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Editorial 

In July 1969, television's ability to 
showcase the world took an enormous 
step forward as millions of television 
viewers across the world, watched as 
astronauts Neil Armstrong and Buzz 
Aldrin walked on the moon. The event 
was spectacular: it was the first time that 
any human had walked on an extra-
terrestrial body. But this feat was made 
even greater and more real by the fact 
that television footage of the moonwalk 
was transmitted live. Suddenly, 
television became more than just a 
window to the world. It was a window 
into human daring and greatness, and 
to the infinite universe with its boundless 
possibilities.

However, the moon landing changed 
things quite drastically. The veil over 
television was momentarily lifted when 
the television footage of the moonwalk, 
or 'Moon Television', was shown at 
selected venues acr ss Afr ca.

The launch of space shuttle Discovery,  
29 years later, also marked the date of 
the first live news event to be broadcast 
in HD. The broadcast was picked up in 
more than twenty markets. The earliest 
HD programming was centered around 
special events, movies, and sports. 
These types of programming capture an 
audience's attention especially well 
because they tend to have a relatively 
large following and numerous visual 
details and audio can be showcased as 
well.

Today, digital television is evolving into 
one of the most exciting and dynamic 

sttechnologies in 21  century. Though the 
rollout of the technology did begin rather 
slowly, it is now rapidly gaining 
momentum across the continent. 

The new broadcast standard will have a 
powerful impact on broadcasters, cable 
and satellite providers, film and 
television producers, electronic 
equipment manufacturers,  and 
consumers. 

Popular culture hav  embraced the 
superior image of high-definition (HD) 
television and the excellent sound-
quality that this technology produces. 
Not left out, the public is also 
discovering these benefits by seeing the 
technology on display at various 
electronics retailers, restaurants, public 
venues, and at the homes of friends and 
family. However, the public has yet to 
discover the impressive interactive 
capabilities of digital television. People 

o i

e

will soon realize that with a simple click of 
a button, they will be able to immediately 
receive various product information 
concerning items on their television 
screens.

Broadcasters are facing a challenging 
time that is fraught with opportunity. One 
o f  the  b igges t  cha l lenges  fo r  
broadcasters is learning how to exploit 
the new capabilities of digital television 
without investing an excessive amount of 
time or money.

Commercial broadcasters are now well 
aware that in two years, the analog 
spectrum will be taken away,  and Digital 
television  and its supporting services will 
be all that they will have to offer. The time 
has come for broadcasters to start 
thinking about how to develop their 
Digital television  infrastructure in order 
to garner a return on their massive digital 
investment.

For decades, television broadcasters 
have transmitted signals in an analog 
format. However, the invention of HDTV 
was a nearly thirty-year-long journey that 
began in the late 1960's as an industrial 
goal to improve television technology. 

The Japanese started work on HDTV in 
1970 under the leadership of Takashi 
Fujio of Nippon Hoso Kyokai, Japan's 
state broadcasting system. The research 
aimed to create a higher-quality picture, 
one with more vivid color and greater 
detail. In addition, a major goal was to 
increase the psychological effects of the 
medium to improve its use as a venue for 
advertising.

While its faster than the rollout of  color 
set, the conversion to digital television 
technology began at a very slow pace. It 
was not until early 2003 that it seemed 
likely that the technology rollout would, in 
fact, take place. 

Although there are similarities, the 
transition to digital television has moved 
quicker than the transition from black and 
white to color. First of all, the initial HDTV 
sets, while expensive, were relatively 
affordable than the first color sets. The 
prices of color sets led to a slower 
adoption of the new technology by 
consumers when compared to the 
adoption of digital sets. Second, it took 
even longer for color programming to be 
broadcast than HDTV. 
A full decade passed before color TV was 
broadcast, quite a bit longer than the first 
digital broadcast. Third, the reception of 

HDTV is improving at a faster pace as 
reception problems were abundant in the 
rollout of color TV. 

From the start, new HDTV sports 
channels were first introduced which led to 
the creation of digital production studios, 
broadcast centers, and HDTV production 
trucks. Sports programming has been an 
exceptionally powerful driver for the 
creation of new facilities because so much 
of this type of content is live. 

Also, non-sports channels have begun 
working on and are developing their own 
HDTV plans because of the more cost-
effective equipment available and 
because many more people are buying 
HDTV sets due to their lower cost. 

Driven by consumers' appetite for HDTV 
content, satel l i te providers were 
encouraged to carry HDTV programming 
and have been using the technology to 
help add to their subscriber base. This 
has, in turn, led to an increase in the 
amount of HD programming carried by 
satellite networks and local affiliates. 
With compression technology offering the 
promise of “HDTV, broadcasters are 
beginning to see ways to do more than 
HDTV over their digital channels.

On the content side, cameras were 
introduced that were effective in both 720p 
and 1080i. This has allowed remote 
trucks, programming, and production 
vendors to the networks, to invest in HD 
equipment, as they no longer have to 
invest in two types of cameras or 
expensive conversion equipment to serve 
the separate camps. Secondly, HD 
equipment has dropped enough in price 
that there is a chance of making the 
investment pay off sooner rather than 
later. On the distribution side, several TV 
stations are offering all prime time 
programming in HD.

The boom of HDTV 



8K goes mainstream

Video captured at the extreme 
resolution of 8K has been on the 
industry margins for a while, but 
few would have expected it to 
breakout this soon. No longer 
confined to the ambitions of the 
Japanese government, where 
state broadcaster NHK will 
launch the world's first 8K 
'Super Hi-Vision' channel a year 
from now, the format is making 
i ts way into mainstream 
production. 
The first feature to be produced 
in 8K was Disney's Guardians 
of the Galaxy: Vol 2; while The 
Commuter, an episode of Sony 
Pictures' Electric Dreams, was 
also recorded in the format. Red 
cameras were used for both 
shows and, not content with 
having one full frame sensor 
capable of acquiring 8K, the 
manufacturer recently launched 
an improved option called 
Monstro. 
The sensor offers 60fps full 
f o r m a t  r e c o r d i n g ,  3 5 . 4  
megap ixe l  s t i l l  cap ture ,  
300MB/s data speeds, and 
simultaneous Redcode RAW 
and Apple ProRes or Avid 
DNxHD/HR. It also boasts of 
improved image quality, with 
wider dynamic range and 
shadow detail. 

More importantly, owners of a 
Red camera body with Helium 
(Weapon 8K S35 and Red Epic-
W 8K S35) or Monstro sensors 
(Weapon 8K VV) get to work 
with Red's new version of its 
image processing pipeline 
(IPP2) in-camera. 

The arguments for shooting 8K 
today are similar to those used 
at the outset of previous image 
upgrades. Shooting at extreme 
resolutions will make everything 
look better, from cinema all the 
way down to a YouTube video 
viewed on a smartphone, even 
if the final resolution is lower. 
The just released HDMI 2.1 
specification, which routes AV 
to consumer displays from Blu-
Ray players to TVs and media 
streamers, is future proofed for 
8K and even 10K resolutions 
plus frame rates up to 120p and 
dynamic range. Consumer 

Holographic imaging 
moves closer

Resolution is only part of the 
e q u a t i o n .  T h e r e  i s  
considerable promise being 
held out for the ability to 
capture far greater depth detail 
of an image. So called light-
field (otherwise known as 
volumetric or holographic) 
capture, which can be made 
with a single camera fitted with 
mult iple t iny lenses, or 
plenoptically via arrays of 
cameras, is on the verge of 
breakthrough. With it, users 
will be able to reconstruct 3D 
scenes in post and alter the 
focus, framing, exposure and 
other parameters just by 
tweaking the data. US firm 
Lytro continues to develop its 
Cinema Camera, which is a 
massive beast of a machine 
currently beta tested by 
Hollywood studios on VFX 
sequences. Some former Lytro 
executives established Light 
Field Lab, a new company to 
make displays capable of 
viewing the output of a 
lightfield image. It aims to have 
engineering samples to 
d is t r ibu te  in  2018 and 
development kits in 2019.

Augmented reality 
seeks killer app

There are those predicting that 
2018 will be the year of 
augmented reality (AR) as 
Silicon Valley's tech giants 
push products into the 
mainstream. 
Facebook sees AR as a huge 
new communications platform 
and launched its Camera 
Effects platform for AR 
developers in February. 
G o o g l e  h a s  b e e n  
experimenting with products 
like Google Glass and its 
Tango platform, which uses 
dep th  sens ing  to  map  
e n v i r o n m e n t s  f r o m  
smartphones. Apple's ARKit, 
announced in June, means 
developers can create AR 
apps for the 700+ million 
iPhone users already in the 
market. ARKit uses the iPhone 
or iPad's camera and motion 
sensors to find points in the 

environment, then tracks them 
as the device moves. It can 'pin' 
objects to one point, changing 
the scale and perspective.
It can also locate flat surfaces, 
which is great for putting digital 
props on a floor or table. 
Microsoft is also expanding the 
reach of its Hololens headset 
with its mixed reality (MR) 
Windows software. 

This includes inputs from 
motion controllers and natural 
human inputs such as gaze, 
voice, and gestures. Rather 
than just adding artificial 
elements to a real scene as 
wi th AR, or  creat ing a 
c o m p l e t e l y  a r t i f i c i a l  
environment as with virtual 
reality, MR places all or parts of 
reality into an environment that 
mimics the real world in real 
time.

SMPTE 2110 
foundation
for live IP

Not a product exactly, but 
germane to the future of much 
of the industry, is the ratification 
of SMPTE standard 2110 for 
moving audio and video around 
as separate streams. 

The standard, which will be 
complete early this year, 
should permit a greater take-up 
of IP infrastructure and 
interoperable equipment. 
According to lobby group 
AIMS, broadcasters should be 
reassured that they can invest 
in products now that will 
support SMPTE ST 2110. 

More  than  60  vendo rs  
participated in a showcase at 
I B C  d e m o n s t r a t i n g  
interoperability and solutions 
based on the suite with more 
than 70% of AIMS members 
committed to incorporating it in 
their products. 

“Thanks to the SDI-to-IP 
bridging support provided by 
SMPTE ST 2110, broadcasters 
can take an incremental 
approach by building new 
islands of IP-centric operations 
while continuing to rely on 
legacy equipment elsewhere,” 

states AIMS.
AIMS' agenda does not end 
with 2110. The latest objective 
provides a common means of 
identifying and registering 
devices across all workflows 
and locations based on the 
N e t w o r k  M e d i a  O p e n  
Specifications (NMOS) IS-04 
developed by the Advanced 
Media Workflow Association 
(AMWA).

Live streaming 
struggles
to scale

Live distribution of video over 
the open internet continues to 
be blighted by buffering, 
principally as it struggles to 
scale with demand. 
These hitches hit high profile 
sports events including the 
money fight between Conor 
M c - G r e g o r  a n d  F l o y d  
Mayweather last year with 
payper view patrons voting 
with their feet and either 
watching illegal streams or 
taking rights owner Showtime 
to court for not delivering on 
the HD quality it promised. 
Other issues with live streams 
are latency where the internet 
stream is typically a minute 
and often more behind that of 
broadcast of the same event. 

There are technologies to 
tackle these issues. Among 
them, Net Insight's Sye, which 
is a solution for distributed 
streaming of live and linear 
content with frame sync to both 
TV and second screens, and 
Ooyala, which claims its 
Ooyala Live solution offers 
content providers a 99.95% 
uptime for their video streams. 
Livestreaming from Facebook 
and Twitter, l ive sports 
broadcasts by Amazon and 
sports leagues, and the rapid 
growth of online pay-TV 
services with live broadcast 
channels are leading a 
resurgence. Source: Digital Studio.  

Chicago start-up Phenix 
reckons its technology is good 
enough today to scale to 
multiple millions of viewers 
online.

Source: Digital Studio
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SES has announced that CANAL+ 
Group, the leading pay-tv operator in 
France, is launching its new satellite Ultra 
HD offer on a newly-designed, state-of-
the-art set-top box using an SES satellite.

Canal+ Group is a major player in 
television and cinema in France and 
abroad. It is a leader in the production, 
bundling and distribution of first- run 
movie channels and thematic channels in 
France, Africa, Poland and Vietnam. 
Canal+ Group also remains successful in 
other geographies, particularly Africa with 
nearly 2.8 million subscribers.

Present in Africa for more than 20 years, 
Canal+ is currently distributed in more 
than 25 countries through 11 subsidiaries 
and more than 30 partners and 
distributors. With its Canal+ bundles 
offering more than 200 channels, radio 
stations and services, the group is the 
leading satellite pay-TV operator in 
French-speaking Africa, with nearly 2.8 
million subscribers at year-end 2016. 
Canal+ delivers 12 premium channels for 
the continent and produces programs 
dedicated to its French-speaking African 
subscribers. 

Canal+ Group delivers the UHD channels 
via ASTRA 19.2 degrees East, the 
leading satellite position in France. 
Leveraging the throughput and reach of 
satellite technology, Canal+ Group can 
make this offer available to 100% of TV 
households in the country.

Using their existing satellite dish, all 
CANAL+ French satellite subscribers will 
be able to enjoy a wide range of premium 
UHD content, including cinema, series, 
original productions and sport, using a 
new UHD satel l i te decoder, LE 
DECODEUR. Equipped with eight 
satellite tuners and integrated Wifi, the 
d e c o d e r  a l s o  o f f e r s  m u l t i p l e  
functionalities and a new viewing 
experience by enabling multi-device and 
multi-room video consumption.

Frank Cadoret, EVP Distribution, Group 
CANAL+, said: “We are very proud to be 
partnering with SES to bring UHD to 
100% of French households. Our new 
DECODEUR is the most advanced DTH 
box on the market with ultra-fast channel 
surfing and a completely redesigned user 
experience. Along with CANAL premium 
UHD content, particularly sports and 
o r i g i n a l  s e r i e s  ( C R E AT I O N S  
ORIGINALES), we intend to further boost 
our satellite customer loyalty and grow 
the existing subscriber base.”  

Ferdinand Kayser, CEO of SES Video, 
said: "CANAL+ Group is an important and 

long-standing partner for 
SES, and the SES Video 
team is proud to accompany 
our customer on its UHD 
journey. 
The commercial launch of 
this Ultra HD premium 
channel is a key milestone 
for the development of 
mass-market Ultra HD in 
France. We are delighted to 
see that French satellite 
pay-tv subscribers will enjoy 
the best viewing experience, 
both in terms of picture 
quality and functionalities. 
By positioning satellite at the 
heart of its distribution 
strategy, 
C A N A L +  G r o u p  
demonstrates that the role of 
o u r  i n f r a s t r u c t u r e  i s  
essential for linear TV 
distribution, offering the high

throughput required for top-
q u a l i t y  U l t r a  H D  
everywhere.”

Traditionally known for its 
sports coverage, Canal+ is 
noteworthy for its exclusive 
programs, crisp play-by-
play commentary, expert 
color commentary, and 
i n n o v a t i v e  t e c h n i c a l  
capabilities. 
The Canal+ channels cover 
a full array of French and 
international sports such as 
football, with the UEFA 
C h a m p i o n s  L e a g u e ,  
French Ligue 1, French 
Ligue 2, French League 
Cup, Africa Cup of Nations, 
French Division 3 and the 
qualifying matches for the 
European section of the 
2018 World Cup. 

In 2016, Canal+ Group and 
Samsung  in t roduced  
myCanal on Samsung 
SmartTVs, enabling direct 
a c c e s s  t o  C a n a l +  
programs without a set-top 
box. Samsung and Canal+ 
are continuing to support 
t h e  d e v e l o p m e n t  o f  
television, both to meet 
consumer expectations 
and to future-proof the 
medium. 
myCanal on Samsung 
S m a r t T V  i s  a n  
u n p r e c e d e n t e d  
opportunity for an easier, 
f a s t e r  e x p e r i e n c e  
delivered via the Internet or 
DTT. 
Also, Canal+ Group also 
launched a DTT package 
under the Easy TV brand 
name. 

Te c h n o l o g y  s t a r t u p s  
incubated by the Badir 
Program, one of the main 
initiatives of King Abdulaziz 
C i ty  for  Sc ience and 
Technology (KACST), have 
successfully raised more 
than SR48 million ($12.79 
million) during the year 
2017. 

This was through 15 funding 
deals led by supporting 
venture capi ta l  f i rms,  
i n d i v i d u a l  i n v e s t o r s '  
networks and governmental 
institutions, recording a 64 
p e r c e n t  i n c r e a s e  i n  
c o m p a r i s o n  w i t h  t h e  
previous year.

Funding by venture capital 
firms amounted to SR34.5 
million approximately, which 
was d iv ided in to f ive 
startups. Individual investors 
funded eight companies with 
SR11.89 mil l ion, while 
funding by the Social 
Development Bank reached 
SR1.9 million approximately 
in  the form of  loans 
presented for the benefit of 
two startups.

As a result of the “Demo 
Day” event organized by the 

Badir Program three times 
a year for the purpose of 
jo in ing s tar tups wi th  
investors, the concluded 
deals amounted to half of 
the number of investment 
f u n d i n g  d e a l s  a f t e r  
announcing eight deals 
amounting to SR12.4 
million approximately. 

S e v e n  d e a l s  w e r e  
concluded outside the 
competitive enterprises 
showcase with an overall 
value of SR35.8 million 
approximately.

It is likely that the overall 
size of investment funding 
of startups will increase 
after disclosing the results 
of the third edition of the 
“Demo Day” event, which 
was held last month. 
“Demo Day” aims at 
presenting, studying and 
facilitating the funding of 
promising investment 
opportunities among the 
t e c h n o l o g y  s t a r t u p s  
incubated by Badir.

Nawaf Al-Sahhaf, CEO of 
the Badir Program for 
Technology Incubators, 

IN THE NEWS

said that several factors 
h a v e  c o n t r i b u t e d  i n  
increasing the size of 
funding this year, namely 
the rise in the number of 
funding and risk investment 
c o m p a n i e s ,  l e n d i n g  
platforms and individual 
investor networks, which 
have become increasingly 
active recently. 

“Disclosing the deals of 
funding startups will result in 
raising awareness and 
transparency in relation to 
the funding environment 
within the local market, 
e s p e c i a l l y  w i t h  t h e  
persistence of the funding 
gap affecting and hindering 
the companies in turning 
from an emerging company 
to complete commercial 
businesses capable of 
a t t rac t i ng  i nves tmen t  
capitals,” he said. 

“We look  fo rward  to  
supporting startups which 
have the basic factors that 
enable them to make 
quantitative changes in the 
main technology sectors,” 
Al-Sahhaf added.

“

Saudi tech startups raise over 
US$ 12.79 million in 2017

CANAL+ Group launches Ultra HD TV channels



Eutelsat 
announces rise of 
FTA HD channels 

At CABSAT, leading satellite 
operator Eutelsat Communications 
has released new data about the TV 
channels it broadcasts from its 7/8° 
West video neighbourhood. 

CABSAT is the MENA region's 
leading congress for binge learning 
and industry knowledge platform for 
al l  stakeholders across the 
Broadcast, Satellite, Content 
Delivery, Digital Media, Filmed and 
Audio Entertainment communities.

The attraction of the region's 7/8° 
West neighbourhood is driven by the 
growth of High Definition content 
now broadcast on 187 channels at 
this position. One visible shift can be 
noticed when it comes to FTA 
c h a n n e l s ,  w h i c h  i s  n o w  
broadcasting more than 110 HD 
channels, a 44% increase from 
January 2017 to January 2018. This 
acceleration, which once mainly 
applied to Gulf countries, now 
applies to the entire region, 
especially Levantine and North 
African countries.

