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NOTES FROM THE EDITOR

SatMagazine Celebrates One Year
Anniversary

t'sofficial, SatMagazineisoneyear old. Thisis
the last issue of Volume 1 and we start a new
volume next month. Our inaugural issue last
April seem now a distant memory. It seemed
appropriate at that time that we launched in Las
Vegas during the NAB show, as some think it
was a huge gambl e to start another publication in
aindustry where there are more publications closing down than
starting up.

But here we are eleven issues and 27,000 registered subscribers
later, looking forward to our second volume. To commemoratethis
milestone, we are coming up with aprinted “Index” issuewhich
will serve as a handy reference guide to the issues we' ve covered
from April 2003-March 2004. Thisfull color hard copy Index
issue will be distributed free of charge at major trade shows such
as the NAB, 1SCe 20004 and IBC. It's amazing what we have
covered in just one year. SatMagazine has chronicled the major
issues affecting the industry in the past year and we plan to
continue to serve the industry in man yearsto come.  Watch out
for the Index issue.

Meanwhile, Satnewswill be chairing a panel on “Earthquakes,
Fires and Floods: Satellites to the Rescue ” at the | SCe conference
in Long Beach, Californiafrom June 1-3. We would like to extend
our invitation to everyone to attend this exciting conference and
exhibition. Mark your calendars.

Vigel Lobealn

| Back to Contents (3|

SATMAGAZINE.COM

Published monthly by

Satnews Publishers

800 SiestaWay,

Sonoma, CA 95476 USA

Phone (707) 939-9306

Fax (707) 939-9235

E-mail: design@sathews.com
Website: www.satmagazine.com

EDITORIAL
Silvano Payne
Publisher

Virgil Labrador
Managing Editor
and Editor, North America

Chris Forrester
Editor, Europe, Middle East
and Africa

Bernardo Schneiderman
Editor, Latin America

John Puetz, Bruce Elbert

Dan Freyer, Howard Greenfield
Dan Makinster

Contributing Writers,

The Americas

Peter Marshall, Roger Stanyard
Contributing Writers, Europe

Baden Woodford
Contributing Writer, Africa

Jill Durfee
(jil@satmagazine.com)
Advertising Sales

Joyce Schneider
(joyce@satnews.com)
Advertising Sales

SatnewsPublishers isthe
leading provider of information
on the worldwide satellite
industry. Foremoreinforma-
tion, go to www.satnews.com.

Copyright © 2004
Satnews Publishers
All rights reserved.

SATMAGAZINE.COM



Back to Contents |4 |

CALENDAR OF EVENTS

MARCH 2004

March 2-5Washington, D.C. Satellite 2004
Tel: +1-310-453-4440

Fax: +1-310-453-5258

E-mail: scuevas@pbimedia.com
www.satellite2004.com

March 18-20 Johannesber g, South Afirica Convergencelndia 2004
Tel: + 91-11- 2463 8680, 5155 2001

Fax: + 91- 11- 2462 3320, 2463 3506

E-mail : exhibitionsindia@vsnl.com

www.exhibitionsindia.com

March 23-25 Jgju Idland, Korea APSCC Workshop on Digital Satellite Broadcasting
Mr. Inho Seo, ConferenceDirector

Tel: +82 2 508 4883-5

Fax: +82 2 568 8593

E-mail: inho_seo@apscc.or.kr

www.apsce.or.kr/event/wor k.asp

March 31-April 2 HongKong, SAR, China Satcom Asia 2004
Tel: +65 6322-2700

Fax: +65 6223-3554

E-mail: sylvia.tamilselvii@ter r apinn.com

www.ter rapinn.com/2004/swa_SG/

Don’t Miss | SCe 2004
June 1-3,2004 L ong Beach, CA, USA

SCeisthepremier annual conferenceand expo highlighting dual-use satellite-based

ser vices, applicationsand innovative technologiesfor the commercial, civil and military
sectors. Key program highlightsfor 1 SCe 2004 include: Satellite UsersForum; Defense
and Security Forum ; Global Navigation Forum ; Next-Gener ation CapabilitiesForum ;
Satellite Entertainment/DBS Forum ; U.S.-Asia Satellite BusinessRoundtable;

GPS Tutorials; Satellite

Career Day Program ; Innovation Gateway Pavilion.

F-or moreinformation, pleasevisit www.isce.com or contact Gina L ermaof Hannover FairsUSA, Inc. at
(310) 410-9191 or glerma@hfusa.com.

Vol.1 No. 11 March 2004 SATMAGAZINE.COM
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FEATURED EVENT

| SCe 2004: Conferenceto Highlight

Key Industry I ssues

Long Beach, California June1-3, 2004

ow going onitsthird year, ISCe 2004 in Long

Beach Californiais a must-attend event that
features leading industry executives and decision
makersin athree-day conference and
expo from June 1-3,
2004. Organized by
Hannover Fairs,
USA, one of the
leading event
organizersinthe
world, ISCehas
carved aniche asthe

premier annual . " - t. Peter
conference and expo Richard DalBello Nprfinqer

e SatelliteCareer Day Program
e Innovation Gateway Pavilion

Commenting on the Forum format of the
conference,
Joachim Schafer,
President of
Hannover Fairs
USA says: “The
forumdesignisa
product of
discussions with
w1 both
our partner

Keith Hall

Dean Olmstead

highlighting dual-use SATEITTE-Dased SeTVICes,
applications and innovative technologies for the
commercial, civil and military sectors.

The Conference component of ISCeisorganizedina
forum format will betackling key issues affecting
varous segments of the satellite industry including:

+ SateliteUsersForum
e Defenseand Security Forum

e  Global Navigation Forum
e Next-Generation Capabilities

Forum

e SatelliteEntertainment/DBS
Forum

e U.S.-AsiaSatellite Business
Roundtable

e GPSTutorials

Vol.1 No. 11 March 2004

organizationsand
attendees from last year’s show. It provides attendees
with an easy way to learn about various aspects of a
particular topic and provides presenting companies
with aplatform to reach decision-makersin aparticul ar
market segment.”

Speaking at the conference will be leading executives
and personalitiesin the industry. To date, confirmed
speakersinclude Dean Olmstead, President and CEO
of SESAMERICOM; Richard DalBello, President of
the Satellitel ndustry Association; Captain Peter
Neffinger, Commanding Officer and Captain, Port of
LosAngelesL ong Beach; and Keith Hall, Vice-
president of BoozAllen Hamilton (and for mer
Director, National Reconnaissance Office), Mark
Dankberg, Chairman & CEO, ViaSat; Yousuf Al
Sayed, CEO, ThurayaTelecommunications, Linas
Danilevicius, Supervisory Senior Special Agent, Joint
Terrorism Task Force—FBI; Scott Carson,
President, Connexion by Boeing; Dr. Eui Koh,
President - Asia-Pacific Satellite Communications
Council; Dr. Joseph R. Guerci, Deputy Director,

SATMAGAZINE.COM



| Back to Contents [6 |

Special Projects Office—DARPA; Keith McDonald, beneficial to the growing amount of end users that
Chairman - Navtech Consulting; Ken Dozier, NASA cometo|SCeevery year, it will also help service
Far West Regional Technology Transfer Center; providers understand what needs they should be

Donald Walker - Sr. VicePresident, SystemsPlanning  addressing with their end user communities,” he said.
and Engineering- TheAerospace Cor p; Glynn
Spangenberg- VicePresident & General Manager of
Transport L ogistics- Qualcomm; among others.

