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Butler, Ann W 

From: 
Sent: 
To: 

CC: 
Subject: 

Lernoine, Annarnarie 
Mondey, January 10,2005 220 PM 
Harden, Graham; Hogeman, Bert; Seagle, Kristy; Wlllis, Michael; Davis, James C; Zambito, 
Kelk Maziaiz, Jim; Blake. Kathy: Brooks, Lisa: Jordan, Parkey 
Gilbert, Kirven 
RE: Clarification on "reacquisition or winover customer" Promotions 

That is what I thought given Graham's last ernail. So the only time a customer would get the beneflt of the 
acquisitionlwinover promotions is when it is getting phone service for the first time, which would be a new business or 
someone who is a first time telephone subscriber. How would a customer who initially had only cellular SeNlCe hen 
subscribes to a BST for his first land line service be treated - as a winover or new customer?? 

---Origld MSSCQS-- 
Frmn: Harden, Graham 
sent: 
To: 

CE G l k t t ,  IElrvw, 
Subjeet: 

We Identify reacquisition, winover and new customers based on phone number, not the address. 

Keep the questions rolling until we all are on the same page. 

Monday, Snuaty  10,2005 10:25 AM 
Hogeman, Be* Seagk, Kristy; Mlii, Michael, Davk, lames C: Zambito, Kelly; Madarr, Jim; Blake, Kathy; Brooks, Usa; 
hdan ,  Parkey; Lemoine, Annamarla 

RE: Clarification cm "reacquisltlon or whwver customer Promotions 

If a customer left and comes Sack with the same phone number, regardless of address, they are considered a 
reacquisition. 
If a customer left and has a different phone number, regardless of address, they are considered a WinOVer. 
I f  a customer does not have existing service with anyone, such as someone moving from Los Angeles to 
Atlanta or a brand new business, they are considered a new customer. 

-Original Me%age-- 
F m :  Hogeman, Bert 
Sent: 
To: 

Monday, Januaty 10,2005 10:12 AM 
!%a&, Knsty; Harden, Graham; Wlliis, Michael; Davis, James C; Zarnbii, Kelly; bziatz, Jim; Blake., Kathy; BrOOkS, Lisa; 
Jordan, Parkey; Lemoine, Annamark ' 

RE: ckrffatkm on "nxquisition or winover custoine Promotloiis 
cc QIb* lcirvan 
Subjeck 

Ai the rlsk of confusing this area further, here is what I understand. 

1. 
this is deemed a reacquisltlon. 
2. 
address and then swltched 1 BST. This would be deemed a wingover. 
3. 
address. Customer A would be treated as a new customer. 

Stated differently, my understanding is what happens at a given address. 

Customer A switched from BST to CLEC I at same address. If switches back to BST at same address. 

Customer A moved to new address after switching to CLEC 1, maintained service with GLEC 1 at new 

Customer A moved to new address after switching to CLEC 1 and switched back to BST at the new 

- 4 r Q m a i  Message-- 
FtWm seaglc, K r i i  
Sent: 
To: 

Subjed 

Graham, 

Am I reading this correctly7 Does consumer and SBS only check for reacquisition? I f  so then, do they define 
winover the same as reacq? If fhey don? quai/@ for reecq, ere fhey denied the promotion? Or does 

Friday, January 07, 2005 5:21 PM 
Harden, Graham; Willis, Michael; Davis, l a w  C; Zamblto, Kelly; Mazian, Jim; Blake, Kathy; Brooks, Lisa; Jordan, 
Parkey; Lemohe, Annamarie; Hogeman, Bert 
RE: C l a r i f i ~ a t i ~  on "reacquisition or winover customer Promotims 

1 
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Consumer/SBS have another way to check for vdnover? Sorry - I'm a Iinle confused. Thanks. 

Krjsiy 

----Original Message--- 
From: Harden, Graham 
Sent: 
To: 

Subject. 

All, 

Reacquisition is defined as someone who is with a competitor, but was formerly a BellSouth customer. 

Winover is defined as someone who is with a competitor and has not been a BellSouth customer. 

Bert, your example of e customer who left BellSouth for a competitor, moved, and then came back to 
BellSouth would be considered a reacquisition if they had the same phone number and a winover if that 
number had changed. 

Spoke with both reacq teams, Consumer and SBS, to get better definitions an this. BellSouth bases 
everything off of phone number to determine whether or not a customer is a reacquisition. Those phone 
numbers are checked against a generated list because our systems cannot automatically identify a reacq 
customer. If the customer is not on a list that we have generated, then they do not qualify as a 
reaqujsition customer. Any customer disagreements would then be escalated on a custorner-by- 
wsiorner basis. Since we currently do not separate out reacquisltion and winover customers in our 
promotions, this has not been an issue as all reacquisitions and winovers must currently have service 
with a competitor. 

Neither COU has a written definition of the above. 

Let me know if there is anything else I can provide that will help. 

Graham 

Riday, January 117,2005 3:03 PM 
Wilik, Michael; Davis, James C: Zambito, Kelly; Mazian, Jim; Seagk, Kristy; Blake, Kathy: Brook, Lisa; Jordan, 
Parkey; Lunolne, Annamarie; Hogeman, Bert  
RE: UatMatlon on Yeaqoisition or winover customer" Promotions 

--Original Appointment--- 
Hpm: WUlis, Michael 
Sent: 
To: 

Subjed; 
when: 
where: 
Importance: High 

Thursday, December 16, 2004 ll:L3 AM 
Willis, Michael: Davis, hmes C; ZarnMto, M!y; Harden, Graham; Mezian, Jim; Seagle, Kristy; Blake, 
Kathy; Brook, &a; Jordan, Farkey: Lemoine, Annamarie: Hogeman, Bert 
UpdatEd: clari&ation on 'rearquisltion ar wlrtover customer" Pmmotions 
hiday, January 07,20115 3:OO PM4:DO PM (GMFO5:OO) Eastern T h e  (US & Canada). 
3WEridge 205-968-9300 Access Code 9277597 

This meeting is being rescheduled to 1-7 from 3:OCi4:00 to ensure that we have all of the 
necessary participants. Thanks 

t m * t * c * * * * * * * x * * t * * ~ ~ ~ * ~ ~ ~ * * t ~ ~ = * ~ - ~  

c File: LCCW tariff notification.doc >> cc File: Promotion Language.doc 52 Consis tent  
with BellSouth's obiigations it has to make its retail promotions available to its CLEC 
customers. There are currently 3 promotions that qualify a CLEC to the promotion based on 
"reacquisition or winover customer, This meeting is to gain an understanding of what 
qualifies a resale end user as a "reacquisition or winover customer" on the wholesale 
side of the house to assist the resale managers in policing the CLECs requesting t he  
promotional credits. 

2 
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1 have attempted the add the appropriate channel managers to the distro, so please advise if 
you do not think you should be involved and if there are other that we need as well. 

