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Singapore's global competition test 
bed for mobile TV
Analysing the concentrated experiences in Singapore may offer 
new policy strategies for other markets

An Emerging Market Reality
The Asia-Pacific region according to recent esti 

mates will be the largest mobile television market 
with 95 million subscribers by 2011. The techno 
logical savvy island state of Singapore currently 
has 134.2% mobile telephone penetration.

Singapore government embraces companies 
to do experiments and innovations of interactive 
digital media, like mobile TV, to view Singapore's 
market as a viable test bed. Between 2007 to 
2008, Singapore's three mobile providers (SingTel, 
StarHub, Ml), plus a broadcaster (MediaCorp), 
and a new media company (Singapore Digital) 
recently completed two DVB-H broadcasting 
mobile TV trials.

The uncertainty of financial deployment of 
Mobile TV services (MTVS) lets the Media Devel 
opment Authority MDA take a more consultative 
and collaborative approach for licensing. Although 
the global financial crisis holds back the commer 
cialized mobile TV in Singapore, MDA encourages 
advancing such interactive digital media to move 
one step closer to the vision of Asia Media Hub.

Ready for Mobile TV
The fledgling Mobile TV industry continues 

to struggle globally with multiple technological 
standards, numerous business models, emerging 
content, and nebulous customer needs. It has 
been suggested that mobile TV and video will 
generate consumer revenues of US$8 billion by 
2012 and that the Asia-Pacific region will lead the 
development. Mobile TV refers to the "transmis 
sion of TV programs or video for a range of wire 
less devices" (from TV-capable mobile phones to 
PDAs or wireless multimedia devices) according to 
one industry researcher.

Mobile TV offers two kinds of content delivery: 
scheduled mobile broadcast TV (i.e. streamed 
TV services as DVB-H and DMB-T), or unicast of

user-selected mobile videos. A 2008 consumer- 
behavior study conducted by Ericsson and CNN 
showed more than a third (34%) of respondents 
ranked mobile TV as the most desirable applica 
tion on their cell phones and almost half (44%) 
planned to adopt it before 2010, noting "subscrip 
tion cost" and "media quality" were the desirable 
attributes for successful adoption.

Singapore, with its high mobile penetration 
rate, 2.1 million 3G subscribers as of June 2008, 
and a digital-savvy consumer base make the 
country a promising mobile TV market. Mobile TV 
has been targeted as a significant part of the inter 
active digital media industry in MDA's Media 21 
plan, picturing Singapore as a global media city.

The two market trial tests in late 2008 by 
the industry were submitted to MDA and await 
further announcements on licensing and related 
issues. A review of second-hand documents, inter 
views with several industrial players (e.g., Singa 
pore Digital's general manager and MediaCorp's 
business development vice president), the policy 
director from MDA, an analysis of stakeholders, 
and a usability test of their mobile TV devices has 
revealed high potential for Singapore's develop 
ment of a mobile TV industry.

Current market status
Singapore has a limited competitive telecom 

munication market and a broadcast industry 
monopoly. Currently, all three telcos (SingTel, Ml 
and StarHub) are actively involved in the devel 
opment of Singapore's mobile TV. Established in 
1879, SingTel is Asia's leading communications 
group with operations and investments around 
the world. SingTel Mobile has the biggest market 
share with more than 1.9 million customers.

In contrast, StarHub launched in 2000 and 
has become the second largest mobile operator 
and the sole cable television operator in Singa 
pore. MediaCorp, Singapore's only broadcaster
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currently has 8 television and 14 radio channels. 
It has been the primary content provider for local 
mobile TV trials to-date. Singapore Digital is a full 
service mobile TV provider that not only aggre 
gates content but also tests transmission of DVB-H 
mobile TV signals.

As the governmental authority for the industry, 
MDA regulates Singapore's digital media and in 
November 2007 proposed a regulatory framework 
for Singapore's mobile TV services (MTVS). It will 
finalize the policy for commercialized MTVS this 
year, making it a viable test site at any time.

Aggressive development
Infocomm Development Authority of Singapore 

(IDA) sold the 3G licenses to Singapore's mobile 
communication providers SingTel, StarHub, and 
Ml as early as April 2001. They launched the 3G 
network service between 2004 and 2005.

StarHub further collaborated with NTT 
DOCOMO to start the exclusive i-mode mobile 
internet services in November, 2005. Once Ml 
provided commercialized 3C video services so 
users could watch streamed TV via a web portal, 
MeTV, Singapore's first video sharing service for 
mobile phones, was inaugurated in January 2007 
to exchange user-generated audiovisual content. 
However, 3G video services have been slow to

vd

diffuse in Singapore because of the hefty 3G data 
charges for downloading content.

PGK Media launch the first nationwide trial 
for mobile broadcasting TV service, TV2GO in 
June 2007. The service sports on-the-move live 
programming and real-time interactive content 
using the DVB-H technology. In a move to tap 
the interest in mobile broadcast TV, MDA hosted 
a public forum for its proposed policy for MTVS 
from late November 2007 through early January 
2008.