With the unique conference format and the participation
of key industry leaders, 1SCe 2004 promisesto bea
exciting event where you could learn more about the
issues affecting the industry and identify opportunities,

The organizers have also added new sessions including i i
network and do business al at the sametime. g\

a panel on*“ Earthquakes, Firesand Floods: Satellites
tothe Rescue.” The session will feature the use of
satellites in disaster prevention and management and
will be chaired by Satnews managing editor, Virgil

Labrador. SPONSORSHIP/ REGISTRATION
“We have added on another dimension to our To get more information on sponsorship
conference program by increasing the number of opportunitiesor to register, visit www.isce.com or
sessions either dedicated to or of interest to end users,” contact GinaL ermaof Hannover FairsUSA, Inc. at
added Schafer. “Whilethismovewill obviously be (310) 410-9191 or glerma@hfusa.com.

You Dreamit. we'll Beam it. It's that SIMple.

Cable programmers, broadcasters, DTH operators, corporations, 1SPs and
telecommunications companies rely on PanAmSat for reliable and secure solutions.

We are the number-one distributer of television channels worldwide* and the largest
single-source provider of occasional-use space segment and teleport services. Our
end-to-end network services allow companies to deliver information around the
world instarntaneously.

With more than 25 wholly owned satellites, teleports, terestrial resources, and é[ﬁnﬁnﬁ'ﬁt_
experienced teams on six continents, we can help you meet your connectivity and 0 West ¢ Road
£ eEstpor oa

distribution needs. Wilton, CT OBB9F USA

. 1.203.210.8000
*Vista Advisors, 2003 www. panamsat.com

MAGAZINE.
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ISCe 2004

June 1-3, 2004 ¢ Long Beach, California

“Strong Signals on the Horizon™

Mark Your Calendar!

Join the global satellite community at 1SCe, the premier U.S.
West Coast annual conference and expo for the commercial.
povernment and military sectors!

ISCe 2004 Highlights:

+ Dynamic three-day conference program:
+ Satellite Users Forum
+ Next-Generation Capabilities Forum
+ Global $atellite Navigation Forum
# Defense and Security Forum
+ Satellite Entertainment/DES Forum

» 1.5.- Asia Satellite Business Roundtable ’ ‘!‘

* GPS Tutorials \

* CED Roundtable Discussion

= |SCe 2004 Awards Dinner

= Exhibition Center with Innovation

Gateway Pavilion
« 35PI Satellite Career Day

For complete program details, registration, exhibit sales and
sponsorship opportunities, please visit www.isce.com of call +1 {310) 410-9191

Organized ty: Co-host: Supporting Erguni:aﬁuns

€ | oy gs’hj @H (.
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INDUSTRY NEWS

New Broadband Service, NewSat Formally
L aunched by Multiemedia

In atwo-day event attended by over 100 industry
representatives from all over the world last February
23-24, anew broadband service dubbed NewSat was
formally launched by one of the leading Australian
satellite service companies, Multiemedia. In
attendance were NewSat partners and customers
representing satellite operators, service providers
and end-users from business and government from
Asia, Middle East, Europe and North America.

NewSat isanew division of Multiemedia. It aimsto
fill avoidinthe market for next generation Video,
Internet, Voice over | P and data communications
services for organizations not adequately served by
traditional broadband technologies such asADSL,
ISDN and cable. NewSat will have the capability to
deliver high-speed communications to 60% percent
of the world’s population, providing access to North
and South East Asia, the Indian sub-continent,
China, the Middle East, Southern Africaand
Australia. NewSat has already secured aUS $5
million deal, which could beworth US$ 40 million
over thelife of the contract, with the United Sates
Agency for International Development (USAID) for
sites across Iraq as part of its post-war enforcement
and governance program. NewSat islisted in the
Australian stock exchange and has a current market
capitalization of Aus$ 100 million.

The launch featured an industry conference tackling
the themeison “The Future of Communication.” The
conference featured presentations from key executives
from partnersin the NewSat venture which included
Mark Dankberg, Chairman and CEO of Viasat; David
Price VP of Salesof News Skies Satellites; Pat
Matthews, President of SeaTel; Rob Vechi, President
of Edge Access; Phil Meyer of Microsoft, among
others. The speakers took turnsin expressing their
bullishness on the satellite services market in general
and the NewSat venturein particular.

An ebullient Adrian Ballintine, Multiemediafounder
and CEO, who hosted the proceedings, said “ You
can't beat reality. Two- way satellite is suddenly the
number one option for companies and this event has
captured all themagjors.” SM

We bring...

Your Satellite Connection
to the World

The SES GLOBAL companies bring entertainment and
excitement to millions of homes across the world. The
SES GLOBAL family consists of the world’s premier
satellite operators, each a leader in its respective market:
SES AMERICOM inthe U.S. and SES ASTRA in Europe, as
well as the partner companies AsiaSat in Asia, Star One
and Nahuelsat in Latin America, and SIRIUS in Europe.
This network provides satellite communications across
the globe, with the unequalled depth of service and
audience that only regional market leaders can provide.

Worldwide and worldclass.

SESAGLOBAL

MAGAZINE.
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NEW PRODUCTS

AlohaNetwor ksl ntroduces New SkyDSL
Router

AlohaNetworks, Incisintroducing anew, low profile
SkyDSL Router at Satellite 2004. AlohaNetwork’s
SkyDSL Router withintegrated SkyTCP™ Softwar e,
and the SkyDSL Outdoor Unit combineto enablethe
SkyDSL VSAT Terminal to consistently provide low-
latency,
high-speed
satellite
broadband
service.

The
SkyDSL
Router isacustom single-board design using an IBM®
PowerPC® processor running embedded Linux, which
residesin solid-state flash memory. The satellite modem
includesan integrated 10/100 BaseT Ethernet router
that supports from one to many users across both wired
and wireless LANSs. The auto-ranging internal power
supply supports awide range of power amplifiersand
dish sizesfor either aKu- or C-band configuration. The
SkyDSL Router’s 1U-sized enclosure and omni-
mounting system makesit ideal for desktop, rack mount,

or wall mount installations.

Comtech EF Data | ntroduces New
Advancementsfor its| P-Centric Satellite
M odems

Comtech EF Data Corporation rel eased a software
version 1.3.0 for its | P-centric satellite modems, CDM-
IP300L and CDM-IP550. Includedinthereleaseare
advanced features that support bandwidth
optimization for satellitelinks, including Payload
Compression and enhanced Quality of Service (QoS).

With Payload Compression, the size of dataframesis
condensed, reducing the satellite bandwidth required
to transmit across links.

