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Mobile TV in the US: 

Is It Ready for Prime Time? 

     

T 
he OMVC (Open Mobile Video 

Coalition) took a prominent posi-

tion at NAB this year with the 

Mobile DTV Marketplace set up in the 

Central Lobby and a Mo-

bile DTV Pavilion in the 

South Hall, as well as 

hosting a breakfast and 

speaking at several ses-

sions.   The OMVC is an 

association of nearly 900 

TV broadcasters support-

ing the A/153 ATSC Mo-

bile DTV Standard which 

was adopted by the ATSC 

in October 2009.   This is an in-band sys-

tem providing the mobile service as part 

of the terrestrial transmission within the 

same 6MHz channel used for ATSC HD 

and SD programming.  

  

The mission of the OMVC is to accelerate 

the development of mobile digital TV in 

the US.  The message coming across from 

them was loud and clear: Consumers 

want Mobile TV and the broadcasters are 

getting ready to provide it. 

 

Information on the prospective demand 

came from a survey of 1,000 online users 

conducted in November 2009 by Magid 

Media Labs.  This survey found that local 

news and information is the key driver 

with 88% of respondents interested in 

watching this content.  Overall 46% of 

respondents rated Mobile DTV as very or 

somewhat appealing, but this figure 

jumped to 65% among Millennials (18-29 

year olds).  However 

when pushed as to in-

tent to watch the fig-

ures dropped some-

what with 32% overall 

and 48% of Millennials 

saying that they proba-

bly or definitely would 

watch mobile TV.   

Interestingly 36% of 

respondents said that 

one of the places that they would watch 

TV on a mobile device would be in the 

home.  The most popular devices for 

viewing were laptops or netbooks (49% 

of those who rated Mobile TV as appeal-

ing) and Smartphones (31% of those who 

rated Mobile TV as appealing). 

 

A few years ago the perceived wisdom 

was that special short form video content 

was needed for mobile devices – particu-

larly phones with their relatively small 

screens.  Now that we have more empiri-  

cal data the perceived wisdom is that con-                                    

                            (Continued on page 4) 

Strategic Growth in 

the Maritime Space  

for Satcoms 

by Martin Jarrold 

     Chief, International Program  

     Development,  GVF 

 

O ver the last few years I have been 

devoting a not insignificant percent-

age of my work energies to activities 

linked to the offshore and maritime sectors 

– strategically important customers of sat-

ellite industry equipment vendors, service 

providers, and operators. If you are a regu-

lar reader of this column, you will know all 

about the GVF Oil & Gas Communications 

Europe event that is taking place in Aber-

deen, Scotland, as I write; and, about the 

forthcoming Broadband Maritime Europe 

2010 conference that will take place in 

London, England, 28-29 June. 

 

These events, which follow a series of 

eight previous communications confer-

ences for the offshore oil & gas sector, and 

two previous conferences for the commu-

nications environment of the maritime in-

dustry, reflect the Global VSAT Forum‘s 

recognition of this increasing strategic im-

portance to the satellite industry of the 

entire offshore and maritime sector. In-

deed, GVF is currently extending its long-

standing activity and collaboration in this 

space by continuing to build not only on 

conferences and other promotions efforts, 

but also on a further two facets of its three-

fold focus of: Promotions, Advocacy, and 

Training. 

  ( Continued on page 7) 

by Elisabeth Tweedie 

     Contributing Editor 

http://www.starband.com/dealers
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 From the Editor 

T 
he satellite industry have grabbed the headlines in the 

mainstream press recently reporting the possible risk of a   

collision due to the Intelsat losing control of one of its 

satellites.  The stories in the press tend to sensationalize the risks 

involved calling the offending satellite, Galaxy-15 as  

―zombiesat.‖   While, indeed, Intelsat has lost control of the sat-

ellite, what the press reports downplay is the lengths to which Intelsat and its 

main rival SES have gone through to avoid any further risks of a collision or 

interference to an SES satellite, AMC-11 which is in the path of the out of 

control satellite.   

 

Satellite insurance companies estimate the risk of a two satellites colliding as 

one in 10 Billion chance (even despite the fact that one satellite-to-satellite 

collision did occur just last year when a out of service Russian satellite     

collided with an Iridium satellite—the fact that we just had one just mini-

mizes the possibility of one occurring in the near future).  So the reports of a 

possible collision are slightly exaggerated.  The real risks is not so much as 

the wayward Galaxy 15 slamming into neighboring satellites as to the possi-

bility of signal interference from the satellite which its still active transpond-

ers that might cause service disruptions.   

 

To their credit, both Intelsat and SES, two fierce competitors in the global 

satellite market,  have gone out of their way to work together to avoid any 

further service disruptions.  Intelsat and SES have even exchanged proprie-

tary information and have closely coordinated their efforts to minimize fur-

ther risks to its satellites.   It is heartwarming to know that when in times of 

crisis, the satellite industry can pull  together and put their differences and 

competitive instincts aside to work for the common good.   

