
C H A L L E N G E S

SES is a satellite operator and ground communications provider focusing on 
end-to-end solutions in two key business units: SES Video and SES Networks. SES 

connects broadcast, telecom, corporate and government customers, and impacts the 
lives of billions of people worldwide.

At the beginning of 2017, SES was in search of the right partner to assist in 
strategizing and developing cross-regional digital marketing campaigns. Wings4U was 

approached with a request for proposal and after 2 rounds of evaluation, was then 
selected as the most suitable agency for the task.

Together with the client, we explored and defined relevant regional solutions and how they should 
be communicated to varying audiences. SES HQ and regional marketing teams were involved in 

this process to ensure the consistency of the marketing strategy and message.

T H E  P R O C E S S
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We provided a global and cross-regional inbound marketing 
strategy, including campaign content production and 

execution for SES video solutions.

 

Content Creation, Global Strategy, Inbound marketing

“'Wings4U supported SES Video marketing team in designing a complex inbound 

marketing campaign. Wings4U team brought value and insights in understanding 

our markets complexity and maturity, in order to develop a multi-tactics digital 

content marketing campaign which effectively positions SES brand whilst 

promoting its wide range of satellite enabled solutions to a wider and more 

targeted audience.” 

― Elodie Maurer, Senior Coordinator, Cross-Regional Marketing, SES

Based on priorities defined in content mapping, each campaign set was first produced in English and 
then localized for other markets where necessary. For each campaign content set, our team 

interviewed SES subject matter experts for insights, researched the topic, and crafted the story based 
on defined personas and the needs of each particular market. To build a content that tells a story 
while still takes into consideration clients existing corporate and content creation processes, we 

centered some of our efforts on gated explanatory content (such as ebooks, guides, and reports). 
We also supported the campaigns by creating various secondary assets (e.g. blog posts, infographics, 

social teasers, nurturing emails) to help drive the user’s attention, promote relevant value, and to 
invite them to download the more extensive gated content. 

Are you interested in this kind of project?
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WHICH SES SOLUTION ARE YOU 
INTERESTED IN?

In this ebook, we take a look at what you need to know 
before getting started with a direct-to-home (DTH) service 
offering. Highlights include:

How DTH works and why it can be beneficial 
for your business

The 3 different business models available 

Technical and local considerations for 
essential business operations

How to approach a developed versus 
emerging market 

Getting the most out of your established 
infrastructure for increased revenue streams 

GET THE EBOOK

Direct to home

ESTABLISHED

Any existing infrastructure that has 
been digitised may require upgrades 

Local communications regulations 
will already be established, but they 
may be in favour of existing 
companies 

Integration will be necessary with 
existing local and regional broadcast 
and content creators

Local technicians may have existing 
commitments to vendors but will 
likely already have the market and 
technical knowledge 

EMERGING

Though knowing the maturity of your target market is a good place to start, it is far from the only factor 
that is going to influence the processes necessary for a successful DTH launch. If you’re interested in 
learning more about how a DTH solution can work in your next market, be sure to download our ebook 
The Direct-to-Home Journey: Launching, establishing, and expanding your DTH business.

All infrastructure will require 
complete digitisation from existing 
analogue systems

All local and regional regulations and 
relationships must be built from the 
ground up

All broadcast relationships and 
channel selections must be 
determined based on research and 
availability

Technicians may need to be sourced 
and trained 

TECHNICAL CONSIDERATIONS 
FOR DIFFERENT MARKET 
MATURITIES

THE DIRECT-TO-HOME STRATEGY GUIDE
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I. INTRODUCTION 

Is this ebook right for me?
 
In many cases, businesses are evaluating the implications and functionality 

associated with a DTH service in order to determine the challenges and 

opportunities that could arise.

It aims to explain what DTH is, including the specifics of its architecture, 

along with a comprehensive statement of the benefits of adding a DTH 

component to your video business. 

It will also assist you in establishing a DTH platform via an explanation 

of the service goals and di� erent business models available. This ebook 

further includes content dedicated to growing and expanding your DTH 

service while facing challenges from other players in a contended market.

INTRODUCTION

This ebook 
addresses a number 
of challenges faced 
by companies in the 
adoption and launch 
of a DTH service.

It aims to explain what DTH is, 
including the specifics of its 
architecture.
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GUIDE  
Launching, establishing, 
and expanding your 
DTH business
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II. LAUNCHING AND ESTABLISHING YOUR DTH BUSINESS

Launching & 
establishing your 
DTH service

There are a number of factors that go into supporting a successful launch, 

many of which can be established ahead of time to help ensure a smooth 

transition.

Business models

There are three business models that can be operated within DTH. It is 

important to keep in mind that the model(s) you select will be with you 

for the medium / long-term owing to the complexity of reconfiguring the 

necessary technical aspects to support the change to another business 

model. One commonality between these business models is that they all 

require that the DTH provider possesses a broadcasting license in order to 

regulate the service.

Pay-TV: This generally manifests in the form of a subscription-

based model, giving the customer access to premium content for 

a monthly, annual, or seasonal fee. Content is encrypted before 

broadcast, making a STB with a smart card and a conditional 

access system (CAS) necessary in order to decode and view it. 

Free-to-air (FTA): Content is broadcast unencrypted, 

meaning that anyone with the right equipment can view it. 