“When Payload Compression is used in conjunction
with header compression, the CDM-1P modems offer
maximized link efficiency for the service provider and
reduced operating expenditures for the enterprise,”
said Daniel Enns, senior vice president strategic
marketing and business development. SM

Vol.1 No. 11 March 2004
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Agile Communication Systems

Finally... True Mobile wireless
2-way Broadband for your
ENG, SNG or Emergency
Response Vehicles

The mobile satellite dish mounts on top of
your ENG, SNG, truck, trailer or RV. Software
on your computer makes the dish
automatically raise up and lock on the
satellite in about 5to 10 minutes. Once locked
on, you're online at broadband speeds
anywhere, anytime, all the time.

There are No-Per minute fees and no extra
bandwidth charges.

Automatic “Hands Free” all weather positioning
True Broadband Mobile Internet

Always On. No idle disconnects

Flat rate monthly billing - no unexpected
charges

® Quick reacquiring of a satellite that was pointed
at last GPS location, heading and altitude

® Nationwide Installation
24-7 Technical Support

Y

Agile Communication Systems
16080 Caputo Drive #160

Morgan Hill, California 95037

Tel: 408-782-1371
www.agilecoms.com

SATMAGAZINE.COM
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EXECUTIVE MOVES

KVH IndustriesAppoints
Two New Vice-Presidents

KVH Industries,
Inc. has named two
new vice presidents
to oversee its
mobile satellite
communications
and defense
product operations.
Jeff Brunner, formerly KVH's
Director of Operationsfor Fiber
Optic Products, has been promoted
to Vice President of Operations,
Military and Fiber Optic Products,
andwill oversee KVH’s
consolidated defense product
manufacturing at the company’s
Tinley Park, lllinais, facility. KVH
has also named Jeff Greer to the
position of Vice President of
Operations, Satellite Products. Mr.
Greer will beresponsiblefor
manufacturing and operations at the
company’stwo facilitiesin
Middletown, Rhode
Island.

Jeff Brunner

Mr. Greer hasaBA
from Grove City
CollegeandaMA
from Boston
University.

Jeff Greer

Mr. Brunner and Mr. Greer have
assumed many of the
responsibilities previously held by
Mr. S. Joseph Bookataub, KVH’'s
former chief operating officer, who
resigned for personal reasonsin
December 2003.

Vol.1 No. 11 March 2004

Susan Eid Appointed VP-
Government Relations of
Hughes

Susan Eid has been appointed as
vice president of Government
Relations of Hughes. Eid, who most
recently served as alegal advisor to
Federal Communications
Commission Chairman Michael
Powell, will bebasedin
Washington, D.C.

Eidwill overseeall regulatory and
legislative affairsfor Hughes and its
operating companies, including
DIRECTV.

From August 2000 through August
2003 Ms. Eid served asasenior
public policy advisor to FCC
Chairman Powell.

Keth Lippert JoinsPivotal
Satellite Technologies

Keith Lippertjoins
Natick, Mass.-based
satellite service
provider Pivotal
Satellite
Technologies asit’'s
manager, sales and

business ‘ A ‘

development. Keith Lippert

Pivotal SatelliteTechnologies
provides transportable satellite
downlinks, audio-visual

solutions, and commercial

satellite antennainstallation
services throughout New

England and New York City. SM

AgileCommunications
www.agilecomms.com

Comtech EF Data
www.comtechefdata.com

| SCe 2004
WWW.ISCe.com

Kavera Software
www.kavera.com

PanAmSat
WwWw.panamsat.com

Par adise Datacom
www.par adisedata.com

PROMAX
WWW.promax.es

SESGLOBAL
www.ses-global.com
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COVER STORY

Satellite Operators Seek New Domain

Knowledge

By BruceElbert
Presdent

Application Technology Strategy, I nc.

he satellite communications industry depends on

satellite operators as much today asit did in 1965
when Early Bird waslaunched. By taking big investment
gamblesin spacecraft and launches, they offer power
and bandwidth to al manner of user locations and
applications. Central to their business model isthe
management of large capital and operating expense
related to running a satellite fleet through various
generations of orbital assets and technology. Thisis
not a business for the faint of heart, or for those
seeking aquick profit.

When Hughes Aircraft
Company of the 1970s

Theteamsthat did thiswasimmersed in new thinking
about customer needs and solutions, thereby
increasing their domain knowledge asthey traveled
down the entertainment TV vertical market. While at
Hughes, | recall participating in a Galaxy management
team offsite meeting in 1984; its objective was
identifying new businesses and revenues that could be
obtained from operating satellites in Geostationary
orbit. Among the possibilities was mobile satellite
service and direct TV broadcasting. The latter was
perhapsthefirst step toward DIRECTV, asystem which
demands many satellitesto deliver acompetitive DTH
service. Like RCA Satcom,
DIRECTYV isone of thegreat

concentrated on satellite
manufacturing and system
integration, it sought
customers with deep pockets
who either could handle the
technical challenges or would
allow Hughesto help them
reach alevel of sufficient
maturity to run asatellite
system. By 1975, RCA became
the first spacecraft

“...A successful business-to-
consumer (B2C) satellite
operator like DIRECTV learned
that a vertical market demands
a lot of domain knowledge ...”

success stories in moving from
thetop of avertical market
down to the consumer who
pays directly for the service.
While many of the original
management team camefrom
Galaxy, amultitude of others
wererecruited from consumer
industries or grown internally.

Many of the largest satellite

manufacturer to move closer
to the end user when they launched Satcom 1. Already
aninternational record carrier in thetelex and dataline
business, RCA demonstrated that new revenues could
be had by competing with your satellite-buying
customer. Satcom 1 helped forge the cable TV industry
through delivery of early subscription services such as
HBO and SuperStation WTBS. Getting the point of all
this, Hughes established the Galaxy System inthe mid-
1980s and grew the business to over 12 satellites
covering primarily the US. Transponder sales not only
paid for spacecraft construction but turned some rather
attractive profitsfor the parent, General Motors.

operators today are involved in
vertical marketsin abig way;
others have ambitious plans along those lines. A
successful business-to-consumer (B2C) satellite
operator like DIRECTV learned that avertical market
demands alot of domain knowledge. Such are the
consequences of moving from a business-to-business
(B2B) foundation of owning satellites and providing
transponders, to a B2C strategy that delivers an
integrated service to the end user. A satellite operator
“parent” can produce a vertical service “child” that is
often bigger and more capital hungry that anyone once
thought. Doing thison asmall scale, like Hughes did
with DirecPC and SESwith Astra Return-Channel by

MAGAZINE.



COVER STORY

Satellite, may provide new domain knowledge, but it has

not achieved the subscriber results of aBSkyB or DISH
network. The latter is aunique satellite operator and
vertical market service provider that began asapure
startup backed by an
entrepreneur - CharlieEganin
this case. Echostar is now a
very big company that has won
a sizable segment of the home
television businessin the US.
Moving into another vertical
market isjust asmuch a
challenge for Echostar asitis
for, say, SESAmericomwith their
Americom2Home project.
Success is not guaranteed, but
developing and nourishing a
fertilefield to grow domain
knowledge is a necessary
condition for success.

