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The North American  

Satellite Broadcasting Market 

V 
ideo comprises some 70 percent of the demand for satel-

lite services and North America is the largest market for 

satellite broadcast services.  Heading into the  into the 

NAB 2011 trade show in Las Vegas, the US satellite video mar-

ketplace reflects an evolving scene of growth and transition 

around the world, with compression, IP and fiber IP technologies 

continuing to drive change and opportunity from within and com-

petition from without. 

 

Global Drivers 

 

This year, video customers are show-

ing enthusiasm, particularly for 

growth of HD in markets outside the 

U.S. “We've seen continued year on 

year growth of HD channels but also a 

continuing trend of regionalizing con-

tent and channels for world markets, 

in the style of Al Jazeera, Russia To-

day, and France 24 to name a few,” 

says GlobeCast Director of Communi-

cations Matthew Rosenstein.   Globe-

Cast, a subsidiary of France Telecom, 

is one of the leading global providers 

of content management and worldwide 

transmission services via satellite.   

 

“We are seeing a stable to consolidat-

ing market place for TV in the North American market. There is 

an abundance of capacity and media companies are looking at 

how to more efficiently use it with higher order modulation and 

MPEG4,” says Tim Jackson, VP Media Product Management, 

responsible for the global media business at the world‟s largest 

satellite operator, Intelsat.   

 

“On the other hand, we are seeing a lot more growth for HD par-

ticularly in Latin America, significant growth in DTH for emerg-

ing markets, parts of Latin America, parts of Asia, Central and 

Eastern Europe,” he added. 

 

At NAB 2011, Jackson‟s group from Intelsat will be promoting 

its global video neighborhoods and services, but from a product 

development standpoint also looking at the latest in video encod-

ing systems and platforms, particularly the software that manages 

those platforms and media distribution.  "We are always looking 

for efficiencies in automation and the occasional use service sec-

tors.  So we will be looking at platforms that help us do that,” he 

explains. 

 

Globalization of markets remains a 

relentless force driving the satellite 

business today, and at the same time 

satellites facilitate today‟s global 

business and culture.      The combi-

nation of Ascent Network Services 

with Encompass Digital Media, Inc. 

earlier this year is a recent example.  

Encompass Digital Media, Inc. re-

cently acquired Ascent Media‟s 

Content Distribution business, in-

cluding broadcast facilities in the 

U.S., London, and Singapore, and 

teleport facilities. 

                              

“As content acquisition and distribu-

tion requirements become more 

global, we require more locations to 

provide turnkey services. The acqui-

sition was a necessity for us to deliver our clients‟ content seam-

lessly,” explains Vince Matherne, VP Strategic Development for 

Encompass Digital Media.   

 

 “We work with the largest media companies in the world. They 

may have requirements to take content developed in New York, 

London or Singapore, for example, and deliver it across multiple 

platforms globally - as linear or non-linear; HD, SD or mobile; 

and possibly with multiple audio tracks, etc.” Matherne added. 
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The US satellite broadcast market is an evol-
ving scene of growth and transition with com-
pression and IP technologies continuing to 
drive change and creating new  opportunities.   
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Media Asset Management 

 

New media asset management tools play a 

part in new channel expansions, and play-

ers such as GlobeCast, Encompass Digital 

Media, Inc., and Arqiva are using their 

distribution networks (fiber and satellite) 

to make the internationalization and glob-

alization of content and the versioning of 

content an easier and more seamless proc-

ess. 

 

“We have invested in archives in our five 

key global locations to intelligently cap-

ture, store, manipulate and share content as 

needed for distribution to linear or non-

linear platforms, whether HD, SD, mobile 

or IP,”  said Matherne. 

 

Equipment and system sales are benefiting.  

According to Sean Busby, Executive Vice 

President of TBC Integration, an integrator 

and distributor of name brand satellite 

video equipment in the U.S., “We see 

transcoding - anything in to anything out - 

as the big market sellers for 2011 through 

2013. Content broadcasters will be able to 

convert their systems to MPEG-4 AVC 

High Definition to increase picture quality 

but keep the same amount of bandwidth 

cost. They will use Transco-ders at the 

remote ends that need MPEG-2 transport 

stream  outputs like cable companies and 

terrestrial broadcasters.” 

