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Video is the fastest growing traffic 
category on the Net; by the end of 
2010 it will have surpassed peer-to-
peer traffic as the growth volume 
leader. By 2014, according to one 
unusually accurate source, video will 
account for more than 90 per cent of 
consumer Internet traffic. Managing an 
increase of this magnitude will tax the 
ingenuity, financial structure, human 
resources and physical infrastructure 
of communications service providers 
and vendors at every level of the value 
chain. Worse, competition is pushing 
prices down and ARPUs are falling - 
just when networks must be expanded to 
handle the growing traffic. 

Mobile data will grow almost 40 times 
between 2009 and 2014 and video 
will account for the biggest part of the 
growth. Overall, by 2014 3D and HD 
video traffic will account for more than 
40 per cent of Internet video.

Operators have to build new business 
models and network capacity in parallel 
and they have to discover how to turn 
video traffic into cash. Their core 
business will no longer be telecoms - 

most of their revenues will have to come 
from other related sources. Billing for 
bits is not enough; service providers 
need to discover ways to bill for what 
they deliver, and equipment vendors 
of all types will have to race to help 
them do it more efficiently and cost 
effectively. Finding ways to earn more 
from higher margin business users will 
help, as always, but not sufficiently; 
consumer traffic is growing more rapidly 
than business traffic - analysts expect 
that business will generate less than 15 
per cent of the traffic by 2014. 

This issue of Connect-World Asia-
Pacific looks at how this astounding 
growth in video usage will affect the 
region’s ICT sector, business users and 
consumers alike. Video will force the 
sector to re-think and remake itself, so 
the theme for this issue is - The video 
renovation.

Fredric J. Morris, 
Editor-in-Chief, Connect-World 
fredric.morris@connect-world.com 
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A rich supply of Internet addresses is vitally 
important to the deployment of many new 
technologies including cloud computing, smart 
grids, RFID, IPTV among others. Without IPv.6, 
the next generation of Internet addresses, growth 
will be delayed. Today, IPv4 addresses are rapidly 
approaching exhaustion. Once IPv4 exhaustion 
occurs it will no longer be possible to create new 
dual stack routers, bridges, hubs etc. as there will be 
no IPv4 addresses available. 

The Parliament of Mongolia and Government 
of Mongolia gives high priority to broadband 
network development, including IPv6 transition, 
and to core networks and ICT as main driving 
tools and catalysts for Mongolia’s socio-
economic development. 

Mongolia’s economy is in transition, as so many 
other developing countries, and broadband 
development strategy, including transition to IPv6, 
is vital to Mongolia’s future. Both the government 
and the private sector must work together to relieve 
the situation. 

Development policy and strategies

The government’s development strategy considers 
the ICT sector among its greatest priorities. The 
government’s 2005 Mid-term Strategy for the 
Development of the ICT Sector will be implemented 
according to the E-Government Master Plan, and the 
subsequent E-Mongolia National  programme. 

The E-Mongolia National  programme intends to 
establish an information society and the foundation of 
a knowledge based society in Mongolia through the 
extensive use of ICT in all sectors of our society so 
that, by 2012, Mongolia becomes one of the top ten 
ICT developed countries in theAsian Region 

Mongolia’s E-Government initiatives include a 
build-up citizen-centred, result-oriented, market-
based government by utilizing ICT throughout 
the government sector, including central and local 
administrative units. 

One of the main objectives of the Government 
Action Plan for 2008-2012 is “to ensure transparency, 
openness, speedy and fair service delivery and 

accountability in public administration and strengthen 
mutual trust between the state and citizens”. 

Four pillars support the government’s policy for the 
ICT and telecommunications sectors:

1. Establishing the appropriate policy, legal and 
regulatory framework;
2. Developing the country’s telecommunications 
and information infrastructure using IP based 
networks for access to reliable and affordable 
connectivity;
3. Establishing an economic and business 
framework for the utilization of ICTs in governance 
and other applications; and
4. Developing human resources to effectively 
utilize ICT.

Mongolia’s National Broadband  programmeme calls 
for migration to IPv6 by 2015. 

Regulatory frameworks

The CRC, established by the Communications 
Act of 2001, is an independent Mongolian 

Information network development and IPv6 in 
Mongolia
by B. Boldbaatar, Chairman and CEO, Communications Regulatory Commission, Mongolia

The Internet of things, cloud computing and mobile Internet networks convergence, and 
more, are all important advances. The next generation of Internet addressing - IPv6 - will 
be essential to their development. In Mongolia, the government is moving forward steadily 
with its plans to complete the transition to IPv6. Mongolia and other developing countries 
need better information networks and broadband for their socio-economic development. 
Appropriate policies and regulatory frameworks that foster IPv6-based backbone networks 
are needed for Mongolia’s growth.

Mr Boldbaatar Bat-Amgalan is the Chairman and CEO of Communications Regulatory Commission of Mongolia. Before his appointment 
as Chairman, he accumulated experience in a broad range of organizations, including various government, private enterprises and non-
governmental organizations. Prior positions have included Vice-Chairman of Information, Communication and Technology Authority 
of Mongolia, Editor-in-Chief of New Era Publishing House, Director of international non-governmental organization and Assistant 
officer for Members of Parliament of Mongolia. Mr Boldbaatar is a veteran in the Mongolian Telecommunication and Information 
Technology Sector with market oriented experience. His contributions to Mongolia’s ICT development include the establishment of 
the USOF (Universal Service Obligation Fund), expansion of competition in mobile coverage, and the expansion of the Internet and 
television service opportunities.   

Mr Boldbaatar Bat-Amgalan received a Master of Science Degree from Mongolian National University.

National development
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Government regulatory agency. The CRC 
regulates and supervises a wide range of subjects 
including competition issues, the provision of 
networks and services for fixed line and wireless 
telecommunications, television, radio, and satellite 
transmission, spectrum management, postal services 
and the Internet throughout Mongolia. 

Key operators like Mobicom Corporation, 
RailCom, a subsidiary of Mongolia Railways, and 
Gemnet LLC operate their own private fibre-optic 
and microwave infrastructure along main backbone 
networks, roads and railways. A number of licensed 
VSAT service providers also provide value-added 
services such as managed network services and on-
line commercial bank services. 

The Internet service market is fully liberalized and 
there are approximately 106,000 Internet users. 

During 2009, the Government of Mongolia 
introduced DTH multichannel TV broadcasting 
covering all of Mongolia by satellite. The CRC 
licensed earth stations, which began operations in 
July 2009, for the Ku-band satellite; they provide 
capacity for more than 20 DTH television channels. 

In November 2009, the CRC granted two IP 
television (IPTV) and two Mobile TV licences in 
Ulaanbaatar, the capital city. This important step 
introduced IP services and new mobile applications 
and content to Mongolian people.

In 2010, four existing mobile operators- Mobicom 
Corporation, Skytel LLC, Unitel LLC, G-Mobile 
LLC - began 3G services. 

CRC established its nationwide System for 
Spectrum Management and Monitoring (SMMS), 
which includes mobile, portable and fixed radio 
monitoring and inspection facilities. With help 
from the World Bank, CRC purchased the SMMS 
equipment to strengthen its regulatory capacity, 
radio frequency regulation and broadcasting 
services and to properly implement ICT sector 
reform policies and promote competition and 
growth in the sector.

ICT infrastructure development 

The state owned Mongolian telecom 
backbone network consists of approximately 
1400km of digital microwave, more than 
12,100km of optical cable links, plus more 
than 400 VSAT systems linked to Ulaanbaatar 
and all provincial centres. Mongolia has 
made considerable progress in developing 
its information and communications 
infrastructure in recent years, particularly in 
the availability of modern basic service and 
cellular services. 

Mobicom Corporation-mobile service operator, 
RailCom, a subsidiary of Mongolia Railways, 
and Gemnet LLC operate their own private fibre-
optic and microwave infrastructure along main 
backbone networks, road and railways. Two 3G/
GSM system operators - Mobicom and Unitel 
LLC - and two CDMA system operators - Skytel 
LLC and G-Mobile LLC - are providing mobile 
communications services in Mongolia. Mobile 
telephone density per 100 people has grown from 
9.2 in 2002 to 82.2 in 2009. 

There were 52 Internet service providers in the 
market at the end of 2009. Internet service providers 
connect with key ISPs via fibre-optics networks; 
these are connected to Russia and China, and are 
operated by the Railcom Center, Gemnet Company 
and MobiCom Corporation . 

Prospect of IPv6 based network

Transitioning to IPv6 calls for a fundamental, 
costly, change in the Internet Protocol layer, but it 
will enable the expanded use of the Internet and the 
development of new networking environments and 
services.

A successful IPv6 transition must ensure 
effectiveness by fully understanding the needs 
and by creating a multi-stakeholder operational 
framework. The framework should be built 
upon needs assessment, planning and design, 
implementation, effective review, tracking 
mechanisms and capacity building. 

Policy and regulation

Mongolia’s National Broadband  programmeme, 
to be implemented by 2015 includes migration to 
IPv6. Its main goals are to improve the quality of 
life for all citizens by: 
• by increasing wide range, always-on, 
applications such as e-government, e-commerce, 
e-learning, e-health etc;
• through high speed and low cost broadband 
network with an IPv6-based backbone network (IP/
MPLS) which covers all of Mongolia; 
• by enhancing industrial productivity via ICT, to 
upgrade Mongolian competitiveness;
- To establish a high speed DWDM backbone 
network and national IP/MPLS network and 
migrate to IPv6.
- To provide universal data service for public and 
private organizations and households.

The following objectives are part of the main goal:
Governmental objectives -

• To create the legal environment needed to 
implement broadband policy; 
• In the capital - Ulaanbaatar:
o improve the capacity and quality of current 

broadband networks; 
o increase the number of broadband-based 
services and applications;
o develop converged services and technologies;
• In rural and remote area.
o create access networks for households; 
o improve Internet awareness;
o introduce triple-play services;
Information and Communication Infrastructure 
Objectives:
• establish high capacity data transmission 
networks, based on DWDM/IP/MPLS technology; 
covering the capital city, towns and 21 provincial 
centres; 
• establish metropolitan network in 21 province 
centres; 
• provide soums (administrative districts) that 
do not have fibre-optical network with high speed 
Internet accessibility; 
• establish a high speed data backbone and an 
integrated Internet gateway to connect government 
organizations in Ulaanbaatar;
• enable the introduction of modern ICT/IP- 
based services nationwide (Internet, IPTV, VoIP, 
Distance learning, Telemedicine, etc.) 

Transition roadmap and strategy

In June 2008, in the Seoul Declaration for the 
Future of the Internet Economy, Ministers of many 
countries highlighted the importance of encouraging 
IPv6 adoption. To this end, international 
benchmarking IPv6 deployment would help 
build awareness of the issues, support informed 
policymaking, and help monitor the impact of 
various policies.

Moving from IPv4 to IPv6 is not straightforward 
and mechanisms to enable the coexistence of, 
and transition between, the two versions have 
to be standardised. The transition requires the 
latest model equipment and involves a significant 
amount of manpower to ensure seamless migration. 
Implementation of a countrywide IPv6 project 
requires a phased approach, to appropriately handle 
the technology and security issues involved.

During the transition, both IPv4 and IPv6 will 
co-exist as a dual-stack operation on most of 
the Internet. The network infrastructure will 
have to be IPv6 ready before the protocol 
transition takes place. Given the exponential 
growth of data traffic, early preparation for 
infrastructure transition and of human resource 
is vital. Currently, the primary concern is IPv6 
infrastructure compatibility to mitigate the cost of 
possible network transition failures.

National, governmental, policies that establish 
roadmaps for capacity building, pilot projects and 
network audits are essential. l

National development
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“Difficult to see, always in motion is the 
future.” - Yoda

Network and information technologies 
relentlessly march forward getting 
faster, cheaper and better - year after 
year. We can thank Moore’s Law and 
similar notions for much of this progress. 
Naysayers always question why we need 
these dramatic new improvements, wonder 
what we could possibly do with it all, and 
ultimately hesitate investing because they 
are unable to envision specific profitable 
near-term uses. ‘What is the killer app?’ is 
a common question. 

Think back a little over ten years ago: Who 
could imagine what we could possibly 

do with more than 640K of RAM, or 
processors running faster than a few 
hundred megahertz, or network connections 
that were faster than dial-up? Going back 
further, similar concerns existed about PCs 
in general, LANs, and the Internet. Today, 
these concerns seem utterly ridiculous.

Yet, today we also hear: Who needs 100Mb 
(or Gb) to the home? How will people 
use terabytes of storage? What could a 
home user possibly do with four or more 
processor cores running at multi-gigahertz 
rates? Have we learned nothing from 
the past? Are we doomed to repeat our 
mistakes of inaction and indecision? With 
every technological step, all of us find new 
uses, new applications and new ways of 

interacting - every time. Just because we are 
too nearsighted to envision specifically what 
those uses are ahead of time does not mean 
that they will not happen. These new uses 
always happen. 

The truly insightful organisations will 
embrace the massive improvements in 
technology - deploying them ahead of 
specifically identifiable demands - so 
that they have the advantage as the new 
uses inevitably reveal themselves. Doing 
anything less ensures that your organisation 
will always be the follower, the laggard, 
watching other organisations reap the 
benefits of these new technologies before 
your organisation is able to react.

by Jeffrey Cox, Director - Network Research and Technology, BT Innovation & Design 
(BTID)

The future in motion

Network and information technologies get faster, cheaper and better each year and providers, 
businesses and consumers need to identify and adopt the truly compelling ideas at the 
applications and services layer that add value to their business and lives. They need these 
technologies, not because there is a killer app or because they know how these technologies 
will be useful. The new technologies will quickly find their uses, they always do, and users 
either adopt them or get left behind.

Jeffrey Cox is currently the Director of Network Research and Technology at BT; he has more than 25 years of experience in designing, 
deploying, and supporting large-scale enterprise and carrier data networks. Prior to joining BT, Mr Cox was the founder of Celion 
Networks, building optical DWDM transport equipment targeted at transporting enterprise data traffic. At Level 3 Communications Mr 
Cox was responsible for the global architecture of that company’s MPLS backbone and other packet infrastructures. Mr Cox designed 
and supported a large multi-protocol network infrastructure at Texas A&M University; he also built enterprise networks for various large 
corporations including Texas Instruments. 

Future technologies
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Which specific ideas become popular or 
successful is exceedingly difficult to predict 
with any accuracy. If I were particularly 
good at predicting the specific details of 
the future I suspect I would be in another 
line of work (bookie or broker come to 
mind) or, more likely, I would have already 
retired sipping drinks on an exotic beach 
somewhere. Possibly more difficult than 
predicting what will happen is predicting 
when it will happen. This particular fact 
has foiled many predictions in the past and 
is no more evident than in those predictions 
of the late 90s when the telecom bubble 
was fully inflated and ready to burst. In 
those exhilarating days we were predicting 
massive traffic growth (more than doubling 
each year!), gigabits to the homes, virtual 
reality displays…all within a few years. 