Some satellite operators prefer to
stick to their knitting, aposition
once advocated by Tom Peters,
co-author of the 1980s management book, In Search of
Excellence. JSAT and PanAmSat are partnered in
Horizons 1, a conventional Ku band satelliteto serve al
of North America. These companiesknow the B2B
business they are in and have found a creative way to
reduce their respective risksin activating a new orbit
slot at 127 WL. Intelsat is pursuing the B2C broadband
market, and has chosen to invest in startup WildBlue to
gain entry at ahigher plane. This strategy hasitsrisks,
but Intelsat isn’t betting their company on its complete
success. On the other hand, if WildBlue succeeds with
their approach of using a cable TV-based system called
Data Over Cable Service I nterface Specification
(DOCSIS), Intelsat has apart of apotentially valuable
business.

But what about the national satellite operators found in
avariety of countriesin Asiaand Latin America? Some
have already chosen to merge with global operators;
others seek to grow outside their particular country
markets. One — Shinsat - has decided to lead in itsarea
of coverage with abroadband thrust akin to WildBlue.
Shinsat, part of the powerful Shinawatra Group of
Thailand, isan experienced player in cellular and DTH
markets; thus they have good domain knowledge
credentialsin voice and video. This provides some of

Image from Boeing Satellite Systems
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the expertise and perseverance needed to succeed with
the challenge of broadband B2C services.

Technology and domain knowledge have defused from
the west to the east, where costs
are lower, suggesting that one or
more of theselocal initiatives
could achieve financial successin
threeto five years. That will
depend on overall economic
development inAsia, for example.
At the moment, the actionisin
North America, Europeand
perhapsAfrica.

The coming yearswill try the
patience of satellite operators and
their investors, because rapid
growth of vertical B2C marketsis
far from assured. Each strategy
provides the possibility of new
revenues using space assets
already committed to orbit or under
development. On the other hand,
satellites provide that vital backbone of television and
datatransmission in aworld where fiber stops at major
citiesand fails to reach into the home and most offices.
Thisisagood thing for satellite operators with apatite
for growth, and the potential isthere for an explosionin
the broadband market, like cellular in thelate 1980s and
DTH inthelate 1990s. Satellite operators need to
facilitate experimentation with innovative applications
and increase domain knowledge, while supporting their
long-term customers in broadcasting, Internet services,
and enterprise and military communications. SM

BruceElbert hasover 30 year sof experi-
encein satellitecommunicationsand isthe
President of Application Technology Srat-
egy, Inc., which assistssatelliteoperators,
networ k providersand usersin thepublic
and private sectors. Heisan author and
educator in thesefields, having produced seven titles
and conducted technical and businesstraining around
theword. During 25 year swith Hughes Electronics,
hedirected major technical projectsand led business
activitiesin theU.S. and over seas.Heistheauthor of
The Satdlite Communication ApplicationsHandbook,
second edition (Artech House, 2004). Web site:
www.applicationstr ategy.com Email:
bruce@applicationstrategy.com
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Abu Dhabi Goes Global

By ChrisForrester
SatM agazine Editor for
Europe, Middle East
and Africa

bu Dhabi TV isspending $5.5m

onavast new 1300 sgm
studio, plus another $12m budgeted
for fit out, to ready itself for
transition towards high-definition
transmission. The new studio has
12mclear working height andis
now waiting for its massive ‘ hanger
doors' to be supplied this August.
Abu Dhabi aready operates 8
studiosincluding Discreet Logic-
driven’virtual’ 3D and 2D facilities.

Viewersaround theworld can
already see Abu Dhabi’s core
entertainment channel, carried as
part of Globecast'sWorld TV’
distribution package, and Abu

Vol.1 No. 11 March 2004

Dhabi isamember of the Arab
States Broadcasting Union (ASBU)
consortium of Arab-language
broadcasters seeking to deliver a
bundle of 10 channelsto every
major region of theworld. A
contract is pending and it is
understood that Globecast is the
favoured bidder.

The expansion has come as part of a
deliberate policy to capitalise on the
images seen by viewers during the
allied attack on Baghdad during the
opening hours of last year’'s Iraqi
campaign. Director of Abu Dhabi
TV isAli Al-Hamed: “Wedelivered
credibility. How do we capitalise on
this? First, remember that the
world’s knowledge of usisnow
massive. Seemingly everyone
knowsAbu Dhabi TV.” Asked how
the station had managed to come up
with the best images, he replied:
“Everyone, you will remember, knew
thewar
was
coming
So we
were
ableto
prepare
during
thesix
months
of build
up. We
had a
choice:
wecould
either
Stay at
home

| Back to Contents |13 |

Abu Dhabi TV’sAli Al-Ahmed

and buy footage in from the news
agencies, or we could gather the
material ourselves. We decided that
we wanted to be a primary source of
news, and we were blessed by
having the Number One beachfront
property in terms of camera
positions. We had the best camera
angles.”

Al-Ahmed says the expansion
overseasisanatural movein the
21¢ Century, especially with
distribution costs being relatively
inexpensive, compared to the
overall cost of running a 10-studio
complex and three broadcast
channels. “If you asked whether
therewould be Arab viewersliving
in these overseas markets, the
answer isyes. But more than this
we know that thereis recognition of
our message and what we are doing.
We believe we are a source of news.
We do not want simply repeat the
newsflow that’scoming fromAPTN
or Reuters, but we want to be

SATMAGAZINE.COM
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HD. Itisall amatter of dollarsand
cents, of course.

e NSS7forAfrica

Data: Globecast

Abu Dhabi’s Global footprint

* HotBirdfor Europe/Middle-East
* Eurobirdfor the UK (BSkyB)

» Testar 5for NorthAmerica

» Higpasat 1Cfor SouthAmerica

* OptusB3forAustralia/ New-Zeaand

seen some
working papers
and they’ll be
making adecision
soon. You cannot
step back in this
industry. The
logical next step
for usisHD.

new facility the

responsible for our own newsflow,
presenting our viewer wherever
they arein world what our opinion
is. It is absolutely not propaganda
but isaview that we want the world
to see.”

As to the prospects for high-
definitioninthe Middle East,
Mustafa Ishag, technical advisor to
Emirates Media, which ownsAbu
Dhabi TV, isemphatic: “The
problems for us broadcasters is that
we have to ask whether it is going
to beablessing or acurse. HD, in
my view, will beablessing for
viewerswho will loveto seea

extra cost is not
that much. On the viewing side we
can all see the plasmas are there,
LCD’sarethere, pricesaretumbling
and they are now affordable for
ordinary people, who are buying. It
is up to us to supply some
content.”

Asto the 10-channel bundle, Ishag
gave some additional background:
“WithASBU wewill taketen
channelsworldwide, and wewill do
thisvery quickly. People’ smobility
is so much different today, they
expect to seetheir channelsfrom

Our directors have

When equipping a
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home wherever they arein the
globe.”