 

The satellite industry which has been called upon during times of disasters, 

both human and natural,  is no stranger to cooperation and sharing of        

resources when the situation warrants it.  We have seen this every time a ma-

jor disaster occurs such as the recent earthquake in Haiti.   I think it‘s second 

nature for the industry,  which has to share orbital slots and limited frequen-

cies that are in the public domain, to work together to ensure that  these    

resources are utilized effectively with the least possibility of interference to  

all parties involved. 

 

                                 ADVERTISERS’ INDEX 

The Real Risks of  a  
Satellite Collision 
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...Mobile TV  in the US,... from page 1 

-sumers will watch full length video 

content on the ―best available‖ screen at 

the time and place they want to view.  

What we don‘t have in the US is much 

evidence that for mobile viewing con-

sumers prefer linear or broadcast TV 

over VOD – whether streamed or 

downloaded - which is a very different 

business to the one proposed by the 

OMVC. 

 

MediaFlo has been operational in the 

US over Verizon and AT&T networks 

for nearly 3 years now, but still hasn‘t 

released any subscriber numbers, al-

though public guesstimates put the fig-

ure in the low hundreds of thousands.  

MobiTV which provides a mixture of 

live TV and On-Demand Content had 

over 7 million subscribers last year – 

but some of these are in Canada as well.  

To date MediaFlo has only provided 

live linear content but announced dur-

ing NAB that in the second half of this 

year this would be supplemented with 

on-demand content and interactive fea-

tures.  This may indicate that they have 

found mobile live TV to be a hard sell. 

Sling Media which allows subscribers 

to access live TV – from their own ser-

vice - and content from their DVR or 

PVR on remote devices including some 

smart phones is another hybrid model 

currently available in the US.  Customer 

numbers are not available but Sling 

have commented that since the iPhone 

and other smartphones debuted their 

sales have increased by 45%. 

 

Technically it is now also possible for 

cable operators to allow their customers 

to watch their VOD content on mobile 

devices via any suitable wireless tech-

nology.  Arris and Motorola to name 

just two were both demonstrating this at 

The Cable Show in Los Angeles in 

May, however neither would admit to 

having sold the technology to any op-

erators. 

 

As would be expected with the in-

creased penetration of the iPhone, other 

smart phones and netbooks the numbers 

of subscribers watching video on mo-

bile devices is growing rapidly; 17.5 

million at the end of 2009 an increase of 

57% from a year before according to 

Nielsen‘s Three Screen Report.  Since 

this represents approximately 6% of US 

cell phone users, there is still plenty of 

room for growth here!  Interestingly the 

average amount of time spent watching 

video remained constant at 3 hours and 

37 minutes per month. 

 

On May 24th the OMVC is launching 

the Washington DC. Consumer Show-

case.  This is essentially a test market 

planned to last for four months, to 

evaluate consumer reaction to advertis-

ing supported mobile TV.  The Show-

case is sponsored by LG Electronics 

and Samsung both of whom supply 

mobile TV receiving / decoding / tuning 

chipsets.  9 TV stations will be partici-

Projected Growth of Mobile TV subscribers worldwide (Source: Media Flo) 
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pating.  The programming will be de-

livered over the same infrastructure as 

OTA home broadcasts, but will be 

modified to allow viewing on mobile 

devices.  The technology has been 

tested on trains moving at 150mph – 

although I don‘t think there are too 

many of these in Washington DC!  

Viewers taking part in the Showcase 

will be using a variety of devices in-

cluding Mobile Phones, Mobile DTV 

receivers with playback functions, Mini 

Netbooks and a Wi-Fi access device 

that enables reception of mobile TV on 

other Wi-Fi equipped devices such as 

the iPhone, or Blackberry. 

 

The objective of the Showcase is to test 

different business models, and measure 

and accelerate consumer interest in 

Mobile TV. 

 

A newly formed consortia of 12 TV 

groups known as Pearl Mobile DTV 

will presumably be watching the Show-

case very carefully.  This JV includes 

Fox, NBC, Ion, Belo, Cox, Scripps, 

Gannett, Hearst, Media General, Mere-

dith, Post-Newsweek and Raycom.  By 

aggregating their existing spectrum the 

JV will be able to offer mobile TV to 

150 million consumers in the US.  Ac-

cording to OMVC 45 stations in the US 

have started mobile DTV broadcasts. 

So is mobile TV ready for prime-time 

in the US and what if anything does 

this mean for satellite? 

 

Taking the first question: Consumers 

have an appetite for mobile video, that 

is now known.  There remains the per-

ennial problem of getting enough de-

vices out at the right price point to 

stimulate demand, assuming of course 

that the content is right!  Unlike FloTV 

Pearl will be run by broadcasters – ex-

perienced organizations that are used to 

meeting consumer demand for video 

which should prove to be an advantage 

as far as content is concerned.   Free is 

usually a good price as far as the con-

sumer goes and generally they have 

shown willing to accept advertising as 

part of that package.   But the money 

has to come from somewhere and ad-

vertisers don‘t pay if the audience isn‘t 

there –the old chicken and egg situa-

tion.  However the biggest stumbling 

block for Mobile TV is likely to be the 

shift in viewing habits that is occurring.  

