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CHAIRMAN’S REPORT

Our strategic goals and principles remain very
much the same as in 1991

Taking stock
Looking ahead, while minding the here and now

Marking our 20th presents an 
opportunity to take a measure of our 
strengths and consider how best to 
deploy them to ensure that the next 

20 years are even more successful than the first. 
Certainly one of CASBAA’s strengths is identifying 
trends, whether anticipating the importance of 
mobile and web distribution, or anticipating how 
new legislation might put industry growth at risk. 
The job requires on-the-ground understanding 
of changing industry dynamics and using this 
knowledge to move strategically and proactively.

 Today CASBAA represents a solid 
communications and entertainment sector, providing 
genuinely valuable services to its subscribing 
members, its clients, shareholders and partners. But, 
like the multi-channel-TV industry all over the world, 
CASBAA is in constant need of reinvention just as 
our markets are repositioning themselves in the face 
of new often still undefined competition. 

 During a recent meeting of leading stakeholders 
on the CASBAA Council of Governors, there was 
much debate on strategic objectives and the tactics 
we use to deliver them.

 The strategic goals and principles remain very 
much the same as in 1991: Even-handed, market-
friendly regulation; protection of Intellectual 
Property rights, and of proper revenues along 
the length of the multichannel TV value chain. 
To do this we continue to promote regulatory 
transparency, consistency and neutrality, and 
truly competitive markets. And thanks to our 
conferences, roundtables, networking and other 
events, and our extensive publications for members, 
the message is getting through. Government, our 
members and the media view CASBAA’s strategic 
objectives with the seriousness they merit.  

If the CASBAA Convention illustrates our tactical 
approach, the closed-door discussions we hold 
during CASBAA’s parallel Regulators Roundtable 
exercise – which draws officials from a dozen or 
more countries – illustrate how we stay tightly 
focused on strategic objectives.

 Throughout the meetings the regulators and other 
officials interact privately with an equal number 
of senior industry figures. This year we intend to 
deconstruct vital regulatory issues underpinning new 
business models such as OTT, the realities of on-line 
piracy, content quotas, foreign investment caps and 
licensing for all kinds for domestic and overseas 
market participants. 

 Even so, a part of the dialogue will comprise 
reference to the up-coming release of one of our 
key tactical tools, the “Regulating for Growth” 
exercise that benchmarks our regulatory friends 
in terms of their effective (or not) contributions to 
industry development. 

It’s a long agenda that will be thrashed out at a time 
of dramatic change for the entire media business.

Meanwhile, the first half of the year has 
been an unusually busy season, as 
CASBAA has weighed in on a variety of 

issues affecting Asia Pacific markets. We’ve taken 
delegations to and engaged in private discussions 
with officials in Thailand, Vietnam, India, Indonesia, 
Malaysia and Singapore. Through September we 
will exchange information and views in Taiwan and 
the Philippines. And Japan will be the focus of a 
senior government and industry mission coming to 
the Convention in October. 

On the more public front membership 
continues growing. Our outreach to the online 
world netted Google and its YouTube platform, 
along with Hungama Digital Media of India, 
as corporate members. Other newcomers 
joining our Corporate ranks include telco and 
information services company Telstra of Australia, 
Indonesian media platforms First Media and 
Skynindo, Australian satellite services provider 
NewSat and technology company ALi Corp of 
Taiwan. Meanwhile, Encompass Digital Media 
(the rebranded Ascent Media), has upgraded its 
membership to Patron status. 

Welcome to our journey to the future!
Marcel Fenez
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MEDIA GRABS

Coverage early in the news cycle focused on 
CASBAA’s annual Satellite Industry Forum in 
Singapore where 200 industry folk (and journos) 
gathered in early June to trade views on current 

issues and business prospects. Most agreed prospects were 
very good, thanks to more consumers demanding more 
television more often in more forms than ever.

CASBAA’s new internship scheme also got good play 
– as did CASBAA’s plan to establish a board of advisors. 
Comprised of industry path-breakers who served the 
association in earlier years, the idea recognized that 
CASBAA’s “collective wisdom” included not only current 

leaders and members, but past governors and directors who 
have since moved to other regions and roles, but whose 
counsel and connections can prove helpful today.

News outlets also gave a good splash to CASBAA’s 
joint call (with co-sponsors UNICEF and the ABU) for 
entries for the 2011 Child Rights Award honoring the best 
TV programming about child rights in Asia. And before 
long, the first reports on CASBAA Convention 2011 
began to appear, not surprising since that’s where the 
award is presented annually. Visit www.casbaa.com and 
look for “CASBAA in the News” by clicking the Media & 
Resources tab. 

Birds and other good things

• INDIANTELEVISION.COM, Jun 8, 2011

• ON SCREEN ASIA, Jun 27, 2011 • M&M GLOBAL, Jun 29, 2011• RAPID TV NEWS, Jun 27, 2011

• LIANHE ZAOBAO, Jun 21, 2011

• MEDIA NEWSLINE, Jun 29, 2011

• NASDAQ, Jun 24, 2011

• CABLE QUEST, Jun 8, 2011 • TELECOMS EUROPE, July 15, 2011
• CONNECT WORLD, Jun 7, 2011

• RAPID TV NEWS, Jun 24, 2011
• ASIA-PACIFIC BROADCASTING 

UNION, Jun 24, 2011
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• INDIANTELEVISION.COM, 

Jun 18, 2011

• CONNECT WORLD, Jul 25, 

2011

• ENGLEWOOD NJ DIRECTVSERVICE, Jun 19, 2011

• HK SMB, Jun 21, 2011

• ABS-CBN NEWS, May 6, 2011

• CONNECT WORLD, Jun 17, 2011

• SATELLITE MARKETS AND RESEARCH, 

Jul 28, 2011

• BROADBAND TV NEWS, Aug 7, 2011

• SATELLITE EXECUTIVE BRIEFING, Aug 8, 2011 • TEEVEO, Aug 8, 2011

• DAILy CONTRIBUTER, May 6, 2011 • WORLD SCREEN, Jun 17, 2011

• LEGALLy GLOBAL, Jul 25, 2011

• ASIA PACIFIC BROADCASTING, Jul, 2011• CABLE QUEST, Jun 30, 2011
• BUSINESS OF CINEMA, Jul 25, 2011

• SATELLITE EVOLUTION GROUP, Jun 

30, 2010

• INQUIRER.NET, May 6, 2011

• INTERNET MOVIE DATABASE, 

Jul 25, 2011
• TV NEXT, Jul 27, 2011
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BRIEFING

Report card will 
be out soon

Regulating for Growth 2010, CASBAA’s 
much respected (and anticipated) 
quadrennial report card on the regulatory 
ups and downs of Asia, will soon be out 

for all paying customers to see. A formal launch 
and press briefing is planned for September 28. 
Tune in to www.casbaa.com for updates. 

The hardcopy version will comprise several 
sections, including an Executive Summary, which 
sets out the themes and undercurrents driving 
regulatory issues; Who’s Up/Down & Why, a 
regulatory size-up of Asia’s different pay TV 
markets; and the Regulating for Growth section, 
which is the core of the report.  

A Trends section follows with discussions 
on: Intellectual property; National Regulation 
and International Channels (and the problems 
of sovereign regulations these channels face); 
Rate Regulation – a largely historical problem; 
Programme Supply and Exclusivity; Level Playing 
Fields, OTT and the Internet.

These discussions are followed by Country 
Reports, which look at each market in depth.

 The authors explain the methodology and the 

criteria used in preparing the analysis. 
And finally, the all-Asia summary matrix provides 

an overall comparative picture of the 14 markets 
covered in the report. 

The really special feature of the online version 
is that it will allow users to view the report’s 
centerpiece matrix and compare five markets at 
a time, with the help of a full menu of clickable 
parameters – see www.casbaa.com and you’ll get 
an idea of the fun you can have sizing up different 
markets across Asia. Watch for it.

CASBAA backs 
green media forum
The Asia-Pacific Media Alliance for Social 
Awareness and Reed Exhibitions, together with 
CASBAA and ContentAsia magazine, will stage a 
‘Media Leaders Forum’ on Climate Change at the 
Asia Television Forum (ATF) 2011 in Singapore in 
December. The goal: to push climate change action 
higher on the media agenda, and generate revenue 
at the same time.

The Media Leaders’ Forum will discuss the role 
and responsibility of media companies in affecting 
social action and behavioral change on climate 
issues facing the region. The event will be held 
during the opening session of the ATF on December 
7, immediately following a keynote address by UN 
Under-Secretary Noeleen Heyzer. A panel of top 
executives from media companies and multilateral 
institutions, along with and other industry 
members, will discuss using media relationships 
and other means to advocate awareness and 

CASBAA has announced the formation of a Board of Advisors 
to ensure the Association retains access to the experience and 
collective wisdom of executives who have previously served 
the Asia Pacific multichannel TV industry (and CASBAA) to 
great effect.

“It is crucial to preserve the continuity of knowledge and 
experience from key industry leaders,” CASBAA Chairman 
Marcel Fenez explained. “The Board of Advisors will provide 
the opportunity to create a living repository of information 
gleaned from the very people who have been instrumental in 
establishing multichannel TV in Asia.”

Membership to the new board will be strictly by "Invitation 
Only" from the Board of Directors and is applicable to retired 
Members of the CASBAA Board of Directors and executives 
who have served five years or more on the CASBAA Council of 
Governors. The advisory group will meet once every calendar 
year in an informal environment at the invitation of the 
Association.

 “As CASBAA ventures into its 21st year,” Fenez said, “it is 
imperative that we stay connected to the leadership that has 
brought our industry and the Association to where it is now – 
the preeminent voice for the multichannel TV industry in Asia.” 

COLLECTIVE WISDOM 

The e-version offers many ways to compare markets, with full 
menu of different parameters
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behavioural change to advance corporate social 
responsibility (CSR) objectives. One goal of the 
exercise is to demonstrate how socially-responsible 
content can lead to partnerships that generate 
additional revenue streams for media companies, 
and improve brand- and image-building at the 
same time. 

The Media Leaders’ Forum on Climate 
Change is being organised with the support 
and collaboration of the Swedish International 
Development Cooperation Agency (Sida) and the 
Asian Development Bank (ADB), and UNESCO. 
One item up for discussion in December is how 
the UNESCO Paris Declaration on Broadcast 
Media and Climate Change can be advanced in 
the Asia-Pacific region.

The forum will also explore how partnerships 
with international development and donor agencies 
and private-sector companies with strong CSR 
initiatives can affect public engagement on issues 

relating to climate change. The hope is that media 
companies will commit ad time, entertainment 
slots and editorial space to promote awareness of 
climate change issues.

Developing new 
industry talent
CASBAA and China Great Wall Industry 
Corporation (CGWIC) have announced the 
CGWIC-CASBAA Internship Programme. With 
initial seed funding from CGWIC, CASBAA will 
offer selected internship opportunities in support of 
international university students studying cable and 
satellite related technologies, legal/regulatory and 
international relations. 

Interns will be engaged in hands-on activities 
that support CASBAA's mission to inform, represent 

STRENGTHENING THE DIGITAL SIDE

CASBAA reports that seven companies have joined the 
organisation, many focused on digital media: The new 
Corporate members are Google, Indonesian media 
platform Skynindo, Bollywood and South Asian content 
company Hungama Digital Media, satellite services 
provider NewSat, telecommunications and information 
services company Telstra of Australia, and technology 
company ALi Corporation of Taiwan.

