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CHAIRMAN’S REPORT

CASBAA protests retroactive tax threat to India
satellite services

Doorknocking time

It is never too early to mark your calendars for the CASBAA Convention 2012

T

his year’s CASBAA Convention slogan is
“18 Reasons Why!” reflecting the number
of markets within the Association’s
growing footprint in Asia Pacific.
We now represent our Members in Australia, China,
Hong Kong, India, Indonesia, Japan, Macau, Malaysia,
Myanmar, New Zealand, Pakistan, Papua New Guinea,
Philippines, Singapore, South Korea, Taiwan, Thailand
and Vietnam. Apart from these 18 markets, there are
many other reasons why CASBAA and the Convention
are essential to the Asian multichannel-TV industry.
Certainly, our members value the Association as
a unique and unified voice promoting multichannel
TV in all its forms. As technology evolves at an
ever-faster rate, it has become even more important
to embrace convergence and collaboration to
foster continued growth. With consistent access
to governments, CASBAA strives for productive
industry representation to lobby for fair and
even-handed regulation for a healthy business
environment.
A case in point is the potential for a highly
damaging outcome for the communications and
media industries from the recent Indian national
budget was emphasised by CASBAA in its early April
submission to the Indian Ministry of Finance and other
government bodies. The threat to retroactively tax
Indian satellite services dating back to the early 1970s
could seriously undermine overall investor confidence
in the Indian economy, both local and international.
Thus, during a series of follow-up meetings in late
March, a CASBAA Council of Governors delegation
met senior officials at India‘s Planning Commission,
the Telecommunications Regulatory Authority of India
and the Ministry of Information and Broadcasting.
Among the companies participating in the meetings
were HBO Asia, Star India, PricewaterhouseCoopers
(PwC) and APT Satellite.
The CASBAA Doorknock came on the heels
of the India Forum 2012: Beyond Digital which
attracted more than 200 speakers, delegates and
media from across the country and Asia Pacific.
With the long-heralded deadline for the digitisation
of cable-TV systems in the four largest metropolitan

areas – Delhi, Mumbai, Kolkata and Chennai – only
months away, a roster of local and international
experts discussed how the process was unfolding and
how it would impact the multichannel-TV landscape.
Moving across the continent to Japan – another
of Asia’s most important markets – CASBAA met
with the Japanese Ministry of Internal Affairs and
Communications along with platforms such as
SKYPerfect JSAT, J:COM and the Japan Cable-TV
Association. We also dropped into key advertising
agencies Denstu and Hakuhodo as well as
terrestrial networks Fuji TV and TBS.
Chief among the items for discussion during
the three busy days in Japan were the longstanding deficiencies in Japan’s pay-TV audience
measurement system and shared concerns over
the unfettered deployment of over-the-top services.
Among those participating in that delegation were
TrueVisions of Thailand, AETN, HBO Asia, Fox
International Channels, Turner and PwC.
Down south, Thailand’s new independent
regulatory body, the National Broadcasting and
Telecommunications Commission (NBTC) is
beginning to tackle the large menu of tasks facing
it. CASBAA CEO Simon Twiston Davies and Deputy
CEO and Regulatory Affairs Director John Medeiros
visited Thailand to meet the NBTC’s new leadership
for briefings on the new DTT licensing process
and progress on the legitimisation of Thailand’s
hundreds of cable systems.
On the ever-present issue of intellectual property
rights, CASBAA’s 2012 submission to the US
Trade Representative emphasised hopes for Indian
progress toward cable digitisation as “a major
advance towards cleaning up” the massive underdeclaration pervading India’s cable-TV market.
As we move into the second half of the year,
CASBAA will continue to address topical issues
through policy reviews and submissions, additional
government engagement and forthcoming high-profile
industry events. Now that I think about it, as far as
attending the CASBAA Convention 2012 is concerned,
there are far more than “18 Reasons Why!”
Marcel Fenez
CASBAA
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MEDIA GRABS

India forum in the spotlight

I

ndia became the focus of much of CASBAA
media coverage over the past quarter.
The CASBAA India Forum 2012: Beyond
Digital received extensive attention in India,
headed by Tehelka, the nation’s most provocative
investigative news magazine.
Key industry publications and websites, such as
Indiantelevision.com, also covered the event. Some
focused on the speech by Uday Kumar Varma,
India’s Secretary of Information and Broadcasting,
to industry members gathered at the forum in Delhi,
while others looked at the challenges facing India’s
path to full digitisation.
The proposed tax on international satellite

operators working in India also garnered much
comment. Meanwhile, a major daily newspaper,
the Hindustan Times, featured CASBAA CEO Simon
Twiston Davies and deputy CEO John Medeiros in a
critique of India’s heavy regulatory environment.
In addition, CASBAA’s expressions of concern
over interference to Bangladesh networks by
WiMAX signals were reported widely inside and
outside the country.
Announcements concerning the CASBAA Kuala
Lumpur Upfronts and new Members were also
widely disseminated through regional and global
media outlets.

Space News
April 2, 2012

Satellite Fleet Operators
Protest Indian Tax Proposal
PARIS — A group including many of the
world’s biggest commercial satellite fleet
operators has written the Indian government
to protest a proposed new tax that would slap
a 10 percent royalty fee on foreign satellite
communications services and make the fee
retroactive to cover the last 36 years.

Best Media Info
March 21, 2012

Moving towards ‘digital
deadline‘ with apprehension
CASBAA India Forum 2012 takes a close
look at issues and stumbling blocks involved
in the digitalisation process and the postdigital environment

10
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Business Standard
March 15, 2012

Casbaa protests
retrospective tax on
foreign satellites
In a letter to Finance Minister Pranab
Mukherjee, Casbaa said the rule’s
retroactive feature “is against the basic
international rules and principles of
fair play.

Asia-Pacific Broadcasting Union
May 24, 2012

WiMAX causes TV
disruption in Bangladesh
Cable and Satellite TV Providers
in Bangladesh are calling on the
government to take urgent action
to stop the disruption of television
services affecting millions across
the country.

Media Mughals
April 13, 2012

CASBAA: Record Numbers for
KL Upfronts

CASBAA opposes
satellite tax proposal
of the Indian
Financial Budget

The power of multichannel TV continues to
resonate throughout the Asia Pacific. Attracting
over 130 representatives from advertising
agencies, clients and networks, CASBAA's TV
Upfronts - The Kuala Lumpur Screenings on
April 19th was the most recent stopover for the
CASBAA Advertising roadshow.”

A bit unhappy about the dictate,
Twiston Davies feels that India is
looking to back-date the royalty
to cover the past 36 years of
coverage over India.

Tehelka
March 21, 2012

Digital Journal
April 27, 2012

Mint
April 26, 2012

Market Watch
April 3, 2012

Set-top boxes to
improve quality,
quantity of TV
“All of us are irrevocably and
incessantly moving toward
meeting the deadline (June 30)
of planned digitisation,” said I&B
secretary, Uday Kumar Varma
while addressing the industry
members gathered at CASBAA
India Forum 2012.
Indiantelevision.com

Broadcasters cry foul over
March 20, 2011
Multi-markets and Multi- Trai’s ad regulations
No relaxation in sunset
sectors for CASBAA
The Cable and Satellite Broadcasting Association
date for first phase of
CASBAA‘s first forum of the year,
of Asia (Casbaa) lobby group had submitted its
Indonesia in View: Growing Pay
response to Trai’s consultation paper in March. It digitisation: Govt
TV will be held on Wednesday,
29 February 2012 in Jakarta at the
Hotel Mulia Senayan.

had said that few markets support the strict sixminute-per-hour limit for pay channels
proposed by the consultation paper.

Rapid TV News
May 24, 2012

Bangladesh urged to address
TV disruption

Media Mughals
March 20, 2012

Varma described the present phase
of growth in broadcasting as very
exciting and said the country
was on the threshold of a second
information revolution…
Advanced Television

The Government of Bangladesh must take
urgent action to stop the disruption of
television services affecting millions across
the country, say its cable and satellite TV
providers.
Yahoo! 7 Finance
April 3, 2012

April 10, 2012
Govt, Industry need to
make consumers aware
for digitisation success New sat-tax could
“cripple” Indian
Mr. Ashok Mansukhani, President,
broadcasting

MSO Alliance, Management
Consultant, M/s Hinduja Ventures,
said that the government needs to
get its act together and get all the
rules in place to avoid any chaos.

Multi-markets and Multi-sectors
for CASBAA
Further additions of India-based global
communications provider Tata Communications,
publishing and media company Haymarket Media
Group and Swedish software systems supplier Accedo
reflect CASBAA's growing effectiveness as an industry
representative within Asia and worldwide.

Digital Production Middle East
May 24, 2012

Bangladesh broadcast bottoms out
The industry groups said they are deeply concerned that wireless
bandwidth used to distribute television services across the country
and the rest of the region in the 3.5 GHz range -- and now shared in
Bangladesh with recently launched WiMAX operators -- could close
down hundreds of TV channels across the country.

Hindustan Times
April 3, 2012

Internet scare: Asian broadcasters’
body seeks softer regulation in India
Taking up the issue is the Cable & Satellite Broadcasting
Association of Asia (CASBAA) which is batting for relaxed
regulatory norms to ensure a level-playing field with OTT
in India.

CASBAA (Cable and Satellite
Broadcasting Association of Asia)
says the tax would “cripple”
broadcasting and other satellite-based
communications.

