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Inequality means different things to 
d i f f e r e n t  i n d i v i d u a l s .  I n  
mathematics two objects are 
unequal when one is greater or 
fewer than the other. In economics 
inequality is, simply put, the 
difference between rich and poor, 
t hose  who  possess  many  
economic assets and those who do 
not. 
This inequality is not only about 
what people possess but also 
about the opportunities they have 
and are likely to come across. This 
lack of opportunities for 'have not's' 
will also mean that their chances of 
becoming a 'have' either socially or 
economically are slim. Assuming 
this is indeed the case creating 
more equal opportunities for the 
'have not's' should lead to more 
equality in the future.

Access to broadband internet are 
all things that are taken for granted 
by some, and desperately needed 
by others.

Information and Communication 

Technologies, ICT, is a source of 

opportunity that is used widely in 

developed countries. Almost all 

businesses rely on some form of 

ICT to keep their business running, 

deal with their administration and 

finances, gather and exchange 

information, streamline their 

processes, and endless other 

activities. Students also use ICT to 

their advantage due to the endless 

knowledge that is available online. 

Knowledge from all areas of the 

world can be accessed through a 

computer with internet access. Not 

only students, but all people that 

have access to the internet have 

access to the global knowledge 

system that is shared online. This 

shared knowledge is a large factor 

in Research and Development 

activities and thus in innovation. 

It is clear that computers and the 
internet are needed for access and 
participation in the global knowledge 
system. To be able to generate 
knowledge higher education and 
h igh l y  educa ted  peop le  a re  
necessary. 

This is a problem in counties where 
even primary education is not received 
by many, and access to computers 
and the internet is often not available

 In Sub-Saharan Africa,the percentage 
of people with access to the internet 
was 3,23 in 2007.  In the United States 
this percentage for the same year was 
75. This is a huge gap.

Digital Divide implies the gap between 
individuals, households, businesses 
and geographic areas at different 
socio-economic levels with regard 
both to their opportunities to access 
information and communication 
technologies (ICT) and to their use of 
the Internet for a wide variety of 
activities”. 

The United Nations Development 
Programme states that “The network 
s o c i e t y  i s  c r e a t i n g  p a r a l l e l  
communications systems: one for 
those with income, education and 
literally connections, giving plentiful 
information at low cost and high 
speed; the other for those without 
connections, blocked by high barriers 
of time, cost and uncertainty and 
dependent on outdated information.”

Former Senegalese President 
Abdoulaye Wade observed that “The 
digital gap brings with it a danger of 
isolating certain peoples, those in 
Africa in particular ... It is paradoxical 
and ironic that the continent which 
invented writing is excluded from 
universal knowledge.”

Many initiatives have been taken to 
bridge this divide, but for many 
countries where incomes are low, food 
is hard to come by, and quality 
education and healthcare are not self-
evident, the barrier to ICT proves to be 
one that is difficult to cross.

This leads to the question of what can be 
done to bridge this divide, and let 
developing countries benefit from the 
opportunities that ICT can provide.

Should ICT in developing countries be 
applied in the same way as in developed 
countries? Or should we look at the 
specific needs of these countries and ask 
ourselves how these needs can be 
facilitated by ICT? Also, how can ICT be 
facilitated in developing countries? 

In order for these countries not to 
become dependent on developed 
countries to provide them with ICT they 
will have to develop  their own affordable 
I C T p r o d u c t s .  T h e  n e c e s s a r y  
infrastructure to facilitate new ICT will 
a l s o  b e  n e c e s s a r y,  b u t  w h a t  
infrastructure is needed and how can this 
be realized? 

For ICT to succeed and to be sustainable 
the government and the private sector 
need to be support ive of  th is 
development.

But what should governments contribute 
t o  c r e a t e  a  s u s t a i n a b l e  I C T  
environment? These questions form  the 
basis for this edition of spacewatchafrica 
magazine The main question is,: “How 
can satellite operators successfully 
addess the menace of digital divide in 
Africa”?

In the opinion of experts,  the main cause 
of the digital divide is income 
differentials. Other causes also include 
illiteracy, age, urbanization rate, 
t e l e p h o n e  d e n s i t y,  e l e c t r i c i t y  
consumption, and regulatory quality. 

However, it is believed that  income and 
education are the most important 
determinants of the digital divide. 
Willingness of governments, businesses 
and individuals to use to their advantage, 
and commit to ICT and the internet are 
important factor that can stem this divide. 

According to one observer,” the more 
links a country has to the global society 
and the more institutions of science and 
education it has, the faster is adopts ICT 
and internet.

Editorial

Bridging digital divide



CWG Plc ,  the  Pan-Af r i can  
Information and Communications 
Technology Company is dedicating  
successes it has achieved in the 
past 25 years to God, clients, staff 
and partners.

CWG became the largest security in 
the ICT sector of the Nigerian Stock 
Exchange (NSE) when she listed 
her shares and went public in 2013. 
She was subsequently recognized 
as a global company by the World 
Economic Forum in 2014, signaling 
an expectation of achieving the $1 
billion turnover mark in the not too 
distant future.

Commenting,Joseph Agada, its 
Chief executive officer said, CWG 
was known for deploying cutting 
edge technology solutions that 
enable the growth of its clients' 
businesses, and it was a major 
milestone to be celebrated with all 
those who have consistently 
believed in the company's products 
and services.

“This year, CWG, we will be 25 years 
as a company. We couldn't have 
made it this far if it weren't for our 
loyal customers who believed in the 
quality of Technology solutions we 
could proffer. It has been a long and 
often hard road, one which has 
taught us strongly how to weather 
the storms. We have grown both 
internally and externally, had our 
shares of highs and lows and then 
some more highs. All these were 
because our clients and Partners 
kept taking a chance on us. Hence, 
CWG has deliberately singled them 
out for a huge 'Thank You'; as we 
mark our Silver Jubilee,” a visibly 
sobered Agada said while reflecting 
on CWG's 25 years of doing 
business in Nigeria.

CWG had a series of rosy years 

between 2004 and 2007, when the 
company grew at an impressive rate of 
75% year on year, with dominance in 
the Banking and Telecom sectors. 

Subsequently, the company’s low 
interest dollar loans which it managed 
to secure from offshore banks to 
finance her thriving Automatic Teller 
Machine (ATM) business had been 
recalled due to the turmoil in the global 
financial markets, and had to be 
refinanced by much higher-interest 
local loans at an excruciatingly high 
exchange rate. Not to mention that the 
Purchase Orders against which we 
brought in container loads of ATMs 
which were suddenly cancelled on 
account of force majeure. The reason 
being that absurdly, the Central Bank 
had suddenly started forbidding banks 
from mounting ATMs in public places 
other than their branch premises.

Putting on our thinking caps, we came 
up with starting an ATM-as-a-Service 
business model., said the CEO. This 
was an instant hit, and a win-win 
strategy for both us and our customers; 
we had ATMs sitting idle in our 
warehouse, and they did not have 
headroom for additional capital 
expenditure. 

By 2010, we had built a huge business 
in our telecommunications subsidiary, 
providing Wide Area Network (WAN) 
infrastructure for our financial sector 
customers based on very small 
a p e r t u r e  t e r m i n a l s  ( V S ATs ) ,  
contributing a bottom-line margin of 
about $3m per annum. The party was 
good while it lasted, but the wheels 
were beginning to come off, as 
undersea fibre cables landed at our 
shores, bringing with them relatively 
much faster and cheaper fibre 
infrastructure and promoted by very 
deep-pocket GSM Operators. They 
quickly took out everybody in their 
sights and left us with a loss of about 
$1m in 2011, which doubled the next 
year. He further went on to say that the 
CWG's operational landscape has 

undergone quite a bit of changes in the 
last few years, necessitated by the 
need to ensure relevance with the 
changing tide in the economy. Firstly, 
with the turn of the year, it is adopting a 
new name CWG Plc rather than 
Computer Warehouse Group; this is 
more apt as CWG's business portfolio 
bears more than just computer sales as 
its previous name depicted. The 
operational model has evolved from 
being a reseller to a provider of 
operational and maintenance Support 
Services and presently to serving as 
the leading provider of platforms and 
services that enable growth for varying 
sectors of the economy.

CWG offers IT Infrastructure Hardware 
Serv ices ;  Sof tware  Serv ices ,  
Communications Services, Managed 
Services and Cloud Services/CWG 
2.0. With its core values still intact, they 
operate out of 4 African Countries; 
N iger ia ,  Ghana,  Uganda and 
Cameroun. With a number of 
International Partners; CWG has 
evolved, presently with an array of 
bespoke Technology Home-grown 
solutions.

  
Africa's high tech Icon celebrates
her silver jubilee 

Nigeria

Mr. James Agada, Chief Executive Officer
CWG Plc



African SMEs awaken to opportunities
in EO sector

The years from 2000 to the present 
are crucial for the development of EO 
in Africa. The level of  advancements 
in  In fo rmat ion  Sys tems and  
Information Technology currently 
available have made it possible to 
access information that was once 
unthinkable to acquire. 

A huge amount of geographical data 
now  available were attributed to the 
growing  number of related public and 
private institutions in many parts of the 
continent.

In the realm of  GIS, the increase in 
spectral and spatial resolution of data 
delivered by newly developed earth 
orbiting sensors in Europe, the US 
and other countries have provides 
more cost-effective access to 
framework data and mapping bases.

More so, the increased affordability of 
p e r s o n a l  c o m p u t e r s  a n d  
microelectronic equipment as well as 
telecommunication services giving 
access to the internet at least in some 
parts of Africa  are paving the way for 
an avalanche of information in Africa - 
for scientific research; for broader 
society, and for planning and policy 
purposes, according to the survey 
report..

In addition, Google Earth has become a 
tool for grassroots mobilisation, 
environmental protection and disaster 
response. This  tool has become a vital 
instrument for nonprofit and public 
benefit organisations, private services 
industries in EO and geospatial 
sciences to visually tell their stories, 
locate their position and appreciate 
their environment.

Furthermore, quiet a number of EO and 
geospatial-specif ic programmes 
coming from the US, Europe, Japan 
and other major EO players have 
stimulated the needs for proactive 
capacity development in EO and 
geospatial technologies in Africa.

In the last 10 years, four African 
countries, Algeria, Egypt, Nigeria and 
South Africa have built mini-satellites, 
moving the continent out of the class of 
being 'sensed' to 'sensing'. At the same 
time, a continent-wide, real-time EO 
infrastructure has been developed. 
Across Africa there are now more than 
twenty national space agencies  as well 
as regional centres and over 45 
universities dedicated to building 
expertise in EO technologies.

With technological advancement on the 
continent being steady, a growing EO 

market, an increasing EO user 
community, a breed of enterprising 
remote sensing experts and a 
dynamic science network can be 
seen, according to a report. The 
survey reveals   that  these 
developments have created space 
and impetus for the growth of the 
African private EO sector.

Employment development in 
recent years
According to the survey, African 
SMEs are working with EO/ satellite 
data for  remote sensing data, 
main tenance and arch iv ing,  
dissemination and distribution, 
ana lys is  and in terpre ta t ion ,  
integration of interpreted data with 
other spatial data and models, as 
well as training in all of these aspects. 

Accordingly, companies in six 
countries, namely Morocco, Kenya, 
South Africa, Nigeria, Madagascar 
and Botswana currently employs 
over 100 persons amounting to a 
total of 961 employees in all, the 
survey reveals.

In terms of revenues, over 50 per 
cent of the companies have 
performed in a band of up  to $ 100k 
in 2015, with about 20 per cent 

African report



indicating a revenue band between 
$ 100 - $ 500k and 11 % a band from 
$ 500k - $ 1 million. Only around 7 % 
of companies surveyed had 
revenues in the band $1m - $ 5m or 
above.

The revenues were accrued 
primarily in companies 'home 
countries,  especially in countries 
where they are legally registered. 
This is because over 70 % of the 
companies operate primarily on a 
national level. However, some 15 % 
of companies also realise income 
beyond national borders, especially 
i n  t h e i r  s u b - r e g i o n a l  
neighbourhood. The number of 
companies that have business on a 
continental scale or receive 
revenues internat ional ly,  is  
relatively small. By and large 
companies seem to be trusting in 
continued growth both in revenues 
and employment.

Market segments

The study also revealed that 

business is primarily done in the 

three  segments of the market, 

namely, local and regional planning, 

environmental pollution, climate, 

and Agriculture. Other important 

segments comprise the Utilities 

sector especially water, electricity, 

waste ,  min ing  sec tor,  and 

transportation. Quiet a few do 

business in forestry, and in the area 

of humanitarian operations and 

health respectively. The oil and  gas 

sector plays a role accounting for 8 

% of companies, and the security 

sector for 7 % of respondents.

Customers
In Africa, public sector is the 
principal customer for most of the 
companies. But private companies 
are also important clients. It is 
assumed that these private clients 
wou ld  p robab ly  be  min ing  
companies, agricultural consortia, 
forest plantations or construction 
companies, roads including 
transportation projects. Some of the 
companies have c l ients  in  
international organisations and 
non-governmental organisations 
(NGOs). As could be expected, 
public research and development 
sponsors and academic institutions 
only play a very minor role for the 
business of private companies.

According to the survey, many of the 
companies seem to have working 
relations with European companies, 
companies in North America such as 
the US and Canada. A quarter of all 
companies have working relationships 
also with Asian companies. This figure 
is slightly higher in English speaking 
countries than in French speaking 
respondents and most likely due to 
easier lingual communication. Not 
surprisingly, working relations with 
companies in Australia and Latin 
America are rather few in the sample.

Data suppliers
Many African GIS companies do not 
currently buy data from commercial 
suppliers at all. However, cost of EO 
data is perceived to be one of the most 
significant barriers to growth of the 
industry. Costs of data needed to be 
reviewed as they were prohibitive for 
the average user. Availability and 
accessibility of free data was regarded 
as one factor that could strengthen 
business in the sector. Data quality and 
standards for each end use application 
was also indicated as a critical issue. 
Of course,many  do buy data, namely 
from US as well as from European 
satellites. Few companies either buy 
data from Indian satellites or from other 
operators. Few of the companies 
reveals that they buy data from African 
satellite operators, suggesting that 
African satellite data currently play no 
significant role for private business.

Most of the surveyed firms spend $ 20k 
on satellite data in average per year. 

Training programmes

Across Africa, over 80 % of GIS 
companies also regularly provide 
training. This is not surprising given 
that the main business activity of 
surveyed companies is in downstream 
services. . But some of the companies 
also do training in remote sensing, 
data integration as well as in image 
processing, application oriented 
interpretation and . training in 
modelling.

The scope of the training programme 
also include photogrammetry, UAV 
training; geospatial web-application 
d e v e l o p m e n t ;  g e o - s o f t w a r e  
development, applications and 
interoperability training; spatial 
databases; GPS, hydrography; data 
acquisition; numerical cartography; 
hydrography and disaster risk 
management.

Barriers to Growth
In order to understand how the African 
private EO industry is currently doing, 
researchers  solicited respondents' 
views on obstacles to growth and on 
challenges they struggle with. 

Most of the companies indicated that 
several customers recognise benefits 
but lack budget to fund a GIS project. 
Also, lack of development funding, and 
cost of EO data as well as contract 
compliance usually, customers paying 
late and contract acquisition that is, 
finding new customers are also severe 
p rob lems fac ing  A f r i can  GIS  
companies.

In addition, policy and legal provisions 
hampering growth has also been 
mentioned as  major problem. The lack 
of venture capital and operational data 
have also been responsible for the slow 
growth of African operators. However, 
several companies assers that lack of 
staff with special skills and sufficient 
educated professionals is also  a 
problem.

Competition
Competition coming from other EO 
suppliers is considered a threat to their 
own company's growth. Competition 
from government funded National 
Space Agencies, and from non-EO 
sources including losing business to 
surveying and mapping companies 
have been mentioned by respondents.. 
C o m p e t i t i o n  f r o m  E u r o p e a n  
companies has also been mentioned in 
comments, particularly in connection 
with Europe-funded projects. However, 
companies claimed that European 
companies were given preference over 
African companies. 

Most surveyed companies operate on 
a national level and do not seem to look 
much across national African borders 
or in Africa as a whole for acquiring 
more business. One key step is for 
governments to acknowledge their role 
as purchasers of services so providing 
an underpinning market and revenue 
source for companies. This is a key 
step which is complicated by the 
presence of many government 
research bodies which provide 
services to their governments. 

After all, in Africa it can be seen that 
some 63% of revenues come from 
governments which is a similar figure to 
that seen in Europe. Governments are 
both customers for EO products as well 
as seeking to sponsor the sector as a 
perceived hi-tech growth area.

African report



African maritime operators have 
recently observed that there is an 
increasing need for vessels to be 
connected to the institution's 
intranet, the Internet, or industry 
extranets in order to improve 
operational productivity through 
t h e  t r a n s f e r  o f  r e a l - t i m e  
information, as well as meeting 
regu la to ry  communica t ions  
requirements, and also support 
crew connectivity to family and 
friends. 

In many instances, ship personnel 
typically need to download latest 
chart updates, engine monitoring 
and weather-routing applications, 
all from centralized source, and 
distribute this information in real 
time to all the vessels in the fleet 
simultaneously. According to 
industry estimates, there are 
approximately 112,500 ships  at the 
beginning of the decade with 
satellite services made up of 
68,000 merchant ships, 23,000 
fishing vessels, 6,500 passenger 
ships, 6,000 large yachts, 9,000 
government vessels respectively, 
and also there were 8,500 oil and 
gas platforms.

So far, maritime broadband 
satellite services have seen growth 
over the past 10 years with the 
market being served by lower 

bandwidth L-band solutions and 
regular C-and Ku-band Very Small 
Aperture Terminal (VSAT) services. 
While the coverage of these services 
may be global, these systems have 
limitations in terms of available 
bandwidth per vessel, particularly in 
high-traffic shipping routes in the 
Northern Atlantic as well as in the 
Pacific Ocean. 

As connectivity requirements in the 
maritime industry are increasing and 
as vessels are implementing a larger 
number  o f  h igher  bandwidth  
a p p l i c a t i o n s  s u c h  a s  v i d e o  
conferencing, real-time monitoring, 
route planning, cloud-computing 
applications, and crew connectivity, 
satellite operators have responded by 
including high-traffic maritime routes 
in the coverage areas of their 
upcoming High Throughput Satellite  
systems.

 A growing inventory of HTS capacity 
along the most highly travelled 
maritime routes from operators 
include Inmarsat (GX), Telenor (Thor 
7), Intelsat (EPIC) and O3b, all have 
become available, and operators  
readily provide regular capacity to 
maritime markets through overlaying 
new HTS beams to enhance capacity 
within their “regular” satel l i te 
footprints.

Traditionally, the maritime industry has 
made significant use of machine-to-
machine (M2M) services on MSS 
bands. M2M services support basic 
functions such as geo-location 
information, machine surveillance, 
surveillance of various conditions such 
a s  t e m p e r a t u r e  a n d  s p e e d ,  
Supervisory Control and Data 
Acquisition (SCADA), and ship 
identification services used for 
Automatic Identification System (AIS) 
or Long-Range Identification and 
tracking (LRIT). 