The pace of HD adoption is 
accelerating in the MENA region. 
According to Eutelsat's latest TV 
Observatory report relating to 
Algeria, Egypt, Morocco and Saudi 
Arabia, HD-equipped homes at 7/8° 
West neighbourhood are now 
reaching 20.6 million (66% of TV 
homes), up from 10.7 million in 
2016.
Established in 1977, Eutelsat 
Communications is one of the 
w o r l d ' s  l e a d i n g  a n d  m o s t  
e x p e r i e n c e d  o p e r a t o r s  o f  
communications satellites. The 
company provides capacity on 40 
satellites to clients that include 
broadcasters and broadcasting 
associations, pay-TV operators, 
video, data and Internet service 
p rov ide rs ,  en te rp r i ses  and  
government agencies.
Eutelsat 's satel l i tes provide 
ubiquitous coverage of Europe, the 
Middle East, Africa, Asia-Pacific and 
the Americas, enabling video, data, 
broadband and government  
communications to be established 
irrespective of a user's location.
Headquartered in Paris, with offices 
and teleports around the globe, 
Eutelsat represents a workforce of 
1,000 men and women from 37 
countries who are experts in their 
fields and work with clients to deliver 
the highest quality of service.

du has announced that it has 
partnered with Abu Dhabi 
Media  and launched a new 
television channel - NatGeo 
Kids Abu Dhabi. This television 
channel is especially designed 
for children and will provide a 
v a r i e t y  o f  e d u c a t i o n a l  
programmes, going beyond 
entertainment and cartoons. 
du is supporting this project 
with their largest Direct-to-
Home (DTH) delivery service 
platform, which enables ADM 
to broadcast this channel both 
in Standard Definition (SD) 
and also High Definition (HD) 
formats. 

T h e  t e l c o  m a d e  t h e  
announcement at CABSAT 
2018, which is currently taking 
place from January 14-16 at 
the Dubai World Trade Center.
“Through this partnership, we 
are providing a best-in-class 
viewership experience to our 
du home service customers, 
adding life to life. As one of the 
largest DTH delivery service 
platforms in the region, we are 
enhancing the quality of 
experience for Nat Geo Kids 
Abu Dhabi viewers, using our 
ex tens i ve  expe r t i se  i n  
broadcasting services,” said 
Hany Aly, Executive Vice 

President of Enterprise 
Business, du.
He also added: “We are 
pleased to support this 
project, and we look forward 
to helping ADM bring their 
vision to life. This project in in-
line with our strategy for 
growth and development and 
showcases our commitment 
to collaborate with a variety of 
partners to enhance the 
quality of their experience for 
their end-users.”

C o m m e n t i n g  o n  t h e  
development, Ahmad Al 
M e n h a l i ,  D i r e c t o r  o f  
Technology and Broadcast 
Services, Abu Dhabi Media, 
said: “When it comes to 
bringing our masterpiece 
content to regional and 
international audiences, it's I
mportant that it arrives at the 
right place and the right time, 
hence, we at ADM selected 
du as an uplink provider 
partner that we trust its 
efficient distribution solutions 
over satellite platforms.”

Now in its 24th year, CABSAT 
is the largest broadcast and 
satellite communications 
event in the region and 
serves as a global platform 
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for both regional and 
international carriers active 
within the Middle East 
market.

Over  15,000 indust ry  
leaders are expected to 
attend the event, which will 
encompass exhibition halls, 
C-Level conferences and 
networking opportunities for 
all attendees.

During the event, the telco 
will also demonstrate its 
m a n a g e d  b r o a d c a s t  
services, and its integrated 
suite of satellite, fibre 
networks, media asset 
management and over-the-
top (OTT) solutions for high-
quality management and 
distribution of content.

 The provision of such 
services is enabled by du's 
world-class Teleport in Jebel 
Ali, Dubai, for which it was 
lauded with a Tier 3 
certification under the World 
Telepor t  Associat ion 's  
(WTA) Teleport Certification 
Program, the only teleport in 
the Middle East region to 
receive this prestigious 
certification

AsiaSat has launched a hybrid 
satellite/IP platform and an 
over-the-top (OTT) video 
delivery service to support Wi-
Fi access in rural areas.

The Hong Kong-based 
satellite operator says it 
e v a l u a t e d  a d d i t i o n a l  
distribution methods in 2017, 
hav ing  recogn ised  the  
demand for next-generation 
distribution of broadcast 
content.
“The increase in online 
content and the easy access 
to video content via mobile 
and connected devices has 
rapidly changed consumers' 
content viewing habits. It is 
important for us to evolve our 
service offerings swiftly in this 
very dynamic and fast paced 

market, to help our customers 
reach their audience instantly 
and cost efficiently,” said 
Bar r ie  Wools ton ,  ch ie f  
commercial officer of AsiaSat

The hybrid nature of the 
product opens business 
opportunities to rural areas for 
village Wi-Fi, for community 
Internet access in bars, 
schools or airports, and for 
m a r i t i m e  o r  i n - f l i g h t  
connectivity. 
The ready-to-use solutions 
are ful ly managed and 
supported by AsiaSat's Tai Po 
teleport infrastructure in Hong 
Kong, with 24/7 monitoring 
from AsiaSat's customer 
network centre. The growing 
regional demand for HDTV 
and an increasing number of 

new DTH satellite television 
and other pay TV platforms 
have boosted not only the 
quan t i t y  o f  t e lev i s ion  
channels but also the quality 
of the video content delivered 
across the region. The  
healthy expansion of the 
Asian satellite market over 
the past year as a result of 
r e c o v e r i n g  e c o n o m i c  
activities that have driven the 
growth of the television 
b r o a d c a s t  a n d  
t e l e c o m m u n i c a t i o n s  
business in the region. 
This trend was fully reflected 
in the performance of 
AsiaSat's core business as 
many of its existing users 
introduced new services and 
new customers launched 
new channels on AsiaSat. 

du and Abu Dhabi Media launch
new TV channel

AsiaSat launches hybrid IP, OTT video platform
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UAE Space Agency 
launches iShuttle

The UAE Space Agency has launched a 
new online portal called 'iShuttle'. The 
new portal is designed to engage with 
and drive interest in space among 
students, teachers and the wider public.
The portal will also serve as a platform 
from which the Agency will engage with 
the public to crowd source creative ideas 
and solutions to problems by launching 
and promoting various 'challenges'.

Aligned with the Science Technology and 
Innovation Roadmap, established in 
2016, the iShuttle portal seeks to further 
develop the UAE's capabilities within the 
international space sector by inspiring 
national youth to study and pursue 
careers in Science, Technology, 
Engineering and Mathematics (STEM) 
subjects.

The iShuttle challenges will allow UAE 
residents of all walks of life contribute to 
the nation's ambitious National Space 
Program by submitting their ideas and 
solutions to the UAE Space Agency, 
solving complex problems, and 
designing unique experiments. The 
challenges will vary in length and 
complexity, and while team-work and 
group submissions are encouraged, 
individual proposals will be accepted as 
well.

Expert panels composed of university 
faculty and representatives from the 
UAE Space Agency will be formed for 
each challenge and will select the 
winning submissions.  The f i rst  
'challenge,' involving a concept 
experiment for a balloon mission has 
already gone live.

Dr. Ahmad Belhoul Al Falasi, Minister of 
State for Higher Education and 
Chairman of the UAE Space Agency, 
said: “Encouraging students to enter 
STEM fields is a key goal of the UAE 
Space Agency and a priority of the UAE 
Vision 2021 to ensure that the UAE 
develops the human capital necessary to 
create a world-leading knowledge 
economy. We seek to prepare and 
nurture generations of talented UAE 
nationals to become leaders in the space 
industry and its related technological 
fields.”

As a new space player and an active 
regional player, the UAE is taking a 
strong role in promoting the use of space 
applications for its citizens, focusing on 
education and youth development, 
sharing data and analysis regionally for 
peaceful purposes. – Regional capacity 
building.

Arabic entertainment channel 
Al Aan TV HD has begun 
broadcasting on the Arabsat 
BADR-4 satellite at 26° East. 
Al Aan TV's exclusive deal 
with Arabsat will enable it 
reach over 100 territories in 
the satel l i te operator 's 
footprint in the Middle East, 
Africa, Europe and Asia.

Wael Al Buti, Arabsat CCO 
said: “Al Aan TV is one of 
distinguished channels was 
able to establish itself as a 
multimedia brand in MENA by 
broadcasting it's original, 
interactive and responsible 
content with crystal clear 
picture quality and sound 
since its foundation in 2006.”

Maysa Mourad, director of 
content and marketing of Al 
Aan TV, said “It is critical how 
the HD channel is in keeping 
up with the advancements of 

Al Aan TV is yet to achieve, 
it will present our hard work 
better, enhance viewer's 
experience, and pursue 
the viewer's aspirations.”

Al Aan is based in Dubai 
Media City and offers a mix 
of entertainment and 
event-based programming 
free-to-air and round the 
clock.
Founded in 1976 by the 21 
member-states of the Arab 
League, Arabsat has been 
serving the growing needs 
of the Arab world for over 
30 years.
Now one of the world's top 
satellite operators, and by 
far the leading satellite 
services provider in the 
Arab world, Arabsat carries 
over 500 TV channels over 
200 radio stations, two 
pay-TV networks and a 
wide selection of HD 
channels reaching tens of 

5

millions of homes in more 
than 100 countries across the 
Middle East, Africa, Europe, 
Central Asia--including an 
audience of over 170 million 
viewers within the 21 Arab 
countries alone.

Operating a growing fleet of 
owned satellites at the 
20°East, 26°East, 30.5°East, 
39°East and 44.5°East 
positions of the geostationary 
orbit, Arabsat is the only 
satellite operator in the MENA 
region offering the full 
spectrum of broadcast, 
telecommunications and 
broadband services. 

This capacity will continue to 
expand with the launch of 
Arabsat's new 6th-generation 
satellites, making the Arabsat 
satellite fleet the youngest in 
the region

On the occasion of French 
P r e s i d e n t  E m m a n u e l  
Macron's state visit to China, 
Eutelsat Communications 
has signed a Memorandum of 
Understanding with China 
U n i t e d  N e t w o r k  
Communications Co., Ltd. 
China Unicom  aimed at 
addressing the fast-growing 
satellite communications 
market in Asia-Pacific in the 
framework of the “Belt and 
Road” initiative.

The MoU, which was signed 
by Rodolphe Belmer, CEO of 
Eutelsat and Xiaochu Wang, 
Chairman of China Unicom, 
aims in particular to leverage 
resources on the EUTELSAT 
172B satellite to enhance 
inflight connectivity services 
across an area stretching 
from the West coast of North 
America to Asia, and down to 
Australia. 
Cooperat ion to  fur ther  
d e v e l o p  s a t e l l i t e  
communication services 
across the globe is also under 
consideration. Commenting 
o n  t h e  c o o p e r a t i o n  

ag reemen t ,  Rodo lphe  
Belmer said: “China Unicom 
is an ideal partner for 
p r o m o t i n g  s a t e l l i t e  
communications in Belt and 
Road regions. 

This agreement builds on 
the cooperation that started 
in 2008, when Eutelsat 
p r o v i d e d  s a t e l l i t e  
transmission services to 
China Unicom during the 
Beijing Olympic Games. 
This cooperat ion also 
highlights the quality and 
reach of Eutelsat's in-orbit 
resources, in particular at 
the 172° East  orbi ta l  
position. 
This reinforced partnership 
will allow both companies to 
leverage on their own 
strengths in order to address 
future opportunities in the 
connectivity markets.” 
China's technological co-
operation with Europe is part 
of a larger strategy to 
prioritize ' 'science and 
technology diplomacy''. 
Europe has its own issues 
with China. First, like the rest 

of the West, Europe wants 
China to become more 
transparent and forthcoming 
about its space programs, in 
terms of both activities and 
intentions. 
Second, Europe wants China 
to join the Missile Technology 
Control Regime (MTCR), an 
organization intended to stop 
the proliferation of missile 
technology. Europe has also 
encouraged China to make 
greater efforts to reach an 
understanding with the USA 
regarding potential Chinese 
inclusion in the ISS, though 
resistance has been primarily 
from the USA.

Clearly Europe has made 
significant inroads into the 
potentially lucrative China 
market and intends to expand 
them. More broadly, ''EU has 
expressed the intention of 
developing its strategic 
partnership with China.''
Unlike the USA, Europe is 
reluctant to attempt control of 
that which it does not 
monopolize.

Al Aan TV launches HD channel on Arabsat

Eutelsat and China Unicom artn r 
to provide satellite communication services

p e
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Expert commends 
NIPOST e-stamp 
initiative

NIPOST is a potentially powerful 
institution for the remittance industry. For 
many years, it held sway as the principal 
institution, with massive infrastructure, 
for mail delivery with about 955 post 
offices and 3,000 postal agencies across 
the country. 
For over a century, the Nigerian post 
offices, NIPOST, once remembered as 
most visible and popular face of the 
nation's culture especially when the 
postman was the only person delivering 
mail and money orders personally at the 
doorstep of the people is presently 
gearing up to play more comprehensive 
role by reorienting itself to meet the 
expectations of future generations.
 
NIPOST pride itself as one of the biggest 
distribution channels in Nigeria with 
thousands post offices, especially in the 
rural communities with immense 
potential for the distribution of all kinds of 
products, including financial and money 
remittances. 

Mr Reuben Odiri, a telecom expert says 
the initiative by the Nigerian Postal 
Service NIPOST to introduce e-stamp is 
commendable as it will encourage the 
usage among the youths. Odiri told the 
News Agency of Nigeria (NAN) in Abuja 
that the introduction of the e-stamp 
would engender the usage of the product 
by the youths since it would be on 
electronic platform.

“Anything in today's world if you want the 
youths to be part of, it is best advised to 
be done electronically because the world 
itself has gone digital,'' he said. The NAN 
reports that e-stamp is a computer-
based application and a secured way of 
paying non-judicial stamp duty to the 
government.

“The e-stamp is one way of encouraging 
youths to make use of stamps for the 
segment of the population not interested 
in adhesive stamps they will definitely 
buy the e-stamp. “This is because they 
can purchase the stamps via their 
phones and would not have to visit a post 
office, this will definitely increase the 
revenue generation of the agency and 
make it more youth friendly.

“So, it is up to NIPOST to sensitise the 
populace now on the availability of these 
stamps and how they can get or access 
it,” he said. Odiri therefore called on 
NIPOST to ensure that the e-stamp was 
introduced into the market soon as it 
would help authenticate business 
transactions faster. 

Turner International's Digital 
Ventures & Innovation (DV&I) 
Group is joining forces with 
Wa r n e r  B r o s .  D i g i t a l  
Networks (WBDN) to create 
launch a new, multi-territory 
subsc r ip t i on  v ideo -on -
demand movie streaming 
service, FilmStruck.

FilmStruck will draw primarily 
on the extensive Warner 
Bros. library and the Criterion 
Collection library, as well as 
other global and local content 
partners. It will offer content 
across many categories such 
a s  m a i n s t r e a m ,  c u l t ,  
independent, classics, art 
house, world cinema and 
documentary film. It will also 
feature curated themes, 
exclusive bonus material 
including cast interviews, 
Cr i ter ion or ig inal  mini-
documentaries and hosted 
introductions, and original 
artwork. The collection will be 
regularly refreshed.

The UK is the joint venture's 
initial launch market in what is 
planned as a multi-market roll 
out over the next two years 
and will debut in the UK 
association with leading 
independent cinema brand 
Curzon  as  F i lmSt ruck  
Curzon. It will feature a 
branded Curzon-curated area 
offering access to titles from 

Bros. as a whole," remarked 
Aksel van der Wal, executive 
vice president, Turner Digital 
Ventures & Innovation. 
"FilmStruck helps us realise 
a shared vision for what we 
see as a clear gap in the 
market for film lovers around 
the world. We're also 
delighted to be working with 
a partner of Curzon's 
heritage and prestige.”

"International film fans now 
have a new home for a wide 
and diverse range of movies 
including some of Warner 
Bros.' most iconic titles," 
added Cra ig  Hunegs,  
president, business and 
strategy, Warner Bros. 
Te lev is ion Group and 
president, Warner Bros. 
Digi tal  Networks. " I t 's 
Warner's and Turner's 
heritage to bring the best 
films to audiences, and 
Wa r n e r  B r o s .  D i g i t a l  
Networks is very excited to 
partner with Aksel and the 
Turner team to do this in an 
even more dire
ct and compelling way.”
 FilmStruck Curzon is 
expected to roll out in the UK 
in the coming weeks and will 
be available on-demand on 
smartphones and tablets, 
online and on TV via 
streaming devices.

the Curzon Artificial Eye film 
library. The agreement with 
Curzon a lso  inc ludes  
opportunities to use its 
established market position, 
experience, consumer base 
and cinema operations and 
to launch additional Curzon 
branded cinema services in 
other markets.

The international expansion 
of FilmStruck is part of 
Turner's strategy to expand 
its activity in the SVOD 
space outside of the US, and 
is its first SVOD service in 
the general entertainment 
space. With FilmStruck 
Turner International now 
offers three international 
SVOD brands, with EI Plus 
in Brazil and the Nordics 
brand Toonix respectively 
providing sports and kids 
and family OTT products. 
The addition of FilmStruck to 
its international portfolio of 
brands is also part of 
Turner's wider strategy to 
increase activity in the over-
the-top (OTT) space and 
expand its options to create 
fan-centric experiences.

"We're thrilled to take this 
significant step together as a 
joint venture with Warner 
Bros. Digital Networks, after 
many years of growing 
collaboration across various 
other projects with Warner 

Egypt ranks 22nd of 106 
countries in terms of nano 
technology research, the 
Minister of Higher Education 
and Scientific Research 
Khaled Abdel Ghafar said in a 
report. Egypt moved up 15 
positions over the past 10 
years according to the 
Ministry. 

As many as 1,786 researches 
were published in 2017 alone, 
which is nine percent more 
than the previous year, the 
Ministry said citing statistics 
posted on statnano.com. The 
report also touched upon 
financial support offered by 
the Ministry to upgrade 

research in nano technology, 
part of which goes to 
establ ishing technology 
centers.

There are currently five 
Technology Transfer Offices 
in Egypt, one in each of the 
f o l l o w i n g  u n i v e r s i t i e s :  
A l exand r i a  Un i ve r s i t y,  
American University in Cairo, 
Assuit University, Cairo 
University, and Helwan 
University. In addition, there is 
a network of Technology 
Transfer Offices  under 
establishment, which will 
include Technology Transfer 
Offices  in three more 

universities. One of the main 
roles of these offices is to 
commercialize the university 
inventions. 
The business model used is 
licensing the Intellectual 
Property Rights and know-
how to the industrial entities in 
return of either a lump sum or 
a  p e r c e n t a g e  o f  t h e  
generated revenue. 

The generated revenue is 
shared among the inventor, 
the university, and the 
Technology Transfer Offices 
according to the policy of 
each Technology Transfer 
Office

IN THE NEWS

Turner, Warner Bros begin FilmStruck 
international SVOD service

Egypt improves ranking in nano tech research



World's first free 
Satellite Internet 
service launched

Quika Ltd launched the world's first 
entirely free high-speed satellite internet 
for consumers in developing countries – 
Quika Free - at CABSAT 2018. 
Designed to address a leading cause of 
economic and social inequality, the 
Quika Free service responds to the 
growing disparity between regions with 
high and low investment, and limited 
access to internet infrastructure. 

“We believe that left unbalanced, entire 
communities and regions will be 
abandoned by technological and 
economic progress. Quika will help 
bridge this digital and economic divide,” 
said Alan Afrasiab, founder and 
chairman of Quika and CEO of Talia 
Limited. Approximately 3.9 billion people 
(53% of the world's population) are still 
offline today. 

The majority of these people, live in rural 
areas and are often poor. Their main 
reasons for not using the internet are 
inequalities in relation to income and 
education, as well as the lack of 
infrastructure, relevant online content 
and services alongside relatively high 
costs of access and usage. “While 
numerous initiatives have been 
implemented to bring unconnected 
communities online, a significant 
amount of  people st i l l  remain 
unconnected. 
With Quika, we hope to accelerate 
internet adoption around the world and 
transform societies for the better,” said 
Afrasiab. Quika Free will be supported 
by Quika's commercial activities. The 
service is available to all individuals and 
businesses and will launch in Q2 of 2018 
across Africa and the Middle East before 
rolling out to other developing countries. 
Q u i k a  u s e s  G E O  a n d  L E O  
constellations to provide high speed, low 
latency Ka-band internet sing high-
throughput satellites. 
Put simply, by solving the challenges to 
internet adoption, such as lack of 
infrastructure and affordability. Quika 
offers a bright future for those with sub-
standard or no access to the internet.