TV viewing in the home has been mov-

ing away from linear to on-demand – 

initially via the PVR and now via the 

web - for several years now; so apart 

from certain time sensitive program-

ming i.e. news, weather and sports it‘s 

http://www.amos-spacecom.com
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  Cover Story 

hardly realistic to assume that this trend 

will be reversed for mobile video.  

Early adopters of smartphones are 

likely to be the same consumers that are 

leading the move to watching web 

VOD.  So unless mobile TV can en-

compass VOD, which for members of 

the OMVC like Pearl, means storage in 

the user device, with the exception of 

time sensitive programming  broadcast 

mobile TV is likely to have a hard time 

creating a mass audience. 

 

As for satellite – if existing 

programs are simply reformat-

ted to be viewed on a mobile 

device this is likely to be done 

locally, so won‘t create any 

additional demand for satellite 

capacity.  If new mobile pro-

gramming is created this would 

be different, but as yet there is 

no indication that Pearl or any 

other members of the OMVC intend to 

create new programming. 

 

The only direct to the consumer satellite 

mobile TV service in the US was ICO 

MIM otherwise known as DBSD which 

filed for bankruptcy last year before 

ever starting a commercial service.  So 

for now at least I think the message to 

satellite operators is ―Watch this Space‖ 

…..but don‘t hold your breath!  There is 

a market for video content delivered to 

a mobile device, but with the exception 

of news, weather and sports a mass au-

dience for OTA broadcast programming 

is likely to evolve much more slowly 

than the audience for VOD. 

                       
                              

 

 

 

Elisabeth Tweedie has over 20 years experience at the cutting edge of 

new communication and entertainment technologies.  She is the founder 

and President of Definitive Direction a consultancy that focuses on re-

searching and evaluating the long term potential for new ventures, initi-

ating their development and identifying and developing appropriate alli-

ances.  During her 10 years at Hughes Electronics she worked on every 

acquisition and new business that the company considered during her 

time  there.  www.definitivedirection.com  She  can  be  reached  at:          

etweedie@definitivedirection.com  +1 310-292-0755 or +44 (0)7768 

610574. 

http://www.gilatnetworks.com
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Opinion 

These efforts have been recognised and lauded. As a result of 

the participation, in either speaking or delegate capacities, of 

the following organisations at the 2010 GVF Broadband 

Maritime Conference, ‗New Communications Networking 

for Offshore & the High Seas‘, in Singapore (alphabetical 

order): Anglo Eastern Ship Management - APL (Neptune 

Orient) - B&H Equimar - CGP Solutions – CSIT - EMS Ship 

Management - Executive Ship Management - Fr8 - Gardline 

Shipping Australia - Germadept (S) Pte. Ltd - Gilat Satellite 

Networks - Hallin Marine - Hong Lam Marine - Horizon 

Mobile Communications - Hughes Network Systems - IM 

Skaugen Marine Services – Inmarsat - Intellian Technologies 

Inc – Intelsat - JR Orion Services Pte. Ltd - KT Corp - Ma-

rine Technologies LLC - Mari-Time Solutions (S) Pte. Ltd - 

MTM Ship Management - MTN Satellite Communications – 

Norgas - Northern Sky Research - Pacmar Shipping - POSH 

Fleet Services - POSH Maritime Pte. Ltd - Remas2/C-Comm 

– Schlumberger - Singapore Maritime Academy - SingTel 

Satellite - Speedcast, Thome Group - Thrane & Thrane - 

TORM Shipping Singapore - United Ocean Ship Manage-

ment - V-Ships Singapore – GVF has been encouraged by 

both users and vendors to introduce the Broadband Mari-

time Conference Series to Europe, as was noted above. 

 

But, beyond promotions, Advocacy and Training are also 

vitally important facets of our work in the offshore and mari-

time arenas. 

 

Advocacy 
 

In fact, GVF advocacy for the maritime VSAT industry has 

continued for more than a decade. Indeed, the successful 

defence of C-band satellite spectrum – a valuable maritime 

communications resource – at the International Telecommu-

nication Union World Radiocommunication Conference in 

2007 was recognised in the form of an ―Industry Innovator‖ 

award given to GVF by the Society of Satellite Professionals 

International.  

 

Further examples of GVF advocacy work for the maritime 

market included action related to an ITU Resolu-

tion pertaining to "Earth Stations on Vessels" (ESVs). The 

initial interpretation of the ITU Resolution made by OF-

COM, the UK regulator did not favour satellite, and GVF 

was first to set in motion a regulatory initiative that ulti-

mately reached all of Europe and the Americas, resulting in a 

far more favourable interpretation and implementation of the 

licensing regime. 

