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Agenda

• Digital Transition Situation

• Customer Groups Affected

• Areas of Opportunity

• OTA Characteristics, Demographics & Trends

• $1 million Marketing Recommendation

• Q&A



Digital Transition 2009

THAT’S COMCASTIC

298 
Days

325,400 
Denver 

households

$1 
Million



Acquire Retain Upsell

Current 
Digital

Current 
Analog

OTA

Satellite

Difficulty

Easy

Hard

Moderate

DTV Marketing Segments
This chart depicts the importance of customer relationships, and the 
difficulty in acquiring, retaining, or up-selling a customer. 



Current Analog in Denver

Increase bundling

Increase up-selling

Reduce churn of current customers

Improved profitability

Marketing budget towards up-selling  to current analog customers 
should focus on these activities :

Source: Denver Post – June 2007

Total Comcast subscriber households 
in Denver – 352,500

Total Comcast subscriber households 
in Denver – 352,500

Total Comcast  Analog households
in Denver – 123,400

Total Comcast  Analog households
in Denver – 123,400

Total Comcast Digital customers
in Denver – 229,000

Total Comcast Digital customers
in Denver – 229,000



(ARPU) Average Revenue Per User = $102

(SAC) Subscriber
Acquisition  Cost = $250 

Retaining Current Analog & Current Digital 

Reduced churn means:
• Fewer calls to customer service
• Fewer installation truck rolls
• Fewer marketing dollars paid to our distribution partners

All this put together will increase EBITDA



Best Areas of Opportunity : Denver OTA Segment

The total Denver OTA market is : 202,000 HHs (US Census Bureau). From 
this number we are looking to acquire the most number of people willing to 
pay.

76,650 OTA HHs in Denver
willing to pay for TV!

Source: Nielsen Source: Nielsen



OTA  Segment 

Characteristics of OTA 

Primary OTA

• Unmarried Individuals with children
• Hispanics & African – Americans
• Light TV Viewers
• Median Income of $ 31,000
• Live outside large cities

Source: Nielsen

Age wise break-up



OTA Denver Demographic
With only $1 million to spend determining Denver’s demographics is 
essential

• 41% of the entire OTA demographic speak Spanish

• 43% of the Hispanic households are lead by individuals 35 and younger



Basic Price
& Channels

$24.99 / month
(32 channels)

$29.99/month
(45 channels)

$26.99/mo.
(54 channels)

Pro No contract, 
Most TVs per box

Unlimited 
Bandwidth

Unlimited 
Bandwidth

Con Limited Bandwidth Hidden Costs,
Contract, Dish

Hidden Costs,
Contract, Dish

Content 
Advantage

VOD, Interactive 
offerings 

HD Content
Sports 

packages

HD Content

Creating A Value Proposition 
This chart depicts options for consumers in the Denver market.



Marketing Plan ( Phase II)
How are we going to market to the OTA and Current Analog/Digital customers ?

To determine timing we did a paper survey and a facebook survey (sample 
size: 100 people)

91% of Residents surveyed said they would do something in Q4 

(’08) or Q1 (’09)!  ���� SPEND $$$ HERE!!



Marketing Recommendation – Timing 
$1 million budgeted for the local Denver market should be allocated in the 
appropriate time frame.  

• Coincide Q4 with holiday sales 

• Partnership with stores (Ex. Best Buy/ Direct TV)

• Memo in December bill cycle promoting bundles
($15/mth upgrade * 6 mths) emphasizing “NO CONTRACT”

50%

40%

10% Q3, 2008

Q4, 2008

Q1, 2009



$ 1 Million Marketing Budget Allocation 

70% -> OTA and 30% -> Up-sell current Analog

76,700 Denver OTA HHs will spend $$ on a service provider

How can we reach them?

• 38% through TV (major primetime broadcasts – NBC, ABC, CBS)

• 26% OTA hear about DTV through newspaper

• 20% from word of mouth. 

Source- CTAM, Pulse Nov-Dec 2007



Partnership Recommendations

Who do we partner with?

• Electronics Retailers (Circuit City, Costco, Sam’s Club,
Wal-Mart)

Other potential allies

• Broadcasters
• Universities 
• Hotels
• Apartment Complexes
• HOA

Who is most to lose from this transition? Network broadcasters are 
believed to lose $3.2 billion with drop in viewership & advertising  revenue.



ROI & Life Time Value 

Acquisition Year Year 2 Year 3

Customers 46605 48003 49443

ARPU $ 38/month $ 38/month $38/month

Revenue $ 21,251,880 $ 21,889,368 $ 22,546,119

Acquisition cost (SAC) 11,651,250 349,500 360,000

STB box cost 13,580,000 209,700 216,014

Add. Marketing cost 700,000 - -

Unexpected capex 100,000 100,000 100,000

Cost of service delivered - 8,528,715 8,784,567

Total Cost $ 19,442,000 9,287,915 9,460,581

Gross Profit 1,509,880 12,501,453 13,085,538

Cumulative NPV 1,209,880 13,711,333 26,796,871

Life Time Value $ 26 $ 294 $575

ROI for the OTA segment in the first year is 7.6 %

Assuming average customer lifetime of 36 months & a churn rate of 2.5% per month



Conclusion— Key Take Away For Steve

• Spend 10% in Q3, 40% in Q4, and 50% in Q1

• Marketing through newspaper and TV

• Partnership recommendations

• Target Hispanic population

$300,000

$700,000
OTA

Analog



Questions & Answers



Facebook Peer Survey

•What TV service provider do you use?  (Comcast, DISH, DirecTV, 
other, none (and why? _______________)
•If none, then why? ____________
•Are you aware of the Digital Transition (DTV)?
•Do you have an analog or digital TV?  Or do you have no idea?
•If aware of being affected by the DTV, when do you anticipate 
doing something to retain your TV viewership?
•Before the transition date of 2/17/09:  1 Day before, 1 month 
before, 2-3 months before, 3-6 months before, 6+ months before?

(easysurveymaker)



Denver Demographics

Denver  data -- 2.4 million  residents in 2007 (US Census Bureau)

% in metro 
Denver

# of 
Residents

% of People 
with OTA

# OTA users

White 53.1% 1,274,400 15.2% 193,709

Hispanic 31.7% 760,800 26.2% 199,330

Black 11.1% 266,400 19.6% 52,215

Asian 2.8% 67,200 18.8% 12,634

Native 
American

1.3% 31,200 n/a n/a

Totals 100.00% 2,400,000 457,888

(19.1% of Denver residents are 
OTA



ROI & Life Time Value