Cable Quest
April 26, 2012

Record numbers for KL Upfronts
While TV Upfronts are traditionally held by individual
broadcasters, CASBAA has brought together the biggest
international networks and platforms to illustrate the power
of multichannel TV advertising to media buyers and clients
with a united front.
CASBAA
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SATELLITE FOCUS

Plenty of life left in big birds
Craig Stephen previews the annual conference as industry players bask
in exceptional growth amid a few looming technological challenges

C

ASBAA’s Satellite Industry Forum returns
to Singapore in mid June with the sector
betting high on growth, particularly from
direct-to-home (DTH) services.
While the advantages of satellite delivery have
been evident in Asia for more than 20 years,
operators still need to provide their customers with
more power, smarter beams and lower costs.

It is part art and part science.
The science part is the spectrum,
orbital location and strength of
beam. The art is to which markets
the beam is directed, its power,
and forecasting the applications
which will grow within a market.

Meanwhile, Asia has been at the forefront of
collaboration initiatives among satellite operators
as well as efforts to bring new spectrum into
service, such as within the Ka-band. This is all
helping to ensure there is still plenty of room for
growth in today’s increasingly crowded skies.
The fear that fibre would sound the death knell
for satellites has long been put to bed, says Scott
Sprague, Chief Operating Officer of Asia Broadcast
Satellite (ABS). “While the international point-to-point
[business] declined, new applications and demand
from consumers have exponentially increased across
video, DTH satellite and data backhaul.”
Satellite manufacturers have been raising their
game. “We are getting smarter [at] developing and
shaping beams,” explains Sprague. “It is part art
and part science. The science part is the spectrum,
orbital location and strength of beam. The art is to
which markets the beam is directed, its power, and
forecasting the applications which will grow within
a market.”

CASBAA
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ABS‘s Chief Operating Officer Scott Sprague

Although the satellite backbone is the same there
has been an increase in applications it can support,
says Sprague, who points to ABS’s new ABS 2
satellite due to launch in 2013.
The new generation of satellites confers various
advantages, says Deepak Mathur, Senior VicePresident at SES World Skies in Singapore. “They
are becoming more powerful with more focused,
market-specific beams.”
A clear benefit is lower net cost for capacity.
“Whereas before you could put four television
channels on a single transponder, now that number
has risen to 25 channels.”
The result is that in a market such as India,
platforms cannot only offer more channels (regularly
in excess of 200) but also that there are more of them,
with a mind-boggling seven DTH operators today.
The cost of delivery has also benefited from
improved video compression and a substantial drop
in the cost of set-top boxes, says Mathur, adding
that as orbiters are scheduled for replacement there
are further technical improvements.
Due to their typical 15-year life cycle, most of
today’s Asian satellites did not have a ready-made
DTH market when they were launched. Indeed,
they were often built with telecoms-related VSAT
services in mind. “In the future we will see the
deployment of many more satellites specifically
tailored for DTH,” says Mathur.
Also benefiting commercial operators in Asia
is the increasing versatility of satellite payloads.
The soon to launch ABS-2 will provide C-, Kuand Ka-band coverage, says Sprague. While ABS
is being “opportunistic” on the Ka side, it could
have a big future. “Look at Ku-band. A decade ago
Asia was almost an all C-band market. Now Ku-

band is accessed right across the region supported
by big improvements in infrastructure and more
sophisticated satellite technology.”
One operator confident of a big future for
Ka-band is Australian provider NewSat, which
operates exclusively in the Ka-band. “We see a
strong appetite for Ka-band,” says founder and CEO
Adrian Ballintine.
Even so, NewSat is “quite niche,” he says,
primarily targeting the enterprise market of oil, gas
and mining. However, NewsSat says it has already
achieved Ka-band sales of A$600m-A$700m and
Ballintine expects to easily quadruple that figure.
Another advantage of Ka-band is it can be
combined with Ku to offer innovative services. “It
can create a regional broadcast overlay in highly
diverse ethnic markets like India,” says Mathur
of SES. “Ka-band will give us the ability to have
regional pockets for advertising, content or an
ethnic language.”
Of course, there have been concerns over
“rain fade” in tropical markets, which can impact
Ka-band in the same way it can impact Ku-band
services. But in practice it has been less of an
issue says Balantine of NewSat. “With experience,
rain fade is something we can deal with by
implementing measures such as smart switching for
teleports, meaning it has a less deleterious effect.”
While few have complaints about industry
growth today, satellite technology invariably faces
the question of capacity constraints. “It is getting
crowded up there,” says Ted McFarland, Regional
Vice-President of Business Development, Global
Communications Group at Orbital Sciences Corp.
“There are more systems up there than we have
seen in the past 30 years.”

SES World Skies‘s Senior Vice-President Deepak Mathur

CASBAA
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Orbital Sciences Corp. Regional Vice-President Ted McFarland

While developing Ka-band is one way to ease
the jam, a more immediate step is for operators
to come together. “Opportunities for growth
are ultimately limited by orbital positions and
frequencies,” says McFarland. “If it’s possible to
jointly develop a programme to head off a conflict,
this is a good thing.”
Other players agree. “National and regional

Interfering WiMAX stirs up
TV storm 
CASBAA, along with the Cable Operators Association
of Bangladesh, the Global VSAT Forum and the World
Broadcasting Union’s International Satellite Operations
Group have called on the Bangladesh government to take
rapid action to halt the disruption of TV services suffered
by millions of Bangladeshis.
Recently launched WiMAX operators using the 3.5
GHz frequency are causing interference with broadcast
and cable transmissions across the country and the rest
of the region. “The largely unanticipated implications of
the introduction of WiMAX services at 3.5 GHz is causing
widespread transmission failures throughout Bangladesh
and can be especially serious for news broadcasters which
use the lower end of the Standard C-band spectrum,” said
Gregg Daffner, Chairman of CASBAA’s Wireless Action
Group.
CASBAA joined a meeting in Dhaka led by APT Satellite,
a Hong Kong-based satellite operator. The meeting saw
the exchange of views between industry and government
officials, including representatives of the Bangladesh
Telecommunication Regulatory Commission.

players will continue to engage in more cooperation and to be collaborative. This allows them
to better utilise spectrum, orbital locations and
capital,” says Sprague. Ballintine notes that NewSat
has benefited greatly from collaboration with
MEASAT on its Jabiru programme.
This co-operative trend could be seen as
somewhat unique to Asia. “Partly this is due to the
way the industry is growing: a single player cannot
meet the demand on its own,” says Mathur, adding
that such initiatives are necessary from a frequency
management perspective.
The industry is also looking at other initiatives
to better manage spectrum, as well as to reduce
interference. With more high-powered satellites
launched and deployed more closely than ever,
interference issues appear to be inevitable.
Certainly one area for improved spectrum
management is the reduction of “paper filings” with
the UN-related International Telecommunication
Union (ITU) when operators, in effect, speculate on
orbital locations. “We expect more activity from the
ITU on this,” says McFarland.
There is the problem of large players using their
“market power” just to restrict access to a location,
says Sprague at ABS. “It is like making a reservation
in a restaurant that you know you will never keep.”
Finally, one issue that refuses to go away for the
industry is C-band interference. “C-band Wi-max
issues and interference are always a worry,” says
Sprague. “Satellite is used for lifeline-like services
and then there is also the economic impact.”
Mathur at SES concurs. “C-band is an enormous
issue and will be an ongoing issue. We have to
remember 98% of video content in Asia is delivered
by C-band.”

NewSat‘s CEO Adrian Ballintine
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Record turnout for
KL Upfronts

T

he CASBAA Advertising roadshow landed
in Malaysia on April 19 following similar
events in Singapore and Hong Kong.
More than 130 representatives from
advertising agencies, clients and networks attended
the KL screenings.
“While TV upfronts are traditionally staged by
individual broadcasters, CASBAA has brought
together the biggest networks and platforms to
illustrate the power of multichannel-TV advertising

to media buyers and clients with a
united front,” said CASBAA CEO Simon
Twiston Davies.
Participants in Kuala Lumpur
included local DTH platform Astro
along with BBC, Discovery Networks
Asia-Pacific, FOX One Stop Media, the
History Channel, SPE Networks-Asia
and Universal Networks International.
Agency participants included Carat,
GroupM, Mindshare, OMD, Maxus,
UM and Zenith Malaysia, while clients
included Abbott, Chevron, Citibank,
L’Oréal, Malayan Banking and Proton
Holdings.
Multichannel-TV channels account
for more than three million nonterrestrial TV connections in Malaysia,
with 53% of all TV homes subscribing.
Pay-TV ad revenue was estimated
US$58 million in 2010, according to
Nielsen data.

Advertising rules!

Tax hit in India
The potential for a highly damaging outcome
for the communications and media industries
from the recent Indian national budget
was emphasised in an April 2 CASBAA
submission to India’s Ministry of Finance.
Described by analysts as “unprecedented”,
the threat to retroactively tax Indian satellite
services dating back as far as the early 1970s
could seriously undermine overall investor
confidence, both local and international, in
the Indian economy including investment in
Indian satellite and content services.
CASBAA’s submission to the Indian
Finance Ministry can be seen at:
casbaa.com/member-login/committeedocuments

The key regulations governing pay-TV advertising
in 14 Asia-Pacific markets can be easily accessed
through a new matrix housed in the Members’ zone
of the CASBAA website.
It is easy to use: just hit the topics you are
interested in and click on the market you need (up
to five simultaneously). It’s simple to compare, say,
hourly spot rates across 14 markets in just a few
clicks.
The markets covered are Australia, China, Hong
Kong, India, Indonesia, Japan, Malaysia, Pakistan,
Philippines, Singapore, South Korea, Taiwan,

CASBAA
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Thailand and Vietnam.
Subject areas include regulations, rates,
revenue restrictions, product placement, foreign
commercials, government levies, restricted areas
(alcohol, pharmaceuticals, gambling, tobacco),
PSAs, claims, food and beverage, children,
women and property as well as country-specific
information. See casbaa.com/advertisingrules

OTT in the
Boston limelight

CASBAA looks at
challenges

CASBAA assembled a panel of industry mavens at the
Digital Matters conference in Singapore in May to
discuss challenges facing both content providers and
platforms in monetising opportunities in the digital age.
Nicholas Wodtke, VP, Strategy and Business
Development, at Walt Disney Southeast Asia; Dave
Ulmer, MD, New Growth Platforms at Singtel;
Benjamin Grubbs, Executive Director, Interactive
Media, at Turner; John Griffin, Senior Director,
Online Media at Dolby; and Ben Reneker, Senior
Analyst at SNL Kagan.
Wodtke opened the panel with a leading
question, asking how many of the panel had “cut
the cord”. This led to a discussion on changing
business models are and how platforms are
engaging with OTT delivery. Reneker presented
data illustrating that the Asian market is still in high
growth mode and that the gap between broadband
penetration and multichannel TV penetration is
enormous in some markets such as India, whereas
in Japan the situation is the reverse and broadband
penetration is very high which offers opportunities
for content to be delivered via secure platforms.
The discussion led to the conclusion that there
are great opportunities for delivering valuable
content via secure media and that content
providers are working together with platforms to
provide TV everywhere, via second screens, in
additional to traditional linear delivery.

