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2023 INTEREST GROUPS 
  

 
 
 

 
BROADBAND POSITIONING 

 
Objective: Define a framework for 

messaging and positioning our 
members’ broadband products and 

depositioning 5G Home Internet 

 
 
 
 

MOBILE AWARENESS 
 

Objective: Support awareness-building 
for our members growing mobile 

businesses using paid digital media 

1 2 

 
 
 

 
COMPETITION 

 
Objective: Discuss macro trends, 

industry benchmarks, and the 
competitive marketplace 

 
 
 
 

LOW INCOME BROADBAND 

 
Objective: Discuss best practices in 

marketing to the low-income 
broadband segment 

3 4 

 
 
 

 
BROADBAND CONSUMER 

LABELS 
 

Objective: Provide a forum for members 
to discuss adopting the new Broadband 
Consumer Labels requirement across all 

distribution channels 

 
 
 
 

RURAL BROADBAND 
 

Objective: Help the industry market 
broadband to the rural segment with 

research and best practices 
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SUMMARIES BY INTEREST GROUP 
 

Broadband Positioning 
 
Earlier in 2023 CTAM pursued three initiatives in support of the industry’s broadband positioning 
efforts: 
 

1. Broadband Destination Pages 

• Launched the Broadband destination pages on SmartMove.us with different access 
points for movers, customers, and consumers searching for information about 
broadband services: www.smartmove.us/broadband 

• Co-positions Cable Broadband with Fiber (as Fiber-based) and de-positions 5G Home 
Internet slower services like DSL 

• Includes speed tests and other interactive tools that engage visitors and create lead 
traffic for members 

 

     

  
 

• Evolved the former factsabout5g.com into a larger review site 
5ghomeinternetreviews.com featuring two influencer videos with a collective reach of 9 
million followers. Since its launch in June 2023, there have been 62K users to the site, 
and many more are predicted after launching the de-positioning campaign (see item 2 
below) 

 
2. CTAM 5G Home Internet De-positioning Campaign 

• During the July Board Meeting we were tasked with preparing a recommendation for 
how CTAM can go on the offense for the industry vs. 5G Home Internet 

• We developed a media plan, brand new creative, and have launched our initial media 
efforts 

1 

http://www.smartmove.us/broadband
http://www.5ghomeinternetreviews.com/
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• The approach is to go head-to-head against 5G Home Internet providers by targeting 
people who have been recently exposed to 5G HI ads/promotions or are actively 
searching for 5G home internet, intercepting them as they are being influenced in order 
to deliver hard hitting messaging before they purchase 

• This is accomplished through a media mix which does the following: 

• Targets individuals who have searched for 5G Home Internet terms (Paid 
Search) 

• Retarget individuals who have searched for 5G Home Internet terms, through 
Google Display Network post search activity (Display) 

• Retarget individuals who have been exposed to competitor 5G Home Internet 
display ads in the last 14 days, with our own messages through both social 
channels and programmatic display placements 

• Retarget individuals through YouTube who have been exposed to 5G Home 
Internet video ads within its ecosystem 

• Search Engine Marketing Details: 

• Launched on 8/1 targeting 250+ 5G Home Internet keyword groups 

• As of 9/30, our search ads have been seen more than 250K+ times and have 
been clicked on 18K times sending visitors to our 5G de-positioning 
pages 5GHomeInternetReviews and FactsAbout5G 

• Display Targeting/Retargeting Details: 

• A series of 4 hard hitting ads were created and launched on 8/7/23 with the 
programmatic targeting retargeting approaches detailed above 

• Ads are in six size variants to allow for differing media placements with 
variable CTA buttons dependent on specific media placement and whether 
the consumer was searching for information around 5G or were actively 
shopping for 5G 

• As of 9/30, these ads have been shown over 28 Million times and generated 
8,465 visits to our 5G de-positioning pages 
 

       
 

•   YouTube Video Ad Details: 

• Launched on October 9th – six unique 6-second ads will launch simultaneously 
broadening the reach of our campaign significantly   

 
 
 

https://www.5ghomeinternetreviews.com/5ghomeinternet
https://www.factsabout5g.com/fivegfacts
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3. Unifying Broadband Messaging 

• CTAM has met with each MSO to determine how each is messaging and branding its 
broadband product (and in some cases its network) 

• Since the July meeting, the working group has met three times to continue working on 
ways to define a common framework that stands alone and also functions to support 
each MSO’s individual efforts 

• Some MSOs have embraced 10G while others have embraced Fiber or are saying Fiber 
powered/rich/plus 

• MSOs are sharing their consumer research and brand strategy work to help the group 
determine if we can rally around one word or even a set of proof points 

• We are knee-deep in this discussion: can we rally around 10G? Is there another word or 
statement out there we can define and get behind? 

• We seek your thoughts, input, and guidance here 
 

4. Collective National 5G Home Internet De-positioning Concept 

• Comcast has offered to share the creative for their existing 5G Home Internet De-
positioning campaign 

• CTAM would act as a clearinghouse and work to clear talent and usage rights with 
participating MSOs paying on a homes-passed basis to access the customizable versions 
of the creative 

• New creative could be developed where participating MSOs pay to share in some part of 
the creative development costs going forward 

• Puts a national push on de-positioning national competitors: 
o More efficient than creating many campaigns 
o Less consumer confusion of the message in shared markets 

• This is a very new idea that came up while speaking with Comcast’s Todd Arata – we 
seek your thoughts and input 

 
 
2023 Participants  
 

1. Altice – Ben Collier 

2. Armstrong – Ken Ashley 

3. Cable One – David Ballew 

4. Cable One – Karen Cline 

5. Charter – Claire Avery 

6. Charter – Jennifer Ingram 

7. Comcast – Morgan Daloisio 

8. Comcast – Todd Arata 

9. Cox – Brian Stifel 

10. Cox – Rachel Negretti 

11. MCTV – Elizabeth Kwolek 

12. Mediacom – Alyssa Hurley 
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Mobile Awareness  

 

• CTAM launched an awareness campaign for mobile, targeting movers on paid social, display, 
YouTube, and ITV/CTV 

• The main market component of that campaign concluded in March reaching 8 million 
consumers with 29.5 million impressions 

• A Spanish-language version of the campaign ran from April through July, generating over 3 
million impressions for that audience 

• The group will pivot back to convergence in 2024 
  

 

 
 

 

2023 Participants 
 

1. Altice – Ben Collier 
2. Altice – Loan Tran 
3. Armstrong – Peter Grewar 
4. Charter - Claire Avery 
5. Charter – David Gray 
6. Comcast – Morgan Daloisio 
7. Cox – Betty Jo Roberts 

8. Cox – Catherine Borda de Castro 
9. Cox – Caroline Counter 
10. Cox – Jodi Muller-Stotser 
11. GCI – Stephanie Lovett 
12. Mediacom – Dianne Schanne 
13. Rogers – Mustafa Zileli 

 
  

2 
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Competition 

 

The Competition Working Group meets each quarter after the quarterly earnings calls to discuss 
competitive and macro trends, exchange best practices around threat detection and measuring flow 
share, and benchmarking impact of various kinds of competitors (Telcos, 5G Home, regional/local fiber 
ISPs).  

 

2023 Participants 
 

1. Altice – Andre Martineau 
2. Altice – Helene Pandal 
3. Altice – Scott Meador 
4. Cable One – David Ballew 
5. Cable One – Isabelle Jazo 
6. Cable One – Mary Savery 
7. Charter – David Gray 
8. Comcast – Eileen Diskin 
9. Comcast – Ginny Too 

10. Comcast – John Hewson 
11. Comcast – Sarah New 
12. Comcast – Stephanie Pearlman 
13. Cox - Bruce Berkinshaw 
14. Cox – Anthony DeFilippo 
15. Cox – Wendy Rosen 
16. Mediacom – Dianne Schanne 
17. Mediacom – Eric Schoenfeldt  

  

  

3 
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Low Income Broadband 

 

The group continues to meet monthly with lively discussions on marketing best practices. The topics 

addressed have included: 

• Media channels (including non-traditional) to reach low-income consumers 

• Proactive messaging concepts for the possibility of ACP funding ending 

• Message segments (e.g., life stage, lifestyle, mobile substitutors) as well as rural vs. urban low-
income customers 

• Undocumented persons and the ACP program 

• Hispanic/Multicultural segments 

• Inbound Sales and Training 

In addition, CTAM has been running an ACP search engine marketing campaign for the industry (through 
2023). 

Through September, the campaign has generated: 

• 400,000 impressions 

• 20,000 broadband leads 

• An impressive Cost per Lead of $4.97 
 

The next group meeting is scheduled for November 3rd, where the group will focus on 2024 objectives, 

specifically on reaching and retaining the income-constrained segment in a post-ACP era. 

 
2023 Participants 
 

 

1. Altice - Andre Martineau 
2. Altice - Ari Schnitzer  
3. Altice - Audrey Pinn 
4. Altice - Dan Johnson 
5. Altice - Greg Clark 
6. Altice - Jason Rienth 
7. Altice - Karim Madueno 
8. Altice - Keith Agabob 
9. Armstrong – Andrea Lucas 

10. Comcast - David Klein 
11. Comcast - Stephanie Pearlman 
12. Cox – Ilene Albert 
13. Cox – Joel Frost 
14. Cox – Francesca Piscopio 
15. GCI – Miracle Monares 
16. MCTV – Elizabeth Kwolek 
17. Mediacom - Alyssa Hurley 
18. Mediacom – Chris Lord 

  

4 
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Broadband Consumer Labels  

 
Created by member request, this group tracks the progress of the upcoming Broadband Consumer 
Labels requirement. Members exchange best practices on how to approach complying across different 
sales and marketing channels.   
 
CTAM maintains contact with the NCTA, who has the lead role for the industry on this topic overall. 
 
2023 Participants 
 

1. Altice – Andre Martineau 
2. Altice – Bill Heberer 
3. Altice – Jacqui Clary 
4. Armstrong – Keith Hall 
5. Armstrong – Peter Grewar 
6. Cable One – David Ballew 
7. Cable One – Karen Cline 
8. Cable One –Ron Proleika 
9. Charter – Joe Carillo 
10. Charter – Kathleen Griffin 

11. Charter – Naveeta Patoli 
12. Comcast – Cameron Hosmer 
13. Cox – Cris Webster  
14. Cox – Charles Scarborough 
15. Cox – Diane Hsu 
16. Cox – Leslie Benner 
17. MCTV – Chris Thomas 
18. MCTV – Katherine Gessner 
19. Mediacom – Alyssa Hurley 

 
 

Rural Broadband  

 
The group’s work was completed in Q2 2023. The final work product included: 

• A quantitative analysis of Rural America, including key market segments to target 

• A qualitative study of broadband ISP subject-matter experts (cable as well as fiber) and 
consumers who live in one of a series of archetypical rural areas across the U.S 

• An executive summary of both (included in the written reports section of this book) 
 
2023 Participants 
 

1. Altice – Dan Johnson 
2. Altice – Prasanna Thoguluva 

Santharam 
3. Armstrong – Andrea Lucas  
4. Armstrong – Peter Grewar 
5. Charter – Jen Rocco 
6. Charter – Meghan Dering 
7. Charter – Zoe Santo 

8. Comcast – Adrienne Simpson 
9. Comcast – Dana McFarland 

10. Comcast – Stephanie Pearlman 
11. Cox – Ilene Albert 
12. Cox – Joel Frost 
13. MCTV – Elizabeth Kwolek 
14. Mediacom – Chris Lord 

 
  

5 
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CALL NOTES & PRESENTATIONS BY INTEREST GROUP 
 

Broadband Positioning 
 

Call Notes: August 23, 2023 
Subject: CTAM Broadband Positioning Working Group Kickoff Call 
 
 

Call Attendees: 
 

Armstrong – Ken Ashley 
Cable One – Karen Cline, Dustin Chryst, Jody Ledgerwood, Cynthia Kuntz  
Comcast – Todd Arata 
Cox – Brian Stifel, Rachel Negretti  
Mediacom – Alyssa Hurley 
IEN – Anne Cowan 
CTAM – Mark Snow, Sloane Stegen, Jes Johnson + Renee Harris 

 

The CTAM Broadband Positioning Working Group has been formed for MSOs to work together to develop a 
collective messaging platform for competitive broadband advertising that unites individual MSO messaging to 
create a nationally amplified message. 

 

 
Sloane Stegen, Sr. Director, Digital Marketing, CTAM, and Anne Cowan, IEN, presented the attached “Broadband 
Positioning Working Group Overview” deck. 

Highlights of the group’s strategic overview include: 
 

North Star (Mission statement): To build trust in our services by guiding consumers to make informed choices, 
amidst the challenging nuances of today’s broadband Internet offerings. 

Strategy: To position today’s broadband internet service advantages through a unified blend of messages, 
communicated directly to consumers by CTAM and member companies. 

Outcome: Capture an inquisitive audience foster engagement and drive leads. 

 

I.E. Network (IEN) has completed research in the area of digital intelligence while HarrisX has completed research 
with the TCS Study, Fiber Perception and 5G Home Internet Studies. Their research decks are attached for review.

1 

Welcome/Roll Call 

Introduction 

2023 Strategic Overview 

Key Research Learnings Highlights 
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Highlights from IEN research include: 

 
• 15% of employees now work from home full-time, while 30% have a hybrid work model. 

• Competition has expanded with a variety of internet service options (HFC Broadband, Fiber, 

Fixed Home 5G and others. 

• Economic sensitivities continue to impact consumer choice. 

• Streaming customers have or plan to cut an average of three services this year. 

• Search terms such as “cost and “affordability: increased in early 2023 conversations by 50%. 

• Reliability and speed are critical to consumer satisfaction. 
 

Highlights from HarrisX research include: 

 
• FWA saw a notable decline in customer satisfaction in Q2 2023 – they are vulnerable to defection and 

win backs. 

• Fiber remains the larger long-term threat, though there was slow down in Q2 with the overall 

share essentially flat and share of new connects ticking down slightly. 

 

 

 
In early 2023, CTAM interviewed MSO Executive brand delegates to discuss their how they communicate their 
broadband products and how they position against competitors, the following was noted from those 
conversations: 

 
• The recurring themes of MSOs responses were speed, reliability, and value. 

• Each MSO has unique broadband terminology. 

• Only a handful of MSOs are “calling out” competitors. 
 

CTAM notes that Shaw, through research, found that consumers were easily influenced by the name “Fibre+” 
in believing Fiber is better and the “+” meaning “more”. 

CTAM notes there is an opportunity to present a unified front broadband Internet is future-proof when it comes 
to home Internet. 

 
 

Comments/Questions from the group 
 

1. Cox is interested in informing and educating consumers on the strength of their technology and 

network. Cox is currently working on infographics for consumers to understand 5G, etc. but would 

like CTAM to assist in creating industry-wide infographics to help educate consumers on 

broadband. 

2. Has CTAM had conversations with MSOs regarding the use of the term “5G” to talk about Fixed 

wireless and whether MSOs have any concerns? 

o CTAM has specifically stated 5G Home Internet as to not disparage 5G as a mobile 

technology. 

 

 

Key Executive Interview Learnings Highlights 



 

 

 

The following are next steps for the group: 
 

1. Move forward to confirm the brand statement and launch development. 

2. Develop key-stone messaging that redounds corporate positioning. 

3. Outline a set of potential advertising digital communications and PR approaches and CTAM 

deliverables. 

 

Call cadence: CTAM will poll the group for bi-weekly calls. 

