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Media Going Mobile — Market Trends
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SES GLOBAL: Who Are We?

4 Theworld's leading satellite operator by revenues, EBITDA and s ize of fleet

A Born out of the combination of SES ASTRA and SES AMERICOM

STRA: No.1 DTH broadcast satellite system in Europe with a reach of more than 41 million households (103
million incl. cable)
AMERICOM: Leading position in US cable head end broadcasting serving over 10,000 head ends with reach of
approximately 80 million cable households
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A Strong network of established partners in Asia and Latin America

4 Global fleet of 40 satellites with optimal look angles and comprehensive landmass coverage
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The SES GLOBAL fleet

= Largest satelite fleet with 40
H satellites: 30 operated by

A i A ===

positions

SESAGLOAAL

3-STRICTLY CONFIDENTIAL

Mobile Devices and Services are Evolving from Voice to Video

SMS

A Fromtextto
pictures

4 From voice only to
voice &video peer-
o-peer

A From Pull to
Broadcasting
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Mobile Media — Encouraging First Results for Subscription Content

A St based mobile [
experiencing strong demand = ——
» Satellite radio in the US (‘DARS") x

- XM Radio and Sirius Radio

» Satelite -delivered mobile video in Korea /
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A 3G commercial services across Europe,
eg . sme——
» Orange, Vodafone, Sky- UK
» Orange, SFR, Canal+ - France =
» Vodafone, RTL, Sat1- Germany e
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>

Broadcast network trials and announced
deployments (DVB-H, T-DMB,
MediaFLO, etc)

» UK, France, Germany, etc




Mobile Media Complements Fixed Media Consumption

Souce: T eda

Mobile TV viewing complements traditional TV usage without necessarily impacting
traditional television viewing time. Interesting opportunities for content providers and
to “follow their "
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Mobile Media Complements Mobile Voice & Data Communications

Integrating Broadcast with inferactive
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Mobile Media enhance cellular voice & data capabilities — complement, not compete
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Mobile Media — Opportunities for Satellites

Satellites are uniquely qualified for broadcasting content: ubiq uitous & instantaneous
coverage, spectrum, synergies with DTH/DBS services
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Conclusions

A Subscription-based mobile mediaemerging -> new revenue opportunities for
content providers, broadcasters and cellular operators
» Existing as well as i ive to mobile) content

A Mobile mediacomplementary to voice &data

A Satellites can provide ubiquitous, instantaneous coverage in dedicated
spectrum, offering cost-effective business opportunities for
» Feedinghead-ends
> Aggregating content
» Direct-to-handheld solutions

A Network and service deployments suffering from fragmentation
> Multitude of technologies, lack of spectrum, regulations

A Technology-neutral policies should permit direct-to-handheld satellite solutions

» Considering in particular the nature of and
communications
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