During the mid-May Cable Show 2012 in Boston,
about 13,000 content providers, equipment
vendors and government officials joined pay-TV
operators to debate the newest trends in the world’s
leading cable-TV market.
During the conference organized by the
National Cable and Telecommunications
Association (NCTA), CASBAA and NCTA hosted
a special Asia Breakfast after which Deputy CEO
John Medeiros noted that the US cable industry is
currently focusing on co-opting over-the-top (OTT)
Internet television and turning it to the benefit of
the pay-TV industry as it promotes a new slogan,
“Cable: Not Just TV. It’s How We Connect”.
The Asia Breakfast audience heard that “TV
Everywhere” rollouts are also coming to Asia
with major content providers already preparing
initiatives with platform partners in a number of
markets. “But market structures in Asia are very
different from the US, and Asian cable operators

ad brake
Proposals to reduce the ad minutage on
Indian TV channels were premature and
not carefully considered, CASBAA told the
Telecom Regulatory Authority of India in a
submission on March 28.
Before confirming the new rules, the
government should review whether the
impact of cable digitisation really has had
the desired effects on subscription revenues
to channels. Even then, CASBAA asked,
why shouldn’t India use the self-regulation
model, instead of heavy-handed government
intervention?
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in general don’t have the commanding broadband
market lead of their US counterparts,” said
Medeiros. “OTT offerings will also be marketed by
cable, DTH and IPTV operators in Asia.”
“In the US, when people watch OTT products,
more often than not they buy the broadband from
their cable provider,” Medeiros noted. “Thus the US
cable industry is intent on rolling out solutions that
keep people watching their cable-provided TV.”
Medeiros noted that ”TV Everywhere was
literally everywhere at the Show,” said . “The key
is that the consumer must be a pay-TV subscriber.”
US cable TV currently serves 58 million
homes, accounting for about 60% of US pay-TV
connections.
The industry message emphasized that TV
Everywhere content is “free” — as long as the
cable or DTH subscription is current and free is
the most attractive price for any consumers. “Yet
the TV Everywhere model is only viable only
through close, ongoing partnerships between
content providers and platform operators,” said
Medeiros.
“The competition is going to intensify as
broadband rollouts in Asia accelerate,” said
Medeiros. “But it is clear that established players
can, and will, fight hard to keep their customers –
and that content/platform partnerships will play a
big role in that fight.”

Down Under
pay-TV
The ASTRA 2012 Conference on March 22
highlighted the impact of subscription TV on
Australians.
“In Australia you have a really high GDP, with
the potential for a very high ARPU particularly
when you are looking at a triple-play package,”
said keynote speaker Kevin MacLellan, President
of International Television, NBCUniversal
International. “And you have the ability to drive
significant revenues because your penetration right
now is lower than it is elsewhere in the world.”
A key takeaway from the ASTRA Conference
was the conclusion that the media landscape
doesn’t need subsidies as it thrives on competition
and government regulation should be kept to a
minimum.
Meanwhile, completion of the merger of
platforms Foxtel and Austar will create a new
national subscription TV service. The national
directly employing 2500 people and support a
subscription television sector which spends close to
$600 million a year on new and original Australian
content, according to FOXTEL CEO Richard
Freudenstein.

UPGRADING your ON-LINE EXPERIENCE

The CASBAA website has been revamped to
enhance the online experience for Members
and improving navigability and visibility for
the most popular destinations for Members
accessing the site.

Recently, CASBAA conducted
a survey that revealed that most
users see the value of the CASBAA
website as an aggregator of industry
news, a provider of information
about industry events and a library
of research and reports data.
As a result, CASBAA is taking
steps to further improve the surfing
experience for Members.
The new site includes the
following features:
•
Members‘ zone, highlighting
information, data, reports and
presentation materials that are exclusive to
Members.
• Hotspot, showcasing regulatory and
advertising updates as well as the latest
events and publications
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Five fresh faces
SMiT’S SMART MOVE

Shenzhen State Micro Technology (SMiT),
which makes conditional access module
(CAM) technology across numerous platforms,
has joined CASBAA as a Patron Member.
“Consumers are accessing high quality
entertainment benefitting from the simplicity of
our CAM solutions,” says CFO Meiqing Levin.
SMiT says it dominates the Chinese domestic
CAM market with more than 90% market share
and plans global expansion. It is looking at the
emerging markets of India, Russia, Turkey and
Brazil as those markets transition from analogue
to digital.

ELEMENTAL ENTRANCE
New CASBAA Member
Elemental Technologies
of Portland, Oregon
designs software for video content development
through video processing technologies such
as transcoding. Keith Wymbs, Vice-President
of Marketing at Elemental notes the explosion
of professional content delivery to all manner
of devices: iPads, iPhones, Android devices,
game consoles, and set-top boxes. To deal with
the bottlekneck it becomes a matter of scale
and how to deal with it efficiently and costeffectively.

J:COM JOINS UP
Japan’s largest cableTV operator Jupiter
Telecommunications (J:COM)
has joined CASBAA. J:COM is in expansion
mode which recently saw it hook-up with
telecoms giant KDDI, now a major shareholder.
J:COM now offers KDDI services through
its mobile network. J:COM has just over 7.2
million RGU (revenue generating units) and is
in the process of closing a deal to take control
of independent film producer and distributor
Asmik Ace Entertainment from its other major
shareholder, Sumitomo.

COUNTING ON KANTAR
Kantar Media Audiences,
which measures audience
data for TV, radio and the
Internet through digital systems, has signed
with CASBAA as a Corporate Member. Once
collected, the data is then “analysed using
advanced techiques to form precise audience
behaviour ratings”. Kantar’s media analysts
then produce “actionable insights” and reports
designed to meet customer needs in more than
50 countries.

OLSWANG ON BOARD
Singapore-based law
firm Olswang Asia is one
of CASBAA’s newest Members. Olswang is a
full service law firm specialising in advising
businesses in the technology, media and
telecoms industries. Together with its team
Europe, Olswang has multiple clients across
Asean countries, as well as India and China.
These days Olswang also advises Asian clients
on the acquisition trail in Europe and the
US. Overall it has about 350 lawyers in six
international jurisdictions.

CASBAA

Q2 2012 25

SPORT

Levelling the playing fields

A

gencies, broadcasters and platforms
are once again bracing themselves to
write some eye-watering cheques as
the season for sports rights renewal
approaches. Even though acquiring exclusive
flagship sports rights can require extremely deep
pockets, sports programming remains the surest
way to build out a successful pay-TV business.
With marquee sports becoming ever more
expensive, combined with shrinking rights cycles,
maintaining a sustainable business is a continuing
challenge for many networks and operators.
In the first quarter of this year such rights grabbed
headlines thanks to soaring prices.
In April, News Corp’s Star TV in India coughed
up a staggering Rs38.5 billion (US$729 million) to
broadcast a range of Indian cricket leagues for the
next six years, including the home matches of the
national cricket team. On a per-match basis the
rights fees were up by almost 30%.

For Zee Network’s Ten Sports, which also serves
the fast-growing markets of the subcontinent and
the Middle East, the rationale for shelling out
huge sums for sports rights is unequivocal. “It is
a Catch-22 situation,” says Sanjay Raina, Chief
Operating Officer of Ten Sports. “I need to be in the
game.”
And Raina sees no end to rising acquisition
costs, at least for flagship properties.
Of course, exponentially escalating content
costs are not unique to Asia. “Any emerging
market or economy brings with it a growth phase,
proliferation and finally inflation,” notes Manu
Sawhney, Managing Director at ESPN Star Sports
(ESS). “Competition from new channels and new
platforms is the most significant reason for rising
rights prices.”
Even so, expectations of continued enormous
growth have also led to some “off-target numbers”
in terms of acquisition prices. “The upgrade
CASBAA
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The rising cost of TV sports licensing is leading broadcasters to
rationalise their coverage, as Craig Stephen discovers
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In both the Hong Kong and
Singapore markets, operator
competition rather than just
consumer demand, has been
responsible for driving up
rights prices