LRIT was establ ished as an 
international system in May 2006 by 
t h e  I n t e r n a t i o n a l  M a r i t i m e  
Organization (IMO). AIS is a collision-
avoidance navigational aid system 
also mandated by the IMO that 
originally operated in the VHF radio 
band, while it was originally designed 
for short-range operation, it is now 
possible to receive such data by 
satellite in many parts of the world.

A r o u n d  3 7 5 , 0 0 0  s a t e l l i t e  
communication terminals were in 
operation in the maritime market as at 
2014. The market is comprised of 
narrowband, less than 128 kbps 
terminals, M2M terminals, and 
broadband terminals. Usually, about 
71% of the maritime terminals were 
used for M2M and for safety 
communications.

Maritime 

Maritime operators going digital

Review

African maritime operators are unanimous in their resolve to step up connectivity in 
the industry, as vessels are beginning to implement  higher bandwidth applications 
such as video conferencing, real-time monitoring, route planning, cloud-computing 
applications, and crew connectivity, across continental oceans. Not left behind, 
satellite operators themselves have responded by including high-traffic maritime 
routes in the coverage areas of their current and upcoming High Throughput 
Satellite (HTS) systems, as reported by spacewatchafrica.



With a projected CAGR of around 
7% over the next few years, the  
number of maritime terminals is 
estimated to reach 650,000 by 
2022. Indeed, MSS terminals are 
still expected to account for the 
large majority (95%) of terminal 
deployment over the next few 
years, and the population would 
grow to around 619,000 terminals 
by 2022 based on a recent report.. 

Over the same period the CAGR of 
broadband VSAT terminals is 
expected to be 13%, for M2M 
terminals 8%, and for narrowband 
te rmina ls  - 7%.  The  VSAT 
deployment will grow at a more 
significant rate, especially with the 
deployment of Ka HTS, the VSAT 
terminals should grow from around 
9,000 terminals in 2011 to around 
30,100 terminals in 2022, with a 
CAGR over the 10-year period of 
12%. 

Uptake of HTS Broadband
Although deep sea-ships have 
multiple communication solutions 
for different shipboard functions,. 
traditionally service providers have 
had to purchase the terminal 
equipment and then lease it to end-
users because of the high cost. The 
reduced Ka costs, due to the 
smaller size of the equipment, may 
fuel more wide-scale uptake of 
connectivity to vessels of all sizes in 
the next 5 years, to the end of the 
decade. 

According to market research 
forecasts by Euroconsult, the 
number of Ka HTS maritime VSAT 
terminals is expected to grow from a 
nascent market today, to about 
13,000 terminals by 2022. Net 
additions of HTS terminals are 
expected to ramp up, averaging 
nearly 1,750 units/year until 2022, 
this being about 2.5 times the net 
VSAT terminal additions for regular 
C-band and Ku-band combined. As 
well,  total marit ime service 
revenues are projected to be 
around $1.7 billion in 2022. 

The Atlantic Ocean represents 
about 50% of the total maritime 
market in terms of terminals and 
traffic, owning to the concentration 
of shipping routes in the North 
Atlantic, the cruise ship business in 
the Caribbean, and Oil and Gas 
installations in the Gulf of Mexico. 

The second largest region is the Pacific 
Ocean owning to the import business 
from China. 

Maritime VSAT service providers 
inc luding MTN, KVH, Astr ium 
Services/Airbus Group, and Harris 
Caprock are expected to integrate HTS 
capacity into their current service 
plans, allowing them to offer higher 
throughput at current price levels or 
offer the current bandwidth packages 
at a reduced cost per bit in the future.
Inmarsat, with an existing maritime 
business in L-band now reportedly 
plans to be offering worldwide 
coverage through a tessellation of 
high-power Ka-band spot beams, 
addressing global shipping companies 
with dispersed fleets and routes. 
Traditional providers may encourage 
their client bases to switch from legacy 
Ku-band satellites to their HTS Ka-
band systems by offering appealing 
deals on the new services. 

O3b also has a maritime non-GSO 
offering that focuses on the high-end of 
the market such as large cruise ships, 
w h i c h  h a s  l a r g e  b a n d w i d t h  
requirements and an economic 
incentive to deploy the relatively large 
on-board equipment. 

KEY PLAYERS

Inmarsat
Inmarsat offers high-availability VSAT 
services through a combination of both 
GX Ka-band and FleetBroadband. 
Inmarsat has served the market for 
over 30 years.  Their network is global, 
thus facilitating the delivery of higher 
performance consistently, with a 
downlink up to 50 Mbps and an uplink 
to 5 Mbps. The all-IP network enables 
point-and-click capability with a 
consistent user experience worldwide: 
Inmarsat GX enables seamless, real-
time operations between vessels and  
offices, in addition to enhanced 
communications and entertainment for 
the crew. 

Inmarsat GX is much simpler and 
quicker to install than existing Ku-band 
systems, minimizing downtime in the 
dock for vessels. There is the option to 
use a 60-cm terminal that does not 
require a crane for installation. GX 
terminals are lower in cost than those 
currently available for Ku-band, and 
services will be available for a fixed 
monthly fee.

ViaSat/KVH

ViaSat, in partnership with KVH 
Industries, provides reliable, high-
speed Internet access to seagoing 
vessels over the vast majority of the 
bus ies t  mar i t ime cor r idors .  
Appl icat ions include cruise, 
commercial business, and offshore 
O&G exploration. Operating on the 
ViaSat Yonder® network, the mini-
VSAT Broadband service offers 
cable modem-like speeds so 
customers can connect to a virtual 
private network, send and receive 
email with attachments, make VoIP 
phone calls, browse the Internet, 
and transfer files, just as they would 
from a land-based business office. 

Intelsat
Intelsat offers the Global Mobility 
Network to provide broadband 
s o l u t i o n s  f o r  m a i n t a i n i n g  
communications for vessels, crews 
and passengers across the 
commercial shipping, oil and gas, 
and cruise and yacht industries. 
However, by utilizing a hybrid 
satellite and fiber infrastructure, the 
firm is able to provide constant, 
high-speed IP access for converged 
v o i c e ,  d a t a ,  a n d  I n t e r n e t  
applications – all on one convenient 
global platform. 

Intelsat's support of a range of 
shipboard antenna sizes and 
modem solutions provides true 
flexibility in designing a mobility 
solution. Accordingly, proven global 
C-band coverage, combined with 
global Ku-band mobility beams over 
the world's major shipping routes, 
ensures that maritime operators 
stay connected anywhere they are. 
Figure 5.2 depicts the global 
coverage of Intelsat's mobility 
services.

O3b
O3b, as a Low Earth Orbit satellite 
operator, is targeting the maritime 
market. O3b satellite beams follow 
ship tracks on ship's normal route. 
The service provides 350 Mbps 
Committed Information Rate to each 
ship. The service entails beam 
tracking updates in real-time if the 
ship has to change course. O3b will 
maintain ship within beam center, 
but the ship needs to provide 
latitude/longitude updates on 2-h 
intervals via in-band or out-of-band 
channel.



In 2015, China posted a record 19 
launches of its Long March rocket, the 
most since the program began 40 
years ago earning it over 250 flights, 
with record 97.65% success rate for 
the in-service launch vehicle 
missions. The Chinese Long March 
also record its first 50 launches in 28 
years, the second 50 in 9 years, the 
third 50 in 4 years, in 2015 there were 
19, and in 2016 there are 26, and this 
year the number is increasing  ahead 
of Asian rivals India and Japan. 
Indeed, top Western launch programs 
such as Arianespace's Ariane 5, 
Boeing's Delta II, and Lockheed 
Martin's Altas V, as well as Russia's 
Proton, have been  all less active than 
Long March.

The Wenchang Spacecraft Launch 
Center, WSLC, a new launch site 
located in the Hainan Island as the 4th 
launch center, is used for LM new 
generation launch vehicles. This year, 
China is looking set for its most 
intense year of space activities so far, 
taking further steps towards a large 
space station, launching a complex 
mission to collect Moon samples, and 
aiming for a national launch record.

As part of its plans to establish a large 
civil space infrastructure by the middle 
of the next decade, China will launch a 
range of Earth observation, weather 
and navigation and positioning 
satellites in this year.

A number of Haiyang all-weather 
ocean observation satellites are due 
to launch, as well as Gaofen-5 and 
Gaofen-6, which will add to the China 
High-resolution Earth Observation 
System. These satellite constellations 
will be used for disaster warning, 
urban planning, weather forecasting, 
water resource assessments,  
agriculture and more, according to 
official statements.

Work will continue on its own version 
of America's GPS system, Beidou, 
launching 6-8 more satellites this year, 

including a number of dual launches to 
medium Earth orbit, starting in July 
from Xichang in Sichuan. While China 
has developed its new cryogenic Long 
March 5, 6 and 7 rockets, the older, 
established hypergolic Long March 
2.3. and 4 launch vehicles will be used 
for the vast majority of missions.

The Long March 3B is expected to 
launch into high orbits the Zhongxing-
6C communications satellite, the 6-8 
Beidou sats, and Alcomsat-1 for 
Algeria. The Fengyun-2H weather 
satellite will also launch from Xichang 
on Long March 3 variant.

In addition to Alcomsat-1, EgyptSat II, 
VRSS-2 for Venezuela, and SaudiSat-
5B represent international contracted 
satellite launches that would go ahead 
this year. Scheduled for around July is 
Zangheng-1, also known as the China 
Seismo-Electromagnetic Satellite 
(CSES), a collaborative project with 
Italy to monitor electromagnetic and 
atmospheric phenomena and study 
correlations with the occurrence of 
seismic events. The next in the series 
of classified Yaogan satellites, possibly 
for spying and intelligence, are also 
possible missions.

Chinese CGIC is also building and 
launching  Earth observation satellite 
for Pakistan in 2018. The Earth 
observation satellite being built by 
China Great Wall Industry Corporation 
will be the second satellite built for 
Pakistan. In 2011, China Great Wall 
Industry Corporation launched the 
PakSat-1R communications satellite 
that it had built for Islamabad.

China last month launched its first HTS 
satellite,Shjian-13/Zhongxing-16, 
capable of around 20Gbps, and will 
next month launch Shijian-18, capable 
of around 70Gbps.

Long March rockets launched two 
Beidou (3M1, 3JMA) navigation 

satellites, the Chang'e-5 lunar 
exploration spacecraft, the Haiyang 2 
Earth resources satellite. More 
navigation satellites, including 
Beidou-3M7, Beidou-3M8; Beidou-
3M5, Beidou-3M6,? Beidou-2G8 have 
all being scheduled for December. 

China still offers the cheapest rides to 
space for commercial satellites via its 
Long March rockets, and beyond 
that, China still buys foreign-built - 
especially European - satellites on 
occasion.

The China Great Wall Industry 
Corporation (CGWIC) recently 
announced a contract to construct the 
Palapa-N1 telecommunications 
satellite for Indonesia, with launch to 
follow in 2020. Palapa-N1 will be a 
high-throughput satellite (HTS) 
based on the Dongfaghong-4E 
satellite bus and launched by a Long 
March 3B rocket from the Xichang 
Satellite Launch Centre in China's 
Sichuan province. 

The deal between CGWIC, a CASC 
subsidiary, and Palapa Satelit Nusa 
Sejahtera (PSNS), a joint venture of 
PT Indosat TBK and PT Pasifik Satelit 
Nusantara (PSN) was signed in 
Jakarta on May 17, 2017.

According to the contract, CGWIC will 
provide the clients with the satellite, 
launch services, ground systems, 
insurance and finance support. The 
Ku band HTS satellite will be used to 
provide broadband services to 
Indonesia. The satellite will be 
manufactured by the China Academy 
of Space Technology (CAST), a 
subsidiary of the China Aerospace 
Science and Technology corporation 
(CASC), the main contractor for the 
Chinese space programme. It will 
provide satellite based services 
throughout Indonesia and other 
countries stretching from Australia to 
the Middle East.

Another busy year for Long March

CHINA



One of the products of this investment is 
the large and modern fleet of Long 
March rockets, which are being used to 
launch Shenzhou manned capsules to 
LEO and may eventually launch a 
Chinese space station and a Chinese 
manned mission to the Moon within the 
next 15 years.
Another product of China’s investment
in its space industry is the country’s
abi l i ty to manufacture modern 
commercial communications and 
imaging satellites that are roughly 
comparab le  to  t he i r  Wes te rn  
counterparts.

According to CGWIC, the Middle East 
remote sensing satellite market also 
offers China Great Wall Industry 
Corporation with new opportunities. 
“China is currently striving to tap the 
space market in the Middle East that 
is dominated by the United States and 
European firms.

With its growing civil and military space 
p rogram,  expand ing  domest i c  
commercial telecommunications 
industry and commercial satellite joint 
ventures with countries like Brazil, and 
new opportunities for launching 
indigenously produced satellites for 
other countries or ITAR-free satellites 
built by European companies, there is 
no question that the days when China 
accounted for only 4-5 space launches 
per year are history.

YahClick is now the largest SME and 
consumer broadband service  in the 
Middle East and Africa despite the fact 
that the company is yet to access 
either Saudi Arabia or Iran. 

However, in South Africa, very few 
homes will be unconnected; if Al Yah 
Satellite Communication Company 
(Yahsat), the Abu Dhabi-based 
satellite operator, has its way. Prince 
Sebapu,who works for the National 
Library in Pretoria, has seen at first 
hand how YahClick, the satellite 
broadband service provided by 
Yahsat, has dragged the most 
analogue of institutions into the digital 
age. 

“Our mother department, which is the 
department of arts and culture,  
realised that they needed to improve 

Yahsat is fast growing 
in South Africa

the library services in different 
provinces,” Mr Sebapu says. “We 
want people to be able to access 
information, so the approach of the 
National Library was to divide province 
by province. Every year we do internet 
connectivity in a particular province.” 
The biggest of South Africa's 
provinces, Eastern Cape, now has 
207 libraries in remote rural areas, 
where some do not even have 
electricity.

The Yahsat chief executive Masood 
Mahmood says until recently many 
schools and colleges in remote areas 
still relied on dial-up terrestrial 
connectivity to access the wider world, 
an often unreliable process that 
hindered learning and development. 
Satellite broadband has been a game-
changer, with more children having 
access to a wider range of resources 
and, in some cases, distance learning 
where a tutor remotely takes a class 
from another facility. The practice is 
now spreading across Africa. “We've
witnessed how our broadband 
service,

YahClick, is especially impactful in 
small towns and rural areas in Africa,” 
says Mr Mahmood. “For example, in 
Nigeria, we connected remote schools 
as part of a universal broadband 
programme giving those children the 
same opportunities they would have in 
cities and towns across the country. 
“Taken for granted in many urban 
areas, availability of broadband 
services in rural communities can 
make the difference between 
employment and not earning a living, 
as well as good health. 

Every student, every school and every 
community we connect to resources 
brings us one-step closer to universal 
education and well-being in Africa.” 
According to Mr Sebapu, many of the 
207 Eastern Cape locations did not 
even have fibre optics or internet 
cables, so other solutions were 
needed to get them connected. The 
answer came in the shape of VSAT 
(very small aperture system), which 
requires the individual or business end 
user to own a box that allows its 
computer to interface with a satellite 
via an antenna. 

This could revolutionise education and 
change the lives of the children who 
live in these villages. Mr Sebapu is 
keen to point out that each library 
functions individually and is not 
dependent on the programme being 

implemented across all 207 facilities 
before it goes online. 

“In the province of the Eastern Cape, 
we are currently using the YahClick 
system,” he says. “The internet 
connection is very, very good, so it 
allows the community to be able to 
have access to the world through the 
internet. Other services allow you to 
make calls through the internet.”

The work of the National Libraries is 
not restricted to maintaining 
connectivity in these libraries. 
Indeed, it is keen to preserve the very 
essence of what makes a library a 
l i b ra ry :  the  phys ica l  books  
themselves. “I can say I'm excited 
aboutit generally because we are 
getting reports that now there are 
more people that want to use the 
services of the library,” Mr Sebapu 
says. “Some of them are discovering 
there are books here, but their 
reason for the visit was the 
internet.”Today Yahsat's YahClick 
has coverageacross 28 countries in 
Africa, central and south-west Asia 
and the Middle East. 

The service uses Ka Band satellite 
technology – the latest in a line that 
still includes Ku Band and C Band – 
which hasallowed such a rapid 
spread of coverage across these 
countries. With the planned launch of 
the Al Yah 3 satellite this year, the 
coverage will increase to include a 
further 19 countries in Africa as well 
as Brazil. 

This means YahClick will cover 60 
per cent of Africa's population and 95 
per cent of Brazil's. 

Internet usage rates in South Africa 
vary considerably from one location 
to another. In many rural areas, a 
terrestrial connection (like dial-up) is 
the only option. Even then, the 
performance of this relatively older 
technology remains erratic for many 
users. Satellite technology, an arena 
in which Yahsat vies with the likes of 
the UK provider Avanti, might be 
more expensive than land-based 
options but i t  is faster and 
considerably more reliable. Just as 
important, connection through the Ka 
Band is now more affordable than the 
Ku and C bands.

Additional report from SAMEENA



I t  t akes  p ioneers  and  b rave  
entrepreneurs to open new markets, to 
push new limits and reach new 
frontiers. These individuals are 
responsible for innovations that change 
the world for the better and offer long 
term benefits to humanity. Dave 
Pollock, CEO of Spacecom, and Elon 
Musk, CEO of SpaceX, are two 
examples, and must be commended for 
their visionary work and steadfast 
execution, says  Dr Dawie de Wet, CEO of 
Q-KON.. 

Today's hyper-connected world has 
ignited the satellite industry, which is 
changing and adapting to meet the ever 
increasing demand for connectivity that 
will exceedthe collective capabilities of 
fibre, satellite, Wi-Fi and all other 
technologies.  Current satellite 
technology is already capable of 
delivering impressive 100GBps 
payloads through high-throughput 
satellite (HTS) services, and many 
operators are invested in bringing 
satellite connectivity to the public.

Accordingly, different space operators 
are following different architectures. 
Spacecom designed the Amos6 
satellite specifically to empower Africa 
with broadband connectivity. The value 
of this strategy was quickly realised by 
Facebook who has secured dominant 
access to this satellite in order to further 
Facebook's drive to close the digital 
divide, according to Dr Dawie de Wet. 

Now with the loss of Amos 6, all industry 
parties will have to reconsider and 
reposition. Replacing satellites is a not 
quick job and takes typically three to 
five years, subject to any other plans 

t ha t  can  be  l eve raged  and  
repurposed. Amos 6 included a 
particularly strong focus on South 
Africa and had the potential to deliver 
broadband at  an impress ive 
R0,05c/MB even as current LTE 
services are typically 18c/MB. That's 
satellite connectivity at 30% of LTE 
pricing. It is possible and it will be a 
reality in the near future. 

However, the effective delivery and 
successful market development of 
s u c h  i n e x p e n s i v e  s a t e l l i t e  
connectivity services will require more 
than the most advanced satellite 
technologies. It will require the 
collective understanding and support 
by all role players including regulators, 
service providers, distributors and 
end-users. It will require service 
providers experienced in taking niche 
technologies to the market, who can 
provide on-site customer support and 
service delivery for large-scale 
deployments.