3 
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Butler, Ann W 

Subject: 
Location: 

FW: Clarification on "reacquisition or winover customer" Promotions 
34QlEiridge 205-968-9300 Access Code 9277597 

Start: 
End: 
Show Time As: 

Recurrence: 

Meeting Status: 

Importance: 

Frl1/7/2005 3:OO PM 
Fri 1/7/2005 4:OO PM 
Tentative 

(none) 

Not yet responded 

High 

Kristy, 

Update me on the outcome of this call. 
Thanks 

Ad 
---Original A p p o ~ ~ ~ -  
Fmm: Seagle, W i  ON Bethalf Of Will$ Michael 
Senti 
TO: Willls. Michael; Allen, Advemall 
Subjecr: 
When: 
Where: 
Importance: High 

Thursday, lanuary 06,2005 4:07 PM 

FW: aarlfication on "reacqukitlon or winover cusbrnef' Pmotloffi 
Friday, January 07,2005 2:OO PM-300 PM (GMT-06:OO) Central lime (US & Qmda). 
34Q/Bridge 205-968-9300 Access Code 9277597 

Ad - If you could attend this meeting tomorrow at 2 CST, It would be greet It's on definfion of "reacquisifion/winov" 
Thanks. 

Knsfy 

---Original Appointment---- 
From: wiri, Michael 
Sent2 
To: 

Subjeb: 
When: 
Where: 
Impoitance: High 

Thursday, kemter 16, 2004 10:13 AM 
Willis, Michael; Davis, James C; Zarnbitc, Kelly; Harden, Graham; Mazlarr, Iim; Seagle, K r i i ;  B l a b  Kathy; Brooks, L5a; Jordan, 
Parkey; Lemoine, Annarnade; Hogeman, Bert 
Updated: Cbrifbation on "reacqukltion or winow cvstomer" Promotions 
Friday, January 07,2005 2:OO PM-3x30 PM (GMT-06:OO) Cenh-al T I  (US Xt Canada). 
34Q/Wige 205-968-9300 Access Code 9277597 

This meeting is being rescheduled to 1-7 from 3:00-4:00 to ensure that we have all of the necessaty 
participants. Thanks 

**e*******ft**n***r****t**tc***h*nn**** 

LCCW tariff Promotion 
notifcathdoc (... nguage.dcc (35 KB) 

Consistent th BellSouth's obligations it has to m a k e  its retail promotions 
available to its CLEC customers.  There are currently 3 promotions that qualify a CLEC to the promotion based 
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on “rsacquisition or winover customer. This meeting is to gain an understanding of what qualifies a resale end 
user as a “reacquisition or winover customer” on the wholesale side of the house to assist the resale 
managers in policing the CLECs requesting the promotional credits. 

I have attempted the add h e  appropriate channel managers to the distro, so please advise if you do not think 
you should be involved and if there are other that we need as well. 

2 
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Notice 
Notification Type: Promotion 
Jurisdiction: ALABAMA 
Notice Date: 11/05/2003 
Filing Package Number: AL2004-003 
Service Name: Line Connection Charge Waiver 
Tariff Sections: d a  
Expected Issue Date: 1UlU2003 
Expected Effective Date: 01/02/2004 
Descriptive Narrative: December 3,2003 - Effective date has been revised from 
O l f O I f O 4  to 01102f04. 
Waived line connection charge to reacquisition or winover customers who purchase 
BellSouth@ Complete Choice@ plan, BellSouth0 PrefenedPack SM plan or basic 
service and one feature ('IN 2) and who ate currently not using BellSouth for local 
service. 
All BellSouth marks contained herein are owned by BellSouth Intellectual Property 
Corporati on 
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ICs Marketing Directive 

Date directive established: November 23, 2004 

Please select from list below: 

H:;khed Access 
nRegulatory Mandate 

Interconnection 

XnResale 
RWireless 
nspecial Access 
n P s P  

Please state issue you need resolved: 

Clarification of language in retail promotions. 

Please explain the issue in detaif: 

BellSouth is required to make available to Resale CLECs the same promotions that are 
offered to BellSouth retail end users. Resale CLECs turn in BAR (dispute) forms to 
Resale Product Management monthly to apply for these promotional credits. When we 
receive the forms with the accompanying spreadsheet of end user information, we check 
the end users to make sure that the resale end users meet the quaiifications of the 
promotions. 

There are currently 3 different retail promotions available to resale CLECs with the 
following wording; 

Waived @rotnotion offer) to reacquisition or h o v e r  customers wha purchase 
BellSouth@ Complete Choice@ plan, BtllSoutbQ PreferredPack s ~ p h  or basic 
service and one feature ("N 2) end who we currently not using BeUSoutb for local 
swice. 

We need clarification as to what qualifies a resale end user as a "reacquisition or 
winover customer'' on the wholesale side of the house. 

DIRECTIVE STATEMENT: 

STAKEHOLDER(S) 

Legal Regulatory 8 Policy Support 

Wireless and Product Management Regulatory 

Privatc/Proprietary 

Not for use or discIosure outside 
BellSouth except under written agreement 

PROPRIETARY 
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IMPLEMENTATION CHECKLIST 

nProduct Manager 
nF' inance 
DAccount Team 
DBilling 

DNetwork 
nopetations 
nRegulatory 
DMarket Manager 
nlCS Negotiators 

ADDENDUMS 

Please attach any additional information pertinent to the issue such as maps, drawings, etc. 