Ten Sports‘s Chief Operating Officer Sanjay Raina

of networks following government-mandated
digitisation in India and the spread of DTH have
all played a part in some of the higher prices paid,”
says Raina.
Although cricket and football are generally the
most popular sports content, Raina says there is
still revenue to be made by increasing the variety
of sports on offer. “Extended choice means there is
everything new to pay for, including niche sports
such as golf. Overall the propensity to pay is getting
better.”
In contrast to the on-going euphoria surrounding
sports TV acquisitions in India, the view is rather
more sanguine in Hong Kong and Singapore, where
operators have been through the highs and lows of
winning and losing in rights cycles and have had
to develop more comprehensive sports acquisition
strategies.
In Hong Kong in 2009, PCCW’s NOW TV lost
its EPL rights to cable operator iCable. But that
was a calculated outcome, says Janice Lee, MD of
TV and New Media at PCCW. “We had seen costs
escalate and at the end of the day we [chose to be]
prudent with EPL when we assessed the costs and
the benefits.”
According to Sawhney, one of the pricing issues
is an incorrect estimation of market potential
by new players. This can become a “winner’s
curse” where too much has been paid for rights to
generate a return.
Lee says PCCW has two considerations
when calculating how much to pay for sports
acquisitions. “There is the business case based on
affordability for the consumer and what price the

market can bear. The other situation is where rights
have strategic value and some properties can be
used as a loss leader.” She believes that in both
the Hong Kong and Singapore markets, operator
competition rather than just consumer demand, has
been responsible for driving up rights prices.
This puts operators in a tight spot. “The question
is how long you can run something as a loss leader,
especially when rights are often limited to threeyear terms,” Lee says.
This is echoed by regional broadcasters. Rights
deals need to be sustainable, says Roger Hall,
Managing Director of Setanta Sports International.
“When it comes to paying for rights, we have to
understand our customers, their platforms and
their financial goals. There is no use in massively
overpaying or getting drunk on the euphoria of a
three-year cycle only to find you do not have a
sustainable business.”
As for next time round, with EPL rights coming
up for renewal PCCW’s Lee is keeping all options
open. “We are interested in all great sports
properties,” she says. “The cycle has not yet started
[for EPL]. We need to wait until we get more
information.”
While EPL and Champions League football lead
the pack in terms of marquee soccer properties,
other soccer leagues are raising their game.
“The Spanish La Liga has had a revival with very
strong players and investment in talent,” says Lee.
“Broadcast quality has dramatically improved with
high-quality HD as well as better scheduling. We
always look at the timing of kick-offs which are
good for the Asian market.”
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There are vertical niches in
rugby, cricket and tennis,
where each of these sports
has a strong and passionate
following. These fans are also
willing to pay a premium

ESPN Star Sports‘s Managing Director Manu
Sawhney

In both Hong Kong and Singapore consumers
have access to a wider portfolio of sports properties
than ever before. NOW’s sports programming
strategy has been evolving and is less dependent on
single properties. “Today, we probably have more
sports channels than anywhere in Asia,” Lee adds.
There are now more “vertical sports” which
target one-channel households. “There are vertical
niches in rugby, cricket and tennis, where each of
these sports has a strong and passionate following.
These fans are also willing to pay a premium.”
Lee cites the addition of exclusive NBA
basketball and La Liga games that NOW offers, as
well as three golf channels. “There is a value in
aggregating different sports. They do not have to be
mass market.”
Down in Singapore, cable operator StarHub
has also been re-evaluating its sports line-up. Like
PCCW, it lost its EPL rights in 2009 to new entrant
SingTel.
“We used to say that EPL is the crown jewel
of TV content, but not having it for the past two
seasons made us wonder if there is more to life than
football,” said Iris Wee, Vice-President of Home
Solutions and Content at StarHub. While StarHub
expected perhaps a 10% subscriber churn after
losing EPL rights two seasons ago, Wee says its
subscriber base has been resilient.
StarHub is also learning how to live with a
government ruling that all newly acquired exclusive
content must be offered to the subscribers of
competing pay-TV operators. “Naturally, this has
an impact on our content acquisition model,” says
Wee.

StarHub, meanwhile, hopes to make the best of
the UEFA Euro 2012 soccer tournament (June 8 July 1), for which it acquired exclusive rights. “We
look at content on a case-by-case basis and only
acquire content on an exclusive basis if it makes
economic sense for us to do so,” Wee says.
StarHub has anyway been broadening its sports
offering. “While the EPL retains its popularity,
viewers in Singapore now appreciate a wider range
of sports beyond football,” says Wee. She highlights
how NBA basketball, helped by strong promotion,
is a property creating a new level of interest.
Local sports are also moving up to the first
division. Badminton and table tennis, longconsidered “Asian-dominated”, are becoming
more popular in Singapore. A strong international
showing by the local women’s table tennis team has
helped.
Meanwhile, StarHub has been doing its best
to generate interest in local football. It claims a
strong response to its coverage of the Malaysian
Super League where it is the official broadcaster
and sponsor of the Lions XII football team, the only
Singaporean team in the league. “Kick-off times
are favourable and there is a strong sense of rivalry,
which spurs excitement among the fans,” says Wee.
Another factor driving the proliferation of sports
channels has been the new strategies adopted by
some of the originating rights owners. The clubs,
leagues and their agents are changing the way they
sell.
Rather than sell to a single pan-regional
broadcaster, there are more instances of contracting
on a national basis. “Five-to-six years ago there
was a move by some of the major properties to sell
territory-by-territory rather than selling regional
rights,” says PCCW’s Lee.
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We look at acquiring strategic
rights that are sustainable
investments

Setanta Sports International‘s Managing
Director Roger Hall

This is a trend also seen by Wee at StarHub.
“That strategy can work for rights holders – the
ability to generate greater value from a property
with stronger marketing support from the local
platform in order to build a loyal following for the
sport.”
However, PCCW’s Lee says this does not spell
the end for pan-regional players since some
properties still require regional scale.
That’s something Setanta Asia agrees with, having
launched its regional network 18 months ago
focused on a selection of northern and southern
hemisphere rugby union, as well as rugby league.
Rugby might not have the same mass-market cache
as EPL or Champions League, but Hall notes that
it doesn’t come with a huge price tag. “We look
at acquiring strategic rights that are sustainable
investments,” he says.
“It is not just about the content, but also an
extensive marketing exercise. You have to make it
entertaining to be popular, as well as fully satisfying
the fan group,” says Hall.
Yet each deal has to be tailored for the local
market. “Local operators often do not necessarily
understand rugby. We have to work harder for them
with a level of marketing support.”
Certainly, it is not sufficient to acquire and hold
content. “It needs to be transformed and translated
into multiple meaningful, relevant and engaging
formats for fans and business partners,” adds
Sawnhey of ESS.
And there is increasing flexibility in the
terms that can be offered to pay-TV operators
by networks. “Commercial agreements can be
structured with fixed payments, or tied to ARPU

or based on a revenue-sharing, premium a la carte
model,” says Hall.
For regional broadcasters and pay-TV operators,
the secret is sustainability and that means extending
your ownership of the IP, according to Hall. “The
widespread use of three-year lifecycles can be
devaluing for the sports broadcaster and platforms.”
Thus all Setanta’s rights are purchased on fiveyear terms. “The aim is to become so embedded
that you are always the strongest party going into
the renewals process,” he says.
Indeed, Hall believes the short rights cycle has
ultimately led to some of the regulatory pushback
seen in markets such as Singapore.
“Regulatory reaction to protect consumers
is caused by having rights cycles that are too
short where the market does not protect their
interests,” he says.

Other events
The Singapore government is reviewing its
“designated event” lists, and CASBAA is
participating in those discussions.
Other properties affected: The up-coming
Olympic Games in London led to renewed
debate in Australia over new “anti-siphoning”
restrictions (interestingly the International
Olympic Committee has cried “foul”!)
Meanwhile in Malaysia, the Ministry of
Information Communications and Culture
has issued a “Determination on Sports Events
of National Significance” imposing a “must
offer” obligation on broadcasters holding
rights to a list of sporting events to be shared
with other broadcasters on “reasonable
commercial terms”.
The full implications of this ruling have yet
to be determined
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REGULATION IN CHINA

A ‘turf war‘ over content
oversight
Beijing has curbed advertising and entertainment programming
across the board just as China begins to experience the digital
revolution. It remains to be seen what the long-term effects will be,
as George W. Russell finds out

W

hen Youku, owner of China’s mostpopular online video site, decided
to acquire smaller competitor
Tudou in a US$1 billion stock deal
announced in March, it probably wasn’t to access
millions of free YouTube-style home videos.
Apart from the cost savings – estimated at up
to US$60 million annually – associated with
the consolidation, the merged Youku Tudou can
reasonably expect to become an Internet television
powerhouse in China.
“We intend to lead the next phase of online
video development in China,” Victor Koo, founder,
chairman and chief executive officer of Youku, said
at the time. “Managed” IPTV is expected to become
the next emerging area for the Chinese Internet
industry, and the living room will become the next
battleground for Internet companies.
And the authorities, who have cracked down on
advertising and TV programming in recent months,
are slowly turning their attention to new technology,
such as Internet television and set-top boxes.
Yet, recent regulatory policy constraining
“entertainment” programmes on satellite-TV
channels faces a backlash by driving bored viewers
to seek entertainment programming online. “If
entertainment shows are broadcast on video
websites, consumers will spend more time on
those sites,” says Jesse T H Chang, a partner with
TransAsia Lawyers in Beijing and a member of the
CASBAA Council of Governors.
However, he adds, if management can come
up with attractive programmes to replace those
entertainment shows lost to the new policies,
television stations might be able to maintain
their ratings – unless the programmes in question
become available via illegal online streaming sites.
Thus Chinese regulators are slowly catching
up with the digital space. One recently issued
document, Operation and Management
Requirements for Licensed Internet Television
Operators, permits set-top boxes to be connected
to the Internet, but only via the national integration