  

Actions/Next Steps 
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Presentation: Broadband Positioning Overview (August 2023) 
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Call Notes: September 29, 2023 
Subject: CTAM Broadband Positioning Working Group Call 
 
 

Call Attendees: 
 

Cable One – Karen Cline, Cynthia Kuntz  

Cox – Rachel Negretti 
Mediacom – Alyssa Hurley  
IEN – Anne Cowan 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 

 

During the August call, CTAM shared collective statements regarding networks and broadband products that 
were derived from individual meetings with MSOs. There is an overlap in messaging among MSOs with 
“reliability” as a main positioning keyword with “speed” and “value “coming in second. CTAM shared that it 
was found that, as an industry, there is a wide range of speaking points about broadband with creates 
confusion for consumers. An example was shared notating 5G messaging --when voices were united with 5G 
messaging, it amplified the messaging. So, just as with 5G messaging, CTAM feels that universal 
communication about MSO products can also be done to change consumer perspective. 

 

CTAM posed the following questions the group: 
 

What are your thoughts on what we found? 
What are your thoughts on the “thought starter” Broadband Positioning concept? 

 
Mediacom 

 
Mediacom believes all MSOs need to be speaking similar language regarding Broadband. Mediacom notes that 
regarding 10G, they position it different vs Xfinity. Etc. 

Cox 

 
Cox agrees with Mediacom and believes the hardest part will be finding the right shared word to use for 
messaging. Fiber is no longer impactive so a new word must be found. Cox also notes that consumer friendly 
messaging needs to be created to assist in marketing the power of the network. 

 
Cable One 

 
Cable One notes they have a mixture of technology they use which presents a challenge as well. 

 

Question from group 

Welcome/Roll Call 

Summary of August 23 Kickoff Call 

Group Discussion: 

29 



 

 

 
1. For MSOs that have mixed technology markets, legally, how are those markets using 

messaging? 

 
Mediacom notes their offers are very market specific. For example, if it’s a fiber to the 
home market, they state “fiber to the home”, if it’s a 10G platform then they state “10G 
platform”. If HFC, they will state Fiber Rich. 

 
Cox notes their message is “powered by fiber”. 

CTAM notes that Cable Labs has gone to court in Canada, Spain and Australia testifying that 
the HFC is 99.6% fiber and have won all three cases thus solidifying the use of the word fiber 
for cable providers. 

 

 
 

CTAM presented the attached Proposal to accelerate delivery of Unified Broadband Messaging. Highlights 

include: 

• Delivering a unifying approach, rooted in research and brand agency thinking, will likely be more 

impactful than finding a common denominator among what each company has defined itself within 

its own brand. 

• CTAM proposes a 4-step approach including: 

o Phase 1: Data Collection (3 weeks) with a cost of $0 - $10,000 

o Phase 2: Ideation (6-10 weeks) with accost of $50,00 - $150,000 

o Phase 3: Testing (4-6 weeks) with a cost of $10,000 - $50,000 

o Phase 4: Campaign development (3 weeks) 

• CTAM is funded to complete this work this year using proceeds from LeadShare Corp. 

• In summary, the effort will take 16-22 weeks with a cost between $60,000 - $120,000 and can be fully 

funded by CTAM. CTAM will drive the day-to-day activities with the working group providing guidance 

as the project proceeds. 

 
Cox notes that they went through a proposal process last year and suggests Lippincott as an agency to work 
with. Lippincott delivered Cox a compelling concept of using the word “Hybrid” i.e., Hybrid Network to 
market to consumers. Although Cox did not use the concept, they feel it may be a good fit for the 
Broadband positioning effort. Cox will speak with their leadership team for approval to share more details. 

 

 
The group is in favor of CTAM’s proposal. CTAM will contact MSOs not on today’s call to obtain their thoughts 
and will then create a project plan to move forward. 

  

Proposal Presented 

Actions/Next Steps 

30 



 

 

Presentation: Broadband Positioning Proposal 
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Call Notes: October 13, 2023 
Subject: CTAM Broadband Positioning Working Group Call 
 
 

Call Attendees: 
 

Armstrong – Craig Marzullo 
Cable One – Karen Cline 
Comcast – James Halsey-Watson, Jamie Thomas  
IEN – Anne Cowan 
CTAM – Mark Snow, Jes Johnson + Renee Harris 

 

 
CTAM started this effort by meeting with MSOs one-on-one to get a sense of where companies stood with 

their own product and network branding efforts. From these calls, CTAM developed a graph showing 

where various companies stood relative to the others: statements regarding networks and broadband 

products, proof points, etc. There is some overlap in messaging among MSOs with “reliability” as a main 

positioning keyword with “speed” and “value “coming in second. CTAM shared that it was found that, as an 

industry, there is a wide range of speaking points about broadband and not much existing common ground. 

 
CTAM notes three MSOs are all-in with 10G (Comcast, Mediacom and Armstrong). While Cox and others are 

using Fiber in their network messaging. And some other MSOs are still working through this messaging. 

 
In addition to the branding presentation on this call, Comcast has put CTAM in contact with their research 

team to get sharable insights around how they arrived at 10G and the 5 supporting pillars (capacity, 

security, coverage, reliability and streaming) and how consumer perception has evolved since February’s 

launch. 

 

 

 
James Halsey-Watson, Brand Strategy, Comcast, presented an overview of Comcast’s network brand strategy 
for 10G. 

Highlights include: 

 
• The Xfinity 10G Network 

o The purpose: To connect customers more of what they love 

o The Objective: To deliver the world’s best connectivity and entertainment experience 

Welcome/Roll Call 

Recap of where we are – group and individual calls 

Comcast presentation on their network brand strategy for 10G 
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• Comcast felt it was important to get ownership and association with the term 10G as it is a term 

that many consumers do not know now and may confuse with 5G but in the future it will be “table 

stakes” for connectivity and the Internet 

• What is the Xfinity 10G Network? 

o A game changing connection 

o The network built for everything, everywhere 

o A leap forward into tomorrow, so you can be ready 

• To Comcast, the Xfinity 10G Network is their total network, not just cables in the ground – it 

includes Wi-Fi Hotspots, Mobile, etc. 

• While Comcast has a lot of fiber in their network, they opted to not go with the “Fiber” network as 

branding as they wanted to debunk the notation that fiber is better rather than reinforce it 

• The Xfinity 10G Network was made for streaming, giving the best quality viewing experience 

• Xfinity is undergoing a multi-year network evolution. To signal what they have built and will 

continue to build, they have rebranded their network to Xfinity 10G Network 

• The Xfinity 10G Network was launched in February 2023. Comcast will continue to make 

entertainment and speed innovations within their network now through 2024 

• Xfinity has built a revolutionary new network, designed to transform the way consumers work and 

play – everywhere they go. Only the Xfinity 10G network provides: 

o Ultra-fast speed 

o Incredible reliability 

o Fastest in & out of home 

o Seamless streaming 

• The next generation 10G Network. Only from Xfinity. The future starts now. 

 
Questions from the group 

1. How do you pace your promises about the current and near future innovations versus where the tech 

actually is in different markets? 

o Comcast always calls it their Xfinity 10G Network, they do not call it 10 Gigs. While they do 

provide 10 Gigs it involves a big build-out and is more expensive. They make sure to point 

out the 10G Network is not just about speed, it’s also about reliability, resilience, security, 

and AI tech forward. With FDX (Full Duplex DOCSIS 4.0), there are a lot of one-to-one 

communications and plans for localized celebrations as it launches. 

 
2. Since its launch has Comcast been able to measure change of perception of consumers toward 

Xfinity and/or what 10G means? 

o The understanding of 10G and the Xfinity 10G Network has gone up. There were a lot of 

challenges in social conversations in the beginning, but they have noticed the conversation 

has changed slightly to the positive as consumers get a better understanding of what it is 

and that the technology behind it is real. As Comcast stays the course and focuses on their 

long-term vision, they are confident they will turn around some metrics that were 

traditionally less strong like trust and value. They want to become a brand people are 

proud to be associated with.

 

 

CTAM will share Comcast and Cox decks on branding and related research once available. 

Next Steps 
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Presentation: Xfinity 10G Brand Story 
Due to the large file size of this presentation, please contact CTAM to request an electronic copy. 

 
Call Notes: October 27, 2023 
Subject: CTAM Broadband Positioning Working Group Call 
 
 

 
Call Attendees: 

 
Armstrong – Craig Marzullo 
Cable One – Dustin Chryst  
Cox – Rachel Negretti  
Mediacom – Alyssa Hurley  
IEN – Anne Cowan 
CTAM – Mark Snow, Vicki Lins, Sloane Stegen, Jes Johnson + Renee Harris 

 

 
While there is some common ground amongst MSOs in positioning broadband, CTAM has determined it may 
not be a single word or common brand to be created which was the original project envisioned for this 
group. Several MSOs have already invested in a name or brand to position their broadband so it would not 
be advantageous to have this group override work that has already been done. 

 
CTAM notes that while there may not be a single word or common brand to formulate, there are many layers 
beneath a brand or tagline where there are commonalities and proof points that CTAM can assist MSOs with 
coalescing. 

 
CTAM asks MSOs to think about what CTAM can do to help to build a message framework as a path forward. 

CTAM also noted that the digital team at CTAM is continuing to drive de-positioning of 5G Home Internet – 
this campaign is growing and making traction based upon engagement. 

 
Comments from the group 
 
Cox 

 
Cox believes the best approach for CTAM is to help MSOs define the underlying technology and network in a 
way that it can begin to build equity among consumers. CTAM can brand the technology then MSOs can use 
that brand to supplement their messaging. Taking DOCSIS for example, CTAM can create another name or 
such that can be used to describe what MSOs offer. 
 
Mediacom 

 
Mediacom agrees with Cox – that it’s about how to speak about the technology in the home – creating a brand or 
tagline that defines the technology, so it resonates with consumer
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CTAM 
 
CTAM notes the question is how to make a brand that doesn’t stay grounded in “the wires” but is more about 
customer experience. 
 

• Cox notes that what is to be branded is network capability – a starting point for what comes next in 
forward technology. CTAM should “invent” tomorrow and not be invested in what is grounded in 
today. CTAM should think about what the next generation technology is that MSOs can collectively 
build equity in. CTAM needs to start a new conversation. 

 

CTAM is conducting consumer research utilizing social listening to better understand current broadband drivers. 
Insights from this research will be utilized in assisting the creation of a strategic messaging framework. We expect 
the first round of information to be available early Q1 2024. 
 
Broadband Positioning Group meetings will resume in January 2024. CTAM will poll the group for a call date. 

Please contact CTAM with any questions or suggestions. 

  

Next Steps + Path Forward 
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CALL NOTES & PRESENTATIONS BY INTEREST GROUP 
 

Mobile Awareness 
 

Call Notes: January 23, 2023 
Subject: CTAM Mobile Awareness Team Call 
 
 

 
Call Attendees: 
 
Armstrong – Peter Grewar  
Charter – David Gray  
Comcast – Morgan Daloisio 
Cox – Catherine Borda de Castro  
GCI – Stephanie Lovett  
Mediacom – Alyssa Hurley  
Mediacom – Dianne Schanne  
Rogers – Mustafa Zileli 
CTAM – Mark Snow, Nakesa Kouhestani, Sloane Stegen, Rick Cabigas + Renee Harris 

 
In 2022, this group was originally formed as the Convergence Working Group which focused on the journey from 
the bundle to an integrated UX experience – a converged end point. However, the group pivoted to Mobile 
Awareness in mid-2022. CTAM had completed research which showed that movers were twice as likely as non-
movers to switch their mobile service, so the group decided to focus on mobile awareness for the remainder of the 
year. CTAM created a series of digital display ads and at the end of 2022 CTV was added. Today’s presentation will 
provide an overview of the performance of these campaigns to date. 
 
Nakesa Kouhestani, Digital Media Manager, CTAM, presented the attached “Mobile Convergence Performance” 
deck. 
 
A link to view the recorded presentation can be found here: CTAM Mobile Awareness Team Kickoff Call- 
20230123_140212-Meeting Recording.mp4 
 
Highlights include: 
 

• CTAM’s task is to aid in awareness building among movers. 
• Campaign Phase 1 (Aug 25 – Dec 31) – Targeted consumers who visited the SmartMove site in the 

past 30 days on Meta with an upper-funnel engagement campaign goal. 
• Campaign Phase 2 (November 18 – Present) – Targeted lifestyle audiences across Connected TV (CTV) 

platforms and YouTube pre-roll. 
• To view the CTV/YouTube Spot please click here: https://www.youtube.com/watch?v=JUOBaIB5RxQ 
• Results: 

o 12.2M video impressions 
o 7.8M Meta impressions 
o 7.6M unique reached on YouTube & CTV 

2 
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o 250K unique users on Meta 
o Totals = 20M Impressions and 7.85M uniques reached thus far 

 
Group Discussion 
 
Can CTAM send the original research noted at the beginning of the call? 
 

o Yes, the relevant pages from the Q3-2021 move research study is attached. 
 
GCI 
 
GCI likes the creative – it’s simple and direct and is educating consumers about the combo offer of mobile and 
broadband. 
 
Comcast 
 
Comcast will share the information provided today with their media lead for their mobile product to get their 
perspective and determine if it warrants a conversation around their mobile media strategy and where they are 
showing up vs where CTAM is showing in the digital space to ensure that it is complementary. 
 

 
CTAM suggests the following next steps: 
 
CTAM notes that as we continue to work on this campaign, CTAM can utilize YouTube to create a digital survey on 
awareness using a control group. 
 
Q1 2023 

o Continue video campaign through end of Q1 with a focus on lifestyle changes. 
o Content specific media buy, as opposed to Programmatic (ex: work directly w Hulu) 

Q2/Q3 2023 
o Introduce messaging around convergence? 

 
If MSOs have any thoughts or suggestions, please contact CTAM. 
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Call Notes: March 20, 2023 
Subject: CTAM Mobile Awareness Team Call 
 
 

 
Call Attendees: 
 
Charter – 203 office number  
Comcast – Morgan Daloisio  
Mediacom – Dianne Schanne  
Rogers – Mustafa Zileli 
CTAM – Mark Snow, Sloane Stegen, Rick Cabigas + Renee Harris 
 
 

 
In 2022, this group was originally formed as the Convergence Working Group which focused on the 
journey from a simple price discount bundle to billing integration to service plus ups to finally an 
integrated UX experience. Once this landscape was defined at the end of 2021, the group pivoted to 
Mobile Awareness in 2022. CTAM had completed research which showed that movers were twice as 
likely as non-movers to switch their mobile service, so the group decided to focus on mobile awareness 
for the remainder of the year. CTAM created a series of digital display ads with CTV video ads added 
toward the end of 2022. Today’s presentation provides an update on the performance of these 
campaigns to date. 
 
Sloane Stegen presented the attached Mobile Awareness Campaign results:  
 
Highlights include: 

• The original estimate/goal for impressions was 14M, however the campaign delivered 23.6M 
impressions with: 

o 15.8M video impressions; and 
o 7.M Meta (FB/Insta) impressions 

• There has been a reach of 10.4M unique users on YouTube & CTV and 250k unique users on 
Meta. 

• As a reminder, this campaign is funded fully from LeadShare and requires no direct MSO 
funding. 

• CTAM asked the group if they would like to keep the Mobile Awareness campaign going. 
o There was no objection from the group. However, Comcast asked if there were any 

other existing tactics where this money can be used to drive leads? 
▪ CTAM will gather options, such as de-positioning 5G Home internet, and share 

with the group. This action is complete – please see below: 
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As a response to our discussion around CTAM investigating additional ideas to help enhance lead 
generation, we took two actions: First we looked at what has been performing well over the last 6 
weeks; and second, we looked for areas where we could get traction that we are not currently funding. 
 
