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Residents are eagerly adopting the 
new video services and features 
enabled by recent network up-

grades, said speakers from major service 
providers at the Broadband Properties 
Summit in April. 

Jeff Weber, vice president for U-verse 
and video products at AT&T Con-
nected Communities, said that U-verse 
service in MDUs could be shaped to suit 
owners’ needs. AT&T Connected Com-
munities can provide bulk billing and 
accommodate corporate housing pro-
grams. It offers community TV channels 
for viewing the laundry room, the entry 
gate and other parts of the property. The 
company also provides property-level 
Wi-Fi, which Weber said he expected to 
be a significant amenity.

Nationwide, U-verse has attracted 2.3 
million customers over the three years 

Broadband as an Amenity

A BBP Staff Report

Speakers and exhibitors at the BBP Summit talked about what broadband  
enables – innovative video features and programming, connected care,  
reliable Internet service, enhanced property values – and ways to ensure  
that broadband investments pay off.

AT&T has been rolling it out, close to 10 
percent of the 24 million homes passed. 
It is now available in 122 markets in 22 
states and will reach 30 million homes by 
the time the rollout is complete.

AT&T’s biggest selling point for  
U-verse has been the whole-home DVR, 
which allows a customer to record a 
program on one television and watch it 
on any other television in the house, to 
record as many as four programs at the 
same time or to pause a program on one 
TV and pick it up at the same point on 
another TV. Customers can program the 
DVR via cell phone or Web interface. 
The whole-home DVR was implemented 
through a software download that was 
transparent to customers. “When they 
went to bed, they had a DVR on one TV, 
and when they woke up, it was whole-
home DVR,” Weber said.

Sports fans and news junkies appre-
ciate U-verse’s Multiview feature, which 
can show four camera angles for any live 
event. Customers can choose which view 
to enlarge; the other three remain in “pic-
ture in picture” format. During the 2010 
winter Olympics, multiple live events 
were shown at once, so viewers could 
switch from, say, skiing to hockey if they 
saw something exciting happen in one of 
the smaller pictures.

New TV applications are being 
rolled out nearly every month; about 
two dozen were available at the time 
of the Summit. For example, custom-
ers watching live sports can click to see 
the leaderboard, player photos or news 
about players. “There’s no setup,” Weber 
explained. “The app just shows up and 
notifies you of the capability.” 

Of the two dozen apps available, 

New Video Services for MDUs

Attendees at the 2010 Broadband Properties Summit learned how communities can profit from ultra-broadband networks. 
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Weber estimated that any individual 
customer might care about two or three. 
“That’s enough for deep engagement in 
the experience,” he said. “It makes it 
fundamentally better.” 

The ThRee-ScReen STRaTegy
U-verse’s three-screen strategy (TV, PC, 
mobile device) is a key initiative. Thou-
sands of shows – even high-definition 
and international programs – are already 
available in PC format. Content provid-
ers have been willing to allow their con-
tent to be ported to additional screens as 
long as it can be secured and monetized, 
Weber said. The third screen – U-verse 
Mobile – was announced this spring and 
will be available later this year; Weber 
said, “We’re very focused on mobile as 
a differentiator. … You can download 
a movie, store it on your iPhone, and 
watch it on the plane.” 

In addition to making TV content 
available on PCs and mobile devices, 
AT&T’s IP platform enables the delivery 
of original Internet content to the TV. 
In answer to a question about the effect 
of over-the-top video on AT&T’s video 
offering, Weber said, “Because we’re all 
IP, we’re much more flexible and open 
to letting the model evolve the way cus-
tomers want it to. … My personal belief 

is that Internet video won’t displace pay 
TV, but if it does, it’s OK with us.”

Time WaRneR cable:  
SimpliciTy iS The neW luxuRy
The three-screen strategy is also critical 
for Time Warner Cable. Dave Schwehm, 
senior director of national sales, said in 
his Summit presentation that TWC has 
invested in Web and mobile capabilities 
during the last three years to give custom-
ers anytime, anywhere access to video. 