In the short term, the loss of Amos 6 
leaves a very really gap in the market 
and will definitely result in some delay 
in the market growth for broadband 
satellite services. Without Amos 6, the 
market demand will have to be 
serviced from the current spectrum of 
available satellites and those planned 
for deployment in the near future. 
However, none of the current or 
upcoming satellite can really step into 
the gap and execute on the vision of 
Dave Pollack. It will take some time for 
the industry to fill this gap. 

The good news is that Africa is 
innovative and Africa has tenacity. 
there are no doubt that collectively as 
an industry we will work harder toward 

meeting market and technology 
demands and use the time to 
improve service delivery capabilities 
on all fronts. For Q-KON as a leading 
niche telecoms service provider, this 
means we will further extend the 
performance of our current services 
and drive the envelope to the max.

In future, HTS services will 
undoubtedly shift the horizon for 
connectivity services. HTS services 
have real potential to meet the 
promise of “anywhere, anytime 
connectivity” and will change our 
perspective on what can be done, 
and at what possible costs. HTs will 
do for IP what DStv did for 
broadcast, according to Dr Dawie de 
Wet, CEO of Q-KON..  

Two  yea rs  ago ,  Facebook  
announced Internet.org, an effort to 
accelerate the rate of connectivity by 
addressing the physical, economic 
and social barriers that are keeping 
people from getting online. For 
Facebook, this satellite system 
represents one of many technology 
investments to enable cost-effective 
broadband access to unconnected 
populations. Facebook plans to 
work with local partners across 
Africa to utilise satellite and 
terrestrial capacity to deliver 
services to rural areas. 

“Facebook's mission is to connect 
the world and satellites will play an 
important role in addressing the 
significant barriers that exist in 
connecting the people of Africa’

Facebook to launch African 
satellite project in SES

Concerns grow over prospects of Spacecom  

Feature



said Chr is  Danie ls ,  VP of  
Internet.org. 

The  AMOS-6 geostationary 
satellite was configured with high 
gain spot beams covering large 
parts of West, East and Southern 
Africa. The capacity is optimised for 
community and Direct-to-User 
Internet access using affordable, 
off-the-shelf customer equipment. 

To Facebook Chief Executive, Mark 
Zuckerberg, AMOS-6 was a new 
step to serve Africa, and was very 
proud of the fledging project last 
year when he visited  Kenyan 
capital Nairobi to discuss the new  
business particularly opportunities 
that abounds for the young and 
upwardly mobile population.

Under a multi-year agreement with 
Spacecom, the two companies will 
utilise the entire broadband payload 
on the AMOS-6 satellite and will 
bu i l d  a  ded i ca ted  sys tem 
comprising satellite capacity, 
gateways and terminals

Ironically, he was in Kenya on an 
African-wide  tour and promotional 
campaign when the news of AMOS-
6 satellite loss became public. 
According to spacecom official, 
AMOS-6 would have been the first 
satellite used by Facebook as part 
of the company's Internet.org 
initiative, which seeks to bring 
internet access to the developing 
world, especially Africa and Middle 
East. The company also plans to 
use high-flying drones to beam 

internet to remote regions.

On 1 September 2016 a  day before 
the planned launch date, the 
SpaceX launch vehicle, with the 
AMOS-6 satell i te on board, 
exploded on the launch pad, 
destroying the AMOS-6 satellite. 
This failure created problems for 
“Facebook”:

AMOS-2 was reaching the end of its 
life and would need to be put into an 
inclined orbit thereby degrading the 
performance of its services.  
Services will continue to degrade 
until reaching an unacceptable 
level at which point the satellite 
would be useless for Broadband 
and DTH services. Upon the 
destruction of AMOS-6, Spacecom 
immediately began the search for a 

replacement satellite that could be 
located into the 4° West orbital position 
and provide the full segments to 
customers as well as in-orbit back-up 
capacity. 
However, construction of a new satellite 
was not an option as an immediate 
solution as the earliest a new satellite 
could be constructed, launched and 
placed into service would be between 30 
and 40 months. On 1 December 2016, 
Spacecom announced it had reached an 
agreement with AsiaSat to locate the 
AsiaSat-8 satellite into 4° West slot for a 
period of four years with an option to 
extend it to five years. The satellite is 
expected to reach its new location in 
early 2017. While AsiaSat-8 is in the 4° 
West orbital position, Spacecom will 
designate the satellite as “AMOS-7”

AMOS-5
Spacecom contracted for the AMOS-5 
satell i te in July 2008 after an 
international competition including 
e s t a b l i s h e d  We s t e r n  s a t e l l i t e  
manufacturers and Russia's ISS 
Reshetnev (ISS). The latter's Express-
1000H satellite platform, housing a C 
and Ku band payload supplied by Thales
Alenia Space (TAS) was selected, 
despite it being the very first order of a 
new and unproven product line from ISS.

After a somewhat troubled programme, 
beset by delays and communications 
problems between Spacecom and ISS, 
the satellite was launched in December 
2011 and entered service at 17° East in 
early 2012.

After around two years of successful 
operations, AMOS-5 suffered a major 
anomaly in October 2013. Around half of 
the power supplies for the satellite's ion 
thrusters ceased to function, causing 
temporary loss of some essential station 
k e e p i n g  t h r u s t e r s .  A f t e r  a  
reconfiguration, Spacecom was able to 
restore full functionality to the satellite, 
but its continued operations were now 
dependent on a single-string of 
hardware, susceptible to failure at any 
time. Extra insurance was secured for 
this failure mechanism.

Finally, in November 2015, Spacecom 
s u f f e r e d  a  c o m p l e t e  l o s s  o f  
communications with the AMOS-5 
satellite, which was unable to be 
restored, resulting in a total loss of the 
spacecraft. Spacecom reported in early 
2016 that it would receive an insurance 
payout of $158 million for the loss of the 

satellite.

AMOS-6
In the past few years we have 
witnessed a growing amount of Ka-
band capacity launched in many 
regions of the world. Fueled by the 
g r o w t h  i n  I n t e r n e t - b a s e d  
applications, the demand for satellite 
capacity has grown similarly to other 
w i r e l i n e  a n d  w i r e l e s s  
communications technologies. 

The lower Ku-band frequency 
capacity has filled up in most of the 
geosynchronous orbital slots. As a 
result, the growing demand for 
satell i te bandwidth is driving 
investment in Ka-band as the next 
choice for launching new satellite 
capacity.

Most of the Ka-band satellites 

implement spot-beam technology to 

reuse the frequency band across the 

desired coverage area. As opposed 

to wide beams that cover large 

territories, spot beams cover much 

smaller territories usually 1/50 – 

1/100 of the large territory. In addition, 

because of the wider spectrum 

available on Ka-band and the need to 

support many beams, Ka-band 

satel l i tes typical ly implement 

wideband transponders (300MHz – 

600MHz), about tenfold compared 

with the typical 27MHz to 54MHz Ku-

band transponders. 

Consequently, Spacecom signed a 
$195 million contract with Israel 
Aerospace Industries, IAI in June 
2012 for the construction of the 
AMOS-6 satellite. The satellite was 
originally due to be launched in mid-
2015, but apparently suffered 
significant constructions delays 
resulting in a planned launch in 
September 2016. During early 
September 2016 preparations for 
launch on SpaceX's Falcon-9 rocket, 
however, the satellite was completely 
lost in a launch pad explosion the day 
be fo re  the  p lanned launch .  
Spacecom reported in November 
2016 that it would receive a $196 
million insurance pay-out from IAI, as 
well as seeking an additional $10 
million from IAI for late delivery 
penalties. Itwill also receive $50 
million or a relaunch at no additional 
cost with SpaceX..
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Egypt is one of the most advanced 
countries in the Middle East in terms 
of space technology capabilities. In 
2008,  the Egyptian satellite company, 
Nilesat awarded Thales a contract  for 
the Ni lesat-201 broadcast ing 
communication satellite and its 
associated services and ground 
stations. Since 2010, Nilesat-201 has 
provided digital Direct-to-Home 
(DTH) television, radio broadcasting 
and high-speed data services to users 
in North Africa and the Middle East, 
including the Gulf region. Thales 
earlier provided payloads for Nilesat's 
first two satellites Nilesat-101 and 
Nilesat-102.

Thales began operations in Egypt 
since 1973, providing its government 
and private sector customers with 
capabilities for air traffic control, 
communications, radars, air defence 
and transportation systems. The 
Group's vision is to promote security, 
sa fe t y  and  g row th ,  suppo r t  
sustainable economic development, 
and foster local talent. This is evident 
through the continuous local 
cooperation between Thales and the 
Egyptian government. Historically, 
Thales has provided defence 
s o l u t i o n s ,  a e r o s p a c e  a n d  
transportation systems for urban 
railway projects in Egypt. Over the last 
few years, the Group has extended its 
footprint in other areas including 
security for critical infrastructure and 
space-related products. Thales' local 
presence is continuously increasing 
as a result of the country's economic 
growth initiatives. 
In 1982, Thales established a joint 
venture called Arab International 
Optronics, an Egyptian joint stock 
company, created on a 49/51 basis 
between Thales and the National 
Service Products Organisation for the 
local production of optical and 

optronic equipment. The company 
today employs about 400 employees. 
Over the past thirty years Thales has 
built a longstanding partnership with 
Egypt's Air Navigation Service 
Provider providing a variety of state-of-
the-art Thales products, ranging from 
air traffic surveillance radars, modern 
navaids and air traffic control 
simulators for the Egyptian Aviation 
Academy ;  to  the  A i r  Tra f f i c  
Management (ATM) system and the 
tower system for Cairo International 
Airport. 

Aerospace 
Thales is a world leader in air traffic 
control management systems and civil 
radars, with a market share of 70% for 
navigation aid systems. It offers an 
integrated “gate-to-gate” solution, from 
the phase prior to take-off right through 
to landing. This guarantees airport 
security, efficiency of Air Traffic 
Management (ATM) activities, the 
sharing of aircraft data and the 
transparency of transfer operations 
between territories. These systems 
are safely managing air traffic in Egypt. 

Over the past thirty years, Thales has 
developed a strong partnership with 
the Egyptian Civil Aviation Authorities 
and is now one of the country's main 
providers of ATC systems. With an 
installed base of six en-route Mode S 
radars and one approach radar in 
Cairo, the majority of Egypt's territory is 
covered. The en-route control centre, 
responsible for the entire Egyptian 
airspace, is based on EUROCAT, is a 
modular system, which guarantees the 
safety and efficiency of all en-route and 
approaching flight phases. The 
automation system is currently in 
operation in many countries; with 260 
centres of international standard 
supplied by Thales, as well as 

customers' increased requirements in 
terms of air traffic security.. Moreover, it 
is correspondingly accountable for 
both the terminal area and the 
approach to Cairo international airport. 

In 2010, Cairo airport's third Air Traffic 

Control tower and third runway were 

inaugurated. These new facilities 

significantly increase NANSC's Air 

Traffic Management capabilities in 

Cairo, as well as the passenger 

capacity of this major international 

airport. Within the scope of the project, 

Thales was the General Integrator for 

all Air Traffic Control equipment. The 

company supplied, installed and 

commissioned the control tower flight 

data management system, the voice 

communication control system and 

vo ice  record ing  sys tem,  the  

EUROCAT automation system 

extension, the weather broadcasting 

system, the screens and the global 

time synchronisation system. Thales 

has also been involved in modernising 

the Egyptian Aviation Academy, 

equipping it with the latest generation 

EUROCAT Air Traffic Management 

simulators. 

Defence 
Since 2000, Thales has developed a 
strategic partnership with the Ministry 
of Military Production encompassing a 
transfer of technology and local 
manufacturing of defence-related 
systems. 

Leading solution provider in Egypt

Thales

Since it began operations in Egypt 44 years ago, helped the Egyptian satellite 
company Nilesat, build its broadcasting communication satellite, Nilesat-201, including 
its associated services and ground stations. Since 2010, Nilesat-201 has been providing 
digital Direct-to-Home television, radio broadcasting and high-speed data services to 
users in North Africa and the Middle East, including the Gulf region, according to report.

Thales had 



This sector is omnipresent 
throughout the Group's operations 
in Egypt, conveyed by the 
numerous contracts that have 
recently been awarded to the 
Group. 
2014 saw the signing of a contract 
between DCNS and Egypt for four 
Gowind corvette warships. The first 
Gowind will be built in France whilst 
the remaining will be built in 
Alexandria through a technology 
transfer. The Egyptian corvettes will 
be fitted with Thales' surveillance 
and target designation radar 
(SMART S Mk2), sonars and 
communication systems. 
In 2015, Egypt selected a DCNS 
FREMM multi-mission frigate to 
equip its armed forces. On-board 
the ship, Thales has provided a 
multi-function Herakles radar, a 
communication suite, an anti-
submarine sonar suite (ASM), an 
Artemis infrared search anf track 
system and an electronic warfare 
system. This represents 20% of the 
total value of the ship. This 
equipment reinforces the anti-air, 
anti-naval and anti-submarine 
combat capabilities of the FREMM.

Security 
In accordance with Egypt's 
modernisation plan, the security 
domain is an emerging market for 
the Thales Group.  Thales has 
provided security consulting 
services and a world-class 
authentication infrastructure for the 
Cairo and Alexandria Stock 
Exchange in Egypt, giving the 
country one of the most secure 
electronic trading systems in the 
world. The landmark contract was 
awarded by Misr  Clear ing,  
Settlement and Central Depository 
(MCSD), which performs central 
clearing and settlement operations 
for stocks traded on the exchange, 
and has also been chosen to 
provide clearing and settlement 
services for the forthcoming pan-
Arabic stock exchange, ARABEX. 
The Thales system allows brokers 
and banks who have received 
trading instructions by letter or 
phone to log-on and authenticate 
themselves using their smart cards. 
Authentication is based on the 
Thales SafeSignTM solution.

AsiaSat 9 in Myanmar

Liquid Telecom and Intelsat 
Team to Expand Services in 
Africa

AsiaSat will launch the world’s first 
dedicated Myanmar beam, bringing 
more power and enhanced coverage 
to the country and a commitment to 
deliver the best service to all 
customers. 

With AsiaSat 9 boasting most 
powerful EIRP in C and Ku-Band so 
far and an excellent ‘look angle’, to 
not only meet the demands of 
industrial and business connectivity 
for the likes of Mining, Oil and Gas, 
and Banking, but also to offer 
entertainment in television and live 
sports events in the highest quality 
the country has seen,

 AsiaSat is connecting Myanmar. 
AsiaSat 4 at 122°E is serving areas of 
Myanmar right now, with companies 
such as KBZ Gateway Company 
L im i t ed  u t i l i z i ng  ou r  VSAT 
capabilities. The company is also 
currently using capacity on AsiaSat 
7’s Ku-band, alongside other 
Myanmar customers including 
S e a n e t ,  a n d  K i n g  R o y a l  
Technologies Co Ltd. With the 
increased C-band power and a 
customized Ku-band on AsiaSat 9, 
AsiaSat will be positioned to serve 
Myanmar better, and to an expanding 
portfolio of customers and end users.

Pan-African telecoms group Liquid 
Telecom, a subsidiary of Econet 
Global, and Intelsat have announced 
a new agreement that will introduce 
high performance Intelsat EpicNG 

satellite services into the Liquid 
Telecom network. As part of the new, 
mult i-year agreement, Liquid 
Telecom has committed to dedicated 
services on the Intelsat 33e satellite, 
which began operations earlier this 
year. 

The solution features ground 
networking equipment based upon 
the Newtec Dialog® VSAT platform, 
including technology developed 
under the ESAfunded Project Indigo 
announced previously by Intelsat 
and Newtec. By taking advantage of 
Intelsat’s highthroughput satellite 
(HTS) solutions, Liquid Telecom will 
be able to deliver more bandwidth 

with greater efficiency to meet the 
growing needs of businesses 
across Africa. The new Intelsat 
EpicNG services will expand Liquid
Telecom’s coverage and network 
capabilities across the Democratic 
Republic of Congo, Kenya, Malawi, 
South Africa, Tanzania, Uganda, 
Zambia and Zimbabwe, where 
demand has grown for VSAT 
technology to deliver connectivity to 
underserved remote or rural areas.

Gazprom Space Systems, Russian 
satellite operator and HorizonSat 
(United Arab Emirates), a leading 
sate l l i te  serv ices  prov ider,  
concluded contract for Yamal-402 
satellite capacity use. The capacity 
leased by HorizonSat will be 
applied for providing Internet 
connectivity in the countries of 
Central and Eastern Africa (Congo 
DRC, CAR, Kenya, Tanzania and 
other countries). Southern Beam of 
Yamal-402 satellite has a good 
coverage of this region and cross-
strap with European Beam allows 
using HorizonSat teleport in Munich
connected to high-speed Internet 
backbones.

Intelsat has announced that 
Morocco’s INWI has signed an 
agreement to integrate satellite 
services from the Intelsat EpicNG 

platform into INWI’s network. INWI, 
the fastest-growing mobile operator 
in Morocco, is expanding into 
cellular backhaul services and, 
following the awarding of a VSAT 
license by Morocco’s National 
Agency of Telecommunications 
Regulation (ANRT), is also 
preparing to launch broadband 
connectivity services. Under the 
new agreement ,  INWI  w i l l  
incorporate services from the 
Intelsat 35e satellite, enabling the
mobile operator to enhance its 
existing network while also 
delivering improved performance 
that supports INWI’s goal to expand 
its business and reach new regions 
in the country.

G a z p r o m  D e l i v e r s  
HorizonSat Yamal-402 
Satell i te Capacity for 
Services in Africa

Intelsat to Provide Intelsat 
EpicNG Services for 
Morocco’s INWI



Delivering 
Digital 
Content in 
MENA region

Founded in 2002 and headquartered 
in the Kingdom of Saudi Arabia, 
Selevision is a leading on-demand 
service provider,  capable of  
delivering up to 400 channels in both 
HD and SD. In partnership with 
Arabsat, it has successfully brought 
the first Hybrid Broadcast Broadband 
TV technology and services to the 
MENA region through its datamena 
broadcasting services company. 
Selevision offers its audience an 
unparalleled user experience with its 
exclusively engineered services that 
include Video on Demand (VoD), Live 
TV, a fully advanced  Electronic 
Programme Guide, and an instant 
catch-up service. These services are 
all available on Selevision’s units as 
well as on any connected devices, 
such as set top boxes, connected 
TVs, and smart devices.

When it comes to over-the top (OTT) 
subscription services, consumers 
insist on a broadcast-quality 
experience. According to Ammar Al 
Ha res ,  COO a t  Se lev i s i on ,  
“Delivering high-quality HD content 
requires high bandwidth; however, 
this is not always as readily available 
to everyone in the Middle East and 
North Africa. Broadcast is the 
benchmark for quality – nothing else 
will suffice.”