 

In addition, October 2009 saw publication of the ‘Two-Way 

Satellite Market Survey’ a European Space Agency-funded 

report to which GVF contributed the major research effort 

with the satellite industry. The Report provided a detailed 

analysis of the maritime market User Segment, a profile of 

current satellite industry Services and Products, and an 

examination of the various features/benefits of Maritime 

Networks. Amongst its conclusions, the Report identified 

the most important and sensitive parameters in the delivery 

of satellite-based services to the maritime market. The Re-

port featured in a GVF-organised meeting during the Satel-

lite 2010 event in Maryland, USA, recently. 

 

Most recently, GVF has begun planning an advocacy effort 

in India, where the government has strong prohibitions 

against maritime and aeronautical satcom. In March this 

year, the GVF Secretary General was in New Delhi attending 

to this issue, in coordination with the GVF local affiliate, the 

VSAT Services Association of India (VSAI). 

 

Training 
 

GVF runs the VSAT industry's global VSAT Certification 

Programme, winner of the STARs ‗Best Skills Developer 

Award‘ at Satcom Africa 2009, and recently cited in the 

SSPI's Industry Innovator awards ceremony. Integral to the 

GVF VSAT installation training curriculum is a focus on the 

deployment of systems used in the martime environment. For 

example, GVF has developed and have been delivering a 

Schlumberger Spacetrack 4000 installation course for their 

stablized platform. Likewise, GVF has a similar agreement 

with Cobham to develop Seatel courses. Planning is under-

way for a course tailored for those who install VSATs in the 

yachting market. Maritime interests who have embraced the 

GVF training include KVH, CapRock, Broadpoint, Schlum-

berger, Seatel, iDirect, Viasat, Gilat, Hughes, and 18 of the 

world's largest satellite operators. 

 

These efforts will continue, grow, and evolve. So please 

keep watching the offshore and maritime space – part of 

which is, by the way, 36,000 kms. above the equator! 

 

                                                  

                                

The Maritime Space for Satcoms ...  from page 1 

Martin Jarrold is Chief of Inter-

national Program Development of 

the industry association, GVF. He 

can be reached at  

martin.jarrold@gvf.org 
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MarketMarketMarketPlacePlacePlace 
 

A guide to key  products and services.  

ATCi, founded in 1979, offers end-to-end systems integration and technical services. 

From front-end consulting and planning, to integrating, installing, coordinating and man-

aging technology solutions, ATCi has the depth and experience to respond to unique chal-

lenges and opportunities. Based upon the experience and expertise ATCi has gained 

through hundreds of successful installations, the communications challenge is turned into 

a success for its customer. Regardless of the system requirements, we create complete end

-to-end solutions.  

 

ATCi introduces Simulsat5b - the newest multibeam system capable of receiving trans-

missions from 35+ satellites simultaneously. Simulsat has been providing programming to over 30 million cable subscrib-

ers in the U.S. market making ATCi the world leader in multibeam technol-

ogy.  

 

For more information go to  www.atci.com 

               at NCTA 2010 
       Visit ATCi at Booth #  2204 

Spacecom is the operator of the AMOS satellites, which provide high-quality broad-

cast and communication services to Europe, the Middle East, and the Atlantic bridge to 

the United States. The AMOS satellite constellation, consisting of AMOS-2 and AMOS

-3, co-located at the prime orbital position of 4°W, serves Direct-To-Home and other 

Television platforms in Europe and the Middle East, as well as provides a secure and 

stable transmission to government agencies. The extensive signal strength and prime location makes the AMOS platform 

particularly suitable for DBS and DTH operators, as well as a wide range of broadcasters, ISPs, telecommunications op-

erators, and network integrators with Internet, voice, data and digital TV services.  

 

The AMOS-5i satellite, is the latest addition to the AMOS fleet. With a position at 17°E, a new orbital position, Space-

com‘s coverage is expanding to Africa. AMOS-5i provides powerful C-band and Ku-band coverage over Africa and is 

serving as an interim satellite until the AMOS-5 satellite‘s scheduled launch in mid-2011. Once operational, the AMOS-5 

satellite will replace the AMOS-5i in its orbital position, expanding both coverage areas and capacity, to deliver high-

power C-band and Ku-band capacity to the entire African continent. AMOS-5 and AMOS-5i complement Spacecom‘s 

existing satellite fleet consisting of AMOS-2 and AMOS-3, and together with AMOS-4, slated for launch in 2012 to serve 

Asia, will establish Spacecom as a true global satellite operator. 

 

For more information go to  www.amos-spacecom.com  

 

The SPACECONNECTION is the industry‘s leading independent provider of C-and Ku-

Band satellite space segment. With a satellite inventory assembled from across all the ma-

jor satellite operators around the globe, The SPACECONNECTION offers space segment 

in time increments from five minutes to fifteen years and in bandwidth increments from 

100 KHz to 36 MHz or greater.     The SPACECONNECTION is also an active remar-

keter and reseller of unused satellite capacity provided by customers and vendors.  

 

Founded in 1987, The SPACECONNECTION remains a leading supplier of satellite capacity for occasional use news-

gathering, sports contribution feeds and special events for broadcasters, cable networks, media companies and enterprise 

and government clients. The company also provides full-time program distribution to cable television and closed circuit 

television networks for religious, educational and gaming clients. The SPACECONNECTION, Inc., a wholly owned 

subsidiary of Telesat, is a professional communications company that provides satellite-related transmission services 

across the United States and around the world.   