Wideband Internet access with 
speeds up to 50 Mbps, powered by 
DOCSIS 3.0, will be available through-
out the company’s footprint by the end 
of the year, and a nationwide wireless 
broadband network will also be avail-
able through a partnership with Clear-
wire. To date, Schwehm said, response 
to wideband service has been “great.” 

Schwehm cited market research show-
ing that, in today’s economy, consumers 
prioritize experience over material goods, 
simplicity over luxury, and “staycations” 
with friends and family over expensive 
entertainments. One of the simpler plea-
sures to which people are retreating, he 
said, is watching TV with the family. 
Even among those who need or want to 
cut back expenses, very few think cancel-
ing cable TV is a good idea.

TWC has tried to appeal to the new 
stay-at-home crowd by providing VoD 
movies suitable for family movie nights. 
It has increased the number of high-  
definition choices (11,000 movies are 
now available in HD) and enabled DVR 
management from the Web and mobile 
devices. Its Caller ID on TV and PC 
services are also popular because they 
give viewers more flexibility.

uSing Social media
The company took a more cautious ap-
proach to whole-home DVR, waiting 
until it thought the technology had sta-
bilized, but it is now launching this fea-
ture, along with interactive Start Over/
Look Back service, which Schwehm said 
“gives you more control and lets you do 
things on your own time.” 

Schwehm said Time Warner makes 
good use of social media to interact with 
customers. Customer-care staff engage 
customers via the TWC blog, Twit-
ter, Facebook, and YouTube, looking 
out for complaints that customers may 
have posted (sometimes to the world at 
large rather than to TWC specifically) 
and trying to resolve them, dispatch-
ing technicians if necessary. “We’re ac-
commodating their changing needs and 
habits,” he explained, saying that these 
efforts would transform the company’s 
relationships with customers. 

TWC also uses social media to get 
customers involved in its marketing ef-
forts. At a recent NBA broadcast, the 
company filmed a number of its cus-
tomers ad-libbing as sportscasters at a 
professional-looking booth, then posted 
some of the results to YouTube and other 
video-sharing sites.  bbp

Both AT&T and Time Warner Cable regard the 
three-screen strategy as a critical initiative. 

Customers value pay-TV content more highly  
if they can watch it on any device.

What constitutes good broad-
band service? How good does 
service have to be to make a 

property competitive in the market? 
At the Summit’s Metrics Lunch, Da-

vid Daugherty, CEO of Korcett Hold-
ings, and communications attorney Ian 
Davis raised more questions about these 
subjects than they answered. Their goal 
during this working lunch was not to 

provide all the answers but to trigger 
a conversation with the audience that 
would last well beyond the Summit. 

Daugherty said his inquiries were 
driven by his experience as a managed 
service provider trying to deliver stable 
broadband services in dense housing. 
He has found it consistently difficult to 
translate infrastructure standards into 
profits for the property owner. 

“How many service providers know 
what it costs a developer to have a va-
cancy?” he asked. “No one does. Do you 
know what bandwidth demand will be 
in three to five years? No one does. You 
need to allow for unexpected changes in 
your contract.” 

Davis said contracts between owners 
and service providers were, in general, 
not written well enough to guarantee 

The Importance of Measuring Service Quality
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Having a FiOS marketing agreement puts 
a property owner first in line for any new 

broadband applications and services that  
Verizon introduces. 

competitive service levels. Providers are 
often required to deliver broadband at 
speeds “up to” some specified amount. 
Davis warned, “As the current crop of 
kids start moving into your apartments, 
they’ll want more than what the old pri-

vate cable operator contract offers.” 
Even contracts requiring providers 

to offer “competitive” service levels may 
not be good enough. “Competitive with 
what?” Davis asked. “What if there’s no 
FiOS available in the area? If your occu-

pancy rate is 98 percent, you don’t have 
to worry. But [in a competitive area], if 
you can’t put in a good network, you 
won’t get residents.” See the Metrics col-
umn for more details.  bbp 

Why 2010 iS a good yeaR foR bRoadband 
Today is an exciting time to be in the broadband industry, said Diane Kruse, CEO of NEO Fiber and Summit Master of 
Ceremonies. Kruse cited four factors that are making high-speed broadband more widely available:

1. The tremendous growth in fiber to the home has created a pool of sophisticated broadband users, especially 
young people, who are comfortable with the technology and aware of its benefits. These users fuel the demand 
for more and better broadband everywhere. Kruse cited Verizon as the largest FTTH deployer but added that 
AT&T and hundreds of other companies – telcos, cable companies and others – have already deployed fiber to the 
home, and many more are planning to do so. 