Our most consistent, low-cost lead producers are as follows: 

• Facebook Mover Terms: $5.08 CPL 
• SmartMove Branded SEM: $6.92 CPL (Bing/Yahoo) 

 
We would propose bumping up these high-performing tactics with increases in funding. 
 
For areas with relatively low current advertising investment, we believe that we could gain traction 
currently by leveraging the increase in rental activity which has shown up in data from our own studies 
as well as those from the broader industry, and news stories. 
 

• Utilize Facebook signaled “SFH Renter” Targeting to complement our current “Mover 
Targeting” 

• Add a new partner: Zumper (Zumper.com) who has a large presence in the SFH renter space, 
utilizing placements similar to Zillow and Renters but focused against the SFH mover. 

 

 
The group had previously expressed an interest in discussing go to market approaches for non-subs and 
upgrades. CTAM asked if any MSOs on the call have any approaches to share. 
 
Comcast 
 
Comcast has spent last three years creating various converged propositions and have found success in 
two ways: 

1. In thinking of the formula for driving prospect demands in general, Comcast has been in market 
positioning a broadband price inclusive of the converged discount a – during sale windows they 
may attached additional offers such as a VISA gift card. 

2. Then in looking at what has been successful in driving mobile attached on a new broadband 
customer, some of their XM offers are successful so what works at driving XM to their base 
generally works with new customers as well. BYOP offers as well as free phone offers have 
worked well. In addition, Comcast is now on one common platform for sales – so customers 
can now go through their buy flow to purchase Internet and Mobile together in the same 
purchase. They have seen an uptick in new customer attach due to this change. Comcast also 
has their converged discount available to customers for the first 90 days. Which gives the 
customer time to decide as well as allowing Comcast to continue to market. 

 
Rogers 
 
Apart from mass campaigns which eventually drive traffic or conversion or both – Rogers does a lot of 
targeted campaigns to smaller audiences using A/B testing to see what works. Two approaches are: 

• Being very proactive and leverage proactive channels; and 

• Offering an added bonus for customers who already want to upgrade their device. 

Discuss Go to Market Approach for Non-sub + Upgrades 

51 



 

 

 
CTAM asked the group if anyone has done any mobile convergence research and noted that, if not, 
CTAM’s vendor, HarrisX, could possibly complete research in this area. 
 

• In thinking about Fiber competitive customer and what convergence means to them, Comcast 
asked what is the ability to recruit certain populations? 

o CTAM can oversample for segments. CTAM will share ideas of what can be done in the 
coming days. 

• Comcast also asked if CTAM can share all research with the Co-op Board. 
o Yes, CTAM is working on creating an Executive version of the research findings as well 

as the original research report to share with board members. 
 

 
CTAM asked the group their preference for regularly scheduled calls or ad hoc calls as needed. 
 

• The group agreed to calls scheduled as needed with specific topics or perhaps just quarterly 
calls if no specific topics are slated. The group agreed to have a call in June 2023 prior to the 
July 11 Co-op Board meeting. 

 
  

Mobile Convergence Research 
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Call Notes: August 21, 2023 
Subject: CTAM Mobile Awareness Team Call 
 

 
Call Attendees: 
 
Altice – Loan Tran  
Altice – Nicole Averill  
Cox – Caroline Counter  
GCI – Stephanie Lovett 
Mediacom – Dianne Schanne  
CTAM – Mark Snow + Renee Harris 
 
 

 
Following up from the last call in March 2023, the group discussed the non-sub vs upgrade approach.  
 
GCI 
 
GCI Plus was launched a year and half ago. Up until Q4 2022 GCI was still seeing high Internet growth 
but in 2023, they have seen a 15-20% decline in connects. Some of this decline has been due to their 
competitor, a Telco offering legacy DSL but now upgrading neighborhoods to fiber; and to Starlink, who 
has been acquiring many rural customers. GCI has been leveraging their Internet subscribers to grow 
their Mobile base. This year Mobile has increased, and Internet has slowed down (a reverse from a year 
ago and now in sync with what lower 48 MSOs are seeing). 10% of their subs are on Mobile only. So, 
now GCI is working to upgrade their Mobile only into broadband. For non-customers, GCI has just kicked 
off an aggressive Internet only marketing tactic. They have seen a lot of success in selling both BB and 
Mobile together. They have changed their plans to make them more enticing – so now it’s not just top 
plans that get all the benefits, their plus plan is the second level up from the entry plan. GCI notes that 
price sensitively is very high right now. 
 
GCI notes that in some areas where their footprint is not there yet but know likely will be in the future, 
they are offering their top Mobile plan with a MiFi device in hopes to secure those consumers as 
Internet customers in the future by being “first in home”. 
 
 
Mediacom 
 
Mediacom has no plans to follow their fixed wireless footprint with Fiber. They use Fixed Wireless to 
extend their current footprint, especially in rural areas. Mediacom discovered the configuration of farms 
is often not conducive to fixed wireless due to folks placing large tress around houses for privacy and 
shade. 
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Altice 
 
Altice has not aggressively marketed to their prospects but are looking into that now. Their strategy thus 
far has been to market to their base and hoping to convert them. They have not seen the success they 
had hoped for as they are seeing a slower adoption rate from their existing base. 
 
Their Mobile service is Optimum Mobile, but their umbrella is the Optimum brand. Altice has combined 
their service and launched Optimum Complete in May which provides their customers a deep discount 
when signing up for Mobile and Internet at the same time – this has proven successful for new 
customers. 
 
Cox 
 
Cox’s strategy has been to penetrate the base and just recently has launched a converged offering to 
focus on acquisition. They have seen good connect activity over the last couple weeks and are hopeful in 
the coming weeks to see more positive results. In September, Cox will launch Family Plans and hope this 
will change performance as they will be able to compete with a multi-line discounts from the Telcos. 
 
Questions from group for Cox: 
 

1. Does Cox also have a discount on the Internet portion of their service? 
 

Customer is given discounts on Internet if they take Internet and Mobile but Mobile pricing 
is static. 

 
2. Regarding equipment, did Cox first launch with customers bringing their own devices or have 

they always offered devices for sale or Bring Your Own Device (BYOD)? 
 

Cox started with customers having to buy their device to join Cox Mobile as Cox did not 
have the backend functionality at that time to connect customer owned devices. They also 
offered Samsung devices. BYOD was launched in April 2023 and has seen a step change in 
performance with BYOD. With the BYOD device launch, they now have partnered with 
Apple so have more device options for customers. 

 
 

 
• CTAM will contact the Co-op Co-chairs to check the prioritization of Mobile Awareness, 

Broadband Positioning and 5G Home Internet de-positioning. 
• The group agreed to schedule a 45 min call in October 2023. 
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Call Notes: October 2, 2023 
Subject: CTAM Mobile Awareness Team Call 
 

 
Call Attendees: 
 
Charter – David Gray  
Mediacom – Dianne Schanne 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 

 
CTAM completed a small-scale test from April 1 – July 31 of an English and Spanish Mobile awareness 
campaign on Meta which targeted Hispanic audiences in Denver and Fresno areas. These areas were 
chosen because they have similar Hispanic family dynamics in terms of children and households. 
Response rates were 2:1 in consumers who visited the site based on ads in Denver vs Fresno which 
points to a possible unforeseen product mismatch. Even so, the campaign delivered a good number of 
impressions and visits to the Smartmove.us website. 
 
Overall Impressions: 

• 6.8 million video impressions and 11 million Meta impressions 
• In terms of reach, 7.2 million unique trough YouTube and CTV and 800,000 in Meta 
• Total: 27.8 million impressions and 8M consumers reached. 

 
CTAM notes the funds that were used for Mobile Awareness are now being used for 5G depositioning. 
 

 
CTAM notes that the original purpose of this working group, which was formed in 2021, was to discuss 
Convergence. CTAM shared the attached foundational thinking of the group which is as follows in 
regards to Convergence: 
 
Convergence is defined as a semi-aspirational concept that has three discrete stages: 
 

• Financial – the price/value notion associated with traditional “1.0” bundling. 
 

• Managerial – combining things like broadband, home automation, mobile, etc., can be made 
easier working with one provider. 

 
• Experiential – the most powerful: a UX where the boundaries between traditional products 

blurs or vanishes in terms of features, common navigation/UX; done well and the notion of 
removing one part seems counterintuitive –it's a BRAND X experience, not a product A + 
product B experience. 
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Convergence has connectivity at the Center: 
 

• Connectivity includes broadband, in-home Wi-Fi, IoT control tools, out-of-home Wi-Fi 
hotspots, as well as Mobile (broadband and voice) 

 
• Things like TV and local phone and home security, etc., are all extensions and made 

possible/better by this core of connectivity. 
 

• From the customer perspective, the aspirational endgame creates a contiguous UX experience 
such that the lines between products blurs or even disappears. 

 
Questions as we go forward: 
 

1. Is it time to return to this more strategic discussion? 
 

2. What role does TV 2.0 plan in Convergence? 
 
Group Discussion 
 
Mediacom 
 
Mediacom believes it is time to return to Convergence and notes that adding value for consumers is 
making packages how customers have always wanted – purchasing the packages they want rather than 
the 400 channels that are offered. 
 
CTAM 
 
CTAM notes that CTAM is currently evaluating RFPs for research which will ask customers what they 
want in a TV 2.0 world. The CTAM MSO Research Working Group is involved in reviewing proposals and 
this research will begin this year and will help drive the conversation of what consumers want. The 
research will most likely be fielded in the end of October/November. 
CTAM suggest this group return to Convergence and include Internet, Mobile and Video as focal points.  
 
Charter 
 
Charter also agrees the group should return to a focus on Convergence and welcomes a discussion to 
include “TV 2.0” as part of a new triple play. 
 

 
• CTAM will discuss with the Co-op Board combining the following CTAM working groups: 

Convergence, Broadband Positioning and Competition due to the overlapping purposes of 
these groups. 

• The group agreed to schedule a 30 min call in early/mid-November 2023. Renee Harris will 
send a poll for this call. 
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CALL NOTES & PRESENTATIONS BY INTEREST GROUP 
 

Competition 
 

Call Notes: June 16, 2023 
Subject: CTAM Competition Working Group Kickoff Call 
 
 

 

Call Attendees: 
 
Cable One – David Ballew, Sr. Director of Competition (within Marketing)  
Comcast – Sarah New, Leads Competitive Insights & Strategies 

Cox – Anthony DeFilippo, Sr. Director, Competitive Strategy 
Cox – Wendy Rosen, AVP, Consumer Insights (all primary research)  
Mediacom – Eric Schoenfeldt, Director of Competitive Intelligence and Strategy  
CTAM – Mark Snow, Janine Lee + Renee Harris 

 

 
CTAM asked the group to provide a brief overview of their current competitive focus.  
 
Cox 
 
From a Competitive Insights perspective, Cox has tracking studies to keep a pulse on competitive customer 
perceptions and has done deep dives with competitive fiber customers –keeping focus on consumer 
understanding, perceptions, etc. Cox views their disconnects to understand why the customer has switched. 
Cox has also done positioning work, is fully into their Fiber product, and is following customers after this 
deployment to provide messaging insights to assist communications teams in providing effective messaging. 
They are continuing to evolve their own value proposition to stay competitive. 
 
From a Competitive Strategy lens, one of the biggest challenges Cox is tackling is getting up to date, real- time 
information on where competitive Fiber is available and when Fiber is coming to areas. On the activated side of 
Fiber, they are investigating “big data” type solutions to increase intel in this area. 
 
For the Fixed wireless side, Cox does not focus as heavily on this as there is a fundamental difference between FWA 
and Cable Broadband/Fiber. 

Mediacom 
 
Mediacom is working on understanding who is the competitor and is using FCC fabric data to do so – they have 
started tracking customers during the disconnect by asking where they are going, in addition to why they are 
leaving. Mediacom has done a lot of competitive pricing analysis. Mediacom’s team has also done similar 
research like Cox noted above but primarily trying to understand why customers are choosing Fiber. Mediacom 
is also using 811 utility locates to identify potential new fiber build-outs as well as create competitive maps. 
They have also been involved in state grants to determine where folks are building. 
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Comcast 

Comcast is using Open Signal to help them understand FWA availability and wins/losses in the broadband 
space. John Hewson’s team has been working on an impact model leveraging publicly stated data. 

Comcast is also trying to understand the Fiber builds and it has been their foremost focus. They have been 
digging find construction maps in city meeting minutes to understand Fiber deployments to inform strategy and 
execution to protect their base in those areas. 
 
Outside of Fiber, for FWA, they are working to understand the customers who are leaving Comcast and why 
they are leaving as well as determining win-back window opportunities. They are also focused on mobile and 
looking at the win/loss composition with the converged offering front and center. In addition, they also have a 
heavy focus on their MDUs to better understand how to compete and how to combat aggressive offers given 
to property owners from the competition. 
 
Cable One 
 
Cable One’s focus is also similar to the other MSOs. The timing of the competitive threat is important. Cable 
One partners with Open Signal as well and it has been a valuable resource for them. 

Fixed Wireless Broadband, to some extent, is having more impact in traditionally low competition markets – again 
the important aspect is the timing of the competitive response especially when it comes to pricing and protecting 
revenue. 
 
CTAM 
 
CTAM shared the following sites CTAM created to help de-position 5G Home Internet: 

 
• 5ghomeinternetreviews.com 

• factsabout5g.com 
 

Comcast notes that a quarterly check-in, after earnings results, would be good for the group vs choosing a 
topic to set focus. 

 

 
CTAM has met with each MSO Co-op Board member, as well as key people at each company (often a brand, 
marcom, product strategist, and/or insights person) to discuss their approach to positioning broadband 
whether and how they are positioning their networks and how they talk about the broadband product itself 
(pillars, proof-points, claims). From those conversations, CTAM is working to synthesize this into a “common 
ground landscape” to determine our common themes and how CTAM can help align our voices and come 
directly over the top with support messaging. 
 

 

 
The group agreed to quarterly calls after MSO earnings calls. Renee Harris will schedule the calls. 

What one or two things could we do together to make things better for you? 

Brief update on Industry (Broadband) Positioning 

Next Steps/Call Cadence 
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Call Notes: August 25, 2023 
Subject: CTAM Competition Working Group Call 
 
 

 
Call Attendees: 
 
Charter – David Gray 
Cox – Anthony DeFilippo 
Mediacom – Dianne Schanne 
CTAM – Mark Snow, Janine Lee + Renee Harris 

 

Please find the attached reports – they contain interesting takes on share and where things may be heading. 
 

• New Street Research | Autumn for Broadband Q1 2023 

• New Street Research | Autumn for Broadband Q2 2023 
 

 

CTAM has formed a Broadband Positioning Working Group for MSOs to work together to develop a collective 
messaging platform for competitive broadband advertising that unites individual MSO messaging to create a 
nationally amplified message. The group had their kickoff call on August 23 and from that meeting the group 
declared there is an opportunity to present a unified front that broadband Internet is future-proof when it 
comes to home Internet. This effort will be member led with CTAM facilitation. 
 
In the coming weeks, the group will work to confirm a brand statement and develop messaging that redounds 
corporate positioning. 
 

 

 
CTAM is actively engaged in depositing 5G Home Internet in the digital media space through paid search, display 
and other programmatic digital television. Please see below creative samples: 
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Comment from the group 

Charter would like to see research on Verizon and any other research on T-Mobile Fixed Home Internet that 
could be helpful to MSOs. 

o CTAM will contact HarrisX to confirm if a cut of the 2023 TCS Research Study can be 

made specific to Verizon. 