Private/hoprietary 

Not for use or disclosure outside 
BellSouth except under written agreement 

PROPRIETARY 

~~~ 
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Butler, Ann W 

From: 
Sent: 
To: 

c c: 
Subject: 

Harden, Graham 
Monday, January IO, 2005 i0:25 AM 
Hogeman, Bert; Seagle, Kristy; Willis, Michael; Davis, James C; fambito, Kelly; Maziar~ Jim; 
Blake, Kathy; Brooks, Lisa; Jordan, Parkey; Lemoins, Annamarie 
Gilbert, Kirven 
R E  Clarification on "reacquisition or winover customer" Promotions 

We identitj, reacquisition, winover and new customers based on phone number, not the address. 

If a customer left and comes back with the same phone number, regardless of address, they are considered a 
reacquisition. 
If a customer left and has a different phone number, regardless of address, they are considered a winover. 
I f  a customer does not have existing service with anyone, such as someone moving from Los Angeles to Atlanta Or 
a brand new business, they are considered a new customer. 

Keep the questions rolling until we all are on the same page. 

--@iginal Messge- 
From: Hogeman, Bert 
Sent: 
TO: 

cc: Gilbert, Kiwen 
Subject: 

At the risk of confusing this are8 further, here is what I understand. 

1. Customer A switched from BST to CLEC i at same address. lf switches back to BST at same address, this is 
deemed a reacqulsifion. 
2. Customer A moved to new address after switching to CLEC I, maintained service with CLEC 1 at new address 
and then switched t BST. This would be deemed a wingover. 
3. Customer A moved to new address after switching to CLEC ? and switched back to BST at the new address. 
Customer A would be treated as a new customer. 

Stated differently, my understanding is what happens at a given address. 

Monday, 3nwary 10,2005 10:12 AM 
Seagk, Kristy; Harden, Graham; Willis, Michael; Duvii, James 
Jordan, Parkey; Lemoine, A m r i e  

RE: chrlfcation on "reacquUtkvl or winover curtotnei" Promotions 

Zarnbito, Kelly; Mazbrz, Jim; Blake, Kathy; BrK~ks, Usa; 

----Original Message--- 
Prom: Seagle, Krkty 
Sent: 
To: 

Subjea: 

Friday, January 07,2005 5:21 PM 
Harden, Graham; Willis, Michael; Davis, lames C; Zambita, Kelly; Marlan, lirn; Blake, Kathy; Bmob, &: Jordan, Parkey; 
Lemoine, Anmari i ;  Hogeman, S a t  
RE: &ifcation on 'reacqu&itbn or wlnover wstomer" Rotnottons 

Graham, 

Am I reading fbis correctly? Does consumer and SES only check for reacquisition? If so then, do they define 
winover fhe same as reacq? If fbey don'f qualify forteacq, are they denied the promotion? Or does 
ConsumedSBS have another way to check for winover? Sorry - I'n? a little confused. Thanks. 

Krisfy 

---0nginal Message-- 
From: Harden, Graham 
Sent: 
To: 

Subject: 

All, 

Friday, January 07,2005 3:03 PM 
Winis, Michael; Davis, James C; famblto, Wlty; Maziarz, Jim; Seagie, Krtsty; Blak, Kathy; Brooks, Lisd; k d a n ,  
Parkey; Lemoine, Annarnarie; Hogeman, Bert 
RE: Clarification on "reacquisition or winover customer" Promotions 

9 
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Reacquisition is defined as someone who is with a competitor, but was formerly a BellSouth customer. 

Winover is defined as someone who is with a competitor and ha5 not been a BellSouth customer. 

Bert, your example of a customer who left BellSouth for a competitor, moved, and then came back to 
BellSouth would be considered a reacquisition if they had the same phone number and a winover if that 
number had changed. 

Spoke with both reacq teams, Consumer and SBS, to get better definitions on this. BeltSouth bases 
everything off of phone number to determine whether or not a customer is a reacquisition. Those phone 
numbers are checked against a generated list because our systems cannot automatically identify a reacq 
CUStOmer. If the customer is not on a list that WB have generaled, then they do not qualify as a reacquisition 
customer. Any customer disagreements would then be escafated on a customer-by-customer basis. Since 
we currently do not separate ouf reacquisition and winover customers in our promotions, this has not been an 
issue as all reacquisitions and winovers must currently have service with a competitor. 

Neither COLI has a written definition of the above. 

Let me know if there Is anything else I can provide that will help. 

Graham 

---original Appointment- 
FrrUn: Wllli, Michael 
Sent: 
To: 

Subject. 
When: 
Where: 
Impor&ance: High 

Thursday, December 16, 20W 11:13 AM 
Wlllls, M i W ;  Davis, hrnes C; Zambib, Kelly; Harden, Graham; Mazlarz, Jlm; Seagle, Kristy; Blake, Kathy; 
Broolo, Usa; Jordan, Parkey; Lemoine, Anmark;  Hogeman, Bert 
Updated: aarifcation MI *reacqU/sltiDn or winover c m d  Promotions 
Friday, January 07,2005 3:OO PM4:DD PM (GMT-0530) Easkrn Time (US h Canada). 
34Q/BMge 205-968-9300 Aaess Code 9277597 

This meeting is being rescheduled to 1-7 from 3:00-4:110 to ensure that we have all of the 
necessary participants. Thanks 

<c File: LCCW tariff notification.doc >> File: Promotion Languagedoc >> Consistent with 
BellSouth's obligations it has to make its retail promotions available to its CLEC customers. 
There are currently 3 promotions that qualify a CLEC to the promotion based on "reacquisition 
or winover customer. This meeting is to gain an undeistanding of what qualifies a feSale end 
user as a "reacquisition or winover customer" on the  wholesale side of the house fo assist 
the resale managers in policing the CLECs requesting the promotional credits. 

I have attempted the add the appropriate channel managers to the d i s h ,  sc) please advise if 
you do not think you should be involved and if there are other that we need as well. 

IO 
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Butler, Ann W 

From: 
Sent: 
To: 

cc: 
Subject: 

Hogeman, Bert 
Monday, January 10.2005 10:12 AM 
Seagle, Kristr, Harden, Graham; Willis, Michael; Davis, James C: Zambito, Kelly; Maziarz, 
Jim: Blake, Kathy: Brooks, Lisa; Jordan, Parkey; Lemoine, Annamarie 
Gilbert, Kirven 
RE: Clarification on "reacquisifion or winover custome? Promotions 

At the risk of confusing this area further, here fs what I understand. 

1. 
deemed a reacquisition. 
2. 
and then switched t BST. This would be deemed a wingover. 
3. 
Customer A would be treated as a new customer. 

Slated differently. my understanding Is what happens at a given address. 

Customer A switched from BST to CLEC 1 at same address. If switches back to BST at same address, this is 

Customer A moved to new address after switching to CLEC 1, maintained service with CLEC 1 at new address 

Customer A moved to new address after switchlng to CLEC 1 and switched back to BST at the new address. 

--Original Message--- 
From: Seagle, Kristy 
Sent: 
TQ: 

Sub- 

Graham, 

Am I reading this comedy? Does .mnsumer and SBS on& check for reacquisition? lfsa then, do they define winover 
the SBme as reecq? If they don't qua/@ for reacq, are ;they denied the promotion? Or does Consumer/SBS have 
another way to check for winover? Sony - I'm a IMe confused. Thanks. 

Krisfy 

Friday, Janvaw 07, 2005 5:21 PM 
Harden, Graham; Willis, Mlchael; Davis, James c; Zarnbito, Kelly; Maclatz, Iim; Blake, Kathy; BmOks, Us: Jordan, Parkey; 
Lemolne, Annamarie; Hogeman, Bert 
RE: Cla r f f ca t i i  on "reaquisitton or winover customer" Promotions 

---Original Message--- 
Rem: Harden, Graham 
sent: 
To: 

Subject: 

Friday, January 07,2005 3:03 PM 
Mllk, Mldnel; Dab%, James C; Zambito, Kelly; MKiatZ, Jim; Seagle, Kristy; Blake, Kathy; &Wk, Us; J O d W  PakeY; 
Lemoine, Annamarle; Hogeman, Bert 
RE: Uariflcation on "reaqulsition or winover customer" Promotions 

All, 