As with all technology, satellite Internet 
advancements are happening at a rapid 
pace. For example, only a few years ago 
satellite Internet commonly had 
download speeds of 750Kbps whereas 
today's download speeds can reach as 
high as 15Mbps, or 15 times faster. 
These types of advances are essentially 
required by the satellite Internet 
providers to remain competitive with 
other forms of communication.

T h e  i m p o r t a n c e  o f  
connectivity is recognised 
globally but for YahClick, 
Y a h s a t ' s  s a t e l l i t e  
broadband service, simply 
providing connectivity is 
not enough. YahClick is 
showcasing its hardware 
and technology, with live 
demos of the applications,  
at CABSAT 2018. 

The company is showing 
how some of the remotest 
communities are truly 
benefitting from satellite 
broadband. Throughout 
CABSAT 2018, attendees 
can experience first-hand 
how communities are 
remotely visiting doctors at 
the YahClick e-health 
clinic.
They will also see how 
these communities are 
connecting through the 
YahClick Enterprise WiFi. 

The YahClick product 
team will be at hand to 
answer questions and to 
explain the usage of the 
applications with e-
h e a l t h  i n t e g r a t e d  
technology provider 
Interactive Group, WiFi 
c l o u d  t e c h n o l o g y  
management provider 
Ta n a z a  a n d  W i F i  
technology hardware 
provider BLUETOWN.

YahClick provides high 
performance satellite 
broadband service for 
home and business 
users in the Middle East, 
Africa, Central and South 
W e s t  A s i a .  W i t h  
YahClick, subscribers 
can enjoy uninterrupted 
h igh-speed Internet  
a n y w h e r e  i n  t h e  
coverage area. YahClick 
delivers a truly cost-

e f f e c t i v e  b r o a d b a n d  
service, through a modem 
and easily installed small 
s a t e l l i t e  d i s h ,  a n d  
supported with in-country 
technical, operational and 
customer care.

YahClick provides reliable 
satellite internet for home 
and business internet users 
in 28 countries across the 
Middle East, Africa and 
South West Asia. The 
Y a h C l i c k  s a t e l l i t e  
broadband service uses 
game changing satellite 
technology to provide 
satellite internet services to 
rural or underserviced 
areas, and is suited for use 
across a variety of different 
consumer segments and 
markets. In Africa, YahClick 
is already operational in 
Angola, Nigeria, South 
Africa, Uganda, Kenya, 
Tanzania, and South Sudan.

A s i a  S a t e l l i t e  
Te l e c o m m u n i c a t i o n s  
Company Limited, AsiaSat 
has broadened its satellite 
and media solutions with the 
add i t i on  o f  IP -based  
delivery solutions and Over- 
The-Top (OTT) service. 
AsiaSat recognises the 
demand for next generation 
distribution of broadcast 
content, and evaluated new 
distribution technologies 
throughout 2017.

The proliferation of online 
content and the traditional 
paradigm of using a large TV 
set is now being augmented 
with portable devices. 
Viewers are now able to 
watch content when they 
want and where they want 
quickly and easily: “Content 
Anytime, Anywhere”.

AsiaSat is ready to deliver 
video content through its 

new IP platform, defined  as 
a  “ h y b r i d  s o l u t i o n ”  
combining satellite and IP-
based solutions. Satellite 
delivery is in the heart of 
AsiaSat's media solutions. 
The hybrid nature of the 
product opens business 
opportunities to rural areas 
f o r  v i l l a g e  W i - F i ,  
c o m m u n i t i e s  ( b a r s ,  
schoo ls ,  a i rpor ts ,  o r  
mobility services including 
m a r i t i m e ,  i n - f l i g h t  
connect iv i t y  a l low ing  
AsiaSat's customers to 
benefit from ready-to-use 
solutions. 

These solutions are fully 
managed and supported by 
AsiaSat's worldclass Tai Po 
teleport infrastructure in 
Hong Kong, with 24/7 
monitoring from AsiaSat's 
Customer Network Centre. 
Established as the first and 
leading Satellite Operator 

for Asia Pacific with more 
t h a n  6 0 0  c h a n n e l s  
broadcast, reaching 800 
million homes, AsiaSat's 
continuous ambition is to 
better serve clients' needs 
by proposing diverse and 
flexible solutions to video 
content delivery, beyond its 
own satellite footprint.

“The increase in online 
content and the easy 
access to video content via 
mobile and connected 
d e v i c e s  h a s  r a p i d l y  
c h a n g e d  c o n s u m e r s '  
content viewing habits. 
It is important for us to 
evolve our service offerings 
swiftly in this very dynamic 
and fast paced market, to 
help our customers reach 
their audience instantly and 
cost efficiently,” said Barrie 
W o o l s t o n ,  C h i e f  
Commercial Officer of 
AsiaSat.
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The Somali government has 
announced that  i t  wi l l  
establish the first-ever ICT 
b o d y ,  t h e  N a t i o n a l  
Communications Authority 
(NCA), to help regulate the 
country's telecommunication 
sector.
Abdi Ashur Hassan, Minister 
for Post and Telecom, told a 
t h r e e - d a y  f o r u m  i n  
Mogadishu that his first 
priority is to establish a 
c red ib le  and  e f fec t i ve  
regulatory authority that is 
operationally independent 
and s t rong enough to  
regulate the sector.
"You have an exceptional 
opportunity to create a new 
institution not restricted by 
organizational challenges in 
our existing institutions," 
H a s s a n  t o l d  t e l e c o m  
operators, consultancy firms 
and Implementation Task 
Team that wil l  provide 
technical assistance to the 
establishment of the country's 

President in October last 
year signed into the National 
Communications Act to 
regulate the country's 
telecommunication sector. 
The telecommunications bill 
calls for the creation of 
t e l e c o m s  r e g u l a t o r y  
authority, development of 
t h e  c o u n t r y  w i t h  
t e l e c o m m u n i c a t i o n s  
technology,  protect ing 
corporate and consumer 
rights and more participation 
by pr ivate sectors in 
developing the sector.

In Somalia. virtually all 
government institutions 
were destroyed during the 
conflict. Yet in the last 15 
years, the private sector has 
revolutionized the country's 
ICT sector. While access to 
ICTs is still more prevalent in 
urban centers than in rural 
areas, access is among the 
most affordable on the 
African continent.  

N C A . " Y o u  w i l l  b e  
responsible for the success 
or the fai lure of this 
institution so I would urge 
you to do your utmost as 
individuals and as a team to 
ensure the establishment of 
a credible and effective 
institution," said the minister.
He said his ministry had 
requested the World Bank 
for a technical support to the 
establishment of NCA by 
way of providing expertise to 
the ministry on best ways to 
establish the regulatory 
body.
Hassan urged the team to 
keep their role in mind as the 
Horn of Africa nation's 
government embarks on this 
important task of creating a 
new institution. "We want 
the regulatory authority to 
become an exemplary 
organization that other 
institution to emulate and 
benchmark," he added. The 
move comes after Somalia's 

Airbus has been awarded the 
Symphonie contract by the 
F r e n c h  j o i n t  s e r v i c e s  
directorate for defence 
infrastructure networks and 
information systems for a 
period of seven years. It is 
par t  o f  the Descar tes 
programme designed to 
m o d e r n i s e  t h e  
telecommunication networks 
of the French Ministry of the 
Armed Forces.

Symphonie will offer 270,000 
users at the Ministry of the 
Armed Forces a telephony 
service at 1,500 sites in 
metropolitan France, the 
overseas territories including 
French Guiana, the Antilles, 
Réunion and Mayotte, New 
Caledonia, French Polynesia 
and abroad, at Senegal, Ivory 
Coast, Gabon, Djibouti, 
United Arab Emirates, Chad, 
L e b a n o n ,  e x t e r n a l  
operations.
.It will entail an overhaul and, 
as of 2018, the deployment of 
a modern telephony solution 
for the various organisations 

at the Ministry of the 
Armed Forces. With 
Symphonie, the core of 
the telephony network 
w h i c h  c a r r i e s  
communications between 
s i tes wi l l  make the 
transition from the ISDN 
technology provided by 
the Socrate network, to a 
vo ice  over  In te rne t  
Protocol (VoIP) system. 
This technological leap 
will lead to substantial 
operat ional  savings.  

Symphonie also includes 
the deployment of new 
network management 
centres, cybersecurity 
management centres and 
operational support for 
seven years. Airbus will be 
calling on a network of 
about twenty French 
SMEs for performance of 
the works, deployment 
operations and local 
maintenance.

.Symphonie is a key 
c o m p o n e n t  o f  t h e  

Descartes programme 
designed to modernise all 
the infrastructure networks 
at the Ministry of the Armed 
Forces, owing to the 
cons tan t  i nc rease  in  
demand for throughput and 
quality of service as well as 
the need for reinforced 
cybersecurity.

 It comprises a 'general 
purpose' element designed 
i n  l i n e  w i t h  t h e  
interministerial initiatives on 
th i s  sub jec t .  I t  a l so  
comprises a high-security 
' res i l ient '  par t ,  which 
functions even in the event 
of a major emergency.

At the beginning of 2017, a 
group of companies created 
by ENGIE Ineo (project 
leader) and Airbus (co-
c o n t r a c t o r )  w o n  t h e  
Descartes STCA contract to 
build the high-availability 
communication network for 
control of air operations 
from the Ministry of the 
Armed Forces. 

IN THE NEWS

Airbus wins telephony contract from 
French Armed Forces 

mtv Lebanon HD & 
One TV now on BADR 
4
mtv Lebanon HD has just started the new 
year by broadcasting on Arabsat Badr-4 
satellite at 26ºEast, expanding its viewers 
reach from MENA to Europe. In addition, 
the new musical channel One TV also 
started broadcasted over satellite for the 
first time and only on Arabsat- Badr-6 
satellite. mtv Lebanon & Arabsat has 
signed a long-term exclusivity agreement 
for both channels to start in 2018. 
Eng. Khalid Balkheyour, Arabsat 
President & CEO said, “mtv Lebanon is 
the pioneer channel in addressing self-
regulation and a clear code of ethics 
since the creation of the channel in 1991. 
Nevertheless, and since then mtv 
Lebanon has noticeably invested in 
delivering premium entertainment 
content to the region, a strategy that 
matches what Arabsat's aspirations & 
therefore we are proud to have their 
channel on Arabsat Badr-4 at 26°E 
exclusively.”
“By choosing Badr satellites, mtv 
Lebanon HD and One TV will enrich the 
our TV neighborhood at  26ºEast , and 
Arabsat is committed to continue its 
efforts to attract premium broadcasters to 
provide to add value to Arab communities 
DTH experience, with crystal clear 
picture and first-class content” Eng. 
Balkheyour commented. 

Turkey to boost 
computer literacy
The Turkish government is planning to 
establish Public Information Centers in 
order to increase internet and computer 
literacy, Transportation, Maritime Affairs 
and Communications.
"The citizens will be provided with free 
training on how to use the internet under 
this project," he said. Speaking to 
Anadolu Agency (AA), Minister Arslan 
said that the Directorate General for 
Communications and the Union of 
Municipalities of Turkey have signed a 
protocol to establish these public 
information centers. "These centers will 
be an important step towards creating a 
more informed society," the minister said.
Arslan stressed that these investments 
will facilitate each and every citizen's 
a c c e s s  t o  i n f o r m a t i o n  a n d  
c o m m u n i c a t i o n  t e c h n o l o g i e s ,  
overcoming the digital divide between 
different regions in the process. He said 
to achieve that goal the government has 
implemented different projects for 
disadvantaged groups, while building 
information, communicat ion and 
educational infrastructure under 
"universal services."

Somalia set to establish regulatory body 
for telecom industry



For much of its early history, television 
broadcast came into the home via 
electromagnetic signals broadcast over 
the airwaves to rooftop antennas. Then, 
in the  1970 (in advanced countries), 
consumers had the option of taking  
down their antennas and getting their  TV 
from signals carried by coaxial cables. A 
few years later, another possibility 
opened up when Earth orbiting satellites 
began to beam microwave signals to 
recurring dishes. And, of course, the most 
recent addition to this list is the internet.
The two men who developed television in 
the United States could not have been 
more different. At age 16, Philo 
Farnsworth diagrammed his ideas for a 
television system on the Chalkboard in 
front of his somewhat amazed high 
school teacher. 

Farnsworth worked at developing his 
new device, which he called an image 
dissector, and eventually patented it in 
1930. in contrast, Vladimir Zworykin was 
an organisation man, working first for 
Wetinhouse and Radio Corporation of 
America (RCA). 

By 1928 he had perfected a primitive 
Camera tube, the iconoscope. Picture 
quality of the early television was poor, 
but technical developments during the 
1930s improved performance.
As technology changes – so changes the 
world. The transition from analogue to 
digital television is another land mark 
accomplishment that in the long run will 
benefit all television viewers and 
broadcasters. Television as we know it is 
about to change. 

Why the transition to digital?
Granted, most people couldn't care less 
how their television signals gets to them. 
Rooftop antenna, cable, satellite, internet 

– it doesn't make any difference as long 
as the picture is clear. Television is 
Television. Beyond that however, 
analogue television service is the 
traditional  method of transmitting 
television signals and has been the 
standard broadcast technology since the 
inception of television as we noted 
earlier. Analogue is not as efficient as 
digital television. It uses up much more 
valuable spectrum than digital and only 
allows TV station to transmit one 
channel at a time, using the same 
amount of spectrum, a digital signals lets 
station broadcast multiple programmes 
at once. Analogue is also susceptible to 
interference and  “snow” making a 
picture less clear.

It is in recognition of the above that the 
International Telecommunication Union 
(ITU), a specialised agency of the United 
Nations for the information and 
communication technologies (ICT) of 
which Nigeria is a member, resolved in 
2006, that all countries in ITU Region 1 
made up of Europe, the former Soviet 
Republics, Africa, Middle East and the 
Islamic Republic of Iran), should transit 
from analogue to Digital Broadcasting 

thServices by 17  June, 2015. 
After this date, analogue broadcast 
services will not be protected from 
interference. The reason for this 
decision is because in these countries 
this band (UHF Band IV and V) is heavily 
used and broadcasters have deployed 
equipment which need time to be 
depreciated.

The Nigeria Presidential Advisory 
Committee stated that in its report to the 
Federal Government as follows “The 
digital terrestrial broadcasting plan for 
ITU region  was established following 
the conclusion of the Regional Radio 

Communication Conference (RRC-06) 
in  Geneva in  2006,  RRC-06 
established the digital terrestrial 
broadcasting plan in the 174 + 230 
MHz (VHF Band 111) and 470 – 862 
MHz IV and V bands. However, in 
Nigeria, the transition to Digital 
Ter res t r ia l  Te lev is ion  w i l l  be  
implemented in the 470 – 806 MHz 
band. When the existing analogue 
television services in band 111 transit 
to digital broadcasting in the upper 
UHF bands, the former frequency band 
will be available fort the introduction of 
T-DAB and DVB-T services.”

Implication of digital 
broadcasting?

Traditional Over-the-air broadcast TV 
for instance, is regulated differently 
from the cable, satellite, and internet. 
Their particular means of transmission 
influences the types of programming 
that each carries. More importantly, 
broadcast cable, satellite, DTT and 
internet TV are all coping in different 
ways with the digital revolution, the 
transition to digital broadcasting will 
usher in a new era of broadcasting in 
Nigeria and analogue Switch off will 
impact the entire broadcasting industry 
chain.

The traditional broadcast television 
industry is in a state of change. 
Networks and local audiences 
continues to shrink, and advertising 
revenues are dwindling as competition 
becomes stiffer. On a more positive 
note for the broadcasting industry, 
even with the competition from the 
internet and other new media, the 
Nigerian people continues to watch a 
lot of TV. And even though their 
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Digitalisation: Content is the King 

The commercial environment in which Broadcasting operates has been 
subject to significant change in recent years. However, in Nigeria, the 
Challenge is no longer having specialised channels to meet individual and 
society expectations, but how to fill these multiple channels already created 
with compelling content. According to this report, the current digital era 
would require new skills, specialisation, and style of Content development 
and distribution.

By Maxwell Loko



audiences are declining, the broadcast 
network are still the best means for 
advertisers to reach a large audience in 
a hurry.

Contrary to popular opinion and public 
sceptics, Analogue switch off will 
impact the entire broadcast chain 
pos i t ive ly :  From Government ,  
Broadcasters, Network Regulators, 
Manufacturers, and Viewers.
Apart from providing the required policy 
and regulatory framework for digital 
broadcasting, the process will provide 
the government the opportunity of 
generating additional revenue from 
frequencies which will be available for 
auction (eg. The USA, realised billions 
of dollars in revenues accruing from 
freed spectrum). 
According to Kindem and Musburger, 
“Digital Technology has increased the 
speed, efficiency and television 
production”. For broadcasters, it is 
expected that there would be cost 
effect iveness in in f rastructure 
management. However, as earlier 
ment ioned,  due to  inc reased 
p rog ramme o f f e r i ng  and  t he  
emergence of new broadcasters, 
traditional over-the-air broadcasters 
will face the risk of increased 
competition which will shrink their 
market share and consequently 
reduction in advertising revenue.
The viewers at the bottom of the 
broadcast chain will derive more 
digital dividend than other stake 
holders. In contrast to analogue eras, 
Digital Television offers viewers more 
programme choice, portable and 
mobile television reception as well as 
enhances picture and sound quality. 

The NTA experience
It was in the light of ITU's resolution that 
the NTA in 2009 initiated a joint Venture 
between NTA and Beijing StarTimes 
group. This gave birth to what is today 
known as NTA-Star TV Network 
(StarTimes). You will be correct, if you 
describe it as a strategic partnership 
which time has come. The core 
objective of  this partnership is to 
provide an innovative technology – 
driven digital public service pay TV in 
Nigeria. Two years on, it is a success 
story. Today Nigerians have a credible 
alternative in the digital satellite pay 
television sub sector in Nigeria. NTA is 
now capable of streaming different 
thematic Contents (8 in all) on the 
Network simultaneously, using the 
same infrastructure – NTA News 24, 
NTA Sports 24, NTA Knowledge, NTA 
Entertainment, NTA Parliament, NTA 
Hausa, NTA Igbo, and NTA  Yoruba. 
Today, Nigeria can proudly say 
courtesy of this partnership, that we are 
indeed on the  right path towards the 

certain astonishing revelations of survey 
showed the power mobile phones has 
over our lives today. 90 per cent of mobile 
phone owners keep the phone within one 
meter 24/7 (Morgan Stanley). 60 per cent 
take the phone to bed with them. 33 per 
cent would rather lose their wallet than 
their phones (Nokia global survey) on the 
average, and we look at our phone phones 
more than 150 times a day. (Nokia Global 
Survey)”. He concludes that “mobile 
Digital Television will play an important 
role in the lives of consumers, because it 
offers the convenience, simplicity and 
immediacy of live broadcast on portable 
electronic devices”.

Challenges
Some obvious challenges or constraints 
that face digitalisation may include those 
associated with costs. There is no doubt 
and from experience in the NTA, the 
process is capital intensive. There is also 
the constraint of digital divide which 
Bustamante in a paper argued that “digital 
divide is not just the simplistic division 
between the digitally connected and non-
connected as commonly assumed”. 
Digital divide appears in the division 
between levels of purchasing power, re-
enforced cultural knowledge and codes; 
between those who possess strategic 
competitive information against those with 
more superficial and escapist knowledge” 
simply put, it is difficult for various citizen of 
those digital compartments to benefit 
equally from the digital revolution.