The excitement of the bubble enabled us to 
think about unbounded uses for the network; 
but it also skewed our perception of time, 
causing most to underestimate how much 
time and effort it would actually take to 
implement the future. Much of what was 
predicted then is now underway; it simply 
took ten years instead of two. 

Conversely, the double impact of the bubble 
bursting in 2000 and the near depression 
of the later part of the last decade have 
skewed our time perception in the other 
direction. We now think it takes ten years 
to implement any new technology and we 
are reluctant to invest in anything due to the 
uncertain future. It is highly likely that the 
reality of the coming decade is somewhere 
between these two extremes. Those who 
cling to the sluggish recessionary pace for 
too long will be rapidly left behind.

Now, my predictions for the coming decade

• Gigabit to the home will become the 
norm; it will enable video delivery and 
interactive video applications with more 
fidelity and features than ever before. The 
same pipe will be used for high-definition 
voice, Internet access, remote sensing, 
smart and secure homes, access to network 
applications and storage in the Cloud, 
and much more effective home worker 
environments - all occurring simultaneously. 
There will be no single killer app. 

• Wired network infrastructure will 
complete its migration to Ethernet-based 
link technologies with packet switching 
on top of that. This approach provides for 
the most flexible connectivity options and 
provides for very cost-effective loading of 

the network infrastructure and prioritisation 
of the packets.

• Migration to IPv6 will happen in homes, 
enterprises and carriers as the IPv4 address 
space is finally exhausted

• Voice will finally be moved completely 
to VoIP in all environments

• Wireless/mobile networks will undergo 
a massive overhaul. Nature created all the 
spectrum that will ever be approximately 
14.7 billion years ago. The quantity of 
spectrum hasn’t changed since, and the 
physical laws that govern its use have been 
revealed to us over the last hundred or so 
years. Until someone invents Star Trek’s 
‘sub-space’ communication technology, we 
are stuck with the spectrum, the ‘airwaves’, 
in use today- an exceptionally limited 
resource. Today’s incredibly wasteful and 
inefficient approach of allocating slices of 
spectrum to specific companies for specific 
uses will give way to far more efficient 
and flexible methods of agile cognitive 
radios. With such technology, spectrum 
can be dynamically allocated almost 
instantaneously and released just as quickly 
when no longer needed. The pressures of 
spectrum allocation will force governments 
and the industry to adopt such technologies. 
This will be a good thing for the consumers 
and businesses and will lead to more 
available bandwidth and applications over a 
broader coverage area.

• Even with the mobile spectrum 
enhancements, nothing will beat the wired 
connection when it comes to bandwidth. 
For wired communication, fibre will come 
to dominate. Unlike the airwaves (where 
everyone must share the spectrum), or 
copper (where spectrum is very limited), 
fibre allows us to use the enormous spectrum 
of light - again and again in adjacent fibres. 
The industry will accelerate the replacement 
of all other remaining wired technologies 
with fibre. Once fibre is ubiquitous, adding 
bandwidth becomes a matter of upgrading 
optronics at endpoints.

• The technologies and applications we 
use in our homes as consumers, in our 
businesses as employees and in carriers as 
operators will come together into a common 
set of hardware, software, applications and 
services. Only the scales will differ between 
the entities. This ubiquitous inter-networked 
infrastructure will provide an always-
on, always-connected environment that 
allows people to securely access whatever 

applications and content, wherever they 
want, whenever they want. 

Providers, businesses and consumers must 
focus on identifying truly compelling ideas 
at the applications and services layer that 
add value to their business and lives. The 
underlying infrastructure and systems 
need to become much simpler, unified and 
consistent in order to provide for a cost-
effective ubiquitous environment that 
delivers massive bandwidth. Focusing 
on adding complexity and features at the 
lower infrastructure layers will only give an 
illusion of progress while adding little value. 
l

Connect-World is 
celebrating its 15th 
anniversary

Through the years, Connect-
World’s authors told of the rise 
of mobile, of fibre, of wireless 
and of broadband; they told of 
the dot.com meltdown, of
digital inclusion and conver-
gence, of standards and break-
throughs, the rise of IP and 
the fall of switching and of the 
regulatory turnaround.

In every issue of Connect-World 
heads of state, ministers and 
regulators, heads of
international institutions and 
leaders of industry speak of 
what the ICT revolution, as it 
happens, means to the people 
in their regions of the world.

www.connect-world.com

Future technologies
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Mobility and the cloud

Growing with mobile in the cloud 
by Tim Greisinger, Vice President, Communications Sector, IBM, Growth Markets Unit

The network was the core of the telecom business, but the focus is shifting from connectivity 
to the consumer experience. Telcos hope mobile communications and services - including 
from the ‘cloud’ - will drive the earnings to replace falling voice revenues. Cloud delivered 
services - web-conferencing, VOIP, location based services, integrated social networking 
and analytics to exploit mobile information, interactive multiplayer gaming, and such - plus 
mobility, will provide constantly accessible services, empower users and build new markets 
for telcos.

Tim Greisinger is the Vice President of the Communications Sector for the IBM Growth Markets Unit; he leads IBM’s client and solution 
teams, market investments and growth strategies for the energy and utility, telecommunications and media industries in over 140 
countries worldwide. Previously, Mr Greisinger spent seven years in IBM’s Software Group leading the global industry solution business 
for these same three industries. He drove IBM’s software investments to address industry-specific initiatives such as Service Innovation 
& Delivery, Media-enabled Services, Optimized Industry Processes and Analytics. 

Tim Greisinger earned a bachelor’s degree in electrical and computer engineering from the University of Wisconsin and a master’s 
degree from the Kellogg School of Management in Chicago.

The telecommunications industry has 
experienced more change in the last decade 
than in its entire history. In 1999, only 15 
per cent of the world’s population had access 
to a telephone; by 2009, nearly 70 per cent 
had mobile phone subscriptions. The past 
decade also brought steep declines in public 
switched telephone network (PSTN) voice 
revenues, an explosion of over-the-top 
(OTT) communication services, phenomenal 
growth in mobile communications, 
global industry consolidation and even 
groundbreaking decisions by telcos to 
outsource their networks.

Communications service providers are well 
aware of the potential that connectivity, 

computation and cognition present. Rapid 
increases in broadband deployment and 
throughput capacity will further amplify 
this potential.

Fuelled by recent rapid adoption 
in developing countries, mobile 
communications have propped up the 
industry’s top line. Although increases 
in mobile Internet usage offer a glimmer 
of hope, the telecom industry faces some 
serious questions: Where will future growth 
come from? How will the industry evolve? 
Telco CEOs are acutely aware of the need 
for change, but unsure how to make change 
work. How can they replace falling voice 
telephony revenues and fend off new rivals?

According to a survey by the IBM Institute 
of Business Value, 87 per cent of telecom 
CEOs expect significant changes through 
2012, compared with 83 per cent of the 
total CEOs surveyed. Two-thirds of telecom 
respondents still worry about market 
factors, technological challenges and 
regulatory issues.

Advanced business offerings, such as cloud 
computing and managed services provide 
new growth areas.

Cloud-based services are emerging as 
an important new business model for the 
communications industry. Public cloud 
computing services will likely grow to US$89 
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Mobility and the cloud

billion by 2015, and many communications 
service providers (CSPs) want to capitalize 
on that growing market opportunity.

Worldwide, telcos view cloud computing 
as a new way to generate revenue and 
grow their business. Specifically, they are 
looking first to deliver new cloud services 
to customers; and then find new ways to sell 
their cloud to other businesses. For example, 
some telcos want to build their own cloud 
and deliver new services to existing 
customers such as web-conferencing, VOIP, 
or even location based services like search, 
maps and navigation.

Other telcos want to drive more value 
using their existing clouds; they are asking 
for help to sell these clouds as a service 
to new customers. For example, they can 
sell cloud capabilities such as networking 
optimization, scaling, and performance tools 
to help customers supercharge their clouds.

A return to strong growth requires the 
telecom industry to act collectively to 
create the necessary conditions for the 
emergence of profitable scenarios. They can 
do so by focusing their strategic priorities 
on those capabilities required to deliver 
the critical success attributes for growth 
scenarios, including:

• Global industry collaboration on 
common capabilities, enablers and platforms 
to facilitate innovation and improve 
competitiveness with global OTT providers. 
Enhancing the role of the service provider 
to enable new business models in adjacent 
vertical markets such as e-health, smart 
grids, transportation, retail and banking;
• Pervasive and open access connectivity 
for any person or object and a multitude of 
devices, optimized to cost-effectively deliver 
large volumes of data;
• Value propositions for third-party 
application and asset-light service 
providers with a range of coarse to 
granular wholesale connectivity offers, 
open interfaces to network capabilities 
and services enablers, and infrastructure 
support for common business process 
services (e.g., billing, CRM), along with a 
viable commercial model; and
• Harnessing information and business 
insights to reduce complexity and costs and 
to deliver new customer experiences that 
enable new business models.

Forward-looking telecom operators should 
examine information management and the 
use of analytics in this age of exploding 

mobile information. A study of 1,900 CFOs 
worldwide found that organizations that use 
analytics as part of their business model had 
33 per cent more revenue growth and 32 per 
cent greater return on capital invested.

There will be nearly ten billion mobile 
devices in use by 2015, according to Morgan 
Stanley. In two years, the mobile workforce 
should reach about 1.19 billion worldwide.

New software brings together the power of 
social collaboration and analytics to gain real-
time intelligence in a single, user-friendly 
interface, online or through mobile devices 
such as an iPad, iPhone or BlackBerry.

This new software provides business 
users with an integrated view of historical 
information with real-time updates to give 
users a complete picture of their business. 
Now, business users can benefit from 
accessing information with a range of 
views from simple real-time information 
to advanced predictive ‘what if’ analysis. 
Integrating social networking capabilities 
with analytics allow the employees to 
interact with each other in real time in 
communities, wikis and blogs.

This combination fuels the exchange of 
ideas and knowledge that naturally occurs in 
the decision-making process, but is typically 
lost in meeting notes, manual processes and 
emails. Users can now initiate activities, 
engage others with their expertise, post 
messages, files, links, and discuss or review 
opinions - all in real time for faster, more 
accurate decision making.

Because of the explosive growth of data it 
is more critical now than ever before that 
businesses have high-performance, cost-
effective, information management systeMs 
Database software can deliver 40 per cent 
performance improvements while providing 
ten times more scalability to allow for 
future growth.

Content analytics software is designed 
to help organizations more easily access 
and analyze structured and unstructured 
data such as documents, customer 
correspondence, web forms, email, and case 
notes to drive smarter decisions based on 
external and internal insights.

Businesses that use content analytics get an 
integrated view of all the information that is 
relevant in order to reach better and faster 
decisions, turning their content into trusted 
information and sources of business insight. 

By leveraging information as a strategic 
asset, businesses can now derive new 
intelligence and gain competitive advantage 
in a rapidly evolving marketplace.

A telecommunications company, for 
example, can analyze call scripts to identify 
early customer satisfaction trends about 
a new product or service and to adjust 
marketing efforts.

With more than 56 million customers in 
Japan, NTT DOCOMO is Japan’s premier 
provider of leading-edge mobile voice, 
data and multimedia services and is one of 
the world’s largest mobile communications 
operators.

The company uses content analytics to 
transform its customer service operations by 
using unstructured data to improve customer 
churn detection and customer voice analysis. 
NTT DOCOMO uses the software to 
identify trends and patterns from customer 
voices across our organization and provide 
better customer service, providing an 
integrated view of all information regardless 
of where it’s stored.

At one time, the core component of any 
telecom provider’s business was its network. 
Now, however, the focus is shifting from 
connectivity to the consumer experience. 
So telecom CEOs are looking beyond the 
development of new products and services, 
and investing in enabling their consumers to 
do more, more easily and enjoyably.

There are three ways in which telecom 
carriers can do this. They can extend the 
scope of the services they offer, such as 
offering integrated services like interactive 
multiplayer gaming and bringing the ‘long 
tail’ of otherwise unviable commercial 
content within popular reach; create a 
more convenient experience by making 
services accessible anywhere at any time 
via any device and providing more flexible 
payment processes or other capabilities, and; 
empower users by enabling them to control 
what they access and delivering services that 
are highly personalized.

Such enhancements may not generate 
substantial returns immediately but given 
the way in which the market is evolving, 
early movers will be in a much better 
position to capitalize on demand for 
new consumer experiences as economic 
recovery takes place. l
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Carrier IP services in South Korea
by Andrew Sviridenko, Chairman and Founder, SPIRIT DSP 

Competition from IP-based phone services, Skype for one, is starting to force incumbent 
operators to offer higher quality IP-based services to protect their traditional revenues. In 
South Korea this process is quite advanced; the major carriers are now offering inexpensive 
VoIP and video to consumers and enterprises alike. Their strategy is to offer higher quality 
services than the public Internet-based VoIP or OTT video provides. Operators are offering 
carrier-grade quality to enterprise customers ready to pay for the quality they need.

Andrew Sviridenko is the Founder and Chairman of SPIRIT a developer of Voice and Video over IP software; he has more than 17 years’ 
experience in the international software business. Mr Sviridenko is also founder and chairman of SeeStorm.com, a technology pioneer 
in 3D video software, and VideoMost.com, a multi-point, video-web-conferencing service, and a key shareholder of other technology 
start-ups.

Andrew Sviridenko graduated with honours from the Computer Science Department of Moscow State University. 

Voice and video over IP

With the FCC’s positive decision on net 
neutrality, popular VoIP providers like 
Google, Cisco-WebEx, Skype and Microsoft 
are quickly gaining market share competing 
against traditional telecom operators in the 
US, Europe and Asia. Now, carriers striving 
to protect their lucrative traditional minutes 
business must offer IP communication 
services to remain competitive.

The way for carriers to differentiate 
themselves is by offering a quality IP 
communication experience for voice and 
video. The quality for VoIP calls must be at 
least as good as a PSTN call and with HD 
voice, the VoIP quality is indeed much better 
than a PSTN call. 

As for video calling over IP, most of today’s 
video web-conferencing providers, like 

Cisco, WebEx, Adobe and Microsoft, charge 
significant monthly fees for their service and 
compete with traditional telecom operators. 
By licensing a while-labelled, multi-point 
video web-conferencing solution, carriers can 
offer their own branded IP communication 
services and satisfy the growing need for 
quality IP communications, while increasing 
ARPU and maintaining customer loyalty.