Reacquisition is defined as someone who is with a competitor, but was formerly a BellSouth customer. 

Winover is defined as someone who is with a competitor and has not been a BellSouth CUstomer. 

Bert, your example of a customer who left BeltSouth for a competltcl; moved, and then came back to BellSouth 
would be considered a reacquisition if they had the same phone number and a winover if that number had 
changed. 

Spoke with both reacq teams, Consumer and SBS, to get better definitions on this. BellSouth bases everything 
off of phone number to determine whether or not a customer is a reacquisition. Those phone numbers are 
checked against a generated list because our systems cannot automatically identiEy a reacq customer. If the 
customer is not on a list that we have generated, then they do not qualify as a reacquisition Customer. Any 
customer disagreements would then be escalated on a customer-by-customer basis. Since we currently do not 
separate out reacquisltion and winover customers in our promotions, this has not been an issue as all 
reacquisitions and winovers must currently have service with a cornpetiior. 

Neither COU has a written definition of the above. 
I 1  
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Let me know if there is anything else I can provide that will help. 

Graham 

----Original Appointment-- 
From: Willis, Michael 
Sent: 
To: 

Subject: 
When: 

Imporbnce: High 

"bursday, December 16,2004 ILL3 AM 
Willis, Mihael; Davis, James C: Zambito, Kelly; Harden, Graham; Maim, Jim; Seagle, KriSty; Blake, Kathy; &Ob, 
Lisa; Jordan, Parkey; Lemine, Annamarie; Hogeman, Bert 
Updated: Clarlflcation on "reacquisition w whover aMomeT" hornotions 
Mday, January 07,2005 390 PM4:00 PM (GMT45:OO) Eastern Tune (US & Canada). 

Where: 34Q/ErIdge 205-968-9300 A C E S  Code 9277597 

This meeting is being rescheduled to 1-7 from 3:00-4:00 to ensure that we have all of the necessary 
participants. Thanks 

<< File: LCCW tariff notification,doc >> cc File: Promotion Language.doc >> Consistent with 
BellSouth's obligations it has to make its retail promotions availabie to its CLEC customers. There 
are currently 3 promotions that qualify a CLEC to the promotion based on "reacquisition or W h O w  
customer. This meeting is to gain an understanding of what qualifies a resale end User as a 
"reacquisition or winover customer" on the wholesale side of the house to assist the reSale 
managers in policing the CLECs requesting the promotional credits. 

I have attempted the add the appropriate channel managers to the distro, so please advise if YOU do 
not think you should be involved and if there are other that we need as well. 
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Butler, Ann W 

Fram: Harden. Graham 
Sent: 
To: 

Subject: 

Monday. January I O ,  2005 9:42 AM 
Seagle. Kristy; Willis, Michael; Davis, James C:; Zamblto, Kelly; Maziarr, Jim; Blake, Kathy; 
Brooks. Lisa: Jordan. Parkev: Lemoine, Annamarie; Hogeman, Bert 
RE: Clarification on "reacquisition or winover customerpromotions 

Kristy, 

Quslificalion for reacquisition is tricky bemuse our systems do not automatically perform this check; therefore we Only 
have a single main method to check for reacquisition status. When a customer comes back, we check their number 
against a generated list of competitively disconnected numbers (done in acxordance with procedures determined by legal) 
to see if they qualify as a reacquisition customer. 

If they fail to qualify as a reacquisition, our safety net to qualify the customsr is proof of existing serv l~e  - this is how we 
identify Winover customers and is the only way we check for winover status. Though reacquisition and winover customers 
are defined differentiy, they both have two things in common: 1) they do not currently have service with BellSwth, and 2) 
they currently have service with someone eise. 

If the Customer still does not qualify, they are escalated on a case-by-case basis. 

Hope this helps. Let me know if you have other questions. 

Graham 

--Original Message----- 
FlWll: Seagle, Krbty 
Sene 
To: 

Subject: 

Graham, 

Am f reading this correctly? Does consumer end SBS only check for n??ecqu;sition? If so then, do they define WhOVer  
the same as rescq? If they don't qual@ for reecq, are they denied the promotion? Or does ConSumetSBS have 
another way to check for winover? Sony - I'm a lime confused. Thsnks. 

Kristy 

Friday, lenuary 07,2005 521 PH 
Harden, Graham; Willis, M i W ;  Davis, James C; Zambib, Kelly; Madan, Jm; Blake, Kathy, Brooks, Usa; Jordan, Parkey; 
Lunoine, Annamrie; Hogeman, BeFe 
R E  C l a r i f i n  on "?eacquIsiUon or winover astornet-" Prmtiono 

--Original Masag- 
Fmm: Hwden, Graham 
Sent: 
To: 

Subject: 

All, 

Reacquisition is defined as someone who is with a competitor, but was formerly a BellSouth Customer. 

Winover is defined as someone who is with a cornpetior and has not been a BellSouth CUStOmer. 

Bert, your example of a customer who left BellSouth for a competitor, moved, and then came back to BellSouth 
would be considered a reacquisition if they had the same phone number and a winover if that number had 
changed. 

Spoke with both reacq teams, Consumer and SBS, to get better dsflnitions on this. BellSouth bases everything 
off of phone number to determine whether or not a customer is a reacquisition. Those phone numbers are 
checked against a generated list because our systems cannot automatically identify a reacq customer. If the 
customer is not on a list that we have generated, then they do not qualify as a reacquisition customer. A% 

Friday, January 07, 2005 3:03 PM 
Willis, Mi&&, Davts, lames C Zambito, Kelly; Manan, Jim; %-!e, Knsty; Blake, Kathy; @cob, us; Jordan, Parkey; 
Lemolne, Annamane; Hogernan, Bert 
R E  aarificatm ~1 "reacqulsrtion or winover c m e f  Promoilons 

1 
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customer disagreements would then be escalated on a customer--try-customer basis. Since we currently do not 
s e p a r a t e  out reacquisition and  winover customers in our promotions, this has not been an issue as all 
reacquisitions and  winovers must currently have service with a competitor. 

Neither COU has a written definition of the above. 

Let me know if there is anything else I can provide that will help. 

Graham 

----Orlgiial Appalntmnt- 
From: Wllib, Michael 
Sent: 
TO: 

Subject: 
When: 
Where: 
Impatlance: High 

Thmday, Decembw 16,2wM 1123 AM 
Wik, Mkhael; Davk, Jam? C; Zamblm, Kdly; Harden, Giaham; Mazian, Jim; Seagle, Krlsty; Blake, Kathy; Brooks, 
Lis; lordan, Pa* Lemoinc, Annamarie; Hogeman, Bert 
Updated: aarificatlpn an "reacqukm 0: winwcr asttmef WDN 
Friday, lanuary 07,2005 3:OO pM-4:w PM (GMT-05:Oo) Eastem Ttme (US R Canada). 
34Q/Bridgc 205-96&9300 Access code 9277597 

This meeting is being rescheduled to 1-7 from 3:00-4:00 to ensure that we have all of the necessary 
participants. Thanks 

tt~~**f**cc*mwm**rr*.r++**xrxxn*** 

Fife: LCCW tariff notification.doc 22 ec File: Promotion Language.doc >> Consistsnt with 
BellSouth's obligations it has to make its retail promotions available to its CLEC customers. There 
a re  currently 3 promotions that quafii a CLEC to the promotion based on "reacquisition or winover 
customer. This meeting is to gain a n  understanding of what qualifies a resale end user as a 
"reacqulsttlon or winover customer" on the wholesale side of the house to assist the resale 
managers in policing the CLECs requesting the promotional credits. 

I have attempted the add the appropriate channel managers to the distro, so please advise if you do 
not think you should be involved and if there are other that we need as well, 