 
 

 

 
 
Mediacom 
 
Mediacom notes that competitors are “calling out” Cable more specifically and are equating Cable with DSL. 
In their research, they have seen that consumers have an elevated opinion on 5G but they are starting to see 
mixed reviews on 5G in neighborhood blogs and Nextdoor sites. 
 
CTAM notes CTAM has paid engagements with two social media influencers who chronicle their saga with 
trying T-Mobile 5G Home Internet. The two influencers’ videos are shown here as well as their respective 
TikTok and YouTube pages: https://www.5ghomeinternetreviews.com/5ghomeinternet#reviews 

Charter 
 
Charter is involved in NAD (National Adverting Division) matters with several smaller fiber ISPs re: their advertising 
claims. They are monitoring competitors closely and have gotten more aggressive with NAD. 

 

 
Our next call will be scheduled in November 2023. 
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Presentation: New Street Research Autumn for Broadband 1Q23 
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Presentation: New Street Research Autumn for Broadband 2Q23 
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Call Notes: November 10, 2023 
Subject: CTAM Competition Working Group Call 
 
 

 
Call Attendees: 
 
Charter – David Gray  
Mediacom – Eric Schoenfeldt 
CTAM – Mark Snow, Janine Lee + Renee Harris 

 

 
Please click the link below to download the following NSR reports: 

• New Street Research | Autumn for Broadband Q3 2023 reports and Quick Takes (9 files in total)  
 
Please note, link expires on November 27: https://we.tl/t-1bjDHc4vjd 
 
 

 
 

CTAM question to the group: Has there been anything new or different from competitors in the fiber 
space? 
 
Charter 
 
Charter has seen fiber spreading in concentrated areas. Wide Open West (WOW) is building a lot fiber in 
specific markets in Florida and also in Charter’s south region. There is chatter in the system about larger 
providers like Frontier and others who are dialing down their fiber expansion and are focusing on aerial 
plant which will easier and cheaper for them to complete, thus suspending expansion in certain areas. 
They also have been keeping a close eye on any signs of private equity funded builders.  
 
Mediacom 
 
Mediacom is continuing to see the same handful of competitors such as MetroNet and Google Fiber 
finishing up their construction and are not seeing a lot of new entries to the space. In their coastal 
region- 
- Georgia, Alabama footprint—they are seeing an increase in fiber from AT&T and C Spire is finishing up 
construction they have had planned from Mississippi through lower Alabama. They are seeing some 
fiber overbuilding from Frontier and Brightspeed, but it is just business as usual. 
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CTAM 

CTAM has been discussing that if cable companies only offer Internet, then there is not much 
difference from other competitors. But with Mobile and some type of entertainment offering, MSOs 
get the ability to bundle. Sparklight just announced that they are turning off TV all together while T-
Mobile is going to offer YouTube live TV as an option for consumers. 

CTAM also notes that CTAM Broadband Consumer Labels group has requested CTAM to find or build 
a service that collects all Consumer Broadband labels from all competitors across the country. CTAM 
will keep this group posted with status on this project. 
 
Question from Group 
 

1. Mediacom wonders if there is a way for CTAM to help monitor state grants for who has won 

what and where? Mediacom has been working with their local GR/PR teams to see if they 

can start monitoring and mapping but would like to know if this is something CTAM can 

assist with. For example, they had a competitor win funding surrounding their Valdosta 

system and found out that the competitor will not only take the surrounding area of 

Valdosta but plan on using their own funding to build through Valdosta. 

 
o Charter notes they were asked to map out who won what and one of the things they 

looked for was instances of where it would be logical for competitors to build transit 

through their existing footprint and there would be nothing to prevent overbuilding 

through that transit if they chose to. They generally have visibility on areas they didn’t 

win, and they track areas they didn’t win for those, They have a cross functional team that 

analyzes why they didn’t win those areas. 

 
o CTAM can research if there is a service or analyst that offers a collection of state grant data. 

 
 

 

For 2024, CTAM will be combining Competition and Retention groups in an effort to consolidate 
topics and have fewer calls for members. However, this group will have one last call in mid-February 
to review Q4 earnings. 
 

 
 
  

Next Steps 
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CALL NOTES & PRESENTATIONS BY INTEREST GROUP 
 

Low Income Broadband 
 

Call Notes: June 9, 2023 
Subject: CTAM Low Income BB Working Group Kickoff Call  
 
 

 
Call Attendees: 
 

• Altice – Audrey Pinn 
o Audrey Works on Product Management and focusing on Low-income offering (Optimum 

Advantage Internet) + ACP. 

• Altice – Jason Rienth 
o Director of Growth Initiatives and is working heavily on ACP strategy. 

• Altice – Dan Johnson 
o Director, Segment Marketing 

• Comcast – David Klein 
o Director of Prospect Activation within the Growth Strategy team focused exclusively on 

low-income segments. 

• Cox – Joel Frost 
o Consumer Insights Director – leads internet mobile & convergence work streams and 

overs low-income broadband. 

• Cox – Brea Wagner 
o Brea works on Internet and affordability initiatives. 

• GCI – Miracle Monares 
o Strategist 

• MCTV – Elizabeth Kwolek 
o Sales & Marketing Director – oversees business Sales team, security sales and the 

marketing team. 

• MCTV – Kristen White 
o Marketing Manager 

• Mediacom – Alyssa Hurley 
o Sr. Brand Director 

• Sparklight – Varn Chavez 
o Product & Digital Strategy 

• CTAM – Mark Snow, Deepa Venkataraman, Sloane Stegen + Renee Harris 
 

CTAM would like to ensure this group focuses on the needs of MSOs and asked the group: 
1.  What needs to be accomplished? & 2. What are priorities for MSOs? 

4 

Welcome/Introductions 

2023 Objectives (group discussion) 
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Group Discussion 

Mediacom 

Mediacom notes their biggest concern is the end of ACP funding and what does the transition looks like 
when/if ACP ends. They have a lot of low-income customers, as well as rural markets, and they know 
low prices win. Because of that they know lots of consumers are going to competitors such as T-Mobile 
for affordability reasons. 

Regarding segmentation, Mediacom notes that the lifestyle stage should also be considered for low 
income – age, renters, homeowners, etc. 

Sparklight 
 
Sparklight agrees price wins but also notes that a large portion of their ACP customers are on half Gig or 
higher and are not on the lowest plan available. However, Sparklight also notes for customers who are 
on the lower plans, it will be a challenge to find the right plan for them if ACP ends. 
 
Cox 
 
Cox is continuing to work to identify folks eligible for ACP and they are looking at profiling ACP adaptors 
– those who are using and those who are not. They also have research into barriers of adoption and 
are completing profiling work on those customers. 
 
Altice 
 
Altice has done high level work on messaging segment but would like to drill down further. 
 
Altice would be interested in messaging around urban vs rural segmentation and how to interact with 
those customers. 

Comcast 
 
Comcast notes they think a lot about how to position broadband relevance particularly in the context 
of mobile substitutes --- how do we talk about the importance of in-home broadband and how do we 
find those people. For people who are truly unconnected, just speaking to them about affordability 
does not sway them – they need to understand why it would enhance their life. So, it comes down to 
how to find these customers and how to message them – events in communities, participating in on 
profits and other nontraditional marketing tactics. 
 
MCTV 

MCTV would also look into nontraditional ways of marketing. MCTV has pulled back on direct mail 
marketing in their micropolitan and rural areas but realized it is now more impactful, so they are 
questioning what nontraditional marketing they should be doing as people who are not connected 
are not viewing digital ads. 
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CTAM 
 
CTAM notes that HarrisX has completed research on Rural Segments (25k Households) for the CTAM 
Rural Broadband Working Group and HarrisX could use the percentage of households that are eligible 
for ACP in the study to look at differences in lifestyle. 
 
Questions from Group 
 

Regarding the hesitance to apply for the ACP program, with ACP being available to 
undocumented immigrants, has this come up as a potential thought? 
 

o Good question, it can be something the group discusses in a future call. 
 
Based on the group’s discussion, below please find Topics for Focus this year: 
 

• Media channels (including non-traditional) to reach low-income customers. 
• Proactive messaging for the possibility of ACP ending. 
• Message segments (e.g., lifestage, lifestyle, mobile substitutors) as well as Rural vs. urban 

low-income customers. 
• Undocumented immigrants and the ACP program. 
• Hispanic/Multicultural segments. 

 
CTAM will suggest a prioritization to concentrate on for the remainder of 2023. CTAM will explore 
current research with Harris X for additional relevant findings to be shared. The CTAM 5G review 
website will also be shared with the group for the next call. 
 
If there are any topics you would like to add, please contact CTAM. 
 

 
The group agreed to monthly calls on Fridays at 10:00 ET with the next call being Fri, July 14 to 

accommodate the July 4 Holiday week. Renee Harris will send a call invite through year end. 

 
  

Determine Call Cadence and Next Steps 
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Call Notes: July 14, 2023 
Subject: CTAM Low Income BB Working Group Call  
 

 
Call Attendees: 
 
Altice – Audrey Pinn  
Altice – Jason Rienth 
Armstrong – Andrea Lucas  
GCI – Miracle Monares  
Mediacom – Alyssa Hurley  
Sparklight – Varn Chavez 
CTAM –Deepa Venkataraman + Renee Harris 

 
As discussed during our kickoff call, the following topics will be focused on for our initial discussion 
today: 
 

• Media channels (including non-traditional) to reach low-income customers 
• Proactive messaging for the possibility of ACP ending. 
• Segmentation Strategy/Messaging (e.g., lifestage, lifestyle, mobile substitutors) as well as 

Rural vs. urban low-income customers 

 
Mediacom 
 
Mediacom does not do anything specifically different for low income. They send direct mail to non-subs 
and the offer can vary, and they also target mass media – digital, TV, radio, etc. They have recently been 
reaching out to all subs via email with an ACP offer and it has been their best performing email. 
Mediacom uses email for all existing subs and sends 10-20 emails per month. 
 
Mediacom also sends out amnesty emails to customers who have not paid their bill which offers them 
either 100% or 50% payoff along with their lowest priced Internet offering. 
 
Questions 
 

• For amnesty emails, if they have backpay for video, is the entire balance cleared or just 
internet? 

o It depends on how much they own and what they qualify for, but Mediacom confirm 
details of the amnesty and share with the group soon. 

 

Welcome/Introductions 

Initial Topics of Focus 

Media channels (including non-traditional) to reach low-income customers 
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Armstrong 
 
Armstrong rarely uses email for non-subs due to the challenge of not being able to validate email 
addresses. Email is mostly used for current subs. Armstrong’s ACP messaging is only through direct mail 
currently, but they have an ACP section on their website. Armstrong tends to advertise their lowest level 
internet while including the ACP program on that message. 
 
Sparklight 
 
Sparklight reaches out to all their non-subs homes passed and promotes that all their plans are eligible 
for ACP. They have not reached out to their existing base regarding ACP and are curious if any MSOs 
have used ACP as a deterrent for non pays. 
 
Questions 
 

• Are any MSOs engaging in grassroot tactics? 
o With wireless being a key offering and Alaska being a tribal land, GCI had the 

opportunity to target a segment of Lifeline customers and promote internet through 
ACP. Contact was initiated by text, email and letters and the messaging focused on 
maximizing the value of lifeline for ACP. They also have an organization within their 
company that focuses on volunteer opportunities that support various nonprofit 
groups that serve low- income individuals which allows them to distribute flyers on 
ACP as well as have live chats about the program. 

• Are any MSOs doing door to door marketing for low income? 
o Armstrong uses door to door but not for low income, it is for new builds. 
o Altice only uses door to door for existing BAU plans and if they happen to come upon a 

customer who may qualify for ACP then they provide information on the program to 
the customer. 

• Do MSOs have any low-income/ACP marketing materials at POS retail locations? 
o Mediacom includes low-income marketing across all mediums – stores, payment 

locations, TV, etc. 
o Armstrong includes a QR code in their welcome packet. 

 
Altice 
 
Altice has not changed their messaging but in the fine print they include a notation that the program 
could end but they are not messaging about the program ending. 
 
Questions 
 

• Has anyone heard of the timing for ACP to end? 
o Sparklight notes they have heard that the program probably will remain funded and 

may be in place through 2024 to get through the election year but they are not sure. 
 
 

Proactive messaging for the possibility of the end of ACP 
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o Altice has heard there may be changes to the eligibility requirements – making 
requirements stricter. For example, all NYC students receive free lunch so receiving 
free lunch made families eligible for ACP – which in essence could allow a higher 
income family to receive the benefit. 

• Is there still a struggle with getting all eligible customers to take advantage of ACP? 
o Altice is still actively pursuing consumers eligible for ACP. Altice also believes there is 

an overall awareness problem with ACP. 
o Armstrong notes they believe the older population is the challenge as many are 

eligible but struggle to use technology to sign up. 
 
 

 
Armstrong 
 
Armstrong has a mix of rural and urban messaging for non-subs. For low-income segmentations, they 
remove any messaging for higher-cost packages, but they do not exclude lower income products from 
higher-income segments. 
 
Questions 
 

• For non-sub mobile substitutors, is there a specific effort for messaging or is it part of non-sub 
acquisition? 

o GCI has not noticed much of a movement in mobile substitutors, messaging is more so 
part of acquisition. 

 
 

 
For the next call, there will be a check-in on low-income tactics and discussion on the following other 
topics of focus: 

• Hispanic/multicultural segments 
• Undocumented consumers who may be eligible for ACP Please reach out to CTAM with any 

questions. 
 
Please reach out to CTAM with any questions. 
  

Next Steps 

Segmentation Strategy/Messaging (e.g., lifestage, lifestyle, mobile substitutors) as well as Rural vs. 
urban low-income customers 
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Call Notes: August 11, 2023 
Subject: CTAM Low Income BB Working Group Call  
 

 
Call Attendees: 
 
Altice – Dan Johnson  
Altice – Karim Madueno  
Altice – Jason Rienth 
Comcast – Stephanie Pearlman  
Cox – Ilene Albert 
Cox – Joel Frost 
MCTV – Elizabeth Kwolek  
Mediacom – Alyssa Hurley 
CTAM –Deepa Venkataraman, Sloane Stegen + Renee Harris 

 
Altice 
 
Altice has noted they have been doing a good job of marketing ACP but now the effort is getting 
consumers to accept it, especially undocumented consumers. 
 
MCTV 
 
MCTV has taken the “status quo” approach on ACP and are not putting more effort in marketing it as 
they are concerned when the funding will run out. MCTV also notes they have noticed many customers 
“gaming” the system and not paying their bills; these customers may know they will not be cut off with 
the program and are taking the highest tiers as long as they can, until they are downgraded for 
nonpayment. 
 
Cox 
 
Cox is still leaning heavily on ACP marketing. Their churn rate was lower than expected during last year’s 
re-qualification. Cox sees it as a benefit that customers are choosing a higher tier with ACP especially on 
the retention side. They have had to downgrade customers, but it has not been a concerning amount. 
 
Question from group 
 

1. How are MSOs educating and upscaling Home Internet with new ACP customers, especially 
those with limited digital literacy/experience? 

 
Altice does not have an ACP-specific initiative, but they have a digital literacy initiative with community 
partners such as libraries. They do not have the resources to create an entire digital literacy library. 

Welcome/Introductions 

Updates on any new ACP marketing activity/learnings 
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Altice does have a welcome email for new customers that includes information on how the Internet can 
assist customers, etc. Additionally, Altice notes that perhaps sponsored billboards from all MSOs 
regarding ACP could be placed in high visibility areas to increase awareness. 

• Comcast notes this was done in LA and can share a case study on it. 
 
CTAM notes that the Mover ACP digital SEM campaign has been reactivated as of last week so there 
should be mover leads coming to MSOs from this effort. 
 