The South Korean market

South Korea is one of the most innovative 
and progressive telecommunication markets 
in the world. IP communications in South 
Korea has always experienced a higher level 
of uptake, compared to the US and other 
markets, quickly reaching mainstream and 
replacing traditional PSTN.

Deregulation, liberalization and privatization 
of the nation’s telecommunications industry 

has led to a booming telecom market, 
particularly in the development of mobile 
Digital Multimedia Broadcasting, the 
launch of WiBro, a South Korean standard 
for wireless broadband, services and the 
upgrades of 3G networks using HSDPA and 
HSUPA protocols.

The Korean VoIP market is predicted to reach 
US$1,180 billion in 2012, with a 34.8 per 
cent CAGR, according to market forecasts by 
research firm IDC Korea.
Today, KT is South Korea’s top fixed-line 
operator and the number two mobile carrier in 
the region. Other service providers competing 
with KT on the Korean market are SK 
Telecom and LG Telecom (now LG U+).

How do these companies benefit from 
offering high-quality IP communication 
services powered by a carrier-grade voice and 
video engine?
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LG - IP calling for consumers

LG U+, a leading South Korean telecom 
carrier, is pursuing the low-cost consumer 
VoIP segment with cheap PC2PC and 
PC2PSTN calls.

Together with NHN Corporation, the 
owner of Naver - Korea’s most popular 
Web portal with over 17 million visitors 
and over 1 billion page views per day, and 
the world’s largest ISP - LG U+ actively 
supports and promotes the Naver softphone 
service, which enables P2P and multi-user 
conferencing calls.

However, even with low-cost VoIP, LG’s 
subscribers expect voice quality to be at 
the same level or better a PSTN phone call. 
Cheap rates alone cannot make VoIP service 
popular, when sound is bad. 

The Naver softphone at the core is a 
voice engine that mitigates quality issues 
caused by packet transmission over the 
Internet. The highly optimized voice engine 
effectively resolves most common problems 
of IP communications including acoustic 
echo, jitter and packet loss, allowing LG 
softphone users to appreciate high-quality 
communications. 

KT - services over IP

KT is a Korean industry giant controlling 
more than 90 per cent of the country’s 
fixed-line subscribers and leading the VoIP 
expansion. KT’s SoIP (services over IP) 
integrates voice and video calling with data 
plans and is marketed as a premium service. 
KT, together with Reigncom, became the 
‘founding fathers’ of a brand new consumer 
device called the Wave Home media phone.
The Wave Home, designed to replace the 
traditional phone, marries a phone with an 
Internet terminal for immediate access to 
various Internet services. To accomplish this, 
KT has to deliver a calling experience with 
the same, or better, quality than a PSTN call.
The Wave Home is integrated into a user’s 
home network, so voice and video calls are 
transferred via the same Internet connection, 
along with movie downloads, online games 
and torrents, which means voice and video 
traffic wanders through common unmanaged 
local networks.

KT - IPTV and Video-Conferencing

IP services come to full blossom on the big 
screen in the home, giving subscribers the 
option to multitask, make voice and video 

calls, share videos/pictures, play games, chat 
with neighbours, order pizza, etc. - all while 
watching TV. Legacy set-top boxes support 
a limited range of interactive services, such 
as VoD (video on demand), PVRs (personal 
video recorders) and EPGs (electronic  
programmeme guides), as they lack real-time, 
two-way communication features. Innovative 
IP-enabled set-top boxes, on the contrary, can 
support interactive applications. 

Developing the set-top box for KT’s IPTV 
service, Kaon Media integrated carrier-grade 
voice and video engine to add quality video 
calling on top of the TV broadcast. Kaon 
Media’s IP set-top boxes overcome quality 
degradations caused by IP networks securing 
continuous high-quality video without broken 
pictures or other artifacts. 
 
KT - enterprise mobility services

Looking to attract the enterprise mobility 
market, KT launched a WiBro network in 
2006 (WiBro is the Korean version of Mobile 
WiMAX). IDC Korea forecasted that WiBro 
will reach 1.4 million subscribers in 2010. 

WiBro allows users to move between cells 
without connectivity breaks, offering a 
great fit for enterprises with geographically 
distributed employees. An IP-based WiBro 
service allows users to make voice and video 
calls through an enterprise PBX using a 
softphone application. To achieve acceptance 
and popularity of the service with enterprise 
customers, KT set strict requirements for 
terminals, with a special emphasis on VoIP 
call quality.

KT’s enterprise mobility soft-client, built by 
Nable Communications, works on terminals 
of major WiBro handset manufacturers, 
including LG and Samsung, and delivers 
uninterrupted high-quality, real-time voice 
and video over wireless networks.

KT - enterprise IP-Centrex service

VoIP is opening new opportunities for the 
enterprise market. Forrester Research predicts 
that by 2015, 95 per cent of the world’s 
enterprise voice calls will be VoIP-based. 
However, the fastest growing VoIP market is 
‘hosted IP voice’ or ‘IP Centrex’, predicted to 
reach more than US$7.6 USD billion by the 
end of 2010.

KT’s enterprise IP-Centrex service handles 
the incoming and outgoing calls of its 
corporate customers, routing them cheaply 
through KT’s own data network. The 

service allows enterprise customers to stay 
always connected while on the go. The 
employees can accept or initiate calls from 
their softphone in various communication 
scenarios: PC to PC, PC to public telephone 
systems, PC to mobile, etc.

Businesses have stricter quality 
requirements than consumers, so quality is 
the major differentiator with enterprise IP 
communications. However, since they rely 
on old voice codecs that were not designed 
for IP networks, soft-switches alone cannot 
guarantee high voice quality. By using a 
carrier-grade voice and video engine, KT 
has ensured high-quality communication 
for its customers.

KT’s strategy calls for deep penetration into 
the fixed-mobile convergence market. KT 
considers multiplatform IP calling a must-
have service, so they have structured a 
universal service that allows subscribers to 
call over mobile IP networks. The service is 
designed to run on both custom KT handsets 
produced by KT Tech and a number of 
popular handsets from Tier 1 OEMs 

Like the unmanaged public Internet, carriers’ 
networks - including all-IP infrastructures - 
suffer from packet loss, jitter and congestion. 
Aware of these challenges, KT turned to a 
multi-platform software media processing 
solution to guarantee carrier-grade voice 
communication in wireless networks. 

Every IP communication strategy needs a 
carrier-grade smart voice and video engine. 
Quality of service has become a major 
differentiator and a major influencing 
factor for a user to purchase IP-based 
communication services. Users are hot 
for new features available with voice 
and video over IP, but they are unwilling 
to accept lower quality than that of a 
traditional PSTN. To deliver high-quality 
IP communication services to subscribers, 
carriers should rely on ‘smart’ carrier-grade 
voice and video engines that address all 
issues inherent in IP networks. Particularly 
in the enterprise-focused market, where 
quality is a major priority, multi-point 
video over IP conferencing allows carriers 
to monetize this service and add new 
and lucrative revenue streams, unlike 
inexpensive VoIP. l
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Echoes of the past

This time of the year typically allows people 
to reflect - not only on the past year, but 
also on the year ahead. Now, as we enter 
2011 and prepare for the opportunities and 
challenges it brings, we can look back on the 
truly remarkable first ten years of the new 
millennium. The last decade was bracketed 
by two significant events - 9/11, and the 
global economic crisis. Our society has also 
quietly shifted to an Internet-centric model, 
marked by the rise of social media, the 
devices and tools we now use to connect with 

others and access vast amount of information 
like never before. 

The pace of change has been startling. While 
it took three years for the Internet to reach 
50 million users in the early 1990s, industry 
sources forecast that the iPad will reach 
somewhere near 28 million users after just 
one year. Meanwhile, governments across 
the world recognize the pivotal role that the 
Internet plays in national development and, 
consequently, more people than ever before 
are gaining access to technology.

So what can this remarkable decade of 
change, disruption and opportunity tell us 
about what to expect in 2011?

May you live in interesting times!

For service providers in the 
telecommunications industry the signs are 
very clear. With the proliferation of new 
data-centric devices such as the iPhone 
and iPad, and the consumerisation of IT, 
users are demanding more bandwidth and 
faster connection speeds at increasingly 
affordable rates. We even see some larger 

Jim Clarke is the Director of the Global Carrier sales team for Telstra International, based in Hong Kong; he has over 13 years of 
experience in the telecommunications industry. Prior to joining Telstra International, Mr Clarke was the Sales Director for Global sales 
at Telstra Wholesale. Before joining Telstra Wholesale, Mr Clarke spent four years at WorldCom International, based in London, where 
he managed the international wholesale pricing team for WorldCom’s EMEA business. 

Users are demanding more bandwidth and faster connection speeds at increasingly affordable 
rates to take advantage of the new services and applications available on such new devices 
as smartphones and tablets. Operators find it extremely difficult to control costs and to 
simultaneously provide more bandwidth. For service providers in the telecommunications 
industry the signs are very clear: they need new business models, based on partnerships with 
other ICT enterprises, to share the infrastructure and cost of delivering what customers want. 

by Jim Clarke, Director for Global Carrier Sales, Telstra International

Network service provider revenue

Service provider ‘co-opetition’
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companies behaving like carriers and service 
providers, purchasing capacity services 
directly to support their mission critical 
systeMs In 2009, our IP traffic grew 23-
fold even without iPhone and iPad traffic. 
Cisco estimates that global IP traffic is set to 
increase five-fold from 2008 to 2013, while 
the Internet will be nearly four times larger 
in 2013 than it was in 20091. 

On one hand, this is good for consumers 
as the cost of telecom services decreases. 
However, delivery costs are concurrently 
increasing for telcos as they race to put out 
more bandwidth. At the same time, utility 
billing approaches are gaining acceptance and 
traditional, predictable flat rate ‘buffet’ billing 
approaches are proving less viable.

These changes present a dilemma for service 
providers. It is becoming extremely difficult 
to keep up with accelerating demand while 
maintaining a profitable and sustainable 
business. Telcos typically make ten to 15-year 
network infrastructure investment plans, and 
do not have the funds or time to keep pace 
with this rapid change. 

Change or be changed

It seems the industry is at a tipping point for 
a new outlook and business model, based 
on partnerships, in order to deliver what 
customers want - or what we call Whole of 
Business Contracting. 

This concept essentially places strategic 
growth and customers’ needs at the centre 
of all decision-making processes. It seeks 
to cultivate an environment where partners 
coalesce around mutually rewarding strategic 
ambitions based on customer needs. This is 
also an approach that promotes developing 
a sustainable partnership framework that 
conduct open and transparent conversations 
about customers’ requirements, and meeting 
these requirements through telco-to-telco 
partnerships that create specific value 
propositions without compromising a 
profitable delivery of services.

With the convergence of IT and telecoms, 
telcos need to do more than they have so 
far in building partnerships with regional 
carriers and IT partners to make use of one 

another’s infrastructure investments and 
core competencies in order to optimise 
new opportunities. Network-to-network-
integration (NNIs) and point-of-presence 
(PoP) agreements are only the beginning 
of the innovation in business model and 
technology approach under the umbrella of 
Whole of Business Contracting.

Co-opetition

Many businesses today have multiple offices 
in various regions and countries. Others 
are looking to expand into new territories. 
The customers’ need to connect disparate 
locations creates an opportunity for telcos 
to collaborate and capitalise on each other’s 
network assets. These businesses will find 
it attractive to work with a single service 
provider that can consolidate their IT needs 
and provide a comprehensive end-to-end 
connection. In fact, telcos that work with 
one another, as well as with non-traditional 
IT hardware/software partners, could find 
themselves in good standing with such 
businesses as they offer a complete portfolio 
of network services. 

Additionally, with cloud services gaining 
more attention in the business community, 
telcos have the opportunity as Infrastructure 
as a Service (IaaS) players to lead 
conversations with enterprise customers and 
software as a service (SaaS) or platform as a 
service (PaaS) players to build an effective 
cloud services ecosystem. After all, even 
the best-designed IT infrastructure relies 
upon low network latency, resiliency, and 
reliability in order to deliver fast, agile cloud 
services to customers. 

Change is not just coming - it’s already 
here. Our private and commercial lives 
have blurred; new devices are driving new 
behaviours; economic change has opened 
doors to opportunity and expansion, and a 
shift in global power centres; and businesses 
are looking at new technological models to 
manage costs. If the telco industry believes it 
can continue with the same model as before, 
it will become sidelined and commoditised. 
Our success has to lie in shared responsibility 
for, and ownership of, the effects of this 
change. Forward thinking service providers 
recognise that customer needs have become 

so sophisticated that, at the moment, no single 
company can meet them alone. Nor do they 
need to. l

1 New Cisco Visual Networking Index Forecasts 
Global IP Traffic to Increase Fivefold by 2013 - 
http://newsroom.cisco.com/dlls/2009/prod_060909.
html

Connect-World is 
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Through the years, Connect-
World’s authors told of the rise 
of mobile, of fibre, of wireless 
and of broadband; they told of 
the dot.com meltdown, of
digital inclusion and conver-
gence, of standards and break-
throughs, the rise of IP and 
the fall of switching and of the 
regulatory turnaround.

In every issue of Connect-World 
heads of state, ministers and 
regulators, heads of
international institutions and 
leaders of industry speak of 
what the ICT revolution, as it 
happens, means to the people 
in their regions of the world.

www.connect-world.com

Service provider ‘co-opetition’

“Many businesses today have multiple offices in various regions and countries. Others are 
looking to expand into new territories. The customers’ need to connect disparate locations 
creates an opportunity for telcos to collaborate and capitalise on each other’s network 
assets. These businesses will find it attractive to work with a single service provider that can 
consolidate their IT needs and provide a comprehensive end-to-end connection.”
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The way we consume entertainment is changing rapidly. Social media, online video and 
access to constantly evolving and updated content - via a multiplicity of devices - presents 
a real challenge to broadcasters, network operators and entertainment service providers. 
Today, the arrival of ‘Over the Top’ (OTT) Internet-delivered television is re-shaping the 
media landscape. How can these traditional media players adapt, survive and even prosper 
in this rapidly moving market; how can they choose between open and closed OTT models?

OTT video

Over the Top TV - challenge or opportunity 
by Andrew Burke, CEO, Amino Technologies Plc

The debate about OTT has moved on from 
whether it will happen or not. When major 
tier one operators begin rolling out services, 
as they are doing in Western Europe, it’s 
safe to assume that clear commercial drivers 
are now behind this exciting new means 
of accessing a new kind of personalized 
entertainment experience.