Collaborating to Create a Stable 
Infrastructure

In order to bring its vision to life, 
Selevision had to partner with 
providers that not only had brilliant
capabil i t ies, but also similar 
aspirations of delivering quality 
content to consumers across the 
MENA region. By collaborating with 
du, the region’s fastest growing 
telecommunications provider, and
Akamai, a leader in OTT video 
delivery, Selevision gained two 
partners that share its vision and can 
also deliver against the technical 
requirements. Selevision selected 
du’s IP transit service – part of the 
datamena ecosystem – to capture 

and ingest content, benefiting from 
low-latency access to local, regional, 
and global hubs. Akamai’s Adaptive 
Media Delivery service is the 
complementary service charged with 
delivering content to Selevision 
audiences. Together, these services 
form the backbone of Selevision’s 
pan-MENA OTT network. 
“We needed reliable partners. The 
entire chain had to be complete, 
otherwise the service would not live up 
to subscriber expectations,” explains 
Al Hares.

Ensuring Consistent Quality of 
Experience

Now when Selevision subscribers 
access TV or movies via devices such 
as smartphones, the video on-
demand experience is always high 
quality. Video playback is smooth – 
with no buffering or lags – and streams 
are delivered without delay. In fact, the 
subscriber experience is the same as 
if watching the content on TV. 
“Through our collaboration with du and 
Akamai, we can ensure a seamless 
experience for our valued subscribers 
accessing restart TV,

Catch-up TV, and our on-demand 
services. They do not even realize 
they are being served over IP instead 
of satellite,” says Al Hares. According 
to Al Hares, a worldwide study found 
that 60% of those who tried an OTT 
service were not satisfied because of 
the poor quality. “Our partnership with 
du and Akamai ensures that 
Selevision customers are always 
satisfied with the quality OTT 
experience that we provide. In fact, 
95% of Selevision subscribers 
continue to use our OTT service after 
trying it for the first time,” shares Al 
Hares.

Partnering for Success

As Al Hares explains, Akamai plays a 
critical role in assisting Selevision with 
the delivery of its vision for a pan-
MENA OTT network. “We can easily 
convince content owners to join our 
line-up when they hear that Akamai 
will be delivering their content. 
Additionally, with datamena, we are 
able to take advantage of an all-in-one 
data center comprising a range of du 
and Akamai solutions and services 
that are relevant to the experience we 
want to deliver to our customers. du 
and Akamai are  more than just 
suppliers to us – they are valuable 
partners.”      

 far

Africa is playing host to China Central 
Television, CCTV as the media empire 
expands its global news gathering 
facilities and now has regional 
production centre in Africa, regional 
central bureaux, and  overseas 
correspondent stations and it plans to 
build more in the coming years

CCTV Africa was the first foreign 
regional production centre and 
programme provided opened by CCTV 
and the launch was a significant step in 
the development of Chinese television 
abroad. Operations commenced in 
January 2012 when offices were 
opened in Nairobi in Kenya, with 2450 
square metres of space including two 
high definition studios. Both the offices 
and the studios are fitted out with 
advanced news gathering, production 
and broadcasting equipment. A young, 
professional editorial team was 
assembled and the total staff is 
approximately 100 people. Journalists 
c o m e  f r o m  d i f f e r e n t  c u l t u r a l  
backgrounds and about half are 
Africans.

In China,  broadcasting remains one of 
the last sectors yet to be deregulated. 
But with the SAFRT realisation of the 
need for more content, the industry is 
beginning to see some changes in 
content  contro l  and overseas 
participation in creation. China's overall 
media strategy calls for the creation of 
one or two super large Chinese national 
champions who can challenge the 
international media conglomerate such 
as Time Warner, News Corps, Disney, 
Bertelsmann etc. Broadcasting is 
specifically not covered by the China's 
WTO obligations and so all of the 
deregulation in this sector is happening 
at the China's own pace. Channel 
management is at present still restricted 
to approved state owned units, directly 
under SARFT, but in practice, there is 
still some degree of deregulation that is 
beginning to occur.

Blocks of airtime are being outsourced 
to private companies, where private 
companies can take over a four or six 
hour segment and manage the content 
and the advertising during that time slot, 
perhaps subject to approval by the 
broadcaster of course. Private 
companies cannot produce news, but 
can create other types of contents. 
Stations in China all have their own 
content creation capabilities, but they 
all need to supplement their own 
content with outside content.                                                                  

Profile

CCTV growing abroad 



Until the early nineties, watching 
television was a passive, sit-back-
and-relax experience. People came 
home from work, switched on the 
te lev is ion  and  watched  the  
p r o g r a m m e s  o f f e r e d  b y  
broadcasters, in a fixed order. During 
the last  decade,  the media 
environment and the way viewers 
consume information have been 
altered.  

Due to these changes, the viewer is 
no longer an easy viewer who can be 
satisfied by the reporting of the sports 
event itself. 

The public today requests, besides 
the traditional reporting, camera 
shots from different angles, additional 
information on previous events, 
comments by others on  separate 
media forum, and commentary. In 
other words, viewers no longer 
passively submit themselves to linear 
audiovisual broadcasts or fixed texts, 
but desire on-demand services 

enabling them to decide where, when 
and on which device they experience 
the event. 

Without question, one of the great 
passions of the citizens of the twentieth 
century and today has been sport. Sport 
is an area of human activity that greatly 
interests everyone, with a majority of 
people passionate about sport and 
taking part in sports activities on a 
regular basis. Sports minded people do 
not only enjoy sport actively, but also 
passively. 

As a result, going to the stadium to see 
their favourite team play is often seen as 
the perfect pastime. Thanks to the 
media, the exploits of the athletes and 
the emotional experience from being in 
the stadium are also brought to the 
public at home, who is given the 
impression that they are live spectators 
in the stadium. Moreover, additional 
features, such as replays, different 
camera positions, close-ups., make 
viewers feel part of the event because it 

helps them to see things that stadium 
audiences often missed.

Sports clubs and  
organisations

Sport benefits from this sports and 
media relationship, because it receives 
a well needed infusion of money from 
sponsors as well as the media. As ticket 
sales represented the major revenue 
source for sports organisations in the 
past, the introduction of televised 
sports was originally feared to cause 
depletion in stadium attendance, 
because people could attend the 
events directly from their own living 
rooms.

Live coverage of sports events, 
however, soon demonstrated not to be 
detrimental to attendance, but on the 
contrary, to have the possibility to 
become a fan builder. Sponsorship 
deals have also become important 
revenue streams for sports teams and 
organisations, causing sports teams 

televised sports as “being a complement to stadium attendance”.67  

Televised sports compliment stadium
attendance

TV in Africa: Connecting viewers via sports

Television review

Source: Multichoice



and organisations themselves to 
now heavily rely on the support of 
sponsors.

The sponsors '  and media 's  
increasing involvement in, and 
control over, sport has put the 
sponsors and media companies in a 
powerful position to dictate the 
characteristics of events, or indeed, 
even to change fundamental 
aspects of the sport. A white ball, 
instead of the traditional brown ball, 
and distinct coloured shirts were 
introduced to increase the watching 
experience of football viewers. To 
get the chance to broadcast as many 
football matches as possible, 
matches played at the European 
level were split into different shifts. 
The UEFA Champions League 
matches are played on Tuesday and 
Wednesday evenings, and the UEFA 
Europe League on Thursday 
evenings, while in the past, they 
were all played on Wednesday. 
Similar changes were made in 
volleyball. To make volleyball games 
more appealing, the International 
Volleyball Federation modified the 
scoring system. Before 1999, points 
could be scored only when a team 
had the serve and the sets went up to 
15 points. To make the length of the 
match more predictable and 
sensat ional ,  and thus more 
television friendly, the game now 
continues until the first team scores 
points.
During the 1994 FIFA World Cup in 
the U.S., for example, football 
matches were played at the hottest 
time of the day, so that they could be 
broadcast in Europe at prime time. 

Media companies
While the extra media publicity can 
drive up stadium attendance and, 
t h u s ,  b e n e f i t s  t h e  s p o r t s  
organisations, for broadcasters, live 
coverage of sports events is 
important, because it gives them a 
credibility and profile in the 
marketplace as well as lucrative 
audiences to advertisers. Because 
the economics of broadcasting 
require sufficient audience size to 
produce adequate  f inanc ia l  
resources, audience share is the 
buzz word in the media sector. 
Viewing figures are a key indicator 
for the popularity of a channel. 
Where these figures are low it is 
impossible to attract advertisers or 
investors. To boost the viewing 

figures, it is crucial to put together a 
very attractive and appealing 'bouquet' 
of programmes, preferably not 
available on other channels. It is known 
that some content, more than others, 
can trigger consumers' and advertisers' 
attention. Sport unmistakably has this 
ability.

Public-fans
For broadcasters, for example, live 
sports broadcasting rights are an 
important tool to attract viewers and, 
thus, to enter and stay in the 
broadcasting market. Sport fans enjoy 
watching sports events on television, 
making the coverage of sports events 
attracting high viewing audiences. The 
FIFA World Cup final in South Africa, 
attracted more than 700 million 
viewers.
The battle for market share, viewers 
and subscribers has caused a 
substantial increase in prices paid for 
exclusive live sports broadcasting 
rights, ultimately benefiting the sports 
organisations and clubs selling their 
rights. For the viewers, sports events 
are the type of content that they still 
prefer to consume live. 

Broadcasting value chain
In the traditional media value chain, 
broadcasters aggregated the products 
of content producers into a channel and 
distributors aggregated the channels 
into different packages and offered 
these packages to the public. However, 
this value chain keeps on changing and 
the balance of power is shifting from 
traditional players to new players. For 
example, distributors and content 
producers have developed a direct 
relation with each other so the power of 
b r o a d c a s t e r s  c o u l d  d e c l i n e .  
Distributors will not longer offer fixed 
packages to the public, but flex 
packages in which viewers can make 
their own package of preferred 
channels. The importance of search 
engines and electronic programme 
guides offering access to content is 
growing. Connected television, such as 
Google TV or Apple TV, which allows 
the public to access Internet via their 
television set, will also be a new 
challenge. As these changes will 
continue to affect the sports/media 
complex, new challenges will arise and 
new questions will be addressed in the 
future. 

Era of infotainment
The last decade, we are sitting in an 
'information-rollercoaster'. In the digital 

media landscape, the content and 
information available continue to 
grow every day. First, due to the 
increased transmission capacity, the 
number of broadcasters has 
substantially increased. As a result, 
the annual hours of (sports) content 
that broadcasters offer has also 
increased. In the past, for example, 
only the matches of the major football 
teams were covered on television. 
Now, all the matches of the national 
Premier Leagues could be broadcast 
live. Moreover, this digital evolution 
allows the broadcasting of a wider 
variety of sports events to a niche 
public. 

Secondly, new platforms, such as 
Internet and mobile phones, have 
created the opportunity for content 
providers to expand their offerings. In 
the past, sports fans could only watch 
sports events at the venue or at a 
traditional television set in their living 
room or at a pub. Technological 
developments, however, have 
greatly affected the way how sports 
fans can follow sports events. During 
the day, fans can consult highlights 
on sports or news websites, receive 
news alerts or pictures on their 
mobile phone, and l isten to 
downloaded podcasts with the most 
recent news. In the evening, they can 
watch the game on their television 
set at home. 

As a result, the public can now be 
informed about sports events '24/7', 
accessible at any place and time that 
suits them. Hence, there has never 
been a better time to be a sports fan. 
Thirdly, the digitalisation process has 
drastically lowered the cost of 
content production. As a result, 
everybody has the opportunity to 
become content producer, while in 
the past, the dissemination of 
information was the exclusive 
domain of the professional media. 
Hence, these changes have 
f u n d a m e n t a l l y  a l t e r e d  t h e  
r e l a t i o n s h i p s  b e t w e e n  t h e  
stakeholders of the sports/media 
complex. 

In the analogue past, the different 
stakeholders of the sports and media 
complex had clearly defined roles: 
sports organisations offered sports 
content and broadcasters bought 
exclusive sports broadcasting rights 
to deliver the games to the stay-at-
home fans. 
.



In the last few decades Brazilian 
and Mexican telenovelas have 
been aired—in dubbed and, 
sometimes, in edited versions, 
d o m i n a t i n g  p r i m e - t i m e  
programming on Brazilian and most 
of Latin American television and 
have exported in more than 130 
countries.

In different parts of the world, the 
production of serialized television 
fiction has spread and so has the 
academic interest in its format and 
its role in society. Egypt developed 
its own local production more than 
two decades ago, winning over 
local audiences, slowly increasing 
its penetration in the regional 
market and exporting to other 
nations in the region. India have 
also been gradually increasing 
such productions for their national 
markets in the last decade. 

Brazilian telenovela exploits 
p e r s o n a l i z a t i o n ,  t h e  
individualization of the social 
world—as an epistemology. It 
ceaselessly offers the audience 
dramas of recognition by locating 
social and political issues in 
personal and familial terms and 
making sense of an increasingly 
complex world. Distinct from United 
States soap operas, Latin American 
telenovelas are broadcast daily, 
'have very definitive endings that 

permit narrative closure' normally after 
180 to 200 episodes depending on 
their popularity, and are designied to 
attract a wide viewing audience of 
men, women, and children.

A teenage telenovela, Malhação, which 
began in 1995, is the longest-running 
telenovela in Brazil. Telenovela 
narratives are dominated by a leading 
couple of characters and rely on class 
conflict and the promotion of social 
mobility. According to Aufderheide, 
'Latin American television can be rich 
in wit, social relevance and national 
cultural style.' Brazilian novelas can 
tackle such issues as 'bureaucratic 
corruption, single motherhood and the 
environment; class differences are 
foregrounded in Mexican novelas', and 
Cuban novelas are bitingly topical as 
well as ideologically correct'.

Leading Brazilian media 
enterprise

Globo, inaugurated in 1965, was 
spearheaded by media tycoon 
Roberto Marinho, established a 
s o p h i s t i c a t e d  t e c h n o l o g i c a l  
infrastructure with the financial and 
technical support of the United States 
media group Time-Life. In 30 years 
Globo became the main, if not the only, 
television voice available to all 
Brazilians. In the last 30 years TV 
Globo has produced more than 300 

telenovelas, most of which sold in the 
international market in record numbers. 
Despite its status as the fourth largest 
network in the world in terms of 
revenues and production capabilities, 
TV Globo is not the only influential 
telenovela producer in Brazil. 

The Sistema Brasileiro de Televisão, 
Brazil's second-largest television 
network, has consistently gained 
ground over its main competitor for the 
last two decades with telenovelas 
bought directly from Mexico's Televisa 
or with homemade remakes of 
telenovelas, especially from Argentina 
and Mexico. Like Globo, which has sold 
its highly polished telenovelas to more 
than 130 countries in the past 30 years, 
SBT—followed by other national 
te lenovela producers such as 
Bandeirantes, Record, and Central 
Nacional de Televisão, which began 
telenovela co-production with Mexico's 
Televisa in 1996—has aimed to expand 
its exports beyond the lusophone 
market.

According to Bernardi, a key factor in 
the success of Globo telenovelas in the 
international market is their high 
production values. Buyers have come 
to expect quality. A good story is always 
the beginning of a case of success, but 
buyers now know that audiences would 
not settle for only that. They demand 
that a good story is not only told in a 
good way, but it also must 'look good' on 
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the screen. They define a 'good 
product' referring not only to the 
plot or story, but by production 
values, such as lighting, wardrobe, 
scenery, and good-looking talent. 
Globo is constantly investing in 
technology, infrastructure and 
creative talent; our products 
present the highest production 
value in their category, with great 
stories about universal themes.

For four years, the military regime 
that had taken over only a year 
before Globo network came into 
existence, had overlooked Globo's 
foreign backing, disregarding the 
country's constitution, which at the 
time forbade even partial foreign 
ownership of any media in Brazil. 
Globo had established itself as the 
leading network in the country, 
attaining the highest audience 
ratings and benefiting from the 
largest segment of the advertising 
market, which at this point was 
heavily reliant on state-owned 
corporations.

Currently TV Globo's signal covers 
almost all the Brazilian territory. 
Finally, the government, through 
legislation and advertising support 
as well as favored use of the 
telecom infrastructure, allowed 
Globo to become a household 
presence in almost every corner of 
t he  na t i on .  The  B raz i l i an  
government also created the 
opportunities for Globo Network to 
become a vital player in the 
international media market and 
specially a leading voice in the 
lusophone market, filling the gap 
created by the end of the 
Portuguese colonial rule in Africa. 
In the first 40 years, more than 400 
telenovelas were produced by 
Globo and other networks in Brazil.
,

Spurred by the success of Globo 
telenovelas abroad, especially in 
Eastern Europe, networks such as 
Romania's Acasa, which is entirely 
dedicated to telenovelas and other 
products from Latin America, have 
increasingly bought films produced 
by Globo solely on the strength of 
their cast. However, most of this 
national programming is produced 
using regionalized or globalized 
genres or formats. Latin American 
telenovela is an example of the 
increasingly global commercial 
television reliance on soap opera.

Competitive Position
Telenovelas and soap operas have 
common roots, but over time they have 
developed as clearly different genres. 
Within Latin American production 
centers, these distinctions have been 
emphasized, creating particularities in 
theme, narrative style, and production 
values. Primarily produced for the 
domestic market, Latin American 
telenovelas have been exported to 
Europe, Asia, Africa, the Middle East, 
and the United States since at least the 
late 1970s. 

Their worldwide success suggests that 
they are no longer a uniquely Latin 
American phenomenon, but a major 
g lobal  commerc ia l  force wi th  
extraordinary social and cultural 
importance. In this scenario, Brazil has 
cemented its place as one of the 
world's largest telenovela producers.

In the last decade, Latin America 
telenovela producers have confronted 
the advent of new technologies, and 
the opening of markets leading to 
greater competition from telenovela 
producers within and outside Latin 
America, such as Sony Pictures 
Television International, Buena Vista 
International Television, a Walt Disney 
subsidiary and Fremantle Media. 

Understandably, Brazilian telenovelas, 
especially those produced by TV Globo 
have maintained a near domination of 
the Portuguese market, which has 
served as a base for further expansion 
into the European market as well as the 
Portuguese-speaking African market, 
largely made up of former Portuguese 
colonies.

Aside from high quality, other factors 
have contributed to the success of the 
genre worldwide, as Bernardi notes: 
Our telenovelas travel around the world 
successfully because they talk about 
universal themes, the feelings of 
viewers, things such as love, emotion, 
contemporary conflicts and issues that 
affect women, families and society as a 
whole. Globo's telenovelas are 
successful because of their formula 
that brings social issues, sometimes 
long forgotten, sometimes issues that 
society, for one reason or another, has 
chosen not to face.

Brazilian telenovelas have also 
experienced adaptations and changes 
to meet the tastes of international 

audiences. A rapidly rising trend, 
related to the expansion of the global 
telenovela market, is the sale of 
telenovela scripts by Brazilian writers 
to international broadcasters, who 
use their own actors, directors, and 
setting, with equal or greater success 
than imported telenovelas.

Some countries such as Germany, 
Romania, Portugal, Indonesia, 
Malaysia, China, and the Philippines, 
are also effectively venturing into 
local telenovela production, often in 
partnership with Latin American 
producers. These local productions 
are now filling the prime-time slots 
that were once held by Latin 
American.

Global player
In 2005 alone, more than 30 Globo 
telenovelas were aired in 20 Latin 
American countries, totaling more 
than 10,000 programming hours. 
According to Bernardi, Globo intends 
to continue strengthening its 
presence in the Latin American 
market, and increasing its presence 
on TV channels throughout the 
world.
About 90 per cent of Globo's exports 
are telenovelas and mini-series, 
while the remaining 10 per cent 
account for documentaries. 