2. Has there been discussion of when ACP funding will cease? What are MSOs hearing about ACP 
being refunded? What are MSOs doing for retention of customers if/when ACP ends? 

o Mediacom believes April will be the end but think the program may be extended. The 
majority of their ACP subscribers have 1 GIG. 

o MCTV does not think the ACP program will be extended based on the information they 
are reviewing. 

o Altice thinks the program will be extended because 2024 is an election year. 
 

3. Are there any best practices on how MSOs are supporting inbound front-line agents with ACP? 
o Mediacom has a specific queue for ACP. The agents who take ACP calls are specifically 

trained on the program. 
 

 
Comcast 
 
Comcast notes it’s very important that when marketing to multicultural consumers, it’s important to 
bring a native speaker to connect with the consumer. 
 
Altice 
 
Altice targets Hispanic and income constrained audiences via digital and offline tactics using 
transcreation and wonder what other MSOs are doing to target. 
 
CTAM 
 
CTAM markets the SmartMove nationally digitally using bi-lingual messaging and has been ensuring site 
transcreation is up to date and expanded. 

 
For the next call, the following topics will be discussed: 

o Inbound sales and training 
o Marketing to Multicultural/Hispanic audience 
o ACP-eligible undocumented consumers: identifying and marketing Please reach out to CTAM 

with any questions. 
 
Please reach out to CTAM with any questions. 

Marketing to Multicultural/Hispanic audience 

Next Steps 
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Call Notes: September 8, 2023 
Subject: CTAM Low Income BB Working Group Call  
 

 
Call Attendees: 
 
Altice – Audrey Pinn  
Altice – Dan Johnson  
Altice – Karim Madueno 
Cox – Ilene Albert  
Cox – Brea Wagner 
MCTV – Elizabeth Kwolek  
Sparklight – Varn Chavez 
CTAM –Deepa Venkataraman + Renee Harris 
 

 
Altice 
 
Altice has heard the ACP will not be eliminated because it is an election year, but the eligibility will 
change. 
 
For ACP, Altice does not do sign ups by phone, customers must use their digital application. In order to 
complete the application, the customer needs a national verifier number as well as an Altice account 
number. The customer is not considered a customer until after they are installed. 
 
Altice reps and customer care are trained to handle ACP calls. They also have trained ACP retention reps. 
Altice recently launched a “wizard tool” which gives their reps the right dialogue to have with customers 
in various situations such as denials, etc. 
 
Altice does not have ACP sign ups in retail stores as the store does not have RAD ID approved reps. 
 
Altice notes that ACP credit is not always reflected on the first bill, and this has caused confusion for 
customers. Altice also notes they have heard that Verizon is giving ACP credits to customers in advance 
to avoid this. 
 
Cox 
 
Cox has been told by their regulatory team that the ACP program can run out as early as March, 
however, there is bi-partisan support but there is doubt as to where the funding will come from. Cox is 
100% all in for the ACP program and has not swayed marketing efforts even with the possibility of the 
program ending. 
 

Welcome/Introductions 

ACP Training/Approach for Inbound Sales Teams 
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As far as training for ACP call queues, Cox has done refreshers for the program training and call listening 
to ensure compliance. Within Cox’s IVR system there is an option for customers to select ACP 
as an option, and they are directed to the ACP queue; but they note that many ACP calls go to other 
queues. 
 
Sparklight 
 
Sparklight agrees that because of the election year, the ACP program will be refunded – at least 
temporarily. 
 
Most of Sparklight ACP customers go online for application completion and then come back with their 
ACP approval code for implementation. 
 
Once an ACP customer is approved in Sparklight’s system, the order is pending (with discounts already 
enabled) until the customer activates the service. 
 
Sparklight notes that for a few customers who cannot figure out how to complete their ACP applications 
online, they are taking the customers word and are giving them the discount in order to keep the sale. 
They will remind the customer that they must finish their application, If they do not finish the 
application, Sparklight removes the discount. Essentially, Sparklight is taking a hit on $30-$75 for the 
first couple billing cycles by giving the customer the credit. 
 
For non-pay customers, (i.e., “soft disconnects”), Sparklight is testing ACP messaging to see if it impacts 
the reconnect rate. 
 
Sparklight notes they recently sent a generic newsletter about ACP and received 900 signups in 5 days 
far outpacing their usual activity. 
 
Question from group 
 
1.  What activities is Cox planning if ACP goes away? 
 

Cox is scenario planning now. There will be an impact on revenue and customers if ACP goes 
away. They are working with their acquisition and retention teams to create different options 
for customers who lose subsidies. 

 
 

 
Sparklight 
 
For customers who do not have internet access, Sparklight directs them to go to their local library for 
access. For customers who do not speak English, Sparklight has found that those customers are able to 
find an English-speaking family/friend in the household to assist. 
 
 
 

Eligible undocumented consumers – identifying them and raising awareness of ACP program 
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Altice 
 
Altice would like to know what is the approach to undocumented customers – what is the response to 
set those customers as ease that they would not be reported for being undocumented in order to get 
them to sign up for ACP? 
 

CTAM notes it would probably be best approaching undocumented consumers in person 
perhaps at community events. 

 

 
Altice 
 
Altice is in market bilingually in most markets and are driving traffic to their Spanish landing pages. 
Altice notes that ACP marketing mass emails do well. 
 
 

 
The group is interested in a collective effort to market for ACP. CTAM will follow up with Comcast for 
their results of their collective ACP billboard that was placed in Los Angeles. CTAM will also see what 
industry lobbying efforts (i.e., NCTA) are active to support continuation of ACP. 
 
For the next call, the following topics will be discussed: 
 

• ACP Continuation Discussion (MSOs can invite their Government Affairs specialist to join the call) 
• Collective ACP Marketing Effort 

 
Please reach out to CTAM with any questions. 
 

 
  

Marketing to Multicultural/Hispanic audience 

Actions/Next Steps 
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Call Notes: October 6, 2023 
Subject: CTAM Low Income BB Working Group Call  
 

 
Call Attendees: 
 
Altice – Audrey Pinn  
Altice – Dan Johnson  
Cox – Ilene Albert 
Mediacom – Alyssa Hurley  
Sparklight – Varn Chavez 
CTAM –Deepa Venkataraman + Renee Harris 
 
 

 
CTAM has spoken to Comcast, and it was confirmed that Comcast did not participate in the ACP 
collective effort in LA County, CA but simply noticed the initiative. The campaign was initiated by the 
California Emerging Technology Fund last year when the program was named EBB – a link to the ad can 
be found here: https://urlisolation.com/browser?clickId=88F22DC7-C893-48EC-AD69- 
C7E4832F8C8C&traceToken=1697755691%3Bcomcast_hosted2%3Bhttps%3A%2Fwww.cetfund.org%2 
Fhow-los-a&url=https%3A%2F%2Fwww.cetfund.org%2Fhow-los-angeles-county-is-boosting-broadband- 
subsidy-enrollment%2F  
 
CTAM notes they have heard the ACP program may end next year or at least have qualifications 
adjustments made; discussion was had around what the MSOs know: 
 

• Sparklight has heard the funding for ACP will run out but most likely will run out during an 
election year, and they will tighten requirements for the program. 

 
• Mediacom has not heard anything firm about the program ending and is continuing to market 

the program heavily. 
 

• CTAM notes it may be unlikely the funding ends during an election year but nevertheless the 
group should begin discussing how to retain income-constrained customers should ACP end. 

 
Question from group 
 

1. Did anyone see a jump in ACP activity in September? 
• Sparklight saw a 3x jump in ACP sign-ups in September. 
• Altice saw a small increase. 
• Mediacom notes that whenever they send ACP emails out there is always an increase 

in sign-ups. 
 

Welcome/Introductions 

ACP Collective Effort Update 
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2. Altice’s sales department would like Altice to give ACP customers 2 months of credit before 

ACP approval due to installation fees, etc. Has any other MSO heard similar request from 

their sales departments? 

• Sparklight has not had this issue. Sparklight requires customers to sign up online 

and as soon as they are approved, they are immediately given the discount at POS. 

• Mediacom also ensures customers are qualified before they are signed up for the 

ACP program and then are given the credit on their first bill. Customers do not 

sign up for ACP before they are qualified. Mediacom has APIs set up internally 

for the ACP program. 

 
3. If ACP income qualification was reduced from the current 200% to 135%, how many of 

ACP customer base will be no longer be qualified? 

• Altice has not done the calculation but as far as the CEP provision that enabled 

anyone sending their children to NYC to get ACP, would affect their base greatly. 

Altice also notes that 90 days should be given to MSOs if there are changes to the 

program and the 90 days should include full requirements. 

• Sparklight has not started looking at these details yet. 

 

 
CTAM’s ACP awareness digital initiative started in 2022, paused in early 2023 and was reactivated in 
August 2023. A summary of the program is attached for review. 
 

 
Altice 
 
At this time, Altice is focused less upon the marketing and are more concerned they do not have the 
right business practices to attract and retain low-income customers; so it is more of a product issue than 
a marketing issue. Altice does not currently offer a prepaid product. For instance, their $100 installation 
fee may be too high for low-income segments or for segments on fixed incomes; how can they ensure 
price increases do not affect those customers. Altice would like to hear what other MSOs are doing from 
a business and product standpoint to secure and retain income-constrained customers. 
 
Sparklight 
 
Sparklight is currently looking at prepaid products to assist in the low-income product offerings. They 
are also looking at “bring your own modem” products or refurbished modems – they are looking at all 
ways to reduce prices for this segment of customers. 
 
 
 

Successful low-income segment messages outside of ACP 

Summary of CTAM ACP Initiatives 

78 



 

 

Cox 
 
Cox is also having discussions on how to keep the low-income segment of customers if ACP ends. Cox 
currently has a few products for income-constrained customers: Connect to Compete which is a $10 
offer targeted at families with school aged children, $30 offer which is for customers who match the 
same qualifications as ACP, and they also have a prepaid Internet product partnered with Boost Mobile 
called “StraightUp Internet”. 
 

 
The group agreed to continue monthly calls. CTAM suggests MSOs invite their colleagues from their 
product and/or government affairs teams to join our next call as they may have information to share 
regarding low-income segments. 
 
For the next call, the following topics will be discussed: 

• Possible Cox Presentation on their Low-Income Efforts 
• 2024 Focus 

 
Please reach out to CTAM with any questions. 
  

Actions/Next Steps 
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Presentation: ACP Campaign Performance  
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Call Notes: November 3, 2023 
Subject: CTAM Low Income BB Working Group Call  
 

 
Call Attendees: 
 
Altice – Audrey Pinn  
Altice – Dan Johnson  
Altice – Kristen Thurber 
Armstrong – Andrea Lucas  
Cox – Ilene Albert 
GCI – Miracle Monares  
Mediacom – Alyssa Hurley  
Mediacom – Dianne Schanne 
Mediacom – Chris Lord 
CTAM –Deepa Venkataraman, Sloane Stegen + Renee Harris 

 
Ilene Albert, AVP, Digital Equity, Cox, provided an overview of Cox’s low-income customer acquisition 
and retention strategies. 
 
Highlights Include: 
 
• Cox Digital Equity Programs include: 

o Cox Affordability Tiers 
▪ Before ACP, Cox had the following programs: 

• Connect2Compete program – this program focused on households with 
children in K-12 and ,135% poverty level and priced at $9.95 per month 

• Connect Assist – this program matches with ACP qualifications and prices at 
$30 per month 

• StraightUp Internet – this program is for credit challenged and low ability to 
pay households – priced at $50 per month 

o Cox’s Connect2Compete program has been available for over 10 years and during that time 
Cox has learned a lot about low-income households. Previously Cox had requirements such 
as existing customers were ineligible for the program without first turning off existing 
services for 90 days before applying for the program. They also had late fees on the 
program. However, they have since removed the ineligibility requirements for existing 
customers and late fees as well. Cox has learned that if a customer is in need, then they 
must remove barriers that prevent them from getting or keeping service. So, for these 
programs there are no install fees, upfront costs, no data usage or late fees. While there was 
fear of seeing negative business impact from taking these strides to help customers, Cox has 
seen the reverse – they have not seen current customer down tiering and have found that in 
doing right by customers has been right for the business. 

Welcome/Introductions 

Low-income Customers: Acquisition and Retention Strategies 
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o Cox also offers low-cost computer and education programs 
▪ With ACP, computers can be purchased for as low as $25 
▪ Cox’s Digital Academy offers online learning tools and digital literacy 

o Cox partnerships are critical to their success with low-income households 
▪ Previous to COVID, the majority of their connects were driven by their local teams. 
▪ Cox completed research and found that for customers within ACP and their Cox low 

income assist programs that: 
• 50% have home internet for the first time 
• 70% found a job or a better job because of having internet with Cox 
• 37% are a first-generation college graduate as a result 
• 49% received a promotion or increase in pay 

• Cox has been focusing on local activation where they focus on the following: 
o Pursuing digital navigator partnerships – these are partners who can help customers sign up 

for the programs 
o Evolving “other” partnerships – these are awareness partners such as schools and 

foodbanks who will deliver program flyers, etc. 
o Attracting older adults – these consumers do not have children in the home so marketing 

materials that are geared towards families with children do not reach them 
o Providing personalized support – in the low income segment some customers need more 

support with technology so Cox has committed to ensuring help is available for these 
customers 

o Local Activation Reference Guide – this guide was created for Cox’s local teams to assist 
them with knowing how to be effective when working with partners. Cox has found that 
working with partners who have the same vested interest in helping low-income families 
has been key to their success 

• Cox has launched the following Awareness tools to assist in their 
o Influencer brochure – this brochure explains to nonprofits and government officials all that 

Cox is offering with their programs 
o Collateral – Cox has many types of collateral that can be customized based on the partner 

they are working with 
o ACP Palm cards 
o Sizzle Reels 
o Spot lighting older adults – Cox will be doing additional research to understand the needs 

and barriers of this segment of customers 
 
Cox believes MSOs can do a lot to assist low-income customers with or with ACP and encourages all to 
continue to pursue efforts to help this segment. 
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Questions from the group 
 

1. How long did it take Cox to set up this program? How did Cox go about finding partners to 
work with this program? 

o For Connect2Compete, Cox teams have been working on the program for 10 years. 
However, the local activation strategy was just developed this year and is just 
kicking off the digital navigator portion, so they are just in the beginning stages. 
Most of their focus has been on awareness Cox notes that creating digital tools for 
the digital navigators is important and they have just launched a support line for 
local partners. They are getting a lot of calls but just having that support available 
has been quite a differentiator. 

o As far as partners, they have a couple of private insurance companies that focus on 
Medicaid patients where those companies want Medicaid patients to have access to 
the Internet for tele-visits and in home monitoring. 

 
2. Who brings the partners to the table and owns the relationships – community affairs, 

government affairs, etc.? 
o It is their local public affairs (PA) and government affairs (GA) teams, but their 

market leaders have a vested interest as well. Cox has provided goals to all of their 
market leaders as well have their public and government affairs teams. So, it 
depends -- if it is a typical non-profit association, it could be the PA or GA team but 
many times they see the market leader sitting on boards and can provide a broader, 
holistic view. But once the partner is onboard, the PA or GA team will own it – it is 
all under the umbrella of digital equity. 

 
3. How is your PA team working with the partner? 

o Cox realized all their markets were handling partners in their own way, but Cox has 
now committed to creating all the tools and a common strategy for their teams to 
be more effective and efficient. Because this is still new, some PA teams are still 
engaging the marketing leaders are Cox corporate to assist in training, etc. but 
eventually Cox will be training their local teams to handle partner engagements on 
their own. 