platform for Internet television and only in cities
chosen for network convergence trials.
The Announcement Regarding the Strict
Prohibition of Providing Audiovisual Programming
Over Internet-Connected Television Set-Top
Boxes, issued in July 2011, generally prohibits
video websites from providing content to Internet
television users via set-top boxes.
Hans-Günther Herrmann, counsel in the Hong
Kong office of the Paul, Weiss, Rifkind, Wharton
& Garrison law firm and also a member of the
CASBAA Council of Governors, notes that some
legislation is motivated not by overall policy
direction but by inter-agency rivalry.
For example, China‘s State Administration for
Film, Television and Radio (SARFT) prohibits access
to the Internet via satellite-TV broadcasters, so only
video-on-demand is available. “SARFT does not
want leakage into an area regulated by the Ministry
of Industry and Information Technology,” he says.
“They’re protecting their turf.”
Generally, legislative attitudes towards the influx
of new technology are reactive, says Chang, and
any legislation addressing them is
promulgated only when the need
for it arises. However, regulators
play a more proactive role in
some instances. “For example,
it was recently reported that
SARFT’s science and technology
department is actively promoting
the development of an operating
system and terminals for smart TVs,”
Chang notes.
The Chinese government knew
very well its most recent stiffening
TransAsia
of rules for television content
Lawyers‘s Jesse
was not going to be very popular
TH Chang;
Paul, Weiss,
with viewers. Perhaps worse, the
Rifkind,
authorities included a stipulation
Wharton &
that operators would not be able
Garrison‘s
Hans-Günther
to make schedule changes even if
Herrmann
ratings plunged.
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Herrmann says he will wait until the new
leadership is in place before forecasting whether
the crackdown marks a long-term policy change
within SARFT. “We need to look beyond the
party congress and the sacking of Bo Xilai,” says
Herrmann, referring to the removal from office of
the Chongqing party secretary in March 2012.
Indeed, Herrmann argues that, overall, Chinese
TV policy has been broadly progressive, even if
intermittently so. “China does change,” he says.
“They are much more tolerant of entertainment and
getting more relaxed over time.”
Some experts say the crackdown is a government
move to protect state broadcaster China Central
Television (CCTV) by restricting entrepreneurial
provincial satellite stations, though the rules seem to be
driving advertisers away from rather than back to CCTV.
To be fair, some of the decrees‘ provisions would
be reasonable in any market: there are measures to
curb depictions of smoking or to restrict advertisers
from exaggerating their products’ claims. But others
appear to be what one columnist described as “an
attempt to remagnetise the nation’s drifting moral
compass”.
One immediate effect of the decrees might
be the crippling of TV station revenues. “SARFT
intended to force television stations to pay more
attention to social and moral values, rather than
only focusing on ratings,” says Chang.
“While the quality of entertainment programmes,

which were previously criticised as being
uncreative or too alike, is improving as a result, the
revenue of television stations has been adversely
affected,” Chang adds.
The rule barring commercial breaks came into
effect just as CCTV and the four biggest provincial
satellite stations were holding their annual Upfront
auctions. CCTV raised a record US$2.25 billion this
year, representing 12% growth over the previous
year. Since the restrictions, CCTV has had to offer
advertisers previously unsold or new spots.
One effect might be a shift by advertisers to
digital. McDonald’s, among other clients, have
hinted that a bigger ad budget may be earmarked
for new technology, an area in China where
regulation is still being formed.
China’s complicated licensing framework
requires separate licences for addressing computer,
mobile and connected-TV usage. Chang says the
prospects of streamlining the regulatory processes
remain unclear.
“Generally speaking, this will depend on the
development of technology, the resources available
to legislative bodies and the capability of the
relevant authorities to implement and enforce the
law,” he says.
Chang adds that current policy recognises that
the culture industry is an important growth engine
for the national economy. “This, we hope, will serve
as an impetus for improved regulation.”

tv programming restrictions
It was the sweeping scale of new regulations
covering entertainment programming that
shocked TV programmers when they were
announced October last year. The State
Administration of Radio, Film, and Television
(SARFT) ruled that channels could air only two
entertainment programmes a week, and none of
more than 90 minutes in duration.
“It affected dating shows, game shows and all
kinds of popular programming with the highest
ratings,” says Hans-Günther Herrmann of Paul,
Weiss, Rifkind, Wharton & Garrison.
Stations were given just two months to
change their programming and, at the same
time, were required to increase news and
cultural programming, including producing their
own programming. “It changed the landscape,”
says Herrmann.
A week earlier, SARFT had issued a decree
limiting advertising placement, frequency and
duration. Decree No. 61 ruled that outside of
the “golden hours” of 7pm to 9pm only two

commercials were permitted in each 45-minute
block and the duration of each could not
exceed 90 seconds. During the golden hours,
advertising may be inserted once per 45-minute
block and the duration may not exceed one
minute.
In effect, advertising within dramatic
programming was banned outright. In other
words, says Herrmann, advertising was “reduced
to zero in the most popular content in the
period of highest ratings”.
The reasons behind the growing TV
restrictions remain unclear. SARFT claimed they
stem from increasing viewer demand to curb
“vulgar” programming, though ratings would
suggest otherwise.
There also might be a political subtext to the
decrees. Many observers think they are aimed
at ensuring politically correct broadcasts in the
lead-up to the 18th national congress of the
Communist Party, to be held later in 2012, and
the resulting leadership transition in Beijing.
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Broadening horizons

R

egulation and market forces appear to
be at work in creating a pay-TV boom
in Malaysia, say industry players. New
technologies have helped bring down
the cost barriers to entry, while the prospect of
competition is set to lower subscription prices.
In addition, Malaysia’s increasingly affluent
population is seeking more diverse forms of
entertainment. “Pay TV in Malaysia is growing
steadily and continues to be
an attractive proposition to
the greater population,” says
Henry Tan, Chief Operating
Officer for Content, Strategy
and Marketing at Kuala
Lumpur-based Astro.
Accounting firm
PricewaterhouseCoopers
(PwC) reports that it has
a positive outlook for
Malaysian pay TV, with
2010 revenues of US$47
million and estimates of
US$55 million in 2011 and
Astro‘s Chief Operating Officer Henry Tan US$67 million this year. PwC

forecasts a compound annual growth rate of 19.4%
between 2011 and 2015.
Established 15 years ago, Astro’s three million
customers represent a 50% penetration of TV
homes in Malaysia. Nevertheless, Tan sees potential
to grow even further. “We will continue to expand
our core business by offering innovative content,
products and services to cater to our customers’
diverse needs,” he says.
While Astro continues to dominate Malaysia’s
pay-TV scene, competition is the order of the day.
Deputy Information, Communication and Culture
Minister Joseph Salang Gandum said Malaysia,
with about 6.6 million households, has a large
enough pay-TV market to promote competition. “As
the Malaysian public can afford a greater value of
content, there will be more money falling into that
industry, and it will create an environment that is
not only profitable for the content providers, but
also entertaining and informative for the viewers,”
he said.
Gandum made his comments at the March 30
launch of Capital TV, which is claimed to be
Malaysia’s first business channel. Capital is carried
on HyppTV, which launched in March 2010 on
CASBAA
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Viewers can expect more diverse content as new players join the
country’s booming pay-TV market. George W. Russell reports
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Telekom Malaysia’s
(TM’s) UniFi highspeed broadband
(HSBB) service. About
60,000 subscribers
signed up in the first
year. The company
said the total had
reached 320,000
by March 2012 and
was forecast to reach
400,000 by the end of
this year.
This level of takeup suggests there is
substantial unmet
demand among
Malaysian pay-TV
consumers, according
to industry players.
TM‘s EVP New Media Jeremy Kung
“There has been a
pent up demand for alternatives to what is currently
available in the pay-TV space in terms of content
offering and quality of service and we believe this
will translate into decent take-up for our offerings,”
says Jeremy Kung, Executive Vice-President, New
Media, at TM in Kuala Lumpur.
Meanwhile, new cable operator Asian
Broadcasting Network (ABN) is scheduled to launch
in June 2012 providing a basic package of between
40 and 50 channels. It says it has budgeted for a
subscriber base of 500,000 by the end of 2012,
representing about 15% of the local pay-TV market.
Other potential entrants include Maxis and YTL
Communications, who have announced plans to
launch IPTV services later this year.
Astro says it is unfazed by the prospect of sharing
the pay-TV stage with the newcomers. “There
have been and will always be new competitors
in the industry,” says Tan. “New technology will
continue to enable new means of distribution and
customer demographics demand an evolving value
proposition.”
Tan says Astro is seeing significant growth in
services and package take-ups. “New customers
are coming in and existing customers are
buying more,” he says. “More than 25% of our
customers have upgraded to high-definition (HD)
programming via Astro B.yond. We will continue to
innovate and provide the best of local, regional and
international content, while leveraging on the latest
technology to meet customer trends and demands.”
However, the company is rolling out additional
services. February 2012 saw the launch of
Malaysia’s first subscription-free satellite TV, Njoi,
by Astro. “Njoi serves to introduce a multichannel
experience to a larger population which would

create new opportunities,” says Tan. “At Astro, we
continue to evolve and expand our service delivery
offerings from DTH (Pay & Free) to IPTV and soon
OTT services.”
One lure for new players is the industry’s rising
advertising revenue. Nielsen’s latest report for
Malaysia shows total advertising expenditure in the
country slipped 0.9% year-on-year to M$856.21
million (US$278.89 million) in March 2012.
However, there was good news for pay TV, which
rose 6.7% year-on-year that month, compared with
a 10.4% fall for free-to-air (FTA). Pay TV’s share of
the adspend pie grew to 21.7%, just behind FTA
TV’s share of 25.5%.
“Pay-TV advertising expenditure will continue
to see a positive growth in Malaysia,” says Tan.
“Pay TV provides opportunities for advertisers to be
targeted, and to reach out to a quality audience.
There needs to be more education on the benefits
and options available on pay TV. With Njoi,
advertisers now have options for both targeted and
mass reach.”
Incoming players are cautiously optimistic.
“Pay-TV advertising revenue will continue to grow
but the share between channels will continue to be
thin,” forecasts Sreedhar Subramaniam, President
and Chief Executive Officer of the Petaling Jayabased ABN.
Indeed, the pay-TV landscape has changed
rapidly with the introduction of new platforms
in Malaysia. “We see existing pay-TV customers
moving up the value chain with the introduction of
HD, PVR, IPTV and OTT services,” says Tan.
Kung says HyppTV also differentiates itself from
the competition. “Other media cannot present the
same interactivity as TM’s HyppTV,” he says, “with
the ability of this product in fully maximising its
interactive service. We believe our offerings can
also go beyond TV screens.”
One position where TM can place itself is as an
“aggregator for aggregators, which is very much in
line with what we do in HSBB – be an infrastructure
provider to other service providers,” Kung says.
HyppTV is relying on HSBB’s aggressive takeup drive. “The target [is] to increase take-up to