“Broadcasting is not cheap,
everyone knows that,” added Ishaqg.
“But our costs here are significant,
and adding alittle transponder
space around the world is not a
major addition to that overall
budget. Transponder costs are only
afraction of what they werefive
and ten years ago. If we are going
to pay for space on, say, ten digital
satellites all over the world to get
our signalsinfront of amaximum
audience, then thisis probably still
less than we were paying ten years
ago for one analogue channel on
onesatellitelocally. Itistruly
unbelievable that costs should be
so much less, and it alows usto
develop this concept. If it means
that our local revenues must
subsidise a modest income
overseas then it is an acceptable
subsidy. However, we also tell our
programme-makers continually that
they must look across the border. It
also means that we haveto legally
buy the rights for international

material, sportin particular.” S\

higher quality signal. Remember
how it used to be in satellite
viewing, with terrible analogue
sparklies? Well, digital got rid of
those but viewers are ready for the
next step. They move their rooftop
dishes to get the best signals, and
programming. Now they liketo have
asinglesmall dishthat’sfixed. Itis
easy to imagine the impact abig
variety galabeamed from Beirut, or
Cairo, or herein Dubai, might have
in HD with surround sound. It isthe
difference between black and white
and colour. Many of our programme|
suppliersare now recordingin HD,
and our first step was to upgrade
our equipment to 16:9 widescreen.
Our new main production studio,
under construction, isalikely
candidate for to be equipped with

“Why Globecast?”

According to Mustafa I shag, technical advisor to Emirates Media

“That's easy. There are only afew suppliers who could give us this sort of
response, we know that. To be frank, when we started there was two potential
suppliers and then it came down to price. And Globecast was not the
cheapest, but there was something extra that Globecast and France Telecom
could offer and that was speed of completion. There was one other factor,
and that is that Globecast is going to be around for along time. Thisis
important to us. The contract was detailed, and took alittle discussion,

but continuity was very important to us. Our relationship is excellent,

better than ever, in fact. They have not let us down and the partnership is

very strong.”

“The upcoming [10 channel] contract isjust asimportant. When it wasfirst
suggested we invited Globecast to look at the tender but it also went out to
four others. And yet it is Globecast which has given better delivery, better
satellites and even better prices! Thelogic for usinthe ASBU planis
inescapable. Having agroup of 10 channelsis much less expensive than 10
channels having single feeds going everywhere. | hope the 10 channels will

grow over the next 10 years.”

MAGAZINE.
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The Secrets of Broadband-on-Demand

Revealed

By John Puetz

sthe third and fourth generation bandwidth-on-

demand (BOD) V SAT systemsrollout, service
providers and their corporate customers still seem to be
mystified by the technology and the accompanying
service offerings. What are the key differences between
systems and how do service providers select between
them? Asan end-user, how do | know that the service
I’'m buying will meet
my needs?

Capacity/

Inthe next few Bandwidth
minutes, we'll ook at Requirements
revealing the A £ N\ a
essentials of \(
broadband-on-demand /
offeringsand distilling
down the key [
ingredients of choice. File
Transfers

-~

Not all needsareequal / 3

In providing aservice
offeringorin

purchasing a service, \
the most fundamental [ /
concern is quantifying AN
the end-user’s T
requirements. While -

Internet

Streaming Video/
Multimedia

conferencing and specialized real-time applications
requireahigh level of service quality (low latency,
consistent throughput and reliable connections). And
for service providers, customer requirements vary by
industry segment (e.g., financial, oil & gas, disaster
recovery, construction, government, etc).

Fromaservice
provider's
perspective, select a
broadband VSAT
system platform that
delivers:
* Sufficient capacity
for both in-bound and
out-bound directions
and scales easily

|

g * Integrated quality-
s of-service (QoS)
Video | g g mechanisms/tools that
Conference X = support traffic
° S prioritization,
| 23 integrated protocol
S & support & routing,
) e | @ and capacity load
(voip | ® balancing
"« Attractive

there are many
considerations to
make, the most important can be distilled down to these
three:
e How much capacity is needed?
e How important isquality-of-service (QoS)?
e How mucham | willing to pay?

These three are tightly interrelated; the better the QoS
and higher the capacity, the more the service will cost.
Asillustrated in the diagram, the end-user’s
applicationswill determinethe capacity and QoS
requirements. If Internet accessisall that desired, then
service quality is not very important and service
bandwidth needs are moderate. However, voice, video

economics; evaluate

cost of infrastructure

across expected client
base (capital costs), remote site implementation
costs and operational costs (bandwidth
efficiency, load-bal ancing/capacity
management and mai ntenance)

*  Vendor stability and reputation

QoS Importance

Thepower of sharing

Whiletherewill likely alwaysbe aneed for the
traditional fixed-rate |leased-linetype servicesin certain
industries and applications, most service providers are
embracing the power of sharing network capacity
across customers using bandwidth-on-demand VSAT

MAGAZINE.
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systems. End-users are warming up to the concept as
well, especially asthey become aware of the economic
and operational benefits.

With traditional leased-line connections, the size of the
datapipes (e.g., datarate) isfixed, thereby requiring the
data/voice capacity to be sized for the expected peak
loading, to ensure the desired rate of service,
throughput availability and quality of service (Q0S).
Once the data capacity is selected and implemented
using SCPC services, the data rate does not change. |If
traffic requirements exceed the datarate, then the traffic
is not accommodated and performance suffers.
Likewiseg, if traffic requirements are considerably less,
then capacity is unused.

Typically, end-users have dozens of sites, each with
varying traffic capacity needs. Using a bandwidth-on-
demand system, the unused capacity can be applied to
locations that need additional capacity. This capacity
allocation occurs automatically and typically every 2 to

Accelerate
Network
Performance

TCP/IP
Performance
fEnhancement Proxy
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6 seconds, depending on the system. As network
capacity is shared amongst more locations, overall
efficiency isimproved even more, and the number of
sites that experience capacity bottlenecksis further
reduced.

Let'stake areal-world enterprise example, wherethereis
avariety of data applications and voice/fax usage.
Traffic analysis shows that over afive week period, the
average (24 hour/day) capacity requirement is 12 Kbps
(remote-to-hub) and 47 Kbps (hub-to-remote). Peak
traffic conditions however where substantially higher,
with hub-to-remote peaks 4.5 timesthe daily average
and remote-to-hub 11 times average.

In my studies of various industry segments, it's not
unusual to find intraday peaks of 20-to-50 timesthe
daily average throughput for relatively brief periods of
time (5to 30 minuteintervals). Furthermore, the busy-
hour averageistypically 2 to 4 timesthe traditionally
measured 24-hour average, and considerably less than

Based on open standards:

Space Communications Protocol Standard (SCPS)
CCSDS714.0-B1

MIL-STD-2045-44000

Enables single end operation

Provides easyConnect™ for reduced network
complexity

Accelerates performance over impaired links

Interoperable with existing TCP networks

EF DATA IENI.

2114 W Tth Street

Tempe Arizona B5281 USA
Tel 1480 333 2200

Fax 1 480333 2540
sales@comtechefdata com
wwnw.comtechefdata . com
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the daily peak average. These types of traffic patterns
can benefit significantly with BOD systems.