 
4. How successful is the program – were they able to grow subs? 

o Because Cox was doing Connect2Compete, they were able to see that using their 
local teams, they were able to get consumers connected. Their whole philosophy is 
getting consumers connected who traditional marketing is not able to reach. Churn 
is significantly lower on these programs than those who are not. Removing late fees 
reduced churn and nonpays. 

 
5. Where is your senior leadership pointing their attention – towards retention or gross adds? 

o It’s been about both – they are seeing that this segment is performing better than 
the rest of their other segments – so they have seen a significant impact on both 
retention and gross ads. 
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No one on the call had any new information regarding ACP extension.  
 
Question from the group 
 

1. How are MSOs feeling about the White House $6M ask for ACP from Congress? 
o Mediacom is continuing to promote ACP and thinks the government will come up with 

some type of continuation at some level with possible eligibility changes or criteria 
updates, but they are working toward a transition plan for customers should ACP end. 

 
2. If criteria changes do MSOs think the government would make MSOs de-enroll customers 

who qualified based on the they are changing or would they let them be grandfathered in? 
o One participant notes that if the customer is grandfathered in, they are not sure the 

government would want to pay for it 
o Another participant thinks they will make AVP people reapply and anyone who doesn’t 

make the criteria reapply. 
 
 

 
For the next call, the following topic will be discussed: 

• 2024 Focus 
 
Please reach out to CTAM with any questions. 
 
  

ACP News and Weather 

Next Seps 
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Call Notes: December 1, 2023 
Subject: CTAM Low Income BB Working Group Call  
 

 
Call Attendees: 
 
Altice – Audrey Pinn  
Altice – Dan Johnson  
Cox – Brea Wagner  
MCTV – Kristen White 
MCTV – Elizabeth Kwolek  
Mediacom – Alyssa Hurley  
Mediacom – Dianne Schanne  
Mediacom – Chris Lord 
CTAM –Deepa Venkataraman + Renee Harris 
 

 
For 2024, CTAM will pivot to working groups that produce playbooks/case studies versus only group 
discussions. Therefore, CTAM would like to focus on 2-3 topics to dive deep into for 2024. 
 
CTAM asked the group what 2 or 3 topics they would be interested in addressing for the low-income 
broadband segment. CTAM notes that some MSOs have stated that they do not have a dedicated 
product or offering for the low-income segment so addressing this concern could be a potential topic. 
 
Group Discussion 
 
Altice 
 
Altice believes it is not about the product but how they are doing business with the customer. Altice 
would like to learn more about how MSOs are doing business with low-income customers. For example, 
Comcast and Cox prepaid products such as Boost Mobile are sold in gas stations, convenient stores, etc. 
not in typical MSO storefronts. Altice would like to hear more about what is working for doing business 
with low-income customers. Possible areas for discussion could include non-pay policies and whether 
credit checks are required for certain groups, etc. 
 
Altice does not want to rule out ACP discussions for 2024 as the program will either be refunded, or it 
ends and MSOs will be looking for ways to retain the customers. 
 
Altice would also be interested in discussing multicultural low-income broadband in 2024.  
 
 
 
 

Welcome/Introductions 

2024 Focus 
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Mediacom 
 
Mediacom would like to understand how they can better identify consumers who would qualify and 
need low-income broadband – how do MSOs engage with this segment. Currently, Mediacom uses 
government qualifications for the low-income segment, but they would like a more refined process for 
identification. 
 
Mediacom has not focused on multicultural marketing as there has not been a need for their footprint. 
 
2024 Proposed Topics 
 
Based on the group discussion the following topics are proposed for 2024: 
 

1. Identifying qualified low-income consumer segments 
2. How to best engage with the low-income segment (e.g. products such as prepaid, channels 

such as third-party retail, grassroots channels, policies around credit checks and non-pay) 
3. Multicultural marketing to the low-income segment. 

 
*CTAM will continue to have an ACP News and Weather segment on calls in 2024 
 
 

 
Mediacom 
 
Regarding ACP, Mediacom shared that Charter has started sending customers notices that ACP may be 
ending in early 2024 and are requesting customers to take action via an included form to reach out to 
their local representatives to express their need for the program. 
 
CTAM 
 
CTAM will reach out to Charter’s Government Affairs department to see if any more information can be 
shared regarding their notice to customers regarding ACP. 
 
CTAM also reminded the group that MSO government affairs departments should engage with NCTA 
groups to keep track of the latest developments with ACP policies. CTAM is happy to connect MSOs with 
NCTA should they not have contacts. 
 

 
CTAM will circle back to the group to confirm a call a cadence for 2024 and determine if Friday’s at 10:00 
ET is still a good time slot for calls. 
 
Please reach out to CTAM with any questions. 
  

ACP News and Weather 

Next Steps/Call Cadence 
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CALL NOTES & PRESENTATIONS BY INTEREST GROUP 
 

Broadband Consumer Labels Working Group 
 

Call Notes: January 19, 2023 
Subject: CTAM Broadband Consumer Label Team 2023 Kickoff Call 
 
 

 

Call Attendees: 
 

• Altice – Bill Heberer, SVP, Legal  

• Altice – Jacqui Clary, Senior Counsel 

• Breezeline – Adrianna Michalska, Associate Counsel  

• Cable One – David Ballew, Sr. Director, 

• Cable One – Karen Cline, Marketing Director 

• Charter – Kathleen Griffin, VP, Marketing Communications 

• Comcast – Cameron Hosmer, Executive Director Pricing & Promotions  

• Cox – Cris Webster, Product Marketing 

• MCTV – Katherine Gessner, President 

• NCTA – Steven Morris, VP & Deputy Counsel  

• CTAM – Mark Snow, Sloane Stegen + Renee Harris 

 

 
Steven Morris, Vice President & Deputy Counsel, NCTA, provided an overview of the Consumer Label 
FCC requirements. Link to full document here: https://docs.fcc.gov/public/attachments/FCC-22-
86A1.pdf 

Highlights include: 

 

• The new Consumer Label requirements are a result of the 2021 Infrastructure Act 

and is mandatory for all broadband providers. 

• The timing for when the law goes live is not certain. There is an approval process 

that needs to occur with the Office of Management and Process and that can take a 

few months. 

o There are deadlines for providers who want to participate in the process, but 

timing is uncertain. 

o While timing for implementation is uncertain NCTA believes Q4 is a good 

estimate, but MSOs should consult with their regulatory department for 

specific dates. 

• There are a couple large issues: 

5 

Welcome/Roll Call 

What do we know? 
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o How and where to display on website and how to do that in a way that 

complies with the FCC requirement. The label should be in close proximity 

of the marketing description of the plan, but it can come after the customer 

has input their address. MSOs will have to determine regional plans and 

then work through how to incorporate. 

o NCTA notes that Alternative channels such as retail locations will be 

different for each MSO and that 3rd party retailers will be complicated. 

o As far as customers on the phone, there may be a need to read the label to 

customers who do not have access to view the label online. 

o NCTA notes that in the paragraph regarding alternative channels, there was 

a notation that providers must document every time the label is given to a 

customer, however, NCTA and other providers association filed a petition 

yesterday with the FCC to clarify the section and noted in the petition that it 

is not possible to document every customer interaction. 

• NCTA pointed out that we do not know how consumers are going to react to the 

labels. 

 
Discussion + Questions from Group 
 
Regarding alternative sales channels, is retail considered just physical retail or does it include online 
retailers? 

 

• NCTA believes it is referring to physical retail locations but however the customer is 

shopping they need to see the label, so the onus is on the MSO to ensure they are in 

compliance and ensure their 3rd party retailers have the correct labels. NCTA urges MSOs 

to be sure to start thinking about this with regards to their 3rd party vendors. 

• CTAM notes there are 3rd party providers that could close sales and may have to show the 

labels. 

 
Does the label apply to Direct Mail? 

 

• No, Direct mail is considered mass mail, so it is not included. 
 
Does the label have to be included with bundles? 

 

• No. The requirement applies to broadband only -- for each tier of service a label will be 

required but will not be required for bundles. For bundles, MSOs may want to put a link to 

the Label for the broadband portion. It will be more complicated for companies doing 

Mobile where there is always voice component – in the petition sent to the FCC yesterday 

this issue was also added as a request for clarification. 
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The group agreed to bi-weekly calls on Thursdays at 3:00 ET starting February 2 and then pivot to 
monthly calls starting in May through November. Renee Harris will send call invites. 

Items to possibly discuss on a future call: 

 

• CTAM to possibly assist with creating best practices to create low friction by creating a 

strawman buy flow. 

• Usability testing with consumers 

 
  

Next Steps + Call Cadence 
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Call Notes: February 2, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Bill Heberer  
Altice – Jacqui Clary 
Breezeline – Adrianna Michalska  
Cable One – David Ballew  
Cable One – Karen Cline 
Cable One – Ron Proleika  
Comcast – Cameron Hosmer  
Cox – Diane Law-Hsu 
Cox – Leslie Benner 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 

Call Summary 
 

• To recap from our last call, February 16 is the deadline to respond to the comments for the 
proposed rulemaking of the Consumer Broadband Label. 

• Are there any updates MSOs have to share? Is anyone working on design? 
o No new updates – it’s still early for MSOs 

• Regarding how much friction the label requirements will put on MSO buy flows, have any MSOs 
started thinking about if labels will be a static image, a separate page or will there be a machine-
readable image? 

o Cable One notes the label doesn’t have to live on the MSO website or product page but 
it’s in the cart – but could it be managed like disclaimers are where there’s a link. 

o CTAM wonders if a pop up some sort would fulfill the requirement. 
o Cox is still in the early stages but one question they have is, knowing that they can’t 

have a link, what if the image of the label is small but expands when a consumer hovers 
over it. 

o Comcast wonders if a thumbnail would be considered machine readable. 

• CTAM asked the MSOs if CTAM could create a mock label on a website for MSOs to review as a 
start for usability, etc. CTAM will work to have a mock label created for review in the coming 
weeks. 

• Cable One – What could the potential call component requirement end up being? 
o Per Steve Morris at NCTA, once a consumer chooses the Internet service they want, 

MSOs would have to read the label to the consumer, document it and retain that 
documentation for 2 years unless there is a way via SMS or email to have the consumer 
acknowledge the label but NCTA is still seeking clarity on this issue. 

o CTAM ponders if emailing or an SMS to the customer while on the call would satisfy the 
requirement even if the customer does not see it live while on a call with a rep. CTAM 
will contact NCTA about this. 

• Cox question – If an MSO offers a 30-day money guarantee, is there an opportunity to send the 
nutrition label post sale in a confirmation email and hence therein complies with the label 
requirement? 

o CTAM will inquire about this with NCTA 
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o Altice notes they also send an order confirmation email before the install and wonders 
as well if the label could be sent at that time to satisfy the requirement. 

• Please contact CTAM if there are any specific items you would like addressed with NCTA. 
 
Actions: 
 

• CTAM to follow up with NCTA if the label requirement for call center sales could be given via 
email or SMS and/or if the requirement could be satisfied by sending the label within an email 
order confirmation. 

 
Our next call is scheduled for Thurs, February 16 at 3:00 ET. 
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Broadband Label Sample 
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Call Notes: March 2, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Jacqui Clary  
Altice – Bill Heberer  
Altice – Andre Martineau 
Armstrong – Peter Grewar  
Charter – Naveeta Patoli  
Comcast – Cameron Hosmer  
Cox – Charles Scarborough  
Cox – Cris Webster 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 

 

• CTAM shared a mockup of the consumer labels – all examples are machine readable and can be viewed using the 
links below: 
https://stage.smartmove.us/mobile/consumer-label  
https://stage.smartmove.us/mobile/consumer-label-v2  
https://stage.smartmove.us/mobile/consumer-label-v3 

o Please free feel to share any feedback you may have on these mockups with CTAM. 
o As a reminder, these renderings are not vetted by counsel - this is just a free space for us to try things out 

from a UX and design perspective. 
o Question – Can an “i” (information) box be used that includes the label? A one click away? When a 

customer chooses a specific plan. 
▪ Group members do not believe that is allowed – they believe the FCC states the POS starts when 

the consumer inputs their address. The language of the order states “Providers must display 
the actual label not simply an icon or link to the label in close proximity to the associated plan 
advertisement”. It further states in section 14 “In addition to label content, we adopt 
requirements for the labels format and display location to ensure consumers can make side by 
side comparisons”. 

• The group discussed Speed Test regulatory requirements. Highlights of the discussion are as follows: 
o Has anyone started thinking about how they will document speeds?   

▪ “Typical” speeds must be defined 
▪ FCC had guidance on speed requirements in the order although not very clear, but points to the 

Measuring Broadband report but also states that providers can measure on their own. 
▪ At what level in the label do typical speeds need to be reported? And what’s the cadence of 

when the speed data needs to be reported? 
▪ Ookla data cannot be used because a device needs to be used for Ookla. Must be from the 

router directly. For one MSO, a care rep or field tech and now customers, through an app, 
can initiate a speed test. 

▪ What would count as a valid test? 
▪ CTAM suggests that perhaps CableLabs could assist with defining specs? CTAM will reach out to 

CableLabs to see if they can join our next call. 
▪ Perhaps methodology from Measuring Broadband America can be used to assist in determining 

typical speeds. 
 
Our next call is scheduled for Thurs, March 16 at 3:00 ET.  
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Call Notes: March 30, 2023 

Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Ankita Agarwal 
Altice – Andre Martineau 
Comcast – Cameron Hosmer 
Cox – Charles Scarborough 
CTAM – Mark Snow + Renee Harris 
 
Call Summary 
 

• Steve Morris, NCTA was unable to join today’s call but hopes to join a future call to discuss 
speed tests. 

• CTAM reached out to Cable Labs about possibly joining a future call to discuss their ideas 
regarding a speed test spec. 

• A member is curious if you have two different DOCSIS networks – one goes to a max of 500 
Mbps and the other to 1 Gig – but since both have a 500 Mbps speed, would they be considered 
different or the same? The group generally felt that they would be different enough to warrant 
being considered two different tests. 

• From last call, a topic the group was interested in discussing was “Updates on communication 
methods requirements for sales over the phone”. At this time, CTAM does not have any 
additional information. 

o CTAM will reach out to NCTA to see if they have any information on when the FCC might 
provide guidance. 

• Question from group – regarding the label UPI, the 15-digit plan identifier, have MSOs thought 
through how they will create this identifier and operationally, and which teams within their 
company will “own” this? 

o One member has thought about breaking the 15 characters into pieces including fields 
for the year, upload, download speeds but making the last character of the ID a version 
number or alphanumeric character so they could change the price of that speed 
combination several times in a year. 

o How much data needs to be carried in the identifier? 
▪ The label itself has all the data so the identifier just needs to uniquely identify 

the particular label. 
Actions: 

• CTAM to follow up with NCTA regarding communication requirements for sales over the phone 
and an updated timeline for answers to the questions submitted to the FCC. 

• CTAM will invite CableLabs to the next call to discuss speed testing. 
 
Our next call is scheduled for Thurs, April 13 at 3:00 ET. 
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Call Notes: April 13, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Andre Martineau 
Altice – Ankita Agarwal 
Altice – Jacqui Clary 
Armstrong – Peter Grewar 
Breezeline – Adrianna Maciejewska 
Cable One – David Ballew 
Comcast – Cameron Hosmer 
Cox – Charles Scarborough 
Cox – Cris Webster 
Cox – Leslie Benner 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 

• Following up from our last call, CTAM asked NCTA about clarity on the communications requirements 
(disclosure of the label content) for sales calls into the call centers. Please see the reply below from Steve 
Morris, NCTA: 

“The obligation in the rules in Appendix A is to “display” the label and paragraph 95 
talks about making it “available” to consumers, “orally providing” it over the phone, 
and in footnote 214, “reading the entire label.” What’s not clear, and what 
companies should be thinking about, is whether, and how, to give consumers the 
ability to bypass or ignore the label in that context, just as they can when it is 
displayed on a website or posted in a store. My sense is that there should be a way to 
do that and still be in compliance, but it’s for the companies to make those 
decisions.” 