Pay-TV advertising
revenue will continue
to grow but the share
between channels will
continue to be thin
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50% of premises passed in the next three to five
years. There will be improved offerings for HyppTV
with more interactivity, more channels and VOD
offerings to increase active HyppTV customers
among our UniFi subscribers.
“HyppTV is also able to provide services such
as video-on-demand, multiplayer gaming, highspeed Internet access and free voice calls,” Kung
continues. “This is another key success for this
project since now the TV experience is no longer
just about delivering a broadcast channel to
customers but also making their lives easier.”
However, Subramaniam notes that, based on
his company’s research, consumers are generally
“technology agnostic”. He adds: “The media
platform that delivers the best quality services,
at the right price point and customer service will
win the day. There will, therefore, be a lot of
cooperation between competing media platform
operators that have invested in their own content
and channels.”
Kung agrees that cooperation will be important. “In
the area of content… we are talking to all the parties,
including the content providers, because we need
it and we won’t discount the possibility of working
together with some of them now. IPTV allows more
rich content and applications to be broadcast [and]
gives opportunities to local and international content
providers to leverage off our platform to promote their
content via our IPTV service.”

Leading the broadband
charge
Malaysia is well ahead of neighbouring countries in terms
of high-speed broadband (HSBB) reach and subscriber
base, research shows.
Informa Telecoms and Media estimated that the
country’s HSBB fibre network had 310,000 subscribers and
passed 1.2 million premises by the end of April. This reach
is just behind the 1.3 million households scheduled by the
end of the year.
HSBB is an open-access national broadband network
(NBN) 70% owned by Telekom Malaysia (TM), and 30%
owned by the Malaysian government. TM was awarded the
M$11.3 billion (US$3.7 billion) public private partnership
contract without a tender in 2008.
Malaysia‘s HSBB adoption places it well ahead of its
nearest rival by customer take-up, Singapore‘s NG-NBN.
By April 30, NG-NBN adoption was at just 130,000, due to
delays deploying in-building wiring.
Australia‘s A$43 billion ($42.9 billion) NBN has
meanwhile signed up only 7,000 households, while New
Zealand‘s UFB has just 500 subscribers.

Malaysian
customers seek
a mix of local,
regional and
international
content. “In recent
years, we placed
great emphasis
on creating
vernacular content
to cater to the
different customer
segments and
the success has
been rewarding,
especially with
ABN‘s President and Chief Executive Officer
Sreedhar Subramaniam
shows like
Maharaja Lawak
(King of Comedy) which set a new benchmark for
comedy among Malay audiences,” says Kung.
And Tan says there is a great demand for
localisation of content drawn from foreign
programming. “The success of Master Chef
Malaysia, which garnered over six million viewers,
is a testament to this.”
Increased demand is being met by local shows
made with bigger budgets and better production
quality. “As local content development matures
in terms of personnel, financial investment and
facilities, we should see more locally produced
programmes and the creation of new independent
broadcasters distributing multiple channels on
multiple platforms,” says Subramaniam.
HyppTV’s local content is centred on Emas, a
joint venture between TM and local terrestrial giant
Media Prima, which features a back catalogue of
30,000 hours of classic Malaysian programming,
such as Majalah 3, Sinaran Pasport Kegemilangan,
Pi Mai Pi Mai Tang Tu, Wanita Hari Ini, Malaysia
Hari Ini, Senario, Melodi, Persona Bintang, Nona,
and Jejak Rasul. “It is important that viewers are
reintroduced to these yesteryear programmes which
also gives a chance to the younger generation to
watch these talked-about programmes,” says Kung.
TM has also cooperated with Bernama, the
Malaysian state-run news agency, to provide the 30
minutes of news programming daily and has also
signed contracts with three Hollywood studios to
broadcast their content, and all are providing HD
channels.
“Content is very expensive and most content is
exclusive to the successful bidders; at an expensive
price too,” says Kung. “At TM, we are always looking
forward to acquiring new content and we have
set aside a decent budget to build a compelling
selection of live and on-demand programmes that
we believe will entice TV viewers to HyppTV.”
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CASBAA CONVENTION 2012

Conventional wisdom

I

ntending participants in the CASBAA
Convention 2012 say it’s a combination of the
serious and the social that makes the event an
irreplaceable fixture amid a growing number
of diary options over the year.
As the business of multichannel television has
become more complex, involving a broader range
of companies, the convention has become the one
time in a year that CASBAA’s increasingly diverse
membership can get together – a place where ideas
are debated, alliances secured, friendships made
and careers advanced.
“The CASBAA Convention is an excellent
opportunity for the industry to come together. It
is in the interest of everyone to work together and
leverage synergies, and the convention provides a
great platform for us to gather and discuss or work
on common issues like tackling piracy or driving
advertising sales on cable and satellite every year,”
says Tom Keaveny, President and Managing Director

of Discovery Networks Asia-Pacific.
The decision by senior figures in the Asian cable
and satellite world to shift away from a third-party
regional conference with its own agenda, to run
one of their own, helped bring the industry together
around not only one event but one organisation.
The CASBAA Convention, which represents a
footprint of 18 key markets in Asia Pacific with 130
member organisations from around the world – has
since become the one event where all the players in
the multichannel universe unite.
Steve Marcopoto, President and Managing
Director of Turner Broadcasting System Asia Pacific,
has a few conventions under his belt. “Like the
CASBAA magazine's title, the CASBAA convention
is all about connections in an industry which
revolves around people and relationships. It's a
great venue for making, enhancing and leveraging
connections,” he says.
“The first CASBAA Ball was when we became
CASBAA

Illustration: Harry Harrison

Plans for this year’s CASBAA Convention are already in full swing and
will bring together some of the biggest names and brightest minds in
the industry. Jo Bowman previews CASBAA 2012
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Glenn Parker, Vice President of Sales Australia, Asia and India, Getty Images

a community; the moment where a lot of people
who were running hard to build businesses
came together to celebrate. It's since become the
signature social event of the year, capturing the
spirit, the fun and the energy of the industry that we
all love.”
The four-day CASBAA Convention 2012 will
kick off on October 29 at the Grand Hyatt Hong
Kong, and will bring together broadcasters,
platforms, operators, content providers, satellite
services, technology, carriers and ad agencies
from across Asia and the world. Delegates
can expect lively debate surrounding keynote
addresses, “In Conversation” sessions and panel
discussions.
And, of course, the hard work will be balanced
by networking breakfasts, lunches and official
receptions, allowing delegates to reconnect with
their peers over a drink or meal, and forge new
partnerships in an informal setting. The annual
CASBAA Golf Masters and the Charity Ball provide
an opportunity to blow off some steam and have
some fun.
“The CASBAA annual convention is the premier
industry event in Asia. Nowhere else can you
network with all the senior players in the pay
television industry in one place,” says William
Wade, Hong Kong-based President and Chief
Executive Officer of AsiaSat and a Convention
regular. “The real highlight is after the hectic
week of meeting after meeting, you finish with
the CASBAA Ball, where you have the opportunity
to see people in their true light. If you are serious
about pay television in Asia, the annual convention
is a must attend.”
The Getty Images team were convention firsttimers at the 2011 event. The companies CASBAA

represents and the industry it serves comprise
a large part of the Getty Images customer base,
given that production companies and broadcasters
license their images, footage and music for use in
film and programme creation.
Getty Images also partners with content
producers to represent their content and licence it
for commercial use worldwide. “These relationships
are extensive and require deep understanding of
the industry, the market and the players within it,”
says Glenn Parker, Vice President of Sales Australia,
Asia and India at Getty Images. “For this reason,
CASBAA is an ideal place to meet, enjoy and
discuss those issues and partners. The CASBAA
Convention provided the perfect opportunity for
our team to get under the skin of the industry, and
gave Getty Images a vehicle through which to
remind key decision makers of the breadth and
relevance of our digital content offering.”
Kevin Dickie, Discovery’s Senior Vice President
and Head of Content Group, hasn’t missed a
CASBAA Convention in more than a decade.
The fact that so many companies and individuals
are drawn to the event makes it the ideal time
to schedule appointments with affiliates around
the official sessions, which he says often take a
backseat to the back-to-back meetings on the sidelines. “It’s fundamentally a networking event – the
networking event,” Dickie says.
For him, the 2011 Convention panel discussion
on competition and opportunity in the Malaysian
pay-TV market was the height of what the official
sessions can provide – passionate debate. “That was
by far and away the best convention session I’ve
been to; they need more of that.”
Marcopoto still recalls the Millennials session
in 2008 as a real eye-opener. “We had a room
full of the industry establishment faced with the
fearless teenage disruptors, making for a session
that was as enlightening as it was entertaining,” he
says. “It was fascinating to get an early glimpse of
media consumption trends that have since become
standard. It was really the first time that many of us
saw live and in person the dawn of over-the-top TV
and non-linear, non-network consumption looked
like and felt like.”
Parker says last year’s speakers did well to focus
on industry issues rather than businesses promoting
themselves. “From that perspective, speakers are
selected well and briefed appropriately, which is a
credit to CASBAA,” he says. But most memorable
was the Ball. “Who cannot enjoy Vince Viola and
Mark Patterson as Super Mario and Luigi? Kelly Jang
as a Rubik‘s Cube and Jeremy Carr strutting his stuff
in flares?”
Look out for a detailed preview of the 2012
Convention in the Q3 edition of Connections.
CASBAA
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Bruce Dover, CEO,
Australia Network
Running a state-run broadcaster on business lines can involve treading
delicate paths, given the political and commercial pressures, as George
W. Russell finds out