As to the pricing of Globo telenovelas 
in the international market, Bernardi 
says that they change according to 
the realities of new territories, and 
their local economies. As with any 
programming options, prices are 
c losely  associated wi th  the 
advertising investment in a particular 
client's station, which in turn 
influences that client's buying power. 
All this is subject to competitive 
pressures as well.
In recent years, Globo hasve done 
more than just sell their telenovelas. 
They are also showing these 
countries how to develop their own 
telenovela industries.
Brazilians are specially keen to sell 
their telenovela formats, including 
scripts previously shown in the 
country, with scene and costume 
descriptions likely to be molded to 
particular cultural contexts, and 
Brazilian telenovela writers are being 
contracted by other countries to write 
scripts for local productions, or even 
fo r  t hose  des t i ned  fo r  t he  
international market at large.



In his analysis of why people in Egypt 
work very hard to purchase a satellite 
dish and have access to satellite 
television, Dr. Ahmad Al Majdoob 
from the Egyptian National Center for 
Social Studies gave amongst other 
reasons people's desire to be 
entertained. Dr Al Majdoob argued 
that people need a dose of 
entertainment due to the deteriorated 
economic situation and their inability 
to enjoy public parks because of their 
scarcity and crowdedness, not to 
mention that going out everyday is 
expensive for average families; this is 
why most people prefer to spend time 
in front of the TV for their dose of 
entertainment; as they did not get this 
from Egyptian terrestrial channels, 
they had no choice but to buy satellite 
dishes to satisfy their entertainment 
needs'. 

To a great extent, programming is 
entertainment-oriented on Egyptian 
television stations and it is not unfair 
to say that both radio and television in 
the Arab world are believed by 
consumers to be primarily for 
entertainment purposes. 

For more than a decade and a half, 
t h e  p o p u l a r i t y  o f  s a t e l l i t e  
broadcasting has steadily risen in the 
majority of Arab countries. Arab 
viewers are the main beneficiaries of 
the satellite revolution in the Arab 
wo r l d .  The  t echno logy  has  
permeated most Arab homes offering 
access to satellite broadcasting, and 
is ideally suited for a culture that looks 
to the family for its entertainment 
needs. Arab families seem keen on 
obtaining a satellite dish and a 

decoder to have free access to satellite 
broadcasting. According to a study, the 
number of Egyptians with access to 
satellite television has risen from 10% 
in the 1990 to over 80 per cent in 2010. 
Access to satellite is certainly much 
cheaper than it was a few years ago. 
and low income earners seem to be 
willing to sacrifice food to buy satellite 
dishes.

Satel l i te d ishes can be seen 
everywhere in most Arab countries; on 
roof tops in slums and rich suburbs. in 
rural and urban areas, in villages and 
towns, owned by highly rich and poor 
alike.

The Egyptian national operator 
founded in 1996, is positioned primarily 
to provide television services by direct 
reception on the Middle East and North 
Africa. The union of the Egyptian Radio 
and Television (ERTU) is the major 
shareholder with 40% of the capital; 
14% of the shares are public and the 
remaining 46% are held by investors, 
mostly Egyptian.

The Egyptian Space Agency, The 
National Authority for Space Science 
and Remote Sensing, was established 
in 1994 to pursue, transfer, and provide 
the most advanced technology in the 
fields of remote sensing and peaceful 
application of space sciences, and 
build the self-capability to utilize these  
technologies to support national 
development activities.

Africa's first satellite was launched by 
Egypt on 28 April 1998. Nilesat 101, 
with a lifespan of 15 years, was 

Nilesat

manufactured by Matra Marconi 
Space (Astrium) and launched by 
the European Space Agency from 
Kourou, French Guiana. Similar to 
Nilesat 101, is Nilesat 102, except 
that it has an additional Receiving 
Horn Antenna to receive up-linking 
from London  and Europe. Nilesat 
102 was launched on 17 August 
2000, by the European Space 
Agency.

In 2005, EUTELSAT's Hotbird 4 was 
leased to the Egyptian Nilesat 
Company  and renamed Nilesat 
103. Nilesat 101, Nilesat 102 and 
Nilesat 103  provide Direct to Home 
digital TV channels and data 
transmission. A fifth Egyptian 
Satellite, Nilesat 201, built by Thales 
Alenia of France, was launched also 
by Ariane in May 2010.

Nilesat operates two satellites from 
position 7°W, Nilesat 101 and 
Nilesat 102, launched in 1998 and 
2000 respectively. Each satellite has 
a capacity of 12 Ku transponders 
(33MHz) high power. In late 1999, 
these two satellites distributed 323 
television channels; about a third of 
these channels is part of the 
subscription packages Showtime 
and ADD, the other channels are 
free.

N i l esa t  s i gned  a  s t r a teg i c  
partnership with Eutelsat in 2005 to 
jointly develop the 7°W position. 
With this agreement, Eutelsat 
placed her satellite Atlantic Bird 4 at 
7°W alongside the two Egyptian 
satellites. The position is now 
occupied transiently by Hot Bird 10 

NileSat: Building DTH neighborhoods 
in Middle East and North Africa
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Nigeria

(operated at this location under the 
name Atlantic Bird 4A) which was 
launched as  Atlantic Bird late 2011.

To meet the rapid development of this 
position, Nilesat also commissioned in 
May 2008 to Thales Alenia Space, the 
satellite Nilesat 201. This satellite  
replaced the Nilesat 101 and add an 
addi t ional  capaci ty  of  12 Ku 
transponders and 4 Ka. 
\
The Egyptian satellites carry 77 
channels of which 48 are Egyptian 
channels. The othersa re Arab and 
internationalc hannelsT. he Arab 
channelsi nclude: Arab News Network 
(ANN), Palestine Satellite Channel, 
MBC, Oman, Bahrain, Kuwait, 
Andalus, Libya, Iraq, NBN, Ajman, Al-
Jazeera, Dubai, Dubai Sports, Dubai 
Drama, Dubai Economics. The 
international channels include: TV5, 
Nile TV, Tourist channel, Advertising 
Channel.

Today, there are close to 100 
geostationary satellite s}stems, made 
up of national, regional and global, 
serving the Middle East deployed 
between 25 degrees West and 70 
degrees East longitude. These 
satellites can be divided in three 
categories: Satellites based and 
operating in the Middle East including 
ARABSAT, YAHSAT, NILESAT and 
TU'RKSAT, Satellites based in Europe 
or Asia covering the Middle East such 
as SES/ASTRA, EUTELSAT. INSAT, 
MEASAT. " International satellites 
covering the region such as INTELSAT, 
New Skies, and WorldSpace..

The advent of satellite communications 
in the North Africa and the Middle East, 
was began by INTELSAT launching a 
satellite to cover the area stretching 
from North Africa to the Persian Gulf in 
1966. INTELSAT started its domestic 
service at the instigation of Algeria in 
1967. Since then, Saudi Arabia, 
Morocco, Sudan, Libya, and Oman 
have all leased INTELSAT capacity. 
For many years, INTELSAT was the 
sole service provider in the region. 

The Eastern European satellite, 
INTERSPUTNIK, otherwise called the 
International System and Organisation 
of Space Communication, was 
established in July 1972 and offered 
services not only to countries with 
strong ties to the former Soviet Union, 
but also to nations outside that 
relationship. Among these countries, 

Libya, Algeria, Syria and Iraq in one 
way or  another  deal t  wi th 
INTERSPUTNIK in the late 1970s 
and early 1980s. Later, the system 
extended its television coverage to 
other Arab countries in North Africa 
and the Middle East. There were 
some overlap of membership and 
facilities usage between INTELSAT 
and INTERSPUTNIK. With 14 
members and a only 0.3 percent of 
the traffic volume carried by 
INTELSAT,  INTERSPUTNIK 
played a very minor role in the 
international satellite arena.

However, the idea of ARAI3SAF 
was conceived in 1967 during a 
Ministry of Information meeting that 
was held in Tunisia. The national 
broadcasters of the Arab States 
Broadcasting Union (ASI5U) were 
seeking for an Arab owned, 
c o n t r o l l e d  a n d  o p e r a t e d  
international satellite broadcasting 
system to provide information. data, 
and ente tainment services from the 
perspective of Arabic culture and 
society.
ARABSAT was established to 
provide a reliable communications 
links between the Arab States and 
within the rural areas for the 
e x c h a n g e  o f  e d u c a t i o n a l ,  
i n f o r m a t i o n ,  a n d  c u l t u r a l  
programmes. The system also 
aimed at the transfer and promotion 
of the space technology and the 
conduct of research in the field. 
Additionally, it was believed that 
ARABSAT could provide an 
opportunity for the reciprocal flow of 
information within the Arab world 
and on a global scale.

Rising numbers of satellite 
channels

Over the past decade and half, the 
number of Arab Satellite channels 
has increased from a handful of 
channels in the beginning to almost 
300 channels broadcasting a wide 
variety of genres.' Satell i te 
broadcasting came first to the 
region on 12 December 1990, when 
the Egyptian Satellite Channel 
started transmission. However, the 
idea of using an Arab satellite for 
communications, education and 
development was first discussed in 
the Tunisian city of Benzert where 
Arab ministers of Information and 
Culture were meeting in 1967. The 

ministers adopted a resolution to use 
satellite technology in support of Arab 
i n f o r m a t i o n  s y s t e m s  a n d  
modernization of mass media and 
communications in the Arab countries

However, one of the main objectives 
behind the launch of Egyptian 
Satellite Company was to introduce 
Arab culture to the rest of the world 
and to provide an Arab alternative 
acting to preserve Arab culture and 
identity. Safwat al-Sharif, former 
Egyptian information minister 
believed in the early 1990s that 
satellite television could be used to 
promote the country abroad and, as 
he explained, preserve `an "Arab-
Islamic" identity' within.

In May 1994, Egypt launched its 
second satellite channel, Nile TV 
In ternat iona l .  I t  commenced 
broadcasting  in English and French. 
The main objective of this network 
was to promote the image of Egypt in 
Europe and to attract tourism.

The latest entrant to the Middle East 
satellite communications sector and 
the first totally privately owned Arab 
satellite communications company, 
Noorsat, came to existence in 2005. 
Headquartered in Manama, the 
capital of Bahrain, Noorsat was 
created by Arab investors from Saudi 
Arabia and the Gulf region. The 
platform provide transponder 
capacity from five satellite locations 
including the two Middle East hot 
spots at 26 degrees East co-located 
with ArabSat, and 7 degrees West 
collocated with NileSat 2. Noorsat 
offers a whole spectrum of high 
quality voice, video, data and Internet 
satellite communication solutions 
across the Middle East, North Africa 
and Europe.

Arab satellite channels essentially 
cover the whole Arab region and even 
much of Europe. A more limited 
number of these channels also reach 
the United States, Australia, Africa, 
Latin America and parts of Asia where 
t h e y  t a r g e t  A r a b  d i a s p o r i c  
communities. While most of the 
programmes of Arab satellite 
channels are broadcast via Arabsat, 
the remaining programmes are 
broadcast via: Intelsat 703, Eutelsat 
hot bird 2, Intelsat II F3, Orion 
Echostar, Panamsat Pas 4-2-3 and 
Nilesat 705.



The bulk of Arab satellite channels 
emit their programmes wholly in 
Arabic: some of them, however, 
also emit part of their programmes 
in French, English or Spanish. In 
terms of programming, Arab 
satellite channels are grouped in 
two categor ies:  special ized 
channels, such as movie, music 
and sports exclusive channels and 
mu l t i pu rpose  o r  co l l ec t i ve  
channels, which offer a variety of 
programming. There are 58 multi-
purpose Arab satellite channels 
b roadcas t i ng  a  va r i e t y  o f  
programmes. 
There are also about 50 channels 
specializing in such areas as 
c h i l d r e n ,  s p o r t s ,  n e w s ,  
d r a m a / c i n e m a ,  m u s i c ,  
documentaries, education/culture, 
and religion.

Satellite footprints
Sate l l i t e  b roadcas t ing  has  
abolished distance, linked remote 
territories into new viewing 
communities. Hence, one of the 
major consequences of the 
proliferation of Satellite channels is 
that Arab audiences gained access 
to many types of channels. The 
number of free-to-air Arab satellite 
channels now exceeds 200, and 
more new satellite TV channels 
have begun broadcasting on 
ArabSat and Nilesat.

This however,  represents a growth 
of 29% in 4 months and an 
annualized growth rate of 87%. 

Before 1990, Egyptian audiences 
had little choice in what kind of 
programmes they could watch on 
local  or nat ional  TV since 
governments have had full control 
over terrestrial television and there 
was little access to regional or 
international media. 

For the first time in the history of 
Arab media, Arab audiences across 
the Arab world follow and take part 
in, on a daily basis, open social, 
cultural and political debates and 
news  coverage  mov ing  a t  
unprecedented pace and presented 
in incomparable depth. Arab world 
entered a new phase in 1996, 
marked by the arrival LBC and 
FUTURE TV from Lebanon, Al-
Jazeera television from Qatar. The 
three broke the mould in different 
ways.

The Al-Jazeera Satellite Channel 
stunned Arab governments and 
audiences by showing free political 
debates, including interactive 
debates with live phone-ins, which 
formed a new forum of freedom of 
expression in the region. This has 
made the channel very popular 
amongst audiences in the region. 
According to the Middle East 
Broadcasters Journal 67% is Al 
Jazeera's daily reach in the Arab 
world followed by Al-Arabiya, 44.2%, 
CNBC, 10.4%, CNN International, 
4.6%, and BBC World with 3.7%.

Moreover, with the advent of satellite 
technology in the Arab world, 
audiences became able to choose 
from a wide variety of foreign 
channels. Nonetheless, Arab viewers 
with access to hundreds of foreign 
channels still prefer to watch Arab 
satellite channels. Arab viewers with 
satellite dishes tend to prefer Arab 
channels due to the factor of common 
language and culture.

Among the proliferation of satellite 
channels are those specializing in 
culture particularly Nile Culture and 
Tanweer from Egypt, religion (notably 
the Saudi funded Iqra and Al-Majd, 
education and so on. 

A research conducted amongst young 
adults age group showed that 
youngstars  strongly preferred movie 
channels like MBC2 and Rotana 
Cinema, music channels like Rotana, 
Mazzika, Al Nojoom and Melody, 
entertainment-oriented channels like 
LBC and Future TV and 24-hour news 
channels like Al-Jazeera and Al-
Arabiya. 

Arab TV youth programming 
Broadcast media have traditionally 
marketed modern music programmes 
as `youth programmes' to the 
exclusion of other material. In any 
given day or week, the majority of total 
programmes on State-run and Arab 
satellite television are specifically 
aimed at young viewers of an age-
range around 15-35. 

Religious broadcasting is one the 
fastest  growing programming 
segments in the Arab World: "And it 
appears that the battle for hearts and 
minds is only heating up. Basma 
quotes a market research by Arab 
Advisors Group which concluded that 

"piety now shares the spotlight with pop 
culture as both religious and music video 
channels grew at a rate of 60% last 
year". While Islamic channels broadcast 
via regional satellite providers: Arabsat 
and Nilesat, Arabic-language Christian 
channels transmit over European
European owned provider Hotbird.

. Despite the existence of about 15 
exclusively religious channels and tens 
of religious programmes on the other 
channels, the debate on Arab satellite 
broadcasting tends to focus on 
entertainment programming and hardly 
reflects the other side of Arab satellite 
broadcasting, which is religious 
programming. 
A dynamic Egyptian preacher called 
`Amr Khaled who appears mostly on 
Arab satellite television was highly 
respected by most young people. 
Khaled in his late 30s, has adopted the 
style of US TV evangelists and made 
Islamic piety look modern and 
fashionable. According to Roula Khalaf 
who interviewed him for the Financial 
Times Magazine,`people love him': He 
has a smartly trimmed moustache rather 
than a beard and wears suits instead of 
the long dress usually worn by religious 
preachers. His language is simple and 
accessible, and to him personal piety is 
more important than politics.

With Arab satellite broadcasting, a new 
wave of channels appeared specializing 
in broadcasting music video-clips 
around the clock. The Arabic music 
video clip is comparable in format to 
Western MTV-style music clips and 
whereas previously the star would make 
a music video, today, according to 
research report the 'video clip makes the 
star'. 

Arab singing and music video-clip 
channels have dominated the scene 
with controversial music video clips that 
draw angry criticism from across the 
society and calls for censorship. 



As a regional satellite system, 
ARABSAT no t  on ly  p rov ides  
telecommunications and direct 
broadcasting television to the 
countries in its covering area, but more 
importantly equips these countries 
with "high technology and reduces 
their perceived dependency on the  
provision of domestic and regional 
services , according to Chief 
executive". Moreover, he maintains, 
ARAB SAT is "a very high prestige 
project for Arab countries, officially 
marking their entry into the Space Age 
".

ARABSAT invested in THURYA 
Sate l l i t e  Te lecommun ica t ions  
Company, which provideS regional 
mobile personal communications, 
based on Geo-stationary Satellite 
System. Additionally, ARABSAT has 
bought a `large number' of shares in 
Qatar's telecommunications company, 
Q-Tel, the official Saudi news agency 
SPA, reported with no further 
information about the deal. 

ARABSAT has also become the 60th 
shareholder of ICO (the global mobile 
communica t ions  company by  
investing the small amount of $US3 
million in March 1998. ICO plans to 
offer global mobile personal telephone 
services in the year 2000, enabling 
callers to connect to any destination in 
the world at any time. The ARABSAT 
Organisation has retained an option to 
increase its shares in the future. 

The decision to invest in ICO was 
approved by the ARABSAT Board of 
Directors. Saad A. al-Bidnah, the 
Director General of ARABSAT, 
expressed his sat isfact ion in 
partnership with ICO as "the era of 
g l o b a l  m o b i l e  p e r s o n a l  
communications by satellite begins". 
Furthermore, recently in a new attempt 
towards privatisation of ARABSAT, the 

Board of Directors have decided to 
broaden its shareholders and 
services. 

Besides, in order to cope with 
intensifying foreign competition, the 
company has been driven to 
i n t r o d u c e  s o p h i s t i c a t e d  
technological upgrades. 

The introduction of INTERNET and 
digital broadcasting systems, is part 
of ARABSAT profit making policy. 
The financial stability of ARABSAT, 
to a large degree, is the by-product 
of the new commercialisation and 
privatisation policies..

The next generations of ARABSAT 
i n c l u d i n g  A R A B S A T - 2 A ,  
ARABBSA'I'-211 were lifted into 
Geostationary Orbit. After the launch 
and operation of two generations of 
satellite, ARABSAT designed its 
third generation in response to 
overwhelming demand. ARABSAT 
(3A) dedicated for TV  broadcast in 
the Ku-hand, has an extended 
coverage incorporating countries 
throughout the Middle East and 
North Africa and most European 
countries.