 

For more information go to: www.thespaceconnection.com  

http://www.atci.com
http://www.amos-spacecom.com/
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                    NetEdge™ Dedicated solution for multi-star networks 

Star network efficiency combined with network-wide connectivity   

 

Gilat Satellite Networks' NetEdge™ is a high-performance satellite 

communications platform, specifically designed to meet the requirements of 

multi-star private networks for corporations and for cellular backhaul 

applications.   

 

NetEdge brings a true technological advance into the world of private 

networking over satellite. As a dedicated solution for multi-star networks, 

NetEdge addresses two common challenges; the lack of a terrestrial connection 

between the corporate headquarters and the satellite hub and the need for single

-hop connectivity between offices as well as single hop connectivity to the 

Internet.   NetEdge builds on Gilat's industry-leading SkyEdge II high-

performance platform and can easily be added to existing SkyEdge II 

networks.   

 

The NetEdge solution is composed of remote sites using SkyEdge II Access or SkyEdge II Pro VSATs, NetEdge 

Gateways, and a SkyEdge II hub.  Single-hop connectivity is provided network wide between the NetEdge components.  

This enhances the user experience and application performance for all inter-corporation, cellular backhaul and Internet 

traffic.   

 

The NetEdge Gateways support a forward channel of up to 10Mbps with up to eight return channels providing a total of 

up to 8Mbps and serving up to 100 remote sites.  With NetEdge, bandwidth savings of 30% - 50% can be achieved when 

compared to SCPC solutions, depending on the network topology.  

 

For more information go to www.gilatnetworks.com 

Founded in 1981, Spacenet Inc. designs, develops, and manages broadband network 

solutions for US based enterprise, government, small business and residential users. We 

offer a full line of pre-packaged off-the-shelf satellite services for enterprise and govern-

ment, and transportable and ruggedized satellite solutions for emergency response and 

business continuity. In addition, there is a strong demand for broadband satellite Internet across the U.S. in many under-

served and rural areas, and our StarBand product line helps satisfy the need for high-speed Internet in these areas.  

 

Spacenet‘s Channel Program provides companies the opportunity to resell our StarBand satellite Internet services as well 

as our advanced commercial-grade satellite products and services.  

 

Spacenet offers a complete product and services portfolio for applications ranging from primary communications for cor-

porate applications and secure data transfer, to hot stand-by solutions for continuity of operations and network backup, or 

field deployable solutions for disaster recovery and emergency management.  

 
For more information go to www.spacenet.com/partners 

 

http://www.gilatnetworks.com
http://www.spacenet.com/partners
http://www.starband.com/partners
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 Markt Trends 

Report Highlights Telecom Consumer Trends in China 

W ith the 2010 World Expo, Shanghai is shining a spot-

light on China‘s past, present and future. A new 

Ericsson ConsumerLab report is turning that spotlight onto 

the consumer behavior powering the growth, potential and 

diversity of the world‘s biggest telecom market. The report, 

released in conjunction with the Ericsson (Business Innova-

tion Forum in Shanghai from May 17-19, explores the be-

haviors, trends and circumstances of China‘s nearly 800 mil-

lion mobile phone subscribers and 380 million internet users.  

 

With mobile penetration of 56 percent and 8.8 million new 

subscriptions a month, China has one of the most dynamic 

markets in the world, as well as the fastest-growing major 

economy. GDP growth of 8 percent in 2009 and rising in-

comes  are  increasing  spending 

power and material wealth.  But 

the picture varies across this enor-

mous country.  The urban,  rural 

and youth markets in particular 

show extreme  diversity  in  user 

sophistication  and  demand  for 

services. 

 

Douglas  Gilstrap,  Senior  Vice 

President and head of Strategy at 

Ericsson, stresses the importance 

of China on the telecom world: 

―With its enormous and increasingly prosperous population, 

China - together with neighboring India - is widely expected 

to provide a large share of future telecom growth. The study 

provides the latest, in-depth information that we and our 

business partners need to use to capture that growth. Under-

standing user behavior is crucial in driving successful inno-

vation in both technology and business models.‖ 

 

Urban: There is a flood of people to China‘s cities, where 

users demand and get the latest in advanced mobile internet 

services. There is huge interest in the latest technology, and 

rapid income growth - 8.8 percent year-on-year in 2009 - as 

well as the hunt for status has made China the second-largest 

luxury consumer in the world. Mobile phones are every-

where, while fixed connections are less common, so people 

use their mobile handsets for data and voice rather than lap-

tops and dongles.  

 

City dwellers increasingly see internet access as an essential 

service. They rely on the internet for access to services and 

social contacts. Curiosity about the world beyond China‘s 

borders is also driving change: the number of Chinese tour-

ists heading overseas is set to reach 54 million this year, up 

from 47 million last year.  