14 
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Butler, Ann W 

From: 
Sent: 
To: 

Subject: 

Harden, Graham 
Friday, January 07,2005 4:03 PM 
Willis, Michael; Davis, James C; Zambito, Kelly; Mazian, Jim; Seagle, Kristy; B(ake, Kathy: 
Brooks, Lisa; Jordan, Parkey; Lemoine, Annamarie; Hogeman, Bert 
RE: Clarification on "reacquisition or winover ~wstomer" Promotions 

All, 

Reacquisition is defined as someone who is with a competltor, but was formerly a BellSouth customer. 

Mnover is defined as someone who is with a competitor and has not been a BellSouth customer. 

Bert, your example of a customer who left BellSouth for a competitor, moved, and then came back to BellSouth would be 
considered a reacquisition if they had the same phone number and a winover if ?hat number had changed. 

Spoke with both reacq teams, Consumer and SBS, to get better definftlons on this. BellSouth bases everything Off Of 
phone number to determine whether or not a customer is a reacquisition. Those phone numbers are checked against a 
generated list because our systems cannot automatically identify a reacq customer. If the customer is not on a list that 
we have generated, then they do not qualify as a reacquisition customer. Any customer disagreements would then be 
escalated on a customer-by-customer basis. Since we currently do not separate out reacquisltlon and winover customers 
in our promotions, this has not been an issue as all reacquisitions and winovers must currently have service With a 
competitor. 

Neither COU has a written definitlon of the above. 

Let me know if there is anything else i can provide that will help. 

Graham 

- 4 i g i n a l  Appointment-- 

Sent: 
TO: 

Subject: 
When: 
Where: 
Importance: Hgh 

Fmm: wniis, M i i d  
Thursday, December 16,2004 119.3 AM 
Wills, MlchaeJ: Dav& James C; Zambito, Kelly; Harden, Graham; M a l a n ,  lm; Seagie, Krkty; Blake, Kathy; Brooks, Lisa; 
Jordan, Parkey; Lemolne, Annamark; Mgeman, Bert 
Updated: darkation on 'reaquisltbn or wbwver wshwt-" Promotions 
Friday, January 07,2005 3:OO PM4:00 M (GMT-05:OO) Eastern T i  [US &Canada), 
34Q/&idge 205-968-9300 Aaen Code 9277597 

This meeting is being rescheduled to 1-7 from 3:00-4:00 to ensure that w e  have all of the necessary 
participants. Thanks 

k,**rr**ltk**x*****~.~~~*~~~*,,*~ 

<C File: LCCW tariff notification.doc x- cc File: Promotion Language.doc >> Consistent with BellSouth's 
obligations it has  to make its retail promotions available to its CLEC customers. There are currently 3 
promotions that qualify a CLEC to the promotion based on "reacquisition or winover customer. This 
meeting is to gain an understanding of what qualifies a resale end user as a "reacquisition or winover 
customer'' on the wholesale side of the house to assist the resale managers in policing the CLECs 
requesting the  promotional credits. 

I have attempted the add the appropriate channel managers to the distro, so please advise if you do not 
think you should be  involved and if there are other that w e  need as well. 

75 
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P3 Request Form 
For use with Promotions, Packages and Programs 

cou: Consumer I 
@ BELLSOUTH" 

Requesting Mgr: Caroline Morris 
Product Marketing MgrlOffer Mgr: Tonya Lauf Tele~hone:404 986.1067 I-Paaer: tlauf 

1 Telephone:404 986.1026 I-Pager: csanderson-morris 

PSAP = 0308026 

Does this initiative have an ICMA funding Source? . See http://home.customermarkets. bls.com/cmt/icma/lcma for reference. 
If no, must receive Marketing Roundtable approval and ICMA prioritization before development proceeds. . See httD://Droductmanaqementdev. bls.com/isp/mr.isD for Marketing Roundtable approval guidelines. 
Description of products andlor partnerships involved in this project (include product codes, where applicable): 
1 FR (local line) and land line verticals 

Request for: Product(s)/Service(s)are (check all that apply): Product Family: 
(XI Voice H Customer promotion only Regulated products/servic;es 

[7 Sales bonus program only 0 Non-regulated products/services Data 
7 Both of the above 0 DSL 
2 Extension of existing program 0 New productkenlice 0 ServiceslApplications 

Description of Promotion: 
2 Free features (3 in TN) for 12 months for reacquisition or winover customers who purchase a 1FR (local line) from 
3ellSouth and who are currently not using BellSouth for local service in: 
I AL, FL, KY, LA, MS, NC and SC from 10/15/ 2003 thru 12/31/2003 
I GA 1011 5/03 thru 4/12/04 

Y [7 N If yes, under what item? 

SECTION I : OVERVIEW 

0 Both regulated and non-regulated products 

c] Product enhancement 

* TN 10/15/03 thru 1/13/04 

List of features included in this offer is in separate attachment. 

Offer Criteria: 
1. Customer must either not currently have local service with BellSouth or not have service with BellSouth on one or 

more of their existing lines, includinq the line on which the service aualifvina for this Dromotion will be Drovisioned. 
2 Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address on 

one or more of their existing lines. 
3. Customer must request service at the same address and in the same name, unless customer is planning an 

imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days of 
responding to the offer. In the case of an , the BellSouth rep can offer the customer the promotion 
and place the order at the new address. 

4. Customer must have not had local service with BellSouth at least prior to the new service connection 
date. 

5. The customer must switch their local service to BellSouth and PIJrChaSe BellSouth Basic Service 
6. The customer must place the order on or before 12/31/03 in AL, FL, KY, LA, MS, NC and SC. 4/12/04 in GA 

OffedPromotion Description Form Version I .O 
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31 +2#03, 

Project and revenue objectives (check all that apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 

Maintain or increase market share by 
Generate $ in new revenue 
0 New Sales Leads 
0 Market to new customer segment 
0 Customer retentionhp-selling 
El Customer Acquisition 

Re-Acquisition 

whom we are talking: 
Key industries: 
Size of company: 
Number of lines: 

0 Title(s) of decision makers: 
Existing or new customers: 

0 

0 Other: 
Current products they need to utilize our offering: 

Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract revenue 
Average Sales Cycle: 
0 Product Retention 

Product Re-Acquisition 
0 Lead Generation 
0 Customer awareness 

Employee awareness 
(7 Sales support and/or training 

Other 

Key date and timeframe goals related to this project: Extension? Y 0 NlXl 
Start Date: 1011 51 2003 
TN. 
CLEC Notice Date (regulated products): N/A 
Geographic availability (states, MSAs, cities, etc.): AL, FL, GA, KY, LA, MS, NC, SC, TN. 

Description and profile of external target audience, Le. to 

End Date: 12/31/03 AL, FL, KY, LA, MS, NC and SC. 4/12/04 in GA. 1/13/04 in 

File Date: 

Target CustomerslSegments 

Elcurrent customers 
ClNew customers 
BFormer customers 
[XINon BellSouth customers 
OGeneral Business 
OMajor 
UEnterprise (Global/National) 

Small Business Services (SBS) 
0 AMC 
0 SBTC 
0 Telesales 

BSC 
0 3" Party 
0 Specialists 
0 IndirectlDistribution' 

% 

Consumer 
Large Team 
E-Store 
3" Party 

@ Outbound Telemarketing 
Other Outbound 

Telemarketing vendor 

BellSouth Business (Large Business) 
Direct 

0 Customer Care 
Nortel Call Center 
Other (identify): 

' If audience is a BellSouth Business customer, BellSouth Business SalesOps should be notified 

OfferlPromotion Description Form Version 1.0 