Expansion plans

In 2015, Arabsat hosted a Ka-band 
payload for EMC aboard Arabsat's 
planned Badr-7 satellite, designed 
and acquired exclusively by EMC 
based on i ts own patented 
technologies, to provide broadband 
services to 34 countries across 
Europe, the Middle East, Africa and 
Central Asia. EADS Astrium  
manufactured Badr-7 based on its 
Eurostar E3000 platform, while 
Thales Alenia Space (Thales) 
provided the satellite's payload. 

ABS and ARABSAT signed a 

strategic commercial agreement for 
a multi-transponder lifetime Ku-band 
payload on the new ABS-3A satellite. 
This Ku-band payload deal will 
provide ARABSAT with additional 
growth opportunities to serve their 
customers over the Middle East and 
North Africa regions. 

The ABS-3A satellite will be one of 
the world's first all-electric propulsion 
satellites with nearly 8 kilowatts of 
EOL payload power and up to a total 
of 48 C and Ku-band transponders. 
Located at 3° West it offers expanded 
capacity connecting the Americas, 
Europe, the Middle East and Africa 
regions. Its wide C and Ku-band 
coverage will serve both sides of the 
Atlantic for trans-Atlantic as well as 
regional connectivity and services. 

Khalid Balkheyour, President and 
CEO of ARABSAT said “We are very 
pleased with this payload agreement 
with ABS, and we hope it is the 
beginning of a long term successful 
partnership.” “ARABSAT has put in 
the market a Request for Proposals 
for 4 new satellites at different orbital 
locations, and yet, has continue to 
see rapid increase in customers' 
demand on telecommunication and 
broadcasting services across the 
region, this agreement leveraged 
ARABSAT capabilities to harness 
more growth opportunities over the 
coming years,” Balkhyour added. 

“ABS is very excited to collaborate 
with ARABSAT on this strategic 
transaction. The MENA beam of 
ABS-3A is the first time ABS has 
been able to provide a complete 
coverage of all of Middle East and 
North Africa. According to ABS, 
ARABSAT Is a strategic partner on 
this capacity which will serve the 
growing needs of their MENA 
customer base,” said Tom Choi, CEO 
of ABS.

ARABSAT
A groundbreaking co-operative venture

North African Report



Broadband Internet

Mobile penetration has been 
growing rapidly in all North African 
countries. On average, mobile 
penetration as a share of the 
population has exceeded 100% in 
Tunisia, and is approaching the 
100% mark in Morocco and Algeria. 

Also, penetration of mobile 
broadband10 has been growing 
rapidly in recent years. Mobile 
broadband penetration in Morocco, 
Egypt and Syria has exceeded the 
penetration of fixed broadband. So 
far, mobile broadband has not yet 
been launched in Algeria.

Morocco, Algeria, Egypt and Syria 
are the countries where mobile 
broadband is expected to represent 
the highest share of the total 
broadband market in North African 
countries, primarily due to their 
relatively large size, thus making it 
easier and less costly to roll out 
wi re less rather  than wi red 
technologies.

The total number of fixed and 
mobile broadband subscribers in 
North African countries reached 
approximately nine million in 2010, 
with Egypt accounting for 31% total 
broadband subscribers.

Expectedly, the total broadband 
penetration, including fixed and 
mobile broadband, is expected to 
grow significantly from 21% of 
households in 2010 to 70% of 
households in 2020.

The entire landscape are currently 
covered by satellite especially the 
Ku-band. However, while the 
provision of broadband services 
over satellite using the next 
generation Ka-band has become 
the norm, a Tooway offering over 
current generation Ka-band today 
provides a headline download 
speed of 10Mbit/s, and is capable 
technically of delivering higher 
speeds. 

In addition, in good weather 
conditions, with no rain fade, 
satellite is technically capable of 
delivering the headline download 
speed to end users. Relying on 
satellite technology, and based on 
the demand forecast for satellite 

broadband in the North African 
countries, its assumed that one 
satellite in the Ka-band would be 
enough to serve all North African 
countries and to cope with the 
demand expected, which is forecast 
at around 200 000 subscribers by 
2020. 

News in Brief

Thuraya Telecommunicat ions 
Company has announced the 
launch of Thuraya AERO, a satellite
communication service that enables 
in-flight connectivity for internet 
access, voice calls, text messaging 
and highspeed data applications on 
board small to medium sized 
aircrafts. Developed in collaboration 
with the Aero Group,

a consortium of global technology 
and service innovators consisting of 
Cobham, SCOTTY Group, SRT 
Wireless and led by smp aviation; 
Thuraya Aero is suitable for fixed 
wing and rotary wing aircrafts as well 
as any other air platforms flying 
missions beyond line of sight. 
Thuraya Aero enables applications 
requiring real time airborne data 
such as search and rescue (SAR), 
ISR (Intelligence, Surveillance and 
Reconnaissance), telemedicine, 
military operations, office-in-the-sky 
and border surveillance. Its unique 
capabilities allow Thuraya to provide 
services to a wide range of market 
segments including government, 
military, enterprise and disaster 
relief.

Yahlive announced that North 
Telecom will be broadcasting PMC 
Music exclusively via Yahlive
over Yahsat Al Yah1 satellite. The 
free-to-air music channel, which 
targets Farsi, Afghan and Kurdish
communities in South West Asia and 
the Middle East regions, is being 
broadcast by Yahlive’s East beam - a 
hotspot available to more than 140 
million viewers in the region. Yahlive 
delivers a selective choice of 
premium television channels 
through its free-to-air platform and 

Thuraya Launches Inflight 
Connectivity Services

PMC Music Channel Now 
Exclusively on Yahlive

has become the market leader for 
Farsi-speaking audiences in the 
Middle East and South West Asia. 
Headquartered in the United Arab 
Emirates, Yahlive was launched in 
2011 as a joint venture between 
Yahsat, a pioneering UAE-based 
satellite operator, and the world 
leading satellite operator, SES. 
Yahlive operates a leading-edge 
network to broadcast free-to-air 
high-quality satellite television and 
positively impacts the lives of its 
viewers by remaining connected 
through language and content.

MEASAT Satellite Systems Sdn. 
Bhd. (“MEASAT”) announced that 
E n c o m p a s s  D i g i t a l  M e d i a  
(“Encompass”) is expanding their 
presence on MEASAT’s leading 
91.5°E video neighbourhood. Eight 
(8) morechannels are now available 
from 91.5°E: HITS HD, KIX360 SD, 
Zee Sine SD, beIN Asia Pacific’s 
Indonesia feeds - beIN SPORTS 1, 
beIN SPORTS 2, beIN SPORTS 3, 
WAKUWAKU JAPAN SEA HD and 
WAKUWAKU JAPAN Taiwan HD, all 
of which are distributed to TV 
platforms in more than 100 
countries across the Asia Pacific. 

The 91.5°E prime video hot slot is 
home to the MEASAT-3, MEASAT-
3a and MEASAT-3b satellites, 
forming the region’s strongest video 
neighbourhood. From 91.5°E, 
MEASAT supports broadcasters 
and DTH operators to distribute 
UHD, HD and SD channels to 
audiences across Asia, Australia, 
East Africa and South Eastern 
Europe.

Comtech Telecommunications 
Corp. announced that during its third 
quarter of  f iscal  2017, the 
Company's Commercial Solutions 
segment has received a $4.5 million 
multi-year contract agreement from 
a major mobile network operator in 
the Republic of China for use of the 
Company ' s  nav iga t i on  and  
telematics APIs via their Location 
Studio Platform.

Encompass Digital Media 
Strengthens Partnership 
with MEASAT

Comtech Secures $4.5m for 
Navigation and Telematics 
Services



In Africa, there are still millions of 
people with no access to, or are 
simply undeserved due to the 
scarcity of telecommunications 
infrastructure  in the rural areas of 
the continent. Recent statistics 
indicate that close to 70 per cent of 
Aficans currently inhabit the rural 
communities.

In light of these realities, Rascom 
multipurpose telecenter was 
conceived as a pet project of 
RascomStar to address this  gap, 
is currently relying on the 
RascomStar-QAF's satel l i te 
t e c h n o l o g y ,  t o  p r o v i d e  
telecommunication services to  
rural communities in Africa. 

R A S C O M  s a t e l l i t e  o f f e r s  
continental coverage of Africa 
hence offering the same quality of 
services in all rural areas at the 
same price, executing numerous 
projects in partnership with 
telecoms operators.

In rural areas, where conditions 
are far from its urban environment, 
RascomStar and her team have 
had endure harsh condition when 
fixing infrastructures, especially in 
areas where simple screw-driver 
or an Ethernet cable can't be found 
locally. 

Dur ing  f ie ld  ins ta l la t ions ,  
operations and maintenance, 
work usually starts at 7 AM and 
can run till 11 PM depending on the 
type of activity which can be very 
c o m p l e x  i n  t e r m s  o f   

troubleshooting. 

In some instances, simple items like 
food can be become a challenge, so 
the team were often ready to eat just 
once a day, due to the fact that there 
is no shop, no grocery or it is difficult 
to find a cook and they sometimes 
have to do their own cooking. 

In difficult terrain, the usual refrain is 
to avoid  being roughened by often 
unkempt environment. Indeed, 
working in the field is unlike office 
work adorn with air-conditioning and 
there is no need for neatness. 

Again, planning and preparation is 
the recipe for success.. In many rural 
locations, charging electronic 
devices can be near impossible, so 
the team have had to bring their your 
own generator until the solar panels 
are mounted and operational!

Despite all these challenges, the 
team often have had to keep 
constantly in mind that the main goal 
of their mission is to activate the 
various satellite and GSM sites, and 
deliver according to the customer 
expectation. 

In rural Africa, security is a major 
concern, especial ly personal 
security. Sometimes, simple humility 
is enough, and the  companies have 
had to adopt very smart and 
intelligent instincts when they deal 
with rural populace. In many cases, 
the places they spend the night and 

work has little or no security so 
occasional instances of theft, pick 
pocketing, double dealing were 
common. In addition, work tools and 
other personal belongings has to be 
well kept and supervised each time you 
make a move.

Once the site is operational, the reward 
of witnessing the joy of the inhabitants 
able to talk to their cousin in Kinshasa or 
in the US , helps  forget all the 
difficulties faced in the past days, just 
imagine that a mobile phone in these 
remote places suddenly has the ability 
to reach 7 billion users worldwide !

RASCOM design, develop and facilitate 
the construction and deployment of a 
p a n - A f r i c a n  s a t e l l i t e  
telecommunications infrastructure, 
capable of extending voice and data 
services to off-the-grid regions on the 
continent. In so doing, it provides 
national and international connectivity 
to supplement existing license holding 
telecom operator networks, which are 
currently focused on serving the coastal 
regions' large cities and dense 
conurbation areas.

Its first satellite was awarded to Thales 
Alenia Space in 2003 and subsequently 
launched in 2007. The satellite suffered 
a propellant failure (helium leakage), 
which significantly reduced its life 
expectancy to three years. A second 
identical satellite was successfully 
launched and deployed into service in 
2010, providing the first pan-African 
satellite with coverage of the entire 

RascomStars’ fix ‘rural Africa’ campaigns

RascomStar is a public private partnership based in Mauritius with offices in Ivory 
Coast and France and  technical infrastructure in Libya and Cameroon, providing 
rural telephony solution for remote areas not served by traditional telecom 
infrastructure as well as full range of value added services to all African countries. 
According to its recent corporate release, RascomStar is fulfling her main objective 
of  developing sustainable and profitable solutions for telecommunications 
operators in remote African areas. 



continent and off-shore islands 
with a single C-band and two Ku-
band with North and South Africa 
footprints. Following the new 
launch, all existing customers 
were switched to the new satellite 
without any service outage or 
inconvenience.

According to the company, rural 
terminals are low cost, easy to 
install, and full outdoor telecom 
infrastructure that communicate 
directly in the same country, with 
any gateway located anywhere in 
Africa. These terminals support up 
to 4 telephone lines, each with 
prepaid and post paid capabilities, 
fax and data connectivity which 
can support up to 10 internet 
connections (PCs) hence being 
also ideal for rural schools within 
the NEPAD e-school project. In 
isolated villages terminals feed on 
DC and solar power panels and to 
lower consumption they have a 
sleep mode that is activated each 
time user are not communicating.

Advancing telecoms in 
rural Africa

RascomSta r  enab le  ru ra l  
communities to benefit from the 
many advantages which access to 
the global society can provide in 
terms of creating jobs; self-
empowerment – particularly for 
women; economic prosperity; 
access to markets; family well 
be ing;  educat ion,  and an 
improved quality of life, now and 
for future generations.

The company achieved this goal 
by providing voice and data 
connectivity, and as its geographic 
coverage and usage grows, 
continue to upgrade its service 
provis ion using innovat ive 
technologies, configured to satisfy 
customer needs and as these 
grow more sophisticated, to 
provide a fully fledged integrated 
telecommunications service.

RascomStar is a privately owned 
business, with a pioneering 
culture, centered on delivering 
sustainable, telecommunication 
services to the heartland of Africa. 
Registered in Mauritius and 
headquartered in Dubai, it 
established two Satellite Control 
Stations – one in Gharyan, Libya 

and the other in Fucino, Italy, plus a 
mission control facility located in 
Douala, Cameroon, monitoring 
transponder loading and system 
performance optimization of its 
satellite facility, to provide telecom 
connectivity solutions in different 
African countries.

With its satellite's prime orbital 
position located at 2.9 East, covering 
the entire African continent and 
adjacent islands. Together  with the 
mobile and fixed line ground 
infrastructure, RASCOM delivers 
voice and data communications, to 
off-the-grid communities.

Community based projects

Recently, Rascomstar undertake to 
extend Orange's GSM network to 
p r e v i o u s l y  u n c o n n e c t e d  
communities in Congo using 
Rascomstar's GSM Extension 
Service in collaboration with its 
partners in the Democratic Republic 
of Congo (DRC) , IPX, a rural 
operator, and Orange, a GSM 
operator. In order to accomplish this  
task, two rural villages, were selected 
as pilot sites for the initial proof of 
concept; Panu- approximately 800 
kilometers from Kinshasa, and Kalo 
in the same area.

During project implementation, 
considerable logistical challenges 
had to be overcome in transporting 
equipment and technical personnel 
to the sites. Traveling by four-wheel 
drive vehicles in rugged terrain and 
jungle paths and in some sections, 
canoes across rivers, it took the team 
almost three days to reach the sites. 
The team carried with them all the 
necessary supplies; the 'Skylinx' 
systems cabinets, antennas, ground 
infrastructure, 30m towers, solar 
panels, fencing, tools, building 
materials and basic provisions. 
Rascomstar's technician put up the 
infrastructure and installed and 
commissioned the Communications 
systems.

Based on the company's account, 
the  pro jec t  comple t ion  and 
instal lat ion was fol lowed by 
excitement in the community; even 
as spontaneous celebrations broke-
out, with communal dancing, singing 
and hand clapping. The people 
queued patiently with their children to 
make that first ever phone call, and it 
gave new meaning to the term 

'community empowerment'.

The two pilot sites exceeded both 
R a s c o m s t a r ' s  a n d  O r a n g e ' s  
expectations in terms of traffic minutes 
and vividly proved the proposition that 
there are sustainable markets in rural 
areas previously 'off the grid' if the right 
solution is applied. Deployment and 
connection to the 'grid' is ongoing at 
similar sites throughout DRC, thanks to 
Rascomstar technology and its 
partners.

In addition, Rascomstar has recently 
delivered several satellite links to 
Libyana, the largest GSM operator in 
Libya. Due to the absence of terrestrial 
infrastructure in small cities and due to 
the lack of reliability of the existing fiber 
network, Libyana decided to secure its 
GSM backbone infrastructure through 
satellite.

Rascomstar has therefore installed 
several GSM backhaul links over its own 
satellite RQ1R, some of them using 
voice and data compressors to optimize 
the capacity. Thanks to its local 
presence in Libya, installation and 
integration could be done quickly by 
Rascomstar despite the difficult 
situation on the ground.More links are 
being rolled-out by the local Rascomstar 
team.

The Pan African e-Network Project was 
an initiative designed to provide the 
Indian expertise in information 
technology to bring benefits of 
healthcare and higher education to all 
countries of Africa, including their 
remote areas

.
RASCOM has been associated with the 
Pan African e-Network Project for 
provisioning of satellite services through 
its RascomStar Rq1 satellite then RQ1R 
satellite since Aug 2008 covering 48 
African countries and India linking 
Indian Instituitions with African 
c o u n t e r p a r t s .
The project is being implemented by 
Telecommunications Consultants India 
Limited (TCIL) and offers Tele-
education and Tele-medicine services in 
African countries. Numerous students 
have registered and graduated under 
various courses offered by Indian 
Institutes under this project. Regular 
CME(Continuing Medical Educations) 
sessions are also being delivered over 
this network. 



Eutelsat provides satellite access 

to internet access providers to 

connect local platforms to their 

wider internet backbone. The oil 

and gas sector uses Eutelsat 

satellites for connecting onshore 

and offshore rigs. The banking and 

retailing sectors use us for secure 

circulation of data between 

branches. And GSM network 

operators use us for satellite 

i n te r connec t i on  o f  r emo te  

transmitters. 

Eutelsat 's mobi l i ty services 

complement terrestrial cellular 

networks, providing professional 

solutions to specific sectorial 

needs. Our mobility services for the 

maritime world deliver global 

solutions and coverage to a diverse 

range of markets that includes 

commercial shipping, sea-based oil 

and gas operations, governmental 

ships and luxury vessels.

KEY SATELLITES

EUTELSAT 25B at 25.5° East

Prov id ing  combined Ka/Ku 

reception. EUTELSAT 25B is a 

powerful multi-band satellite that 

provides an expanded mission and 

superior coverage across the Middle 

East, North Africa and Central Asia.  

In addition to offering Ku-band 

resources, and securing continuity of 

services for  Eutelsat at 25.5° East, 

EUTELSAT 25B also features Ka-

band capacity. This opens new 

business opportunities for services 

such as broadband internet, video 

exchange, DTT distribution and 

IPTV.

EUTELSAT 16A at 16° East

Providing Eutelsat's IP Easy service 

to Sub-Saharan Africa. Eutelsat's IP 

Easy broadband platform extends 

high-speed internet access to small 

and medium-sized enterprises as 

well as residential and home office 

users across most of the African 

continent, mainly through the 

EUTELSAT 16A foot print. With a 

one-metre dish and a modem 

connected to a PC, users can 

connect to the internet irrespective of 

their location. Delivering download 

speeds of up to 4Mbps, the service 

can be configured to support VoIP 

and satellite reception of TV 

channels in triple play mode. The 

service's “Point & Play“ self-

installation also enables end-users to 

autonomously install the complete 

system with no specific qualification 

needed or expensive tooling.

EUTELSAT 21B at 31° East

High powered satellite with increased 

coverage .  Equ ipped  w i th  40  

transponders, EUTELSAT 21B has 

increased resources at the established 

21° East position by 30% and opened a 

new service area over North-West 

Africa combined with interconnectivity 

with Europe, the Middle East and 

Central Asia. The satellite can provide 

DTT contribution, video exchange, 

SNG operations, video back-hauling 

and digital cinema.