Now the discussions with the industries’ great 
and good is how ‘open’ OTT should be. This 
is both a practical and philosophical issue 
and boils down to whether OTT TV is really 
just more television or the Internet on a TV 
screen. So let me first define the parameters 
of the debate:

Closed OTT is where the Internet video 
experience is managed by the service 
provider and open web content is chosen and 
integrated into a ‘walled garden’ of the best, 
or most lucrative, content - depending on how 
generous we are being.

Open OTT is where the consumer gets to 
move away from the confines of the service 
provider’s editorialized experience and 
‘surfs’ the open Internet without hindrance - 
normally using a browser that handles all the 
different display and encoding formats.

The ‘closed’ lobby has some compelling 
arguments:

• People expect TV to be easy and the 
mass adoption of new technologies is 
predicated on being ‘easy’. If you allow 
the uninitiated to go anywhere then chaos 
ensues and the proposition becomes a 
support nightmare.

• Service providers invest a great deal in 
creating, marketing and supporting a new 
service and must control all money-making 
opportunities within that solution.

• Our customers could access content which 
is not compatible with our brand, which could 
turn into a public relations disaster.

Andrew Burke is CEO of Amino Technologies Plc, an IPTV and hybrid/OTT innovator. Mr Burke is also the Chairman of Crisp Thinking 
and a non-executive director at the IT Forum Foundation. Previously, Mr Burke was CEO BT Entertainment where he devised and ran 
the company’s IPTV initiative (BT Vision), chaired their Premium Rate Services activity, pioneered their Digital Media Services and led 
BT’s relationships with the media world. 

Andrew Burke has BSc Eng in Electronics and Computer Sciences from Kings College, the University of London. 
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The ‘open’ lobby point to the Internet for 
inspiration:

• The success of the Internet has come 
from the unbridled growth of eclectic content 
so, no matter how good a walled garden is, a 
closed system will never be as compelling.

• True exponential growth of media 
technology is fuelled by significant content 
availability.

• Mobile phones tried to restrict open 
Internet access but had to give in eventually 
to consumer pressure.

• The current lack of OTT regulation 
will drive faster innovation in content and 
business models.

So what are the degrees of ‘openness’?

Firstly, the ground floor version of OTT 
is to persuade a number of heavyweight 
Internet video partners to allow you to 
integrate their content into your tightly 
controlled, electronic  programmeme 
guide-centred walled garden. Even this 
has degrees of openness as the content can 
be stored locally in the service provider’s 
infrastructure and delivered in a managed 
way - as with IPTV - or the device, such 
as a TV or STB, can do an open call to the 
Internet and pull it in directly. 

This is the comfortable and low-risk 
approach. The consumer experience is 
harmonised with a consistent look and 
feel and traditional television companies 
sleep soundly in their beds happy that 
nothing has really changed. Advertising 
and sponsorship is centrally sold and the 
opportunity for subscriptions is there, but 
almost certainly never realised. Comcast 
and Dish Networks are both looking to 
OTT to deliver VoD (video on demand) 
libraries to the viewers’ mobile, PC and TV 
in a closed system and that looks to be a 
compelling early consumer proposition.

Secondly, the next step on the road to OTT 
enlightenment is the application store. Here 
the consumer launches a new environment 
- much like that offered by the iPhone, 
MeeGo™ and Android solutions. In the app 
store, the look and feel can be unique to 
that application because it is like stepping 
briefly into another world where the rules 
are different, but returning to the familiar 
is only an exit button away. This is the 
anti-chamber route for OTT - not the open 
Internet, but it makes more varied content 

available without significant integration 
costs. For the service provider it opens 
up the opportunity for tenancy fees and 
revenue shares in exchange for test and 
validation overhead costs. 

This is a great survival of the fittest approach 
where the cream rises to the top with viral 
efficiency. Expect this to be the main route 
for Flickr, Twitter, Picasa, Facebook, Skype 
and other social media to hit our TV screens 
sometime soon. A slight difference on the TV 
is that we are seeing applications that share 
screen real estate with tele-visual content - 
such as Yahoo Widgets - instead of the iPhone 
approach of hijacking the entire screen. This 
does present TV user interface designers with 
the greater challenge of keeping viewers in 
touch with their chosen video whilst enjoying 
an alternative application experience. 

Step three: the fully open approach 
adds a door to the open Internet. This 
uncontrolled, wild west of television 
allows the consumer to visit anywhere, 
anytime and liberates the best - and the 
worst - of the Internet. Monetising is hard 
and it takes a real leap of faith to invest in 
a solution where you lose control of your 
customer. Not all is lost for the service 
provider, however, as efficient consumption 
monitoring gives a great indication of 
which sites should be integrated into their 
app stores and ultimately into their main 
walled garden down the road. Although 
service providers can help the consumer to 
find compelling content by offering a good 
TV-centric search and recommendation 
engine, remember most sites will still need 
a pointer device to effectively navigate 
on the TV screen and there will be many 
formatting issues.

So will we get to step three and, if so, 
how quickly? Personally I believe we will, 
but not immediately. Paradoxically, the 
early adopters of OTT solutions will be 
more able to grasp step three, but the mass 
market will need the ‘easy’ option. My 
view is that competitive pressures over the 
next 24 months will push service providers 
to be more and more open - helped by the 
Internet generation taking more control 
of the remote control. Then Internet video 
sites will market both to the TV and PC and 
true TV innovation will drive exponential 
adoption. We have seen it with the App 
Stores on mobile phones and I really look 
forward to next-generation TV benefiting 
from the same effect. However, the 
question of brand integrity and controlling 
associations will have to be tackled. Today, 

if unsavoury content in viewed through 
a PC and browser it does not reflect badly 
on a major brand. However, in the TV 
environment that separation between 
provider and content is less clear.

The debate will go on - and continue to 
be shaped by the lessons learned from 
commercial deployments and the ever-
shifting way in which media is consumed by 
today’s savvy customers. l
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Since the invention of the light-box by Thomas 
Edison, images have played a critical role in 
the evolution of information dissemination 
within our modern global consciousness. 
Video has enriched our understanding of 
nature through slow motion captures. Video 
has become a core element of our daily 
infotainment and entertainment from news 
to sitcoms to blockbuster movies. Video 
has become an essential and effective tool 
in communicating information of all types 
to people throughout the world. Yet, one 
of the limitations of video communication 
is its relative lack of penetration outside a 
confined room whether it is a living room, a 
bar, a lounge or cinema. This is now changing 
rapidly throughout the world, and the new 

wave of video innovation will have economic, 
social and environmental implications. 

In Asia Pacific, there is an urgent need 
to find innovative ways to allow video 
distribution beyond the living room if we are 
to see mass adoption of video viewing in the 
region. The graph below compares several 
countries worldwide in relation to their level 
of urbanization - the per cent of the total 
population living in urban environments - and 
income levels in terms of GDP per capita.

The countries are grouped into three types:

• Type I - highly concentrated urban 
populations with high income levels.

• Type II - rapidly growing, highly 
concentrated, moderate income, urban 
population; and 
• Type III - low to medium concentration of 
urban population with relatively low income 
levels.

There is a direct correlation between the 
penetration of traditional video distribution 
using copper wire or fibre-optics last mile 
connections to homes and buildings in the 
Type I countries. This shifts quickly in Type 
II and Type III countries where wireless 
technologies predominate for the last-mile 
connections to homes, buildings and devices. 
From a business perspective, several factors 
make copper wire and fibre-optics a more 

A worldwide video revolution 
by Tae Sung-Park, CEO, Vidiator

Video is a highly efficient way to disseminate information, to share knowledge, and in closing 
the digital divide between countries and between social and economic groups. In the past 
video distribution has focused on meeting the requirements of developed countries where 
profits are higher and implementation is easier. In recent years, however, video access has 
trickled down to a larger portion of the world’s population, due to less resource-intensive, 
more cost-effective ways to distribute video services.

Tae Sung-Park is the CEO of Vidiator a provider of mobile video-streaming platforms and services to global operators and multi-media 
companies; he has over 13 years of experience in the high-technology sector in a broad range of commercial roles in various international 
regions. Prior to Vidiator, Tae Sung-Park was a Business Consultant at Hutchinson Whampoa after having served as General Manager at 
Destinator Technologies, where he specialized in developing new products for delivering digital content services for navigation software. 

Tae Sung-Park holds an MBA in Finance, Operations Management as well as a Bachelor of Science in Biological Oceanography, and a 
Bachelor of Arts in Business Management, all from the University of Washington. 
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costly and difficult options in Type II and 
Type III countries. First, there is the rising 
cost of raw materials for copper wires 
and fibre-optics. Second, the significantly 
more complex regulatory environment in 
most of the Type II and Type III countries 
makes it difficult to negotiate and maintain 
consistent agreements with landowners 
and government entities to hang/bury lines 
to homes and buildings. Next, there is 
the higher cost of maintaining these lines 
once deployed because major of Type II 
and Type III countries have less mature 
infrastructures. Finally, the sheer investment 
required for fixed-line connections to 
the majority of the population in Type II 
and Type III countries would be a waste 
of precious financial resources given the 
typically highly dispersed population with 
relatively low purchasing power. 

In 2009, a local operator in Switzerland 
announced their intention to invest over 
two billion Euros to upgrade their existing 
fibre-to-home infrastructure to 100Mbps. 
Switzerland’s area is 39,997sq.km. The 
average area of Type II and Type III countries 
is over two million sq. km. Excluding Russia 
and Brazil, this group’s average area is 
583,076sq.km. There are clear signs that 
traditional ‘cable’ video distribution methods 
will not work profitably in these Type II and 
Type III countries for many years to come. 
Nevertheless, this is not likely to prevent 
businesses and governments from finding 
alternative, more modern video distribution 
methods because the video revolution has far-
reaching implications beyond profits.

Video is an essential, highly efficient, 
tool for disseminating information, 
for knowledge sharing and community 
integration. It plays an important role in 
closing - or widening - the digital divide 
between countries and between social 
and economic groups. For most of the 
past two decades, video distribution has 
focused on meeting the requirements of 
Type I countries where profits are higher 
and implementation is generally easier. In 
the meantime, the requirements of Type 
II and Type III countries were largely 
ignored. Only the better off portion of the 
world population could afford to adopt 
video technologies and systems widely 
available in Type I countries. This means 
that the first round of video evolution, and 
the benefits it brought, left behind a great 
majority of the global population. 

In the last five years, video access has 
trickled down to a larger portion of the 

population. This video revolution has 
intensified the search for less resource 
intensive, more cost effective, methods to 
distribute interactive video services in Type 
II and Type III countries. 

While it is too early to predict the speed and 
depth of this shift, there are already early 
indications of its impact in several countries. 
For example, Indonesia and Philippines are 
far below the top ten countries in the per 
cent of population accessing video through 
more traditional distribution networks, 
but they are in the top ten countries using 
Facebook and Twitter. A large portion of 
the users are in their late teens and early 
twenties, so we are only seeing the early 
phase of these developments in Type II and 
Type III countries. 

Numerous social studies and market 
observations show a strong correlation 
between a person’s education level and their 
subsequent quality of life. Here is a snapshot 
in 2009 of the education differential between 
Type I countries and Type II & Type III 
countries:

• On average, citizens of Type II & Type III 
countries receive 11 years of schooling.

• On average, citizens of Type I countries 
receive 16.3 years of schooling. 

Since a large majority of the global 
population reside in Type II and Type 
III countries, and a significant portion of 
advanced knowledge is gained in the last 
few years of a person’s school life, this has 
major implications as global economies shift 
towards a more knowledge-based structure. 

Imagine a world where 3.9 billion people can 
easily access virtual video libraries containing 
everything - music, movies, TV, technical 
classes, advanced subject matters from distant 
educational institutions in their local language 
and more. Further, imagine interactive 
video classes available in remote locations, 
without wires and lines, by educators from 
one part of the world to people in another 
part of the world, at a fraction of the cost. 
Clearly, the video revolution can have a 
lasting and meaningful impact by improving 
the accessibility and quality of education 
in developing countries. What wonderful, 
unforeseen consequences will this have for 
the next generation and beyond? 

We are entering a new phase of the 
worldwide video revolution. While most 
of the attention is focused on new user 

experiences in Type I countries - 3D TV, 
HD, YouTube, etc. Many people are working 
to bring connectivity to people around the 
world using more innovative, efficient 
methods and this will have a major impact on 
how and by whom video is consumed. With 
proper support and management, the video 
revolution can help improve the lives and 
future opportunities of billions of people in 
Asia-Pacific. l
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Installed device growth

The last ten years has seen the emergence 
of a number of new devices, which can 
access online video directly on a TV. 
Apple launched the Apple TV several 
years ago; the game console manufacturers 
have introduced connectivity to their 
console platforms; and we have seen a 
number of emerging players like Roku and 
TiVO attempting to bring online video to 
the TV. 

The technology and the consumer, 
however, weren’t yet quite ready for this, 
and even though the usage has increased, 

it hasn’t been the runaway success that 
online video on the PC has been. However, 
the past 12 to 18 months has been truly 
exciting, as the technology has finally 
caught up with the promises. All major 
Consumer Electronics (CE) companies 
have launched TVs and separate devices 
which can access online video and apps. 
These platforms are aggressively being 
pushed into consumer homes by the CE 
companies, and it’s not unrealistic to 
think that it will be as natural to have an 
Internet-enabled TV in a couple of years 
as it is to have an Internet-enabled PC 
or mobile phone today. We expect the 
installed base of Internet-enabled TVs will 

grow from about 15 million at the end of 
2010 to about 300 million at the end of 
2015 - a 20-fold increase in five years!

Internet-enabled TV to drive online video 
via the PC is still growing quickly, but 
the growth rate shows signs of declining. 
Still, we see a rapid increase in bandwidth 
usage as consumers move to higher 
definition transmissions, but this growth is 
likely to flatten in a year or two, at least 
in countries where broadband penetration 
is stable. Instead, the growth of online 
video will come from new devices, where 
tablets and connected TV are the big 
drivers. The main difference between 

Michael Lantz is the CEO of Accedo Broadband, which he jointly founded in 2004. He has extensive experience in the converging telecom 
and media industries. Prior to setting up Accedo, Michael held roles at a Nordic management consultancy company, Digiscope and the 
medical IT company, CellaVision. 

Michael Lantz holds a Master of Science in Engineering Physics and a Bachelor of Science in Business Administration.