Youth: More educated than their parents, the youth of China 

are one of the most sought-after target markets in the world. 

With service consumption rivaling or exceeding their peers 

in the UK, Sweden and the US, they are early adopters, digi-

tal natives, status conscious and - as a generation of single 

children - more affluent than previous generations.  

 

Rural: Despite a rush to the cities and in-

creasing numbers of migrant workers, a huge 

proportion  of  China‘s  population  lives  in 

rural  areas.  Rural  incomes are  rising and 

there is soaring demand for technology prod-

ucts, but subscribers use their mobile phones 

almost exclusively for voice. Relevance of 

service, ease of use and pricing are the key 

factors for driving rural market uptake of 

mobile internet. 

 

Ericsson ConsumerLab studies how consum-

ers act and what they think about telecom 

products and services, helping operators understand their 

customers and develop revenue-generating strategies. 

  

It is based on a global research program built on yearly inter-

views with 40,000 consumers in more than 30 countries, 

representing the opinions of more than 1.1 billion people. 

The global research program is built on both quantitative and 

qualitative consumer market research covering both general 

market and consumer trends as well as in-depth insights into 

specific areas. 

  

The two-day global media event, Ericsson Business Innova-

tion Forum, was opened by a guest speech by China‘s promi-

nent economist Dr. Fan Gang who analyzed future scenarios 

of the Chinese economy.  

  

Mr. Zhu Lijun of China Unicom and Mr. Bill Huang of 

China Mobile joined the event and delivered visions of excit-

ing market update.  Other speakers included representatives 

from Chinese online companies, Lenovo, and executives 

from ST-Ericsson as well as Ericsson. 

 

For  more  information  go  to:  www.ericsson.com/

innovationforum 

  Market Trends 

“...With mobile penetration of 56 percent and 

8.8 million new subscriptions a month, China 

has one of the most dynamic markets in the 

world…” 

http://www.chinadaily.net/bizchina/2006-05/22/content_596866.htm
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  Market Trends 

 Pay TV Revenues Will Grow 7% to US$ 312 Mil. in 2010 

Asia Mobile Subscribers Top 2 Billion in 2009  

T here were 2.04 billion mobile subscribers at the end of 

2009 in Asia and this translated into a significant 22.7% 

growth over the year, according to a report by HOT TELE-

COM. By the end of 2009, mobile 

accounted for 79.7% of all telephone 

connections in the region, compared 

with 60.1% in 2005. The number of 

mobile subscribers is forecasted to 

have grown by an average of 10.6% 

to 3.4 billion by the end of 2014 and 

at that time, mobile penetration 

should have reached 94.3%. 

 

China and India are by far the re-

gion‘s two largest mobile markets 

with an estimated 748 million and 

525 million mobile subscribers re-

spectively at the end of 2009. To-

gether these two countries generate 62.3% of Asia‘s mobile 

connections. On the other hand, China and India have some 

of the lowest mobile penetrations in the region, standing at 

56.0% and 44.7% respectively. On the other hand of the 

spectrum, countries such as Hong Kong and Singapore enjoy 

by far some of the highest mobile penetration rates in Asia 

and the world with 174.4% and 137.1% mobile penetration 

respectively at the end of 2009. 

 

India and Vietnam have benefited from the highest levels of 

mobile subscriber growth in 

2009, with estimated growth 

rates of 51.4% and 56.1% 

respectively. This report, 

which includes 28 detailed 

exhibits and tables on Asia‘s 

telecom market, confirms 

that Japan and New Zealand 

suffered from the region‘s 

lowest mobile subscriber 

growth in 2009. ―The eco-

nomic recession has hit hard 

in some of the region‘s 

countries, translating into 

stagnation in mobile sub-

scriber growth‖ HOT TELECOM‘s president Isabelle Para-

dis said. 

 

Find out more about Asia's fixed, mobile and Internet mar-

kets in HOT TELECOM‘s new 28-page Asia statistics and 

forecast report: http://www.hottelecom.com/asia-stats.html 

 

P ay TV market growth slowed in 2009 due to the reces-

sion. However, 2010 is expected to be a better year as 

operators have been signing up new subscribers, and existing 

subscribers are migrating to premium channels and advanced 

services. ―As a result of the positive market outlook for pay 

TV,‖ says ABI Research practice director Jason Blackwell, 

―global pay TV revenue will net more than $312 billion for 

cable and telecom carriers in 2010.‖  

 

Among the different pay TV platforms, telco TV service 

revenue is growing the fastest as broadband penetration and 

Internet speeds ramp up. For example, Deutsche Telekom‘s 

IPTV subscriber base essentially doubled within a year, to 

one million. As fiber broadband deployment expands its 

footprint, operators will have the opportunity to offer High 

Definition IPTV that should help to boost ARPU and service 

revenue. ABI Research anticipates that telco TV service 

revenue will top $17 billion in 2010.  