EUTELSAT 70B at 70° East

At the crossroads of Europe, Africa, 

Asia and Australia. Unique of its kind, 

EUTELSAT 70B is specially designed 

to optimise resources from a single 

orbital slot at the crossroads of Europe, 

Africa, Asia and Australia. Four 

powerful regional beams connected to 

48 Ku-band transponders are located 

on a single platform, allowing 

customers to benefit from regional 

cove rage  o r  to  i n te rconnec t  

continents. EUTELSAT 70B has more 

than doubled capacity at 70.5° East for 

With over 30 years of experience in Direct-To-Home (DTH) broadcasting and 
content delivery to other networks, including cable, IP and Direct-to-Terrestrial 
(DTT),  massive expanded its footprint, Eutelsat serves clients across the globe. Our 
network of 38 high-performance satellites, located between 116.8° West and 172° 
East, provides a unique portfolio of C, Ku and Ka-band resources reaching a total of 
more than 274 million homes in Western, Central and Eastern Europe, the Middle 
East and North Africa, according to RODOLPHE BELMER, its Chief Executive 
Officer.

Eutelsat offers connectivity anywhere,  
everywhere

Europe
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data and government services, 

b r o a d b a n d  a c c e s s ,  G S M  

backhauling and professional 

video exchanges.

EUTELSAT 3B at 3° East

Unique, innovative satellite - 3 

bands - first of its kind. EUTELSAT 

3B, which launches this year, will 

strengthen and enhance coverage 

o v e r  M E N A f o r  d a t a  a n d  

professional video services in the 

Ku-band as well as bring first class 

C-band capacity with extensive 

reach over Europe, MENA, Africa 

and most of South America. The tri-

band model  enables costs to be 

optimised and provides high 

commercial flexibility to meet 

diverse needs in broadband, video 

and telecom markets. Its innovative 

f e a t u r e s  i n c l u d e :  f u l l  

interconnectivity between Ka-band 

beams and an interference 

mitigation beam in the Ku-band.

CONNECTING MENA, EUROPE 

AND BEYOND

Eutelsat's network of teleports is a 

powerful tool for connecting the 

MENA region to Europe and 

beyond. Our company owns and 

operates teleports located in 

France, Italy, Madeira and Mexico, 

offering the highest technical and 

security standards and a full range 

of services including video 

broadcast, content distribution and 

data services. 

Access to the worldwide internet 

(for trunking services) is provided 

via three major Tier1 ISPs, and 

Eutelsat has access to a network of 

dedicated leased lines. 

The teleports feature some 70 

transmit antennas dedicated to 

managed services, with diameters 

ranging from 3 to 18 meters. They 

operate in the C, Ku, K and Ka 

frequency bands and have visibility 

of satellites located on an arc 

extending from 71 degrees East to 

67 degrees West. 

Eutelsat's fleet of satellites covers 

the five continents, taking in almost 

all countries and 99% of the world's 

population. There are currently 38 

satellites in our fleet, operating in 

geostationary orbit between 116.8° 

West and 172° East.

These premium orbital locations 
host several major video hot spots 
reaching the dynamic and sought-
after TV markets of Europe, the 
Middle East, North Africa and Sub-
Saharan Africa. Eutelsat also 
operates Europe's first all-Ka-band 
satellite, KA-SAT at 9º East, a 
powerful platform for delivering 
high-bandwidth services to users 
beyond the range of terrestrial 
networks In the Americas and Asia-
Pac i f i c ,  we  have  c rea ted  
significant extra capacity following 
the integration of Eutelsat 
Americas into our Group (formerly 
Satmex) and the EUTELSAT 172A 
satellite. 

The Eutelsat fleet will continue to 
expand over the coming years, 
with five launches scheduled up to 
2019. This new capacity is 
targeted at the fast-growing 
markets of the Middle East, Africa, 
Asia-Pacific and Latin America, 
while reinforcing ourpresence in 
long-standing European markets.

Eutelsat provides a full range of 
services around the globe via our 
network of own and selected 
partner teleports, including video 
broadcast, content distribution and 
data services. We own and 
operate teleports in France 
(Rambouillet/Paris), Italy (Turin 
and Cagliari), Madeira and Mexico 
(Iztapalapa and Hermosil lo 
Sonora), offering the highest 
technical and security standards.

Rambouillet teleport recently 
became the first in the world to 
achieve full Tier 4 certification from 
the World Teleport Association 
( W T A ) ,  c o n f i r m i n g  o u r  
commitment to provide the highest 
quality of service to
our customers as well as our 
infrastructure, security and 
operational procedures. The 
teleports are complemented by a 
fibre-based terrestrial network and 

a number of Points of Presence (PoPs) 
located in major European and 
American cities. Internet access is 
provided via three major Tier 1 ISPs, and 
Eutelsat has access to a network of 
dedicated leased lines, PoPs and dark 
fibre. Together with our extensive 
network of partner teleports, you can 
access our satellites from almost any 
geographical location around the globe. 

TELEPORT PARTNERS 
To maximise the number of uplink points 
to our satellites and facilitate solutions 
for clients, Eutelsat works with a network 
of over 60 partner teleports, of which 
more than 30 are already fully connected 
to Eutelsat's global fleet. Our partner 
teleports are located in Europe (29), 
America (14), the Middle East (5), Africa 
(4) and Asia-Pacific (12), and are 
operated by companies with whom we 
have close ties. We are permanently 
looking for partner teleports to increase 
the choice of solutions for our customers 
to access the Eutelsat satellite fleet. 
Teleports must sign self certification 
approval according to pre-defined 
Eutelsat criteria.

SOCCER FROM BRAZIL
TO EUROPE IN ULTRA HD

Eutelsat retransmitted live 2014 FIFA 
World Cup™ matches in 4k Ultra HD 
from Rio de Janeiro to Europe. Working 
with partners Sony, Vue Entertainment, 
DSAT Cinema and IDC, two matches 
from the iconic Estadio Jornalista Mario 
Filho (Maracana) stadium in Rio were 
transmitted across the Atlantic on 
EUTELSAT 10A to the Rambouillet 
teleport west of Paris, where it was re-
encoded in Ultra HD HEVC at 60 fps and 
retransmitted to the EUTELSAT 5 West 
A satellite for direct distribution to Vue’s 
state-of-the-art multiplex at Westfield, 
London. 

In the run-up to the FIFA World Cup 
Eutelsat upgraded the satellites that 
provide full coverage of the Americas, 
including Brazil, to also handle Carrier ID 
(CID) technology. Working with Siemens 
Convergence Creators, Eutelsat 
upgraded its teleport in Mexico City with 
Siemens CVC’s SIECAMS® – which is 
equipped for CID as well as interference 
localisation functionality for further 
improving signal integrity.



In Africa, satellite broadband 
internet service is coming. Since 
May, 2006, when the earliest 
NigComSat 1 satell i te was 
launched, broadband was touted 
as a major trend in the coming 
years of satellite communications 
that will bring the benefit of space 
to everyone irrespective of 
locations. 

According to a study, Nigeria 
s t a r t e d  u s i n g  s a t e l l i t e  
communication with INTELSAT 
and had a potential to use its own 
satellite. 

When the feasibility studies 
started, NITEL/Nigerian Television 
Authority, which already had 
leased  t ransponders  f rom 
INTELSAT, were potential users of 
NigComSat. 

The question of whether or not 
Nigeria needed to own its satellite 
was not difficult to answer when 
the factors, such as political 
symbolism, international prestige 
and most importantly, military 
needs, that require national control 
of the information channels, were 
involved.

The NigComSat project was sold 
to the public as a way for Nigerians 
to enter into the "space. From the 
beginning of the project, Nigeria 
aimed to carry programs to the 
Nigerians living in Europe via 

NigComSat. Approximately 2 million 
Nigerians live outside the country.

As the least wired continent, wireless 
systems in the form of Communication 
satellites and variants of terrestrial 
wireless systems such as GSM, 
CDMA, Wifi and WiMax are in great 
demand, more than any other 
continent, to bridge its digital hiatus 
and complement the inadequate 
terrestrial ICT infrastructure in the 
hinterland and landlocked cities to 
fast-track development and play a 
critical role in delivering ICT readiness 
in unserved and underserved areas. In 
addition, the challenges facing rural 
areas in Nigeria are enormous and the 
digital divide in Africa generally is 
huge.

As a means of catching up on the 
infrastructural gap, communications 
via satellite systems have had 
significant success in facilitating 
information technology policies and 
infrastructures for most African 
nations especially Nigeria.

NigComSat-1, a communication 
satellite ordered and built in China in 
2004, was Nigeria's second satellite 
and Africa's first communication 
satellite. It was launched on 13th May 
2007, aboard a Chinese carrier rocket, 
from the Xichang Satellite Launch 
Centre in China. The spacecraft was 
o p e r a t e d  b y  N i g e r i a n  
Communications Satellite Limited and 
the Nigerian Space Agency, NASRDA. 

Nigerian Communications Satellite 
Limited is a Special Purpose Vehicle, 
incorporated as a state owned 
enterprise, fully funded and owned by 
the Federal Government of Nigeria. 
NigComSat Limited is currently being 
supervised by the newly created 
M i n i s t r y  o f  c o m m u n i c a t i o n s  
Technology and regulated by Nigerian 
Communication Commission and 
National Broadcasting Commission.

On 10th November 2008 (0900 GMT), 
the NigComSat-1 was reportedly 
switched off for analysis and also to 
avoid a possible collision with other 
satellites in space. According to 
Nigerian Communications Satellite 
Limited, it was put into "emergency 
mode operation in order to effect 
mitigation and repairs". The satellite 
eventually failed after losing power on 
11th November 2008.

The Federal Ministry of Science and 
Technology, NigComSat Ltd and 
CGWIC (China Great Wall Industry 
Corporation)on 24th March 2009, 
signed a further contract for the in-orbit 
delivery of the NigComSat-1R 
satellite. NigComSat-1R was also a 
DFH-4 satellite, and was delivered in 
the fourth quarter of 2011 as a 
replacement for the failed NigComSat-
1.A new Nigerian communications 
satel l i te (NigComSat-1R) was 
launched into orbit by Nigeria in 
Xichang, China on 19th December 
2011with no cost to Nigeria.

The NigComSat experience

NigComSat connects the world to Africa



NIGCOMSAT-1R

NigComSat-1R is  a  hybr id  
geostationary satellite located at an 
orbital position of 42.50 E with a life 
span of at least 15 years, a total of 
40 transponders providing optimal 
and cost effective Internet and 
communication satellite services, 
solutions and applications.

The communication Payload is 
comprised of 40 transponders; 28 
active and 12 redundant includes C-
Band – 4 active transponders, Ku-
Band – 14 active transponders, Ka-
Band – 8 active transponders and    
L-Band, Navigation – 2 active 
transponders.

NigComSat-1R is a replacement 
satellite for NigComSat-1 launched 

t h1 9 D e c e m b e r ,  2 0 11 .  T h e  
predecessor was de-orbited 
(intentionally thrown away) on 

th10 November, 2008 after suffering 
an onboard subsystem failure (solar 
array anomaly) which halted all 
broadcast, telecommunication 
services and strategic navigational 
plans.

With the launch of the replacement 
h i g h  p o w e r e d  N i g e r i a n  
C o m m u n i c a t i o n  S a t e l l i t e ,  
Operational and commercial 

thservices commenced on 19 March, 
2012 following In-Orbit Delivery 
(IOD) after a successful In-Orbit 
Test (IOT). It is a critical ICT 
backbone infrastructure driving the 
National ICT revolution in providing 
revenue diversification for the 
Nation and offering cost effective 
solution and affordable access to 
meet Nigeria's broadband needs.

The NigComSat satellite was 
developed not only to meet the 
demands  o f  the  economic  
revitalization and provide national 
security but also to redefine 
Nigeria's international role and 
regional power.

The main purpose of the satellite 
was telecommunications. However, 
social applications, such as 
educational and health programs 
that would be implemented with the 
launching of NigComSat, were 
m e n t i o n e d  i n  t h e  p u b l i c  
announcements, although no 
protocol existed to guarantee 
educational usage.

Nigeria, according to informed 
sources have relied on both local and 
foreign scientific and technical forces 
in her decision to implement the 
satellite program. Following the  
launch of the satellitess, Nigeria 
have run several pilot projects that 
could demonstrate the health, 
e d u c a t i o n  a n d  a g r i c u l t u r a l  
applications to sell the project to the 
public. 

The quick turnkey project's important 
characteristic was its dependence 
on foreign technologists to design 
and deliver the hardware unlike the 
longer time periods involved in the 
adoptions made by India and Brazil.

According to sources, Nigeria could 
also benefited from NigComSat by 
bringing primary education where it 
cannot be provided and supporting 
the  ex is t ing  sys tems us ing 
audiovisual techniques. 

The Ministry of Education also 
started an "Open University 
Education" program in 2003 
graduating students who otherwise 
don't have the opportunity to attend 
university education. The program 
has more than 100,000 students, but 
the students can not be reached 
effectively, because the ministry 
needs a channel of its own.

Broadband in Nigeria, State 
of Play

According to the Federal Ministry of 
communication technology Internet 
penetration is quoted at 33% and 
Broadband penetration is at 6%. 
Data from Nigerian Communications 
Commission, suggests that 72.25% 
of the Internet users in Nigeria 
access the internet through wireless 
telecommunications networks 
mainly GSM, which leaves only 
27.75% have access via other 
means such as satellite broadband 
Internet, DSL and fibre to home. 
Given that 2G mobile coverage is at 
98% but 3G and higher order 
coverage are mostly concentrated in 
urban areas and limited to less than 
35%.The statistics above suggest 
that only people from urban areas 
have access to Internet  at  
broadband speeds, which leaves 
people from rural areas with very 
limited chance of getting broadband 
Internet.

Interestingly, total combined capacity of 
submarine optic-fiber cableat the 
shores of Nigeria is nearing 10Tbps and 
more are due to arrive at the end of 
2014. However, we have gross under 
utilization of these huge capacities with 
only about 0.5Tbps being transmitted to 
the hinterlands according to Mr. Lanre 
Ajayi, 

The President of the Association of 
Telecoms Companies of Nigeria. This is 
largely due to the lack of appropriate 
last mile infrastructure, absence ofinter-
city and intra-city metro-ring optic fiber, 
right of way issues, appropriate 
corridorand channels, proper urban and 
regional planning, multiple taxation.

Whereas, there is international 
connectivity (about 10Tbit/s), the local 
access network through a national 
backbone network and metropolitan 
access links is limited. The Nigeria's 
Communication Satellite (NigComSat-
1R) is a low hanging fruit that can be 
utilized and harnessed to improve the 
access links to short and medium term 
goals of the national broadband plan, 
said a source.

The Broadcast Sector 

Africa is considered an emerging 
market for satellite-based platforms in 
terms of Free-To-Air  and Pay TV 
penetration. Year-on-year growth of 
multi-channels to the second quarter of 
2008 was 7% for new satellite 
subscriptions with South Africa leading 
the way, with  12% growth and 23% pay 
TV penetration. 

Free-to-Air satellite penetration is 
stronger in North Africa with Algeria 
(94%) taking the lead followed by 
Tunisia (79%). The French free-to-air 
satellite platform, tntsat has proven 
successful, so far signing over 1 million 
customers by the end of 2008. Similarly, 
we have also seen countries outside 
Africa with dramatic penetrations in 
satellite TV. 

Considering the growing demands of 
satellite-based digital TV broadcast and 
challenges that comes with digital 
migration for Analogue Switch-Off    
NIGCOMSAT  has responded with a 
complete state-of-the art digital satellite 
TV Direct – To- Home  Head–End to 
complement and offer alternative to 
Digital Terrestrial Television. The  DTH 
system which is meant to provide a 
unified platform for broadcasters, 



con ten t  p rov ide rs ,  con ten t  
distributors as well as open up 
media business services in Africa for 
D T H  T V  b r o a d c a s t i n g  
entrepreneurs thus easing off 
imp lementa t ion  bo t t lenecks  
especially for small and medium 
enterprises in the broadcast 
industry.

The NIGCOMSAT Direct-to-Home  
system was designed to offer 
viewers hundreds of channels of 
Standard Definition television 
programming on both the free-to-air  
and pay as you go service delivery 
model.The system is designed to 
support and transmit High Definition 
(HD) channels on demand. 

P r o s p e c t s  o f  S a t e l l i t e  
Broadband in Nigeria

“With the advent of High Throughput 
Satellites (HTS), the capacity and 
efficiency of satellite in providing 
broadband Internet is exponentially 
improving. Recently, the Viasat-1 
spacecraft was launched, it delivers 
broadband services to North 
American Customers, with a total 
data throughput of over 140 Gbps”. 
Accordingly, the satellite has more 
capacity than all other commercial 
communications satellites over 
North America combined. 

Eutelsat's Ka-Sat serving European 
customers with a total throughput of 
about 70 Gbps is another HTS 
commercial telecoms satellite in 
operations since May 2012. These 
HTS communications satellites are 
serving highly wired nations 
(possibly more wired than any part 
of the globe) with optic-fibers to 
home.  “Africa, which still remains 
the least wired continent in the world 
should and must adopt the next-
generation satellite broadband 
technology to bridge its huge ICT 
infrastructural gap aside strategic 
needs”.

 
Meeting the communications 
challenge

Africa represents one of the world's 
greatest topographical challenges 
to telecoms and internet providers. 
Despite the fact that many Africa 
countries boast viable economies, 
obstacles created by nature have 
made it difficult to deploy terrestrial 

infrastructure capable of serving the 
g row ing  demands  o f  many  
r e s i d e n t i a l  a n d  b u s i n e s s  
communities in the region. 

Deregulatory trend in Africa have led 
to healthy competition and the 
i n t r o d u c t i o n  o f  a l t e r n a t i v e  
communications solution to the 
market. VSAT technology has 
proven itself as a leading viable 
alternative, crisscrossing Africa's 
exquisite skyway from South Africa 
to Mali in West Africa.

A satellite based network empowers 
telecoms operators and internet 
services providers in Africa with the 
most efficient and realistic solution 
for the cont inent 's complex 
communications challenges. 

Fully independent of terrestrial 
infrastructure, VSAT technology 
provides an instant infrastructure 
solution that help carriers and 
service providers to significantly 
reduce capital and operational costs 
and pave a rapid roadmap to return 
on investment and profitability.

T h e  l u c r a t i v e  b u t  l a r g e l y  
underserved SMEs and SOHO 
arena had yet to be tapped by 
satellite equipment and service 
providers until recently. In the quest 
to expand their client base, many 

The Nigerian VSAT market is 
estimated to be one of the largest if 
not the largest VSAT market in Africa 
when including VSAT networks 
operating in the C-, Ku- and Ka-
band. The market was driven in the 
last decade by growth in the retail 
ISP market as well as by the 
liberalization of telecom services, 
which commenced in early 2000. As 
a result, the market flourished, and 
the country had as many as 80 
domestic VSAT licenses and 12 
international VSAT licenses as of 
2003.

In addition, critical sectors of 
Nigeria's economy, including oil and 
g a s ,  b a n k i n g ,  m o b i l e  
communication, air navigation and 
public services are dependent on 
VSAT services, particularly in C-
band, as terrestrial networks with 
limited reliability and availability 
outside of main city centers have  
not replace them, according to 
Euroconsult report. 

forward-thinking fixed satellite 
service, operators have begun to 
offer ISPs a swift and painless entry 
into the SME and SOHO markets by 
assuming full purchase costs of the 
hub and allotting space segment at 
attractive rates. 