 

Surprisingly perhaps to some obser-vers, 

new cable and DTH channels are still 

launching in North America.    “It is kind 

of amazing that there are still more chan-

nels that need to come on air; a lot of these 

are regional networks, HD versions of ex-

isting SDs, new niche channels for sports 

fans or special interest groups,” says En-

compass Digital Media‟s Matherne, whose 

company is one of the largest global ser-

vice providers of outsourced media ser-

vices including the origination and distri-

bution of major broadcast and cable net-

works, joined by the likes of Comcast Me-

dia Center and GlobeComm Systems. 

 

The transponder capacity situation has also 

favored C-band buyers in North America 

of late.  The SPACECONNECTION, Inc. 

is a provider of C-Band and Ku-Band sat-

ellite space segment with transponder in-

ventory assembled from capacity from all 

the major satellite operators in North 

America. “Overall for SpaceConnection, 

the North American marketplace for C-

band has been soft over this past year,” 

says Jonathan Crawford, President & CEO.  

“We have also been seeing a decline in 

prices for C-band with rates now maybe 

25% lower than it was a year or so ago. 

There is plenty of „tier one‟ and „tier two‟ 

Cable distribution satellite capacity in the 

market.”   Another factor softening C-band 

demand is more use of video compression.  

“A year ago we saw more 36 MHz HD 

services, while today we see more HD in 

18 MHz capacity, for example NBA ser-

vices are now on 18 MHz slots,” he adds. 

 

Fiber looms as a challenge to satellite-

dominated broadcast and cable distribution 

media.  As the number of national receive 

sites goes down satellite economics yield 

to terrestrial fiber at some point.   In the 

US, the number of cable head ends in fact 

has been dropping in a dramatic fashion 

with consolidation in the industry, reduc-

ing the number of downlink sites required 

to distribute cable networks, say service 

providers.  

 

The advantage with MPEG4 is more infor-

mation in less bandwidth. MPEG-4 HD 

encoders that listed in the US $ 25,000 

range several years ago now sell for up to 

50% less, with accompany reductions in 

receiver costs.   Nevertheless, “The legacy 

IRDs (Integrated Receiver Decoders) in 

the transmission chain are the challenge, 

especially in large networks and DTH sys-

tems. New channels are easy to activate as 

MPEG-4. For channels with large amounts 

of IRDs, it sometimes makes sense to stay 

MPEG-2,” according to Matherne for En-

compass Digital Media, “but with the num-

ber of headends reducing, the math to 

switch to MPEG-4 becomes easier - even 

for an SD channel,” he adds. 

 

Contribution Services:  

The IP Challenge 

 

Satellite continues to be the mainstay for 

remote newsgathering and high quality 

contribution services. Nevertheless fiber 

and terrestrial solutions are becoming a 

bigger challenge, especially for broadcast 

networks, as local affiliate and local televi-

sion marketplaces evolve their business 

models. 

 

"For contribution, the use of IP to drive 

efficient delivery of video voice and data 

applications is of keen interest to media 

clients like ABC" says Richard Wolf, Vice 

President, Telecommunications & Affiliate 

Services, ABC Television Network in New 

York.    "ABC News is beginning its shift 

to the use of IP for more and more of its 

newsgathering operations.  More important 

than the protocol itself, IP at the applica-

tion layer enables the integration of video, 

voice and data services to integrate into an 

efficient content workflow process, driving 

value for the dynamic needs of news and 

content companies.” 

 

From a satellite SNG service perspective, 

says Encompass Digital Media, Inc. VP, 

Transportables and Production Service, 

Greg Jennings, “Our biggest competitor is 

fiber.”  

 

"We are seeing a tremendous amount of 

sharing and pooling of resources for back-

hauls and news, combined with technolo-

gies like Skype putting pressure on the 

occasional use   business particularly 

news.    So we are looking at how to make 

it more efficient, given the challenges the 

industry is facing with consolidation and 

alternative technologies,” says Intelsat‟s 

Jackson. 

Another application of interest to broadcast 

technology managers heading to NAB is 

remote control services that tie field opera-

tions and the broadcast center together in 

an efficient way.     

 

Product improvements with MPEG-4 

products have boosted compression de-

ployment as well.   "We do a handful of 

MPEG-4 events on the sporting side, 

mostly for golf (MPEG-4 4:2:0), and we 

are getting more requests for 4:2:2,” ex-

plains Greg Jennings, VP, Transportables 

and Production Services for Encompass 

Digital Media. “One of our encoder pro-

viders has been able to decrease latency, 

which has been an issue with MPEG-4,” 

he added. 