 

In terms of telco TV service revenue, Western Europe cap-

tures the largest market share with 59%. North America and 

Asia Pacific are the second and third largest telco TV mar-

kets. In the Asia Pacific region, telco TV service revenue is 

expected to grow rapidly during the next few years. In 2009, 

Asia Pacific telco TV service revenue comprised 10% of the 

total market, and it is expected to achieve 25% by 2015.  

Pay TV operators are competing to raise ARPU and lower 

churn. Many operators are upgrading programming packages 

and steadily introducing high definition TV services. 

 

―Pay TV operators need to aggressively promote the pur-

chase of HDTV set top boxes in order to lift ARPU,‖ notes 

Research Associate Khin Sandi Lynn. ―This does not have to 

come through subsidies. Carriers could do a better job of 

promoting the benefits of HD for the end-user viewing ex-

perience. Furthermore there is the promise of 3D TV. At 

present many users are not clear what the benefits are.‖  

http://cts.vresp.com/c/?hottelecom/972ffbb4c2/537b28b407/149a97d36b


    Satellite Executive Briefing 12   May 16-31, 2010     

  Featured Event 

CASBAA Singapore Satellite Forum  
Marks its 10th Anniversary 

T he Cable & Satellite Broadcasting Association of Asia 

will kick off the 10th anniversary of the CASBAA Sin-

gapore Satellite Industry Forum on June 14th at the Shangri-

La Hotel with a dynamic program – themed ―More Than 

Bandwidth" – with an unrivalled list of clients, operators, 

satellite manufacturers and launch providers. 

 

The Asia Pacific satellite transponder market is the most 

vibrant in the world with hundreds of new TV channels and 

related platforms ready to launch in support of the world's 

largest and most dynamic pay-TV and mobile services sec-

tors.  

 

Currently, there are 

more than 20 Fixed 

Satellite Service 

(FSS) operators in 

Asia operating more 

than 60  satellites. In 

the next five years, 

South Asia‘s trans-

ponder demand is 

forecast to grow at a 

CAGR of 10%,  

while China will 

have 8-9% growth if 

the pace of liberali-

zation increases, and 

Southeast Asia is 

expected  to grow by 

5%. 

 

"All the numbers are in our favour," said Simon Twiston 

Davies, CEO of CASBAA. "The on-line market,  the growth 

of digital video broadcast entertainment and mobile commu-

nications are all important business catalysts." 

 

Meanwhile, Jean-Yves Le Gall, CEO, Arianespace will 

kick off the Forum with an opening keynote examining how 

the global satellite industry has evolved over the past 30 

years and its roadmap for the future.In addition, fellow 

launch specialist Yin Liming, President, China Great Wall 

Industry Corporation (CGWIC) will highlight the poten-

tial of China‘s space industry. 

 

Other featured speakers include: 

 David Ball, Regional VP, Asia Pacific, Intelsat; Chair-

man, CASBAA Satellite Industry Committee 

 Andrew Jordan, President  & CEO, GE Satellite 

 Bob Billeci, Senior VP, Technical Operations, Sony 

Pictures Television Networks 

 Christophe Bauer, VP Commercial Sales, SpaceX 

 Deepak Mathur, VP of Sales, South Asia and the Mid-

dle East, SES WORLD SKIES 

 Ian Carroll, 

EVP & GM, Turner 

Broadcasting Sys-

tem 

 J o n a t h a n 

Spink, CEO, HBO 

Asia 

 Mark White-

head, SVP and GM, 

Asia, BBC World-

wide Channels  

 Mike Antono-

vich, President and 

CEO, Genesis Net-

works 

 Osamu Inoue, 

Senior EVP; Group 

President, Satellite 

Business Group, 

SKY Perfect JSAT 

Corporation 

 Paul Brown-Kenyon, COO, MEASAT Satellite Sys-

tems 

 Peter Jackson, CEO, AsiaSat 

 Rajiv Khattar, President Projects, Dish TV 

 Ravi Mansukhani, MD, Indusind Media & Commu-

nication (IMCL) 

 Rudy Tanoesoedibjo, President, Director & CEO, PT 

MNC Sky Vision 

 Serge Van Herck, CEO, Newtec 

 Ted McFarland, MD, Pacific Skies Ltd 

 Thomas Choi, CEO & Co-Founder, Asia Broadcast 

Satellite (ABS) 

 Tim Jackson, VP Media Product Management, Intelsat 

 

The Presenting Sponsor of the CASBAA Singapore Satellite 

Industry Forum 2010 is SKY Perfect JSAT Corporation. 
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For registration and the full pro-
gram for the CASBAA Singapore 
Satellite Industry Forum, please  
visit: http://events.casbaa.com/

singpore_satellite_industry_forum/ 

June 7-8, 2010, 7th Annual Media and Telecom-

munications Convergence Conference, Amman, 

Jordan, phone +962--6-582-8849 e-mail: arabadvi-

sors@arabadvisors.com  web: http://

www.arabadvisors.com/Convergence/schedule.htm 

June 14, 2010  SATELLITE Industry Fo-

rum, Shangrila Hotel, Singapore Tel: +852 2854 

9913  E-mail: info@casbaa.com  web: 

www.casbaa.com 

June 15-18, 2010  CommunicAsia, BroadcastAsia 

and Infocom Media Business Exchange (imbX) 
2010 Singapore, Singapore Expo, Tel: +65-6233-