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I u Other: transferring sale to Acquisition 
Gate 

I I 
Sales Channel Training: @ Yes 0 No 

Eligibility Restrictions (CSAslSAs, SRFs, etc.): Customers who are currently out of the BellSouth region and 

Collaboration (within and across Segments) 
Concurrence within and across business segments is required for approval. THIS OFFER IS CONSUMER ONLY 

Name I Role I Contact I I-Pager I Concurred? 

Product Marketin 

Small Business Services Marketin 

Measuring Effectiveness 
How will results be measured and tracked? Be specific. MCampaign codes? u System codes? Which systems will 
be used? How will they be reported? Tracked via MKIS reports 
Who is responsible for tracking? identify specific roles of each party involved and the hand-off points: 
Mickey Debruin will receive tracking reports from MKlS 

How do you plan to  track leads, sales and usage: Leads are pulled from MKlS from a pool of competitive disconnects. 
These leads are scrubbed for customers in treatment. Viable leads are then put into the reacquisition process which will 
contact leads via DM and OBTM. 
Ability to track and report results is required for ail lead generation campaigns. 

Who is responsible for analysis of tracking data to determine the effectiveness of a promotion? Mickey Debruin 

When wil l the results be available? Early 2004 
Initial: July 2003 

Final: January 2004 

*Compliance Alert* 

0 Promotion/Offer concept has been reviewed by Segment Attorney. 

Note: A promotion or offer that packages or links two or  more aroducts must be reviewed by Segment Attorney, 

Regulatory and Regulatory Accounting. 

c] A compliance review by CORT was required. Date of CORT review and concurrence 

Attach a copy of any contract or letter of election affected by or associated with this promotion. 

RevenueIExpense Analysis by State. 
Remember to add an additional 70% to estimates for sales bonus program awards to account for tax. 

c] Review and concurrence by Strategic Pricing completed. 

SECTION 2: FINANCIALS 

Revenue Considerations: Expense Considerations: 
Forecast Average expense per sale 
Average revenue per sale Expected award payout 

Offer/Promotion Description Form Version 1 .O Page 3 
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Number of potential customers 
Close Rateflake rate 
Pricing Schedule IT impact 
Allocation among bundledhntegrated products 
Response Rate Service Arrangement Resources) 

Cannibalization of existing products 
Contra Revenue (Amount of recurringinon-recurring waived) 

Additional Resources (Sales Channel. Repair/Customer Care, Contract 

Marketing Communications (Advertising, Sales Collateral, Direct Mail, 
Printing, Multi-Media Resources, etc.) 

Revenue & Cost Analysis Spreadsheet & Requirements 
Key Assumptions 

REVENUE 

Plan 
Forecasted or Planned Units without program 
YTD Forecasted Units and YTD Actual Units 

Penetration 
Number of Customers in targeted market by State by Segment 
Number of Customers in Potential Market by State by Segment (Eligibility restrictions, Method for contacting, Number to be contacted) 
Number of Proposals by State by Segment 
Expected take ratelclose rate by State by Segment 
Number of Planned Sold Units by State by Segment 
Planned Sold Incremental Units by State by Segment (Planned Sold Units - Forecasted Units) 

Average Unit Sales Price (Price for typical configuration*) 
Products with multiple typical configurations may require the sum of formulas for each typcal configuration. 

Average Unit Sales Price without Promotion 
Average Unit Sales Price with Promotion 

Incremental Units X Average Unit Sales Price = Incremental Revenue 
Incremental revenue X 12 months = Annualized Revenue 
Incremental revenue X the number of contract months = Contract Revenue 

Contra Revenue - Revenue forgone as part of program. For example, if program waives iistallation, then the revenue forgone for installation is the 
amount of contra revenue 

Direct Expense -Expenses incurred as part of program for which BellSouth must write a check. For example. marketing communications expenses. 
cash back offers, etc. 

I 

Offer/Promotion Description Form Version 1.0 Page 4 
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SECTION 3: COMMUNICATIONS 
Internal Audience 

Who is the internal target audience (i.e. to whom are we talking) 
c] AEs 0 AVPs CI Sales Support 0 Sales Managers c] Sales Specialists 0 VPGMs 0 Customer Care 
0 Marketing Titles (list them): Marketing Team within Pam Jones’ group: Retention, ReAcquisition, Answers, etc. 

Other Internal audience will be Large Team in order for this group of reps to know this offer exists and to be able to 
transfer inquiring customers to Acquisition Gate should a lead fall outside of the “winback process” (specifically outbound 
and DM). Other initiative owners within Marketing will be aware of this reacquisition effort for information purposes. 

Based on the business issues you are facing, describe your Internal communications goals: 
Employee education on your product or service or campaign 
Employee awareness program on your product or service 

Our business issue is decreasing marketing market share due to competitive line loss and flow share line loss of 
consumers who currently reside in the BellSouth footprint, but have service with another carrier. 

What are the internal audience’s perceptions (positive or negative) regarding the products and the market in 
general and why: 

__ 

0 

relevant messaging. 

Perceptions: ReAcquisition is a key effort to winback market share and maintain our cost structure 
What is the business problem: Business problem is that BellSouth is losing customers; primarily high value customers 
What is the business solution: In addition to offers, business solution is to address consumers’ product needs with 

Describe issues facing your product or service: 
0 Your sales channel is in need of qualified leads to grow revenues. 
0 Initial employee training is not sufficient to convert qualified leads into sales. 
0 Low awareness andlor mindshare of your product with employees. 
0 Other: n/a 
Primary message: What do we want the internal audience to understand and do: understand the promotions terms 
and be able to service customers appropriately. 

For an externally directed project, how will you inform/educate internal audiences about it: n/a 

External Audience 
Project name (if promotion is not involved): n/a 

What are the legally trademarked names for the products involved (e.g. BellSouth* Frame Relay Service): 2 

Description: 

Targeted Verticals: 
0 Education 0 Finance 0 Government Healthcare 0 Retail Other: 

Targeted Small Business Tiers: 

If you need external marketing communications, what is your goal: 
0 Generate awareness 
0 Generate leads 
0 Drive prospect to seek additional information located on a Web site 

Deliver information -white paper, PDF of sales collateral 
0 Competitive Response: 
c] Other: 
Describe the business issues you are facing with your product or service: 
c] Increase your market share by % 

’: All new product/package names must be cleared by lndrketmg through lntellectuai Property to resolve any potential trademark issues. 

OffedPrornotion Description Form Version 1 .O 
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why: 
Perceptions: 

Primary message: What do we want the audience to understand and do: 

Why should the customer select BellSouth vs. another vendor; how does i t  benefit them: 

What issues or roadblocks might the sales team encounter: 

List and describe known issues andlor conflicts (Channel, Product, Regulatory): 