Conclusion
Digital switch over will require that those 
who would be eventually licensed to 
provide this service make significant 
investments to upgrade and digitise their 
network. While it is expedient to note that 

stthe ASO (1  January, 2015) is around the 
corner, it is important to caution that 
further investment by broadcasters on 
analogue transmitters and equipment is 
fool hardy and a total waste of resources.
Broadcasters on the analogue terrestrial 
platform need to play a significant role in 
managing the transition process lest they 
lose their audience and their livelihood. 
Early preparation is impressive.
One of the greatest chal lenges 
Broadcasters will face is the issue of 
Content generation. There will be an 
urgent need to generate extra content for 
the additional channels created by 
transition to digital broadcasting. 
Compelling and relevant Content will form 
an important determinant in the uptake of 
digital broadcasting services and 
broadcasting industry will need to 
increase the level of investment in Content 
acquisition or production in order to be 
relevant.

Maxwell P. Loko is Managing Director, NTA Star 
TV Network, NTA Headquarters, Abuja

transition from Analogue to Digital 
Television as obtainable in other 
countries of the world. The technical 
standards currently in use by Startimes 
are DVB-T2 MPEG-4 and the CMMB 
(Mobile TV).  

Content
The possibilities for digital broadcasters 
in the digital era are limitless. It is 
expected that more channels would 
create activities in the supply end of 
content. This is likely to stimulate 
demand for local content production 
thereby creating job opportunities at all 
levels of Content creation including 
Camera Crew, editors, post production 
etc. Twenty-four-hour of transmission a 
day multiplied by approximately 500 
channels and multiplied by 365 days a 
year will give us an idea of the magnitude 
of Content requirements.
The Challenge in NTA today is no longer 
having specialised channels to meet 
individual/society expectations, but how 
to fill these multiple channels already 
created with compelling content. The 
digital era of course would require new 
skills, specialisation, and style of Content 
development and distribution.

Trends, convergence and 
broadband
Broadband is a term used to describe 
high speed internet connections, such as 
those with a cable modem or digital 
subscriber line (DSL). A broadband 
connection makes it possible to send 
video over the web. Emerging and 
changing digital technologies have 
affected the production and distribution 
of content of both Radio and Television. 
According to Liwhu Befiang, “Digital 
technology has began to blur the 
traditional distinction between media 
technologies, thereby bringing them 
closer together in convergent mode”. 
The convergence of Radio, Television 
and satellite has aided the re-birth of 
broadcast networks. Music and other 
forms of radio content can be distributed 
inexpensively to several stations. As a 
result, one “Network” can provide very 
different service to its very different 
aff i l iates. Satel l i te has another 
application as well. Many listeners now 
r e c e i v e  “ r a d i o ”  t h r o u g h  t h e i r  
cable/satellite TV in the form of satellite 
delivered DMX.
Like other content providers, traditional 
television broadcasters are increasingly 
supplying their programming to call 
phones, I-Pad, YouTube, etc. The 
number of subscribers to mobile video is 
still relatively small, but it is growing.
In a recent Digital Conference in Beijing 
China, Engr Yomi Bolarinwa; Director-
General (NBC) shared his thoughts on 
digital migration and revealed that at a 
recent Marketing Conference in Lagos, 
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Television is the world's most powerful 
form of communication. Every day it 
reaches out to millions of people to 
entertain and inform them with “real life” 
images of the world around them. In the 
past 40 years, Broadcasting has been a 
v i t a l  t o o l  f o r  s o c i o - e c o n o m i c  
development of Nigeria, the driving force 
of democracy and the fulcrum of peace, 
security and mass mobilization.

The Nigeria Television Authority, NTA is 
perhaps the largest TV network in Africa 
as well as one of the oldest and most 
accomplished indigenous broadcast 
outfits in Nigeria.
As a publicly-owned but commercially-
funded broadcaster, Nigerian Television 
Authority NTA occupies a unique place in 
the Nigeria's broadcasting ecosystem. 
However, the commercial environment in 
which it operates has been subject to 
significant change in recent years. 

Since the establishment of Nigerian 
Television Authority NTA, programmers 
have looked to advertisers to pay for the 
cost of the media in return for access to 
the audience for their marketing 
campaigns. Radio broadcasting was 
earlier introduced in Nigeria in 1932 by 
the then British Colonial authorities as an 
experiment of the empire service of the 
BBC.
During these periods, corporations, old 
and new, such as UAC, Unilever, Nestles, 
Cadbury, jostle for space as they relied 
on TV commercials to promote their 
products. The only differentiation 
between good and bad product was their 
appearance on TV commercials. This 
promoted wide acceptability of  their 
products. The rise of the earliest 
multinationals can be traced back to the 
lavish campaigns floated on the Nigeria 
Television Authority; NTA as it was the 
largest TV network in Africa as well as 
one of the oldest and most accomplished 
indigenous broadcast outfits in Nigeria.

T h e n  c o m e s  t h e  p o l i c i e s  o f  
commercialization and liberisation of the 
broadcasting industry  and the rise of 
new privatized TV stations, such as AIT, 
Channels, Minaj, Silverbirds as well as 
cable and satellite broadcast networks 
making it very hard for Nigerian 
Television Authority (NTA) to aggregate 
the mass audience needed for a basic 
commodity consumer product. Whereas 
in 1980 an average hit show on NTA 

realistic platform for easy realizing and 
delivery DSO target. The ITS  inherited 
well over 120 sites from the NTA while 
the strategic partner already operates in 
over 86 cities, in 34 states across the 
country and the federal capital territory.

The increase in contents channels is 
translating into  increase in employment 
of people in the creative industry. 

Consequently, new broadcast stations 
no longer have to invest in transmission 
equipment, and so allow lower 
production costs while additional players 
to the information technology sector will 
also translate to  an increase in revenue 
from taxes to governments.

 Developments in technology
When looking at high definition television 
specifically, there is a general lack of 
understanding both for shoppers and 
owners of HD television sets, according 
to the results of a survey. Nearly 32 
percent of those surveyed claimed they 
had no understanding of HD television 
while 56 percent said they had a 
moderate understanding. In contrast, 
only 31 percent of general consumers 
claimed to have had a complete 
understanding of HD television. 

So far, the world of broadcasting is going 
through a profound change, due to the 
development of digital technology. 
Linear TV, still the main source of viewing 
for Nigerian Television Authority (NTA), 
and will continue to be of central 
importance to viewers. 

Video is still largely consumed on a TV 
set in a living room. However, with the 
rise of new technologies, there are 
increasing levels of TV consumption on 
the move via mobile devices that 
complement TV viewing. 

The rise of faster and more widely-
available broadband has opened up the 
opportunity for mass-market online 
content delivery, thereby enabling vast 
content libraries to be swiftly delivered to 
consumers on an on-demand basis. The 
commercial stations are using data 
gathered from their registered VOD 
users to provide targeted ads, helping to 
monetise non-linear viewing.

could draw 30 million TV audience, 
today the highest rated program might 
draw a little over 10 million sometimes 
less of this TV audience base. So as the 
audience got disaggregated, so did the 
advertising business. With rises in 
leisure interests and sport, the Nigerian 
Television Authority, NTA has seen a 
reduced proportion of its viewing falling 
under the entertainment category.

Despite the momentum that the digital 
transition now has, consumers still 
remain quite confused as to the 
transition and what it means to them.
The Nigerian TV industry has seen a 
mass transition from analogue to digital 
TV.  

For the Nigeria Television Authority, 
NTA, digital migration have come with 
challenges ranging from proper 
awareness creation,  inadequate of Set-
Top-Box. The set–Top-Box have been 
grossly inadequate for the DSO 
process.
In May 2015, the Nigerian Television 
Authority NTA registered the Integrated 
Television Services Limited ITS,  with 
the Corporate Affairs Commission as a 
limited liability company to perform the 
bus iness o f  Broadcast  S igna l  
Distribution as contained in the 
Government's white paper, on the 
recommendation of the Presidential 
Advisory Committee on Digital  
Migration.  This organization is saddled 
with the responsibility and objective as 
spelt out in the white paper of 
evacuating and distributing Broadcast 
signals terrestrially across the country 
Nigeria.
Due to the huge financial burden 
involved, ITS enter into partnership 
agreement with Star-times of China. 
The ITS/Star platform offers viable and 

“Despite the roll out 
of digital television, 

the Nigerian 
Television Authority, 

NTA has retained a 
high percentage of 

viewing.”
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Forty years since its establishment, th  Nigerian Television Authority, NTA 
has successfully adapted to a changing and challenging marketplace 

e

The future of  in a changing 
market environment 

NTA

Nigeria



“Digital Divide” words that made us 
aware of the difference between those 
who had access to the digital 
technology and those who did not is 
finally giving way to digital inclusion 
especially in Africa as mobile usage 
now improve access to internet health 
information, maps and online social 
interactions. 

Defined as stratification in the access 
and use of the Internet, the so-called 
digital divide is inevitably tied with the 
concept of social inequalities, and  
consequently, there is widening 
knowledge gap for those with low 
access, low skills, and little cultural 
capital to use digital resources. These 
dimensions configure in different ways 
across the globe.

“Three decades after the word 
appeared on newspaper headline, 
global shipments of Smartphone have 
exceed one billion units for the first time 
and a large share of it going to Africa 
where the divide has really being felt, 
enabling access to digital information 
on the internet”. In the fact, the installed 
base of Smartphone will rise above two 
billion devices by year end and real 
progress is being made toward closing 
this divide in countries where it is 
needed the most, according to Deloitte 
reports.
In addition, the absolute number of 
those exploiting the full breadth of a 
Smartphone's capability is likely to 
increase, but the proportion and 
absolute number of tho.5se using only 
basic functionality of a Smartphone – 
voice, text and photos – is also likely to 
rise.
In 2016, four in every five Smartphone 
owners often connect to the internet 
through cellular or WiFi. “Throughout 
the year, there are likely to be more 
Smartphone owners who are on data 
package”, says an IT specialist. 

Smartphone ownership is likewise one 
of the fastest in the globe and there is 
still room to grow. In terms of 
demographics, 70% of the population is 
below 35 and more than half are below 
25 years. Mobile application is growing 

each year since 2009 and the 
increasingly penetration of Smartphone 
and tablets only serves to exacerbate the 
problem. Today, the average smart 
phone drives 35 times more traffic than a 
typical cell phone. It is expected that by 
2022 wireless traffic will have increased 
50 fold from 2017.

“In areas where 2G network is still 
prevalent, end users have continued to 
observe low performance as a result of 
spectrum shortage, primarily in the form 
of lower speed, but also through inability 
to access networks and drop calls or 
sessions”. The reason is simple demand 
for spectrum will continue exceed supply. 
“Demand for wireless bandwidth 
continues to grow in leaps and bounds, 
but supply is relatively constrained”. 
Instead, the likely outcome of thee 
predicted shortage will be most intense 
in cities, on certain networks especially 
those with more subscribers and in peak 
wireless hours. Users can expect 
wireless rush hours to be characterised 
by two to three times as many failed 
attempts to connect, three to four times 
as many dropped calls or frozen web 
browsing, and both 3G and 4g speed 50-
90 per cent lower than expected. In the 
worst situations, download speed may 
be under 1 Mbit/s for lengthy periods of 
time, making video streaming impossible 
and even browsing difficult.

The cellular device market sends and 
receives in the port ion of the 
electromagnetic spectrum ranging from 
600 MHz to 3600MHz. These bands are 
strictly regulated by national government 
and allocated for specific purposes. 
Spectrum is like land: no more can be 
made, it is difficult to share and not all 
spectrum bands are created equal. 90 
MHz is the spectral equivalent of 
beachfront property: transmission on 
that frequency band goes further, 
penetrate buildings better and have good 
capacity. On the other hand, 3500 MHz is 
a bit like desert scrubland: radio waves in 
this band have shorter range, poor in 
building performance, and are even 
vulnerable to bad weather.

as every sector the economy is going 
mobile, beginning from TV, radio station to 
learning and health applications. “There 
are also over 120 million mobile phones 
ownership in Nigeria, of which 35 million 
are reportedly enjoying Smartphones. 
Nigeria's population of over 150 million 
with half under the age of 25, represents 
the most active segment of the population 
is ripe for Smartphone targeting”. 
Moreover, about 15 mil l ion new 
Smartphones are sold every year, such 
that the number of user with a feature 
phone translates to demand for higher end 
phones. 

“And  consequently, 
there is widening 

knowledge gap for 
those with low 

access, low skills, 
and little cultural 

capital to use digital 
resources.”

“A low end Smartphone can wholesale for 
as little as $50, particularly for soon to be 
replaced models. A high end Smartphone 
can retail for $700 before tax”. In a growing 
number of markets it is becoming ever 
harder to purchase feature phones, 
meaning that someone wanting to replace 
their feature phone may struggle to find an 
equivalent model to replace it with, and 
may settle for a smarttphone through lack 
of alternatives. That person may be 
reluctant  
 
Spectrum shortage getting worse
Mobile usage is up, so that means more 
spectrum is required. The access to a 
map, to email, bank accounts and other 
applications seems absolutely vital in 
today's busy lives. The demand for 
add i t iona l  spec t rum to  suppor t  
Smartphone use is tied directly to the 
seemingly insatiable consumption of 
wireless broadband communications. 
Wireless traffic has more than doubled 
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globe and there is still room to grow. With this, experts argue that there are 
likely to be more Smartphone owners who are on data package in 2018”. 

Smartphone ownership is increasing daily, one of the fastest in the 

Smartphones are bridging
digital divide across Africa  

Africa



The twenty first century is an 
exceptional period in the history of  
satellite broadcasting: its applications 
grew faster than it ever had before or 
ever would again, and became the 
subject of a new  science of digital 
migration.

Highlighting the continued role of 
satellites is the soaring digital TV 
penetration, especially in Africa. A new 
report said Sub-Saharan Africa will 
have 50 million TV households by 2023 
– or 30% of total homes. 

From  23.49 million pay TV subscribers 
at end-2017, 13.78 million were 
satellite TV and 9.11 million DTT. By 
2023, satellite TV will contribute 20.89 
million and DTT 17.53 million. This 
means an extra 7 million pay satellite 
TV subscribers and 8 million pay DTT 
homes.

According to Digital TV Sub-Saharan 
Africa report, Nigeria will have the most 
pay TV subscribers by 2023; having 
overtaken South Africa in 2021. The top 
eight countries will supply three-
quarters of the total in 2023. 

Multichoice had 12.48 million subs 
across satellite TV platform DStv and 
DTT platform GOtv by end-2017, which 
will grow to 16.66 million by 2023. 
France's Vivendi had 2.96 million subs 
to its Canal Plus satellite TV platform 
and Easy TV by end-2017; forecast to 
climb by nearly 2 million to 4.87 million 
by 2023. StarTimes/StarSat will enjoy 
the most impressive growth: from 6.23 
million subs at end-2017 to 13.42 
million by 2023; growing from half the 
Multichoice total in 2017 to 81% of its 
total by 2023.

According to Pang Xinxing, Star Times 
Media's ambition is for every African 
household to be able to afford to watch 
a good quality digital TV service.” 
Though, originally a part of the Audio 
Visual Department of the State 

Forbes says  Africa has become more 
vibrant compared to long time markets 
like India, Brazil, Turkey, Indonesia and 
Russia. The report on 'Africa's 
emerging market boom', says that 
Africa is currently home to five of the 
wor ld 's  dozen fastest-growing 
economies.

operators involved in video broadcasting. 
The success of satellite pay-TV offerings, 
including growing demand for satellite TV in 
African markets, has in turn fuelled the 
launch of more platforms.

In the last decade, dozens of satellite pay-
TV platforms have been launched around 
the world. With more than 150 million 
subscribers the satellite pay-TV industry is 
now a proven distribution channel for digital 
entertainment. The satellite pay-TV market 
has been ramping up in the last few years 
and 2017 was no exception. New platforms 
were launched ast year and more than 10 
million new households subscribed to 
sa te l l i te  pay-TV o ffe r ings  wh ich 
represented a 15% growth. 

In the emerging digital markets, to build 
large subscriber bases and make satellite 
pay-TV affordable to low-income 
households, platforms have often opted for 
a low-cost strategy offering a basic 
package at a very competitive price. 
Although platforms will not be profitable in 
the short-term, this strategy enabled them 
to rapidly build large subscriber bases and 
become leading pay-TV providers. The 
deployment of affordable TV services and 
the development of enhanced services, 
such as HD offerings and PVR services, 
also largely contributed to the success of 
satellite pay-TV services in these markets.

low-cost pay DTT operator 
StarTimes/StarSat  made some impressive 
subscriber gains – racking up more than 6 
million customers barely few years after 
launch. This has, no doubt, alerted 
Multichoice, which has teamed up with 
Pace to launch GOtv, its own low-cost pay 
DTT offering. The service is already 
available in African countries including 
Kenya, Uganda, Nigeria and Zambia.All of 
this comes against a background of a 
Nigerian market that is one of the wealthiest 
countries in Africa. Its population stands at 
some 160 million. 

As a Chinese company doing business 
abroad, Star Times still has yet another 
problem to worry them: the spread of 
Chinese standards abroad. In 2010, Star 
Times began building Africa's first 

l

Beginning as a 

Broadcast standards

Administration of Radio, Film and 
Television in the development zone of 
Qinhuangdao, Star Times has grown 
from a basic technology company into a 
provider of digital TV and Internet service 
in almost ten years. Today, it has a large 
presence in ten African countries such as 
Nigeria and Tanzania.

he vast majority of pay TV 
customers have historically subscribed 
to Multichoice 

MultiChoice s  the preeminent content 
carrier in Anglophone Africa. It emerged 
from M-Net, South Africa's first private 
channel and has expanded horizontally, 
moving from a terrestrial pay-platform in 
a single country, to a multi-platform 
provider across the African continent. 

M-Net, a terrestrial channel available 
only in South Africa, which began 
broadcasting in 1986, was a joint venture 
of four newspaper publishers, breaking 
s e v e r a l  d e c a d e s  o f  S A B C ' s  
broadcasting monopoly. 

Digital satellite services were offered 
across Africa in 1995, utilizing the C-
band on PAS4 satellite. With the delivery 
via satellite, the bouquet of channels was 
enlarged significantly.
The first transnational joint venture was 
entered into with Namibia in 1993. This 
was the beginning of DStv (Direct 
Satellite), a subsidiary of MultiChoice. At 
this point, MNet and MultiChoice were 
formally separated, with the latter 
changing its name to MultiChoice 
Investment Holdings (MIH). n the next 
few years, MultiChoice expanded 
beyond Africa: into Greece in 1995, 
Thailand two years later and China in 
1999. That year, the transmission moved 
to PAS7 satellite and in 2000 the launch 
of the Eutelsat W4 satellite opened up 
the Ku-band services to sub-Saharan 
African and the Indian Ocean Islands. 
The year also heralded the launch of 
Indian and Portuguese bouquets on the 
DSTV satellite service in southern Africa.

n Afr ca, the distribution of satellite pay-
TV channels, which account for more 
than 60% of all satellite channels is the 
leading revenue driver for satellite 

However, t

before the arrival of 
StarTimes/StarSat in Africa.

 i

I

Emerging market
I i
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The early 1990s signaled the beginning of an exciting era of growth and 
progress for the television industry in Africa, and today satellite 
neighbourhoods are leading the expansion of SD, HD and Ultra HD 
TV services across the region.

Satellite Broadcasting in Africa
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From that point on, Irdeto took digital to 
markets worldwide in rapid-fire 
succession. Through the M-Net 
company Multichoice, Irdeto introduced 
digital pay TV across Europe in 1996, 
including the Benelux, the Nordic 
countries and Central Europe. Telepiù 
launched their digital service in Italy in 
September 1996. Irdeto also helped 
Thailand's Shinawatra launch their 
digital service. The first digital pay TV 
launches were major achievements. 
Now that Irdeto was recognized as the 
industry leader, they needed to keep 
innovating to maintain that position. So 
Irdeto spent the next decade improving 
and expanding their digital capabilities. 
They first went to work improving their 
conditional access system (CAS).
Ongoing innovations led to three 
updated versions of this CAS - called 
System 2000, 3000 and 4000 of course! 
CAS evolved further into two distinct 
new systems: M-Crypt and PIsys. 
Released in 1998, M-Crypt was a 
compact conditional access system 
targeted at smaller clients and niche 
content providers in the cable, satellite, 
and terrestrial arenas. The system 
operated on a Windows platform, and 
was very easy to set up and maintain.

