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Disclaimer

The following presentation neither constitutes an official position of 

the European Telecommunications Satellite Organization 

(EUTELSAT IGO), nor of any of its Member-States. It can contain 

unintended factual errors and/or omissions. Its sole purpose is to 

illustrate selected topics and issues as a part of public debate within 

the confines of the International Telecommunications Union, of 

which EUTELSAT IGO is a sector member. All opinions are 

personal. 
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Commercial TV – revenue is key driver
1. Revenues side – advertising (Free to Air), pay TV (issues: 

audience habits, competition with other media) 

2. Delivery – Terrestrial, Satellite, Cable, Internet (parameters: 

reach, speed, quality)  

3. Programming – news, entertainment, sports (parameters: 

competition for talent, rights: costs!)

4. Technology – investment levels, convergence with 

telecommunications (issues: competition, investment)

5. Regulatory environment (media, telecommunications, 

copyrights)

6. Valuations by investors (growth, cash flows, other investment 

opportunities, value of programming rights). 3
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TV Broadcasting media model – revenue 

driven (i.e. value added, non-commodity 

business)

1. Advertising 

2. Subscriptions (recurring revenue)

3. Pay-per-item (one-off programming licences, pay-per-view 

showings)

4. Public financing (separate set of challenges)

5. Merchandising

Lagest country market: US Different percentages in different 

markets. 
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Advertising structure
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What drives advertising revenues?

• Cost of reaching audience (Cost per Thousand, or CPM/CPT)

• Ratings (driven by popularity of shows and time slots)

• Relevance to target audiences (as defined by advertisers)

All above are interlinked

Generally: best content -more audience  lower CPT 

competitive advantage - More $$$
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Challenge – shift in viewing patterns 
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Challenge – paying on-line grows but slowly
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Challenge – there are only 24 hours/day!
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OTT vs. traditional pay tv – still small but 

growing. Telecom meets media
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So is TV dead for advertisers? No, it is not.
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Commercial TV business – what to look at?

1. Revenues side – advertising (Free to Air), pay TV (issues: 

audience habits, competition with other media) 

2. Delivery platforms – Terrestrial, Satellite, Cable, Internet 

(parameters: reach, speed, quality)  

3. Programming – news, entertainment, sports (parameters: 

competition for talent, rights: costs!)

4. Technology – investment levels, convergence with 

telecommunications (issues: competition, investment)

5. Regulatory environment (media, telecommunications, 

copyrights)

6. Valuations by investors (growth, cash flows, other investment 

opportunities, value of programming rights). 13



Telecom delivery platforms

1. Terrestrial Free to Air  FTA (mostly social – basic packages)

2. Cable TV – high density areas. Both FTA and pay

3. Satellite Direct to Home -DTH (as opposed as satellite as a B2B 

vehicle

4. Internet
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Few words about SatCom and TV

1. Traditional GEO business  still get a lot (some most) revenues 

from TV (Eutelsat S.A. SES S.A.  – 66-67%%), 

2. However, the business (top-line) flat or slightly falling

3. Need to find new sources of revenues (Broadband, Mobile, IOT)

4. DTH-centered business fair better than B2B delivery (because 

of fiber)

5. Exposure to emerging markets better than to developed markets 

in TV segment

6. Competition from Telecom in Media: Multiple partnerhips in the 

indusry between Telecoms and OTT (e.g. Deutche Telecom and 

Netflix, ComCast and Hulu. British Telecom and Amazon etc.
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AREAS OF COMMON 
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Thank you for your attention

Piotr Dmochowski-Lipski

Executive Secretary

EUTELSAT IGO

UNCOPUOSGeneva, 7 June, 2019
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