T

wo decades ago, Bruce Dover was an
Asian correspondent working for an
Australian media group, often vainly
explaining why his home country’s
famously parochial media should print news from a
continent that seemed half a world away.
Today, he’s responsible for shaping Australia’s
television image in the rest of the world as CEO
of Australia Network, an 11-year-old international
broadcasting service that beams to more than 44
countries across Asia, including the Pacific Ocean
islands and the Indian subcontinent. “We strive
to provide informative content that is relevant,
engaging and entertaining,” he says.
“Broadly speaking, our role is to promote
Australia’s interests in the region by providing a
credible, reliable and independent voice,” says
Dover, who has been CEO since 2007. “We are
presenting a window on Australia and Australian
perspectives on the world through its news,
information and documentary programmes; and we
project images and perceptions of Australia in an
independent, impartial manner.”
That impartiality has been sorely tested over
the years, and no more strongly than when the
network’s operation was put out for tender.
During a tense two-year battle over its future,
when the network’s funding was placed on

Australia Network’s funding can
be affected – for better or worse
– by the whims of the political
party in power at any given time

Australia Network‘s CEO Bruce Dover

hold, made very evident the perils of relying
on a publicly funded budget. Nevertheless, the
Australian government has now committed to
providing around A$20 million a year in funding
over 10 years.
“Nothing is ever certain in politics,” says Dover.
“Australia Network’s funding can be affected – for
better or worse – by the whims of the political party
in power at any given time, and is also subject
to fluctuating budget shortfalls and economic
downturns,” he says.
A former News Corp executive – whose efforts
to help build STAR TV’s foothold in China is the
subject of his 2008 book Rupert’s Adventures in
China: How Murdoch Lost a Fortune and Found a
Wife – Dover tries to apply private-sector rectitude
to expenditure. “Transmissions, carriage fees and
the increasing cost of quality Australian content in a
fragmenting market are the major cost issues.”
Dover says he tries to set priorities across the
network’s business units and allocate budgets
CASBAA
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Independent news and current affairs is the
cornerstone of the Australia Network schedule,
amounting to about 30% of the total output

accordingly. “I say ‘No’ a lot,” he says. “We are also
increasingly looking at improving revenue streams
by commoditising the ABC content archive –
particularly in relation to OTT and emerging digital
platforms.”
In the spirit of BBC Worldwide and other
commercial units of state-run broadcasters, the
Australian broadcaster has a global sales unit,
ABC Commercial. “[Its] ABC Content Sales [unit]
distributes television, radio and online content
and programming to the worldwide media
marketplace,” says Dover. “As more opportunities
for content distribution open up, it’s often more
effective for a media brand to provide content
rather than operate their own channels and delivery
platforms.”
Independent news and current affairs is the
cornerstone of the Australia Network schedule,
amounting to about 30% of the total output. “State
broadcaster the ABC, together with Australia
Network, has probably more correspondents on
the ground in Asia and the Pacific than any other
Western broadcaster,” he says. “While it is a
uniquely Australian perspective we bring, it is from
the region and for the region.”
As a former correspondent, Dover remains
committed to an Australian news presence in
the wider region. “Once a journalist, always a
journalist, so of course I remain deeply interested in
the extraordinary economic and political changes
taking place in Asia and the Pacific,” he says.
However, Dover says he is also trying to diversify
overall programming. “The Asian market is already
cluttered with news channels so we have pursued
a multi-genre strategy that allows us to showcase
the very best of Australian children and education
programming, drama, documentaries and lifestyle.”
Dover also acknowledges that the network
is open to programming with a more Asian
texture. “Our goal is to transition from acquiring
content that is predominantly made for Australian
audiences to co-productions of purpose-made
content that is more relevant and more targeted to
regional viewers,” he says.

Like all media players, Australia Network intends
to deliver more content in the digital environment,
such as OTT television. “Over the coming months
we are planning to roll out a suite of iPhone, iPad
and Android applications on the back of technology
developed by the ABC,” says Dover. “As content
becomes available, we plan to offer an international
version of the ABC’s extremely successful iView
service, as well as genre-based OTT content.”
The growth of multiple platforms, despite
challenges, can help Australia Network achieve its
goals. “On the one hand it means we can engage
with audiences when they want, how they want
and on a device they want,” says Dover. “However,
it also means access to content is becoming
increasingly cost prohibitive.”
Australia Network, he says, acquires a large
percentage of its programmes from third parties,
who of course want to retain certain rights for their
own exploitation. “This often means that we’re
unable to take advantage of opportunities in the
digital space to engage with our audience.”
Dover says CASBAA membership can be very
helpful to smaller players such as his organisation.
“Australia Network is a relative minnow compared
with the big media giants who have both the money
and political clout to get what they want,” he says.
“We need and use CASBAA to effectively push
the case of the second-tier players – CASBAA can
represent all interests – big and small.”

CASBAA

Q2 2012 53

TECHNOLOGY

Soft power
The growth of over-the-top television and other digital delivery
platforms has fuelled a boom in software development. George W.
Russell looks at some new CASBAA Member companies

A

s over-the-top (OTT) and other digital
delivery systems evolve they require
dedicated teams of technicians
and engineers to meet the software
challenges. So it’s no surprise that the CASBAA
membership roll features a number of new cuttingedge industry software developers.
Of course, the software designers and
manufacturers are focused on issues such as video
quality and network capacity. And, of course, such
companies must also establish profitable business
models.
“We are an innovator of new consumer touch
points and we deliver new ways of monetisation,”
says Reuben Verghese, Vice-President for Asia at
Accedo.
According to Verghese, Accedo’s success can
be credited to “very good relationships with the
manufacturers, TV operators and media companies
supported by a breadth of knowledge of the new
wave of connected devices.
“But let’s be clear, we don’t make the devices,”
adds the Hong Kong-based Verghese.
Constant research and development is the key:
“We have a product-development team working
on all our main lines. We also have an application
innovation team working on more ‘bleeding edge’
and disruptive technologies and user experiences.”
As with so many companies working in the
sector, collaboration on seamless integration is also
a priority.
Working with other platforms including Java and
.Net, Accedo provides the ideas and the solutions
to run on top of Web-connected consumer devices.
In January, Accedo announced it would integrate
automated content recognition specialist Audible
Magic’s solution into its TV applications.
“One of the major hurdles for truly innovative TV
application development is content recognition,”
said Accedo CEO Michael Lantz at the time.

We focus on emerging markets
where localisation, social and
economic factors require a fresh
approach

Accedo‘s Vice-President Reuben Verghese

Verghese says it is also essential for Accedo to
develop its operations in Asia. “We are currently
seeing a lot of very fast change in TV across Asia
especially with digital media delivery over IP,” he said.
Another CASBAA Member newly focusing on
Asia is Netherlands-based ExSet, which provides
software and security applications to the broadcast
sector. “We focus on emerging markets where
localisation, social and economic factors require a
fresh approach from traditional technology supplier
companies,” says Rahul Nehra, Global Head of
Sales and Marketing.
Exset’s security focus helps content creators
across the distribution value chain to monetise
their content without fear of IP theft. “Piracy has
the potential to destroy content creation companies
as well as operators,” Nehra warns. Exset, he says,
offers “all-encompassing” security.
For example, Exset infrastructure is able to
secure DTH, cable and head-end-in-the-sky
systems while addressing TV sets through a set-top
box, a universal serial bus interface, a commoninterface conditional access module (CAM) or a
free-to-air dongle. “We also complete the operator
monetisation chain by putting a robust digital rights
management regime in place,” he adds.
CASBAA
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Exset Head of Sales and Marketing Rahul Nehra

Exset has established beachheads in four countries:
The Netherlands, Estonia, India and the UK.
“The management team sits in London, the best
place from which to drive a global team,” he says.
“And the head office is in the Netherlands along
with the key development teams, while Tallinn in
Estonia is our centre for software talent.”
India, with some 80 million subscribers set to
“go digital” by 2014, is Exset’s most important
potential market as the country undertakes what
could be the biggest and fastest digital transition
on the planet. “India also helps us to address
Southeast Asian markets, which too are positioned
for significant growth,” says Nehra.
If there is a clear trend among the software
suppliers manufacturers, it is their response to
the profound changes driven by rapidly shifting
consumption habits.
“The more devices that can deliver video to
viewers on their own terms, the better off we
will be,” says Keith Wymbs, Vice-President of
Marketing at Elemental Technologies in Portland,
Oregon, which makes software designed for video
content creation and supplies video processing
technologies.
The main driver of Elemental’s growth is the
trend towards multi-screen IP video delivery. “In
the last three years, we’ve seen an explosion of

The more devices that can
deliver video to viewers on
their own terms, the better off
we will be

professional content intended for decoding by
all manner of devices: iPads, iPhones, Android
devices, game consoles, and set-top boxes,”
Wymbs says.
This avalanche of content places enormous
pressure on video encoding infrastructure. With
such systems buckling under the weight of the new
workload, Elemental helps “the programmer, the
service provider, and the broadcast customer to
scale efficiently and cost-effectively,” Wymbs says.
“The simultaneous delivery of adaptive bit-rate
video content to 20-plus different devices creates
a bottleneck in the video infrastructure that only
powerful video processing can solve.”
Enter Elemental with its ability to develop its own
technology. “In terms of flexibility, we rely heavily
on the fact that the great majority of our code,
including the video codec, is developed in-house,”
says Wymbs. “This allows us to react quickly to
technology change and innovate in a creative and
time-compressed manner.”
Technology doesn’t have to be complex to
be clever, as is demonstrated by China-based
Shenzhen State Micro Technology (SMiT), which
makes Conditional Access Modules (CAM) for a
wide range of platforms. “Consumers are accessing
high quality entertainment benefiting from the
simplicity of our CAM solutions,” says Chief
Financial Officer Meiqing Levin.
With a more than 90% share of the Chinese
CAM market, SMiT is now looking for global
expansion. “We are expanding rapidly in Russia,
Turkey, India and Brazil, where the number of
digital pay-TV subscribers is increasing rapidly
and TV broadcasting of all kinds is migrating from
analogue to digital,” says Levin.

