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....Marketing the Satellite Industry

Satellite is amazing: It helps us
deliver TV, even from the remotest
corner of the world, it powers transport
systems and retail payments, enables
cellular backhaul, helps drivers find the
right route, and connects rural
communities to the Internet, to name
just a few of the many use cases. In the
midst of disasters, it is often the only
means of communication which can
work, and enables the emergency

services to do their job and get to
people in need.

Satellite is used by people across
the globe every single day. The problem
is that, for the most part, they have
absolutely no idea that the technology
they are using is powered by satellite.
In many cases, perhaps that doesn’t
matter, however recent challenges such
as the World Radiocommunication
Conference 2015 (WRC-15), where

valuable satellite spectrum was at threat
of being given to the mobile industry,
makes me think that perhaps it is
important after all.

As an industry, we are often guilty
of preaching to the converted. The
satellite industry publications are full of
fantastic case studies and articles citing
the brilliance of satellite, and I am by
no means saying that should stop.
Indeed, it is certainly important for those

Why we need to market the satellite
industry
The satellite industry is extremely effective in marketing itself internally. Satellite operators are
well-practiced at spreading awareness of their operations to end users, while technology
manufacturers know exactly how to raise awareness of new products and their capabilities to
those who would use them. However, when it comes to the satellite sector marketing itself to the
outside the world, there is a major shortcoming, which provides opportunities to competing
technologies to enhance their position in the market. Helen Weedon, PR Consultant at Radical
Moves PR, highlights the capabilities that satellite can offer to the world at large, and how we
might better market the industry to consumers on a global scale.
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within the industry to hear about and
share these success stories. However,
telling the industry that satellite is
fantastic will almost certainly get an
overwhelming agreement from the
entire audience. Telling Joe Public that
satellite is amazing is a whole different
ball game altogether.

Why bother?
WRC-15 saw the entire satellite industry
hold its breath waiting to see its fate. A
lot of work had gone into ensuring the
story of satellite was told well. However,
imagine how much it could have helped
our case if, for example, the general
media had been full of stories about
services enabled by satell ite
technology, particularly C-band. I would
also have liked to have seen the mobile
industry publications full of stories about
satellite technology. Okay, so they may
have been somewhat reticent to help us
make a case, but I believe that we
should be making more of an effort to
work with the mobile industry, as
ultimately we need a resolution that will
work for both. Making our case with
them seems to be a valuable way for us
to easily explain why we need the
spectrum, but at the same time we need
to recognise their challenges too.

Of course, WRC is not the only
challenge facing the satellite industry.
As other communications networks are
improving, satellite is more and more
being considered the poor relation. Take
the world of Internet connectivity, for
example. People in rural communities
told that satellite is their only option
often feel that they are being given a
raw deal. Working for a client that

delivers satellite broadband, I have
seen many a push back from people
who genuinely think that satellite is
simply not good enough for Internet. Of
course, a few years ago, they would
have probably had a good argument,
but high throughput satellites (HTS) can
provide fast, or even superfast
broadband across the globe. Indeed,
my client has many a happy customer
now getting a good service which is
enabling them to do their job, even in
the middle of nowhere. These stories
need to be told. This perception is
echoed across the globe and in any
number of applications where we know
satellite truly does have an important
role to play. The more it is seen as the
poor relation, the more people and
companies will be looking to other ways
of staying connected.

Telling the stories
The SSPI has started the ball rolling
with its Better Satellite World initiative.
If companies from across the world and
from any part of the chain were to get
involved, supplying interesting case
studies about how satellite has indeed
created a better world, that would surely
be a good starting point. However, we
then need to ensure that the message
and stories are getting out past the
satellite community. Getting out to the
general public to convince them of the
benefit of satellite could be tricky, but it
is important. One method would be to
use one of the biggest users of satellite
to help – the broadcasters. I genuinely
believe that programming about
satellites and what they enable could
be fascinating if made and presented
well. With input from some of the major
players in the satellite community,
perhaps we could make that happen.

Getting the amazing stories being
collated out to the general media is
about finding the r ight angle. A
technology focused magazine, for
example, could well be interested in the
way in which satellite works. These
publications would generally also need
to see technology in action, such as a
demo of satellite broadband or a speed
test. In other cases, it may be a case of
leading with the human element of the
story, such as schools in Africa being
connected thanks to satellite.

Of course, social media can also
have a huge place to play here, but it
requires the stories being told from
players across the industry to really
capture the interest across the globe,
as well as a great deal of effort to build

that community.
Coming back to the challenge of

WRC, we need to be thinking about it
now and be nicely ahead of ourselves.
I would love to see honest roundtable
discussions between key players in the
satellite industry and their counterparts
in mobile. This could be done in
conjunction with both a satellite and a
mobile publication for write-up and
perhaps even streamed as a webinar.
Not only would this strengthen relations
between the two camps, but also give
us an opportunity to put our points
across way before the next meeting is
due. Who knows, with the right experts
in the room, there may even be some
great ideas to get to a suitable
resolution for all parties.

Inspiring the next generation
I have heard a great deal of talk about
the need to inspire the next generation.
That is absolutely crucial and
something that will make a huge
difference to the long-term growth and
survival of the industry, both in terms of
attracting new talent and of making
people entering other industries want
to use satellite technology.

The point I have made many times
about inspiring the young generation is
that we very much need a hands-on
approach. Yes, we should inspire them
with stories of what satellite can do, but
they will be far more inspired if they get
to press buttons and see things happen,
and that is true of primary school
children r ight up to university
undergraduates. One possibility is that
the satell ite industry could host
exhibitions aimed at that generation,
featuring exciting and thought-
provoking exhibits. Another vision could
see an old London double decker bus,
with satellite dishes on top and a whole
host of demos inside, be driven from
school to school to get pupils inspired.

Sharing the load
Of course, although some satellite news
does make it out into the more general
domain, very little has been done in a
concerted effort, and marketing beyond
our industry is something that is way
down on the list of priorities for most
people. That’s understandable as there
are always more immediate things to
action. Add to that the fact that it is an
enormous task and one that will not be
simple. However, if every satellite
company did a little, we would soon
make a massive collective noise and
maybe start to change perceptions.
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