CASBAA veteran Encompass Digital Media also 
upgraded its membership to Patron status.

As technology advances, the Association has taken 
on a larger role in the promotion of digital solutions for 
the industry and welcomes the expertise of just such 
companies,” said CASBAA CEO Simon Twiston Davies. 

Google, long recognised for innovation in web 
search and advertising, and in the mobile space with its 
android mobile platform, recently acquired Motorola 
Mobility, pointing to an even stronger focus on digital 
mobile. Encompass Digital Media, a leader in digital 
media services, owns and operates broadcast facilities 
throughout the US, UK, and Asia, providing mission-

critical services to broadcasters, cable networks, 
corporations and government entities. It also develops 
solutions for the management and distribution of 
content. 

Skynindo delivers pay TV services covering movies, 
kids’, music, lifestyle, entertainment, education and 
sports programming in Indonesia; Hungama Digital 
Media is the world’s largest aggregator, developer, 
publisher and distributor of Bollywood and South-
Asian entertainment content in the world. 

Australia’s leading independent satellite service 
provider, NewSat specialises in global satellite 
communications providing tailored VSAT, teleport and 
satellite services to 75% of the earth’s surface; Australia's 
Telstra competes in all telecommunications markets 
throughout Australia, providing more than 8.5 million 
Australian fixed line and 11.4 million mobile services.

ALi Corporation designs chips for digital set-top 
boxes and multimedia players, its mission to develop 
digital entertainment platforms for consumer electronics 
products, whether in the living room or mobile. 
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and connect the pay television industry in Asia.
”The development of human capital for the 

continued growth of the pay television industry is 
vitally important and we are delighted that CGWIC 
is providing the initial funding for this initiative,” 
Marcel Fenez, Chairman of CASBAA, said.

Paid internships will be offered seasonally to 
qualified applicants. Initially, interns will work 
at CASBAA headquarters in Hong Kong, or at 
participating Member companies’ locations. 
Member firms throughout CASBAA's footprint will 
help identify potential talent seeking to enter the 
cable and satellite industry. 

”CGWIC is pleased to provide seed stage funding 
for this important internship programme,” CGWIC 
President Yin Li Ming said. “Identifying talented 
people throughout the Asia Pacific region and help 
them gain professional experience will contribute 
to a healthy and collaborative culture throughout 
the Cable and Satellite community. We are happy 
to provide initial support for this effort and hope 
other member firms will join in expanding this 
programme throughout our industry in Asia and 
beyond.”

Briefly….
iPad winner: The announcement finally ended 
the nail-biting mystery. Just who won the iPad, first 
prize in CASBAA’s 20th Anniversary Competition? 
Trumpets, please: It was Turner Broadcasting’s 

Anoop Manghat, happily 
pictured here picking up 
his prize from CASBAA VP, 
Operations, Jill Grinda. 

ConneCtions survey: 
CASBAA would really like 
to know what you think 
of this magazine we call 
Connections. If you go to 
surveymonkey.com, you 
can tell us in hardly more 

than a minute. There, a short questionnaire asks 
what industry sector you work in; how you rate 
coverage of the various sectors Connections 
covers; what suggestions you would make for 
improving the quarterly; how you like getting it, 
whether in print or PDF or e-book format; and 
it asks a few other questions. So, please, make 
haste to https://www.surveymonkey.com/
casbaaconnections and tell us what you think. 

Jurors named: The 2011 Child Rights Awards 
jurors were announced after the competition’s three 
co-sponsors each nominated two jurors. The ABU 

nominated Wakana 
Osawa, Programme 
Director, Children's 
Programming Division, 
NHK Educational 
Corporation, Tokyo; 
and Viveca Svedberg 
Persson, Producer, SVT 
in Malmo, Sweden. 
UNICEF nominated 
Lavlin Thadani of Muskan Productions in New 
Delhi and Bangkok-based filmmaker Bradley 
Cox; and CASBAA nominated Michele Schofield, 
VP – Programming & Production, AETN All Asia 
Networks, Singapore; and Paul Robinson, MD 
Global, KidsCo, London. The awards are annually 
given to Asian-based producers of films on 
children’s rights issues. 

eurosummit 2011: CASBAA partner CTAM 
Europe is holding its EuroSummit ’11 in Malta 
on September 22-23. Interactive as ever, the 
conference will focus on social TV, connected 
TV, competitive branding and customer care 
strategies, On Demand advertising and a host 
of other key topics central to cable marketing. 
Organisers are calling it a two-day gathering of 
informative keynotes, panels, engaging sessions, 
networking events, and creative awards, all 
topped by a close-out party. Some 300 CEOs, 
managing directors, marketing, sales and 
customer care SVPs, VPs and directors from 
leading cable operators in Europe and across the 
globe are expected to attend. CTAM says Kable 
Deutschland, Virgin Media, ONO, Telenet and 
GET, AETN, HBO, ESPN, National Geographic, 
Euronews, Accenture, and Convergys will all be 
there.

Look it uP: CASBAA’s encyclopedic TV Directory 
is now available for purchase 

by members (US$80) and 
nonmembers (US$150) 
alike, in hard copy. It 
provides detailed regional 
and domestic market 
listings for the broadcast 
industries across the Asia-
Pacific. The CASBAA Asia-
Pacific Television Directory 
is published by CASBAA in 
association with Haymarket 
Media and is designed to 

be a widely distributed, stand-alone, accurate, 
comprehensive and low-cost directory to all our 
key players. To find out more, visit www.casbaa.
com and just click on the directory banner.
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Digital options
Before the fancy long-tail permutations, these digital 
players must focus on the basics, writes Craig Stephen

MOVING CONTENT

While some new media types might 
slot pay TV in the old media camp, 
it continues to rack up subscribers, 
paying customers let’s call them, 

at an impressive pace across Asia. Total subs are 
moving within sight of 400m. 

Much of this explosive growth is put down to 
digital platform upgrades that enable operators 
to carry more content to entice viewers. In more 
developed markets digital allows operators to go 
after what’s called “the long tail” where, in theory 
anyway, no taste is too small or too obscure to cater 
to, or bill. 

More channels and more capacity mean viewers 
can now subscribe to all manner of minority or 
niche content tiers that before might have struggled 
to find space in channel packages. This is one 
reason analysts continue lifting penetration and 
revenue figures for operators around Asia. Informa 
data shows, for example, that Asia-Pacific pay-TV 
viewers number 362m, or 53% world share. The 
research company projects Asia’s share to exceed 
56% by 2016, when the region should have 481m 
pay-TV subscribers.

startinG witH tHe BasiCs 
In some of Asia’s emerging pay-TV markets, however, 
switching on fancy digital platforms is more about 
attracting the missing mass-market audience than 
anything remotely “long tail”. How to persuade 
viewers to simply upgrade their set tops and tune in? 

In Indonesia, pay TV reaches just 3.6% of 

households, thanks to the stranglehold free to air 
has on television audiences. According to Pak 
Handhi Kentjono, CEO of Indovision, “The first job 
of pay TV is to educate the market and initiate the 
viewing habit.” 

To widen the appeal of pay TV, Indovision came 
up with a somewhat radical move. They launched 
another pay-TV offering. Rather than simply 
repackage a slimmed down version of Indovision, 
they launched a whole new service called Top 
TV. “Top TV is a fully branded platform with a 
distinctive line-up. Localization of content was a 
must,” says Handhi. The service includes seven 
channels that cater to fans of local sports, celebrity 
gossip and drama and is priced below Indovision’s 
basic line-up at US$9 a month. 

The hope, Handhi says “is that once viewers get 
the habit of watching Top TV and using a digital 
satellite broadcasting service, they will want more.” 
That will mean shelling out a few dollars more to 
watch the full Indovision package with international 
movies and sports. Handhi says customers typically 
shift up in three months to a year. 

Vietnam is another developing pay-TV market 
that is also at the early stages of development and 
just recently went digital. Last year, France’s Canal 
Plus launched a new digital TV service called K 
Plus. A joint venture with Vietnamese broadcaster 
VTV, it started out with 50 local and international 
channels. With Vietnam‘s population of 100m and 
pay-TV penetration at something like 2.5%, the 
growth potential for digital subscription TV is, like 
Indonesia’s, self-evident.

The challenge is differentiating the services, 
says K Plus Executive Director Manuel Rougeron. 
“Segmentation did not exist in the market 
previously.” There were just huge pay-TV packages 
delivered predominately by analog cable. 

niCe PaCkaGe, How muCH?
As in Indonesia, K Plus is also seeking ways to turn 
its digital platform into a competitive advantage. 

We are fairly flexible when working with 
a start-up. But overall commercial terms 
remain fairly traditional with minimum 
guarantees and monthly fees

FIC’s Byrd Bunnag
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Finding the right mix of price point and content will 
be key in this market too.

K Plus offers three tiers: an access package with 
52 channels, a premium tier with 72 channels, 
including soccer, and premium HD, which adds 
eight HD channels to the premium mix. 

“One way we are different from our analog 
competitors is that digital TV can exploit the two-
way connection with customers,” says Rougeron. 
“You have a clear feel for customers, although 
the question of quality is not clear, nor the value 
they put on content.” In its second season since 
launching, K Plus has notched down the prices 
of its packages after finding consumers were very 
sensitive to price points.   

Offering tiers of content is one part of the 
solution. “The key content is sports, he says, but 
is it enough – and are viewers ready to pay? That 
question has to be answered.” 

Figuring out the right price entry points is a 
puzzle facing channel providers and pay TV-
operators alike. Sorting out this conundrum 
successfully will determine the size of the markets, 
argues Byrd Bunnag, Territory Head, at Fox 
International Channels Thailand. FIC has been 
working with DTH pay-TV operator TrueVisions for 
over 10 years now. “In Thailand the top platinum 
tier on True Vision is priced at US$65, which is 
inevitably going to limit how many people can 
afford it.”

India is often cited as the poster child of DTH 
and it has has enjoyed explosive growth on the 
subcontinent – where it now reaches over 36m 
digital homes, but delivers very low ARPUs of just 
US$6 a month, according to Informa.

symPatHetiC uP to a Point
As always, getting pricing right is a delicate 
balancing act of give and take. Indovision’s Handhi 

says content owners have not been unsympathetic: 
“We have had co-operation from the content 
providers who are more realistic about minimum 
guarantees,” he says. “They understand we are 
enlarging the pie to go to the lower demographic 
and this is beneficial. Eventually we will see 
migration.”   

Rougeron echoes that comment: “Content 
providers are quite supportive of rights holders, 
increasingly understanding the reality of ARPUs in 
this market.” 

Speaking from the content providers’ 
perspective, Bunnag sounds slightly less free and 
easy: “We are fairly flexible when working with a 
start-up,” he says. “But overall commercial terms 
remain fairly traditional with minimum guarantees 
and monthly fees.”  

“At the moment there are limits to how 
much extra content can be distributed near 
term in Thailand in any case, due to capacity 
constraints. Thaicom 5 will not be replaced for 
another two years.” When Thiacom 6 does go 
up to replace it, there will be opportunities for 
more channels.

The other part of the price-content puzzle is 
making content choices that viewers will embrace. 
“Western content such as movies and sports is still 
important, but food programmes and family content 
are proving big drivers,” Handhi says. “One surprise 
is that children’s and women’s content is much 
stronger for acquisition of customers.”