• Question from group - Has anyone solved for how to document what is being retained for two years? 
o No one on the call has any solutions yet. 

• CTAM has reached out to Chris Lammers at CableLabs to discuss speed testing – asking the question if 
there is a possibly of grouping like markets by architecture and tier. Chris will first meet CTAM and NCTA 
then will join our group call, hopefully in the next two weeks, to bring clarity to the speed test discussion. 

• Question from group - What is the correlation between the label and the speed test? 
o The FCC rules state that the label must note the Speeds provided by the plan which include 

“typical” download, upload and latency speeds but in the rules, it’s very vague what “typical” 
speeds mean so the group wants to discuss developing a common framework. 

o Every UPI that corresponds to a broadband label must have a typical upstream, downstream and 
latency speed. 

• A member notes, the UPI requirement that is required for each label and is used for the ACP reporting is 
due in October. There are 15 digits in the UPI that can be used to create a unique code, but it seems not 
many MSOs have defined how they will create the UPI yet. Perhaps MSOs could collaborate on a future 
group call to assist in discussing how to create the UPI. 

o CTAM suggests an upcoming call be focused on this topic – possibly our next call, pending the 
confirmed date of when CableLabs can join the call to discuss speed tests. 

• A member notes a struggle they are working on is figuring out where in the buy flow should the label 
displayed. 

 
Topic for TBD future call: UPI Discussion. 
Our next call is scheduled for Thurs, April 27 at 3:00 ET.  
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Call Notes: May 25, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
Altice – Jacqui Clary 
Armstrong – Peter Grewar 
Breezeline – Adrianna Maciejewska 
Cox – Diane Law-Hsu 
Cox – Charles Scarborough 
Cox – Leslie Benner 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 
 

• CTAM question – With the labels being machine readable, once they’re active on MSO websites, 
do MSOs believe there will be an influx of comparison sites/lead aggregators and have they 
discussed what impact that may have on marketing efforts and organic traffic? 

o The group on the call did not have any information to share but Cox can ask their digital 
teams about this. 

• Group question – There is a debate about whether the rack rate is presented on the label or a 
discount rate? They wonder if a discount rate did get to an aggregator, what would be the 
effect? 

• Are there any new topics around marketing of the labels? 
o Cox notes a couple items: 

▪ As mentioned earlier, the question of should the rack rate or market rate 
discount presented on the label– the answer could vary by channel. 

▪ Cox also notes they are also having conversations around when to display that 
label when in the call center, they note, it’s pretty clear on the web 
when/where to display the label but it’s not quite as clear for call centers so Cox 
is working to figure out a solution- they know it will be after serviceability but 
discussing when would be best time to send the label electronically. They are 
considering including the label within their “insta quote” which is sent to 
consumers once they have discussed service and price the customer is 
interested in but is not a commitment for the customer. 

• A group member notes there are a lot of concerns about “breakage” in that the prices on the 
labels may not be the ultimate price the customer gets which could create turmoil. Digital teams 
are concerned about this. 

o A participant notes the FCC did give the option to rely on a non-promotional rate but as 
mentioned there is tension between offering a simpler approach, being the rack rate, on 
the label and customer experience confusion which would prompt to desire to display a 
promotional rate which, in turn, makes creating labels more complicated. 

• Regarding requirements for UPIs, CTAM has not found any hardline guidelines around if lower- 
and upper-case letters are allowed within the UPI. 

o Cox notes they are investigating using upper and lower case in the UPI with their 
accessibility teams but think it may be not be accessible for screen reader technology to 
read, so Cox has built their UPI to not need upper and lower case. 

• Question - Are there any font requirements for the labels? 
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o Currently there are no requirements for font but the FCC did seek comment on this but 
as of today, there are no specific requirements. 

• Question - Retail SMB would include labels but enterprise, private circuit, education and 
industrial would not require labels – has anyone on the call heard anything different? 

o The group agreed mass market B2B will require the labels. 

• A group member notes that MSOs should think through how they will get the data for typical 
speeds – upstream, downstream and latency, particularly if their business services and 
residentials services have different speeds. 

o CTAM notes that CableLabs shared a suggestion of a company by the name of, 
SamKnows, that could help MSOs test speeds. 

▪ An attendee notes that both Ookla and SamKnows would not be the best for 
business service speeds. 

o CTAM also notes that NCTA recommends MSOs develop speed tests based on the MBA 
testing methodology used for the open internet disclosures may be sufficient. The group 
discussed how there may be a disconnect in the level of effort to create test speeds 
using the MBA method given it’s LOE and the number of tiers that would need to be 
tested. 

o Cox notes that it would be very helpful to have an industry spec for how to handle 
speeds and also wonders if all ISPs came up with parameters around speed testing, 
would that be better than what the FCC would decide. 
 

Our next call is scheduled for Thurs, June 22 at 3:00 ET. 
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Call Notes: June 22, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Jacqui Clary 
Altice – Andre Martineau 
Cable One – David Ballew 
Charter – Kathleen Griffin 
Cox – Charles Scarborough 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 
 

• CTAM notes there is no new news on the Consumer Labels per the Federal Register. 

• CTAM also notes that Comcast has filed a petition with the FCC about the labels being an undue 
burden on MSOs as well as consumers. Link to article: 
https://www.fcc.gov/ecfs/document/10608230225212/1  

• Altice question – What are MSOs thinking on timing of Labels and ACP data collection? Per their 
internal research, they are thinking Labels will go in effect around February 2024. 

o Cox notes they believe October to be the time deadline for ACP and January 17 for 
Broadband Labels but they believe the Labels will be delayed due to lack of movement 
on this within the FCC. 

• The data collections for ACP consists of all the information that would be included in Broadband 
labels as well as any plan that any ACP customer is on. 

• CTAM shared the attached link to a response to request for ACP disbursement data from Sens. 
Cruz and Thun. Link: https://www.fcc.gov/sites/default/files/doc-393007a2.pdf  This document 
includes every providers’ receivables for the reimbursement of ACP so gives a sense of relative 
scale of subs by ISP. 

• Altice question – Other than the issues all MSOs are waiting for guidance from the FCC on, are 
there any other stumbling blocks MSOs are facing regarding label implementation? They have 
been talking about the exhaust issue on the 15 characters for the unique identifier. 

o The group did discuss the UPI 15 characters. One MSO did not feel the need to use 
upper and lower case and chose to use all caps as there should be more than enough 
variations. They also noted it avoids any possible issues with accessibility (parsing upper 
case I from lower case L, etc.) 

• Altice question – Regarding the ACP data collections, are MSOs arranging a new process for it 
logistically? 

o Cox notes that for ACP data collection, the process is ad hoc as it is only required once a 
year but they will be building a data model process for labels. 

• Charter question – Is there a benefit to aligning on how labels look visually? 
o CTAM provided a digital mock-up label for MSOs to view and there have been 

discussions on generally agreed approaches in an ad hoc way. 
o CTAM will compile a running list of the collective proposed best practice approaches by 

channel and share that with each set of call materials going forward. 
 
Our next call is scheduled for Thurs, July 20 at 3:00 ET. 
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Call Notes: July 20, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Jacqui Clary 
Cable One – David Ballew 
Cable One – Karen Cline 
Comcast – Cameron Hosmer 
Cox – Diane Hsu-Law 
Cox – Charles Scarborough 
Cox – Leslie Benner 
MCTV – Chris Thomas 
CTAM – Sloane Stegen + Renee Harris 
 
Call Summary 
 

• CTAM shared the attached CTAM Broadband Consumer Label Best Practices – this document 
encumbers the best practices this group has discussed thus far regarding the BB Consumer Label 
requirements. Please review and let us know if there are any additions or questions you may 
have. We will continue to update the best practices with new information as it becomes 
available and, in the coming days, will provide a link to house this living document for ease of 
access. 

• There has been no new news from the FCC regarding Broadband labels as of today nor has there 
been any new petition filings. 

 
Our next call is scheduled for Thurs, August 17 at 3:00 ET. 
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Call Notes: August 17, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Jacqui Clary 
Cable One – David Ballew 
Cable One – Karen Cline 
Cox – Charles Scarborough 
Cox – Leslie Benner 
Mediacom – Alyssa Hurley 
MCTV – Chris Thomas 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 
 

• CTAM notes a joint filing was submitted by NCTA to the FCC on August 11 which can be viewed 
here: 081123 22-2 NCTA Industry Coalition Ex Parte on Labels.pdf (fcc.gov)  

• CTAM asked if MSOs have any updates to share regarding building the BBLs in a test 
environment, etc.? 

o No one on the call had any updates to share. 

• Question – Is there a need to communicate and educate consumers on the Broadband Labels? 
o No MSO on the call had yet started any work in this area. 
o CTAM notes there could be an opportunity to educate consumers on the label while 

highlighting the positives of their broadband services vs. others (5G Home in particular) 
when the time is right. 

• Question – Is March 25, 2024 still the date for label implementation? 
o One member noted they also believe end of March 2024 will be the date. 

• Member notes there still not has been resolution to the question of document retention in 
alternate channels, they are hoping guidance will be given before March but do not have any 
insights on this. The order states that MSOs must document each instance of a label being 
presented in an alternate format. 

o Another member said they do not plan to document every single label but will 
document what labels were shown to consumers. 

• CTAM notes the MSOs should feel free to send any specific questions on the BBL program and 
CTAM will facilitate getting the questions answered by NCTA, CableLabs, etc. 

• Question from group – What do MSOs think is “typical” performance speed as to be notated on 
the label? One member notes “SamKnows” is no longer an approved partner with the FCC. 

o CTAM notes in previous conversations this year about “typical speeds”, Steve Morris of 
NCTA stated that the testing methodology of Measuring Broadband America (MBA) 
used for the open internet disclosures may be sufficient. However, CTAM will ask NCTA 
if there is any new information available on this now that SamKnows is going away. 

o One member was on the call when the FCC announced they would no longer partner 
with SamKnows and, as they understand, the FCC has about half of years’ data and will 
partner with a new company to complete the remaining data. 

o An MSO on the call would like to have a call to candidly discuss what other MSOs will do 
regarding determining “typical” speeds and displaying price point. 
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• Members would like to review draft labels CTAM presented earlier this year. 

• Attached please find the CTAM Broadband Consumer Label Best Practices – this document 
encumbers the best practices this group has discussed thus far regarding the BB Consumer Label 
requirements which was reviewed during our last call. 

 
Actions 
 

1. CTAM to contact NCTA to confirm if there is any new information on defining “typical” speeds. 
2. CTAM to reach out to MSO CMOs to obtain approval for MSOs to discuss candid thoughts on the 

labels specifically how they will define typical speeds and how to display price points. CTAM will 
seek to have anti-trust counsel on the call. 
 

Our next call is scheduled for Thurs, September 14 at 3:00 ET. 
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Consensus Best Practices for Displaying BB Consumer Labels 
(Each MSO should make its own determinations – this is group discussion only) 

 
Call Center 

• Offer SMS or E-mailed version of label(s) 

• Opt Out verbally (captured in call recording and also documented some other way?) 

• Default: need to read the label to customers who do not have access to view the label online or 
on a phone or unwilling to opt-out. 

 
Web 

• The label should be in close proximity of the marketing description of the plan, but it can come 
after the customer has input their address. 

• Each plan will need a label. 

• Bundles are excluded; however some will elect to include. (expanded notes below) 
 
Retail/Point of Sale 

• Have labels printed on cards or other digital or physical media for customers to see when 
selecting tiers. 

 
3rd Party Retail / E-Tail 

• Must follow same guidelines as 1st party retail and web. 
 
Overall / Other 

• NCTA notes that in the paragraph regarding alternative channels, there was a notation that 
providers must document every time the label is given to a customer. 

• Direct Mail is considered “mass mail” and may not need labels. 

• Bundles are excluded, so technically only stand-alone presentments of broadband need labels 
but many MSOs will include them even when bundling TV, Mobile, etc.  

o The requirement technically applies to broadband only -- for each tier of service a label 
will be required but will not be required for bundles. 

o For bundles, MSOs may want to put a link to the Label for the broadband portion. 
o It will be more complicated for companies doing Mobile where there is always voice 

component – is that a bundle and if so does that exempt the label requirement for 
broadband when part of a mobile offering? 

• UPI Code (15 digits) – generally MSOs are leaning toward all caps alpha and numbers to avoid 
issues with lower case L and capital I, etc. There are enough combinations with 36 possible 
values for each of the 15 positions. 

• Mass market plans to SMB seem to be included in the requirement for labels. 

• While there are no specific fonts described for the labels, most agree the accessibility guidelines 
for online content would apply. 

 
Latest on Timing 

• Feb 2024 for 1MM+ ISPs and July 2024 for <1MM ISPs 

• Data collection for ACP in October 2023 is related to BBCLs for some MSOs 
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Call Notes: September 14, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Andre Martineau 
Cox – Leslie Benner 
MCTV – Chris Thomas 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 
 

• Question from group – What is the latest update on how long to retain proof that the label was 
shown to customers? 

o Per NCTA’s note to CTAM that was distributed to the group, the rules have been 
amended by request of the ISPs that interactions over the phone and at retail can be 
documented by documenting the business process used to display the labels to 
consumers. Rules for online, etc. remain as is. Please see the revised rules in the Order 
on Reconsideration document from the FCC site here: 
https://docs.fcc.gov/public/attachments/FCC-23-68A1.pdf  

▪ Refer to Section D (paragraphs 27-29: 
 
P27: In response to the ACA Connects Joint Petition, we reconsider the requirement that 
a provider must document each instance when it directs a consumer to a label at an 
alternative sales channel (e.g., retail stores, kiosks, and over the phone) and retain such 
documentation for two years. 47In doing so, we grant ACA Connects’ request and clarify 
in accordance with such request that the requirement will be deemed satisfied if: 1) the 
provider establishes the business practices and processes it will follow in distributing the 
label through alternative sales channels; 2) retains training materials and related 
business practice documentation for two years; and 3) provides such information to the 
Commission upon request, within 30 days. 48No commenter opposed Petitioners’ 
request. 

 

P28: We agree with petitioners that this clarification will avoid unnecessary burdens and 

costs on providers that may risk diverting resources to otherwise assist consumers with 

making broadband purchases at alternative sales channels. 49We share their concerns that 

creating an additional system by which customer-facing employees are required to record 

the details of when and how they share the label in every customer interaction may 

impose significant costs on providers. We are persuaded by petitioners that providers deal 

with millions of customers and prospective customers by phone, in retail locations, and at 

“pop-up” sales outlets such as fairs or exhibitions, and that it may be challenging for 

providers to capture and retain such documentation when consumers are provided with 

access to the labels at each and every point of sale. 

 

P29: We believe that permitting providers to alternatively establish business practices and 

training materials to ensure labels are distributed consistently and accurately in retail 

stores and other sales channels will sufficiently protect consumers.51It is also consistent 

with our online point-of-sale requirements, whereby providers need not document each 

time a consumer views a label on their websites; they must instead archive all labels after 

they are removed from their websites and maintain such archive for at least two years 

after the service plan is no longer offered to new customers. As with archived labels, 
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which must be provided to the Commission, upon request, within 30 days, we also find 

that, should the Commission request a provider’s training materials and business practice 

documentation for alternate sales channels, ISPs must provide such information within 30 

days. As a result, we amend section 8.1(a)(2) of the Commission’s rules to clarify that the 

requirement to document interactions with consumers at alternate sales channels will be 

deemed satisfied if, instead, the provider: 1) establishes the business practices and 

processes it will follow in distributing the label through alternative sales channels; 2) 

retains training materials and related business practice documentation for two years; and 

3) provides such information to the Commission upon request, within 30 days. 