2. The broadband stimulus program funded by the American Recovery and Reinvestment Act is finally under way. 
Awardees are negotiating contracts, and “a groundswell of requests for proposals” is beginning to appear.

3. Google’s Fiber for Communities program, for which 1,100 communities applied, lent credibility to the idea of 
high-speed networks. “Regulators, policymakers and incumbents should take note that broadband is important 
to users,” Kruse said.

4. The National Broadband Plan was published this spring by the Federal Communications Commission. Even 
though the United States’ plan is later and less ambitious than the plans of many other countries, it sets forth 
national goals of constructing broadband infrastructure on a very large scale.

a state-of-the-art broadband net-
work is an amenity that attracts 
residents and enhances property 

value in a multifamily community. For 
example, a recent study by Parks As-
sociates found that apartment dwellers 
were willing to pay an additional 5 per-
cent per month in rent for an apartment 
with access to fiber optic services. But 
an owner can derive even more value 
from a network by entering into a mar-
keting agreement with the provider, said 
Dan O’Connell, national sales direc-
tor for Verizon Enhanced Communi-
ties (VEC), the division of Verizon that 
builds and markets FiOS in MDUs.

O’Connell explained the benefits 
VEC provides for communities with 
which it signs marketing agreements. 
These communities are the first to re-
ceive any applications and services that 
Verizon offers – for example, the new 
Verizon Concierge broadband platform 
for concierge amenities and social net-
working. Verizon has not decided when, 

or even if, it will roll out Concierge to 
communities that do not have market-
ing agreements, O’Connell said. Future 
broadband applications may include 
home security, energy management and 
wellness management.

A community with a VEC mar-
keting agreement also has access to a 
dedicated account team, including spe-
cialists in sales, engineering, customer 
advocacy and account management. 
Portfolio management services help 
owners provide consistent broadband 
offerings across all regions. On-site sales 
support helps property management 
staff market services more effectively to 

residents, and cooperative advertising 
helps market the property to prospective 
residents who are specifically looking for 
FiOS services. VEC helps owners create 
marketing collateral targeted to particu-
lar groups – for example, by translat-
ing brochures into different languages 
– and can customize programs for each 
community. Community-level, success-
based financial rewards provide incen-
tives for property management staff.

O’Connell said that marketing 
agreements are extremely flexible; they 
may be either exclusive or nonexclusive 
(exclusive marketing agreements are 
legal even though access to a property 

The Value of a FiOS Marketing Agreement 
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is always nonexclusive), and they may 
apply to bundles of either two or three 

services. In addition, agreements may 
include up-front and new-construction 

fees as well as revenue sharing and com-
munity-level rewards. 

Verizon has found that the factors 
influencing marketing success for FiOS 
include, among other things, a prop-
erty’s location, its demographics, the 
amount of competition, the length of 
time in service, the degree of on-site en-
gagement in program and whether the 
agreement is exclusive or nonexclusive. 

One thing is for certain, according 
to O’Connell – the amount of money at 
stake is substantial. Over the 10-year life 
of an agreement with a typical 234-unit 
community, the difference in owner 
compensation between a nonexclusive 
agreement with 25.5 percent penetra-
tion and an exclusive agreement with 
78.5 percent penetration is estimated to 
be more than $200,000. 