The consumption of online video is exploding. Today, online video sites such as YouTube, 
DailyMotion and Netflix are driving usage of video on the PC. New Internet-connected 
devices will stream video directly to the TV set, and drive a new era of video growth. TV 
will change from a from a linear broadcast experience to an on-demand experience, but 
broadcasters able to create dedicated services and on-demand  programmeming for the TV, 
PC and mobile screens should be winners in the new market.

by Michael Lantz, CEO, Accedo Broadband

The rise of online video 

Online video
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these two platforms will be regarding 
time spent. The tablet is an excellent way 
to deliver bite-sized pieces of content to 
the consumer, as well as the occasional 
long-form content, however it is unlikely 
to be the main video consumption device 
for most consumers. Instead, the TV will 
remain the dominant device used for 
video consumption. Nevertheless, the 
proliferation of devices will lead media 
companies to move parts of their services 
onto the new platforMs In five years, 
many consumers will have moved a 
significant part of their weekly TV video 
consumption to online sources via new 
TV devices. The benefits for consumers 
are apparent. By using Internet-distributed 
video to an online TV device, they can 
enjoy a wider selection of content in more 
consumer-friendly packaging and with 
more features and functions.

Broadcaster-centric applications

All industry experts agree that there 
will be a gradual transformation of the 
TV experience from a linear broadcast 
experience to an on-demand experience. 
The broadcaster will remain important as 
a ‘packager’ of content and as a shaper 
of the on-demand experience with catch-
up services and dedicated on-demand  
programmeming. Broadcasters will be 
winners in the new online video world, 
where they can for the first time create a 
direct relationship with the consumer via 
advanced TV apps. The broadcaster will 
have to fight to keep the viewers loyal 
by using clever packaging, cross-sales 
and by offering a mix of video apps, TV, 
PC and mobile experiences. Consumers 
are likely to appreciate the packaged 
content and attractive user experience, 
which only broadcasters can give them, 
and competition between broadcasters 
will be fierce. Online video will be the 
natural outlet for broadcasters that create 
back-end solutions for online video 
delivery to multiple platforMs It seems 
likely that more than 80 per cent of online 
video consumption on TVs will be from 
broadcaster-centric services, rather than 
from Internet services such as YouTube 
and DailyMotion.

A new TV value chain 

Historically, online video has been driven 
by Internet services - by user generated 
content, such as YouTube, where much of 
the content is smaller, low-resolution clips 
from premium content that consumers 

have found and home videos. Currently, 
however, premium video tends to drive 
the online video business. For example, 
the movie service Netflix has more than 
16 million subscribers and reportedly 
generates some 20 per cent of the Internet 
traffic in the USA during the peak viewing 
time between 8pm and 10pm. We expect 
this trend will continue and premium 
online video will generate more than 50 
per cent of the peak time Internet traffic 
within the next 12 to 18 months; in five 
years premium online video is likely to 
completely dominate evening Internet 
traffic. In the long run, this trend will lead 
to some very interesting changes in the TV 
value chain. 

At the moment, pay TV and free-to-air 
operators distribute the vast majority of 
premium video. These companies have 
developed their business models over 20 
to 25 years and it’s been a very stable and 
profitable industry for the past 10 years. In 
many countries, the lack of competition in 
the distribution sector has made it difficult 
for media companies to reach consumers 
via TV and led to poor content-offering 
for consumers. Now that content providers 
can provide online video content direct to 
the TV, operators that don’t adapt will lose 
their hold on the market. While this will 
not happen overnight, the trend is clear. 
Media companies and broadcasters will 
move up the TV value chain and claim 
a bigger piece of the pie. Competition 
amongst operators will increase and they 
will need to invest more in innovation to 
keep both consumers and broadcasters 
happy.

Long-term trends

So, will traditional TV disappear? No, of 
course not. Broadcasting technology is 
still, and will be for at least 10 to 15 years, 
the most reliable and cost-effective way to 
distribute content to a great many people. 
Nonetheless, the business case for online 
distribution of niche channels and niche 
content is clear and most will gradually 
move online. Moreover, additional online 
content and extended offerings will 
increasingly complement mainstream, 
mass market, TV content. The rise of 
apps and the emergence of cost-efficient 
development technologies for launching 
new features on connected TV devices, 
will lead to broadcasters creating loyalty 
enhancing and revenue-generating tools to 
keep consumers engaged with their brand 
and their content. And finally, we will see 

a tremendous amount of experimentation 
with multi-screen video experiences. 
Consumers will expect to use services 
from their favourite video provider on 
their phone, their table and their TV, and 
only the service providers with a thorough 
understanding of how to cost-effectively 
manage content on a full variety of screens 
will be able to compete effectively.

We will soon start to see a rapid shift to 
the consumption of prime time video 
content via online video. We will still, 
for the most part, view the content on a 
TV, but we will access content from a 
variety of content and service providers 
via new Internet-enabled TV devices. 
Analysts expect a 20-fold increase in 
installed devices over the next five years; 
this coupled with the change in consumer 
behaviour, will cause one of the most 
profound changes ever in the TV industry. 
l
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While many aspects of the Internet have 
undergone significant transformation over the 
past decade, perhaps the most visibly distinct 
change is the enormous amount of video traffic 
it now transports around the world. Because it 
has happened relatively gradually, this megashift 
might be easily overlooked or dismissed. All over 
the world, and in particular Asia Pacific, Internet 
video is now a truly mainstream medium, not 
merely an adjunct to other, more static forms of 
communication such as text or images. In fact, 
comScore indicates that:

Online video viewing has become an 
essential part of the digital consumer 
experience in the Asia-Pacific region, 
with nearly 4 out of 5 Web users viewing 
online video each month. Singapore (87.6 
per cent) and Hong Kong (87.4 per cent) 
boasted the highest penetration of video 
viewers among their respective Internet 
populations. Both markets also exhibited 
high engagement with viewers averaging 
more than 10 hours of online video during 
the month. China had the largest video-

viewing audience with 199 million unique 
viewers, who viewed a total of 10.3 billion 
videos in January 2010. 1

Nielsen performed its own research on the 
topic, surveying more than 27,000 online 
consumers in 55 countries, and came to a 
similar conclusion: Asia Pacific is ahead of 
both North America and Europe when it comes 
to online and mobile video consumption2.

This revolution in Asia-Pacific video traffic has 
extremely important implications for network 
design and management.

An explosion of technologies

Internet video must be considered in function 
of all the interrelated factors that contribute 
to today’s media landscape. We must also 
consider the many new ways that video is 
created, distributed and consumed today.

In some sense, today’s Internet video explosion 
can be attributed to a few primary drivers: 

increased computing power; cheaper storage; 
easier tools; more pervasive access; and new 
business models. 

Increased computing power - Improved 
processor chip architecture gave us tremendous 
increases in the computing capability of 
Central Processing Units (CPUs) and Graphics 
Processing Units (GPUs) that have given rise 
to a whole new set of advanced video creation 
and editing tools, providing end-users powerful 
new ways to produce high-quality video media. 
Virtually every modern smartphone and laptop 
computer has built-in video cameras, so a large 
number of people can create video content 
anytime, anywhere. Since the new chips and 
embedded cameras are of a high-quality, the 
resulting high-definition video files are often 
quite large.

Cheaper storage - In recent years, there has been 
a great gain in storage economics. Hard disk, 
flash memory, and RAM chip technologies have 
made such progress that it is cheaper than ever 
to store data. Users are no longer limited by 

The online video traffic and applications revolution 
by Stephen Ho, CEO of CPCNet

The Internet transports enormous amount of video traffic. In the Asia-Pacific region, 
nearly 4 out of 5 Web users view online video each month. In China, 199 million unique 
viewers viewed 10.3 billion videos in January 2010. High definition Video-Conferencing 
(HDVC) is especially interesting to companies with operations throughout the world; it lets 
geographically dispersed team members collaborate effectively, reducing the need for costly 
business travel. Given its volume, video traffic has increasingly important implications for 
network design and management.

Stephen Ho is the CEO of CPCNet, a member of the CITIC Telecom International Holdings Limited. Mr Ho has more than 20 years of 
industry experience. Prior to joining CPCNet, Mr Ho held senior positions at Cable and Wireless Systems Ltd, Hongkong Telecom CSL 
Ltd, Hong Kong Telecom Ltd and iAdvantage Ltd. Mr Ho is a founder of two Internet Data Centres - iAdvantage and Sky Datamann. Mr 
Ho is also a Board Member of the Communications Association of HK (CAHK) and a Founder Member of the Hong Kong DigiCreate 
Alliance. He was named “CEO of the Year 2007” by Asia Pacific Customer Services Consortium (APCSC). 

Stephen Ho holds a Bachelor’s Degree in Electrical Engineering, with honors, specializing in digital communications from McGill 
University, Canada.

1 comScore, comScore Announces Introduction of Online Video Measurement Service in Australia, China, Hong Kong, Japan, Malaysia and Singapore, 1 April 2010.
2 Nielsen, How People Watch — A Global Nielsen Consumer Report. 4 August 2010.
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the storage on their devices. They can capture, 
upload, and very affordably download huge 
quantities of digital video. So there is little 
incentive to be frugal when it comes to video, 
further contributing to the overall increase in 
this media type.

Easier tools - New software also encourages 
popular use of Internet video. The latest 
generation of digital camcorders and computer 
systems make it simple to capture and upload 
video onto Facebook or YouTube. Then too, 
many applications are now video-enabled; for 
example, Skype and MSN Messenger now 
include basic Video-Conferencing features. 
Digital video is no longer just for industry 
specialists; millions of people now use digital 
video daily at play or work.

More pervasive access - The fourth factor of 
the new video landscape is pervasive access. 
Recently, we have seen exciting growth in 
the diversity of Internet access, including 
widespread mobile access. This has given rise 
to new uses for video, such as the FaceTime 
feature of Apple’s iPhone 4, which takes Video-
Conferencing on the road. Smartphones and 
tablets now receive streamed movies and short 
clips at airports, hotels and coffee shops via Wi-
Fi or cellular data.

New business models - High definition 
Video-Conferencing (HDVC) offers service 
providers a new business model. Although 
basic Video-Conferencing applications such 
as Skype and MSN Messenger, and mobile 
Video-Conferencing tools such as FaceTime 
on the iPhone 4, have given users a new way 
to communicate, their low resolution is often 
inadequate for business meetings. Now, service 
providers are offering HDVC as a valued-
added service. Optimized for each service 
provider’s infrastructure, HDVC applications 
offer a practical alternative to costly business 
travel, by helping international team members 
collaborate effectively. Because of its higher 
resolution, HDVC is frequently sufficient for 
meetings and training, helping companies 
save the considerable costs of air tickets, hotel 
accommodations, and venue bookings. In a 
report published mid-2010, Frost & Sullivan 
expects the Asia Pacific Video-Conferencing 
endpoints market to grow strongly, at compound 
annual growth rates of 13.6 per cent for revenues, 
and 16.3 per cent for units, till 20163.

In today’s cost-sensitive economy (and in crisis 
scenarios such as pandemics where travel is not 
an option) HDVC is a welcome breakthrough, 
thanks to improved network performance 
and chips that transport HD video and voice 
in real-time. Furthermore, HDVC generates 

new revenues that help service providers 
differentiate themselves and improve their 
average revenue per user (ARPU). 

Crossroads

In the new Internet video landscape - with 
its high volume of digital video creation and 
its greater variety of powerful tools, end-
user devices, ubiquitous connectivity and 
consumption models - many factors work 
together in a synergistic manner, to boost 
video creation and consumption. As a result 
the Internet is being flooded with video, every 
second and every day.

As a result, we are at a point where - unlike 
the days of dial-up Internet - digital media no 
longer needs to work around the limitations 
of the underlying Internet infrastructure. 
Now, the network itself needs to change, 
to cater to the demands that users place on 
Internet video applications. Today, Internet 
growth and design are driven by video usage, 
not the other way around. 

In a 2010 Cable and Satellite Broadcasting 
Association of Asia (CASBAA) survey, a 
hundred chief broadcasting industry executives 
indicated that: “High-definition TV (HDTV) 
and Internet Protocol TV (IPTV) services 
are expected to experience the most growth 
in the next 12 months, stimulated by mobile 
entertainment and online video.”4 

New challenges, new solutions

New network usage demands are facing Internet 
solution providers with a new set of challenge. 
First, there is the problem of efficient bandwidth 
utilization. Although bandwidth now costs 
less, the great increase in video traffic and in 
numbers of users and distribution channels, is 
forcing costs up and compromising efficient 
bandwidth usage, the quality of service, signal 
latency and responsiveness. But the solution 
is not as simple as merely prioritizing video 
content over other IP traffic. Video traffic 
shares bandwidth with other network packets, 
and video is not the only latency sensitive 
application. Real-time transactional processing 
for financial organizations is an example of 
another type of priority traffic.

Security is also a concern. Securing video 
against unauthorized usage or re-distribution 
is a pressing concern - especially for sensitive 
business video meant for internal distribution 
or copyright protected content meant only for 
authorized subscribers. Still, proper traffic 
security means protecting all IP traffic, not 
merely video content.

In addition, service providers face declining 
ARPU as basic bandwidth becomes a mere 
commodity. This leaves many service providers 
without sufficient revenue to invest in their 
networks to handle new services, so they 
must constantly seek to develop new revenue-
generating offerings. 

Fortunately, network solution providers have 
already come up with ways to tackle these 
concerns: WAN optimization, Virtual Private 
Networking, Web Cloud security and HD 
Video-Conferencing.

WAN optimization takes into consideration the 
complete, end-to-end, topology. Going beyond 
the intelligence of switches and routers, WAN 
optimization solutions analyze every network 
application crossing the infrastructure and 
maximize the efficiency of resource utilization. 
Time and latency sensitive traffic are given 
special treatment to guarantee the quality 
of service. Data that does not need to be re-
transmitted, or is commonly accessed, is cached 
for rapid retrieval, to minimize bandwidth 
wastage. In a nutshell, WAN optimizers 
compensate for the Internet’s lack of video-
specific intelligence and enhances support for 
open standards for better connectivity.

Virtual Private Networks (VPNs) and Web 
Cloud Security solutions tackle vulnerabilities. 
Where video traffic must be secured against 
interception or interference, VPNs provide 
encrypted links essential for business Video-
Conferencing and protects subscription-based 
services against piracy. Web Cloud Security 
solutions handle what VPNs cannot: spyware 
and other malware that disrupts network traffic, 
or hijacks sensitive data. The bonus for both 
VPNs and Web Cloud Security solutions is that 
the entire infrastructure is secured, not just the 
video traffic.

As for the ARPU issue, HD Video-
Conferencing is attracting enterprise customers. 
As a new business model, HDVC encourages 
customers to increase their bandwidth to boost 
their organizational productivity and cost-
effectiveness. 