Rougeron likes to emphasise K Plus’s 
commitment to local content (much encouraged 
by Vietnam’s regulators these days) as one way his 
service stands out. “To make ourselves different, 
we have to have a local dimension, he says. “Local 
production is just like anywhere else in the world – 
it is the way to segment.”

K Plus now has three local channels that include 
a daily music show, quiz show on football and 
an entertainment show aired live from the studio. 
Rougeron says this is like going back to the basics 
of the TV business. “It is the only way to be 
different, when competitors are all analog.” 

Bunnag agrees localised content is important. 
He cites the success of Thailand’s Channel V which 
is completely home grown – all made-in-Thailand 
local content.” “Localisation is absolutely key to 
our strategy,” he says. Indeed, he’s got a locally 
created show in the works for next year. 

Indovision’s Handhi Kentjono

Content providers understand we are 
enlarging the pie to go to the lower 
demographic and this is beneficial. 
Eventually we will see migration
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ATAC

Hey media planners!
New video helps move the conversation closer to the goal line 

Not as the icing on the cake, but 
seeing pay TV as the main piece 
of the plan

Robin Nayak, Regional Head of Strategy 
Southeast Asia, TBWA\TEQUILA, got 
the notion that media planners are 
also people and television viewers 

themselves, with the same range of interests 
as others in their demographic. They had to be 
engaged first, on a personal 
level, if the value of pay 
TV advertising was to be 
conveyed to their clients. 

With the internet explosion 
and the phenomenal rise of 
video and social media, “pay 
TV kind of got squeezed out 
of the conversation, at least in 
the eyes of media planners,” 
Nayak says. “So the challenge 
was putting it back in the 
conversation and to some 
degree surprise media planners with what’s possible 
and keep it top of mind.” 

Sexy compared to terrestrial television, pay TV 
lost a little of that swagger when new media started 
coming on strong – despite having unparalleled 
strengths. “It doesn’t take a genius to know 
that some of the best TV is found in a pay-TV 
environment and the relevance of the environment 
is very, very high. The composition of the audience 
is more affluent; they‘re people who pre-select the 
kind of content they want – and you’ve got the best 
content out there because it’s being sought out all 
over the world.” 

Nayak says TBWA’s role was to reconnect those 
core truths of pay TV back to the agencies. “The 
element of inspiration is stuff media planners can 
relate to as individuals and viewers, coupled with 

facts and data points.” Nothing heavy, these are 
gently dropped into the frame to demonstrate the 
growth, the composition and value of the audience. 

He calls the video a companion piece, a 
complement to any sales force deployed by 
members of ATAC or CASBAA for presenting “a 

rationale for why”. The video is interactive in the 
sense that a presenter can stop it, move in and out 
of it, and shift from generic to channel-specific 
points as the case may be. “The person presenting 
can build on any areas where there’s a sign of 
interest and then keep the piece rolling and moving 

forward.”

First tHe CateGory
It’s been an interesting 
exercise. “What I noticed is 
that the channels are very 
similar in behavior to the 
advertising agency world. We 
spend so much of our time 
in our business hitting each 
other over the head to try to 
win a piece of business or 
to score creative points that 

we rarely spend time trying to defend the business 
category,” Nayak says. “So our clients will often 
enjoy the fruits of our beating each other up. 

“The same thing seems to apply in the media 
world, particularly with the cut-throat nature of 
pay TV. So Channel A is competing with Channel 
B and Channel C, pointing out their own strengths 
and almost diminishing the others. That cyclical 
kind of argument undermines the currency of the 
category, particularly as there are no hard and fast 
data points such as there are with terrestrial TV. So 
by challenging some of the figures from the other 
guy, and the other guy challenges you back, there’s 
a sort of dissonance created.”

As Nayak says, CASBAA effectively seized the 
moment and suggested building up pay TV per 
se. “So every channel can talk about how pay TV 
is a good thing – and then talk about how their 
channel is the best for the client,” he says. “It‘s 
getting into the conversation to start with, rather 
than knocking yourself out of the conversation 
unintentionally.”

What the video tries to do is move the 
conversation with media planners along, 
underscoring pay TV’s value and significance – “not 
as the icing on the cake, but as the fundamental 
part of a media plan for the particular profile of a 
client.”

Enough talk. Have a look at the video for 
yourself at http://www.casbaa.com/video/casbaa-
video?videoID=160943. 
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Analog winter?
Consensus on a digital rollout plan risks crumbling as government 
departments argue over incentives aimed at getting industry to 
invest billions. Anjan Mitra explains

REGULATORY BRIEF | INDIA

One arm of the government, 
namely the Ministry 
of Information and 
Broadcasting (MIB), 

proposes; another arm, the Ministry of 
Finance (MoF) disposes. This is the gist 
of India’s ambitious plan to phase in a 
national digital addressable system, or 
DAS, by 2014.

Adding to the confusion is a proposal from the 
Ministry of Telecommunications’ Department of 
Information Technology (DIT) that would require 
30% of all set-top boxes (STBs) deployed in the 
digital project to be made in India. Protecting 
local manufacturers would likely have costly 
implications for multi-service and local service 
operators, or MSOs and LCOs, which are already 
looking at an estimated US$50bn investment in 
digital infrastructure over the next five years. (The 
estimate comes from the MSOs who also worry 
that Indian STB makers won’t be able to meet 
demand.)

 The four-phase proposed digital rollout, 
originally drafted by the Television Regulatory 
Authority of India (TRAI) and later modified by MIB 
after consultations with industry stakeholders, has 
effectively stalled. The anxious wait for government 
notification formalising everything is now held up 
by a turf war. 

The MIB has proposed a package of incentives, 
including tax holidays and slashed duties on 
imported digital hardware – as originally suggested 
by TRAI. But the MoF has turned down the 
package, arguing it is untenable in its present form. 

stiLL uPBeat
But as late as July 28, MIB Secretary Raghu 
Menon was insisting the government’s timetable 
still held: “digitise all cable services in metro 
cities by March 2012, and in the rest of India in 
phases by March 2014”. Speaking in Mumbai, 
Menon listed some of the more salient features of 
MIB proposals sent to the cabinet. Not discussed 
by policy-makers till now, they include: 
• Increasing the FDI limit from 49% to 74% for 

MSOs going fully digital
• Treating new digital networks as infrastructure 

and giving operators a tax holiday 
from March 2012 to March 2019 
• Setting a timeframe of 2017 for 
public broadcasters by which time 
All India Radio and Doordarshan go 
digital
• Reducing basic customs duties on 
all digital equipment, including set-

top boxes, to zero
• Regulating registration of cable operators for 

transparency’s sake, and amend up-linking 
guidelines
Not everyone is as optimistic as Menon, who 

reaches retirement age in September. A senior MIB 
official closely associated with digitisation rollout 
plans privately suggested that the way things stand 
now, there is a good chance the first deadline will 
be missed. 

Not mincing his words, Ravi Mansukhani, CEO 
and MD of IndusInd Media &Communications Ltd 
(a Hinduja group company and one of the top three 
MSOs in India), said: “More than being a facilitator, 
the government and its various agencies, with their 
present outlook, are increasingly becoming an 
obstacle in the digitisation story.” 

Since the concept of conditional access system 
(CAS) and digitisation was introduced into the local 
lexicon in 2004, India has been on a digital roller-
coaster. 

Digital came like a hard knock on the 
government’s head. TRAI was 
caught in a game of catch-up, 
grappling with the nuts and bolts 
of a burgeoning broadcast and 
cable sector whose dynamics and 
possibilities had suddenly changed. 
MIB lacked the political will to 
take decisions which, though 
tough, would ultimately yield 
more revenues for stakeholders, 
including the government, and 
more choice for consumers.

Stressing digitisation’s 
advantages, Times TV Network 
MD Sunil Lulla says: “Digital 
addressability is a must as it will 
bring in more transparency among 

Ashok 
Venkatramani, 
MCCS;  
JS Kohli, Digi 
Cable
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cable operators and will benefit everybody, 
including LCOs.” 

GLaCiaL CaBLe
Of course, digital’s rollout has really been 
spearheaded by direct-to-home (DTH) operators, 
not the cable industry, which remains hobbled by 
government indecisiveness on key policy issues. 
The numbers speak for themselves. DTH homes 
have mushroomed to 36m; during World Cup 
cricket this year, operators signed up subscribers at 
a rate of 1m/month. On the cable side, which far 
outstrips DTH in total home subscriptions, digital 
subs have stagnated around the 4m mark.

  “The conversion of the market [to digital] is 
happening but not at a desirable pace,” says Ashok 
Venkatramani, CEO of MCCS. The joint venture 
between Kolkata-based media house ABP Group 
and News Corp runs several TV channels in Indian 
languages, including Star News in Hindi. 

Venkatramani argues that more communication 
is needed between stakeholders – namely, 
broadcasters, MSOs, LCOs and government – to 
achieve consensus on a smooth transition from 
analog to digital. The problem is consensus is in 
short supply.

Though everyone wants DAS, each group has 
its own ideas on implementing it. This includes 
politicians who remain ever mindful of how their 

positions on television policy will play with voters 
in India where TV is touted as one of the cheapest, 

most accessible forms of entertainment.
“The fragile consensus arrived at amongst various 

industry stakeholders a few months back seems 
to be crumbling.” worries Ashok Mansukhani, 
President of MSO Alliance, a top industry lobby 
supported by key MSOs. 

One major broadcaster recently conceded as 
much, citing disagreements among broadcasters, 
LCOs and MSOs at July’s meeting of a new panel 
of industry stakeholders created to oversee DAS 
implementation. Under the chairmanship of MIB’s 
Additional Secretary, it soon became entangled in 
disagreement over several issues, one being whether 
CAS should be notified in the four metros to meet 
the March 2012 deadline, or whether stakeholders 
should take the extra time to seek amendments to 
the Cable TV Network (Regulations) Act.

The Indian Broadcasting Foundation (IBF) in a 
letter to MIB has made it clear that it is not in favor 
of any extension of CAS merely to meet the first 
deadline in India’s four-stage digitisation project. 

The IBF said “such a piecemeal exercise will 
create more confusion both in the sector and the 
regulatory regime.”

With government yet to officially review FDI 
limits on MSOs, multi-service operators remain 
unwilling to pump money into digital infrastructure. 
Says JS Kohli, managing director, MSO Digi Cable: 
“Unless we get clarity from the government, how 
can we proceed with investments or even line up 
foreign investment?”

As MSO Alliance’s Mansukhani starkly 
puts it, “If industry stakeholders don’t renew 
their consensus on digitisation and unless the 
government, including Prime Minister’s Office, 
becomes more decisive, an analog winter looks 
imminent.” 