PIsys – launched in 2002 – was 
developed for large-scale conditional 
access solutions, and could be adapted 
for between 500,000 and 32 million 
subscribers. It was also modular – 
additional features could easily be 
added, as required by the client.

Smart Card Development
These new conditional access systems 
continued to rely on smart cards to let 
subscribers “unlock” the content. And 
like the rest of Irdeto's products, smart 
cards continued to evolve. In 2000, a 
second smart card was introduced: 
Irdeto 2. At the same time, Irdeto kicked 
off a new smart card development 
strategy, known as the “rolling” smart 
card strategy. This strategy, which is 
unique to Irdeto, called for new smart 
cards to be developed every 18 to 24 
months. New subscribers get the latest 
cards, while existing subscribers keep 
older versions, meaning today's clients 
have a variety of cards in use at the 
same time.
The continued supply of new cards 
ensures that clients always get the latest 
technology. More importantly, it's less 
attractive and more expensive for 
pirates to attack Irdeto's many different 
cards. In the rare instance of a security 
breach, a client only needs to swap 
cards for a small portion of their 
subscribers. To date Irdeto has the best 
security record in the industry, with more 
piracy-free years and fewer smart card 
swaps than competitors.

tribes. As such, gaining a broadcasting 
licence in such a volatile political 
environment is extremely difficult.   
“Strategic decisions in many African 
countries can be long and complicated. At 
times they bow to public pressure, often 
giving complete preferential treatment to 
local enterprises.”

In his pursuit of the 
missing component, the M-Net team 

technology supplier. Oak Technologies, 
a California-based firm which had 
developed an analogue scrambling 
technology. Oak was willing to provide the 
technology, but would not support 
customization or after-sales service. Also, 
Oak's technology was only available in 
NTSC (the standard US television format), 
and the M-Net team needed to convert it to 
PAL the standard European and African 
television format. 
A decision was quickly made that would 
shape the future of both M-Net and Irdeto. 
M-Net purchased the rights to Oak's 
technology, and Pieter customized it for the 
South African market.
The hard work, travel and risk-taking paid 
off M-Net, South Africa's first private 
subscription television service, went live in 
October 1986 with one 12-hour channel. 
This was a truly revolutionary moment in 
South African history. As the country's first 
pay TV network, M-Net offered an 
alternative to state-controlled SABC 
programming and gave South Africans a 
broader view of the outside world.

Despite the historical significance of M-
Net's launch, the company struggled to 
turn a profit in the early years. The tide 
turned in April 1987. One boxing match 
featuring two of the world's best (and black) 
fighters got South Africans lining up to 
subscribe to pay TV. M-Net broadcast the 
fight between Marvin Hagler and Sugar 
Ray Leonard live from Caesars Palace in 
Las Vegas. M-Net sold out of decoders 
countrywide and quickly grew to a total of 
90,000 subscribers.  
M-Net continued to push the limits of TV 
programming in South Africa. As part of 
their licensing agreement, they were 
forbidden to broadcast news programs – a 
privilege allowed only to SABC. But in 
1988, M-Net bravely started broadcasting 
“Carte Blanche,” a current affairs program. 
The program quickly gained popularity by 
offering South Africans their first look at 
unbiased investigative reporting.

With the world's first digital launch 
successfully completed, Irdeto turned their 
attention back to existing clients, including 
M-Net. The South African satellite was 
finally launched into orbit in August 1995. 
Irdeto wasted no time. Only one month 
after the debut of digital in Australia, South 
Africa had digital pay TV, too, with the 
introduction M-Net's digital satellite TV 
service, DStv, in October 1995. 

 contrast, in MultiChoice
relied 

on 

multimedia system based on the China 
Mobile Multimedia Broadcasting 
(CMMB) intellectual property standard. 
In fact, since the standard was published 
in 2009, the development of a clear and 
defined supply chain has suffered from 
the inf ight ing between var ious 
departments as to who gains the 
benefits. Due to the constant problems 
that have arisen in getting CMMB 
accepted as the general standard even 
in China, the expected increase in 
customers has yet to appear.

“Because of the small purchasing power 
of African consumers and the difference 
in standard practice in the different 
countries, it is difficult for companies to 
produce products on a large scale. 
Therefore if you can get your country's 
standards accepted first, it will 
undoubtedly drive exports of your 
company's products as well as those of 
other domestic companies. For 
example, Star Times has developed a 
set-top box which meets the standards 
of 8 countries. The research and 
development costs of this product are 
shared across the users from eight 
different countries. Now that a larger, 
more uniform market is beginning to 
emerge, costs will begin to reduce 
dramatically,” says Li Weizhong. “In the 
same vein, when foreign companies 
want to enter this market, they will have 
to follow Chinese standards, giving 
Chinese enterpr ises a natura l  
advantage.”

The thinking behind Pang's plan is 
based upon his previous experience in 
digital TV intellectual property rights. 
American, European, Japanese and 
Chinese transmission standards have all 
been accepted by the International 
Telecommunication Union (ITU). With 
this Star Times has been expanding their 
digital television business in Africa.
Having a noble desire such as this is all 
very well ,  but a company wil l  
undoubtedly have to confront and 
overcome all kinds of obstacles, 
especially when dealing with many 
different countries and their own specific 
regulations. In the majority of African 
countries, freedom of speech is 
encouraged. This contrast with China's 
own ideology is one of the main reasons 
that Star Times' presence in Africa came 
under attack.
In 2011, when Star Times finally made a 
breakthrough in Kenya, still they had 
many problems to overcome. Kenya  is 
one of the most influential countries in 
Africa and as such, gaining a licence to 
provide digital TV there was identified by 
the company as being a key to their 
future development. Kenya has an 
extremely complicated political structure 
with competition and conflict between 
over 40 political parties and 47 local 
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Solving The Mobile 
Challenge
Though the concept was essentially the 
same, working with mobile phones 
presented many challenges for Irdeto. 
The mobile solution had to perform the 
same function as a set-top box for digital 
TV, and deal with bandwidth constraints 
on security messages and the precious 
battery life that conditional access 
functions could not drain. Set-top boxes 
relied on smart cards, and a mobile's SIM 
card was not yet able to perform the 
same function as the Irdeto smart card. 
And it was also impossible to fit both a 
SIM card and a standard smart card 
inside a mobile phone. To solve this 
challenge, Irdeto developed a new 
surface mounted device (SMD), which 
was fixed directly to the circuit board of 
the phone. However, the solution 
presented yet another obstacle – 
convincing telephone manufacturers to 
add the Irdeto SMD to new mobile 
phones for the South Korean market. 
Irdeto succeeded, and eventually 
partnered with 20 device manufacturers, 
including renowned Korean brands like 
Samsung and LG. About 25 different 
devices were modified to receive the new 
service, including mobile phones, 
portable media players, and in-car 
devices.

Satellite TV and DTT
According to Balancing Act, a large 
number of satellite set-top boxes have 
been sold that receive the Free To Air TV 
Channels in Africa's skies: they number 
well in  and for a relatively small 
sum you can get a more diverse choice of 
programmes,.

Taking this insight and working with SES, 
Ghana's Multi TV has sold 1.3 million set 
top boxes and is offering a free to air 
bouquet, opening up the potential for a 
new business model. Several operators 
have  t r i ed  to  c rea te  sa te l l i t e  
“neighbourhoods” (platforms) that offer a 
mix of free local channels and 
international channels, some free and 
others pay-for at a relatively low price. 
However, the satellite operators are not 
content companies and have struggled 
to get the model to fly. Satellite is ideal for 
covering a country making the transition 
to digital. In Liberia, the capital Monrovia 
has terrestrial transmission but the rest of 
the country could easily be covered by 
satellite.

Intelsat S.A., the world's leading provider 
of satellite services, has for years been 
supporting its customers utilizing 
Intelsat 's premier Afr ican video 
distribution satellite neighborhoods and 
broadband capacity.

millions

Intelsat's Multi-Billion 
Dollar Investment in Africa

served and subscribers.

Intelsat 33e, manufactured by Boeing, 
also brought high throughput capacity in 
both C- and Ku-band to the Africa from 
60°E. The satellite joined Intelsat 29e, the 

NGfirst Intelsat Epic  satellite,  launched in 
January 2016, to form a high throughput 
overlay to Intelsat's fleet of enterprise-
grade, wide beam satellites. Designed to 
enhance Intelsat's media neighborhoods 
serving Africa and the Indian Ocean 
regions. The Ku-band payload was built to 
support MultiChoice, the leading direct-to-
home platform in South Africa. The C-
band payload provides in-orbit resilience 
for Intelsat's leading video content 
distribution neighborhood at 68.5° E. 
Intelsat 36 will be collocated with Intelsat 
20.

“Intelsat 36 was dedicated to working 
closely with customers in Africa to support 
critical growing infrastructure needs in the 
region,” said Stephen Spengler, Chief 
Executive Officer, Intelsat. “Having 
consistent and affordable access to 
informative and entertaining content is 
vital to a community and its citizens. 
Intelsat 36 has been enabling MultiChoice 
to extend high definition channels 
throughout the region via one of Africa's 
premier video neighborhoods. Intelsat  
partnered with MultiChoice to deliver high 
quality and compelling educational and 
entertainment services to their customers 
throughout sub-Saharan Africa.”

In 2011,  Intelsat S.A., the world's leading 
provider of satellite services, has 
partnered with du, a leading integrated 
telecommunications service provider in 
the United Arab Emirates and North Africa, 
to jointly offer turnkey multichannel per 
carrier (MCPC) television program 
distribution solutions on the Intelsat 10 
satellite. Located at 68.5ºE, the Intelsat 10 
satel l i te offers a premier v ideo 
neighborhood spanning Africa, the new 
MCPC platform, part of the IntelsatONE 
network, will enable programmers in the 
Middle East to reach viewers in these 
growing regions. The platform leverages 
MPEG-4 and DVB-S2 technology to 
optimize bandwidth and offer cost-
effective solutions for customers.

Eutelsat hosts 50% of 
satellite channels in Africa
Eutelsat, one of the world's leading 
operators of communications satellites, 
operates the most popular satellite 
neighbourhoods in Africa and has 
continues to develop innovative services 
that enable TV platform operators and 
broadcasters to maximize the potential of 
their markets. The 7/8° West position, 
commercialised by both Eutelsat and 
Nilesat, is the leading broadcast 
neighbourhood for MENA and already 
reaches 90% of TV homes in the region

Over 50% of the 2,550 satellite TV 

In 1965, Intelsat established the first 
c o m m e r c i a l  g l o b a l  s a t e l l i t e  
communications system. For the first 
t ime,  peop le ,  bus inesses and 
governments could communicate 
instantly, reliably and simultaneously 
from all corners of the globe. 

“Intelsat's rich history of providing 
r e l i a b l e  a n d  r o b u s t  c r i t i c a l  
communications infrastructure to Africa, 
which spans more than 40 years, has 
resulted in many firsts on the continent. 
From introducing direct-to-home (DTH) 
platforms, to supporting reliable 
broadband in remote regions, Intelsat's 
satellite network has been a springboard 
for technology advancement in Africa, 
s u p p o r t i n g  t h e  c o n t i n e n t ' s  
socioeconomic development,” said 
Intelsat's SVP of Global Sales, Kurt 
Riegelman. “As we launch new satellites 
that will provide incremental capacity to 
the region, we look forward to supporting 
the continued growth of our customers.”

With the launch of Intelsat New Dawn in 
2012, Intelsat's African fleet grew her 
satellites fleets t  22, arn ng a multi-
billion dollar investment in the region. 
The satellite has supplied critical Ku-
band communications infrastructure to 
African customers from a geostationary 
orbital slot at 32.8° East. Intelsat 
continues to invest in infrastructure to 
serve Africa, launching satellites that will 
provide incremental capacity to the 
continent.

In Africa, Multichoice Africa Limited, the 
region's premier pay-TV platform 
operator and programming distributor, 
has been expanding its commitment for 
capacity on Intelsat for contribution 
services  since 1995. 

D u b a i - b a s e d  o p e r a t o r  S t r o n g  
Technologies LLC recently renewed its 
multi-year commitment to the Intelsat 10 
video neighborhood at 68.5º East for its 
DTH platform. The service includes a 
mix of movies, sports, news and general 
interest content, carried on such 
networks as FOX and BBC World, and 
on several popular local African 
channels.

Intelsat is providing distribution on its 
indus t ry - lead ing  Af r i can  v ideo 
neighborhood on Intelsat 10, and the 
follow-on Intelsat 20 satellite, and offer 
access to Sub-Saharan Africa as Strong 
expands its program offerings, regions 

o e i

Recently, MultiChoice, a pioneer in the 
Sub-Saharan African market, expanded  
its C-band capacity on Intelsat 904 at 
60º East to distribute content to its 
terrestrial towers for DTT services. 
Intelsat 904 enables MultiChoice to 
further expand its DTT GOtv product 
offering to countries in Sub-Saharan 
Africa where it is already present, 
including Nigeria, Ghana, Uganda, 
Kenya, Rwanda, Zambia, Namibia and 
Malawi, and to target new countries.
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channels currently broadcasting in 
Africa and Indian Ocean islands use one 
of Eutelsat's market-leading video 
neighbourhoods. This means that 15% 
of the more than 4,000 TV channels 
broadcast ing v ia  Eute lsat  are  
addressing these fast-developing 
markets

Satellite in the Africa and Middle East 
region remains the backbone of digital 
TV infrastructure, reaching into 56.1 
million homes. Over the last three years, 
75% of the 3.4 million new homes that 
have selected satellite as primary 
means for TV reception have chosen the 
7/8° West neighbourhood, further 
anchoring its leading position, up 2.6 
million since 2014. The pull of 7/8° West 
is driven by a strong channel line-up of 
1,264 Arabic and international channels, 
of which almost 150 are in High 
Definition, as well as the vast choice and 
unique offer of free-to-air content (44% 
of channels are exclusive to this 
position). 

Across all Eutelsat satellites, there are 
now more than 1,000 HD channels. 
“2016 marked a tipping point for High 
Definition  TV across our video 
neighbourhoods, reaching a new 
landmark of 1,000 channels, many of 
which are exclusive to Eutelsat,” said 
Eutelsat's Fritz. “We are fully equipped 
to accommodate this accelerating pace 
and work closely with broadcasters as 
they transition to an enhanced viewing 
experience.”

The 36° East neighbourhood occupied 
by Eutelsat 36A and 36B is one of the 
two top positions for satellite TV across 
Africa. The DStv platform owned by 
MultiChoice and ZAP owned by ZON, 
the Portuguese operator, have both 
benefited from Eutelsat's continued 
investment in capacity at 36° East. New 
resources have facilitated the arrival of 
over 170 channels in two years, taking 
the count at 36° East to 300 channels
The 16° East neighbourhood, already 
selected by Canal+ Overseas, Orange, 
Parabole Réunion and France 
Télévisions, is the broadcasting point of 
reference in Indian Ocean islands. 
Channels broadcasting from this 
neighbourhood increased by 50% to 
almost 250 in the 24 months to end 
2016.
In addition to long-term favourable 
trends in pay-TV, the roll-out of Digital 
Terrestrial Television (DTT) across 
Africa is expanding opportunities for 
satellite services. As African nations 
progressively move towards analogue 
switch-off, satellites are being called on 
for cost-effective delivery of digital 
multiplexes to terrestrial towers and for 
direct reception. Pioneering clients 
using Eutelsat for DVB-T broadcast 
delivery include the StarTimes platform 

that uses two Eutelsat satellites to 
transmit to terrestrial retransmitters in 10 
Af r ican count r ies  and recent ly  
announced sales of over one million set-
top-boxes.

Eutelsat Communications acquisition of 
NOORSAT, one of the leading satellite 
service providers in the Middle East, from 
Bahrain's Orbit Holding Group further 
consolidated its position  in North  Africa.
.Established in 2004, NOORSAT is the 
premier distributor of Eutelsat capacity in 
the Middle East, serving blue-chip 
customers and providing services for 
over 300 TV channels almost exclusively 
from Eutelsat's market-leading Middle 
East and North Africa neighbourhoods at 
7/8° West and 25.5° East.

NOORSAT's core business has been 
broadcast; however, the company also 
offers a wide range of raw capacities for 
non-Direct-To-Home TV telecom and 
data services. Headquartered in Bahrain, 
with a regional office in Amman, Jordan, 
NOORSAT is focused on enabling their 
c u s t o m e r s ,  w h e t h e r  t h e y  a r e  
broadcasters or businesses, to grow and 
to thrive.

.To date, NOORSAT carries more than 
350 TV and radio channels in both 
Standard Definition (SD) and High 
Definition (HD) quality to all viewers 
across the Arab World. NOORSAT is the 
only company that offers DTH TV 
services on both the 7/8 degrees West 
and 25.5 to 26.0 degrees East orbital 
positions. These are the only two 
hotspots that serve the Arab World, 
through Badr Al Nile® (NOORSAT 7 and 
NOORSAT 7B satellites) and Badr Al 
Arab® (NOORSAT 1 satellite).

The acquisition of NOORSAT fits with 
Eu te lsa t ' s  b roader  s t ra tegy  o f  
streamlining distribution within selected 
core video neighbourhoods where it can 
create value. It will allow Eutelsat to 
strengthen the long term commercial 
development of its market-leading video 
positions in the Arabic world and increase 
its direct access to end-customers, 
facilitating stimulation of High Definition 
TV take-up and the upselling of 
incremental video services.
Eute lsa t  Communicat ions  have 
presented the results of its industry-
benchmark survey on TV trends across 
the Middle East and North Africa at the 
ASBU BroadcastPro Selevision Summit 
in Dubai.

.Satellite: the preferred digital video 
i n f r a s t r u c t u r e  a c r o s s  N o r t h  
Africa.Satellite TV reception in the MENA 
region has continued to increase its 
market-share compared to terrestrial and 
IPTV, and now reaches into 59 million 
homes. This represents 94% of the 62.2 

million TV homes in 14 Arab-speaking 
countries, up from 92% only 12 months 
ago. Eutelsat 7/8° West neighbourhood: 
first choice for multi-channel viewing
Eutelsat's 7/8° West neighbourhood has 
further reinforced its pole position, with 
reach into 56.2 million homes in 14 Arab 
countries, up 3.1 million homes in only 
one year. The attraction of 7/8° West for 
95% of the satellite homes in the region is 
driven by an exceptional line-up of over 
1,200 Arabic and international channels, 
with a high diversity of free-to-air content 
and exclusivity (55% of exclusive 
channels). This latest audience growth 
also reflects the expanding offer of High 
Definition content at 7/8° West, up 34% 
in 12 months to 179 channels (15% of 
channels). 10 million new HD-equipped 
homes in 12 months.

The pace of adoption of HD is 
accelerating in the region, with HD-
equipped homes now reaching 28.2 
million, up from 17.7 million in 12 months 
and representing 46% of TV homes. This 
percentage is even more significant at 
the Eutelsat /Ni lesat  7/8° West  
neighbourhood where 66% of homes 
own HD displays.

Eutelsat's SmartBEAM service provides 
a satellite-based solution for multiscreen 
video delivery to connected devices and 
WiFi Hotspots. SmartBEAM is a game-
changer for extending access to video 
content on mobile devices beyond 
terrestr ial  networks and has a 
competitive edge for mass market 
delivery of OTT services via satellite.

With SmartBEAM, TV operators can 
broadcast video content in IP format via 
satellite, creating a network dedicated to 
all IP-native devices such as tablets and 
smartphones. The solution can be 
deployed at home as well as in public 
venues, such as bars, restaurants, 
hotels, shopping centres, train stations, 
etc.

The service enables broadcasters and 
pay-TV operators to leverage the 
ubiquitous coverage of satellites to 
broadcast video content in IP format, 
creating a network that is completely 
dedicated to IPnative terminals, 
including tablets and smartphones. 
SmartBEAM works with any WiFi-
enabled device, supporting instant 
channel change, DRM security and low 
latency. Tricolor TV, the operator of one 
of the world's fastest growing TV 
platforms, is already preparing to launch 
SmartBEAM to complement its linear 
Pay-TV service in Russia, going beyond 
the four walls of user homes to reach 
viewers on their mobile devices in public.