Quthound Long-emn Peak = 4.5 x average

| Back to Contents |17 |

» Isthe capacity shared with other end-users?
Using what oversubscription rate?

| -
S

P ——

Mesk 37

| nbound Long4enm Peak = 11 x average |

Weak =5 Week 3E
B In Bound - CUFFERT: 12.30 K- Average: 8. 87 Kk - Maximumi A0 10 kK
W Gt Bound  Current; 47. 08 K - Auerage: 30,03 K Waxtimn@m o 135,34 K

The bottom-line benefit to end-users of awell-managed
broadband-on-demand system—fewer performance
bottlenecks, better service and lower service costs. For
throughput sensitive applications like voice/Vol P, video
conferencing and other real-time applications, the
delivered quality-of-serviceisextremely important.
Techniques for supporting real-time applications
include aminimum throughput mechanism (e.g.,
committed information rate or CIR), prioritized queuing
and transport (e.g., DiffServ, MPLS, etc.) and traffic

shaping.
Delivered serviceofferings—not all areequal

While there a hundreds of service providers around the
world, there arelikely only ahandful that serve your
particular locale or industry segment from an end-users
perspective. However, selecting a service provider can
still be difficult asthere are many ways of packaging
and delivering broadband-on-demand services. From a
buyer’s perspective, you may find the following
evaluation criteriauseful in comparing your service
vendors:

»  What isthe delivered capacity per site?
(maximum and minimum; isthere aguaranteed
throughput, e.g., CIR?)

» How often is the capacity adjusted?

Vol.1 No. 11 March 2004

*  How isquality-of-service (QoS) implemented,
managed and audited? (per site and across
your network of sites)

e Isthereaservicelevel agreement (SLA)
included? What are the provisions? Are there
creditsif the SLA/QoSisnot met?

» Do they have other customers that have similar
needs and traffic profiles? Get referencesand
contact them.

The old adage “you get what you pay for” is often
timestrue. Shop around, but resist the temptation of
purchasing services from the lowest bidder, especialy if
they are considerably less than the others. The better
service providers may cost more, but you'll also have a
piece of mind that when you call them, they will answer

the phone! SM

[ John Puetz is president of MasterWorks
Communications (wWww.mwc.cc), a
business and technical consulting services
firm specializingin satellite
communications. He can be reached at
+1.760.723-8897 or

by email at john@mwec.cc
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20 million XM Subs by 2010

By ChrisForrester.

I n January the USA’stwo satellite
radio stocks had alittle downward
turn. Sirius dropped its monthly
subs price, and the threat of
tougher competition affected XM
Satellite'strading price. But
February’s news of Q4 numbers
from XM should once and for all
dispel any notion that this satellite-
based technology has any real
problems. Thefactis
that satelliteradiois
salinglike
gangbusters in the
USA. Market-leading

Show (CES) toreport
more than healthy
salesfiguresfor their
all-important pre-
Christmas sales, and
the latest year-end
data confirmsthis.
XM confirmed on
Feb 11 that it finished
2003 with1.36m
subscribersor 431K
net additions for the year.
Moreover, XM has aready added
140K more subscribersin 2004,
taking itstotal upto 1.5m.

But here’sthereally good news.
XM said in February —and the first
time on the record —that it now
expectsto sign up around 20m
subscribers by 2010, some 30% up
on previous market guidance.

Vol.1 No. 11 March 2004

In addition, XM in January
announced some new gizmo-

featuresthat maketheir in-car radios

even more useful devices. By about
now Canada’s broadcasting
authorities were also expected to
confirm whether any other players
wereinterested in Canada' sDARS
prospects. Both XM and Sirius
have already tied up with local

players. XM islinked with Toronto-
based Canadian Satellite Radio (a
company controlled by local fast-
food entrepreneur John Bitove).
Siriusisworking with national
pubcaster CBC.

But perhaps the biggest surprise of
January’s CES was that XM would
drop its 4-5 minutes per hour of
advertising spots effective February
1. Sirius has always been ad-free.
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XM carried advertising on 35
channels out of 70.

XM’sQ4 numbersreally were
spectacular, and significantly
outperforming all market
expectations. Q4 turned in 430,000
net additions, against forecasts of
295,000-330,000. XM’smarket-share
of new DARS subsis around
currently around
80%, and this4-to-
1 salesratiowas
confirmed by
Sirius, which
reported Q4 net
sales stood at
111,000tekingits
year-end total to
261,000 active
subscribers. XM
finished the year
with 1.36m subs
(ahead of forecast
1.225m).

Itisnow clear that
XM issteaming
ahead of itsrival
and expects to end
2004 with 2.8m subs, again beating
most market expectations by around
200,000 units. If XM hitsthese
numbers — and the market now
firmly expectsit—thenitwill gofull
cash-flow break-evenin 1H/2005
whichisdlightly later thaninitially
expected (Nov-Dec thisyear).
Indeed, the delay in break-evenis
caused by that most beautiful of
problems, selling too many
receivers each with their associated

SATMAGAZINE.COM
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Subscriber Acquisition Cost (SAC)
which needs financing.

OnMarch1 XM added ‘alwayson’

traffic datato its broadcasts, with 15

out of 21 planned channels going
live. Driversin New York City, Los
Angeles, Washington, D.C., Dallas-
Ft. Worth, Chicago, Houston,
Detroit, Philadel phia, Phoenix, San
Francisco, Tampa-St. Petersburg,
Orlando, Baltimore, Pittsburgh, and
St. Louis, will get thefirst set of
transmissions. Boston, Atlanta,
Miami-Ft. Lauderdale, Minneapolis-
St. Paul, Seattle, and San Diego will
be introduced later thisyear. This
news has not come without its own
controversy, with the powerful
National Association of
Broadcasters (NAB) stating that

neither XM nor Siriusislicensed for
such data-casts. XM reportedly
agreed that it could not transmit
local information from its network of
terrestrial repeaters, but withintheir
FCC licenses there was no mention
of any such prohibition in terms of
transmissionsfrom XM’s satellites.

As to the dropping of advertising,
analyst Bob Peck of Bear Stearns
suggests that negative customer
feed-back has prompted the
decision. “This could put more
pressure on Sirius, as one of its
main consumer selling points was
that it didn’t have commercials,
while XM did. One of themajor
concerns from this changein format
for XM isthe advertising revenue
forecastsin the model. The

[ Back to Contents -

company has stated that it doesn’t
expect itsprior advertising
projections to change substantially,
asthe advertisements will be moved
to the newly created traffic
channels.”

The extra subs numbers predicted
for 2004 a so seem to be coming
with lower-than-expected
Subscriber Acquisition Costs
(SAC). XM, initsSEC 8-K filing, as
well as guidance given to analysts,
suggeststhat SAC for 2004 is
dropping on a per-subscriber basis
at arate “faster than expected” says
Peck.