MIB’S PROPOSED DIGITISATION TIMELINE

Phase Area Suggested by TRAI Timeframe 
initially 
recommended 
by TRAI dated 
5.8.2010 

Timeframe 
proposed by   
Ministry dated 
8.1.2011

Revised 
timeframe 
recommended 
by TRAI  dated 
22.2.2011

Ministry’s 
final views on 
timeframe for 
digitisation

Phase-I Four Metros: Delhi, Mumbai, 
Kolkata Chennai 

31 Mar 2011 31 Mar 2012 31 Dec 2011 31 Mar 2012 

Phase-II Cities of more than 1m 31 Dec 2011 31 Mar 2013 31 Dec 2012 31 Mar 2013 

Phase-III All urban areas (Municipal 
Corp/ Municipalities) 

31 Dec 2012 30 Nov 2014 31 Dec 2013 30 Sept 2014 

Phase-IV Rest of India 31 Dec 2013 31 Mar 2015 31 Dec 2013 31 Dec 2014 

Source: MIB

Cable claims its digitisation is 
stalled by government indecision
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REVENUE GAzING

Placing bets on TV’s future
Three industry players assess how new platforms will 
change their revenue mix. Craig Stephen reports

Few industries have 
experienced the 
pace of innovation 
that television has 

in recent years. It’s now 
watched on more devices, 
across more channels and 
with better quality pictures 
than ever before. This can 
make peering into the future 
difficult. One way to sort 
the hype from the reality is 
to follow where dollars are 
being invested and hopefully made in the next few 
years. 

With satellites hauling more channels for pay TV 
in Asia there is plenty evidence of robust demand. 
Measat for one expects to be busy. It placed an 
order for a new satellite that will double its Ku- 
band capacity in 2013. With a 15-year investment 
horizon for these birds, Measat has to be sure 
demand lies ahead. 

LoCaLisation’s PusH
More DTH operators, more channels and 
expectations of more high definition channels are 
all boosting the demand outlook, says Paul Brown-
Kenyon, CEO of MEASAT. “One factor driving 

demand for new satellite capacity 
is localisation of content. This is big 
and something we did not see five 
years ago.”

This trend is echoed in the 
content industry, according to Paul 
Robinson, Managing Director of 
KidsCo.“There is an increasing 
localisation of content. One part of 
this is dubbing content into local 
languages where, for example, 
KidsCo in Hong Kong is almost 
entirely Cantonese. But KidsCo is 
also spending money investing in 
locally produced content, Robinson 
says. Season one of KidsCo’s Boo 

and Me was completed in Malaysia and some form 
or other of domestically originated content is also 
being made in South India, South Korea and even 
Australia and New zealand. 

HD is another area driving 
investment, although the 
jury is still out on how fast it 
will become mainstream in 
Asia. “Today operators have 
too few channels in HD for 
consumers and the market 
in Asia is still very price 
sensitive,” says Alexandre 
Muller, Managing Director of 
TV5Monde in Hong Kong.

Measat, in fact, is doing 
its bit to nudge HD in Asia 

along a bit faster. “We have worked with some 
of the channels and tech providers working with 
channels,” says Brown-Kenyon. “We are starting 
to get the whole ecosystem out. Once you get a 
certain amount of satellite channels on board, 
it creates its own momentum,” he says, adding 
he’s seen innovation starting to happen in the HD 
business model. “It is a chicken and egg situation 
with HD.” 

Measat has adopted a more flexible approach 
to speed things along. “We have invested while 
accepting lower rates of return by looking at 
long-term viability. As customers become more 
successful, we become more successful,” Brown-
Kenyon says.

He says if you want to see the future in Asia look 
to the US. “HD will be the majority of content. In 
three to five years Asia will be the same as the US.” 
In terms of audience readiness it is not a question of 
TV sets, but set-top boxes. Brown-Kenyon sees the 
biggest push towards HD coming from customer 
and channel expectations. “Every leading channel 
now has to be in HD.” 

HD is particularly important as a differentiator in 
a mature market where in some cases it’s become 
a prerequisite, says KidsCo’s Robinson. “In markets 
in Europe such as Poland and the UK it is already 
a must. You don’t get in the queue, let alone get on 
the air, if you are not in HD.

kids CouLd Lead Hd
“Children’s content might not appear the obvious 
genre to lead HD, but it is moving fast in that 
direction,” says Robinson. Indeed, KidsCo plans 
an HD feed in Asia; the plan calls for moving that Il

lu
st

ra
ti

on
: H

ar
ry

 H
ar

ri
so

n 

TV5MONDE’s Alexandre Muller
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into more developed markets such as South Korea, 
Taiwan and Singapore first.

This all suggests pay TV as a platform and as 
a business is pretty resilient, despite the myriad 
new ways to reach viewers. “Pay TV as a business 
model works very well for television, especially for 
children’s content,” says Robinson. “You have to 
be careful about introducing too much advertising 
when people are already paying subscriptions.” 
Indeed, a big consideration for KidsCo is TV spots 
addressing children: “We need to think carefully 
what is most appropriate and be mindful of the risk 
of alienating the audience.”

Advertising on pay TV is becoming a more 
meaningful revenue stream – at least in Hong 
Kong. According to data from Group M, pay TV 
advertising in Hong Kong grew from 23% share 
of TV advertising in 2007 to 40% in the first five 
months of 2011. “Despite this, the future outlook is 
a bit uncertain, says KK Tang, CEO of Group M in 
Hong Kong. “The government plans to issue three 
new FTA licenses which might hinder growth of 
pay-TV advertising.”

While pay TV still attracts the most revenue, 
some operators have also set their sights on new 

media revenues. TV5Monde is planning to expand 
the use of its media player that launched in Japan 
in 2006 and will go out to other Asian markets 
later this year. “Using peer to peer multicast, we 
are able to stream channels live in a quality similar 
to cable,” explains Muller. The service running 
in Japan is free for a small player; a larger player 
is subscription-based and integrated into social 
networks.  

“We want to give a 360 degree offering to the 
market, including PC, tablets, Android platforms 
and television,” says Muller. 

The full player will be launched in September 
in multiple languages and in a range of markets, 
including Singapore, Philippines, China, Australia 
and in Japan with geo blocking. The player will 
carry catch-up TV, back catalogues of movies, 
documentaries and web-TV for kids.

Group M’s Tang shares much of this optimism 
but sounds a note of caution. “The advertising 
opportunities in mobile and tablets are huge, 
although in markets 
like Hong Kong 
revenues today are still 
insignificant.” 

Being publicly 
funded to a large 
degree, TV5Monde 
can afford to be more 
experimental and 
flexible. “We do not 
want to be followers 
– and we need to find 
our own strategy,” 
Muller says. “There can 
be too much focus on 
monetising – luckily 
enough, we can focus 
on core programming.” 

Not that he doesn’t 
watch the money side. Muller points out that 
one benefit of using an online platform is that 
TV5Monde can keep 100% of the revenue, 
although he will be offering the service to various 
pay-TV platforms. 

KidsCo’s Robinson also sees growth in mobile 
devices such as tablets, for things like VOD 
services. “KidsCo has launched an iPad service 
in South Korea. The high speed broadband 
infrastructure means it is a great place to trial future 
services and learn.” 

Still, Robinson says there are limits on how 
far online platforms can be used. “YouTube 
is predominately for marketing,” he says. The 
relationship between the platform and customers is 
important and we want to keep that relationship in 
place.” 

Advertising opportunities in 
mobile and tablets are huge, 
although still insignificant in 
Hong Kong

Source: Svnovate Pax (affluent and elites)
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LOCALISATION

Content with a local twang
Demand for localisation is driving investment, viewership 
and advertising, writes Jo Bowman

Localisation for the Asian market has 
come a huge distance since those early 
days of sticking subtitles on American 
drama series, and cutting out the steamier 

scenes. Networks are investing big bucks not only 
in local-language voiceovers, but adaptations of 
international programmes – right down to giving 
jokes a locally relevant punch-line. Made-in-Asia 
programmes and entire channels are also being 
developed for regional use in multiple markets, and 
there are signs that content export from Asia to the 
West is gathering momentum.

“Compared to five or six years ago I’d say there’s 
a lot more momentum behind local productions,” 
says Ricky Ow, SVP, GM, Networks Asia of Sony 
Pictures Television. “We used to have a regional 
feed for the whole of Asia; India now has 50% 
different content, and some movies and series are 
bought entirely for the Indian market. The budgets 
for local productions have increased too. In the past 
we did magazine shows, now they’re much bigger 
productions.” 

At Turner’s Cartoon Network, Chief Content 
Officer Mark Eyers says that on an hour-by-
hour basis around the region, about half of 
content is now local or localised. Malaysian-
based broadcaster Astro has been increasing its 
investment in localisation – subtitles, dubbing, 
using local talent for appearances in foreign 
programmes and adjustments to formats to suit 
local tastes – by about 17% a year over the past 
three years, up to RM384m in the 2011 financial 
year. “Local content will always be the flavor of the 
month,” says Chief Operating Officer Henry Tan.

More is often better when it comes to 
localisation, but not always, explains Indra 
Suharjono, EVP and Managing Director of Viacom 
International Media Networks, North and Southeast 
Asia. In a place like Korea, where quotas require a 
minimum of 35% local content, compliance is just 
the start of success there. “What’s more important 
is how we connect with our audiences, and we rely 
heavily upon research to gain insight,” Suharjono 
says. “If the research tells us to go more local, then Il
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we go more local.” MTV China is close to 100% 
local, while MTV Southeast Asia is more of an 
international mix. The new MTV Vietnam channel 
has launched with a two-hour local programming 
block, featuring home-grown VJs and a local music 
request show. 

Cartoon Network broadcasts in eight languages 
in Asia, but choosing which to use where isn’t as 
obvious as one might expect. In India, Eyers says, 
they play out in English but with English subtitles 
too, which the audience likes. In Japan and Korea, 
broadcasts are available in the local language, but 
there’s also an English feed, popular with parents who 
like their children to watch in English. For Sony, the 

mix is similarly varied; given the size of the Indian 
market, a huge amount of local and localised content 
is produced. The Minute to Win It programme is 
made locally, about 90% in English and 10% Hindi. 
In Taiwan, about a third of the channel is local, and 
there are more local movies than in other markets. In 
Malaysia, NCIS: LA is shown in English in primetime, 
and in Bahasa Malaysia at other times, to reach to a 
broader audience.

wHat’s CookinG?
Different daily routines mean scheduling must also 
be localised. Morning kids’ TV viewing in Australia 
would be aimed at pre-schoolers, but in other parts 
of the region, where school-aged kids either do 

morning or afternoon classes, there are different age 
groups tuning in. “We don’t have a soup mentality, 
we like to think of it as a crisp salad,” Eyers says. 
In the evenings in India, the matriarch of the home 
often controls what’s on, but in Australia, the kids 
might have a second television.

The kind of content that works differs too; 
dialogue-based comedy works much better in 
Australia and New zealand than elsewhere, where 
more physical humour travels better. “In India we 
have a lot of success with Mr Bean – we call that 
slightly more borderless content – and Tom and 
Jerry is one of our highest-rating shows in India.” 
Sometimes, jokes that would be lost in translation 
need what Turner calls “transcreation”; a Western 
cartoon like Chowder might be dubbed to include 
‘in jokes’ using Taiwanese food products that make 
a gag similarly funny, but in a different way.

Localisation means more than local language, of 
course. “With religious and political subject matter, 
we’ll lean toward not broadcasting these shows in 
this region,” says MTV’s Suharjono. “For example, 
with some of the South Park shows we made an 
executive decision not to air. If it’s social standards, 
like too much skin, we would pixelate to suit 
audiences.” Cartoon Network naturally tends not to 
show the programme Cow and Chicken in India.