 

The trend in the past 12 months has been a 

greater reliance on MPEG-4 in contribu-

tion services.   This does not mean that 

MPEG-2 will stop dominating the land-

scape in the near term, but going forward, 

a natural migration for more MPEG-4 

compression is inevitable in our evolution 
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to drive more efficient bits to the satellites, 

broadcasters say. 

 

Companies showcasing end-to-end content 

gathering solutions that can be remoted 

from a central location should enjoy inter-

est from North American broadcasters at 

NAB 2011.   New technologies, solutions 

and products to watch include transcoding 

systems, remote control and IP DSGN 

solutions, 3G/4G hybrid systems, new FEC 

and adaptive coding, bonded routers and 

more, say end users and technology play-

ers. 

 

The new generation of „easy button‟ de-

ployable SNG units that take the complex-

ity out of pointing, peaking, and coordinat-

ing satellite feeds for local HD news and 

centralized management efficiencies are 

also on the list.   Companies such as ND 

Satcom, and OnCall Communications with 

its QuickSpot service, are some of the 

players offering service and gear for these 

applications. 

 

On a global scale, a 24% CAGR in termi-

nal deployment over the last 5 years re-

ported recently by Euroconsult (see Satel-

lite Executive Briefing March 2011 issue, 

Page 13) includes new small, light weight 

and IP terminals, and is playing out in de-

mand for equipment vendors and integra-

tors.    

 

Service providers with larger SNG remote 

production fleets include Encompass Digi-

tal Media, Inc., PSSI Global Services, 

PACSAT, in the U.S., and companies like 

SISLink, Arqiva, and GlobeCast in 

Europe.     According to Rob Lamb, Presi-

dent of PSSI Global Services in Van Nuys, 

Calif., it is becoming an expectation that 

trucks come equipped with MPEG2, 

MPEG4, HD and SD, DVB-S2 and higher 

order modulation, so ensuring that their 

fleet of vehicles and flyaways are equipped 

as such is a given.   

 

“We rarely do SD any more.  It is almost 

all HD,” says Lamb, whose engineering 

team “will be looking, at SSPAs, multi-

plexers, encoders, decoders, higher order 

modulators, transportable HD switchers, 

and smaller flyaway packages, as always, 

at NAB this year.” 

 

Lynn Rowe, Consulting CTO, New Vision 

Q. What can Hispasat offer the North   

American satellite market? 

 

Ruben Levcovitz (RL): Hispasat has been in 

the US market for many years now since the 

launch of Amazonas 1 satellite in 2004 and the 

Amazonas 2 satellite in 2009 and in the proc-

ess has built a good neighborhood of broad-

cast, military and enterprise clients in the re-

gion. The  Hispasat Group  has built impres-

sive DTH platforms in Latin America and we 

view the North American market as a key 

market with its large Hispanic population of 

50 million as the latest US census shows, 

which is 1 in 6  of all Americans.  We  believe 

there is an insatiable demand from the His-

panic and other ethnic groups in the US to 

receive news, entertainment and other pro-

gramming and content from their countries of 

origin and the Hispasat Group with its vast experience and expertise in developing 

DTH platforms is well positioned to distribute ethnic programming, not just to the His-

panic market but to other ethnic markets in North America. 

 

Q. What differentiates you from the other satellite operators that are already well 

established in the North American market? 

 

R. L.: We believe there are certain advantages to working with a relatively smaller 

company.  We are easier to work with and can be more flexible and move faster in 

accordance with our clients‟ requirements.  We also want to build closer, long-term 

relationships with our clients and we try to do this by understanding their business and 

providing them with the best and most cost-effective solution. 

 

Q. You mentioned earlier that you have had some clients in the military/government 

and enterprise markets, what can you offer these specific markets? 

 

R. L.: Yes, we have some clients in the military/government and enterprise markets in 

the US, in fact, we signed recently a multi-transponder deal with the US government.  

We also provide services during the Hurricane Katrina disaster in 2005. Our satellites 

are uniquely suited for some military/government and even enterprise applications.   