XM has been famously
conservative in its expectations to
date and seemsto like telling Wall

software

Igaver

The industry’s leading broadband platform,
Providing billing, customer management and sales channel integration.
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DARSto 2005*

Dec 2003(A)
XM Radio 1.36m
Sirius 0.26m

Data: Bear Stearns

Street that it its besting its own
guidance. Bear Stearns' Peck
agrees, at least asfar as2004's
forecast 2.8m subs is concerned.
“Wethink this may still be
conservative and would not be
surprised if the company finishes
the year with north of 3M
subscribers. Of course, thiswould
belargely driven by theimpending
OEM announcementsfrom GM,
Honda, and others on their level of
participation —wethink this could
present further upside,” says Peck
inareport.

There is one major uncertainty that
may affect XM’sown internal cash-
demands, and that’s insurance for
one of its Boeing-built satellites
which has problems. XM is
discussing compensation of some
$400m for the damaged bird, and if it
receives this payout — says Peck —
thisyear then it will meet its

the defect, and as  Toyota announce any plans to
other companies install XM radiosin the
withthe factory.”
exact same
Dec 2004(F) | anomalyreceived  However, if XM iswinning the
28m insurance battle in the market-place, then
0.86 paymentson their  there hasto be aloser and it
: claim (Thuraya). seems XM's sales success is
Weexpect XM to  coming at Sirius’ expense.
secure ~50% of Sirius, according to Bear
itsclamin2H Stearns, will sell lessthan its
2004. Thiswould forecast 750,000 unitsin 2004.
leave the Peck is adjusting his bank’s
company fully forecast down to 600,000 net
funded,” added Peck. units “and well down on past

guidance of 1 million” units.
Bear Stearns has given XM’sshares  Peck adds that Sirius used the
an “outperform” rating and atarget Las Vegas show to announce a

priceof $30, stating: “In addition, host of new products and

we continue to see astream of more  programming today, including:
catalysts that could come out of 10 new channels, wirelessin
XM over the next several months home networking, livevideo
that should help drive the options, new portable boom
company’s stock to our target. Of box, and surround sound

particular importancein our opinion,  capability.
are the impending announcements that 7,000 Radio Shack stores
from OEMs on the number of cars would start selling the kit.

they will install with XM radio for That's a coup, and if each store
the 2005 model (which comeoutin sold just one unit aweek then
Sept 2004). Wewould look for GM Siriusmight add 364,000 sales
and Honda to give updates on their ~ from one source. Watch this
current plans. In addition, Toyota space. SM
has long been believed to be

considering factory installations of

satellite radio — thiswould be a

major catalyst for XM should

finance targets. If the payout is
delayed until 2005 then XM might
have to borrow to cover the
funding gap. “However, wethink
that the chances of the company
not getting any of itsclaimis
minimal, asthe satellite anomalies
wereinsured, the satellite
manufacturer (Boeing) admitsto

London-based ChrisForrester, awell-known At
broadcastingjournalist isthe Editor for Eurape, % ‘-.i

MiddleEagt and Africafor SATMAGAZINE.He

reportson all aspectsof theindustry with special emphasison content, the
business of television and emer ging technologies. Hehasa unique
knowledgeof theMiddle East br oadcasting scene, havinginter viewed at
length the oper ational headsof each of the main channelsand pay-TV
platforms. Hecan bereached at chrisforrester @compuser ve.com
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EXECUTIVE SPOTLIGHT

| nterview with Hdllas Sat CEO

‘ HELLAS

ChristodoulosA. Protopapas

ellas Sat hasissued a RFI for its second satellite, to

be co-located at 39 deg East. Hellas Sat
Consortium’s CEO Christodoul os Protopapas, speaking
exclusively to Satmagazine'sEMEA Editor, Chris
Forrester at February’s Dubai CabSat show, said the
company’sfirst satellite (somewhat confusingly called
Hellas-Sat 2 and launched last May) is nhow 20% full,
andis 100% full for this summer’sAthens Olympic
Games. Hellas-3 will provide redundancy for H-2 aswell
as add extra capacity, including additional steerable
beams.

Hellas-2 isan Astrium-built triple-axis craft (Eurostar
E2000 bus) with 30 x 36M hz transponders and
generating at least 52 dBW power levels over Europe. It
was launched on an Atlas rocket from the Cape and has
adesignlifetimeof 15years. Hellas' ownersarea
consortium led by Greek telco OTE and including
Telesat Canada. Protopapas says that while the final
configuration of H-3isnot yet agreed, it will providea
back-up role to H-2's Ku-band channels and add around
12 active transponders over the region as well as
additional steerable spot-beams to fresh markets.
Protopapas says that one option under consideration
includes adding C-band capacity.

H-2 went ‘live' last September. Protopapas says
transponder leases have sold faster than anticipated in
the original business plan, helped now by three DTH
mini-platforms on the satellite. “One addresses Bulgaria,
another Greece and the third isan experimental
transmission for Italy beaming up from Sicily.
Additionally we have VSAT hubs, occasional use and
telecom clients. By the end of thisyear we expect to
have 50% sold. TV isour primary target, helped by our
power levels.” Protopapas says by the end of 2005
Hellasisontarget to achieve a50-60% fill rate.

Protopapas was rel uctant to give moreinformation
regarding the upcoming RFI given, he said, that Hellas
wanted the companies concerned to commit to the usual
Non-Disclosure Agreements ahead of detailed
discussions. “We expect to issue the RFI by the end of

HellasSat CEO ChristodoulosA. Protopapas

thisweek,” he said. “We have always been optimistic
about our sales prospects,” added Protopapas, talking
about the industry’s past scepticism over the need for
H-2. “They did not see Hellas as having an international
appeal. They saw us performing purely as a Greek-
Cypruscraft. Whilethe Greek-Cyprus market was
always going to have some appeal, it could never fill a
satellite, absorbing perhaps 3 or 4 transponders or
thereabouts. We designed Hellas to be an international
bird, and on May 1% —with Cyprus' accession into the
Europe Community - this placesusfirmly at the heart of
Europe, and we see Cyprus playing akey role between
Europe and the Middle East, the way it has always
done. We can have relay stations in Cyprus helping
connectivity between the two regions and further
afidd.”

“It isnot our intention to compete with the likes of
Eutelsat. We are tiny in comparison, and do not seek
major expansion,” said Protopapas. | do not really
understand why the big players see us as a threat. Our
market research always predicted that our local clients
would take perhaps 6 transponders, so that is hardly
attractive to the big operators. We have aso been true
with prices, our prices are competitive helped by our
buying the satellite and its launcher at very good
prices, and we are getting those benefits now. We are
also asmall organisation with low overheads. We can
MAGAZINE.



EXECUTIVE SPOTLIGHT

afford to be competitiveto clients.” Like just about
every other satellite operator Protopapas sees South
Africaand India as representing tangible opportunities
for Hellas' spot beams. The planned steerable beam
over the Middle East has now been refocused towards

“..Many operators are sustaining
themselves through low prices...”

Europe. “We can now easily connect Munich
with Tehran and Iran,” he added.