In Malaysia, localised formats such as 
MasterChef incorporate halal food and leave out 
alcohol, incorporate Malaysian ingredients and 
local sponsors’ cooking products. “Malaysians 
from all walks of life have been competing to be 
a MasterChef,” says Tan. “We have had a wide 
range of people auditioning – a rubber tapper, an 
accountant, mat rempit (motorcyclist), students and 
mak cik (elderly ladies).”

This is often more than a question of assigning 

We don’t have a soup 
mentality, we like to think of 
it as a crisp salad

Master Chef Malaysia

Reality Show - Akademi Fantasia 9 Final
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budgets and employing local expertise. Sony’s 
Ow recalls having to adjust an eating challenge 
in one reality show to account for contestants’ 
religion, and in struggling to find places in Taiwan 
where Indian contestants on another show could 
find familiar food. “We’re extremely sensitive to 
local culture and politics, and we look at every 
programme and edit out anything that’s likely to be 
offensive to the local culture. We’re very aware of 
the need to be careful, and Asia tends to be more 
sensitive than other markets.”

As channel and programme brands move online, 
different ways of consuming also present new 
localisation challenges; while a Bangkok TV viewer 
might be happy to relax with English-language 
programming, they may be happier making an 
online forum post in Thai.

return on investment
Localisation buys both extended reach and local ad 
sales, says Ow, and tends to pay dividends quickly. 
“If localisation makes a sense of giving better 
service to your audience it will always pay off; the 
consumers will appreciate it, the pay TV operators 
carrying your channel will appreciate it, and the 
advertisers will come in.” All Sony’s localised 
productions are sponsored by advertisers, who pay 
a premium for locally made content. India’s Minute 
to Win It was sponsored by local brands Fair & 
Lovely Max Fairness cream, Tata Manza cars as well 
as international brands such as Castrol and LG.

Eyers is convinced the huge investment in 
localisation is what makes a channel a winner 

region-wide. “To me, it’s not an expense, more 
a duty. We can quantify benefits from a brand 
perspective, we know kids and want to connect 
with kids. This also translates into ratings, which are 
currency for sales.”

Through social media, MTV’s Suharjono notes, 
it’s now immediately evident what strength of 
connection an audience is having with content. 
“The residual benefits are far reaching, and the 
buzz or chatter goes up exponentially as a result,” 
she says. The recent MTV Video Music Aid Japan 
event featuring local and international artists led 
MTV Japan to a number-one ratings position for 
three weeks running, and drew a record number 
of visitors to the web site as well as being a global 
trending topic on Twitter.

Indeed, programmes created or adapted for 
Asian markets are increasingly becoming hot 
property in other markets, and there are signs that 
more traffic will soon be heading from East to West. 
Already, born-in-Asia adventure channel AXN is 
a global success. MTV says K-pop is riding on a 
wave of popularity across the region for all things 
Korean. “In the digital age, borders are expanding 
– especially with the youth content – and how we 
now have cross pollenisation at a level we have 
never seen before,” says Suharjono.

Much of the cartoon content made for India 
is running throughout the region, Eyers says, and 
while they’re made in Hindi or Tamil, they’re also 
being produced in English for export to other 
regions. The film Johnny Bravo Goes To Bollywood, 
produced in India, will be shown around the world, 
and Cartoon Network has just announced a made-
in-Asia Ben 10 telemovie. “We’re not an imperial 
brand rolling out across the region,” he says. “There 
will be more.”

Labelling content and requiring local 
definitions similar to the 
MPAA’s G, PG and R ratings is 
also an issue in some markets, 
particularly Korea and Taiwan, 
as CASBAA Deputy CEO John 
Medeiros pointed out last issue. 
“Governments are making policy 
in isolation when the pay-TV 
industry is international, and we 
are increasingly seeing those two 
realities confront each other,” he 
said. 

“If there’s a profit motive, 
[localisation] will happen. But in 
markets where there isn’t much 
money coming in… it’s a problem.”

But less of one, it looks like, as 
pay TV keeps making giant gains 
across more of Asia. 

AXN's Cyril Simply Magic

Korean Warrior Baek Dong Soo on ONE
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Trouble brewing
The next World Radiocommmunication Conference bears watching 

As satellite folk well know, the mobile 
communications and satellite services 
communities have been vying for radio 
spectrum for years. The big prize in this 

part of the world: C-band frequencies that many 
fixed satellite services (FSS) depend on to deliver 
services like pay television. 

Current concern pivots on the upcoming 2012 
meeting of the World Radiocommunication 
Conference (WRC) in Geneva where terrestrial 
(i.e., mobile) interests will try to, in effect, change 
the rules. While the ITU Radio Regulations define 
the Fixed Service (FS) as “A radiocommunication 
service between specified fixed points”, WRC-

12’s agenda item 1.2 would provide an opening 
to expand “fixed service” to include point-to-area 
transmit/receive applications. Hardly minor, such 
a change would upend the definition of “fixed”, 
thus obscuring “the potential of such applications 
for causing interference into FSS applications”, 
a CASBAA paper by industry consultant Jorn 
Christensen points out. 

“We are extremely concerned that the 
broadband wireless access industry has not given 
up on encroaching on C-band,” says Andrew 
Jordan, President and CEO of GE-Satellite. “This 
could have a dramatic negative effect on most 
operators’ C-band business.” 

Were the revised definition to go through on 
the tails of this agenda item, the change would 
apply to all bands, but it’s C-band that most 
concerns Asia’s FSS providers. As mobile services 
proliferate, demand for radio spectrum increases 
inexorably. In C-band, which is especially resilient 

in Asia’s rainy zones, this raises the risk of terrestrial 
signals disrupting TV services in the last meters 
before reception by earth stations; ditto for all 
downlink signals, including data and emergency 
communications, which use satellites to get around. 

The problem is everybody loves a good band: 
“There’s a general trend of applications moving into 
C-band,” notes Per Hovstad, Manager, Spectrum 
Management, at AsiaSat. It’s not just laptops, tablets 
and mobile phones any more, he says. Radio 
transmitting devices used in remotes for everything 
from garage door opening devices to cameras are 
“polluting the atmosphere”. 

The WRC, under the UN’s International 
Telecommunication Union (ITU), convenes 
representatives of the world’s nearly 200 national 
telecommunications administrations every three or 
four years to draw up or revise rules on the use of 
radio spectrum, among other things. 

Complains Kevin Seow, Director of Space 
Development at SES World Skies: “They’re trying 
to generalise the service definition to allow a 
‘general terrestrial service’ [meaning anything], as 
opposed to what we have now where we have a 
fixed service, a mobile service and a broadcasting 
service. As we’ve proven during WRC-07, a mobile 
service cannot co-exist with a fixed satellite service 
when both parties are ubiquitously deploying 
terminals,” he says. 

“We should not only keep an eye out for 
prospects of wireless systems coming in, but how 
the administrations may use a back door way to 
allow themselves free rein in licensing devices 
(or allowing unlicensed devices, given that a 
lot of BWA devices like laptops don’t require 
individual licenses to use), although they are radio 
transmitters.” 

FiXed means FiXed
Notes the CASBAA paper: “A few countries 
have licensed MWA [Mobile Wireless Access] 
in the extended C-band but the main source of 
interference into FSS applications is from FWA 
(Fixed Wireless Access]. Many administrations have 
been surprised by the widespread interference into 
FSS when they have licensed FWA in the band 
3.4 – 3.6 GHz.” Part of the reason for governments 
allowing this may be regulatory confusion; some 
administrations believe that FWA can be licensed 
under Fixed Service (FS), and this is not the case. 

Jorn Christensen
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The ITU Radio Regulations define Fixed Service as: 
‘A radiocommunication service between specified 
fixed points.’ The points where the FWA terminals 
are located are not specified  
(i.e. no geographical coordinates).”

The paper also sketches some of the background. 
“In the quest for additional spectrum to provide 
terrestrial wireless services, operators and regulators 
are increasingly moving to higher frequency bands. 
WRC-07 limited the operation of Fixed-Satellite 
Service (FSS) in the extended C-band in many 
countries by adopting so-called International 
Mobile Telecommunications (IMT) footnotes for the 
band 3.4 – 3.6 GHz.” 

Since then, experience has been mixed. Vince 
Walisko, GE-Sat’s VP of Engineering, says he hasn’t 
received specific reports of terrestrial services 
such as Fixed Wireless Access interfering with 
downlink beams, but then adds: “The potential for 
this to happen is there if more FWA services are 
introduced in locations where downlinks exist.” 

Seow acknowledges it’s difficult to know 
sometimes whether the disruption is caused by a 
WiMAX signal, an IMT signal “or just terrestrial 
interference that’s causing us a problem”. 

As CASBAA’s paper reiterates, “C-band services 
cover large areas, facilitate intercontinental and 
global communications and provide a wide range 
of services in developing countries. Broadband 
Wireless Access (BWA) systems, especially Fixed 
Wireless Access (FWA) are causing interference 
putting wholesale satellite-delivered television and 
a host of other services off-air.” 

In Asia, television services in Indonesia and 
Malaysia, among other countries, experienced 
disruptions before BWA services were moved to 
frequency bands away from FSS. According to 
Christensen, users of TVRO sets in Pakistan still 
report loss of signals laid to ground interference.

On the battle ahead, Seow says, “We know 
they (mobile advocates) have been out there in 
coming back with this sort of proposal. They have 
approached as many administrations as possible, 
basically the strategy the satellite community used 
in the past.

On the process ahead: “They bring it to the 
WRC; then there’s a study cycle of three to four 
years to try to prove compatibility – and that’s 
where we have to fight again, similar to what we 
did at WRC-07 to prove co-existence just does 
not work, Seow says. “We can’t let up – from now 
to the next conference (2016), it’s going to be a 
continuous fight.” 

Getting all broadcasters on board would help. 
“Some are actively trying to help us out,” he says, 
“but some are just sitting back – so education is a 
next big step for us.” 

TALK ABOUT LEVERAGE
Belgium-based Newtec, 
a fresh recruit to 
CASBAA’s corporate 
member ranks, develops 
modulators, modems 
and other systems for 
the satellite-broadcast, 
IP and telecom 
industries. This isn’t 
news to satellite and 
telecom companies that 
already source Newtec 
kit, but what might be is 
its new business model: 
it effectively turns selected customers into 
extensions of Newtec’s own sales, engineering 
and support force. 

Announced in Singapore in June on the 
heels of the CASBAA Satellite Industry Forum, 
the scheme is called “bePART” and is being 
rolled out worldwide. 

Most end-users going forward will deal not 
with Newtec, but with partners like Australia’s 
Lumina Broadcasting Systems or Japanese 
SNG provider Moupic, which both joined 
the scheme in June. Instead of spreading 
themselves thin over vast geographies, 
Newtec has turned to industry savvy on-the-
ground companies to give it stronger day-
to-day presence. Anver Anderson, Newtec’s 
Singapore-based VP for Asia, says bePART 
comes in the wake of internal efforts to reshape 
and grow sales and engineering teams in Asia. 
Now it’s focused on training its new partners in 
sales, engineering and support. 

“It’s all about supporting the partners rather 
than the plethora of customers.” Anderson says, 
noting that six support centers are opening 
worldwide to buttress them. “We supply 
equipment into the marketplace but that’s all 
we do. Now we’re taking that a stage further 
and actually working with partners to help 
them build their business cases and also make 
sure they have the right level of support for 
customers there.” 