In answer to a question about 
why Verizon was slowing the FiOS 
build when it had been so successful, 
O’Connell said that the company hoped 
to better utilize the capacity of the wire 
centers it had already built. “We have an 
inventory of more than we can do this 
year,” he said. “We want to redirect it to 
where it’s most useful.”  bbp

Hilda Legg presented the Cornerstone Award to RUS Administrator Jonathan Adelstein in recognition 
of the agency’s 60 years of service to rural telecommunications.

local video content is among the 
most valuable services a provider 
can offer, said Ken Pyle, manag-

ing editor of Viodi LLC. Pyle, who has 
spent seven years getting telcos started 
in producing local content, said his sur-
veys and interviews consistently show 
that local content benefits communities 
tremendously. “It’s a great piece of mar-
keting, but mostly it helps the people 
you serve,” Pyle said.

At the Broadband Properties Sum-
mit, Pyle moderated a panel on options 
for local video content. Panelist Gary 
Evans, president and CEO of Hiawatha 
Broadband Communications (HBC), 
called local content a key differentiator 
for his company. He said of HBC’s local 
channel, “In a market devoid of TV sta-
tions, it’s a key source of local news and 
information and of live, local sports; it’s 
a forum for local issues; and it generates 
more than $300,000 in revenues.” 

Because the Winona, Minn., area, 
where HBC operates, is underserved by 
local media, HBC’s station is attractive 
for advertisers. Although advertising 
doesn’t pay all the expenses of video pro-
duction, message boards (classified ads) 
are another source of revenue, and the 
company also generates income from 
doing video production work. Primar-
ily, though, the station pays for itself 
by bringing new subscribers to HBC’s 
services. HBC has an 83 percent pen-
etration rate, and local video ranks high 
on the list when customers are surveyed 
about reasons for subscribing. 

“After seven years, our CFO is now a 
believer,” Evans said. “A couple of board 
members wonder if the expenditure is 
worth it, but most of them are strong 
supporters.” 

Evans noted that video is expensive 
to produce, but that production costs 
are dropping rapidly with new technol-

ogy – full studios aren’t even necessary 
anymore, he said. (However, a produc-
tion truck is needed to cover parades, 
pageants and outdoor sporting events.) 
Providers that want to start their own 
channels can find adequate equipment 
at reasonable prices if they’re careful. 

connecT emoTionally  
WiTh VieWeRS 
“Be ambitious and realistic,” Evans ad-
vised. Most important is having a vision 
that is big and dramatic enough to cap-
ture attention. Sports programming is 
critical, but it’s not enough. Local news 
and school activities connect emotion-
ally with viewers: Grandparents want to 
watch their grandchildren participate in 
school events; colorful local characters 
make great theater. 

“Dumb luck is important, too,” Ev-
ans added, noting that the dysfunctional 
school board in his town makes for highly 
entertaining TV. 

Using Local Content to Differentiate Service
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HBC’s channel offers seven or eight 
weekly programs, according to Evans. 
Each program is replayed many times, 
so that viewers don’t have to choose be-
tween HBC and other programs. Later, 
the content is archived to the Web. Col-
lege sports programming is especially 
popular on the Web, Evans said, because 
the local college has alumni worldwide.

“Pay for help, but don’t always employ 
the help,” Evans said. Volunteers can be 
recruited anywhere people gather. Media 
students at Winona State University pro-
duce some of the university-related con-
tent. Student interns can be helpful on 
other projects, but “students have a lot on 
their minds,” Evans said; it’s best not to 
rely on them if alternatives exist. And as 
with any other venture, realistic planning 
and budgeting are necessary. 

Staying in touch with viewers and 
soliciting their opinions is important, 
and so is keeping a sense of humor. “Be 
professional but not stuffy!” Evans said. 
“Critique everything you do. Make a dif-
ference in people’s lives. … We serve nine 

small markets, and every one of them is 
larger today. We’ve reversed half a century 
of declines. We think we’re responsible 
for the survival of two communities.”

an inTeRneT Video channel 
foR local conTenT 
Cullen McCarty, vice president of Smith-
ville Telephone Company in Ellettsville, 
Ind., spoke about the Web-based local 
content channel that Smithville intro-
duced in 2009. The channel, which high-
lights local organizations and events, is a 
goodwill gesture – that is, the company 
has no expectation of making it profit-
able any time soon. Although the service 
is still in an experimental stage, it has 
been well received.  

