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Digital TV Transition Prompting Education Efforts
as Clock Ticks
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By Dave Pelland, Managing Editor, Digital Insider

With 13 months left before analog TV broadcasts end, the industry is working with the
public sector, consumer electronics firms and retailers to make sure more than one-
tenth of its audience doesn't vanish after the switch is thrown.

On Feb. 17, 2009, U.S. broadcasters will be required to stop broadcasting analog
signals, and will return a large swath of the 700 MHz spectrum (to be reallocated for
public safety and commercial wireless services) to the federal government. The
Federal Communications Commission is scheduled to begin an auction for wireless
services spectrum on Jan. 24.

Broadcasters are concerned because consumers will not be able to receive
programming on analog TVs connected to an antenna.

The run-up to digital TV transition comes at a challenging time for U.S. broadcasters.
Network TV audiences have been shrinking for years due to competition from cable
and satellite services, video games, the Internet, online video, DVDs, video-on-
demand and other sources.

"TV networks are in fierce competition for [the] leisure time people spend staring at
screens," says Sanjaya Krishna, a partner in KPMG's Information, Communications &
Entertainment (ICE) practice and U.S. digital services leader. "Broadcasters recognize
that the portion of their audience is not going to be able to receive digital signals, and
they're doing a lot to address that."

The digital TV shift will affect consumers with older sets that lack digital tuners -- and
according to the Nielsen Company, about 14.3 million U.S. households (about 13
percent of TV households) rely exclusively on over-the-air TV reception. (TV sets
connected to cable or satellite TV services won't be affected by the transition.)

Adding to the pressure is the near-certainty that the switchover date will not change.
FCC chairman Kevin Martin said at the 2008 International Consumer Electronics Show
that postponing the digital TV transition date would be a disservice to the companies
placing bids in the 700 MHz auction.

"We're going to be going through an auction where we're requiring people to pay
billions of dollars for the use of that spectrum," Martin said. "To then turn around after
asking people to do that and say, 'We were just kidding,' couldn't do anything more to
[discourage] people to think about how to utilize the spectrum effectively."

 MORE...
IFRS for Technology Companies:
Closing the GAAP?
AUGUST 14   A KPMG white paper
examines industry-specific issues for
technology companies considering a
transition to International Financial
Reporting Standards.
The Consumer Electronics Boom
AUGUST 6   A new KPMG white paper
identifies the critical issues inhibiting
faster time-to-market for consumer
electronics and semiconductor
manufacturers.
Wireless Carriers Put Money in Mobile
Banking
JULY 29   Cell phone carriers are
targeting mobile banking applications for
growth.
Selected Technology Company
Earnings
JULY 25   Slowing economic conditions
in the United States affected the results
of several technology companies in the
second quarter.
Companies Taking Green-Tinted Look
at Data Centers
JULY 18   As corporations become more
environmentally aware, they're looking
at their data centers and PCs to reduce
energy consumption and carbon
footprints.
Social Media: a New Political Animal
JULY 10   Social media is reaching
beyond the traditional corps of political
pros and playing a major role in the fall
elections.
KPMG's Quarterly New and Emerging
Markets Magazine
JULY 2   In this issue, KPMG examines
how the wireless revolution is shaping
everyday life in emerging markets to its
logistic systems.

http://www.kpmginsiders.com/search.asp?segment_id=ALL
mailto:insiders@kpmg.com?subject=Insiders_Feedback
http://www.kpmginsiders.com/registration/login.asp?fromWhere=1
http://www.kpmginsiders.com/display_analysis.asp?cs_id=225115
http://www.kpmginsiders.com/display_analysis.asp?cs_id=224385
http://www.kpmginsiders.com/display_analysis.asp?cs_id=223849
http://www.kpmginsiders.com/display_analysis.asp?cs_id=223507
http://www.kpmginsiders.com/display_analysis.asp?cs_id=222875
http://www.kpmginsiders.com/display_analysis.asp?cs_id=222145
http://www.kpmginsiders.com/display_analysis.asp?cs_id=221612


To prevent over-the-air TV viewers from being unable to receive programming, the
broadcast industry is launching numerous consumer education efforts to tell viewers
about the pending switch to digital broadcasting and to help them prepare for it.

A $200 Million Campaign

The National Association of Broadcasters, for example, has committed $200 million in
commercial time to run public-service announcements explaining the transition, and
has enlisted a group of executives from local TV stations to address community
organizations.

"Our goal is to make sure no consumer will lose the reception of free TV due to a lack
of information," said Jonathan Collegio, NAB's vice president, digital television
transition.

Cable and satellite providers -- who may pick up viewers as a result of the transition --
are also running announcements as part of a marketing effort expected to peak in the
third quarter.

"Similar to any successful TV campaign, we're going to build the volume and intensity
of the messaging as we get closer to the end of the year," said Rob Stoddard, senior
vice president, communications and public affairs for the National Cable &
Telecommunications Association.

"The 2008 holiday season is a convenient time to remind people about their options,
and if we all work in our respective self-interests, we'll see these [education] efforts
ratcheting up," Stoddard said.

Catherine Seidel, head of the FCC's Consumer & Governmental Affairs Bureau, said
most of the affected consumers live in rural areas and many are elderly or low-
income.

To reach this audience, the FCC is arranging speakers from its district offices to speak
at senior centers or with volunteers who serve potentially affected groups. In addition,
the commission is working with agencies such as the U.S. Postal Service and the
Social Security Administration, as well as state and local government, to make
information about the transition available locally.

On the bright side for TV manufacturers and retailers, the shift to digital broadcasting
could boost already-strong TV sales, which are being driven by consumer demand for
high-definition sets and programming. According to the Consumer Electronics
Association, TV and monitor shipments are expected to reach $29.2 billion in 2008, up
13 percent from 2007's estimated sales of $26 billion (which was a 9.5 percent
increase over 2006 sales of $24.7 billion).

Coupons to Recoup Costs

To help ease the transition for people who don't want to have to replace their analog
television sets, the National Telecommunications & Information Administration is
offering coupons worth $40 good toward the cost of converter boxes that will allow
analog TVs to receive digital signals.



Meredith A. Baker, NTIA's acting assistant secretary for communications and
information, said more than 15,000 U.S. retail outlets have been certified to offer
converter boxes, which will be available in 19 models with prices ranging from $50 to
$70.

Tony Wilhelm, director of consumer education and public information for NTIA's
television converter coupon program, said the agency was encouraged by the early
response to the effort. Consumers were able to request coupons from NTIA at the
start of the year, and as of Jan. 6, the agency had received 2.2 million coupon
requests from more than one million U.S. households. 

"Industries see an opportunity in educating their customers, and they're willing to help,"
said NTIA's Baker. "We're encouraged that we'll reach the people who need to know."
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