6638 E-mail: vw@sesallworld.com  web: http://

www.communicasia.com/   http://www.broadcast-

asia.com/ and  www.visit-imbx.com  

June 28-29, 2010, GVF Broadband Maritime 

Europe 2010: 'Innovation in Communications 

Solutions for the Sea Lanes' (Incorporating 

'Communications Systems in Naval Dynamics 

2010'),  Strand Palace Hotel, London, United King-

dom, Tel. + 44 (0)1727 884 513 web: http://

www.ukemp.co.uk/BMEu.Ldn.2010/ 

 Calendar of Events 

Other sponsors include Arianespace; AsiaSat; 

COMSAT; Eutelsat; GE Satellite; Intelsat; 

Marsh; MEASAT; Newtec; SES WORLD 

SKIES; Space Systems/Loral and SpaceX. 

 

―Thanks to our speakers, sponsors and members for 

their ongoing support, the CASBAA Singapore Fo-

rum is celebrating its 10th anniversary this year, 

representing a significant milestone for the Associa-

tion,‖ added  Twiston Davies.  

http://events.casbaa.com/singapore_satellite_industry_forum/
http://events.casbaa.com/singapore_satellite_industry_forum/
mailto:arabadvisors@arabadvisors.com
mailto:arabadvisors@arabadvisors.com
http://www.arabadvisors.com/Convergence/schedule.htm
http://www.arabadvisors.com/Convergence/schedule.htm
mailto:info@casbaa.com
http://www.casbaa.com
mailto:vw@sesallworld.com
http://www.communicasia.com/
http://www.communicasia.com/
http://www.broadcast-asia.com/
http://www.broadcast-asia.com/
http://www.visit-imbx.com/
http://www.uk-emp.co.uk/BMEu.Ldn.2010/
http://www.uk-emp.co.uk/BMEu.Ldn.2010/
http://www.satellitemarkets.com/node/34
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Source: Organization for Economic Cooperation and Development (OECD) 

   Broadband Subscribers Per 100 Inhabitants (2009) 

Rank  DSL Cable Fibre/LAN Other Total Total subscribers 
1 Netherlands 22.5 13.7 1.1 0.8 38.1  6 262 500 
2 Denmark 22.4 9.9 3.9 0.9 37.0  2 031 000 
3 Norway 22.7 7.7 3.5 0.7 34.5  1 645 619 
4 Switzerland 23.3 10.0 0.2 0.3 33.8  2 603 400 
5 Korea 7.2 10.5 15.1 0.0 32.8  15 938 529 
6 Iceland 30.7 0.0 1.3 0.7 32.8   104 604 

7 Sweden 18.5 6.3 6.7 0.1 31.6  2 915 000 
8 Luxembourg 26.0 5.3 0.0 0.0 31.3   153 172 
9 Finland 24.9 4.1 0.0 0.8 29.7  1 579 600 

10 Canada 13.2 15.2 0.0 1.3 29.7  9 916 217 
11 Germany 26.7 2.4 0.1 0.1 29.3  24 043 000 
12 France 27.5 1.6 0.1 0.0 29.1  18 675 000 
13 United Kingdom 22.8 6.1 0.0 0.1 28.9  17 742 676 
14 Belgium 16.3 11.8 0.0 0.2 28.4  3 041 311 
15 United States 10.3 13.8 1.6 0.9 26.7  81 170 428 

http://www.thespaceconnection.com
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 Stock Quotes 

The Satellite Markets 25 IndexTM  is a composite of 25 publicly-traded satellite companies worldwide with 
five companies representing each major market segment of the industry: satellite operators; satellite 
and component manufacturers; ground equipment manufacturers; satellite service providers and con-
sumer satellite services.  The base data for the Satellite Market Index is January 2, 2008--the first day of 
operation for Satellite Market and Research.  The Index equals 1,000. The Satellite Market Index TM pro-
vides an investment benchmark to gauge the overall health of the satellite industry.  

© 2010 Satellite Markets and Research, Satellite Executive Briefing and the Satellite Market IndexTM are trademarks of Synthesis Publications LLC. Synthe-
sis Publications LLC is the owner of the  trademark, service marks and copyrights related to the Index.  This newsletter does not constitute an offer of an 
investment product.  Satellite Executive Briefing makes no representation regarding the advisability of investing based on the information provided in the 
Satellite Markets IndexTM.  All information is provided ‘as is’ for information purposes only and is not intenteded for trading purpose or advice.  Neither Satel-
lite Executive Briefing nor any related party is liable for any informational error, incompleteness or for any actions taken based on information contained 
herein. 

               INDEX Index Value 

(April 19) 

Percentage Change  

2 Weeks Ago 

Satellite Markets 25 IndexTM 1108..75 - 0.55 % 

S & P 500 1110.88           - 2.09% 
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http://www.atci.com