Special feature



Africa may have come late into wireless 
technologies, but that bring its 
advantages. Firstly, the cost of 
infrastructure and hardware has 
become considerably less as a result of 
economies of scale, and secondly, 
equally important is the fact that the 
continent is leap-frogging from having 
no hard-wired infrastructure to fully 
featured wireless communications 
services. Satellite network provide the 
wireless connections for Africa's 
communications needs. 

Across Africa, it has long been 
predicted that broadband services 
provided by satellite 
would be a strong 
growth sector and, in 
l a rge  pa r t ,  t h i s  
promise has been 
fulfilled by service 
providers in the 
region. Yet, it must 
also be said that 
success has not 
b e e n  e v e n  a n d  
uptake of broadband 
satellite services has 
been spotty in some 
areas while a close 
neighbour might be 
generating important 
demand fo r  the  
industry. In addition, 
A f r i c a ' s  v a s t  
d i s t a n c e s ,  t h e  
somet imes  near  
impassable terrain, 
t h e  s p o t t y  
infrastructure, the resulting isolation 
and remoteness of many communities, 
make satellite an ideal answer to many 
of the continent's connectivity 
challenges. In a continent where 
terrestrial and fixed-line networks are 
l i m i t e d  i f  t h e y  e x i s t  a t  a l l ,  
communication via satellite is an 
indispensable tool for the modern 
African economy. With so much room 
for growth, satellite-based services are 
supporting everything from pay TV and 

cellular phone services to robust 
broadband and niche VSAT markets 
throughout Africa. The large potential 
room for growth makes the satellite 
market growing at a meteoric rise.

More so, the fate of satellite broadband 
services has been brightened by 
governments position that places it as a 
key telecommunications technology, 
and service uptake is generally strong 
and the commercial sector follows 
behind. A good enabling environment 
has become the key to the growth and 
transformation of satellite broadband 
services in Africa.

More recent satellites, on the other 
hand, may have shaped or spot beams 
covering target areas with higher power 
density, so that inexpensive user 
terminals may be instal led at 
community,  business, or even 
household levels, providing affordable 
bandwidth where appropriate policies 
and services are in place. However, 
current usage and slow growth rates 

may discourage satellite service 
providers from designing and deploying 
greater capacities at lower costs for the 
Pacific. Similarly, the belief that the cost of 
developing and operating their own 
satellite would be prohibitive may have 
discouraged the Pacific islands from 
considering such an option. 

Very small aperture terminals have been 
cornerstones of domestic satellite 
communications in recent years, and 
have considerable potential in the 
continent.  

IN TERMS of 
b r o a d b a n d  
internet, a lot is at 
stake in Africa. 
A m i d s t  h u g e  
r e s o u r c e s ,  
facilities are in 
poor shape. With 
bandwidth as low 
as  2  KB per  

second download, it is perhaps the lowest 
in  the  wor ld .  And so ,  YahSat  
Communications is currently marketing 
YahService and YahClick as an economic 
means of connectivity for rural residents, 
SMEs and telecommuters in Nigeria, 
Angola and South Africa respectively. 
YahClick provides Internet Protocol 
satellite connectivity, and will be used in 
implementing the universal service 
obligation. 

With the launch of the VSAT 
service from iDirect, YahService plan to 

s a t i s f y  t h e  
g r o w i n g  
c u s t o m e r  
demand to offer 
"cloud" services, 
including, but not 
limited to voice, 
video and data 
a p p l i c a t i o n s  
across Africa and 
the Middle East.  

Africa Satcom 
market

In Africa, Yahsat has its largest 

YahSat is currently making big global presence through YahService and YahClick 
as an economic means of connectivity for rural residents, SMEs and 
telecommuter, and has recently confirmed the launch of Al Yah 3, the third satellite 
in the company's fleet that will serve as a key milestone in Yahsat's strategy to 
expand its Ka-band coverage across Africa and to establish a presence in Latin 
America. 
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population of YahClick subs in South 
Africa.

Recently, the company tagged its 
innovative YahClick as “broadband for 
everyone” satellite service with 
presence in five key markets targeted 
at SMEs. YahClick providing local 
businesses and consumers with cost 
effective, high performance, wide 
reaching, and reliable internet 
connectivity. According to the company 
executive, YahClick service will be 
available in Iraq, Afghanistan, South 
Africa, Nigeria, and Angola where 
access  to  h igh  pe r fo rmance  
broadband internet is currently limited. 
YahClick will also be operational 
across most of its coverage area 
spanning a total of 28 markets, in 
South West Asia, Africa and the Middle 
East, including the GCC states. 

The biggest of South Africa's 
provinces, Eastern Cape, now has 207 
libraries in remote rural areas, where 
some do not even have electricity 
areas and 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. 

This could revolutionise education and 
change the lives of the children who 
live in these villages. “In the province of 
the Eastern Cape, we are currently 
using the YahClick system. “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 library: the physical 
books themselves.

With its eyes on retail services, YahSat 
has partnered business partners to 
provide internet services with cost as 
low as US$50/month – making it 
c o m p e t i t i v e  w i t h  c o m p l e t e l y  
unregulated DSL (digital subscriber 
line) markets elsewhere. However, 
such services are new, and do not yet 
serve most of the Africa cities. 

While relying on satellites to provide 
ubiquitous services as much as possible, 
YahSat, is targeting all types of 
consumers, small offices/homes office, 
and small business client verticals to 
corporate, government's clients, in order 
to even up the distribution and uptake of 
broadband internet services in Nigeria, 
Angola and South Africa. Early this year, 
YahSat launched a new VSAT service 
based on the iDirect Evolution Platform 
and Cisco's unified communication 
system. The introduction of the new 
managed VSAT service has significantly 
added to YahService's business 
proposition by strengthening its turnkey 
satellite solutions for a wide-range of 
market segments including government, 
defence, energy, healthcare and 
financial sectors. 

 

In addition to C-band systems, African 
countries are ready to join other parts of 
the world in using  Ku- and Ka-band 
satellite communications, offering higher 
bandwidth (e.g., throughput) through 
smaller and less expensive ground 
stations. Most recently, Internet Protocol 
( I P )  K u / K a - b a n d  s a t e l l i t e  
communications have begun serving 
some parts of Africa.

At the moment, very small aperture 
terminals (VSATs) are available to parts 
of the continent, at retail costs below 
US$130/month. A full transponder can 
c o s t  a b o u t  U S $ 1 0 0 , 0 0 0  –  
US$150,000/month (or sometimes 
substantially less for longer-term and 
larger-volume lease). Note the lower 
costs for retail offers (which may be for a 
maximum bandwidth that may not be 
sustained if a customer actually tries to 
use the maximum for sustained periods), 
and the higher amounts paid by telecoms 
operators (which are normally for a 
con t rac ted- fo r  h igher  leve l  o f  
performance). Note the increasing costs 
per Megabits/second for larger retail 
plans (perhaps because larger users 
may be more likely to use a higher 

“YahClick is now the 
largest 

SME/consumer 
broadband service  
in the Middle East 
and Africa despite 

the fact that the 
company has yet to 
access either Saudi 

Arabia or Iran.”

proportion of their planned bandwidth), 
but there is a tendency toward lower 
costs per Mbps for operators, as they 
are more likely to enter into longer-term 
contracts, for one or more full 
transponders, at higher usages. 

“In Nigeria, Yahsat connected remote 
schools as part of a  universal 
broadband programme giving the 
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 were connect to 
resources brings us onestep closer to 
universal education and  well-being in 
Africa.”

Taking a step backward, it is necessary 
to first clearly define what constitute 
satellite broadband services and which 
client verticals are typically targeted for 
those services.  In Africa, industry 
players sees the majority of demand 
growth coming from one of two market 
segments, Enterprise & SME satellite 
broadband networking” and single site 
satellite broadband internet access”. 
The Enterprise & SME networking 
segment essentially boils down to 
classic broadband VSAT services while 
single site satellite broadband is 
targeted more towards a consumer. 
Small business client vertical that uses 
satellite primarily for internet access 
instead of other more typical 
broadband services such as DSL or 
cable.
Today Yahsat's YahClick has coverage 
across 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 has allowed such a rapid spread 
of coverage across these countries. 

With the planned launch of the Al Yah 3 
satellite,  Yahsat 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. 

Yahsat's biggest problem is not yet 
been able to penetrate the two largest 
markets in the region, Saudi Arabia and 
Iran, and both for different reasons.
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The focus of next generation DTH 
viewing is shifting much more 
towards Ultra High-Definition. 4k and 
8k are much higher resolution TV 
picture than HDTV that requires 
higher bandwidth to transmit. There 
are two evolutions of Ultra HDTV: 4k 
with a 3840x2160 (8.3 megapixels) 
resolution; and 8k 7680x4320 (33.2 
megapixels) resolution. 4k and 8k 
represent a doubling and quadrupling 
of the resolution of standard HDTV, 
1920x1080 (2.1 megapixels). 
 

ke e le
o

Ten years ago, High Definition really 
began to accelerate with the arrival of 
MPEG-4 encoding, today UHD is 
progress with the arrival of another 
encoding standard: HEVC, the High 
Efficiency Video Coding, which is  30-
40% more efficient than MPEG-4. 
Existing Set Top Boxes will be 
progressively replaced by DVB-S2 / 
HEVC / Ultra HD boxes.

K

K 

o e e e

There is no doubt that full-blown 
commercial UHD service is new trend 
of satellite TV market. NSR's latest 
report on UltraHD via Satellite forecasts 
that there will be 785 UHD channels on 
satellites by 2025. The additional 
leasing revenues of these intensive 
UHD channels will top $280 million 
annually. 
Well, reality is a little more complicated. 
At least several hundred hours of 
content is required for a full-time 
channel to sustain. Although native 
UHD shooting has been available for 
some years, it is still difficult to produce 
enough UHD content. UHD improves 

Broadcasters, pay-TV providers and 
satellite operators have ta n th  ad  
toward Ultra HD, and s  the Ultra HD 
production system is rapidly taking 
shape. 4K cameras are available in 
consumer, semi-professional, and 
professional models. 4K production 
equipment is increasingly available, 
setting the stage for the volume of 
content shot in native 4K to grow. 

However, some small links in the 
broadcasting chain are still missing, 
including a standard for the exchange 
of 4K, 8  live uncompressed material 
within studios, and a broad range of 4K, 
8 video production equipment such as 
mixers, routers, but this is expected to 
improve fast.

N n th l ss, satellites remain the 
primary platforms for Ultra HD delivery.  

the video quality for better viewing 
experience. However, it is not the only 
factor to retain audiences. One of the 
lessons learned during the transition 
from SD to HD was that "Content is King" 
and it still is. The best way to attract and 
retain audiences is to produce unique 
and interesting content, such as special 
live events, music concerts and large 
sports competitions. As it requires long 
production time to create attractive 
content, it will take much time to gather 
suff icient UHD content for the 
deployment of a full-time UHD channel.

To launch a full-time UHD channel over 
satellite, not only encoding equipment 
but also decoding devices are 
necessary. DTH service providers 
should monitor their channels to make 
sure all the programmes are operating 
smoothly. In the past, UHD STBs and 
TVs were used to monitor the UHD 
channel, with one pair of STB and TV for 
each channel/programme. This, 
however, failed to provide any alarms or 
event logs for error checking or bug 
fixing when the channel went abnormal. 
Moreover, it consumed a lot of resources 
including manpower and physical space 
to monitor UHD programmes. Inefficient 
monitoring method has then limited the 
growth of UHD services on satellites.

I i ion add t n, Ultra HD TV sets are now 
produced by almost all major consumer 
electronics manufacturers. They are of 
course retro-compatible and can still 
display SD and HD signals, which are 
“up-converted” to 4K internally on the TV 
set to be displayed on the screen. 
Consumer equipment vendors often 
state that 4K screens, even when not fed 
by native 4K pictures, in any case show 
an improved picture quality with respect 
to HD. Even without regular 4K 
programming and content, sales of 4K 
screens keeps progressing because the 
appetite for new screens is a process not 
related purely to the availability of 
content. 

When flat screens and HD screens 
became affordable, they rapidly 
replaced CRT TV sets, despite the initial 
l a c k  o f  H D  c o n t e n t  a n d  H D  
programming. Full HD screens also 
progressively replaced HD-Ready 
screens, and this trend is likely to be 
repeated with 4K screens that will 
replace Full HD screens, as soon as 4K 
panels are as economical to produce as 
Full HD panels.

Expensive UHD HEVC Set-top 
Box 
HEVC is a new encoding technology and 
only a few models of set-top box  are 
available to support HEVC with UHD 
resolution. As a result, the price of UHD 
HEVC  is much higher than 
that of an ordinary HD . 
Currently the price of a UHD HEVC 

 varies from a hundred to several 
hundreds of USD. Moreover, the 
requirement to customise middlewares 
and conditional access solutions for DTH 
operators would further increase the 
cost.
As a result, the prices of UHD 
subscription would be much higher than 
that of HD, thus significantly affecting 
uptake of UHD services. For example, 
Videocon d2h, one of the major DTH 
service providers in India, has around 15 
million of subscribers in total but only 
8000 to 9000 of them are UHD 
subscribers.
Many UHD HEVC decoders are 
available in the market, including the VH-
4000 model from VILLAGE island; BMM-
810 from Rohde & Schwarz and UHD-
1000 and UHD-1500 from NTTAT. These 
decoders can output UHD signal via 3G 
SDI uncompressed or ASI compressed.
 
In addition, as HEVC is still under 
development, most of the available 
decoders are software based. However, 
the decoders mentioned above do not 
support any digital content protection 
technologies, such as CA and DRM.  
HEVC is the latest compression method 
which provides higher compression 
efficiency than MPEG 4. Many vendors 
integrate it to their PIRDs to support 
HD/SD service. However, only a few 
PIRDs in the market can support UHD 
resolution, and none of the HEVC PIRDs 
supports both UHD and conditional 
access features. As a result, the 
expansion of UHD channels over 
satellites has been restricted.

Solutions from the Industry 
Actually, the operators and vendors from 
the broadcasting industry have done 
quite a lot of works to promote UHD 
content development and for the 
deployment of UHD channels. Firstly, 
upscaling the existing valuable HD 
content to UHD is one of the most 
generally adopted solutions to expand 
the UHD content database. There are 
different products to upscale the content 
for both real time and pre-record HD 
content. 

set-top box
set-top box

set-
top box
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All in all, with bandwidth commoditizing, 
service providers under extended 
pressure and fewer deals for equipment 
vendors, the different layers of the 
satel l i te industry appear to be 
approaching a consolidation period.

In addition, not all verticals are equal. 
Some verticals are more prone to 
verticalization and present smaller risks 
for Satellite Operators. Factors like 
p r i c i n g  s e n s i t i v i t y,  b a n d w i d t h  
requirements, customer skills or lack of 
local partners favor verticalization. 
Actors like O3b or ABS have succeeded 
in offering Trunking services directly to 
ISPs. At the same time, Intelsat is putting 
a lot of efforts into creating a platform to 
attract demand in the Backhaul market.

Bottom Line
Factors ranging from raw bandwidth 
pricing degradation, a new technological 
paradigm or the emergence of new 

markets are contracting the 
traditional Satcom value 
chain. This obviously sets 
new ̀ rules of the game' for the 
entire industry from Satellite 
Operators, Service Providers 
and even equipment vendors.
When a Satellite Operator 
directly targets an end-user 
circumnavigating the Service 
Provider, it must consider a 
list of factors, some of which 
might not be obvious in the 
short term. Needless to say, 
the conflict of interest is clear 
and the Operator might lose 
future, bigger deals with 
upset Service Providers. The 
cost structure of end-to-end 
services is different from the 

traditional financial metrics shown by 
Operators, and investors might not be 
willing to accept them. 

Furthermore, Satellite Operators do not 
have the sales and support structure to 
carry last-mile sales. Last but certainly 
not least, when a satellite operator 
directly competes with a Service 
Provider, it must consider the long-term 
harm it is making to the ecosystem by 
attacking the revenue base of what 
traditionally have been the pollinators for 
the Satellite Industry, who find new 
market opportunities and generate 
revenues for the entire value chain.

motto of 'Build it and they will come' 
have failed. To truly develop a 
competitive service offering, operators 
need to develop last-mile sales teams 
and a customer care infrastructure 
they lack today.
The current model might work for high-
end and sophisticated customers with 
in-house capabilities, but to expand 
the model to widespread markets, 
operators must ask themselves if they 
can land a technician in the middle of 
the Sahara to carry unexpected 
maintenance works to maintain 
service levels. 

A Domino Effect
In this highly contested environment 
and with end-users becoming more 
sophisticated, Service Providers are 
integrating new layers of services such 
as encryption, content management, 
end-to-end integration, premium 

Quality of Experience, advanced 
network management and many 
others. These new services help 
counterbalance the effect of lower 
capacity pricing, but ARPUs are 
staying flat.

The contraction of the value chain also 
has tremendous implications for 
equipment vendors. With Satellite 
Operators integrating investments in 
ground platforms and the Space and 
Ground Segments coming together, 
demand is aggregating into fewer, 
larger deals augmenting the risk (but 
also the reward for the few winners) for 
VSAT platforms.

In these transformational times for the 
satellite industry, the value chain is 
contracting, creating new tensions in the 
ecosystem. Factors such as the 
emergence of HTS, the severe pressure 
on raw capacity pricing or the growth in 
new verticals like mobility are only 
accelerating this trend. Multiple Service 
Providers are already complaining about 
Satellite Operators 'poaching' their 
customers, but beyond the short-term 
contractual preferences for these 
networking companies, the long-term 
implications of this verticalization are 
critical, and operators must ponder how to 
create sustainable market conditions.

In a market with tremendous pressure on 
pricing and margin cannibalization, 
Satellite Operators are desperate to 
capture additional sources of revenues. 
Furthermore, if we consider that NSR's 
VSAT and Broadband Satellite Markets, 
16th Edition estimates Service Revenues 
for Enterprise VSAT to expand to $10.5 
billion by 2026 growing at 
8.7% CAGR, one can easily 
understand why operators 
are moving to pick the low-
hanging fruit. To what extent 
is this contraction putting the 
ecosystem at risk?

Technology 
Evolution 
HTS is very CAPEX intense 
for ground equipment if 
multiple beams must be 
illuminated. In parallel, new 
networking capabilities like 
flexible capacity allocation 
are driving Space and 
Ground Segment to couple 
and work closer together. Satellite 
Operators are now investing in ground 
platforms to stimulate adoption by Service 
Providers while achieving the highest 
levels of asset utilization.
This translates into operators now offering 
deals in Mbps rather than in raw MHz and 
having better visibility over traffic and key 
end-customers requirements. Some 
operators are taking advantage of this new 
situation to leapfrog Service Providers and 
target end users directly.

CAPEX Is Not Enough
Spending money on CAPEX is the easiest 
part of any business, but too many projects 
in the Satcom industry reliant on the old 

The hidden risks of verticalization5
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These are exciting times for 
pay TV in Africa. With the sharp 
downturn in global economy, 
there is avid concern that 
consumers will cut luxury 
expenses, including their pay 
TV subscriptions, but the pay 
TV industry quickly fought the 
much anticipated subscription 
apathy through the aggressive 
marketing campaigns that 
ta rget  the  low income,  
underserved segment of the 
consumer market and this very 
lucrative segment of the 
satellite industry move passed 
the global economic stress 
without a sting. 

Simon Murray, Principal 
Analyst at Digital TV Research, 
explained: "Pay TV competition 
in Sub-Saharan Africa is 
becoming more and more 
intense, especially given the 
launch of Kwese TV in 14 
countries during 2017." 