Elemental‘s Vice-President Keith Wymbs
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APAC key to global
adspend

C

ASBAA will soon release a
groundbreaking study of the global
television advertising market, with a
particular focus on Asia Pacific, pay
TV and the industry’s response to the current
challenges in the market.
The study, Advertising in View, demonstrates that
Asia Pacific is emerging as the engine of global
TV advertising growth. Asia Pacific accounted for
36.3% of the world TV advertising spend in 2011,
and that figure is forecast by GroupM to rise to
37.4% in 2012 – largely fuelled by investment in
China and India.
Asia Pacific is experiencing some of the
strongest growth in TV adspend in the world.
GroupM forecasts show the adspend is expected

to rise 10.3% in 2012, compared with average
global growth for the year of just 7%. (Only Latin
America, with 13.3% growth forecast, is expanding
more robustly).
The fastest-growing TV advertising markets in
2011 were India, with growth of 23%, Indonesia
(22%), Vietnam (20%) and the Philippines and
Pakistan (both 19%).
Experts differ over whether the Chinese market
is now bigger than the Japanese market. GroupM
notes that China has been the No. 1 regional
market since 2009, when it overtook Japan.
PricewaterhouseCoopers says Japan is top dog and
does not see China taking the lead until next year
at the earliest.
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China and India are in the bottom quintile of
advertising per person, according to Haymarket data.
However, both countries are the keys to the future of
global advertising, according to media forecasters
Asia Pacific now accounts for a third of global wealth
– about the same as Europe, with North Americans
contributing 28%, according to Credit Suisse research.
But China alone is home to 9% of the world’s wealth,
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and India a further 2%. The bank found that while
wealth per capita is only US$21,000 in China and
US$5,500 in India – compared with US$300,000 in
Australia and Norway, and US$500,000 in Switzerland
– it is more than double that of a decade ago. China is
home to 4% of the world’s US dollar millionaires, and
the number of individual millionaires is forecast to rise
from 1 million people in 2011 to 2.4 million in 2016.
Japan is home to 11% of such millionaires

Economic impact of advertising spend

Australia, New Zealand, Singapore, South Korea and
Taiwan saw restrained media growth compared with
nominal GDP, but in India, Indonesia, Malaysia and
Philippines media growth far outpaced GDP growth.
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in infrastructure and locally relevant content has
increased. Globally, about half of all households with a
television have a multichannel TV service as well as the
free-to-air offering. There are now more multichannel
connections in Asia Pacific than the rest of the
world combined, and this is bringing about a shift in
advertisers’ allocation of budgets.

Terrestrial television has proved to be more vulnerable
to recession-induced budget cutting than the overall
broadcast market, which is being lifted by strong
growth in multichannel spend. Pay TV, while well
entrenched in the US and much of Europe, is a
relatively new offering in Asia Pacific, although
penetration has been growing rapidly as investment
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As a paid-for service,
multichannel television has
tended to attract a more
affluent audience than their
free-to-air counterparts. Asia
Pacific pay-TV audiences
have more disposable
income available to spend on
technology and luxury.
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SHARE OF MULTICHANNEL
HOMES BY REGION
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Asia Pacific is home to more than half of the world’s multichannelconnected households, a sharp increase over recent years thanks to
infrastructure development and locally relevant content production.
The multichannel audience wants a greater choice of viewing options
and has the ability to pay a monthly fee to receive that choice.
Consumers who take out a pay-TV subscription tend not only to
watch more television than they otherwise would, but also spend the
majority of their viewing time watching channels they have paid for,
rather than the free-to-air alternative. In markets with high pay-TV
penetration rates, the viewership has shifted from one covering only
an elite audience to more of a middle-class consumer and then to
the mainstream. Advertisers see multichannel TV as another way of
reaching a mass audience that includes affluent viewers

Source: SNL Kagan
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India Forum
March 20, 2012, New Delhi

Digital Matters – CASBAA panel

Photo credit: Jean Gorguet Photography

May 22-23, 2012, Singapore
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KL Upfronts

CASBAA/NCTA Asia breakfast

April 19, 2012, Kuala Lumpur

May 23, 2012, Boston

Japan Doorknock
April 13, 2012, Tokyo
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HANS-GÜNTHER HERRMANN
Paul, Weiss
conor woods
Setanta Sports
stephen hau
Shenzhen Skyworth Digital
Technology
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CEO MEMO

The importance of cultivating young, talented
and enthusiastic individuals is fundamental to
the continued success of multichannel TV

Upfront with the new
Membership and advertising are among our priorities

W

ith the year well underway,
CASBAA continues to diversify its
membership base, welcoming new
companies representing all facets
of the multichannel-TV industry from around the
globe.
Japanese cable operator J:COM joined CASBAA
as a Corporate Member while international law firm
Olswang joins us as a Member through its office in
Singapore.
Further additions in 2012 have included
Chinese conditional access modules specialists
Shenzhen State Micro Technology (SMiT), US
transcoding specialists Elemental Technologies and
digital audience insight providers Kantar Media
Audiences, all of whom reflect CASBAA’s growing
effectiveness as an industry representative within
Asia and worldwide.
Elsewhere in CASBAA Connections you will have
seen reports of the CASBAA Upfronts in Hong Kong
and Kuala Lumpur. Among the participants in this
year’s CASBAA Advertising project are newcomers
BBC World News/BBC Knowledge and AETN’s
History Channel, which have joined Discovery
Networks Asia, Fox International Channels, Sony
Pictures Television, Turner International, Universal
Networks International and platform TrueVisions. In
Kuala Lumpur we were fortunate to be supported
by local operator Astro, who helped organise
the half day of quick-fire presentations for the
120-strong audience of agencies and clients.
Meanwhile, to boost CASBAA’s profile in the
advertising sector, the Association has announced
the appointment of a full-time Head of Advertising
Development, Jenny Setnicker, responsible for
marketing the benefits of multichannel advertising
and investment to media agencies, clients and
trade media. Based in Singapore, the new post
encompasses further development data and
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actionable insights relevant to the multichannel-TV
industry in all its forms.
Of course, the importance of cultivating young,
talented and enthusiastic individuals is fundamental
to the continued success of multichannel TV. To
ensure that junior staff members are encouraged
to become future leaders, CASBAA is launching
“Young CASBAA”, a new grouping that will allow
unparalleled networking opportunities, give a
macro-view of multichannel TV and provide
an outlet for innovation and new ideas. We are
currently on the lookout for charter members to
join this exciting new project and welcome any
nominations from our membership.
CASBAA’s ongoing efforts to keep you informed
and connected continue with the annual
Asia Pacific Television Directory, published in
association with Campaign Asia-Pacific. The
directory is the definitive listing of broadcast
companies in Asia Pacific, with more than 2,000
company listings of television-related companies
in the region. Make sure your company or
organisation is included in this indispensable
resource.
Another initiative to help us stay in touch with
our membership is our database management
project. Members will be receiving calls from
the CASBAA-contracted database management
company, Datatrade, asking you to verify contact
details for your membership of the Association. We
hope you will be able to participate in the process
as it is important that your individual contacts are
correctly logged so we can efficiently “Inform,
Represent and Connect” with you from time to
time.
CASBAA has a full slate of upcoming activities
and initiatives planned and we are looking forward
to your continued participation.
Simon Twiston Davies

CASBAA Calendar 2012
Date

Event / Meeting

Venue

Jun 18 (Mon)

Satellite Industry Forum

Singapore

Jun 19 (Tue)

Council of Governors Meeting

Singapore

Jul 19 (Thu)

Board of Directors Meeting

Hong Kong

Sep

TV Upfronts

Bangkok

Sep 18 (Tue)

Council of Governors Meeting

Hong Kong

Sep 18 (Tue)

CASBAA Mixer

Hong Kong

Oct 4 (Thu)

Board of Directors Meeting

Singapore

Oct 29 – Nov 1

CASBAA Convention 2012

Hong Kong

Nov 1 (Thu)

Charity Ball

Hong Kong

Nov 1 (Thu)

Annual General Meeting

Hong Kong

Nov 1 (Thu)

Council of Governors Meeting

Hong Kong

Nov

TV Upfronts

Singapore

Dec 6 (Thu)

Board of Directors Meeting

Singapore

Dec 6 (Thu)

CASBAA Mixer

Singapore