 

• The request to trim down the taxes and fees disclosure requirements was denied. See Section A 
of the Order on Reconsideration. 

• Following up from an action from our last call, CTAM spoke with anti-trust counsel regarding 
CTAM holding a meeting for MSOs to discuss standardizing measuring typical speeds as required 
by the proposed rules. Counsel advised that NCTA would be the appropriate place for members 
to facilitate such as discussion as that body is spearheading the interaction between members 
and the FCC. CTAM recommends marketers in the group work with their government affairs 
teams to inquire about such an effort with the NCTA. 

• CTAM asked the group if they want to continue monthly calls through November or pause until 
the final order comes out. The group agreed to keep the October + November calls. 

 
Please note, our next call is scheduled for Thurs, October 12 at 3:00 ET. 
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Call Notes: October 12, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Andre Martineau 
Altice – Bill Heberer 
Charter – Nyota Ferguson 
Comcast – Cameron Hosmer 
Cox – Charles Scarborough 
MCTV – Chris Thomas 
Mediacom – Alyssa Hurley 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 
 

• As the groups is aware, the FCC finally published the final order in the Federal Register: 
https://docs.fcc.gov/public/attachments/DA-23-943A1.pdf  

• Key Dates are as follows: 
o For MSOs >100,000 subs, the go-live date is April 10, 2024 
o For MSOs <100,000 subs, the go-live date is October 10, 2024 
o The exception to this is the web portal – everyone has until October 10, 2024 to 

implement. 

• CTAM points out two requirements in the order that state the following: 
o Labels must be made available in every language used in MSO marketing 
o Labels must be summarized in a downloadable spreadsheet (This is not a day 1 

requirement but do by October 10, 2024) 

• CTAM further notes the following highlights from the order: 
o Point-of-sale includes the website and alternative channels including retail, 3rd party 

retail, by phone (a)(2) 
o Point-of-sale begins when the consumer begins investigating and comparing service 

offerings [I read this as not behind the click-to-buy button or order confirmation pages] 
(a)(2) 

o Providers can use documentation of process vs. recording each occurrence of label 
display for alternative distribution channels (a)(2) 

o Online labels must be machine-readable (a)(3) 
o All labels must be summarized in a spreadsheet comparing all the labels and make that 

available on the website for download and viewing (a)(3) 
o Labels must be in English and any other language the provider markets service (a)(4) 
o Retired labels (retired service plans) must be preserved for two years (a)(5) 
o Services covered under the order include mass-market retail wired and wireless internet 

service, excluding dial-up (b) 
o Section (a)(1) of Appendix A states: Any person providing broadband internet access 

service shall create and display an accurate broadband consumer label for each 
standalone broadband internet access service it currently offers for purchase. (See 
attached) 

• An MSO on the call notes the following concern: 
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o For Mobile providers, for pass through government fees, they are jurisdictional based so 
the sheer quantity of labels will be high if each label must display an exact pass-through 
fee amount and is curious if other MSOs have determined how many labels they will 
have 

▪ Another MSO on the call has the same concern and have discussed this 
internally with their Mobile team. The FCC order clearly states that MSOs 
cannot include such wording as “fee varies by location” so they are possibly 
considering providing a range for jurisdictional fees provided that there is not a 
large range between fees so for example $.04 - $.10 and NOT $.05 - $10 so 
keeping the range in cents and not dollars. 

▪ Another MSO notes they use ranges already in their video advertising, they 
show local broadcast station surcharge and regional sports surcharges separate 
and shows a range for example of $20-$32. This is shown prominently when 
they advertise price. 

• Question from group – How many labels do MSOs think they’ll have? 
o MSOs on the call did not have any guesses 

• Question from group – Regarding the date required for when a label needs to be provided in 
machine readable format, is there any thought about compiling the data that will be publicly 
available across all providers so including AT&T, T-Mobile, etc.? 

o The group thought there could be a CTAM-led effort to curate all the labels and 
spreadsheets from all the ISPs across the wireline and wireless space for MSOs’ 
collective access and use. CTAM will put thought into how to make this happen and 
circle back to the group. 

 
Please note, our next, and last, call for the year is scheduled for Thurs, November 9 at 3:00 ET. 
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Call Notes: November 9, 2023 
Subject: CTAM Broadband Consumer Label Working Group Call  
 
Call Attendees 
 
Altice – Jacqui Clary 
Comcast – Cameron Hosmer 
Cox – Charles Scarborough 
Mediacom – Alyssa Hurley 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
 
Call Summary 
 

• Question: With respect to fees, does anyone have additional thoughts on how the industry is 
planning to incorporate the recurring monthly fees requirements into the labels for wireless? 

o One member has determined they must do it at the level where the fees are required – 
so by minimum by state but likely by market. They have been guided that they have a 
distinct label for each unique circumstance for government fees. 

• Question: How many labels are MSOs thinking they will have to do for fixed and wireless? 
o One member has two wireless plans so for that would not be that much because there 

are only two plans. For the wireline side, their business services sides has more than 
1000 plans, on the residential side, the biggest struggle is on the performance metrics 
because if the performance metrics can vary by market, so there has to be a label for 
each. They are working through at what level should the performance metrics be – 
national, by state or by market. They have seen speed tiers, upstream and downstream, 
are consistent so a national number could work but latency is distanced based and that 
creates a problem of not having a common latency metric nationwide – they are 
discussing this with their regulatory team. If they do not have to go national than it 
would be much less than 1000 labels. 

o It was noted that Google has published a label which can be viewed here: 
https://fiber.google.com/blog/2023/10/is-your-internet-high-fibernutrition.html  

▪ One member notes that Google shows a latency number of 13ms – which looks 
like they are measuring latency in some sort of national average way [editorial 
note: or this is a spec label and there will be more variations when they actually 
publish them] 

▪ It was also noted the ingredients summary that shows at the bottom of the label 
is in “marketing pitch” speak and may not be permitted. 

▪ Also, on the speeds provided by plan, it’s listed as 1 gig but they are over 
provisioning the service in the real world. 

• Question: Is there a process for pre-submission of the label? 
o There doesn’t appear to be a formal submission and approval process, just compliance 

[and enforcement?] 

• CTAM notes that the service to have access to all labels in one place for members to view for 
competitive intelligence is still being worked on but the vendor who will produce this work has 
been tied up on other CTAM work. CTAM will engage with them in Dec to obtain an SOW / 
estimate. 

• Question: Did MSOs get their ACP reports filed? 
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o Yes, MSOs on the call did. 

• A member is working on a draft label now. One concept being considered is a set of tiles where 
the usual messaging is on one side and you can then click to “flip” the tile over to see the label 
Question: Does anyone on the call have any thoughts on why this would or would not work? 

o Response from Group 
▪ If this option passes with their regulatory team it should be good – it just can’t 

be a link 
▪ It could be an issue if the labels are not able to be seen side by side (more than 

one flipped to the label side) 
▪ The label on the page itself must be machine readable –– it would be the 

unformatted version of the page that needs to be readable 

• This call was last in the series for 2023, calls will resume in January – a new invite series has 
been sent. 

 
Our next call is scheduled for Thurs, January 11 at 3:00 ET. 
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CALL NOTES & PRESENTATIONS BY INTEREST GROUP 
 

Rural Broadband Working Group 
 

Call Notes: January 10, 2023 
Subject: CTAM Rural + Low Income Broadband Working Group Call 
 
 

Call Attendees: 
 
Altice – Prasanna Thoguluva Santharam  
Altice – Dan Johnson 
Armstrong – Peter Grewar  
Charter – Zoe Santo  
Charter – Jennifer Rocco  
Charter – Meghan Dering 
Comcast – Adrienne Simpson  
Cox – Ilene Albert 
Cox – Joel Frost 
MCTV – Elizabeth Kwolek  
Sparklight – Varn Chavez 
CTAM – Mark Snow, Renee Harris, Sloane Stegen + Nakesa Kouhestani  
IEN – Anne Cowan + Tim Sherno 

 

Tim Sherno and Anne Cowan, IEN, presented the attached “CTAM IEN Rural BB Exec Interviews” deck. 

Highlights include: 

• IEN interviewed industry insider executives to determine rural “themes” and they 

reviewed smaller markets with a hands-on, feet on the ground approach. 

• Common themes that emerged as a result of the analysis include: 

o Presence – awareness and trust are key. 

o Handshake Marketing – impersonal marketing is useful as a reminder AFTER 

you’ve met. 

o Consumer Education – Price and performance mean less when they’re not understood. 

o Competition – Expect competition – it’s best to be first but don’t expect to be first. 

o Skepticism – Broadband still scares people, and these consumers may worry 

about government intrusion. Be ready to address concerns but know when to 

let go. 

o Pricing – Simplicity rules. Explain speed and bandwidth first and translate 

6 

Welcome/Roll Call 

Progress readout and initial findings from I.E.N. (industry interviews, consumer interviews) 
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technology into benefits then talk pricing. Narrow options offered as fancy pricing 

does not fit with entry level awareness. 

• Who is already doing well in these markets? 

o Companies with high positive regional awareness 

• What’s next? 

o IEN will talk directly to consumers to test the above common themes. 
 

Questions from the group 

1. Is there any way to regionalize differences between rural consumers? 
 

IEN is planning to be mindful of regional differences when conducting consumer interviews. 
As far as current data, IEN can provide some imaging but not a tight focus. 

2. Is there any perspective that can be given on the Hispanic, African American or Asian 

western market? 

Yes, this information will come out in the quantitative HarrisX data. In addition, the rural 
data may be able to show these perspectives as well. 

3. Have there been conversations about “stickiness” – determining whether rural 

customers are actually using internet service once they get it? 

IEN feels answers to this question will come after consumer interviews. CTAM can look at 
how new users intend to use the service to address this question. 

 
 

The final deliverable will a) be a messaging framework for marketing to identified rural market 
segments; and b) a best practices playbook for engaging the local government and community when 
entering a new rural market. 

 

 
• CTAM to look into adding rural questions to the Q1 2023 Mover study. 

• CTAM will schedule a call do to the read-out of the final deliverable in early April. 
  

Laying out the final project deliverables and delivery date / project wrap-up 

Actions/Next Steps 
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Presentation: CTAM IEN Rural BBD Executive Interviews 
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Presentation: HarrisX Rural Broadband TCS Slides 
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Presentation: IEN CTAM Rural Broadband Research Member Report 
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Call Notes: June 8, 2023 
Subject: CTAM Rural Broadband Working Group Call 
 
 

Call Attendees: 
 
Altice – Dan Johnson 
Armstrong – Andrea Lucas 
Charter – Meghan Dering 
Charter – Jennifer Rocco 
Charter – Zoe Santo 
Comcast – Adrienne 
Simpson Cox – Joel Frost 
Sparklight – Varn Chavez 
CTAM – Mark Snow, Sloane Stegen + Renee Harris 
HarrisX – Kamalini Ganguly, Zahi Fawaz 
 

 

Mark Snow provided a recap of the attached IEN’s qualitative findings about rural markets: 

 
• Many communities have no local corporate presence from their ISP. Customers are annoyed 

that the nearest offices are miles away or non-existent. IEN suggests MSOs should establish 

a “store front” presence so consumers are confident that their problems will be solved 

quickly. 

• Personal relationships can be a successful approach to helping consumers understand the 

new broadband services. MSOs should become a force in the community – leaning in on 

sponsorships, parades, Chamber of Commerce memberships, etc. 

• Rural consumers need to know how faster Internet will meet their needs and improve 

their lives. MSOs should emphasize how broadband improves the quality of life for the 

rural consumer. 

• Consumer resistance to adoption of broadband is driven by: 

o Complex set of offerings that are hard to understand. 

o Perceived lack of local presence and engagement. 

o Concern that high-speed internet will not be affordable. 

o General lack of trust in cable companies. 

▪ MSOs should de-mystify speed, bundling and price – explain the benefits 

linked to speed and Wi-Fi services and educate rural consumers on how to 

choose the level of service that best suits their situation and needs. 

 

Welcome/Roll Call 

Review of IEN Quantitative Findings 
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Kamalini Ganguly and Zahi Fawaz, HarrisX, presented the attached “CTAM Most Rural Footprint 
Broadband Report” deck. 

Highlights include: 
• The Most Rural Footprint is defined in this study by density of < 20,000 population in non-

metro and rural areas, representing ~33M population or ~10% of the population. Source 

classification is USDA and source data is the HarrisX TCS Survey. 

• The most rural 10% of the population is lower in home-internet penetration and bundling. 

• The most rural 10% of the population have different types of connectivity and 

entertainment needs. 

• Compared with National averages, HH penetration is lower in the Most Rural Footprint, 

MSO market share is also lower (61% v 44%); Fixed Wireless Access (FWA) share of 

households is higher by 7 pts and satellite by 5 pts. 

• Rural Home Internet subscribers are more likely to be lower income and single 

family homeowners than the national population. 

• Segments defined as follows: 

o Mobile Reliant Singles N= 3,879 – 24% of sample | Possible target for mobile 

first converged bundles. Highest mobile only reliance for home internet 

compared to other groups. 

o Millennial Moms N= 4,274 – 27% of sample | Possible target for bundles with 
streaming 

o Low Choice Homeowners N= 4,846 – 30% of sample 

o Retired Grandmas N=2,053 – 13% of sample 

o Wealthy Employed, Bundler Dads N= 1,000 – 6% of sample 

• Online gaming, downloading apps/games and streaming TV/movies and other content have 

seen increases in activity over time. 

• Online gaming, downloading apps/games and streaming TV/movies and other content have 

seen increases in activity amongst FWA home internet subscribers. 

• At least 23% of rural households still bundle, though that is lower than the national 

rate of bundling; bundling is declining. 

• Satellite subscribers continue to have the highest average monthly spending over other 

Home Internet types. 

• Those with internet and mobile bundles are particularly satisfied with the price they 

paid when compared with those who have other types of bundles. 

• Cable and Fixed Wireless Home Internet Subscribers are more likely to Rent and 

reside in multiple dwelling units than other Home Internet types. 

• 18–24-year-olds are increasingly subscribing to home internet in Q3 2022, a 7pt increase 

YoY; However, still more likely not to have home internet 

• Cord-cutters are more likely to cite the price being too expensive as the primary reason 

why their household is unlikely to sign up again for Internet. 

HarrisX Presentation of Quantitative Rural Research 
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Questions from the group 

1. What is the definition of “no choice”? 

 
43% of the sample said they had no choice when choosing their provider. HarrisX asked 
“why did the customer sign up” and one of the options they had to choose from was “they 
had no choice” so that is where the 43% comes from. CTAM notes this could mean either 
there truly is only one ISP or there’s a single Fiber or Cable provider and a DSL provider but 
the respondent does not consider the DSL provider a choice. 

 
2. Do you think the Internet and phone bundle is higher in the rural markets due to poor 

reception? 
 

CTAM believes we can assume this to be the case. HarrisX can look at satisfaction rates 
compared to national rates and share that information. 

 

The CTAM Rural Broadband Working Group is complete. CTAM will work to create a final deliverable for 
the group which combines both the IEN and HarrisX research summaries. 

  

Actions/Next Steps 
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Presentation: HarrisX Broadband TCS Slides FINAL deck 
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CTAM Rural Broadband Study Executive Summary 
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