From the 23.49 million pay TV 
subscribers at end-2017, 13.78 
million were satellite TV and 
9.11 million DTT. By 2023, 
satellite TV will contribute 
20.89 million and DTT 17.53 
million. This means an extra 7 
mi l l ion pay satel l i te TV 
subscribers and 8 million pay 
DTT homes.
Nigeria will have the most pay 
TV subscribers by 2023; 
having overtaken South Africa 
in 2021. The top eight countries 
will supply three-quarters of the 

total in 2023. 
Multichoice had 12.48 million 
subs across satellite TV 
platform DStv and DTT 
platform GOtv by end-2017, 
which will grow to 16.66 
million by 2023. France's 
Vivendi had 2.96 million subs 
to its Canal Plus satellite TV 
platform and Easy TV by end-
2017; forecast to climb by 
nearly 2 million to 4.87 million 
by 2023. StarTimes and its 
sister platform, StarSat will 
enjoy the most impressive 
growth: from 6.23 million 
subs at end-2017 to 13.42 
million by 2023; growing from 
half the Multichoice total in 
2017 to 81% of its total by 
2023.

According to him “DStv's 
problems stem mostly from 
i ts r ights to exclusive 

premium content, especially 
sports. Currency devaluation 
i n  mos t  Sub -Saha ran  
countries hit DStv hard. 
Exclusive content rights for 
premium content such as 
English Premier League 
soccer are usually paid for in 
US dollars. DStv has been 
compelled to increase its 
local currency subscription 
fees to cover the shortfall due 
to devaluation. As a result, 
D S t v  a p p e a r s  m o r e  
expensive to locals. To try 
and attract new subs, DStv 
has substantially reduced its 
decoder prices.” 
During recent campaigns, 
subscription rose above 
normal levels,  says a 
Multichoice insider, but a 
large numbers of those 
factors. However, yearly, 
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John Ugbe, MultiChoice Nigeria

Ghana will experience a 
nationwide Digital Terrestrial 
Television Switch On by 
Second Quarter 2018. This was 
revealed by the Deputy 
Minister of Communications 
George Nenyi Andah during the 
off ic ia l  launch of  p lush 
Multichoice Ghana office in 
Accra.
According to the Deputy 
Minister, the Ministry of 
Communications has engaged 
a n d  c o n t r a c t e d  p o w e r  
companies including the Volta 
River Authority, Electricity 
Company of Ghana and 
NEDCO to provide dedicated 

power transformers to each 
of the thirty-seven DTT sites 
which are ready to transmit 
digital signals and the power 
provision is expected to be 
completed for the test 
transmission and network 
optimization to commence by 
March 2018.
Mr. Andah disclosed further 
that his ministry has also 
registered as a Limited 
Liabi l i ty  Company, the 
Central Digital Transmission 
Company Limited which will 
serve as the nat iona l  
multiplex operator to manage 
the transmission aspect of 

the broadcasting value chain.
“The DTT Network project 
should be self-financing, and a 
potential revenue generating 
platform with the objective to 
maintain the network and pay 
for the investment made by 
Government overtime. The 
DTT Company will have the 
exclusive rights, as the signal 
and transmission carrier 
services for all authorized 
Free-to-Air  broadcasters in 
Ghana,” he said.

Ghana signed the Geneva 
2006 Agreement, which 
estab l ished the Dig i ta l  

Terrestrial Broadcasting Plan in 
the bands 174 – 230 MHz and 
470  –  862  MHz  a t  t he  
I n t e r n a t i o n a l  
Telecommunication Union's  
Regional Radiocommunications 
Conference.Since 2006, the 
roadmap for the transition from 
A n a l o g u e  T e l e v i s i o n  
b r o a d c a s t i n g  t o  D i g i t a l  
Te r r e s t r i a l  Te l e v i s i o n  
broadcasting was commenced. 
Even though Ghana missed the 
International deadline of 17 June 
2015, there is a window of 
opportunity to conclude all the 
migration process globally by 
2020.

Ghana to go full DTT in Second Quarter of 2018

INDUSTRY TRENDS

PayTV: In Africa, 
intens f s  

competition for TV v ew ng i i
i ie

subscribers have also resumed 
their subscriptions. As times get 
tougher, Multichoice Chief 
Execut ive John Ugbe is 
optimistic that people will stay at 
home and watch TV. However, 
the lesson of the recent 
campaigns was that aggressive 
pricing strategy can leverage 
subscription growth in the short 
term. 
A senior corporate executive 
has described the recent drive 
as scheming campaigns similar 
to the marketing model of the 
mobile phone providers that 
was premised on launching a 
relentless drive to acquire 
customers, which as he put it,  
the logic behind the marketing 
blitz was subscribe first, profit 
s e c o n d .  I n c i d e n t a l l y ,  
subscriber's growth has been 
strong.  More so, the cost of 
acquiring the new customers is 
expected to be recovered from 
high profit once the pay TV 
operators acquired a critical 
mass of subscribers.

Rising Subscription 
costs
As people increasingly stayed 
glued to their TV sets, the need 
for worldwide distribution of 
news, sports events, your 
preferred TV channels or the 
oratory speeches is growing 
higher. So once a subscription is 
activated by a subscriber, it is 
sure to become a lifelong 
relationship. But activating a 
subscription is one thing, 
Continue on page 34



but sustaining subscription span has 
come to depend on host DStv often 
launch a relentless drive to acquire new 
customers. Subscribers first, profit 
second was the logic behind the 
marketing blitz as DStv emulated the 
successful business model of the pay 
phone operators.  

The cost of  acquiring new customers 
was expected to be recovered from 
high profit once DStv achieve a critical 
mass of subscribers. DStv channel 
most of its resources to developing 
distribution channels and subsidizing 
the cost of purchasing set-top boxes. In 
2016 and the early 2018, the set-top-
boxes once sold at about 24,000 naira 
were subsidised and sold to new 
customers at give away price of just 
9,000 naira. While the monthly 
subscription cost have been step up in 
many cases, DStv newly sign on were 
offered waivers on one month 
subscription. Nigerians who have 
become overwhelmed by the outward 
show of gesture by the pay TV provider 
began to install DStv dishes on their 
roof tops. 

The outcome was that DStv attracted 
nearly 2,700,000 subscribers in 2016, 
although subscriber acquisition cost 
skyrocket and the average revenue per 
subscriber slummed.

In parallel to the previous year 
marketing drive, DStv worked to 
overcome programme deficiencies by 
offering interactive based services and 
by adding HD high definition channell. 
The company also introduced new 
channels and service bouquets to its 
line up. DStv continues building it 
marketing base than the previous year. 
A tough nut to crack was penetrating 
mu l t i -dwe l l i ng  un i t  marke t ing  
apartment commonly called estates. 
About 50 per cent of families and 
individuals live in apartments, generally 
called estates. Indeed, several 
corpora te  o rgan isa t ions  have 
contemplated building new estates, 
and this has become another new 
account on the battle line.
One feature of the pay TV in Nigeria is 
the modest subscription rate compared 
to other countries. Subscription fee are 
the bread and butter of pay TV 
business, which has few alternative 
sources of income.

The Nigeria broadcasting commission 
have offer the best staple for the 
operators, as there remain no hard 
views on the scale of operations or 
scope of services rendered by the pay 
TV operators. It is often styled as the 
freest Pay TV market in the world.  
solution in a cost-effective manner.” 

Regulatory Environment

I

CETel to Provide 
Fibre-Like 
Connectivity via SES 
Networks' MEO Fleet

CETel has signed a five-year contract 
with SES Networks to connect new 
exploration and production sites in 
Africa via SES Networks' medium earth 
orbit O3b satellite constellation
 
CETel will leverage the O3b fleet's low 
la tency  and  h igh  th roughpu t  
capabilities for big data applications 
required by the exploration and 
production industry. 

With round trip latencies below 150 
milliseconds, MEO-enabled networks 
are on par with standard fibre 
connections, and are more reliable and 
f a s t e r  t o  d e p l o y  t h a n  o t h e r  
infrastructure. 

The inking of this MEO deal with SES 
Networks empowers CETel to serve 
new applications where lower-latency 
connec t i v i t y  ma t te rs ,  and  to  
complement the comprehensive and 
versatile business applications it 
currently serves. 

Guido Neumann, Managing Director of 
CETel, said, “CETel is delighted to be 
one of the first European service 
providers to use SES Networks' MEO 
fleet and is proud to add fibre-like 
connectivity to our existing service and 
product portfolio. This is yet another 
example of a successful collaboration 
between SES Networks and CETel in 
the delivery of managed end-to-end 
communications solutions. 

Once again, CETel demonstrates that 
we are ready to adopt latest technology. 
We see MEO connectivity as an ideal 
e x t e n s i o n  t h a t  c o m p l e m e n t s  
connectivity delivered by established 
GEO satellites. The fleets have their 
own unique capabilities and are suited 
for different applications that will help 
meet the growing demands of content 
and data delivery.” 

Simon Gatty Saunt, Head of EMEA 
Fixed Data Sales at SES Networks, 
said, “CETel has been a long-term 
strategic partner of SES since 2005, 
and we are excited to extend CETel's 
array of connectivity solutions with this 
latest agreement. 

Depending on their customers' needs, 
CETel will be able to deliver the ideal
\
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n terms of satellite operators in the 
wholesale or transponder business, 
DStv has booked capacity on the 
European owned Eutelsat W3 satellite 
system. The deal size could not be 
confirmed but it is understood that the 
deal is signed for around 15-20 years. 
DStv has booked four transponders, 
with an option to add four transponders 
after a year on Eutelsat. Eutelsat's 
contract with DStv, in an analyst's view 
at least, is an indication that the market 
is indeed opening up. Other regulations 
are also being initiated by the 
government. 

mtv Lebanon HD & 
One TV now on BADR 
4
mtv Lebanon HD has just started the 
new year by broadcasting on Arabsat 
Badr-4 satellite at 26ºEast, expanding 
its viewers reach from MENA to Europe. 
In addition, the new musical channel 
One TV also started broadcasted over 
satellite for the first time and only on 
Arabsat- Badr-6 satellite. mtv Lebanon 
& Arabsat has signed a long-term 
exclusivity agreement for both channels 
to start in 2018. 
Eng. Khalid Balkheyour, Arabsat 
President & CEO said, “mtv Lebanon is 
the pioneer channel in addressing self-
regulation and a clear code of ethics 
since the creation of the channel in 
1991. Nevertheless, and since then mtv 
Lebanon has noticeably invested in 
delivering premium entertainment 
content to the region, a strategy that 
matches what Arabsat's aspirations & 
therefore we are proud to have their 
channel on Arabsat Badr-4 at 26°E 
exclusively.”
“By choosing Badr satellites, mtv 
Lebanon HD and One TV will enrich the 
our TV neighborhood at  26ºEast , and 
Arabsat is committed to continue its 
efforts to attract premium broadcasters 
to provide to add value to Arab 
communities DTH experience, with 
crystal clear picture and first-class 
content” Eng. Balkheyour commented. 

Also, in terms of demographics, 70% of 
Africa's young population is below 35 
and more than half are below 25 years 
represents a viewing audience that is 
ripe for pay-TV targeting. Moreover, 
about 10 million new televisions are sold 
every year, such that the number of 
households with a second set translates 
to demand for more niche channels. 
There are also over 50 million television 
households in Africa, of which 10 million 
are reportedly enjoying digital satellite 
TV.



CETel and Arabsat 
Team to Offer 
Business 
Continuity Services

Arabsat has teamed up with CETel, a 
leading German provider of global 
managed end-to-end communications 
solutions to offer unique and exclusive 
Business Continuity Services. 
Building on a long-lasting relationship 
the two partners developed a 
remarkable product for companies to 
necessitate safeguarding their 
existing networks for redundancy, 
back-up and security reasons. 

Big Data and permanent connectivity 
requirements made service availability 
the heart of every operation and no 
organization is willing to rely on a 
single string when it comes to 
connectivity and communications. 

Besides of historical voice and data 
applications, communications for 
Machine to Machine (M2M), Internet of 
Things (IoT) or Critical Applications is 
becoming more and more crucial for 
the customer's network infrastructure; 
this and the permanent growing 
complexity of global communications 
networks makes the permanent 
availability mandatory. Offering 
Business Continuity Services that 
r e f l e c t  t h e  v a r i o u s  b a c k - u p  
requirements for each customer and 
are cost-efficient at the same time, has 
been the key influencer when 
developing the service. 
As an outcome customers can select 
out of different service levels, 
depending on their individual back-up 
needs and often, the service includes 
periods of free-usage. The service is 
initially offered on, but not limited to, 
the powerful ARABSAT-5C satellite, 
located at 20° East. 

As opposed to traditional back-up 
links, this new launched product 
impresses with uncontended services 
at agreed levels that come at a fraction 
of the usual service investment. 
Arabsat and CETel are convinced that 
organizations with high connectivity 
requirements will gladly welcome this 
service to obtain higher security 
standards in their communications 
infrastructure. 

“We are thrilled to include such an 
important service into our product and 
services portfolio. The requests for the 
provision of reliable and cost effective 
back-up services are permanently 
growing. This innovative service 
enables our customers to enhance 
their network and connectivity 

performance, also supporting them to 
further expand and secure their core 
businesses”, said Guido Neumann, 
Managing Director at CETel, and adds, 
“Teaming up with Arabsat we are able to 
offer such a service. In our long-standing 
and fruitful partnership with Arabsat we 
have found the perfect fit for this growing 
and essential demand.” 

“CETel has been our long entrusted and 
distinguished partner. Arabsat and 
CETel have always strived to provide 
high-quality satellite based solutions to 
their customers. With the ever growing 
requirements of permanent connectivity, 
the Business Continuity Solution will 
increase our customers' confidence in 
the services provided by CETel.” said 
Khalid Balkheyour, President & CEO at 
Arabsat. 

NATO awards 
Cobham operational 
readiness training 
contract

Cobham announced that its Special 
Mission business has been awarded a 
follow on contract to deliver Operational 
Readiness Training to NATO for up to 
five years. The contract, which was won 
after a competitive tender process, will 
deliver electronic warfare and threat 
simulation training in order to prepare 
NATO allied forces for the complex and 
multi-layered front-line threats of today 
and the future. Training will be delivered 
using Cobham owned and operated 
aircraft, crewed by highly experienced 
Cobham aircrew, carrying a suite of 
either NATO furnished equipment or 
Cobham's  in -house deve loped 
electronic warfare training podded 
technology.   
Cobham has over 30 years of 
experience in enhancing mission 
success and providing operational 
assurance through the delivery of highly 
effective operational readiness training 
to military forces across the globe 
including NATO, the United Kingdom 
and Middle East amongst others. 
The newly awarded contract reinforces 
Cobham's position as the world leader in 
this field, recognising their ability to 
develop tailored electronic warfare 
training technology and demonstrate 
their technical excellence in both the live 
and synthetic operational training 
environments. 
Darren Moncrieff, Vice President of 
Cobham Special  Mission said:  
“Securing this follow on contract, with a 
customer as prominent as NATO, 
demonstrates that we have a world 
lead ing ,  techn ica l l y  advanced  
operational training capability that is 

innovative yet affordable. Our training 
solution is able to meet the current 
training requirements of a modern military 
fighting force, and can adapt to meet 
future threats and requirements. Cobham 
remains committed to providing NATO 
with world leading training and technology 
solutions.”

Yahsat confirms 
launch of Al Yah 3 
mission 
Yahsat, a leading global satellite operator 
based in the UAE, has confirmed the 
launch of Al Yah 3, the third satellite in the 
company's fleet. The launch is a key 
milestone in Yahsat's strategy to expand 
its Ka-band coverage across Africa and to 
establish a presence in Latin America. 
The mission exper ienced some 
challenges during the launch stages, 
which resulted in the Al Yah 3 satellite 
being inserted into an orbit that differed 
from the flight plan. However, the satellite 
is healthy and operating nominally. A 
revised flight plan will be executed in 
order to achieve the operational orbit and 
fulfil the original mission.
Masood M. Sharif Mahmood, Chief 
Executive Officer at Yahsat, said: “We are 
pleased to know that the satellite is 
healthy, and that the necessary steps are 
being taken to ensure the original mission 
is fulfilled. I would like to thank our 
technology partner Orbital ATK and the 
Yahsat team in ensuring the Al Yah 3 
objectives are met.”
Frank Culbertson, President of Orbital 
ATK's Space Systems Group added, 
“ B a s e d  o n  d a t a  f r o m  i n i t i a l  
communications, I can report that Al Yah 3 
is in orbit, healthy and responding to 
commands from our mission operations 
team. We will continue to work closely 
with our customer, Yahsat, to meet their 
mission objectives and remain confident 
that we will deliver a fully operational 
satellite to the planned orbit."
Al Yah 3, an all Ka-band satellite, and the 
first hybrid electric propulsion GEOStar-
3™ satellite completed by Orbital ATK, 
was launched on an Ariane 5 rocket by 
Arianespace at 22:20 UTC January 25th 
2018 from Kourou in French Guiana.
Al Yah 3 will join Al Yah 1 and Al Yah 2 in 
helping to empower millions of people 
across the Middle East, Africa, South 
West Asia and Brazil to access affordable 
Internet access via Yahsat's high-speed 
satellite broadband service, YahClick. 
The service is designed to provide 
satellite broadband Internet to everyone, 
opening up new opportunities for every 
aspect of society from governments and 
enterprises to end users at home.
Al Yah 3 will expand Yahsat's commercial 
Ka-band coverage to an additional 19 
new markets in Africa, reaching 60% of 
the population. 
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Arabsat launches 
Expand

Arabsat Broadband Services have 
launched Arabsat Expand, a satellite 
broadband service powered by 
Forsway's unique Hybrid Router 
technology. The service was 
designed and implemented by 
sa te l l i t e  se rv i ces  spec ia l i s t  
SatConsultant for Arabsat Broadband 
Services.

“Access to the Internet is today's 
number one enabler of economic 
mobility,” said Wael Mohammed 
AlButi, VP & CCO of Arabsat. “You 
can learn to repair your car from 
Youtube, about farming from the 
Cornell Cooperative Extension, and 
programming from Khan Academy. 
We all want to change the world for 
the better and bringing affordable 
Internet access to developing 
markets will do just that.”

The deal wil l  see Forsway's 
innovative hybrid router, ODIN, at a 
total kit cost of around US$100 per 
station, enabling the satellite operator 
to launch affordable new broadband 
Internet services for as little as US$5 
per month, helping bridge the digital 
divide to new customers in remote 
rural communities, as well as 
providing new, more reliable, and 
lower-tariff services to urban users.

“This is the first service offered by 
Arabsat's newly created business 
unit for Broadband Services,” said 
Christof Kern, General Manager 
Arabsat Broadband Services. “We 
have found the Forsway technology 
reliable and useful for providing these 
services in areas where the 
performance of the Internet is 
ques t ionab le  due  to  under -
performing 2G and 3G networks. 
Anyone who is suffering from a low 
bandwidth service today will be able 
to increase their speeds with this new 
service; it is literally bringing the 
entrance barrier to a price level 
everyone will be able to afford. We will 
offer competitive entrance models to 
empower businesses and end-users 
alike throughout Africa and Middle 
East.”

Arabsat Broadband Services will 
deliver Arabsat Expand through 
previously unused bandwidth aboard 
its satellites. This will increase 
c a p a c i t y,  t h e r e b y  r e d u c i n g  
congestion to deliver an excellent 
customer experience with a faster 
Internet download speed and at 
reduced costs. ODIN™ allows any 
type of narrow-band return channel to 

be linked to the high-throughput KU/KA-
Band satellite bandwidth on Arabsat's 
BADR-7 satellite in remote locations 
across almost the whole of the Middle 
East and Africa. The Forsway solution is 
a unique fit for the problems of satellite 
broadband, especially in urban areas.

“While bandwidth prices tend to 
dominate discussions of the fitness of 
satellite as a mass-market service, 
hardware costs, ease of installation, 
and licensing requirements are all huge 
obstacles to overcome,” said Tobias 
Forsell, Managing Director of Forsway. 
“A complete kit with our ODIN™ router 
can be had for less than $100. It can be 
installed by anyone who can point a 
satellite TV dish, with no interaction 
from a network operations centre. And, 
because there's no satellite transmitter, 
there's no need for a VSAT transmit 
license.”

Up to 10 Gigabit of Internet connectivity 
will then be routed through Arabsat's 
BADR-7 satellite to support the new 
services from these locations. Both KA 
and KU bands can be deployed for this 
service, making use of the satellite's full 
KA/KU footprint over the whole of the 
MEA region, as well as parts of 
Southern Europe and Central Asia.