Protopapas recognises that Hellas is helped by
itsmajor shareholder OTE'sexisting telecom
presence in most Eastern European countries
(Romania, Bulgaria, Albania, Serbiaand
elsewhere). “ These areas recognise Greece's
expertise. We have been active in the region
for many years, and Cyprus playsasimilar role
inthe Middle East where many companies
trading with the Arab world use Cyprus as a
base. It is a neutral country, and recognised as
such. We will use this political advantage to
promote Hellas.”

One of the questions currently troubling the
industry is transponder lease pricing, with
operators complaining of ever-falling prices.
Protopapas says Hellas is not part of this
under-cutting trend. “Many operators are
sustaining themselves through these low
prices. We can afford low prices being asmall
operator, but the problem in thisareaisthe
battle between Eutelsat and New Skies, which
want larger slices of the market. They might be
successful in winning some new business
which hasatemporary effect in terms of
revenues raised but in the longer run they are
not earning enough to replace their satellites.
The same appliesto us. If we win business at
any pricewewill be harming our own ability to
re-finance future craft. For usweareworking
hard to establish new services, and to create

Vol.1 No. 11 March 2004
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demand for our bandwidth. We see good prospectsin
PPV and DVB-RCSactivity. Thesewill, wethink, boost
the market. Hellas does not even attempt to match New
Skies or Eutelsat. We have had clients approach us,
asking for us to match this or that competing price. We
have said ‘go to that supplier’ because we have a
powerful satellite with strong EIRP coverage, and better
connectivity.” He added that occasional use traffic for
sport and newswas building well. “The BBC isaregular
customer, asis British Telecom. Our signal strength
helps, and we have good bookings for the upcoming
2004 European soccer championships.” SM

[PROLINK-4C Premium,
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VIEWPOINT
Vol P and the Future of Satellite

Communications

By Errol Olivier

President, CapRock Communications

You may remember afew yearsago
when everyonefirst started talking
seriously about voice over IP
(VoIP). Several companiesclaimed
that the world was in for another
technological revolution and that
paradigms were going to start
shifting dramatically. You may also
remember that technol ogical
revolutionswere adime adozen at
the time, and the United States was
about to experience atech crash
and the ensuing aftermath. Vol P, like
many young technologies, had to
be put on the backburner until the
market wasready for it. Now, that
market isfinally beginning to
materialize, and Vol Pis poised, once
again, to take the communications
world by storm.

AT&T plansto make available a
consumer Vol P offering for
customersin the top 100 markets
during thefirst quarter of 2004, and
Verizon hassimilar Vol P plansfor
the second quarter. Vonage already
has been delivering consumer and
business Vol P services successfully
and continues to gain subscribers
on aregular basis. In the satellite
communicationsindustry, Vol Phas
been quietly but widely availablein
some format for the past two years.

For the remote ocean
communications sector of the
satellite communicationsindustry,
the news about VolP and IP
communication hastraveled slowly.
Most ship-to-ship and ship-to-
Vol.1 No. 11 March 2004

shore (or remote rig-to-shore)
communication has operated
unchanged for several years. That's
not all that surprising. For workers
centrally from anetwork operations
center (NOC). Theend user isn't
forced to constantly purchase new
equipment or new software
applications. All of the new
services, in addition to any moves/
adds/changes, are provisioned from
the NOC. This creates dramatic cost
savings and a pleasant reduction in
hassle for everyone involved. On
land, such efficiencieseliminate
truck roll —but on water, the truck
roll (whichreally involves
helicopters and boats) isfar more
costly. Remote provisioning takes
care of that issue.

In addition to the basic services and
efficiencies, advancesin IP
networking are progressing at
phenomenal rates. A limited number
of the new I P networks even feature
the much-talked-about plug-and-
play capabilities. With plug-and-
play, users are not tied down to a
singlelocation. A user with alaptop
on the network could leave the
central office on the mainland, plug
the laptop into the network on arig
or vessel and be instantly
connected to the VPN. The network
would recognize the user, provide
the user accessto all authorized
services and even automatically
route phone calls to wherever the
user islocated.
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Because the network enables
mobility, when acompany and its
personnel transfer to adifferent rig
or remotelocation, the VPN goes
with them, and their phone numbers
and | P addresses stay the same.
ThelP network isexpressly
configured to makelife easy for the
user. They are not required to
change or reconfigure their settings
at each location asthey go from site
to site.

All satellite communications
providers do not offer these
advanced features, but virtually
every offshore provider is offering
someform of IP communications.
Even so, expertsin the industry
believeit could be several years
before | P becomes the de facto
standard for offshore
communications. |nthe meantime,
those companiesinterested in IP via
satellite are encouraged to research
the technology and look for
providers with a strong track record
of reliability and technological
innovation. SM

Errol Olivier is president of
CapRock Communications, which
provides communications services to
extreme locations. CapRock is the
dominant satellite communications
provider for the drilling industry. By
offering complete managed
telecommunications solutions in the
world's harshest and most hard-to-
reach environments, CapRock has
earned a reputation as the one to
call when reliability matters.
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FINANCIAL SNAPSHOT
New Skies Satdlites

By ChrisForrester
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New Skies say they will start the
ball rolling on another share buy-
back program equal to 10% of the
issued share capital. Speaking at it
Feb 11 results announcement CEO
Dan Goldberg also said their Q4
(and full year) numberswereinline
with expectations. Guidancefor
2004 isthat numberswill beinline
with 2003 due to market conditions.
“Management continues to deliver

on the fundamentals of the

New Skies 2003 Numbers

US$ millions (except per share amounts)

3 months ended Year ended

December 31 December 31

2003 2002 2003 2002
Revenues $54.1 $50.8 $214.9 $200.5
Netincome (loss) 2.4 4.4 11.8 (4.6
EBITDA (adjusted) 299 278 119.6 110.3
EBITDA (adjusted) margin 55% 55% 56% 55%
Basic and diluted earnings per share 0.02  0.03 0.10 (0.04)
Free cash flow 3.7 (25.8) 65.7 (119.9)

business in what continues to be a
challenging FSS environment,”
said analyst Bob Peck at Bear
Stearns.

Goldberg told analysts: “We expect
revenue, EBITDA and net income
in 2004 to be by and large
consistent with our 2003 results.
Further, assuming most of the
remaining milestone payments
associated with our NSS-8 satellite
comeduein early 2005, we
anticipate another year of positive
free cash flow, which we expect will
be somewhere in the range of

But if that's the upside, the
downside for New Skiesisastory
of falling utilisation rates (fleet fill
rateis49%), albeit not helped with
the launch latelast year of NSS-5in
the POR where transponder rates
are still notoriously sluggish.
Goldberg says NSS average
transponder rentals stand at $1.3m
per annum, although Q4/2003
contracts were averaging just
$L2m.

Revenuesfor 2003 rose 7%, or
$14.4m, t0 $214.9m, compared to

Vol.1 No. 11 March 2004

$200.5min 2002. Revenuesfor the
three-month period ended December
31, 2003 were $54.1m, an increase of
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$3.3m, or 6%, compared to $50.8m
for the same period in 2002. SM
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