Has BellSouth Public Relations been engaged: 0 Yes 0 No 
If yes, are they developing a press release or white paper: 

What is the primary business problem: 
What is the primary business solution: 

For consistency, provide MarCom with the content you provided to the PR group: 

Partner Information-External 
If this project requires involvement with vendorslpartners external to BellSouth, who is partner and what is their 3 

role: APAC is the OBTM vendor 

If dollars are coming from vendorslpartners, how much are they contributing? n/a 

Do you have a co-marketing agreement signed in addition to the business agreement? nla 

Tactical Information 
If only basic tools are needed, suggestions or ideas for type of deliverable(s) to meet the project objective: 
0 Bill Insert 
0 Sales Sheet 0 Powerpoint 
Suggestions or ideas for type of deliverable(s) meet the project objective: 

Virtual Tour 
Postcard 0 Webinar (online seminar) 
HTML e-Mail 0 Other: 

0 Seminar 

List any legal notes that must be included (e.g. tariff information): 

Fill in all information that applies: 

External Direct Mail: source of mailing list and approximate quantity to be mailed: 

0 Bill Inserts: specific instructions required: 
Internet or lntranet postings: what URLs (addresses) and other specific instructions: 

Solutions Guide mother Job Aid for LT is necessary 

Direct MaiVExternal Campaign 

Delivery and Distribution Information 

*The mail list must be provided according to timeline. 

': NOTE. Mnnagement of vendor'partner involvanent will be the responsibility of the project initiator, including gathering content, obtaining logos/tndemrk info, 
approvals. etc. If an external vendodpartner logo IS to be included in a BellSouth piece, a legally executed co-branding agreement must be in place with BellSouth 
Intellectual Property. All logos and trademark information are due at the MarCom kickoff meeting 

Offer/Prornobon Description Form Version 1.0 
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SECTION 4: SALES BONUS PROGRAM DETAILS (IF APPLICABLE) 
If the bonus program coincides with a customer promotion, please explain: 
No specific bonus program is associated with this promotion 

Describe the basis of the award (units, revenue, margin or other). If the awards are based on integrated sales, 
please explain: 

Eligible Sales Titles (check all that apply): 

0 Account Executives/Account Managers/NAMs/NAEs 
Account Management Sales Managers 
0 Account Management Sales AVPs 
0 Sates specialists 
0 Specialist Sales Managers 

Network Solutions Sales AVPs 
0 System Designers Other: 

0 Sales Ehgineers (sales support for voice equipment) 
0 Design Engineers (sales support for data equipment) 

Applications Engineers (sales support for CIS) 
0 Networking Consultants (sales support for MNS/DotNet) 
c] VP/GMs 
c] EC Specialists 

Non-sales titles eligible for the awards (Le. CSAs, Service Technicians, etc.): 

Describe or illustrate the award structure for eligible jobs. Will the award be structured as a “team award” to be split 
among the team, or will specific amounts be identified for each team member? 

Awards “Trigger”: 
Order: 
Instaltation: 

0 Referral: 
0 Other: 

Award Cap: u Yes U No If yes, describe cap: 

Explain: 

Form Required: u Yes h No If yes, please attach. 

Describe actions required by Sales to track: 

Offer/Promotion Description Form Version 1 .O 
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Sales Training Developer 
Strategic Pricing 
Systems Administrator 
Systems Analyst 
Technical Lead 
Web Management 
O h m  Offer Development 
Other: 
Other: 

OfferlPromotion Description Form Version 1.0 

Harden 

Jennifer Crowe, Graham Harden 

Caroline Morris 
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Page 1 of 8 P3 

Offer Management Information: 

COU: Consumer PSAP #: 0308026 Tracking #: 2004C00576 
Requesting MgrJDir.: Mark Goldstein Phone: 404-986-1013 I-Pager: mgoldsteinl 
Offer Development Mgr.: Jeremy Duncan 
Segment fhanager: 
Approving Director: AnnMarie Romano 

OfferPromotion name: 4Q04-Cons-1 FR + 2 Free Features 
If yes, please provide original P3 tracking ID: 
Offer Status: Final Document 
What is the final offer name, as it will appear in internal and external communications: 1 FR+2 Free Features 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must 
be a name that meets BellSouth Intellectual Property approval. Click here for guidance on name approvals. 

Does this initiative have an ICMAfunding source? 

If no, must receive Marketing Roundtable approval and ICMA prioritization before development proceeds. 

1 
Phone: 404-2386-1 062 I -Pager: jwd u n ca n 
Phone: I-Pager: I-Pager: aromano 
Phone: 404-986-1096 

Extension? Yes 

See http://home.customerrnarkets bls.com/cmt/ic.ma/lcrna for reference. 

See http://productmanagementdev,bls com/jsp!mr.jsp for Marketing Roundtable approval guidelines. 

I SECTION 1: CONCEPT OVERVIEW 

11.1 Description of Offer: 

Describe Business Situation addressed by this offer: 
2 Free features for 12 months for reacquisition or winover customers who purchase a 1 FR (local line) from 
BellSouth and who are currently not using BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC, TN 

Describe Offer Concept in detail: 
2 Free features for 12 months for reacquisition or winover customers who purchase a 1 FR (local line) from 
BellSouth and who are currently not using BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC, TN 

Offer Criteria: 
1. Customer must either not currently have local service with BellSouth or not have service with BellSouth on 
one or more of their existing lines, including the line on which the service qualifying for this promotion will be 
provisioned. 

2. Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service 
address on one or more of their existing lines. 

3. Customer must request service at the same address and in the same name, unless customer is planning an 
imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days c 
responding to the offer. In the case of an imminent move, the BellSouth rep can offer the customer the 
promotion and place the order at the new address. 

4. Customer must have not had local service with BellSouth at least 10 days prior to the new service connection 
date. 

5. The customer must switch their local service to BellSouth and purchase BellSouth Basic Service 

6. The customer must place the order on or before 03/31/2005 

7. Offer valid for only one (1) service line at the intended local service address. 

8 .  The customer must place their order through a BellSouth business office or outbound telemarketing vendor 0 

10/09/04 - 03/31/05 

10/09/04 - 03/31/05 
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P3 Page 2 of 

alternate channels as indicated. 

9. Once the customer completes the above requirements they will receive two local line features for free for 12 
months. If the customer cancels or discontinues the qualifying service, he will be ineligible. 

10. BellSouth reserves the right to discontinue or modify this promcltion at any time without notice. 

11. Customer must have the eligible services on their new service order (N) in order to receive the promotional 
offer. I 
12. This promotion may NOT be combined with the Reacquisition $1 00 1 RF + 2 features Cash Back offer 

13. Offer may not be combined with any cash back offers however, this offer may be combined with other 
promotional offers on the same services, as such offers may be concurrently available from time to time, 
provided that the Company reserves the right to prohibit the combinatin of this promotion with any other 
promotion, at the Companv’s sole discretion 