The video offering is intended to 
enhance the company’s reputation as 
a high-quality, tech-savvy company. 
At the same time, McCarty hopes, the 
channel will help Smithville’s local 
communities by publicizing places and 
events of interest.

“It’s an opportunity to explore and 
find local attractions,” McCarty said. 

“We did a video on a science museum. 
… We’ve done a cavern tour and inter-
views with local authors – including a 
two-part documentary about a B-17 pilot 
who wrote a military memoir – as well as 
government meetings. The state wants to 
work with us to produce videos promot-
ing Indiana tourism. We can film, edit 
and post them quickly, and people are 
excited to see themselves on TV.” 

McCarty said he hopes eventually to 
produce a hybrid of television and Internet 
content. However, beginning with online 
content was easier because it allowed the 
company to start production on a smaller 
scale. Production costs and overhead are 
fairly low, the crew consists of only two 
people – “and it’s fun,” he added. In ad-
dition, Smithville can easily expand the 
offering with user-generated content – 
screened by the staff, of course.

For now, the online channel’s con-
tent is available equally to Smithville 
customers and noncustomers. But once 
Smithville launches a local-content 
television channel, McCarty said, that 
policy is likely to change.  bbp

parks Associates analyst Harry 
Wang introduced one of this year’s 
most popular Summit sessions by 

summing up the reasons he expects con-
nected care to take off during the next 
five years: 

• The shortage of health care person-
nel and the epidemic of such chronic 
diseases as diabetes make the current 

health care model unsustainable.
• A preventive-care model that re-

wards quality rather than volume is 
needed to deliver health care more 
efficiently.

• Policymakers have recognized that 
home-based connected care, includ-
ing home health monitoring, offers 
great opportunities for quality im-

provements and cost savings.
• Stimulus money is available now to 

get connected-care programs started.

In the freewheeling discussion that 
followed, panelists Rob Scheschareg 
(president and cofounder, MedCon-
cierge), Marques Holmes (regional 
director of health care, AT&T) and 
Nancy Green (managing principal for 

Telemedicine Comes of Age

The Rural Telecommunications Congress co-hosted an event with the Summit, attracting broadband officials and activists from around the country.
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telehealth, Verizon Business) tackled 
tough questions from the moderator and 
the audience. Following are highlights 
of the panel discussion.

Which telemedicine services have the 
greatest short-term growth potential?
Green: Home-based care and monitor-

ing because they yield the highest 
cost savings.

Holmes: And also because patient out-
comes are more predictable when 
patients are at home. Connected de-
vices such as emergency pendants, 
smart slippers (whose embedded 
pressure sensors transmit gait infor-
mation over the Internet) and pulse 
oximeters can make a big difference 
in patient outcomes.

Scheschareg: Online access to advisory 
services is another major short-term 
opportunity. As out-of-pocket medi-
cal costs rise, consumers are increas-
ingly concerned about what they are 
getting for their money. They need 
decision-making tools to help them 
coordinate care. 

For which patient populations  
and which types of conditions is 
telemedine most appropriate?
Green: Chronic diseases, such as diabe-

tes and chronic obstructive pulmo-
nary disease. Patients can monitor 
their glucose levels, blood pressure 

and weight on a daily basis and 
send the results to their care teams, 
including family members. In ad-
dition, sensors can send data about 
whether patients are moving around 
normally in the home. Such moni-
toring prevents hospitalizations. 

Holmes: Children are another target 
population. We’re working with 
hospitals to let doctors examine kids 
over videoconferencing links in-
stead of sending them to emergency 
rooms. Hospitals are investing in 
this technology to keep emergency 
room costs down.

Green: Children are also more willing 
to use devices such as the Wii Fit in-
stead of going to physical therapy.

Scheschareg: Diabetes, obesity, hyper-
tension and elder care are all appropri-
ate targets. Patients are under finan-
cial and emotional pressure because 
costs are aggressively being driven 
to the consumer level. Patients aren’t 

used to paying for health care; this is a 
cultural shift. Health care needs to be 
more affordable, and telemedicine is 
the way to do it. Medical monitoring 
devices that cost between $4,000 and 
$5,000 two years ago are available for 
less than $300 today.