Great change today and tomorrow

We are seeing great changes in the Internet. 
Each month brings new developments in 
Internet and video technology. Fortunately, 
network solution providers are making great 
progress finding answers to today’s challenges, 
and developing ways to tackle the problem that 
coming generations of digital content will bring. 
l

3 Frost & Sullivan, Asia Pacific Video-Conferencing Endpoints Markets CY2009, 22 June 2010
4 Suite101. http://www.suite101.com/content/asia-pacific-pay-tv-industry-says-business-booming-a302200#ixzz18nMpTMWV (accessed December 21, 2010)
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by Grant Kirkwood, Chief Technology Officer, PacketExchange Ltd

The Internet video explosion 

Online video distribution

Online video viewing is growing at an astounding rate. We are rapidly approaching a point 
where current methods of distributing video on the Internet will no longer suffice. To view 
just ten per cent of the USA’s evening viewing online would require 13,300 (yet-to-be-
deployed) high-speed 100G Ethernet Internet connections. Broadcasting is losing ground; 
surveys show that 38 per cent of online video users would like to connect their TV to the 
Internet and watch online video on a big screen. 

Grant A. Kirkwood is the Chief Technology Officer at PacketExchange Ltd. PacketExchange is a global network service provider with 
operations throughout North America, Europe and Asia. As CTO of PacketExchange; he has over 10 years of senior management 
experience in Internet infrastructure companies. Prior to PacketExchange, Mr Kirkwood was the founder and CTO at Mzima 
Networks. Before founding Mzima, Mr Kirkwood was the CTO at Netixs, a managed hosting service provider. He entered the Internet 
technology industry as one of the founding partners of Vision Imaging Internet, a Web application development and infrastructure 
engineering consultancy. 

Mr Kirkwood is an accomplished speaker and industry analyst, having published writings in the mobile communications, social media 
networking and international telecommunications spaces. In addition to his role at PacketExchange, Mr Kirkwood is on the Board of 
Directors at Web Wise Kids, a national non-profit dedicated to educating kids and their parents about Internet safety. Mr Kirkwood is 
a member of the World Affairs Council, the British American Business Council, and a patron of Global Impact.

Online video is on the rise - and it is here 
to stay. Along with it, traffic requirements 
are continuing to grow as more and more 
consumers experience HD video content on 
the Internet. We are rapidly approaching a 
point where current methods of distributing 
video on the Internet will no longer suffice. 

There are four powerful trends currently 
shaping the online video market:

• Video content is moving to the Internet and 
IP-delivered platforms - this is no surprise after 
YouTube, Hulu and Netflix. Every day new 
online content is available that was traditionally 
available only on broadcast television or DVD. 
In addition, even private distribution networks 
are converting video content to digital files and 
streaming them via IP;

• The quality of IP-delivered video is 
increasing. A few years ago we were all 
quite happy to watch a 90 seconds clip of 
grainy, pixelated video on YouTube. Now 
we expect full-screen, high-definition video 
and 3D is next;
• Users demand an experience as good as, 
or better than, traditional distribution formats. 
Sitting and waiting for a video to buffer 
before watching it used to be annoying, but 
acceptable. Today, with IP-delivered video 
displacing traditional video distribution, 
consumers expect a better experience; and
• Video consumption is moving towards 
an on-demand rather than a broadcast model. 
Users no longer want to flip through channels 
to see what is on - they want to watch what 
they want, when they want it.

These forces are converging, so methodologies 
we now use to deliver video over IP networks 
and on the Internet will no longer be sufficient 
to meet the growing demand.

Video content uses exponentially more 
bandwidth than browsing even the most 
demanding website. Downloading data takes 
time - and it takes more time to download 
high-definition (HD) images. A single HD 
image contains more data than most entire 
Web pages and a HD movie is a stream of 
images, usually 24 or 30 of them per second! 
Add in some audio, and you’ve got to push 
a lot of data down the pipe. Furthermore, 
a website is transactional, meaning that 
you request the page, it downloads to your 
computer and sits there, displayed on your 
screen, until you go to another page. With 



Asia-Pacific I 2011 n 25

Online video distribution

video, even if you’re not actively doing 
anything, there’s a continuous stream of 
image data, so not only does each user use 
more bandwidth; but it takes far fewer users 
to reach peak usage. 

In this chart, we can see that ten users are 
accessing a website during a particular time 
period. Because they’re not all accessing 
it simultaneously, and it only takes a few 
seconds to download the data, the effective 
peak number of users accessing the content 
during this time period is two. Then look at 
the same ten users accessing a typical video 
file during the same time period, requesting 
a video during the same 5 minutes. They’re 
still not all requesting it simultaneously, but 
because it’s still streaming long after they’ve 
initially requested it, the effective peak 
number of users accessing the content during 
the same time period is now six.

So video distribution platforms, simply 
because of the format of the medium, need to 
handle the equivalent of more simultaneous 
users than if that same number of users were 
accessing other Web content. Not only do we 
have to handle the equivalent of more users 
(to handle the same number of users), each 
one of which consumes more bandwidth by 
an order of magnitude! Going from YouTube-
like video to HD video multiplies the 
bandwidth needed 20 times.

If you combine all of these factors, you 
quickly find that the amount of bandwidth 
required to deliver high-definition, on-
demand, video scales massively with a 
relatively small number of users.

But wait… small number of users? YouTube 
gets a billion hits a day!

It’s true - today’s video sites have enormous 
traffic and a fantastic number of users 
accessing their content. YouTube claims to 
serve two billion videos per day, and every 
minute, 24 hours of new content are uploaded.

These numbers are impressive, but 
remember that YouTube, by way of 
Google, has one of the largest Internet 
backbone networks in the world at its 
disposal. Google operates an estimated 
36 massive data centres of its own, filled 
with many thousands of content server 
and distribution clusters. Multiple terabits 
per second of traffic flow through these 
data centres, and the infrastructure 
required to do this pushes the limits of 
current network technology. Very high 
capacity 100G Ethernet is just starting to 

become available, but if it were commonly 
available, this would give us a ten times 
capacity increase compared to today.

According to Comscore’s most recent report, 
all Google video sites combined, including 
YouTube, served a total of nearly 145 
million unique viewers in December 2010. 
Nevertheless, compared to the numbers of 
users watching broadcast or pseudo on-
demand video via traditional distribution 
methods, these are miniscule numbers indeed. 
Remember, this was the cumulative number 
of viewers during a month-long period, many 
viewing content no more than 30 seconds in 
duration. Apply this to charts 1 and 2, and 
stretch that five-minute period to a month-
long period, and you can see how the short 
video vs. long video difference in effective 
peak looks remarkably similar to that of static 
vs. rich media content in those same charts. 
Spread over a month, 145 million viewers 
of short duration content might result in the 
same effective peak needed to handle 15 
million simultaneous viewers.

The bandwidth required for 15 million 
viewers watching video simultaneously is 
staggering; a typical low-definition video 
stream of 1Mbps would result in 15 terabits 
per second of traffic. That’s 1,500 10G 
Ethernet connections, or 150 100G Ethernet 
connections, but make this high definition 
video - and depending on codec - you’re 
talking about 15-20 Mbps per stream. That 
means potentially 30 thousand 10G Ethernet 
connections, or three thousand 100G Ethernet 
connections! Remember that 100G network 
links are still in trial and not yet produced in 
meaningful numbers.

So we’ve established that the bandwidth 
required to serve 145 million monthly 
viewers (effectively 15 million simultaneous 
in an arbitrary estimation) of short 
duration video content is enormous. Now 
remembering the short vs. long media content 
difference, and the need to have infrastructure 
capable of supporting the peak simultaneous 
viewership, if we assume that these 145 
million viewers are instead watching feature-
length HD films then the bandwidth required 
for these users increases by an order of 
magnitude. How much? If we assume that 
each of those 145 million users watches only 
a single hour-long  programme each week 
in the evening, and assume that the same 
number of people watch a  programme on 
Monday as on Friday, then we have over 19 
million simultaneous viewers. We’re already 
at 3,800 100G Ethernet connections - still not 
deployed or in production.

Let us go one step further. The latest Nielsen 
statistics estimate that the average American 
watches 31 hours of television per week. If we 
assumed that even ten per cent of this video 
was delivered via IP networks like the Internet, 
we’re suddenly contemplating a different level 
of bandwidth requirement altogether. In the 
US alone, this equates to 133 million hours of 
content viewed per evening, and given that the 
average household is viewing 2.4  programmes 
simultaneously, this very conservatively equates 
to 1.33 billion megabits per second, or 13,300 
(yet-to-be-deployed) 100G Ethernet connections. 
Just for the United States, and just for ten per cent 
of the average nightly viewership.

Given these staggering numbers, the question 
is, will online video replace traditional video 
distribution mediums, or will it become a 
medium unto itself? The number of people 
viewing online video is increasing by double-
digit per centages each year. Comscore 
reports also show that people increasingly 
are watching more higher-definition, longer-
content video. Hulu has become a television 
alternative for some viewers, and feature-
length films are available on the likes of 
Netflix. While the content may be the same 
as on television or the theatre, online video 
viewing habits are markedly different.

Cisco VNI forecasts future traffic growth 
based on historical usage data. The above 
chart shows standard Internet Web traffic 
in light blue - traffic that just manages to 
double in four years. The dark blue reflects 
the growth of Internet video traffic, which 
by 2014 will represent the majority of 
overall traffic. Perhaps most interesting, is 
the exponential growth of the third category 
- Internet Video to TV. This traffic will grow 
more than 15 times during the same period, 
with serious implications for the future of 
online video. A recent survey echoes the 
results that show 38 per cent of online video 
users said they would like to connect their TV 
to the Internet and watch online video on a 
big screen.

Significant infrastructure challenges exist in 
the widespread adoption of HD video online. 
Thus far we’ve managed to keep up, but if the 
Internet truly replaces traditional HD content 
distribution methods an entirely new model 
will be required. Perhaps, the business model 
will be the limiting factor - will traditional 
advertising revenue support the infrastructure 
requirements of online HD broadcast video? 
Or will it be necessary to ‘mirror’ video 
content at local distribution points in an effort 
to lessen the demands on the network? l
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As we enter the second decade of the 
millennium, it has become increasingly 
obvious that this will be the decade of 
Internet video. In the US, time spent viewing 
online video increased by a staggering 47 
per cent from the year before according to 
a ComScore survey. American households 
spent 14.4 hours a month on video, up 
from 9.8 hours a month. This trend will 
continue, as more video content becomes 
available online and viewers make a habit of 
consuming on multiple devices. This is not 
just people watching skateboarding dogs on 
YouTube; the New York Times, for example, 
delivers hours of high-quality video to 
millions of viewers over the Internet.

So people are getting used to watching 
videos on their PCs and this is excellent 
news for all companies, not just those in the 

business of producing video content. Video 
is a powerful communications medium and 
is thus an ideal vehicle for marketing, which 
is an obvious conclusion considering the 
amount that companies invest in television 
commercials. An Australian swimwear 
company, AussieBum, currently uses online 
video to drive sales of its products and is very 
successful doing so. 

Apart from marketing purposes, video 
can also be deployed for other purposes. 
Instructional video, for example, has the 
potential to lower support costs as companies 
can use a video to explain how to set up and 
use equipment. Video is scalable so a single 
how-to video or a well-designed commercial, 
accessible on a website, can reach hundreds 
of thousands, even millions, of people.

People aren’t just watching Internet videos 
on their PCs or TVs, however. Increasingly, 
people are watching videos on their phones 
as well. The popularity of smartphones has 
exploded thanks to Apple’s iPhone, Google’s 
Android platform and the newest entrant in 
the space, Windows Phone 7. Into this mix, 
we can also throw in tablet-sized devices such 
as Apple’s iPad, Samsung’s Galaxy Tab and a 
host of other tablets that are expected in 2011. 
All these devices are extraordinarily Internet 
capable and people are starting to treat them 
simply as mobile Internet devices. As a 
result, consumers are enthusiastically using 
these devices to consume media of all types, 
including video as a primary medium. The 
numbers from Nielsen indicate that, in the 
US, consumption of video on mobile devices 
increased more than 20 per cent year-on-year. 

Online video

2011 - online video, devices and platforms
by Dennis Rose, Vice President, Asia Pacific, Brightcove, Inc

Internet video consumption is growing. Moving forward, much of this Internet video will be 
consumed on mobile devices like smart phones and tablets. However, the fight over Internet 
video standards is causing confusion among organizations that want to deploy video but fear 
to invest in obsolete technology. The solution to the standards fight? Leverage solutions and 
partners who can take care of the problem of complexity and fragmentation and use online 
platforms that can deal with multiple standards and devices.

Dennis Rose is the Vice President for Asia Pacific of Brightcove, Inc; he has over 30 years of experience in IT companies including 
in Latin America, the Caribbean and Asia-Pacific. Mr Rose previously led overall business operations for Citrix Systems in the 
Asia-Pacific region. 

Dennis Rose holds an M.B.A. from Boston College and is a graduate of the Stanford University Executive  programme in 
International Business.
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The situation in Asia

These trends are much more pronounced in 
Asia because mobile Internet use and mobile 
video consumption is very high in the Asia 
Pacific. According to Nielsen’s How People 
Watch report (August 2010), seven out of 
the top ten countries that consume Internet 
video are in Asia, namely China, Indonesia, 
the Philippines, India, Malaysia, Pakistan and 
Vietnam. The US is merely number 38 on 
Nielsen’s list.

Asia Pacific’s online consumers are also 45 
per cent more likely to use mobile video. 
Once again, Asian countries predominate 
in the list of countries most likely to access 
online video on a mobile device. The 
seven Asian countries in the top ten list are 
the Philippines, Indonesia, China, India, 
Singapore, Vietnam and Thailand. (The US 
does a little better on this list, occupying slot 
number 32.)

So this is the situation: around the world, 
an increasing amount of online video is 
being consumed, and over time, more and 
more users will consume that video on their 
mobile devices. As such, the forward-looking 
organization should be looking at capitalizing 
on these trends to deliver impactful messages 
via video to customers as part of the sales, or 
post-sales process.

However, there is a minor spanner in the 
works. Smartphones and tablets are indeed 
miniature computers, but they are also 
entirely new computing platforMs Based on 
this disruption, the technology choices of 
each manufacturer have increased complexity 
and fragmentation. 

This is the heart of the big fight between 
two tech titans, Apple and Adobe, and 
which has implications for the enterprise 
planning to leverage on video. Apple is 
pushing an emerging standard for defining 
video experiences through HTML5 and 
have refused to make Adobe’s Flash Player 
technology available on their mobile devices. 

Adobe, of course, argues that Flash is a 
robust technology that solves many important 
business challenges and that the issues that 
have been raised by Apple will be made 
redundant as the technology improves. 
Adobe has developed a broad ecosystem of 
technology partners that provide advanced 
systems for deep analytics, advertising and 
content protection. In some circumstances 
these solutions are nascent if at all available 
outside the Flash platform. 

