What'’s Your Greenfield Marketing Strategy?

Fiber is becoming the greenfield norm, but coherent consumer messages lag

By Amy Cravens

t used to be that those bringing
Fiber To The Home (FTTH) to
new communities were maver-
icks in the residential develop-
ment market. These fiber “connected
communities” stood out as uncon-
ventional “high tech” neighborhoods
and the business model was viewed
with great skepticism. Most develop-
ers, builders, and service providers
were unconvinced that fiber would
increase home price or sales, and
therefore the return on investment
was doubted. But that has changed.
While the cynics persist, they are
fewer in number and quieter in argu-
ment. Fiber, in greenfield communi-
ties, is moving into the mainstream.
The small players (competitive local
exchange carriers, or CLECs) who
used to own this market are being
joined by the incumbent. Even the
FTTH holdouts are positioning their
offerings as a “path to FTTH.”
While FTTH becomes an afford-
able option in the greenfield mar-
ket, it is not just the cost advantages
that are driving broadband in master
planned communities. As consumers
have become more attuned to broad-
band services, residential developers
and builders have begun to focus on
introducing the necessary infrastruc-
ture to enable broadband services in
their master-planned communities
(MPCs). The majority of developers
and builders today are, in some way,
introducing broadband technologies
into new homes and communities.
Developers and builders are be-
coming aware that, in addition to
traditional community features,
technology is becoming an impor-
tant facet of community design that
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Fibers share of customers in new developments will grow substantially by the end of
the decade from less than half now ro about three-fourths.

homebuyers are including in their
purchase decisions. In some leading
edge MPCs, not only is broadband
connectivity available, but it is a cor-
nerstone of the community.

The greenfield market is a relative-
ly small portion of the total. Only
1.8 million new homes are built each
year in the United States, and many
are infill, not in large developments
or apartment buildings. But because
of the revolutionary ways in which
broadband technologies are being
applied to these communities, they
become significant windows on the
future.

The greenfield residential market
is the perfect arena for FTTH. The
dynamics in this market are such that
it is often more affordable to deploy
advanced broadband solutions such
as FTTH than it is to deploy copper
or coax, and the payoff is greater than
in existing neighborhoods. Because
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these neighborhoods are being built
from the ground up, they represent
a clean slate for new technologies,
both for the community dynamics as
a whole and in individual homes.

From a network deployment per-
spective this clean slate translates
into lower costs. Without an existing
competing network in place, it is eas-
ier to justify an advanced broadband
solution, such as Fiber-To-The-Curb
(FTTC) or FT'TH. Furthermore, be-
cause trenches are already being dug
in these neighborhoods for utilities
to be run, service providers are able
to piggyback by laying fiber alongside
the utilities, reducing costs. Long af-
ter completion, fiber offers mainte-
nance and service costs well below
copper and below cable as well.

For these reasons, even providers
that are not embracing FITH in
legacy neighborhoods see this as the
clear solution for new communities.
SBC’s fiber initiative, for instance,

calls for Fiber To The Neighborhood



(FTTN) for existing neighborhoods,
but extends fiber all the way to the
home in new communities. SBC
plans 1 million FTTH homes passed
in the next three years compared to a
planned 17 million FTTN homes.

Some developers have not stopped
with fiber-connected homes. FT'TH
is only one component in the larger
concept of an “ultra-connected com-
munity.” The basic concept behind
an ultra-connected community is to
enable every home within a develop-
ment with a high-speed connection,
over which any combination of data,
video, and voice services will travel.
These communities have three ba-
sic components: infrastructure (the
FTTH itself), access, and content.
Communities are distinguished by
the penetration rate of broadband,
the broadband services that are of-

fered and in-home technologies be-
ing employed.

The key differentiation between a
connected master plan community
and an ordinary MPC with avail-
able broadband service is the central
management and marketing of these
services, and the close relationship
between the builder and service pro-
vider. That is, there is an established
relationship between the provider
and the developer such that the com-
munity-endorsed services are pre-
sented to the homebuyer as part of
the orientation process, thus, provid-

ing a marketing advantage over other
providers and reducing marketing
costs.

While some developers are ensur-
ing that a broadband infrastructure
is available as an optional service
for residents, the more tech-ori-
ented developers envision a higher
level of connectivity. In this vision,
broadband is an inherent piece of the
home purchase — every homeowner
will have a high-speed connection.

In many instances, the provider is
able to bundle all, or at least a por-
tion, of their service offering into the
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Intelligent Communities are Thriving Communities

Broadband and fiber optic access is vital fo government and business in order to
remain competitive in a global economy. Like the railroads of the 18005 and
trucking in the 1900s, broadband is said to be this century’s most efficient means
of connecting commerce fo consumers.

Team Fishel specializes in providing intelligent connectivity solutions that make
informed partners of all government, business and education services.

We will help you determine what connection technologies already exist in your
area and how best to access them. Then we'll work with you to design the
infrastructure you want to manage the information you need. Our services
also incude complete implementation and project management for a ful
comprehensive solution.

Team Fishel has the tools you need to build your Intelligent Community for
high-speed, interconnected voice, video and data exchange.

Call us to discuss your requirements.

X
TEAM
FISHEL

1-800-FISHEL -1
www.teamfishel.com
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Homeowner Association (HOA) dues.
For this reason, connected communi-
ties are also distinguished by exception-
ally higher penetration rates compared to
traditional neighborhoods.

Developers want it, service provid—
ers will deploy it, but what about the
homebuyer? The evidence so far is posi-
tive. Homebuyers increasingly consider
technology as a factor in their purchase
decision, and developers are increasingly
using technology as an amenity to attract
these homebuyers. I believe that the op-
portunity is now ripe for broadband pro-
viders to develop a focused strategy for
this market.

While broadband services available
and technology attributes are usually
pretty buried in the marketing messages
for new communities, in these “con-
nected communities” these messages are
front and center. Many have included a
special page on their web sites detailing
the benefits of a connected community,
really driving home to consumers what it
means to live in such a community.

Some of these messages include: The
convenience to be able to telecommute,
being connected to your child’s school
through online forums, and an increased
sense of neighborhood community
through chat boards and other commu-
nity web events.

As the pace of life continues to quicken,
residents are becoming more attracted to
these life management benefits, and their
availability is impacting purchase deci-
sions.
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