What is the advantage of broadband 
technology over telephone-based 
systems?
Green: Video collaboration is possible 

over broadband. This allows care 
teams and families to interact with 
patients in their homes. The clarity 
of video images over broadband is 
important for mental-health consul-
tations and for training (for example, 
training patients to take their own 
blood pressure).

Scheschareg: Broadband enables dy-
namic presentation of vital signs and 
trends, as well as personalized [edu-
cational] videos and recommenda-
tions. It allows doctors to share deci-
sion making with patients’ families. 
In addition, it makes security and 
encryption possible. 

Holmes: Broadband-enabled mobile 
devices, such as the iPhone and 
iPad, are well-suited for video-based 
instruction and for interaction be-
tween the doctor and the patient 
in the home. Security is integral to 
broadband applications.

How can property owners engage 
the other parties in the ecosystem 
(insurance companies and health 
care providers)?
Green: The reimbursement model is al-

ready there, especially in areas with 
shortages of health care personnel – 
which can be urban as well as rural. 
(Health professional shortage areas 
are listed at http://bhpr.hrsa.gov/
shortage.) Property owners can part-

Telemedicine is poised for tremendous growth over the next few years. Enabled by broadband, it 
has the potential to reduce medical costs while improving the quality of care.

To boost broadband penetration, especially 
for higher tiers, property owners might offer 

community spaces as locations for telemedicine-
based clinics or subsidize telemedicine devices.
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ner with health care providers to offer 
telemedicine in their communities.

Scheschareg: Both payers and provid-
ers are concerned about cost savings 
and improved patient outcomes. 
They don’t like paying doctors to 
stand around in the emergency 
room, and they also want to reduce 
hospital readmissions. 

Telemedicine is a service differ-
entiator for both hospitals and insur-
ance companies. Forty-four percent 
of prospective broadband subscrib-
ers say they would be more likely to 
choose a package with telemedicine. 
It saves time – they don’t have to miss 
work or get babysitters to take their 
children to the doctor – and they 
can get personalized advice. Own-
ers might offer a gateway device to 
push subscribers to a higher service 
tier. Providers are looking for places 
to put new clinics, where they would 
locate primary-care physicians and 
connect to specialists via broadband. 
Property owners can offer  commu-
nity spaces for these clinics. 

What are the viable business models 
for telemedicine?
Holmes: One is the online health care 

community. Los Angeles received 
$11 million to build out a health 
information exchange [which shares 
health care information electroni-
cally across health care providers 
within a region], and the state of 
Tennessee has had one for two years. 
Property owners can partner with 
these exchanges.

Green: The private concierge model is 
another valid business model for  
telemedicine.

Scheschareg: In addition, there are 
free ad-supported informational 

sites, monthly subscription telemedi-
cine models, others that are funded 
by insurance companies or health 
care providers, and there’s also some 
government funding now. 

How can consumers find out about 
telemedicine options?
Scheschareg: A consumer’s insurance 

plan may have an option for virtual 
care – today that usually means e-
mail, but sometimes it includes video 
consultations. We hope to see that 
increase. Coverage may also be avail-
able through a wellness program or a 
health savings account.

Green: Payers are encouraging phy-
sicians to offer telemedicine pro-
grams. 

Holmes: We’re working with Nu-  
Physicia to offer insurance-covered 
telemedicine from the broadband-

connected workplace. It can be of-
fered at home, too, if subscribers 
have broadband at home.

Wang: Large insurance companies such 
as Aetna and Cigna now provide 
reimbursements for video consulta-
tions. Between 60 million and 80 
million people are eligible for this. 
But incentives for tracking patient 
outcomes are also necessary – there 
are 25 or 30 projects now experi-
menting with paying physicians for 
non-visit-related care. 

Will we soon see large call centers full 
of nurses?
Green: These already exist – the laws 

are changing to allow this. They can 
even go global.