In addition to the HTML5 versus Flash 
debate, there are numerous other technical 
processes and systems that do not have a 
common solution across mobile platforms 
offered by Google’s Android, RIM’s 
Blackberry, Microsoft, Nokia and others. 
Ultimately, both consumers and online 
publishers want a high fidelity experience, 
allowing them to engage in highly branded 
experiences consistent with the business goals 
established for the PC web. 
 
What does this mean for the enterprise that 
just wants to put out compelling video to 
drive sales? Do organizations really have to 
pick sides in what looks like a VHS versus 
Betamax debate? The simple truth is that 
these underlying technical challenges will 
remain for years to come. Organizations 
therefore need a strategy that allows them to 
maximize their reach, but minimize their cost 
of distribution. 

Don’t bother picking winners - leverage 
a solution.

Different technology investments are required 
to power mobile web and mobile app video 
experiences. One of the world’s most popular 
mobile solutions, Apple’s iOS platform, 
which consists of the iPhone, the iPod touch 
and the iPad, will not play Flash video. The 
technology standards such as HTML5 are still 
evolving and there is a lack of consistency 
across device platforMs Organizations should 
therefore expect to invest in both Flash and 
HTML5 experiences to maximize the reach 
of their content across this diverse landscape. 
Fortunately Flash, HTML5 and other mobile 
video platforms have some basic forms of 
compatibility, allowing for a common video 
codec like H.264 to be shared across these 
various forms of delivery. For some, this 
fragmentation might imply investing millions 
into research and development that attempt to 
tackle the end-to-end problem. This, however, 
is the hard way to do it.

Over the last few years, a new market has 
emerged for online video platforms (OVP) 
that provide comprehensive solutions to 
insulate corporations from the waves of 
change rippling through the industry. These 
platforms remove the need for corporations 
to invest in their own infrastructure because 
these platforms take on the task of deploying 
the necessary technology for publishing 
video in the appropriate format. So it makes 
sense for most corporations and institutions 
to evaluate these software-as-a-service 
(SaaS) business software solutions since 
they provide a more cost-effective means 

of implementing multi-device distribution 
strategies. These online video platforms offer 
an insurance policy and hedge against future 
changes in technology platforMs An ongoing 
yearly subscription ensures a constant stream 
of innovation that maximizes consistency 
across devices by providing a common 
platform for video production, editorial 
control and user experience development. 

Internet video delivery is a must-have for 
the enterprise today; mobile video, while 
currently less popular, is quickly accelerating 
in popularity. As organizations consider 
their investment in online video, they need 
to put in place a robust distribution and 
syndication strategy across multiple partners 
and devices to maximize the ROI of their 
content investments. While technology titans 
battle over standards, enterprises should 
simply hedge their bets so that it does not 
matter who prevails. Robust online video 
platforms minimize the risk and maximize the 
opportunity to leverage video as an effective 
means to drive strategic business goals. l

Connect-World is 
celebrating its 15th 
anniversary

Through the years, Connect-
World’s authors told of the rise 
of mobile, of fibre, of wireless 
and of broadband; they told of 
the dot.com meltdown, of
digital inclusion and conver-
gence, of standards and break-
throughs, the rise of IP and 
the fall of switching and of the 
regulatory turnaround.

In every issue of Connect-World 
heads of state, ministers and 
regulators, heads of
international institutions and 
leaders of industry speak of 
what the ICT revolution, as it 
happens, means to the people 
in their regions of the world.

www.connect-world.com

Online video
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Mobile video

Changing the game - bigger and better mobile video
by Yvonne Chang, Vice President & Managing Director, Yahoo! Southeast Asia

Growing smartphone use, new operating systems, mobile broadband, and innovative apps 
and content are colliding to reshape the landscape of mobile telecommunications. The mobile 
sector is moving away from its focus on subscriber growth. This shift will have implications 
for the production, consumption and distribution of video content specifically for mobile 
devices. A new wave of video content produced for consumption on smartphones - paid 
video clips, music videos, TV episodes, TV  programmes and online movies will increase 
usage and revenues.

There is a common myth that development 
and growth for mobile video only exists 
in advanced economies with mature 
infrastructure, but this is set to change in 
Asia’s emerging economies.

In a rush to modernise and maximise 
telecommunication infrastructure, businesses, 
governments and citizens are leapfrogging 
technologies to get right into the latest 
technology or the newest gizmo. From 
developing high-speed mobile networks that 
are connecting at speeds of 2.5G to 3G or 
4G, a gamut of WiFi hot spots, an exploding 

ecosystem of mobile apps from different 
handset manufacturers, entertainment and 
content portals to the latest smartphones, 
everyone is rushing to leapfrog to the latest, 
fastest and best content and entertainment.

The mobile sector is moving away from its 
previous focus on subscriber growth. The 
expanding demographics of smartphones 
and new operating systems, the arrival of 
mobile broadband, and the explosive growth 
of apps and content are colliding to reshape 
the landscape of mobile telecommunications. 
These shifts will have implications for the 

production, consumption and distribution of 
video content specifically on mobile devices.

Many publishers and content producers have 
latched on to this anticipated growth and 
are building mobile content to target today’s 
highly connected and informed end-users. 
The industry is currently seeing a wave of 
applications built for Android or iPhone 
devices. The next HTML standard, HTML5 
will offer a new structure and approach 
to present audio, video and graphics on 
websites, all designed to deliver a better 
experience for mobile users.

Yvonne Chang is the Vice President and Managing Director of Yahoo! Southeast Asia. Ms Chang’s career in the Internet business 
spans several disciplines, including display and search advertising, online marketing, operations, business development, engineering 
and product management. Ms Chang joined Yahoo as Head of Advertising Sales in Yahoo! Taiwan and she has held a number of roles 
including responsibilities in media content production and the monetisation for Yahoo! Search. Yvonne Chang joined Alibaba, Yahoo!’s 
partner in China, as Vice President. In this role, Ms Chang led search initiatives for Yahoo! China, established performance advertising 
for the Alibaba group, and started a search centre from scratch at Taobao.com.
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While technology will improve a user’s 
experience, the video content world will 
undergo rapid transformation. More content 
publishers such as news and entertainment 
websites are increasingly posting video 
content on their sites. Videos complement 
news stories and serve as an extended story-
telling platform. Besides creating a level of 
‘stickiness’ to make audiences spend more 
time on their websites, video content has the 
potential to go viral and drive further traffic 
when it is shared socially. Editorial teams 
have already discovered the potential of video 
as a traffic driver and this has become an 
integral component in their content strategy.

Leveraging the success of online video, 
we can expect a new wave of video content 
produced for consumption on smartphones 
such as paid video clips, music videos, TV 
episodes, TV  programmes and online movies 
to be the new content wave. After all, we 
are already witnessing the growth of mobile 
video from the increased bandwidth available 
on networks, lower data costs and more 
advanced handheld devices. 

There are three key trends shaping the uptake 
of mobile and its potential to push mobile 
content consumption further in Asia. One is 
the emergence of low cost smartphones. The 
growing demand for handsets in emerging 
markets is helping manufacturers achieve 
greater economies of scale and increasing 
the ecosystem for low-priced smartphones. 
In countries like Indonesia, smartphones 
are available at less than US$100 and are 
often pegged to highly cost-competitive ‘all 
you can consume’ data pricing plans offered 
by telecommunications providers who are 
already subsiding handsets. 

Along with handset subsidies and the reduced 
data tariffs, we see a new generation of 
first-time Internet users who are connecting 
to the Internet through mobile devices. 
The increasing availability of public WiFi 
hotspots will only further drive this access to 
the Internet from a mobile platform.

Improvements in the speed of mobile networks 
will also accelerate the uptake of video on 
mobile as users take to the ‘third screen’ for 
entertainment. According to a recent survey 
by Nielsen, up to 37 per cent of the youth in 
Indonesia - and between 20 per cent to 34 per 
cent of youth in Singapore, Malaysia, Vietnam, 
Thailand and the Philippines - rated mobile 
phones as one of their preferred devices to 
access the Internet and to view video content. 
This brings the Asia-Pacific average as a whole 
to 40 per cent.

The attractiveness of mobile Internet access is 
also spurring the growth of mobile websites. 
Between 2009 and 2010, the number of 
mobile websites has risen seven-fold and the 
mobile video audience in Asia has jumped by 
70 per cent between 2008 and 2009.

Reading local and national news on the 
mobile is an activity that is most favoured 
(97 per cent) by users in Vietnam, but it is 
the viewing or downloading of music videos 
that ranks very highly among the Gen-Y 
in Malaysia, Indonesia, Thailand and the 
Philippines. Interestingly, mobile Internet 
growth in Indonesia far exceeds growth in 
other countries and, even more interestingly, 
up to 50 per cent of the users in these 
markets are female - which proves that the 
smartphone is the smartest equaliser!

You may wonder if video content has legs in 
some Asian countries where mobile networks 
are not as advanced. For some operators, they 
may tell you that video on mobile is nascent. 
But if we are to relate to how Internet and 
broadband penetration has grown rapidly in 
the last few years in Asia, we are only truly 
beginning to see the potential of mobile video 
content and the monetisation opportunities it 
can bring to operators.

The desire for entertainment on the move 
will continue to shape demand for video 
content. Perhaps we are not going to see 
a demand for long mobile video episodes 
if we were to take bandwidth limitations 
into consideration, but what we can expect 
in the future is clever  programmeming 
- whether it’s a series of short episodes 
made for mobile devices; episodes that are 
released as a mini-series; or location-based  
programmeming where the user’s viewing 
experience is tied to their geographical 
location. Video producers must rethink how 
they will engage viewers watching videos 
on mobile platforms, as they will need to be 
more cohesive and concise in their content 
production.

Video content produced on mobile devices 
can also be truly compelling and raw. Citizen 
journalism has shown that users readily seek 
content that unveils a story in real-time as an 
event unfolds. Taking a leaf from global events, 
journalists could be shooting news stories 
from their smartphones and uploading footage 
on news sites within minutes. Mobile video 
could create a generation of viewers who no 
longer expect polished and packaged news  
programmeming in favour of candid news 
reporting.

The Internet has proven to be a disruptive 
technology, and Internet content, such as 
mobile video, has once again proven itself 
to be the king in a highly charged game-
changing world that is transforming the role 
of content owners. Just as music download 
sites such as Apple’s iTunes proved that 
well-designed content distribution models 
can lead people to make micropayments for 
downloadable on-demand music or movies, 
smartphone innovations have the potential to 
re-establish pay-walls as users seek content 
to keep themselves entertained while on the 
road or in-between appointments.

We are seeing hints of a mobile video 
revolution, and its growth, going by initial 
estimates, is expected to be significantly 
greater than online video despite its currently 
small base. Given the huge appetite for rich 
content among Asia’s youth, it is only natural 
to expect the market to surge with a cocktail 
of smarter devices, more bandwidth, more 
aggressive device pricing and the falling cost 
of network data access. l

Connect-World is 
celebrating its 15th 
anniversary

Through the years, Connect-
World’s authors told of the rise 
of mobile, of fibre, of wireless 
and of broadband; they told of 
the dot.com meltdown, of
digital inclusion and conver-
gence, of standards and break-
throughs, the rise of IP and 
the fall of switching and of the 
regulatory turnaround.

In every issue of Connect-World 
heads of state, ministers and 
regulators, heads of
international institutions and 
leaders of industry speak of 
what the ICT revolution, as it 
happens, means to the people 
in their regions of the world.
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Video, as a real-time communications option, brings depth, context, personalisation and 
choice to the communications experience and is fast becoming a transformational force - 
including for business; IP-enabled networks enhance productivity, improve collaboration 
and offer a foundation that can streamline business processes, enhance decision-making and 
improve customer service. Even so, should a business operate this expanding ecosystem, 
or should it call on third-party expertise? Cloud computing and outsourced models are 
increasingly viable options for the immersive engagement platform of the future.

Enterprise video

Visual shock - the video transformation of corporate life
by Andrew Dobbins, Regional Vice President, Verizon Business Asia-Pacific

As Ivan Seidenberg discussed in his 2011 CES 
keynote, technology is having a dramatic impact 
on the way we live our lives today. Wireless 
data usage and smartphone penetration is 
growing rapidly; a new computing platform 
for mobile broadband has emerged, creating 
the market for mobile apps that is changing the 
way we relate to the Internet. Millions now have 
increasingly high-speed broadband access to the 
Internet in their home. 

These connections are sparking a revolution in 
digital media, fuelling growth in game consoles, 
HDTV’s, DVR’s, home networking equipment 
and more. The increasingly common factor in 
this media-everywhere world is the moving 
image - self-generated or highly produced - on 
the move or in the home, over the web or in 
the workplace, 3D, holographic, or immersive. 
Video, as a real-time communications option, 
brings depth, context, personalisation and 
choice to the communications experience and is 
fast becoming a transformational force. 

The consumer takes control

The moving image has always had a powerful 
sway over people - from magic lanterns to the 
talkies, we have striven to deliver, translate, 
replicate and control moving images. 

We have seen tremendous advances in image 
technologies in past decades. Today, everyone 
with a mobile phone can capture still and 
moving images. We can access, print and share 
our images on the go, at home, everywhere. 
We can choose from hundreds of TV channels, 
download our favourite films in seconds, 
watch  programmemes on demand, enhance our 
learning experience with a click of a button, and 
create and share our own content quickly and 
simply with others around the globe. We are all 
TV cameramen, journalists and editors, of our 
own and others’ lives. The boundaries between 
the different media we use to communicate and 
access information and data are blurring, as we - 
and they - become more social. 

This confluence of networks, devices and 
lifestyle has made video an integral part of our 
personal lives - but it still doesn’t explain the 
transformational power of the moving image. 

The power of the visual 

Video might literally mean ‘I see’, but 
video today is really about engagement and 
participation. The moving image infuses 
every moment of our lives - and is easier and 
cheaper to create and share than ever before, so 
geographically dispersed individuals can form 
communities of interest and gain insight into the 
worlds and activities of others. 

This is important. Thanks to technology, 
our community is no longer the streets 
in which we live, but rather is linked and 
defined by real and virtual superhighways, 
fixed and mobile communication lines, real 
and imagined worlds. Building-in ‘real’ 
visual aspects to display each of the global 

Andrew Dobbins is Regional Vice President Sales and Services Asia Pacific. Prior to this, Mr Dobbins was Asia Pacific Vice President 
of Sales for Orange Business. 

At Orange Business Services, Mr Dobbins served in a variety of roles including Director of Sales Australia and New Zealand, Director 
of Sales Hong Kong and Vice President of Sales Asia Pacific. Mr Dobbins’ responsibilities included managed network services, security, 
messaging, LAN management, IP telephony, professional services and full telecommunications outsourcing. Prior to Orange, Mr 
Dobbins worked at Telstra. 
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communities helps make them feel more real 
to the participants.

