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Brand Operator System Concession from Logo Subscriber Total
1, NMT 900 TOT NMT 470 TOT NMT 470 33,000 33,000
2. AMPS 800 CAT |[AMPS 800A CAT AMP 800 50,000 50,000

WCS+ DCS 1800
DCS Phone
{Samart)

5. Digital 1800
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1. anwasmadisning ( The Customer’s . Demography )
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