Scheschareg: There’s a prevailing belief 
that health care is local, so you have 
to be careful about handoffs. Do 
you engage with local providers and 
supplement them in order to address 
shortages? In Brambleton [a master-
planned community in Virginia 
where MedConcierge service is avail-
able], we work with a local physician 
practice as the first point of contact, 
and then supplement it as necessary. 
You need an electronic medical re-
cord to do this handoff properly. 

I’m trying to put together home-based  
care for congestive heart failure. 
What resources are available to learn 
whether others are already doing this?
Scheschareg: The American Telemedi-

cine Association (www.american-
telemed.org), the Continua Health 
Alliance (www.continuaalliance.org).

Holmes: The American Heart Asso-
ciation (www.heart.org). In addition, 
AT&T has a grant assistance division 
that might allow you to offer this care 
at no cost to the customer.  bbp

Parks Associates analyst Harry Wang presented 
his research on opportunities for telemedicine.

See a slide show of all the Summit  
exhibitor booths at www.bbpmag.com.

cOS provisioning, operations and 
management suite from COS 
Systems (www.cossystems.com) 

made its debut at the Broadband Prop-
erties Summit. COS, which automates 

network and service provisioning in 
Metro Ethernet networks, was devel-
oped to support open-access networks, 
but it also offers cost savings for tradi-
tional single-provider networks. Sub-
scribers can select, activate and manage 
their own broadband services. Service 

providers use the software to market 
their services, manage IP addresses and 
provide customer support. Network op-
erators can provide billing information 
from data available through COS.

Foxcom (www.foxcom.com), whose 
equipment is used to deliver satel-

Selected New Products at the Summit
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lite video in MDUs, showed its new 
BsmarTV compact kit for FTTx deploy-
ments. This is a small, low-cost, plug-
and-play headend for 8, 16 or 32 nodes, 
with a wall-mountable transmitter that 
transports up to five L-band signals 
over a single fiber. (CATV and SMATV 
models are also available.) In addition to 
the transmitter, each kit has a CWDM 
splitter, a chassis and jumpers. The cor-
responding receiver, which also boasts a 
small footprint, low power consumption 
and plug-and-play operation, can serve 
multiple homes from a single receiver.

Hitachi (www.hitachi-cta.com) 
says it is seeing strong demand for its 
Node+Zero micronode, which is de-
signed for cable operators to extend fiber 
to the premises while continuing to use 
their existing headend equipment. This 
RFoG solution allows for easy migration 
to PON as market conditions warrant.

Opterna AM (formerly AM Net-
works, www.amcomm.com), demon-
strated its MultiOpt and CentralOpt 
product lines of fiber management sys-
tems. The MultiOpt line, for MDUs, in-
cludes a fiber distribution terminal with 
an internal rotating fiber storage spool, 
a fiber distribution hub, a low-profile 
fiber distribution terminal with a splice 
compartment, and an MT collector as-

Hitachi’s micronode lets cable operators easily extend fiber to the premises.

Trilithic’s ultra-portable fiber testing device.
AFL Telecommunications offered end-to-end 
solutions for fiber to the home.

Distributor Walker and Associates showed a wide variety of broadband equipment.

sembly. The CentralOp line, for telco 
central offices, includes a high-density 
fiber distribution frame and a splitter 
module chassis.  

Testing fiber networks in the field is 
simple with the Trilithic (www.trilithic.
com) handheld TFS-2250 optical time 
domain reflectometer. This OTDR may 
be light in weight (just 2 pounds), but 
it’s heavy on features. It tests 1310 nm 
and 1550 nm wavelengths and includes 
one-button testing, event selection and 
event analysis. Trilithic says the device is 
easy for novice users to learn but sophis-
ticated enough for expert users. 

The new FloodGate FG-3800 from 
VideoPropulsion (www.videopropul-
sion.com) delivers HDTV services over 
coax in bulk commercial locations, 
such as hotels, timeshares, hospitals and  
assisted-living residences. Operators can 
avoid the expense of installing individ-
ual receivers and set-top boxes because 
content is protected by the FloodGate. 
The device also delivers an electronic 

program guide matching the location’s 
channel lineup.  bbp