“This project flips the use of satellite on 
its head,” said Travis Mooney, Principal 
Consultant of SatConsultant. “Satellite 
is now ready to compete against 
terrestrial connectivity in urban areas, 
and not just in areas unserved by fibre 
and wireless connections. And as long 
as the industry wakes up to the 
availability of this new business model, 
the technology and the approach, the 
days when satellite bandwidth and CPE 
were way too expensive for users of all 
kinds are over.

SSTL confirms  
successful launch 
of CARBONITE-2 
and Telesat LEO 
Phase 1 satellite 

Surrey Satellite Technology Ltd (SSTL) 
has confirmed the successful launch of 
CARBONITE-2, an Earth Observation 
technology demonstration mission 
owned and operated by SSTL, and  the 
Telesat LEO Phase 1 communications 
satellite, an important milestone in 
Telesat's plans to deploy a global low 
earth orbit (LEO) constellation that will 
r e v o l u t i o n i s e  b r o a d b a n d  
communications services around the 
world. 

 These two small SSTL satellites were 
l aunched  in to  a  505km sun-
synchronous orbit on board the PSLV 
launch vehicle from the Satash Dhawan 
Space Centre in Sriharikota, India.  

Following separation from the launch 
vehicle, SSTL is pleased to confirm that 
successful contact was made with both 
satellites and all initial system checks 
for both spacecraft are nominal.  

Sir Martin Sweeting, Executive 
Chairman of SSTL, said “This launch 
marks the start of two new pioneering 
missions: a technology demonstration 
for CARBONITE-2 and the initial 
deployment of Telesat's global LEO 
constellation with their Phase 1 LEO 
satellite. I am particularly pleased that 
SSTL's space technology expertise will 
be advancing NewSpace applications in 
both high throughput broadband and 
low cost video-from-orbit.  I would like to 
congratulate Telesat, and also thank the 
Indian Space Research Organisation 
for another successful launch.”  

CARBONITE-2 is a technology 
demonstration mission that will 
demonstrate a low cost video-from-orbit 
solution using Commercial-Off-The-
Shelf (COTS) technologies. The 100kg 
spacecraft flies a COTS telescope and 
HD video, both of which have been 
adapted for a space environment and 
integrated into a custom buil t  
framework.  The imaging system is 
designed to deliver 1m resolution 
images and colour HD video clips with a 
swath width of 5km.  

Under a contract announced in 
November 2017, SSTL will supply 
B r i t i sh  company  Ea r th - i  w i t h  
CARBONITE-2 data for proving tasking, 
downlinking and image processing in 
preparation for a constellation of five 
CARBONITE series satellites. 
 
CARBONITE-2  i s  the  second  
technology demonstration satellite in 
the series to be launched by SSTL; the 
first, CARBONITE-1, was launched in 
2015 and achieved full mission success 
by demonstrating the concept of a low-
cost COTS video-from-orbit solution.  
The CARBONITE-2 satellite flies 
enhanced avionics to provide increased 
data storage, faster data downlink, 
improved pointing accuracy, and a full 
colour HD video camera.    

SSTL's CARBONITE ser ies of  
spacecraft have been specifically 
designed for large constellations. The 
simplified, rapid-build platform design 
incorporates SSTL's flight-proven 
avionics and a large payload 
accommodation area to fly a variety of 
Earth observation sensors. 
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EasyCall sets up 
more data satellites 
in remote areas

“As the need for connectivity b c s 
more important than ever, and we feel 
the responsibility to open up that 
possibility to millions of Filipinos who 
have limited connectivity access,” 
EasyCall president Zaki Delgado said.

EasyCall made the announcement as 
the government scouts for a third major 
telecommunications player in the 
Philippines, which would compete 
against PLDT Incorporated and Globe 
Telecom Incorporated. Over the years, it 
has rolled out its EasyNet VSAT 
managed service to underserved and 
unserved provincial communities in 
Samar, Quezon, Iloilo, Bulacan, Nueva 
Ecija, Isabela, Leyte and Antique. 
Delgado said the company is setting up 
VSAT installations in Zambales, Negros 
Occidental, Cavite, Bicol, Isabela, Iloilo, 
and Cebu.

From its active involvement in the IT-
BPO industry over the past 10 years, 
EasyCall has turned to very small 
aperture terminal (VSAT) technology – a 
two-way satellite communications 
system that can transmit and receive 
data via remote terminals or hubs. 
EasyCall was acquired by Philippine-
owned Transnational Diversified Group 
in 2001. 
EasyCall is a telecommunications firm 
that is licensed by the National 
Telecommunications Commission.

"There is a critical demand for 
connectivity in far-flung cities and 
municipalities, especially in the 
aftermath of disasters and emergencies, 
for businesses with remote offices, and 
for efficient access to services," said 
Delgado, who was named the firm's 
president in mid-2017. "Despite the 
complexities we are facing with the 
terrain and climate [of the Philippines], 
VSAT can effectively deliver secure and 
reliable connectivity to these places, and 
enable progress and development," he 
added.

It looks a bit like an alien visitor from 
another planet. Three spindly legs and 
an antenna pointing towards the stars. 
But the communications satellite, a 
collaboration between a Danish 
company and Yahsat will supply high-

e ome

UAE's newest 
satellite will provide 
internet to remote 
global communities

quality, high-speed internet to places 
where previously even a mobile phone 
signal was a challenge.

In fact, for communities in some of the 
world's poorest and most remote places, 
its arrival opens up a lifeline to the 21st 
century. It means better education, 
healthcare and opportunities that were 
previously unthinkable.

In the early hours of January 26, UAE 
time, Al Yah 3 will be perched on top of 
commercial rocket in French Guiana and 
blasted into orbit. It is the next step 
forward for Yahsat, the Abu Dhabi-based 
satellite communications company that 
already operates two satellites.

The satellite will enable tens of millions of 
extra people in Brazil and Africa to be 
covered by the company's services, 
which include YahClick broadband, as 
well as entertainment TV channels and 
inflight internet.
By early summer, the company plans to 
offer internet coverage to 190 million 
people in Brazil and take the number of 
African countries it provides services to 
from 19 to 28, and a staggering 780,000 
million people, or 65 per cent of the 
continent's population.

It is little wonder that Farhad Khan, 
Yahsat's chief commercial officer, 
describes the potential of new satellite as 
a “massive opportunity.” The company, 
wholly owned by Mubadala, the 
Government's strategic investment 
company, already covers much of the 
Middle East, including Egypt and Saudi 
Arabia, as well as southern Africa, 
Pakistan and Afghanistan.

The opportunities for expansion in the 
new markets are two fold, according to 
Mr Khan. In Brazil, especially in rural 
areas, there are customers who could 
afford broadband internet, but are 
frustrated because the expense for the 
provider of putting in conventional fibre 
and copper wire networks means they 
are without the service.
In Africa, the current cost of broadband 
internet is too expensive for most 
individuals and makes it unattractive to 
providers as a commercial venture. 
Yahsat's solution is to offer the 
equipment for satellite broadband to 
these communities that, in some cases, 
can start from as low as a couple of 
hundred dollars.

“Very few operators are going into areas 
where there are two or three hundred 
people in settlements because there is 
no return on investments for them,” Mr 
Khan says. “And that for us is the beauty 
of our satellite technologies.”
One solution is a partnership with 
Bluetown, a Danish company whose 
easily portable base station is powered 

by solar panels and rechargeable 
batteries, creating wifi hotspots through 
YahCl i ck  in  sma l l  and  remote  
communities. The lower cost makes them 
attractive to government and NGO 
agencies working in Africa and the 
developing world.
Access to the internet in such places can 
be dramatic and life changing in 
sometimes unexpected ways. In the 
Western Cape province of South Africa, 
government officials estimated there 
were perhaps 1.5 million people entitled 
to state benefits who were not receiving 
them. With access to Yahsat's satellite 
signal, and using portable equipment, 
officials set out to track them down.
“We made it possible for [officials] to go to 
the most remote areas and send 
biographic and biometric information 
taken from the citizens to the central 
processing bureau,” Mr Khan said.

“They then identified which of these 
people were eligible and we starting to 
ensure that people who were eligible for 
pensions are now being paid.” In 
Pakistan, another partnership with the 
Interactive Group has brought healthcare 
to villagers in communities that are 
sometimes cut off for months on end 
during the winter months.

Doctors carrying portable diagnostic 
equipment sometimes trek for many 
hours to reach them. But because the 
villages are now under the Yahsat 
satellite footprint, the doctors are then 
able to send the raw data from everything 
from blood tests to ECG scans to 
specialists, often many hundreds of miles 
away, and get back results, sometimes in 
minutes.
Similar services have been made 
available to the Maasai of Kenya, while 
the Nigerian government is working to 
identify local partners who can use 
Yahsat to offer low-cost internet in poorer 
areas. At the other end of the market, the 
company can offer fast broadband to 
safari camps and game lodges to meet 
the expectations of high-end customers.

Once Al Yah 3 is in orbit, Yahsat expects 
to begin offering its new customers 
services by June. All of this depends, of 
course, on a successful launch this 
month. Yet at the back of everybody's 
mind, no doubt, are incidents like the 
launch pad explosion of a Space X rocket 
in 2016, which destroyed a US$200 
mi l l ion communicat ions satel l i te 
Facebook had hoped to use to provide 
expanded internet access to Africa.
Mr Khan said the Yahsat team have 
“tested, retested and tested again. But 
ultimately it is in God's hands.” “We have 
a saying in the region: 'Trust in God, but 
tie your camel.' Right now we are busy 
tying our camel.
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Online streaming 
services accelerates 
in Saudi Arabia, 
UAE
An increasing number of listeners in the 
UAE and Saudi Arabia are turning off 
their radios and logging on to stream 
their music and videos instead, 
according to a new YouGov Omnibus 
survey.

Almost a third of those surveyed said 
they have increased the frequency with 
which they listen to music via online 
streaming services compared to 12 
months ago. The shift to online is placing 
pressure on conventional radio stations 
to “diversify to maintain consumer 
engagement in future,” said Kerry 
McLaren, head of Omnibus Research, in 
a statement.

A third of consumers in Saudi Arabia 
claimed to listen to the radio less than 
they did 12 months ago, while 28 
percent of UAE listeners said they were 
tuning in less, according to the survey. 
“Kids still listen to radio when in the car. 
Other than that we mostly stream 
content (podcasts, audiobooks, videos, 
music),” one Abu Dhabi-based dad 
tweeted Arab News.

Dubai-based blogger Hind Mezaina told 
Arab News she preferred to stream 
content because the English-speaking 
radio stations in the UAE lacked 
diversity.

“I'd like to listen to the radio but it's the 
same old music and the five new songs 
on all channels. DJs that are mostly 
white and pretend only white people live 
here/listen to them,” she said, adding 
that topics being discussed are often 
“dumbed down.”
Satish Mayya, CEO at the Dubai-based 
media buyer BPG Maxus, said that radio 
stations are already rising to meet the 
challenge of increased streaming 
activity.
“Big radio networks had already started 
developing their own online streaming 
platforms in an effort to capture 
migrating audience,” he said, adding 
that the trend has yet to dramatically 
affect advertising strategies. “Radio is 
still widely used by brands across 
categories for tactical and promotional 
campaigns and even sometimes to 
support new launches,” he said.
Raed Zidan, co-owner of Shock Middle 
East which owns the UAE's first dance 
music station Dance FM 97.8, is also 
optimistic about the future of radio in the 
UAE.
“The UAE has one of the highest 

listenership in the world as people spend 
more time than the average compared to 
other countries in their cars. “Typically 
where radio compete against streaming 
is by offering shows like Breakfast and 
Drive as people head and come back 
from their work, those shows are 
typically entertaining and offer lots of 
information about whats going on in the 
city and the country they live in,” he said.

The YouGov survey also found that a 
third of those surveyed said they were 
streaming more video content than they 
did a year before. Around 29 percent 
across both countries said they watched 
videos on platforms that did not require 
payment or a subscription. Demand for 
streamed movie content is growing 
rapidly in Saudi Arabia. 

The subscriber base of Star Play, a 
streaming site, has been doubling every 
six months since it launched two and a 
half years ago in the Kingdom, 
according to co-founder Danny Bates. 
“Our highest content consumption rates 
per month are coming from Saudi 
customers,” he told Arab News last 
month. He added that action and 
comedy were the most popular genres 
among subscribers in the Kingdom.

Smartphone usage 
rises in Egypt

The number of smartphones in the 
domestic market has risen to 23.6m at 
the end of 2017, up from 21m at the end 
of 2016. The number of smartphones 
increased by 12.3% last year, supported 
by the penetration of mobile services 
and 4G. A report released by Tableau 
Software expected the number of 
smartphones in Egypt to reach 25.8m at 
the end of this year, up by 9.3% from 
December 2017. The number is also 
expected to rise to 27.9m by the end of 
2019.

Samsung has the highest market share 
in local market sales, accounting for 
42%, followed by Huawei with 13%, then 
Apple with a market share of 8%.

The number of smartphones worldwide 
reached 2.3bn at the end of 2017, with 
estimates that it will reach 2.7bn by the 
end of  2019. The Minist ry of  
Communications and Information 
Technology officially launched 4G 
services for the four mobile operators in 
Egypt: Vodafone, Orange, Etisalat, and 
Telecom Egypt, with all companies 
inaugurating the service in September 

2017.

AI learning 
platform launched 
in Dubai

Dubai based start-up Black Cube 
Solutions, a frontier tech company, 
recently unveiled the world's first 
c o m p l e t e  p l a t f o r m  f o r  s k i l l  
development for students and 
professionals powered by artificial 
intelligence (AI) and machine learning. 
It's the only platform that brings 
together all the stakeholders of the skill 
development ecosystem including 
universities, corporates, training 
providers and executive education 
providers.
Peer Mohaideen Sait, founder and 
CEO, Training Calendar said: “Skill 
development is the most pressing 
challenge for governments and 
corporates across the world. That is 
why we came up with the idea of 
Training Calendar. Our product is 
aligned to the UAE's national strategy 
on innovation and is focused on skill 
development.”
Tra in ing  Ca lenda r  has  bu i l t  
capabilities to address the most critical 
pa in  po in ts  for  each of  the 
stakeholders. For university students 
& professionals, Training Calendar 
has AI Powered Skill Gap Analysis that 
enables them to see Detailed Skill 
Chart showing skill levels and gaps. 
For students, the platform helps them 
in benchmarking of skills against 
target roles that they want to pursue. 
For professionals, the skills are 
benchmarked against their current title
This will generate automatic course 
recommendations based on their skill 
gaps including Free and paid courses 
to build missing skills. The Job Scan 
feature enables them to see relevant 
global job opportunities with a match 
percentage for every job and an option 
to apply for these jobs in a single click. 
For all this valuable analysis, Training 
Calendar does not charge anything 
f r o m  u n i v e r s i t y  s t u d e n t s  &  
professionals.
For corporate, Training Calendar 
enables them to update & upgrade 
existing Job Descriptions to global 
standards through JDSkills. On 
Training Calendar, corporates can get 
comprehensive organizational level 
Skill Matrix and Training Need 
Analysis through AI Powered Skill Gap 
Analysis for all employees. It 
automatically builds Skill based 
succession planning.
For training and executive education 
providers, Training calendar will 
enable them to get highly targeted 
individual leads through course 
recommendat ions provided to 
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Vol 6 No 9 January 2018
Benefits of aviation weather services.
Aviation operations are highly sensitive to weather 
conditions. Information on weather conditions helps 
meteorologists, pilots, navigators, airline companies and 
businesses to ensure safe flights and save money by 
reducing some of the stringent requirements related to 
carrying extra fuel loads. This edition will feature the benefits 
of weather information to the aviation sector as the industry is 
known to be both very weather-sensitive and weather-
information-sensitive
]

Vol 6 No 10 February 2018
Satellite Broadcasting Services
The satellite broadcast services sector is undergoing and 
facing substantial change. The article suggests some key 
areas driving change. It focuses on vertical integration of 
services

k

Vol 7 No 1 March  2018
Enterprise Connectivity
One of the most significant trends in enterprise connectivity 
is the need for faster bandwidth. It's a development that's 
evident across virtually every market – corporate, maritime, 
oil and gas, cellular backhaul, utilities and many others. It's 
driven by end users who want to run a broader range of 
business applications over a satellite network and who need 
to expand their network to new sites and new users. The 
overall market for enterprise connectivity is surging. This 
edition will report the role of Satellite in driving enterprise 
connectivity

Vol 7 No 2 April 2018
Maritime Connectivity
Maritime Satellite Communications play a vital role in the 
global economy. With up to 80,000 merchant, cruise, and 
government vessels at sea at any given time and more than 
1400 offshore oil-rigs, there is a pressing need for the 
connectivity and benefits that satellite provides. With 
Maritime Communications, ship headquarters can 
communicate with their fleet enabling real-time ship 
monitoring, navigation, and surveillance. Oil-rigs can receive 
and transmit real-time operational data. Crew and passengers 

  The continuous addition of TV channels broadcast 
by satellite pay-TV platforms, boosted by the launch of new 
platforms in recent years, has resulted in a strong increase in 
capacity usage for satellite operators. Transponders used by 
satellite TV platforms worldwide are estimated to have 
almost doubled. This edition will  feature special report on the 
performance of the satellite pay-TV mar et.

can stay connected to family and friends, and receive the 
latest entertainment. Once considered a luxury, broadband 
connectivity is now viewed as a must-have for maritime 
vessels .  Corresponding ly,  Mar i t ime Sate l l i te  
Communications are available across the globe. This diti6n 
will focus on Maritime Satellite Communications

Vol 7 No 3 May 2018
Digital oilfield
Over the past five years, nearly 50 new deep offshore plays 
have been discovered off the coast of West Africa, 
cementing the region's reputation as a vast resource of 
untapped potential. In fact, about one-third of new 
discoveries worldwide since 2010 have occurred in West 
Africa, most of these offshore. This boom in activity has 
drawn dozens of E&P operators, including supermajors 
and large independents, and has created thousands of new 
jobs and a growing need for service providers and 
infrastructure. As offshore activity in West Africa continues 
to increase, so does the demand for reliable 
communications, and a critical element of operational 
performance is an unfailing real-time connection. This 
issue will focus on current trends and technologies in the Oil 
and Gas Industry.

Vol 7 No 4 June 2018

Vol 7 No 5 July 2018
Strategies for Choosing the right satellite 
solution
ICT professionals are often faced with the dilemma of 
choosing an efficient and reliable satellite service, 
consistent with their networking requirements and 
company objectives. The dilemma is reinforced by many 
providers offering limited, 'off the shelf' satellite connectivity 
packages. This edition will explore some benefits of these 
considerations as well as assist in choosing the optimal 
satellite service provider.

Satellite supply and demand in Africa
This issue of spacewatchafrica will focuses on satellite 
supply and demand in Africa. So far, the demand for high 
speed connectivity is rising. Consumers, businesses, and 
governments want more bandwidth for a variety of 
purposes. In Africa, much of the population remain 
unconnected or underserved. In business, internet access 
is critical not optional. And in military, fast, secure internet is 
vital to safeguard valuable lives and equipment. Specific 
s e c t o r s  s u c h  a s  D T H ,  v i d e o  d i s t r i b u t i o n ,  
telecommunications, maritime and O&G also require 
connectivity. 

2018 schedule of publications
Please find below the schedule of publication, and themes, for the rest of 

your 2018 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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With advert placement, you support the publication of this magazine in Africa. Advertising 
in Spacewatchafrica will offer your institution/organisation a  cost-effective platform to reach 
your potential clients and business partners. We offer you exclusive contact with your business 
partners, government officials, academic and industry sectors.

SPACEWATCHAFRICA MAGAZINE MOST CURRENT ADVERTISEMENT RATES

4-color Advertising Rates                               Colour                  Dimension
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
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 African Satellite  Communications Yearbook attracts discounted 
rates, 20% off the above rates.

Hurry now and book your advert on Spacewatchafrica (onine 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
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