That could be broadcasters, telecom 
operators, or someone else. “What we’re 
trying to do is extend our tendrils into the 
market by working very closely with individual 
companies,” he says. “Customers will get 
better, quicker local support, which is what 
people in telecoms or broadcast industry need 
when things go wrong.” 

Newtec’s Anver Anderson

NEW CASBAA MEMBER
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Sunny, risk of cloudy periods

CASBAA Satellite Industry Forum 2011 on 
June 20 drew more than 200 industry 
folks to Singapore, some very heavy 
hitters among them. Yet despite satellite’s 

agreeably bright business prospects, spectrum 
concerns never strayed far from people’s thoughts: 
How it was growing short or hard to get, how more 
was being recycled or used more efficiently – but 
mostly the stress was on how defending C-band 
against terrestrial interlopers required everyone’s 
backing. 

In his keynote, Intelsat CEO David McGlade 
recalled how SES, Intelsat and Inmarsat led 
efforts to stop terrestrial interests from making 
incursions into C-band spectrum at WRC-07, before 
pointing out that next year’s fight at the World 
Radiocommunications Conference (WRC-12) 
would be for bigger stakes. “We need more help 
this time around and welcome that help.”

He also spoke more generally about signal 
interference. “Over 90% of it is unintentional,” 
he said, adding that much of it came down to 
poor technical training. “If we want to remain the 
preeminent distributor of content and data, we’ve 
got to ensure we have the best quality possible.”

On a brighter note, McGlade said one flip side 
of public spending cutbacks was that governments 
were turning to private-sector players as alternatives to 
maintaining costly state satellite programmes, giving his 
hosted payload business a nice bounce in the process. 

On Asia specifically, he said several factors 
contributed to growth, among them the spread 
of HDTV, media deregulation, increased content 
consumption and economic expansion in Africa 
and regions powered by the BRIC economies, 
opening up opportunities for global and Asian 

players alike. 
In the follow-on “Leadership Kick-off” panel, 

moderator (and Newsat CTO) David Ball asked 
panelists to go through their checklists of trends 
and challenges, and BRICs came up again. ABS 
CEO Tom Choi said his company would be 
moving a satellite to a slot over the Atlantic: “We 
see a tremendous amount of demand and growth 
coming out of Africa and Latin America,” he said. It 
wasn’t just the BRICs driving demand now, but the 
economies these powerhouses were investing in. 

BrinG on tHe modeL t
As for challenges, Choi spoke of the problems 
smaller players had in securing spectrum with 80% 
of it already taken by big operators; to mitigate rising 
equipment costs, he suggested manufacturers plan a 
new line of smaller standard satellites, the equivalent 
of Henry Ford’s Model T – a point APT President 
Cheng Guangren didn’t argue with; he, too, 
inveighed against rising satellite and launch costs. 

Looking to continued strong growth in India, 
Malaysia and Indonesia, MEASAT CEO Paul Brown-
Kenyon said spectrum shortages might conceivably be 
addressed by releasing C-Band to Ku-band customers 
prepared to accept a diminution of quality.

JSAT Executive Vice President Inoue Osamu 
mentioned one industry positive to come out of 
Japan’s horrific earthquake-tsunami. Demand for 
satellite capacity had basically plateaued with 
Japan’s extensive rollout of fiber, he said, but 
disruptions after the calamity quickly rekindled 
demand for satellite. “We’re expecting budgets for 
satellite communications especially for government 
organisations to increase to ensure minimal 
communications in the event of future catastrophes.” 

Business looks good. Problem is, will spectrum issues intrude?

SES‘s Romain Bausch

Intelsat‘s David McGlade

APT‘s Huang Baozhong
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Thaicom President Nongluck Phinainitisart, 
looking beyond her home base, said she expected 
strong growth in Laos, Mynamar and Vietnam on 
the back of fast-rising consumer demand for voice, 
data and video. 

In the forum’s “The road to WRC-12” segment, 
Qatar Satellite COO Anthony Baker said the biggest 
worry is complacency. “WiMAX are using [C-band] 
particularly in the lower frequencies now,” Baker 
said. “Equipment is readily available to operate up 
to 3.8 GHz, which is well into our core bands.” So 
satellite operators really had to continue to register 
their earth stations to let local administrations know 
they were using the spectrum. “If it’s seen that we’re 
not using it, we will lose it.” 

There was more to come on that subject. In 
his “In conversation” session, SES President and 
CEO Romain Bausch said everyone had to ensure 
satellite remains relevant to consumers at home, 
and work closely with telcos to provide such 
services. Don’t position yourself as a competitor to 
the telcos, he said, because they will have all the 
more incentive to work with terrestrial players. 

Satellite infrastructure, conceived to broadcast 
to tens of millions of homes, wasn’t well positioned 
to handle mobility and point to point needs such 
as on-demand viewing, Bausch conceded. But 
combining DTH and broadband to deliver a hybrid 
solution – replete with return channel capability 
– effectively achieved the same thing. “So we can 

turn a challenge into a very good opportunity for 
satellites.” Asked about HD, Bausch said high 
definition is about broadcasting linear TV, which 
“goes to the sweetspot of satellite”. It required 
bandwidth, which satellite had plenty of, and HD 
would drive other bandwidth hungry services, 
though he predicted 3D would be an interim-stage 
technology before better things came along. 

teCHnoLoGy oF Last resort 
The “Satellite Broadband / KA-band and Higher” 
panel was chaired by Comsys Senior Consultant 
Simon Bull and focused on how satellite players 
dealt with terrestrial competitors in different 
markets. O3b Networks CEO Steve Collar 
called satellite “the technology of last resort” 
so it was important to keep beams flexible and 
capacity in good supply. He also cautioned 
industry colleagues to focus on the middle 
mile problem rather than on the last mile. And 
recalling problems moving into new markets too 

early, Thaicom VP for Marketing and Sales Nile 
Suwansiri suggested going in with a compelling 
cost structure, and partnering with telcos, might 
provide for smoother market entry. 

Echostar International Senior Advisor Gregg 
Daffner moderated the DTH panel and invited 
panelists to give their theories on why direct to 
home TV had taken off as it did. Astro COO Henry 
Tan said international content helped DTH growth 
and localising content really helped – as did HD. 
(By next year, he said, Astro would be fielding 30-
36 HD channels, although the flip side of that was 
added pressure on capacity.) 

iPtv‘s imPaCt
Elias zaccack, SES Singapore’s VP for Business 
Development, said capacity constraints to a degree 
were coming off thanks to MPEG compression 
which could now deliver 20 channels per 
transponder. But on the distribution side, he said, 
IPTV was indeed slowing DTH growth. NSR Senior 
Analyst Patrick French recalled DTH’s big, but 
ultimately disappointing, push 10-15 years earlier. 
He called IPTV the best thing to happen to satellite 
because telcos offering triple play can’t effectively 
deliver TV on ADSL outside of the city core.

In “What do the customers want?” APT VP 
Huang Baozhong said the answer often depended 
on how government plans played out; and CGWIC 
VP and GM Fu zhiheng said, customers wanted 
lower prices, of course, but also quality and 
schedule assurance.

In the “Blue-sky Watching” segment AsiaSat 
President and CEO Bill Wade said the biggest 
question for him was, how do you design for 
satellites meant to last 15 years when demand 
fluctuates so much in the short term? “Satellite has 
inherent advantages,” he said. “When it comes 
to broadcast or point to multipoint delivery, we 
are the most efficient technology. But we can’t be 
complacent about how satellite integrates with 
these new terrestrial technologies – if we sit back 
and do things the way we’ve always done them, 
they will find other alternatives.”

In the closing panel, on the “Future of Satellite” 
hosted by AsiaSat Executive Chairman Peter Jackson, 
Thales Alenia Space North America CEO Eddie 
Kato said no customer in his right mind would ever 
talk about new technology that might increase his 
price point. Intelsat VP for Global Sales Jay Yass said 
satellite still had to push prices down, noting that 
shipping companies subsidised communications 
lines so that seafaring crews could Skype home. 
What we need to dream about, he said, is not 
charging US$8 a minute, but US$8 a day. 

For forum videos and more, click on the events 
archive at www.casbaa.com. 

Satellite can turn challenges into 
good opportunities
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CASBAA Convention 2011 – tv365

Don’t miss the CASBAA Convention, which from Oct 
31st – Nov 3rd, 2011will transform the Grand Hyatt 
Hotel, Hong Kong into an Asian multichannel television 
industry experience.

Themed TV365: Watch Closely!, the Convention 
programme for 2011 explores television in the myriad 
ways it can be experienced – 365 days a year...in 
more than 365 million multichannel TV homes throughout 
Asia...on a full 360°range of platforms and devices.

The four-day CASBAA Convention 2011 brings 
together platforms, content providers, satellite services, 
technology, carriers and advertising agencies from 
across Asia and the world in animated debates and 
exchange of information via keynote addresses, ‘In 
Conversation’ sessions and panel dialogues. 

Networking breakfasts, lunches and official receptions 
allow delegates to connect with the industry in informal 
social settings to forge new partnerships.
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Speakers‘ corner
CASBAA Convention 2011 will be bigger, better and more 
interactive than ever as multichannel TV celebrates a 24/365, 
anywhere, multi-platform world. Jo Bowman introduces some 
of the people who will be there

ChANGING NEWS 
BlOOMBERG’S ANDy lACk

The business of providing business news 
has changed immeasurably. But the value 
of good old-fashioned journalism has not 

gone away – it’s more in demand than ever, says 
Bloomberg Media Group CEO Andy Lack. Lack 
talks less about television than video content these 
days; video that’s sliced, packaged, analysed and 
delivered in a multitude of ways to suit consumers’ 
schedules and hardware. It’s a far cry from twice-
a-day bulletins of yore, or even the early days of 
24-hour TV news. “How are these portable devices 

changing television as we know it? Well, it’s having 
a profound effect,” Lack says.

He points to the day Rupert and James Murdoch 
testified about events at News International in 
London to illustrate how news coverage had to 
cater for the all the devices, needs, locations 
and time constraints of consumers. “If I have two 
minutes while I’m waiting for the train, I might want 
the latest from the testimony, or I may want to just 
watch the highlights, what have I missed? Or what 
happened in the first hour. Then I want insight, 
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The blogosphere and tweeting have their uses. 
But beyond that, we need journalists who go 
out every day to not opine, but report – and 
that costs money, by the way

I want analysis, I want 
commentary. What’s going 
on in the blogosphere, 
who’s tweeting about 
Murdoch right now? 

“All of that is content, 
which needs to be shaped and crafted for those 
different platforms in real time.” On the regular 
television channel, meanwhile, there was also 
coverage, interpretation, a documentary for the 
Game Changers programme, and local analysis and 
introductions by presenters in each region. Reporters 
from Bloomberg’s print product, Bloomberg 
BusinessWeek, also appear on-air. “We’re learning 
that we need to restructure our organisation to 
accommodate those needs,” Lack says.

In Asia, the Japanese website is being overhauled 
to make it more relevant, and a Chinese website is 
in development. 