By May 2008, SingTel made its IPTV, mio TV, 
available on mobile phones. Viewers can watch 
mio TV live channels and video-on-demand with 
an EPG. Broadcast Australia teamed with PGK 
Media to form the Singapore mobile TV services 
joint-venture, Singapore Digital. Later, TV2GO, 
under the arms of Singapore Digital, was granted 
a trial license through November 2008. This 
mobile platform was integrated with the Nokia 
DVB-H broadcast platform to support interactive 
functionalities.

Drawing on the Beijing Olympics in 2008 to 
attract mobile TV viewers, three telcos (SingTel, Ml, 
StarHub) and the broadcaster (MediaCorp) rolled 
out their first joint DVB-H mobile TV consumer 
trial in August 2008. 300 participants were given 
the Samsung p-960 handsets to experience
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Joint DVB-H Mobile TV trial TV2GO

August 2008- November 2008 

DVB-H

News (Channel News Asia, CNBC, Cti, 
TVBS News); Sports (tvmobile's Olympics 
2008, Football Channel); Entertain 
ment (UKTV, Channel 8, Channel U, 
ETTVAsia); Kids & LifeStyle (MTV, Kids 
Central, Nickelodeon, World Fashion, The 
History Channel)

None

Usability of 
interface/artefact

~
Samsung P-960

Version 1.1 handset: simple navigation 
and channel switch functions, minimal- 
istic design

Ml, StarHub, SingTel, MediaCorp 
Alcatel-Lucent and Cemalto (Tech 
nology partners)

June 2007-November 2008 

DVB-H

CNBC, ESPN, WOWITV, ESPN, Bloom- 
berg, Disney Channel and TV2GO's own 
channels

EPG, Interactive radio shows, digital 
text applications, interactive ads, 
voting on programs, content purchase, 
and access to micro-sites, weather 
applications

Nokia N77, N92, Samsung SGH-P930

User friendly, easy to navigate, long 
waiting for channel switch

PGK Media, Broadcast Australia Zenteck 
Technology, NCS Communications , 
Engineering, CNBC Asia Pacific, ESPN | 
STAR Sports, Kamera I

mobile TV. They could view varieties of broadcast 
content, including sports, news, the Cantonese 
movie channel, local broadcasting channels, kids' 
programs, entertainment, and documentaries.

Future considerations are unclear about 
whether to launch mobile TV commercially and 
how to collaborate for these industry innovators. 
Since receiving the two market trial results last 
December, the government actively discusses with 
the industry to get clarity for industrial concerns 
of commercial viability of mobile TV. MDA has 
planned additional discussions with the industrial 
players about future MTVS policy directions. It is 
hoped the licensing process for commercialized 
mobile TV will take place this year.

Commercial viability
The Six Forces model provides a useful frame 

work to analyse development of the emerging 
mobile TV industry and assess its competitive

strength and market attractiveness. The analyses 
of the forces that affect Singapore's mobile TV are 
identified as following:

Threat of competitive rivalries
There have been two broadcasting mobile 

TV trials in Singapore: the local telco-broad- 
caster consortium (SingTel, StarHub, Ml, Medi 
aCorp) and TV2GO (see Table 1). They both test 
broadcasting DVB-H mobile TV. Targeted early 
adopters were young adults and PMEBs (Profes 
sionals, Managers, Executives, Businessmen). They 
both face two major technological problems to 
conquer: indoor coverage and bad reception in 
tunnels because Singaporeans spend most of their 
time indoors or in commute.

Content is the strength of the telco-broadcaster 
camp, coming from MediaCorp's local program 
ming and several Chinese channels; however, 
TV2GO adds interactivity to content and provides
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Singapore's local telco-broadcaster Singapore Digital's TV2GO

ket structure Consortiu die with telco: 
manufacturers

Complementary to traditional TV) Peak hours: 
lutdoor on weekends, TV primetime at night

News, sports, short videos

Simple and seamless in interac

Should support interactive functionality^ 
content presentation

Future: Subscription model- $6 to 
$8 monthly for a lineup of about 8 
to 10 channels

Most people use mobile TV indoor 
at home and at work

Prefer live content, interactivity 
content

Simple and intuitive interface design

Should be latest gadget and have 
multi-controllers

m

some premium foreign channels. According toTV- 
2GO's Chairman, its commercial launch will ask an 
affordable monthly flat rate for an 8-10 channel 
subscription. For both trials, signals could only 
be received by expensive Nokia or Samsung cell 
phones. The designs and interfaces are yet imma 
ture for commercialization.

At present, the business models of these estab 
lished rivals are unclear although all have experi 
ence with 3G mobile video and mobile Internet 
services. From the interview with the industrial 
players and policymakers, they think a consortium 
model will be more feasible to run the emerging 
business. MediaCorp position itself as the content 
provider and aggregator, while the three local 
telcos also have experiences to aggregate content. 
So far, whether the three mobile operators 
(SingTel, StarHub, Ml) will apply individual multi 
plex or share one remains nebulous.