As global communications across 
all markets and applications 
become inexorably linked to the IP 
standard, VSAT technology has 
proven to be key in delivering 
connectivity. Satellite's innate 
multicasting infrastructure, which is 
many times faster than the speed of 
standard modems, is ideal for 
downloading content rich media, 
upgrading business applications 
and facilitating a two-way stream of 
interactivity. 

A satellite solution can enhance the 
end user experience with IP based 
appl icat ions such as video 
c o n f e r e n c i n g  r i c h  
format/multimedia file transfer and 
software distribution – all of which 
are in high demand in the business 
world.

Whereas  mos t  SME/SOHO 
enterprises conduct their affairs on 
a comparatively smaller scale, their 
needs for sophisticated, IP-based 
voice and data services, private 
networking and applications 
sharing pararells those of larger 
corporations. Thus, the demands 
upon service providers have risen 
accordingly. 

This phenomenon, augmented by 
the standardisations of the IP 
platform and the increasing cost-
effectiveness of VSAT networking 
and equipment, creates a viable 
and revenue-generating alternative 
in these blooming service provision 
segments.



The National Oceanic and 
Atmospheric Administrat ion 
(NOAA) has released the first 
image taken by Harris’s Advanced 
Baseline Imager (ABI) onboard 
their nextgeneration weather 
satellite. The image taken from the 
Geosta t ionary  Operat iona l  
Environmental Satellite 16 (GOES 
16) is of Earth’s full western 
hemisphere with detailed cloud 
and water features.

The Harris ABI, the main payload 
on the satellite, is a high-resolution 
digi tal  camera with image 
resolution of onetenth of a square 
mile, or four times better than 
current imagers, according to a 
statement released by Harris. 
Additional filters, or spectral 
bands, on ABI will detect more 

information about volcanic ash, 
dust, clouds, winds, fires, rainfall 
rate, and hurricane intensity than 
p rev ious  gene ra t i ons  o f  
geostationary weather satellites. 
Critical information about severe 
weather events can come as fast 
as 30 seconds, five times faster 
than previous technology. 

“Once the satellite is fully 
operational, the resolution of the 
imagery taken from the Harris 
ABI will be comparable to seeing 
a quarter from a mile away,” said 
Eric Webster, vice president and 
general manager of Harris 
Environmental Solutions. 

The image was downloaded and 
processed by the Harris-built 

enterprise ground system, which 
controls the weather satellite and all of 
its six major instruments, including 
ABI. The ground system will also 
process the increase in new data, 
producing 1.75 terabytes of data per 
day for the National Weather Service 
and other users. GOES 16 was called 
GOES R prior to its launch from Cape 
Canaveral, Fla., Nov. 19, 2016. Like its 
predecessors, GOES R was renamed 
GOES 16 after launch, following 
NOAA’s numerical naming convention.

Eutelsat Communications’ Eutelsat 
117 West B satellite has entered into 
full commercial service and is now 
ready to support customers across 
Latin America. Commercialized by 
the Eutelsat Americas affiliate, 
Eutelsat 117 West B is the second 
all-electric satellite in Eutelsat’s 
fleet. It is equipped with 48 Ku-band 
transponders, a 36 MHz equivalent, 
and connected to four beams 
covering Mexico, Central America 
and the Caribbean, the Andean 
region and the Southern Cone. 

E u t e l s a t ’ s  n e w  s a t e l l i t e  
complements its Eutelsat 117 West
A, launched in 2013, to create a 
multi-satellite neighborhood at 117
degrees west, which is already used

by Millicom’s Tigo Star, Stargroup
and Televisa. It will also provide 
key services to telecom operators 
and government service providers 
in Latin America, according to Jan. 
16 statement released by the 
company. 

Eutelsat 117 West B features a 
new-generat ion Wide Area 
Augmentation System (WAAS) 
payload operated by Raytheon as 
prime contractor for the U.S. 
Federal Aviation Administration 
(FAA), which will go live in 2018. 
Developed for the civil aviation 
community, the WAAS payload is 
designed to receive signals from 
ground stations that verify signal 
accuracy and rebroadcast the 

information to GPS users, including 
airline cockpits, the most demanding 
of civil GPS applications. It will 
increase GPS signal accuracy from 10 
meters to 1 to 2 meters, enhancing 
aviation safety for users in Canada, 
Mexico, Puerto Rico and the 
continental United States including 
Alaska, according to Eutelsat.

NOAA Releases First GOES 16 Image

Eutelsat 117 West B All-Electric Satellite Enters Commercial Service

Thuraya Telecommunications has 
donated new supplies of emergency
telecommunication equipment to the 
International Telecommunication 
Union (ITU) under the decade-old 
Emergency Telecommunications 
support arrangement. 

This donation aims to strengthen the 
ITU’s capacity in natural disaster 
preparedness, search and rescue, 
and response through the use of new 
mobile satellite communication 
equipment. Thuraya’s satell ite 

equipment will enhance the scale at 
which the ITU can deploy mobile 
communications to assist countries 
affected by disasters, and strengthen 
response,  re l ie f  and recovery 
interventions. 

The donation, which includes Thuraya 
XT- LITE handsets, SatSleeve+ and 
SatSleeve Hotspot units, meets the 
demand and requirements of disaster 
affected regions: it’s transportable, easy 
to use and easy to deploy, according to a 

statement released by the company. 
Thuraya’s previous donations to the ITU 
have helped to provide a critical path for 
relief in emergency and disaster 
situations. Most recently, in 2016, the ITU 
deployed 

Thuraya terminals in flood-stricken Sri 
Lanka. These units were used to 
supportrelief and coordination efforts on 
the ground during the torrential rains that 
caused loss of lives and destruction to 
infrastructure.

Thuraya Donates Telecom Equipment to Boost ITU Disaster Readiness

Satellite News



A new generation of satellite 
entrepreneurs is headed back 
to the launch pad. Backed by 
billions of dollars from deep-
pocketed investors, they plan 
to blanket the earth in the next 
few years with perhaps 
thousands of  min iature 
satellites beaming cheap, 
ubiquitous broadband service. 

What’s different? Launching 
one of these smaller satellites 
can cost a fraction of the price 
for a larger, school-bus-sized 
satellite. These new satellites 
will largely be mass-produced. 
And consumers now demand 
h i g h - s p e e d  I n t e r n e t  
connectivity pretty much 
everywhere, on airplanes, 
cruise ships and in the 
remotest village in Africa. 
Companies such as SpaceX, 
OneWeb and Boeing have all 
recently
p r o p o s e d  n e t w o r k s  o f  
satellites in low-Earth orbit to 
provide high-speed
broadband access around the 
globe.
E v e n  F a c e b o o k  c h i e f  
executive Mark Zuckerberg 
has aspirations to bring 
Internet to poorly connected 
areas — a plan that was 
derailed in September after a 
satellite set to beam high-
speed service to areas 
including sub-Saharan Africa 
was destroyed in the explosion 

of a SpaceX rocket on a Florida 
launch pad. If this latest wave 
of satellite networks gets off the 
ground, it could pose a 
challenge to a $224.6 billion 
industry currently dominated 
b y  t e l e c o m  a n d  c a b l e  
companies with their miles of 
fiber optic and copper wires. 

“That’s going to shake up how 
these operators are controlling 
different regions, and it’s going 
to allow the consumer a little 
more of an option,” said Taylor 
Palmer, industry analyst at 
m a r k e t  r e s e a r c h  f i r m  
IBISWorld. In mid- December, 
the Arl ington, Va.-based 
OneWeb said it secured $1.2 
billion of funded capital in a 
round led by Japanese 
technology giant SoftBank 
Group Corp.,which contributed 
$1 billion of the total. The 
money will fund construction of 
a  F l o r i d a  s a t e l l i t e  
manufacturing plant, which is 
set to start production in 2018. 

SoftBank is just one addition to 
OneWeb’s list of big-name 
investors, which includes 
Qualcomm Inc., Airbus Group, 
Coca-Cola Co. and Richard 
Branson’s Virgin Group. 
Satellite-provided broadband 
service is still tiny. It generated 
revenues of $1.9 billion in 
2015, according to a June 
report from the Tauri Group that 

was commissioned by the 
S a t e l l i t e  I n d u s t r y  
Association trade group. 
That compares with $97.8 
billion for satellite television.
But interest in satellite 
broadband is growing as 
c o n s u m e r s  e x p e c t  
highspeed service in places 
that aren’t always well-
served by fiber or cable. 

Analysts say sate l l i te  
constellations could have 
the biggest effect in remote 
areas. In 2014, almost half of 
the world’s population lived 
in rural regions, which are 
largely unconnected to the 
Internet, according to a 
report from ITU, a special 
agency of the United Nations 
that handles information and 
c o m m u n i c a t i o n  
technologies. “ Internet 
access is fundamental for 
understanding of culture, 
cultural differences, civic 
u n d e r s t a n d i n g  a n d  
participation,” said Greg 
W y l e r ,  f o u n d e r  a n d  
executive chair of OneWeb. 
“ I t  h e l p s  m a k e  t h e  
unconnected economically
relevant to the developed 
w o r l d .  W h e n  t h e y ’ r e  
economically relevant, we 
pay a lot more attention to 
them.” The company has an 
ambitious timeline. It plans 
to launch the first 10 

satellites into low-Earth orbit in 
early 2018 to test their 
capabilities. More launches 
will follow, with its broadband 
access beginning as early as 
2019. By 2022, OneWeb says 
i t  w i l l  c o n n e c t  e v e r y  
unconnected school to the 
Internet. Eventually, OneWeb 
p l a n s  a  7 0 0 - s a t e l l i t e  
constel lat ion. OneWeb’s 
satellite manufacturing facility 
in Exploration Park, Fla., is key 
to these plans. 
The company will mass 
produce its microsatellites with 
a u t o m a t e d  a s s e m b l y  
capabilities similar to those 
used in aircraft production 
facilities, eventually making 
three a day. SpaceX, based 
outside Los Angeles, plans to 
eventually launch more than 
4,000 satellites for its network. 
In 2015, the company received 
a $1 billion infusion from 
G o o g l e  a n d  F i d e l i t y  
Investments and opened an 
office in Redmond, Wash., 
near Seattle, to focus on 
developing the small satellites. 
SpaceX chief executive Elon 
Musk has said the whole 
constellation could cost $10 
billion to $15 billion.

Source: SAMENA

New Satellite Constellations to Challenge the Broadband
Industry

Satellite News

China Great Wall Industry 
Corp. has clinched a 
c o n t r a c t  w i t h  a n  
Indonesian joint venture to 
build a replacement for a 
satellite that is running out 
of fuel early due to an 
underperformed Long 
March launch.

Palapa Satelit Nusantara 
Sejahtera, a joint venture 
of Indosat Ooredoo and 
Pasifik Satelit Nusantara 
(PSN), signed the contract 
for Palapa-N1, a high-
t h r o u g h p u t  K u - b a n d  
satellite with 10 Gbps of 
capacity here May 17 with 
Beijing-based CGWIC, a 
subs id ia ry  o f  Ch ina  

Aerospace Science and 
Technology Corporation. 

CGWIC also received a 
non-binding agreement 
for a second satellite with 
PSN — a Ka-band high-
throughput satellite called 
PSN-7 that would deliver 
100 Gbps of capacity 
through 104 spot beams 
covering Indonesia, the 
Philippines and other 
S o u t h e a s t  A s i a n  
countries. 

Palapa-N1 is the second 
commercial satellite that 
CGWIC has won with an 
estab l ished sate l l i te  
operator in less than a 
year's time. In October 

2016, Thaicom purchased a 
Ka-band high-throughput 
satellite from CGWIC, 
proving the company's 
intention and ability to 
compete more aggressively 
on the commercial market. 
Both are based on the DFH-
4 platform. 

CGWIC, the only company 
w i t h  t h e  C h i n e s e  
government's approval to 
do commercial satellite 
manufacturing and launch, 
has primarily done business 
with entirely new satellite 
operators. The United 
States' International Traffic 
in and Arms Regulations, 
known as ITAR, restrict 

American satellites, and 
sate l l i tes  wi th  cer ta in  
American components, from 
launching on Chinese 
rockets — a rule that has 
largely isolated China on the 
international market, often 
prompting CGWIC to bundle 
satellite orders with launches 
to avoid this problem 
altogether.

According to Sun Weide, 
charge d'affaires of the 
C h i n e s e  E m b a s s y  i n  
Indones ia ,  Ch ina and 
I n d o n e s i a  h a v e  
strengthened space ties 
t h r o u g h  c o o p e r a t i o n  
agreements signed in 2013 
and 2015. 

CGWIC launches Indonesian commercial satellite 
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     Editorial  Calendar 2017

Vol 6 No 1 May 2017
Satellite as a Critical Infrastructure in Africa
Africa is one of the fastest growing markets for 
telecommunications and satellite services. This 
issue will espouse the balance at the continental 
level between video and telecom services, 
especially in North Africa where transponder usage 
is dominated by video services and Sub-Saharan 
Africa where use of satellite capacity for telecom 
purposes is dominant.

Vol 6 No 2 June 2017
Special feature on satellite  operators
This issue will feature Satellite Operators as a basis 
of “solutions for Africa's communications 
challenges, including  telecommunications actors 
and their relevance to social economic 
development of Africa. It will also dwell on the 
experience both positive and negative of Africa in 
the use of Space for telecommunications.

Vol 6 No 3 July 2017

Assessment of emerging space 
industry in Africa
This issue will identifies and describes the activities 
of the main relevant organisations involved in the 
use of Space for the benefit of Africa, both African 
and international, including some of the major 
issues facing Africa today and identifies 
opportunities for Space to contribute to solutions.

Vol 6 No 4 August 2017
Special feature on African Continental 
Structures
Kenya has launched its "National Space 
Secretariat" as a forerunner of a National Space 
Agency. This issue will seek to add value to the 

endeavours of these countries and benefit from their 
existing activities and infrastructures.

Vol 6 No 5 September 2017

Military Satellite Applications
This issue will feature how modern broadband 
satellite network technology is proving to be the 
ideal communications medium to provide the high 
speed voice, video and data services required by 
military forces to enable Network-Centric Warfare in 
the modern era. 

Vol 6 No 6 October 2017

Mobile Satellite Services
The issue will trends, opportunities  and moderate 
growth in this market, combined with the variety of 
satellites to be launched, including the roles of 
players in the African market.

Vol 6 No 7 November 2017

Cellular Backhaul over Satellite
The tremendous growth of wireless devices, 
including smart phones, tablets and the like, in the 
last several years has driven the need for 
connectivity anywhere, anytime. This  issue  will  
feature current trends and significant challenges in 
bringing connectivity to “hard-to-serve” or rural 
areas.

Vol 6 No 8 December 2017
Satellite for disaster management
This issue will elaborate the  value of emergency 
satellite communications network for disaster 
management, enabling first responders and 
government officials to establish meaningful 
command and control. 

2017 schedule of publications

Please find below the schedule of publication, and themes, for the rest of your 2017 
media planning

The publication is sold monthly on a subscription basis, to readers in Africa, Europe, and 
North America as well as Middle East. But it is also distributed widely, free, to 

participants at selected conferences.

Below please find the schedule of releases.
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Spacewatchafrica.com MAGAZINE - A Reliable Medium to Advertise

With banner placement, you support the publication of  this online journal. Your message will reach the right 
people. Advertising in Spacewatchafrica.com is a cost-effective way to reach your potential clients and business partners. 
Spacewatchafrica.com can bring your organisation to the attention of  key industry personnel and academics doing 
business in the financial world or with satellite and space technologies, ICT & telecommunications and broadcasting 
industries. We offer you exclusive contact with people in the government, academic and industry sectors.

WEBSITE BANNERS – AVERAGE MONTHLY VISITORS: 100,000

WELCOME BANNER – This prestigious welcome ad/splash ad pops up with the rest of  the page but display before the 
actual webpage. With more than 10,000 monthly visitors to our site this banner is the best option. No one can miss your 
banner!

LEADERBOARD
This prominent position will be shown with graphics on a rolling shared basis, limited to a maximum of  4 clients.

WEBSITE BANNERS                         WIDTH       HEIGHT                 PER MONTH ($)
Welcome Banner                                         600px           500px                             15,000

Leaderboard                                                720px              90px                             4,500

Full Banner                                                  468px             60px                               3,500

Middle Banner                                             500px             60px                              3,000

Square Banner                                             230px            220px                              2,500

Small Banner                                                180px              60px                              1,500

Accepted Digital Formats

Preferred file formats are EPS, JPG or PDF. Resolution should be a minimum of  300 dpi. Please provide a digital proof  in 
JPG format. If  you use non-Adobe Fonts, please create an outline EPS of  text. Photos should be in CMYK format not RGB. 
Include all fonts when creating the final file.



With advert placement, you support the publication of this magazine in Africa. Advertising in 
Spacewatchafrica and the African Satellite Communications Yearbook will offer your 
institution/organisation a  cost-effective platform to reach your potential clients and business partners aroun 
the world. We offer you exclusive contact with your business partners, government officials, academic and 
industry sectors.

Back Cover Full Page                                 $3,000    9.5” x 13”
Inside Back Cover Full Page                     $2,000    9.5” x 13”
Inside Front Cover Full Page                        $2,000    9.5” x 13”
Inside Full Page                                       $2,300                   9.5” x 13”
Inside Half Page                 $1.250   4.75”x 13” 
Double Spread                                             $5,000

SPACEWATCHAFRICA MAGAZINE MOST CURRENT ADVERTISEMENT RATES

4-Color Advertising Rates                            Colour                  Dimension

Special page 2(inside  front cover) and 3                   $6,000
Two adjoining centre page                                        $5,000
Front page earpiece                                                 $1,500
(One third)                                                                  $750                   4.75” x 6.5”
Special Report  (including editorial)                          $3,000                   
Full cover page spotlight (special)                           $15,000

Advertisement  placements on our publications will attracts discounted rates of 10% off the above rates.

Hurry now and book your advert on Spacewatchafrica (online and  hard copy edition) as well as the African 
Satellite Communications Yearbook and benefit from the industry lowest rates while helping your 
organization reach the widest audience possible across Africa, middle east and beyond.                                                 

An additional 30% discount off the advertising rates above will be given to an advertiser who reserves for a 
minimum of six months (6 advertisements) or more. 

All dimensions are listed as width by depth in millimeters (mm). Build pages to trim size and if bleed, 
extend dimensions beyond page edge by 10mm. Keep live matter 6mm from trim size. Preferred file 
formats are EPS, JPG or PDF.

For placement enquiries, please email  us at info@spacewatchafrica.com, or call +2348036471114, 
7084706167

   Signed: Management

AFRICA




	1: COVER PAGE
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15
	Page 16
	Page 17
	Page 18
	Page 19
	Page 20
	Page 21
	Page 22
	Page 23
	Page 24
	Page 25
	Page 26
	Page 27
	Page 28
	Page 29
	Page 30
	Page 31
	Page 32
	Page 33
	Page 34
	Page 35
	Page 36
	Page 37
	Page 38
	Page 39
	Page 40