Our Amazonas satellites are equipped with the Amerhis on-board processing system 

that eliminates the need for a hub and can enable point-to-point communications. This 

is ideally suited for many applications such as during emergencies and natural disasters 

when you need a quick rollout of small terminals at remote places, or it can also be 

used by companies for Virtual Private Networks and other corporate applications. 

 

Q. What other applications can your satellites support? 

 

R. L.: We see the potential in promoting broadband access to remote rural areas in the 

U.S.  Even with the upcoming satellites scheduled for launch this year in the US by 

Viasat and Hughes, there is a large addressable market for broadband rural services in 

the US and we can help fill some of the gaps in the demand.  We have been heavily 

involved in broadband access projects in many Latin American countries  and we have 

a wealth of experience in this regard. 

Hispasat  Vice-President for US Sales             
Ruben Levcovitz Speaks on What Hispasat has to 

Offer the North American Market 

         Ruben Levcovitz 
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Television, a 15-station broadcast group 

headquartered in Atlanta and Los Angeles, 

is one of the broadcasters who will be 

looking for “Easier, faster, cheaper, end-to

-end” newsgathering solutions.     He be-

lieves the technologies and products have 

finally  “hit the local TV sweet spot” in 

terms of price-to-performance. 

“In this environment field reporting can be 

a „one-man-band.‟  We can no longer have 

teams of skilled technical and operational 

staff and stay competitive,” explains 

Rowe, who also runs his own TV technical 

consulting firm in Atlanta (One World 

Technologies, Inc.).    “Moreover, an intel-

ligent IP fabric enables many more effi-

ciencies, such as newsroom system access, 

collaborative unified communications, 

virtualized workflows.” 

 

Changing Demographics and its Impli-

cations for  Broadcasting  

 

There is  a  niche in delivering  ethnic pro-

gramming to the US market.  The demand 

is increasing for programming and content 

specifically targeting the growing multi-

cultural demographic market in the US.  

One of the leaders in providing ethnic pro-

gramming to the US is GlobeCast‟s World 

TV DTH platform which distributes from 

its Los Angeles teleport some 140 ethnic 

channels in 30 different languages.   

 

The demand for ethnic programming will 

only continue to grow.  This means not 

only the need for delivering programs but 

auxiliary services as well such has sub-

titling, translations and other  repurposing 

of content services.    

 

Hispasat, which operates the Amazonas 1 

and 2 satellites which covers the whole 

Americas, is capitalizing on its experience 

in developing DTH platforms for the His-

panic markets in Latin America and trans-

lating that into success in the US market.  

According to Ruben Levcovitz, Hispasat‟s 

VP-Sales for the US, they are building a 

neighborhood of ethnic channels specifi-

cally for the US market.   

 

More Content, More Signals 

 

Against today‟s backdrop of 

evolving business models in 

content distribution and broad-

casting, market research firm 

Euroconsult still projects solid 

long-term growth in satellite 

video services worldwide.   That is wel-

come news for suppliers, from ground gear 

to satellite builders.  “The demand for 

HDTV is growing around the world and 

some people believe that „Ultra HD‟ is 

coming, which will require even more 

bandwidth,” says Wendy Lewis, spokes-

person for Space Systems/Loral, a satellite 

manufacturer which builds some of the 

highest power satellites at 20-kW to meet 

DTH payload requirements.   

 

 In the long term, it does seem clear that 

there will be an inevitable explosion in the 

amount of content available, so all forms 

of delivery, including satellite and terres-

trial infrastructure, must continue to grow 

at a fast pace in order to keep up.   

 

Dan Freyer is the principal of Ad-
Wavez Marketing, an integrated 
marketing agency     serving the 
satellite industry. Since 1990, he 
has worked with leading spacecraft 
and ground equipment manufactur-

ers, satellite operators, and video and IP users 
to grow their brands and businesses. He can be 
reached at dan@AdWavez.com 

 

The Hispasat/Hispamar fleet of      
satellites provide state-of-the-art 
technology with the latest on-board 
processing and innovative solutions 
for the American market.   
 
We can provide leading-edge,  
end-to-end  services for broadcast, 
broadband, enterprise and  military/
government  applications. 
 

Your Gateway to the US and the  
rest of the Americas and beyond 

 www.hispamar.com.br 

   www.hispasat.com 

http://www.oneworldtech.com/1.html
http://www.oneworldtech.com/1.html
http://satellite.adwavez.com/
http://satellite.adwavez.com/