Threat of new entrants
MDA is prepared to issue four multiplex licenses 

for mobile TV service (MTVS) operators. To date, 
Singapore Digital is the only possible new entrant 
for MTVS. Its strength is its innovation in inter 
active content and services. However, as a new 
brand without a mobile customer base or local 
experience, the company should expect a tough 
battle ahead.

Threat of substitute products
Mobile TV will face strong competition with 

existing portable information and entertainment 
devices. For instance, mobile consumers can 
always use mobile internet services to download 
videos to their mobile phones for viewing on the 
go. Other portable devices offer similar functions 
and gratifications, including (Pods, Blackberry, 
and portable video games.

Bargaining power of customers
MDA's January 2007 survey revealed only 11% 

of Singaporeans are willing to pay between S$5 
and S$15 per month for MTVS. With a potential 
oversupply of MTVS operators and numerous 
competitive substitutes, the bargaining power of 
unenthusiastic customers is quite high.

Bargaining power of suppliers
The providers of made-for-mobile program 

ming and interactive mobile services will have 
great bargaining power as a result of innovative 
past development, to decide where to place their 
content. MediaCorp has become the powerful 
local content provider for mobile TV. Nokia and 
Samsung are keen manufacturers of mobile TV 
compatible cell phones and have participated in 
Singapore's mobile TV trials.
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Complementers: government/public
The global financial crisis may well hold back 

the growth of Singapore's mobile TV industry, 
but MDA now discusses with the industrial players 
for commercial viability policy making decision 
and considers taking a consultative approach, 
instead of the tradition tender process. Singa 
pore government might step in establishing the 
mobile TV infrastructure if there is a strong need. 
The three mobile operators collaborated with 
various partners in developing mobile TV content 
and technology. With less local alliances, TV2GO 
has a complete list of complementors, ranging 
from content providers, infrastructure builders, 
cell phone manufacturers, and interactive service 
developers.

Tech-savvy, gadget loving Singaporeans show 
great potential to accept commercialized mobile 
TV as long as it demonstrates "must-have" 
uniqueness. Most Singaporeans are not yet aware 
of mobile TV and often mistake it for TV Mobile, 
a digital TV service visible on the buses. An effort 
to educate customers and create awareness will 
be crucial.

On a whole, the forces of rivalry, new 
entrants and complementors/governments may 
foster mobile TV development in Singapore. In 
contrast, the bargaining power of customers and 
suppliers and competitive products may dwarf its 
diffusion.

Future prospects
The diffusion of mobile TV in Singapore, unlike 

the rest of the world, has several advantageous 
conditions, including: high mobile penetration, 
digital savvy customers, a pro-innovation govern 
ment, sophisticated media companies, and a well- 
established telecommunication infrastructure.

From the results of two market trials, Singa 
pore's commercialized mobile TV will be likely to 
choose DVB-H technology, adopt a subscription 
model for early adopters, and form a consortium 
to run the business.

In addition to live content, mobile TV users will 
like to have some made-for-mobile content, inter 
activity, and even user-generated content. Besides, 
mobile TV handsets, "the latest gadgets," must 
be redesigned to have sleek look and user-friendly 
interface so as to impress the target market.

Singapore's industrial players tend to select 
DVB-H over other technologies because of its

advantages. Regardless of the number of users, the 
DVB-H platform can support up to 20 channels, 
with the same quality and speed of transmission, 
while 3C technology supports significantly less. 
The DVB-H user does not pay extra data charges 
for watching broadcasting shows or using inter 
active services, which keeps affordability of serv 
ices and content low. However, if selected, DVB-H 
would require an urgent upgrade of its infrastruc 
ture to improve indoor and tunnel reception.

According to Singapore's industrial players and 
policy makers, the subscription model will offer a 
viable pricing model for MTVS in the early market. 
Critical for early adoption, the initial launch of 
mobile TV must provide original and differentiated 
content, interactive services, affordable prices, 
and be available on many cell phones. Otherwise, 
it will be hard to convince users to switch to the 
new platform.

Customized mobile TV content and interactive 
applications require a huge investment in content 
creation and R&D. The subscription model will 
ensure a clear revenue stream to stakeholders in 
the mobile TV value chain and further ongoing 
development of made-for-mobile TV content and 
interactive services.

In sum, Singapore, a multi-cultural and multi- 
language state country, looks viable as the test site 
for the emerging mobile TV market, but it will have 
its challenges to meet first. On the policy side, 
MDA's mobile TV regulatory framework has not 
favored restrictive policy such as setting specific 
technology standards or demanding specific TV 
content (as in South Korea).

Yet, the 2007 market-driven proposal was 
open-structured and less likely to fuel a quick 
rollout of MTVS. The licensing issue remains 
uncertain during a global economic downturn. 
How, for instance, will the four MTVS multiplex be 
sustained and thrive? If key issues of the business 
model, content creation, standards and policy can 
be overcome, Singapore's mobile TV industry will 
show great potential to prove the global market.
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