Such an arrangement is ideal for mass market implementation 

that will be based on organic growth.

LAUNCHING & 
ESTABLISHING

CONTENT AUDIT

To optimize the campaign and connect it to existing content created by SES, we first 
conducted detailed research and a thorough Content Audit. This provided better 
visibility into existing content and turned out to be a helpful tool for team members for 
mapping existing content in future campaigns.

1

CONTENT MAPPING

We created a Content Map that contains all 12 video solution-related topics, key 
messages, and content ideas for the different personas, their stage of buyer’s journey 
and regions. Those stories were prioritized for the execution of campaigns throughout 
the year. The document was designed to stay as a ‘live’ tool, so that SES could continue 
to use it to support their ongoing content production processes.
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MATURITY MATRIX

Due to unique situations of the digital landscape in each region, a distribution guide 
was created for each of the 12 campaigns. It guided the user through how to best utilize 
all campaign assets plus best practices for social media and paid media.

4

BUYER PERSONAS

After a series of interviews with SES customers and internal subject matter experts, we 
created Buyer Personas that helped us to better understand the challenges of SES’s 
ideal buyers. 7 different buyer persona profiles were identified and described.   

The most important innovation for SES was found in our idea to map all of their 
solutions with regards to market maturity. The Maturity Matrix Map summarized 
our conclusions into a single, easily understood graph. Due to the complexity of the 
topics and their differing focuses across regions, it was key for clearly visualizing all 
aspects of the strategy, including relevancy of solutions towards world regions and 
audiences. This tool turned out to be important for aligning all regional marketing 
teams and their campaign plans.
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Contact us

Good internet connection
Technology readiness

Digitisation
(Supporting customer along 

the  digital migration process)

Market 
opportunities

(Supporting customer to 

further develop its local 

business or to expand 

internationally)

Fully digitised High maturity market

Stage of maturity

GLOBAL

Not digitisedLow maturity market

Innovations (SAT>IP, DISHES, VOD)

CEO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit. CTO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.

CFO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.

Good internet connection
Technology readinessFully digitised High maturity marketNot digitisedLow maturity market

Media Platforms (ASTRA, 
WAP/ EAP, HD+)

CEO: Lorem ipsum dolor sit amet, consectetuer adipiscing 
elit, sed diam nonummy nibh.

CTO: Lorem ipsum dolor sit amet, consectetuer adipiscing 
elit, sed diam nonummy nibh euismod.

CFO: Lorem ipsum dolor sit amet, consectetuer adipiscing 
elit, sed diam.

Transitioning 
to digital

CEO: Lorem ipsum dolor 
sit amet, consectetuer 
adipiscing elit, sed diam 
nonummy nibh euismod.

CTO: Lorem ipsum dolor 
sit amet.

CFO: Lorem ipsum dolor 
sit amet, consectetuer 
adipiscing elit, sed diam 
nonummy.

Gov: Lorem ipsum dolor 
sit amet, consectetuer 
adipiscing elit, sed diam 
nonummy nibh euismod 
tincidunt ut laoreet 
dolore magna aliquam.

Governments (Transition to digital) Governments (HD > UHD)Governments (SD > HD)

All target audiences (i.e. Broadcasters, telco's, content aggregators, etc.)

CEO:  Learn cost-e�ective alternatives to satellite for 
occasional use contribution of your content where terrestrial 
connectivity is su�icient.

CTO: Find out how to contribute your occasional use video 
content through software-based platform (Advanced IP 
Contribution) in regions where satellite contribution is cost 
prohibitive.

CFO: Find out why Advanced IP contribution can reduce the 
cost of occasional use video content contribution in regions 
where satellite cost can be prohibitive.

Advanced IP Contribution

Good internet connection
Technology readiness

Digitisation
(Supporting customer along 

the  digital migration process)

Market 
opportunities

(Supporting customer to 

further develop its local 

business or to expand 

internationally)

Fully digitised High maturity market

Stage of maturity

AFRICA

Not digitisedLow maturity market

Managed end-to-end solutions

CEO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit.

CTO: Sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.

CFO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy.

Good internet connection
Technology readinessFully digitised High maturity marketNot digitisedLow maturity market

Governments (Transition to digital) Governments (HD > UHD)Governments (SD > HD)

All target audiences (i.e. Broadcasters, telco's, content aggregators, etc.)

DTH (Launching DTH Business, growing DTH platform with international 
content, expanding DTH business to other markets)

CEO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod.

CTO: Lorem ipsum dolor sit amet.

CFO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy.

Innovations (SAT>IP, DISHES, VOD)

CEO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit. CTO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.

CFO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.

Media Platforms (ASTRA, WAP/ EAP, HD+)

CEO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat.

CTO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat.

CFO: Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat.

Sensitivity to various topics and the need for 
careful localization. 

Incomplete awareness of target personas, 
their specific challenges and pain points. 

Existing content was company or solution 
focused, with deep technical information.

Differing levels of marketing expertise in 
regional teams.

Generate leads for the sales team, via 
targeted campaigns for each of 6 regions.

Build awareness surrounding SES global and 
regional video solutions.

Position SES as a thought leader within the 
video distribution industry.

Define strategy and create 12 digital 
marketing campaigns to promote the entire 
SES video solution portfolio and how it meets 
the needs and maturities of varying markets 
around the world. 


