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1. DSO & ASO planning




1. DSO & ASO planning: network operator perspective
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1. DSO & ASO planning: consumer perspective
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® A consumer’ s perspective differs, depending on:
o Simulcast duration per region/area
o Service launches

o Alternative television providers



2. Network deployment




2. Network deployment: detailed schedule needed

Source: ITU

Top-level deployment

order:
1. Main sites (39)
2. Additional sites (— 130)

Brown = overlap between
39 main DTTB sites and
ATV sites (TPBS)

Pink = ATV only and
determines (partly) order

of additional sites



2. Network deployment: detailed schedule needed

Source: ITU

Without
A-sites

Acceptgble
With A- A#. .
sites

Unacceptable

>=95% 90-95% M 70-90%

Additional
sites should
not cause
unacceptable
inference to
Main sites
But can also
help out in
resolving

interference



2. Network deployment: detailed schedule needed

Main site 14.00 (Roi
Et) interfered
by additional sites

> 95% reception probability Reduction of coverage due
resulting from DTTB Plan 3.0 to interference by A sites

> 90% reception probability

Situation is _
of Al site

compatible:

interfered areas of
main site 14.00 are

overlapped by other >90% reception probability
main sites and A1l site of other main sites

Source: ITU



3. DSO & ASO communications
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3. DSO communications: based on marketing principles

1. DTTB
Awareness
2. DTTB
Understanding
3.DTTB
Attitudes
4. Intentions to
Adopt DTTB

5.DTTB
Adoption

6. DTTB
Satisfaction

® DSO communication strategy based on classic marketing principles

o People are not aware and don’t understand

o Don't skip steps, although they can run in parallel
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3. DSO communications: interrelations
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1. Market structure

Television penetration per platform
(in'm TVHHSs)

Communication Strategy

5. Receiver Certification

1.DTTB
Awareness

2.DTTB
Understanding

3.DTTB
Attitudes

4. Intentions to
Adopt DTTB

5.DTTB
Adoption

6.DTTB
Satisfaction

6. Retail logistics
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4. Network deployment
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3. DSO communications: deployment is key driver
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3. DSO communications: tracker board info needed

DTTB communications steps
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® Tracker board information provides key data for:
o Communications effectiveness
o DSO & ASO planning progress

o ASO date decisions



3. ASO communications: managing the peak

An example from Japan..
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3. ASO communications: managing the peak
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3. ASO communications: managing the peak
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3. ASO communications: managing the peak

18



3. ASO communications: managing the peak
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3. ASO commmunications: managing the peak

B From 12:00 to 23:59 on July 24

This analog broadcast will terminate on
July 24, 2011.
Please make arrangements for
digital TV reception.

<lnquiries>
Please contact:
AAAA TV support center
Tel: XXXX-XXX-XXX
DTV support center
Tel: 0570-07-0101
9am-9pm (9am-6pm Weekends/Holidays)
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3. ASO communications: managing the peak
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3. ASO communications: managing the peak

.. and still in the call centres this happened..
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3. ASO communications: managing the peak

e Keep it (the offer) simple, the details will make it more
complex..

..In the brochure.. ..and at home..
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3. ASO communications: managing the peak

e Understanding can be surprisingly low..
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