Bloomberg’s growth is especially strong in Asia, 
because of growing demand for business news 
among Asian consumers, but also [because of] the 
rest of the world’s increasing need to know what’s 
going on here. Bloomberg’s TV distribution has 
grown 20% in the past year, to more than 12m 
homes. The company has more than 220 reporters 
in the region, a figure that’s rising monthly. “Asia 

is exploding,” Lack says. Channels were launched 
in India and Turkey a year ago and were profitable 
from day one. A new hour-long programme, Asia 
Edge, has just been launched in Hong Kong, taking 
Asia-focused programming coming out of the 
region up from four to five hours a day. “We need 
that reporting in the US, we need it across Europe, 
we need it across all of our time zones.”

Of course just as demand for news and views is 
on the rise, so too is the number of sources of it. 
Citizen journalism has its place in the new world 
we work in, but news organisations should shout a 
bit louder about what marks them out as different. 
“I think we shouldn’t feel defensive about the value 
that the blogosphere is adding … there’s value in 
just the extraordinary technology that’s linking us 
all together and providing more communication, 
more breaking news, more information in remote 
corners of the world than we’ve been able to have 
previously,” Lack says. 

“That said, it isn’t and shouldn’t marginalise 
the importance and the significance of the central 
value that you get from a news organisation like 
Bloomberg and others that deserve the same 
recognition, in that they have real journalists whose 
business is to go out every day and not opine but 
report – and that costs money, by the way.”

Your future competition isn’t who you 
think it is, warns Shari Swan, founder of 
brand consultancy Streative Branding. 

“There’s a power shift at play and ever so slowly 
the consumer, the garage entrepreneur, the small 
collectives, the creative class and the social 
communicators are gaining control and chipping 
away at traditional business methodologies,” 
she says. “Your competitors tomorrow are those 
you don’t even know exist today. We now live 
in a world of engagement and that’s a two-way 

conversation… it’s my belief that many companies 
today are struggling with how to shift from a 
monologue to a dialogue.”

At the CASBAA Convention, Swan will tell 
delegates they need to “look sideways” to 
businesses and entire sectors that appear unrelated 
to their own, and apply what can be learned 
from the successes and failures elsewhere. “The 
most compelling insights and solutions happen 
beyond our immediate scope and focus,” she says. 
Looking sideways “creates powerful ideas that fuel 

LOOKING SIDEWAYS 
STREATIVE BRANDING‘S SHARI SWAN
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Look sideways to businesses and sectors that 
appear unrelated to your own

new business concepts 
and it forces us to think 
differently in a rapidly 
changing world”. 

She says Google is an 
example of a company 
that’s looked sideways, 
focusing on ever more 
diverse ways to improve 

and simplify consumers’ lives and developing the 
business laterally. “They’re not just one product and 
one platform trying to sell consumers something 
more; they let your advertising do that.”

Of course, in some areas, other industries are 
looking sideways at television and communications 
for inspiration. “I think [the pay-TV] industry was 
one of the first to master the art of bundling in a 
compelling way,” Swan says. “Selling content and 
technology packages that are tailored by consumer 
tastes and desires is a rich marketing tool… and 
there are brilliant opportunities for others to learn 
from the way your industry has evolved content and 

masterfully curated it.”
Asia too has the leading edge when it comes 

to hi-tech supremacy, Swan says. “There’s no 
question in my mind that, technologically, Asia 
inspires the rest of the world. As China continues 
to produce more highly educated scientists and 
engineers, the development of Asian innovation 
and patents will continue to excel.” The 
challenge in Asia is to compete with the potent 
combination in other regions of deep-pocketed 
investors, smart people and a culture that 
promotes exploration, risk taking and creative 
innovation.

“Universities and businesses in the US and 
Europe are still the best at developing bright 
students into productive creators. The West 
has mastered the art of applying book smarts 
to creatively solve real human problems and 
build master brands. The West tries to deliver a 
premium, authentic experience that very often 
costs more, but also has a perceived higher 
value.” 

SOCIAL NETWOrKS 
MEDIA CONSUlTANT kATE BUlklEy

It’s already big, and it’s going to be really big

Kate Bulkley says 
social media 
should be seen 

not as a TV competitor, 
but as as a facilitator for 
enhancing the television 
experience. The UK-
based media specialist 
says broadcasters who 
track social media 
conversations and engage 
in them stand to gain from 

an audience that’s increasingly at home watching 
two screens at once. 

“It’s already big, and it’s going to be really big,” 
she says. Channel controllers can use Twitter as 
an immediate barometer of what their audiences 
are enjoying and what they’re not. They can also 
use social media to build audience allegiance 
to programmes, either day to day or between 
series. In a region where some markets have more 
mobile devices than people, this means a huge 
opportunity. 

Bulkley says a British breakfast programme on 
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ITV shows what’s possible. “The show is completely 
social media: They’re using Skype, they’re using 
Twitter, they’re using Facebook ... they have a 
couple of people on set, who basically are fielding 
the stuff coming in from the audience, and it’s a 
much more interactive kind of programme than 
certainly there was before. 

“They bring viewers in on Skype and they’ll be 
talking to the chef in the cooking segment in real 
time, which is very different from the way television 
used to be, when you broadcast from one to 
many.” Conversations on the subjects raised in one 
programme carry on throughout the day and night, 
and into the following day’s show. In the US, NBC 
is working with audio-recognition service Shazam 
to connect mobile/tablet users with the video 
content they’re watching on another screen. 

“I think we’re at a moment now when the 
industry, the broadcasters for sure, are still playing 
with it all and trying to figure out what it is they 
can do with these new tools, but clearly there’s lots 
of interest, not only with audience building and 
loyalty, but they’re also trying to figure out ways to 
monetise social media as well and that’s the next 
thing.” Where once premium-rate phone lines 
allowed viewers to vote in a talent contest, in future 
they may use Facebook credits, say, to comment. At 
the same time, news organisations are using tweets 
and blogs to aid their news gathering in difficult-to-
report places, and while the specific social media 
tools we use might change – whatever happened 
to MySpace? – the phenomenon is staying. “The 
younger generation won’t even have a name for it, 
it’s just going to be what they do.”

David Speers is at 
the sharp end 
of Australian 

political journalism, 
hosting Sky News 
Australia‘s PM Agenda 
programme weekdays 
and regularly hosting The 
Nation weekly. He sees 

the rise of social media and user-generated content 
adding to the pressure on news organisations – and 
also giving journalists a chance to get closer to their 
‘friends’ among their viewers.

“These days, you’re not just competing against 
your traditional competitors to break news, 
but everybody who’s online who might know 
something about a topic,” he says. “It does mean 
that you have to be a lot faster with how you 
operate, how you find a story and how you report 
the story, and that presents its own challenges. 
Speed is important, but accuracy has to be number 
one.”

The prevalence of video-ready phones and the 
ability to upload and email amateur footage means 
that in addition to observations being reported on 
social media networks, there’s also a new source 
of from-the-scene pictures. “It’s certainly changed 
the game in some ways for those of us in the news 
business but in many ways it’s also refocused 
attention on the basics that we should be doing, 
like checking facts,” Speers says.

“You get a lot of information coming your 
way via Twitter in particular, which gives you an 
ability to see so many eyes on a subject, so many 
thoughts and suggestions that do filter through and 
contribute to the overall picture of the story.  A lot 
of politicians here in Australia are on Twitter so 
when they tweet their view on something, you can 
report it – it’s an open, public source. That sort of 
thing is quite easy.” 

Where knowing what sources to trust becomes 
difficult is when “eyewitness” reports from people 
not known to journalists come in. “There’s a bit of 
judgment needed,” says Speers.

GIVING AND rECEIVING
Sky NEWS AUSTRAlIA’S DAVID SPEERS

News is no longer just a one-way 
communication tool, it genuinely becomes a 
two-way dialogue with viewers and readers
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WOMEN WHO MEAN BUSINESS

Led by Bobbi Campbell, Head 
of TV Legal for the Walt Disney 
Company (Asia Pacific), the 
Women Media Networks will 
host a CASBAA Convention 
breakfast featuring top Asian 
women entrepreneurs. Unlike 
in previous years, when these 
events have drawn on the 
experiences of women working 
specifically in the media 
business, this year’s line-up will 
feature women from a broader 
range of sectors who can share their ups, downs, 
advice and chutzpah.

Campbell says the media industry has many 
women in middle management, but too few at 
the very top. “It’s a global phenomenon that a 
lot of women will either leave the workforce 
or maintain the status quo because they’re not 
sure they want to move up … and this is where 
support groups and networking can really help,” 
she says. While in some European markets 
female quotas are being set for seats on company 
boards, that kind of positive discrimination is not 
happening in Asia, and employers’ willingness 
to promote women and be flexible to cater for 
women who also want time with children varies 
vastly from company to company.

The ‘Women Who Mean Business’ breakfast 
is partly an opportunity to connect with new 
people and build relationships, and also to 
inspire people looking to move up in the 
world of media, or move on and try something 
new. Participants will be invited to join in the 
discussion rather than follow a formal Q&A 
structure. The discussion will explore some of 
the unique obstacles, demands and challenges 
women face when creating and growing their 
own ventures and pursuing their dreams.

Men are welcome too, as at past events 
when they accounted for perhaps 40-50% of 
breakfast audiences.  “Men are our mentors, 
colleagues, friends and husbands; they’re part of 
the process of networking and career growth,” 
says Campbell.

Check out CASBAA Convention news and programme updates at 
www.casbaaconvention.com

As consumers turn to strong, trusted media 
brands for their news, increasingly, Speers says, 
they’re looking to individual journalists – on air 
or online – for updates and insights they can 
rely on, from someone they come to regard as a 
social media friend. “No longer are you there just 
representing your masthead or your television 
station … it’s also very important for our senior 
journalists to have an identified presence on Twitter, 
for example, so people can see them.”

The huge volume of instant feedback journalists 
get through social media helps keep them 

grounded, Speers says. “It does give you a reality 
check every day; that this is what people think and 
it’s a bit of a cross section. News is no longer just 
a one-way communication tool or a broadcast, it 
genuinely does become a narrowcast and a two-
way dialogue with your viewers and readers. Too 
often I think journalists write for other journalists, 
and it’s so important for all journalists to have an 
understanding of what the people consuming your 
product are thinking about. This gives you a great 
way of tapping into just that.” 
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Digital Asia
BY THE NUMBERS 

Digital pay-TV is set to grow, particularly 
in China, Japan and South Korea, while 
India could reach a digital penetration 
of 40% by 2015, forecasts say. China 

leads on the back of GDP growth projected to hit 
9.2% by 2015, though again, India’s GDP could be 
8.3% by then.

With more penetration, pay-TV advertising 
revenue is forecast to grow by over 70% from 
now until 2015. India, China, Indonesia, and 
Thailand will post the biggest increases. (Informa 
has already reported that Asia Pacific became the 
world’s second biggest TV ad market earlier than 
anticipated.) 

 According to Nielsen, pay-TV viewers globally 
grew 34% from 2008 to 2010. In the US, its Cross 
Platform Report for Q1 2011 noted that per person 
viewership was up 22 minutes per month over the 
same year-earlier period; it also found that 91% of 
TV homes were pay-TV subscribers, clear proof that 
Americans are willing to pay for quality content. 

 Traditional TV is still the viewing preference 
in the US, at 158 minutes watched per month; 
internet viewing stood at 25 minutes per month, 
mobile at 4.

 Of the 613m digital TV households to be 
added globally between 2010 and 2016, Digital 
TV Research says 388m will be in the Asia Pacific 
region, bringing the regional total to 607m. By 
2015, other sources say pay TV homes should 
reach over 480m households, up from 380m 
today.

