japa-
nese anime series One Piece — ended
the week af 24x higher demand. On the
dedicated digital/streaming list, Disney+'s
Light Shop came in at 16.9x demand.
Squid Game is one of four Netflix titles
on Indonesia’s digital top 10 for the
week. Missing from the rankings are ftitles
from domestic streamer, Vidio, which
is not recorded in Parrot’s rankings uni-
verse.

Top 10 overall TV originals: Indonesia

Rank | Title Difference from

Market Average (x times)
] Squid Game (&0 AY) 156.8
2 One Piece (I>YE—X) 24.0
3 When The Phone Rings (Xl& 74l Hst=) 20.0
4 Magic 5 19.9
5 Dandadan (Z>H &) 19.0
6 | Solo Leveling (f72\FLNILT Y F75f4) 18.7
7 Spongebob Squarepants 175
8 Light Shop (ZH7}4)) 16.9
% Upin & Ipin 15.8
10 | Arcane 15.1

Top 10 digital originals: Indonesia

Rank | Title Platform Difference from
Market Average
(x times)
1 Squid Game (20 AY) Netflix 156.8
2 Light Shop (Z=B7t4l) Disney+ 16.9
3 Arcane Netflix 15.1
4 Secret Level Amazon Prime Video 14.7
S What If Disney+ 14.1
6 Silo Apple TV+ 13.9
7 The Dangerous Affair (Main Api) wetv 188
8 Creature Commandos Max 12.7
9 Didi & Friends Netflix 12.5
10 | One Piece Netflix 12.3

Date range: 30 December-05 January, 2024

The total audience demand being expessed for a title, within a market.
Audience demand reflects the desire, engagement and viewership,

weighted by importance; so a stream/download is a higher expression of
demand than a 'like’'/comment. In this dataset we are comparing the
demand that exists for each series in this market, against the average TV

« » PAROT

ANALYTICS

show. A difference of 1x represents the market average and 10x means a
series is ten times more in demand than the average TV show in this market

Page 11.

C nrentasid

Editorial Director

Janine Stein
janine@contentasia.tv
Events Manager

ClJ Yong
cj@contentasia.tv
ContentAsia Marketing & Awards
Heather Berger
heather@contentasia.tv
Design

Rae Yong

Research

Rhealyn Rigodon
iyah@contentasia.tv

Associate Publisher

(Americas, Europe) and VP,
International Business Development
Leah Gordon
leah@contentasia.tv

Assistant Publisher
(Asia/Middle East)
Malena Amzah
malena@contentasia.tv

To receive your regular free copy of
ContentAsia, please email
contentasia@contentasia.tv

Published fortnightly by:
Pencil Media Pte Ltd
www.contentasia.tv

Copyright 2025 Pencil Media Pte Ltd.
All Rights Reserved.

cOnrent

Daily news with

ContentAsia Insider
email malena@contentasia.tv for
subscription details



mailto:cj@contentasia.tv
mailto:malena@contentasia.tv
mailto:i_want@contentasia.tv