Perhaps one result of the growth of social, 
video-based communications is to make us 
think again about how we engage on a personal 
level. So many of us now have hundreds of 
Facebook friends, with whom we share life 
updates on a second-by-second basis. But our 
real relationships tend to be with the small 
group of people we meet in person and follow 
face-to-face. Video, however, helps maintain 
those relationships via a computer screen or 
smart phone even when people are at opposite 
ends of the world.

Implications for business

What does this mean for business? It doesn’t 
take long for consumer trends to permeate 
the business world and this confluence 
of devices, networks and lifestyle is now 
having a major impact on the world of work. 
The next generation has always inhabited a 
technology-enabled, always-on, multi-faceted 
and increasingly social world. The question 
is, will businesses be able to harness social 
technologies to their benefit?

Business today is operating in an increasingly 
global marketplace, and 24/7 operations are 
the norm; competition is fragmented, and the 
economy remains challenging - and so the 
issue of determining how to focus business 
effort is increasingly complex. Business, then, 
is looking to establish new, fluid constructs 
that will help make the most of opportunities 
as they arise. The ability of global, IP-enabled 
networks to enhance productivity through 
better collaboration is well known1; they offer a 
foundation on which companies can streamline 
business processes, enhance decision making 
and improve customer service. 

IP-enabled networks enable corporate 
stakeholders to find and use information in ways 
that are increasingly mirroring the always-on 
communications in their personal environment with 
multiple formats, and devices, from any location, 
on demand. Unified communications brings 
together the ability to speak, share information, view 
presence information, and increasingly, visually 
engage, over a single platform. 

This has significant implications for businesses. 
With immersive video communication, 
mobile devices and social networking tools 
increasingly filtering into the office environment, 
the bandwidth demand is tremendous. So 
high-capacity networks and always-available 
applications are becoming critical business 
enablers. On-demand access to data-intensive 

multimedia applications like video also requires 
assessment of storage capacity, linked to which 
audiences should be able to access it. Mobile 
device management and content delivery systems 
are transforming the office intranet into trusted 
social workspaces that extend beyond the office 
walls, giving stakeholder ecosystems the freedom 
to innovate and collaborate, and enabling the 
benefit of fresh thinking to be quickly realised. 

This all begs the question as to whether or not 
a business needs to own its IT assets, or merely 
enable information access to personal devices. 
Should a business operate this expanding 
ecosystem, or should it call on third party 
expertise? Cloud computing and outsourced 
models are increasingly viable options for the 
immersive engagement platform of the future. 
All of this is disrupting the given assumptions 
of business practice. 

Technology enablers 

Perhaps the most important factor driving 
enterprise video adoption is the exponential 
growth of ‘cloud computing’, and its 
fundamental shift towards an everything-as-
a-service delivery model. This is a world in 
which cloud-based, converged solutions are 
delivered with built-in security via managed and 
professional services over global IP networks. 
Giving flexible access to large amounts of 
scalable computing power gives enterprises 
the freedom to access resources on demand to 
support natural business cycles. 

High-IQ networks - which comprise ultra-
wideband capacity, super data centres for 
the cloud and smart devices for anywhere, 
personalized applications - are also offering an 
inventive, efficient and cost-effective platform 
for a new decade of innovation. They will enable 
applications to be seamlessly and securely 
‘mobilised’ - that is, ported - beyond the desktop 
to smarter, ever more portable devices, using 
a thin-client approach, where applications are 
stored and delivered from the cloud.

Higher-capacity wireless networks are also 
enabling face-to-face and face-to-machine 
interaction. Building on the growth of 
telepresence, high definition desktop video 
units and Web-based applications, new business 
models are already evolving to monetize digital 
content and deliver video across multiple screens.

Another factor driving the growth of 
collaboration technologies in business is 
the need to be a good corporate citizen. 
Sustainability is a good business practice, so 
companies are increasingly using technology to 
minimise travel, enhance the work-life balance, 

reduce their carbon footprint and improve 
productivity and their bottom line. Immersive 
and mobile video has a role to play that is 
transforming enterprise communications. Video 
is becoming part of the expanding arsenal of 
tools that enable stakeholders to engage with an 
organisation how, when and where they wish 
and make a personal connection. 

Key considerations

What should businesses consider when integrating 
video into the fabric of their operations? 

• Purpose - why are you bringing video into 
your business - have you considered the ROI 
and your overall business strategy? ;
• Capacity - once video is enabled, its usage 
grows exponentially, so quality and network 
optimisation capabilities must be guaranteed via 
provider service level agreements; 
• Network reach - networks should 
enable a consistent viewing experience for 
all your stakeholders;
• Archiving - high-capacity data exchanges 
must be hosted and stored, not least for 
compliance or regulatory requirements. Are you 
going to build out your own data centres, work 
with a third party or move to the cloud?;
• Security - how do you protect corporate 
intellectual property in a real-time exchange 
over a live video feed? Do you police or engage 
employees? Will your data be safe in the cloud? 
What about privacy?;
• Future proofing - will you be able to support 
your future live-streaming, multi-casting, geo-
locating, personalising, customising and other 
needs. Make sure what you do today will still 
make tomorrow possible; and 
• Prevent information overload - can you 
keep your live, full colour information up-to-
date, and of real value? What is its shelf life? 
Who is its guardian? 

We are on the edge of a real paradigm shift in 
global collaboration. Superfast LTE, fibre and 
global IP networks are combining with new 
devices, applications, and interactive content 
to deliver increasingly powerful visual and 
multi-faceted experiences. Smart networks are 
breaking down barriers between different form 
factors and platforMs Moving computing power 
into the cloud is transforming information into 
intelligence that can create new industries and 
revolutionize existing ones.

Disruption is now part of the fabric of society - 
and disruption is bringing about a revolution in 
how companies engage with their stakeholders. 
What is clear is that the moving image has 
a crucial role to play in helping to make these 
social, visual models our new realities. l

1 Meetings Around the World II - A groundbreaking study sponsored by Verizon Business and Cisco reveals that global organizations that deploy the most advanced IP-based collaboration technologies achieve more than 
twice the return on their collaboration investment and perform better than their less collaborative peers.
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The evolution of the mobile Internet has 
accelerated over the past 24 months, and 
with it has come a fundamental change in 
the economics of delivering data. Flat-rate 
service plans, affordable smartphones, tablets 
and multimedia-intensive devices, social 
networking, as well as increasing use of 
USB laptop data sticks or ‘dongles’, have all 
led to a rapid increase in the amount of data 
traversing the mobile network.

The implications of this data growth are 
dramatic for operators and subscribers 
alike. For operators, increases in the cost of 
delivering data are threatening to outstrip 
the growth in their data revenues. On the 
flip side, the risk to user experience from 
congested networks is significant and very 

real - dropped data sessions, sluggish network 
speeds, and pent-up frustration. Customer 
loyalty has never been more of an imperative 
for operators than it is today. 

The mobile data traffic monster

Today, video dominates mobile data traffic, 
accounting for at least 40 per cent in mature 
markets, and it will continue to do so over the 
next three years. According to Cisco Systems, 
video is expected to grow at a CAGR of 131 
per cent and will constitute 66 per cent of all 
mobile data volume by 2014. By then, the 
total volume of mobile data traffic will reach 
3.6 exabytes per month, growing 108 per cent 
per year.

Driving 4G adoption

Despite its colossal appetite for bandwidth, 
video is a primary driver for 4G adoption 
(either 4G LTE or WiMAX). Many operators 
are banking on high-definition mobile video 
to induce critical mass adoption among 
subscribers and take their networks to the 
next level. 

Consider the device innovation so far 
in 2011, with many new tablet devices 
introduced on operating systems such as 
Android Honeycomb, which are poised to 
compete with the Apple iPad. These all come 
with built-in features designed to support 
multimedia and video, such as HD video 
capture, video chat and conferencing. Verizon 

Ed Ogonek is the President and CEO of Bridgewater Systems Corporation; he has more than 20 years of experience in telecommunications, 
data networking and network/service management. Before joining Bridgewater Systems, Mr Ogonek held the position of Senior Vice 
President and General Manager of Metro and Enterprise Solutions at CIENA. Prior to CIENA, Mr Ogonek was President and Chief 
Executive Officer of Akara Corporation, which was acquired by CIENA in 2003. Mr Ogonek’s prior experience includes key executive 
and general management positions at Newbridge Networks, Alcatel, British Telecom and Bellcore. 

Ed Ogonek received a Bachelor’s Degree in Mathematics from John Carroll University and a Master’s Degree in Operations Research 
from Case Western Reserve University. 

Data usage is growing explosively and, unless they can intelligently manage the traffic, 
operators are hard-pressed to meet peak demands without compromising quality, losing 
money or both. Given the mobile sector demand for content, social networking and 
entertainment it is clear that an intelligent, adaptive and flexible approach to the balancing 
of limited network resources is required.

A smart policy control strategy adds richness and flexibility to service and billing relationships, 
and lets customers control the relationship and their mobile data wallet. 

by Ed Ogonek, President and CEO, Bridgewater Systems

Video, mobile data and mobile bill shock

Mobile policy control
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Wireless also unveiled a host of devices built 
for its 4G LTE network - from smartphones, 
to tablets, to laptop computers and mobile 
hotspots, all boasting video capabilities.

Analysts expect that by 2014, around 47 per 
cent of Asia’s mobile devices will be Internet 
capable. This Internet capability will further 
drive mobile data services. With revenues 
from voice services remaining largely static, 
mobile data will be centre stage in any 
operator’s plans for growth and innovation. 

Video also plays a crucial role in the public 
safety arena. Safety agencies worldwide are 
enhancing their machine-to-machine (M2M) 
communications with advanced mobile 
broadband and multimedia capabilities to 
ensure high reliability and priority access 
to network resources, devices and mission-
critical applications during emergencies. 
IP-based cameras are replacing traditional 
analogue CCTV surveillance systems with 
policy-based access to live and archived 
videos as well as security information over 
the public safety network. 

A high-speed TD-LTE network was used 
at the World Expo 2010 in Shanghai last 
year for security video surveillance and 
monitoring between the command centre and 
the pavilions. 

Profiting from mobile data

Increasingly, subscribers will prefer to 
use operators that offer a transparent 
network experience, with a high degree of 
personalization and service innovation. 

Today, the mobile sector faces explosive 
demand for content, social networking 
and entertainment services and it 
is clear that an intelligent, adaptive 
and flexible approach to the issue of 
balancing customers and limited network 
resources is required. Without the ability 
to manage access to services, content 
and applications based on subscriber 
entitlements and network conditions, 
subscribers face the risk of experiencing 
the mobile data equivalent of electricity 
‘brownouts’, or the unpleasant experience 
of suddenly receiving unexpectedly huge 
bills for content downloads.

The growing demand for network and air-path 
capacity, driven by consumer and enterprise 
users taking advantage of the new generations 
of data-centric devices and services now 
available, is at the heart of the problem.

Operators can respond to this appetite for 
mobile data by increasing network capacity, 
but this takes time and money - the latter 
currently being in short supply - and runs up 
against limited wireless spectrum capacity. 

Although some Asian operator alliances have 
introduced flat-rate data roaming plans, if 
they impose blanket bandwidth and download 
limits, or just offer ‘best-effort’ connectivity, 
they run the risk of alienating their most 
profitable and high-spending customers with 
the brownout scenarios highlighted above. 

Alternatively, if they try to throttle back 
traffic through high tariffs and roaming 
charges, they will alienate customers even 
more, as customers experience ‘bill shock’ 
and roaming fees totalling tens of thousands 
of dollars. 

Smart policy control 

The crucial balancing point for matching 
services, network availability and 
customer demand lies in the policies 
applied to each customer. 

In the past, policy control tools were far too 
heavy-handed for operators to really turn 
them to their advantage, while preserving 
the customer experience. ‘Best effort’ or 
throttled-back service across the board, is 
no longer sufficient, especially for critical 
enterprise applications or high-value content. 
Alternatively, the use of blunt generic pricing 
policies or caps on service access can have a 
similarly brutal effect on the customer’s trust 
and their future spending patterns.

What is needed is a smart policy approach 
to handle this increasingly complex and 
sensitive relationship with the required levels 
of personalization. 

There are essentially three components to 
applying such a strategy:

Firstly, customers need access to self-service 
portals or automated alerts that allow them 
to send top-up or bandwidth boost requests, 
change their service packages, get information 
on their usage and calling patterns, and set 
individual limits on roaming or downloads. 
Take this even further, with client applications 
that present a real-time view of current usage 
versus plan, and the ability to set personal 
usage limits, all available on their device. 
This enables a high degree of personalization, 
improved transparency that reduces customer 
support overheads and bill shock, while 
encouraging take-up of additional services.

Secondly, the use of policy control should 
enhance the customer experience. Both the 
customer and the operator can start to tailor 
policies to support specific applications such 
as video and music downloads, Web browsing 
and email, while taking into account the 
customer’s own real-time behaviours and 
preferences as well as current network 
conditions. With many video optimization 
solutions available to help manage video 
traffic, policy can be applied to decide when 
to optimize video traffic based on subscriber 
entitlements or to satisfy video quality service 
level agreements, for example, for mission-
critical medical imaging applications. 

Finally, a more flexible, real-time and 
customer-friendly approach to the issue of 
setting bandwidth caps should be adopted 
so as to allow operators to act appropriately 
depending on whether they are facing 
heavy or abusive users, or customers 
who inadvertently exceed a set limit by 
downloading a movie. By optimizing and 
rationalizing the allocation of bandwidth 
across customers, and prioritizing those 
prepared and able to pay for it, the 
customer gets a consistent, fair experience 
while the operator avoids the need for 
expensive network upgrades to relieve 
network congestion.

In practice, a smart policy control strategy 
adds unprecedented richness and flexibility 
to each mobile operator’s palette of service 
and billing relationships, and keeps the 
customer feeling that they are in control of 
that relationship and their mobile data wallet. 

For example, by monitoring a post-paid 
customer’s behaviour over long periods in 
real time, an operator can offer personalized 
bandwidth limits or alternative tariffs along 
with appropriate notifications to ensure 
fair usage, or alerts to new service plans. 
Alternatively, pre-paid customers can be 
monitored and offered relevant opportunities 
to upgrade their contracts through a portal as 
their circumstances change, or to offer other 
pre-purchase options. 

The complexity of the relationships 
between individuals, enterprises and the 
ever-lengthening content and applications 
value chain will only increase. The appetite 
for mobile data, in particular video, is set 
to thrive. Policy control provides a core 
set of intelligent capabilities that allow 
operators to optimize the use of network 
resources, and innovate with personalized 
services that drive customer loyalty and 
new revenue streaMs l
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