For more data visit http://www.casbaa.com/atac/
features. 

33TV STILL THE DOMINANT PLATFORM IN USA

Source: Nielsen Cross Platforms Report. NB TIme shifted TV in all homes, 
and DVR in only homes with DVR
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Exercising our mandate

The web ultimately opens up more 
opportunities to watch more television 

CEO MEMO

And remembering the communities we live in

CASBAA’s many events, whether high-
profile meetings like the annual 
convention or smaller, targeted summits 
held month in and month out, are at 

the core of our mandate to Inform, Represent and 
Connect.

Looking ahead, CASBAA’s flagship event, the 
CASBAA Convention 2011, is set to take place from 
31 October to 3 November at the Grand Hyatt 
hotel in Hong Kong. This year’s theme – TV365–
Watch Closely! – reflects the virtually ubiquitous 
presence TV has today. 

If you haven’t already noticed, this issue 
introduces some of the thought leaders headlining 
the event. Their comments illustrate just how much 
our industry has embraced social networks and 
the web generally. As one speaker rightly points 
out, these tools will ultimately open up more 
opportunities for everyone to watch more television.

Looking back on past events, the Satellite 
Industry Forum really stands out. This year’s 
drew over 200 delegates, speakers and media to 
Singapore in late June. They came from around the 
world. As many have remarked before, this annual 
rite of summer is special because it draws not only 
industry’s top players, but also their customers – so 
they too come to understand the issues and the 
currents driving them.

This year we watched a satellite community 
buoyed by a sense of optimism, and poised for 
more explosive growth in the region. Indeed, the 
proliferation of HD channels, media deregulation 
(India, Nepal and Vietnam all come to mind) and 
the prospect of content being consumed at ever 
faster rates all give us reasons to be sanguine.

CASBAA is also dedicated to leveraging 
the collective reach and influence of 
our Membership to help empower 

disadvantaged communities across our region. 
Entering our second year of collaboration with 

Plan International, CASBAA is proud to support its 
Early Childhood Care and Development Project 
in Masbate, one of the poorest provinces in the 
Philippines.

This particular project impacts over 5,000 
children in 27 villages, where access to education 
and adequate health care can be exceedingly 
limited. Plan’s ultimate aim is to help these 
communities become self-sustaining by providing 
them with a safe, secure educational environment to 
develop the cultural, social and learning skills their 
youth will need to succeed. I urge you all to give 
generously to this cause on a personal level and, as 
CASBAA member companies, to consider donating 
valuable airtime to raise awareness of the project.

As the voice of multichannel television in 
Asia, CASBAA continues to grow in stature 
as new members join an already impressive 

roster of international companies from all corners 
of the industry. 

The latest additions to our Corporate Member 
ranks are internet services provider and developer 
Google; Indian aggregator, developer, publisher 
and distributor of Bollywood and South-Asian 
entertainment content provider Hungama Digital 
Media Entertainment; Australian satellite services 
provider, NewSat; telecommunications and 
information services company Telstra; Indonesian 
media platforms First Media and Skynindo; and, 
Taiwanese technology company ALi Corporation.  
I am also pleased to report that longstanding 
member Encompass Media has upgraded its 
membership to Patron status.

In closing, I invite you all to attend our 
informative annual Convention and to connect 
with our new and old members alike – and with 
Plan International’s Early Childhood Care and 
Development Project which truly merits our 
support. 

Simon Twiston Davies
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CASBAA IN PICS

CASBAA 20th Anniversary Mixer   
July 28, 2011, Hong Kong
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CASBAA Satellite Industry Forum   
June 20, 2011, Singapore
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COMMITTEES

CASBAA 
Advertising 
& Research 
Committee
COUNCIL MEMBER RESPONSIBLE
TOM KEAVENy
Discovery Networks Asia Pacific

MEMBERS
WANDA GILL 
Discovery Networks Asia Pacific

ANAND REGO 
ESPN STAR Sports

KAy yIN
Irdeto

JEFFREy yAN
Microsoft

GREG HO 
SPE Networks Asia

RIX yU 
Fox International Channels

PARINTRA BULVATANA
TrueVisions 
 
DUNCAN MORRIS 
Turner International

HENRy ROBLES
Universal Networks International

JANE BUCKTHOUGHT
CASBAA

CASBAA 
CSR  
Committee
COUNCIL MEMBER  
RESPONSIBLE & CO-CHAIR 
DOUG FRASER   
Australia Network

CO-CHAIR
BEN WAy
Macquarie

MEMBERS
ROHANA ROZHAN 
Astro 

LINDSEy OLIVER  
Bloomberg Television 

ROBERT GILBy  
Disney Media Distribution 

GABRIELA KENNEDy 
Hogan Lovells 

BENJAMIN LIAN  
Irdeto 

PAUL BROWN-KENyON 
MEASAT 

RAJINDER SIDHU  
The MGM Channel 

JASON SOH  
The MGM Channel 

LOUIS NONOUCHI 
MTV Networks Asia 

PAUL JACKSON
NDS Asia Pacific

JEANETTE CHAN  
Paul, Weiss 

ELIAS ZACCACK  
SES WORLD SKIES 

JOy KAUNG
Sony Pictures Television

LOUISA BENCH  
Turner International Asia Pacific

MARK LEE  
TVBI

ADELA CHEN
CASBAA

JILL GRINDA
CASBAA 

CASBAA  
Connected 
Media &  
Mobility Group
BOARD MEMBER RESPONSIBLE
CHRISTINE FELLOWES
Universal Networks International

CO-CHAIR
NICHOLAS WODTKE 
Disney Media Distribution

CO-CHAIR
ALEXANDRE MULLER
TV5MONDE

MEMBERS
RICHARD WOO
AETN International

ANNy LEUNG
Disney Media Distribution

PAUL FINSTER
Ericsson

EDWINA NGAO
Fox International Channels/NGC

BENJAMIN LIAN  
Irdeto 

KEVIN JENNINGS
Microsoft Advertising

JEFFREy yAN
Microsoft 

JI HEE NAM
MTV Networks Asia

ANDREW TAN
Nagravision Asia

PAUL JACKSON
NDS

JANICE LEE
PCCW

RINGO CHAN
Turner International Asia Pacific

ROMAIN OUDART
TV5MONDE

TAN WEE-TUCK
Universal Networks International

ADELA CHEN
CASBAA

AMANDA yANG
CASBAA

JILL GRINDA
CASBAA

CASBAA 
Satellite 
Industry 
Committee 
BOARD MEMBER RESPONSIBLE 
ANDREW JORDAN
GE SATELLITE

CHAIRMAN
PAUL BROWN-KENyON
MEASAT

MEMBERS
HUANG BAO ZHONG
APT Satellite

RICHARD BOWLES
Arianespace 

BILL WADE
AsiaSat

RAyMOND CHOW
ABS

STEPHANE VESUAL
EADS Astrium

GREGG DAFFNER
EchoStar International 

SOO yEW WENG
GlobeCast

JOHN HUDDLE
Intelsat

DEEPAK MATHUR
SES WORLD SKIES

MAX CHUNG
Sky Perfect JSAT

RyUJI SASAKI
SKy Perfect JSAT

NGUyEN THI KIEU VAN
VINASAT

KEN LAM
CASBAA

SIMON TWISTON-DAVIES
CASBAA
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CASBAA 
Regulatory & 
Anti-Piracy 
Committee
BOARD MEMBER RESPONSIBLE
STEVE MARCOPOTO
Turner Broadcasting System Asia 
Pacific

CO-CHAIR
BOBBI CAMPBELL
Disney Media Distribution

MEMBERS
SEAN LANGSTON
ABS

LAILA SAAT
Astro

ROBIN CHALMERS
BBC Worldwide

KRISTEN TONG
Celestial Pictures

REKHA MAHENDRAN
Discovery Networks Asia Pacific

ANDREW MARSHALL
ESPN STAR Sports

GUSHI SETHI
Eurosport

SOO JUNG BHANG
GlobeCast

LAWRENCE yUEN 
HBO Asia

GABRIELA KENNEDy
Hogan Lovells

JERRy PARK
Irdeto

JEFFREy yAN
Microsoft

MAy LUM
MTV Networks Asia

PASCAL METRAL
Nagravision

AVIGAIL GUTMAN
NDS

JOE WELCH
Newscorp

HANS-GUNTHER HERRMANN
Paul, Weiss

GRACE PAUL
SingTel

VOO CHIH yEONG
SPE Networks-Aisa

TIM GOODCHILD
StarHub

BELINDA LUI
Time Warner

SOMPAN CHARUMILINDA
TrueVisions

ANNABEL ARCHER
Turner Broadcasting System Asia 
Pacific

DESMOND CHAN
TVB

ALEC SKELTON
Universal Networks International

CHRISTOPHER HOARE
Viaccess 

TARUN MEHRA
Zee International

JOHN MEDEIROS
CASBAA

CASBAA 
Technology 
Advisory 
Group
BOARD MEMBER RESPONSIBLE
JANICE LEE
PCCW

CO-CHAIR 
MATT MCDONALD 
Sony Pictures Television
 
CO-CHAIR 
TAN yEE TIANG 
Disney Media Distribution

MEMBERS
AARON SHAW
Ascent Media
 
DAVID THOMAS 
Astro
 
ANG SOO KHOON 
BBC Worldwide
 
KEVIN PILLAR
Discovery Networks  
International
 
SABIL SALIM 
ESPN STAR Sports
 
VINCENT TEO 
HBO
 
DESMOND SUI MENG POON 
StarHub
 
ERIC LAI 
Turner International AP
 
BRIAN WONG 
CASBAA  

JILL GRINDA 
CASBAA

CASBAA 
Operator‘s 
Group
BOARD MEMBER  
RESPONSIBLE
SOMPAN  CHARUMILINDA
TrueVisions

CHAIRMAN
BEN WAy
Macquarie

MEMBERS
JANUAR CHANDRA 
AORA

ROHANA ROZHAN
Astro

yI-FONG CHANG
Chunghwa Telecommunications

BERT KLEIN
EchoStar

LINDSAy JORGENSEN
HiTRON

WILLIAM KWAN
Hong Kong Cable Television

JANICE LEE
PCCW

RAy MONTINOLA 
Sky Cable Corporation 

NEIL MONTEFIORE 
StarHub

THOMAS  EE
Taiwan Broadband 
Communications

LOLA MARIS  
Telkomvision

JEREMy KUNG
TM Net

MANUEL ROUGERON
VSTV

JILL GRINDA
CASBAA
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CASBAA Calendar 2011
Date Event / Meeting Venue

Sep 15 (Thu) Council of Governors Meeting Hong Kong

Sep 22 (Thu) Mumbai Mixer Mumbai

Oct 11 (Tue) Board of Directors Meeting Singapore

Oct 31 - Nov 3 CASBAA Convention 2011 Hong Kong

Nov 3 (Thu) Annual General Meeting Hong Kong

Nov 3 (Thu) Council of Governors Meeting Hong Kong

Nov 3 (Thu) CASBAA Charity Ball Hong Kong

Dec 7 (Wed) Board of Directors Meeting Singapore

Dec 7 (Wed) Winter Mixer Singapore

Dec 13 (Tue) TV Upfront – The Singapore Screenings Singapore

Dec 13 (Tue) Agency of the Year Singapore