~~~ 

I 1.2 Key Dates 

Key Date and timeframe goals related to this project: 
Start Date: 1010912005 End Date: 03/31/2005 
CLEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior to the start o 
the Dromotionl 

I .3 Request for: Product(s)/Service(s) are (check all that 

Regulated productslsetvices 
apply): 

Product Family: 

Voice 

I 

1.4 Identify all products and product owners involved in this offer. Check all product owners that apply and 
list products included in offer. (Please note that BBS is an agent and has no products or customers of its own.) 

Product Owner Products Included in Offer (Include product code if avialable) 
BST Products Included 

Products Included: 

Which entity/affilate is funding this offer? 
BST Funding Offer 

1.5 Target Customers/Segments 

Description and ~rofi le of external taraet audience. Le. to whom we are talkina: 

New customers 
Former customers 
Non BellSouth customers 

Propensity to Buy: 

1.6 Business PrioritylKey Imperatives 

Indicate how the wowam fits into the business Driorities for Customer Markets and provide a brief 
lexplanation of how it Gpports the overall strategy (check all t 
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Customer Markets Key Imperatives 

Key Imperative is Reaquisition 

Other: Explanation: 

1 
~ ~~ 

1.7 ObiectiveslExaected Results 1 
Project and revenue objectives (check all that 

Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
% 
in new revenue 
New Sales Leads 

apply): 

I 

Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

I Other: I 

Outbound Telemarketing Sales 

the offer require changes to automated sales systems and tools,? No If yes, what will the impact be? 
a sales incentive be used in conjunction with this offer? No 

PROPRIETARY . % -  - ,  - n- Item 12'2f000026 
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'rovide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the promotion/offer for rewards? No If so: 

Are there non-CBR rewards or discounts? Yes 
Will there be new FlDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

ire there any billing issues associated with this program? 

' not, provide status: 

2.4 Leaal 

lame of the attorney: Kirven Gilbert 

late of CORT review and concurrence: 
rttach a copy of any contract or letter of election affected by or associated with this program. 

ist any legal notes that must be included (e.g. tariff information, material terms and conditions): 

egal languagelrestrictions provided by Legal to be added to external deliverables: 

that are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay 
'ervice): 

2.5 Parity Assurance 

idicate if available for resale: No 
'yes, is there a parity issue that requires review by Parity Assurance PMO? 
'yes, forward copy of P3 to Panty Assurance PMO parity.assurance@bellsouth.com for review and comments. 

2.6 Eligibility Restrictions 

With additional discount? 

XAslSAs, SRFs, etc.): 
Does this offer exclude any type of product or customer? Yes 
If so, which ones specifically? see section 1 
Can a customer qualify for this offer more than once? No 
Is there a maximum reward or discount that this customer can receive? Yes 
What time frame do the orders need to be placed in? see section 1 
Is there a minimum or maximum purchase required to receive this promotion? 
If yes, minimum: maximum: 
Is there a minimum amount of time the customer must stay with BellSouth? No 
Is there any termination liability? No 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? No 
If so, which ones? 
If this promotion cannot be combined with other offers. list which ones: 

2.7 Collaboration (within and across Segments) 

:oncurrence within and across business segments is required for approval. 
Name I Role Icontact Number I I-Pager I Concurred? 

I I 
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How do you plan to track leads, sales and usage: MKlS 
Ability to track and report results is required for all lead generation campaigns. 

Who is responsible for analysis of tracking data to determine the effectiveness of a promotion? 
Mickey DeBruin 

Product Marketing 
Product Manager 

BellSouth Business Segment Marketing 

Small Business Services Marketing 
Consumer 
Strategic Pricing - Pricing Mgr 
Strategic Pricing - Regulatory 
Compliance Mgr 
Advertisina 

When will the results be available? Initial: Final: 

Page 5 of 8 

Note: This section is for guidance only. Consult with your COU Finance contact for the appmpriate spreadsheet 
template. 

Revenue Considerations: Expense Considerations: 
Forecast Average expense per sale 
Average revenue per sale 
Number of potential customers 
Close Rateneke rate 
Pricing Schedule IT impact 
Allocation among bundledhtegrated products 
Response Rate Arrangement Resources) 

Expected award payout 
Cannibalization of existing products 
Contra Revenue (Amount of recumnghon-recurriing waived) 

Additional Resources (Sales Channel, RepairKustomer Care, Contract Setvice 

Marketing Communications (Advertising, Sales Collateral, Direct Mail, Printing, Multi- 
Media Resources. etc.) 
COGS 
If parity issue exists, must consider cost of wholesale marketing response to maintain 
parity. 
Remember to add an additional 70% to estimates for sales bonus program awards to 
account for tax and overhead. 

2.8 Measuring Effectiveness 

How will results be measured and tracked? Be specific. 

~ ~~ ~~~ ~~ ~ 

Revenue & Cost Analysis Spreadsheet & Requirements 
Key Assumptions 

REVENUE 

Which systems will be used? How will they be reported? MKlS 
Who is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
Mickev DeBruin 

Plan 
Forecasted or Planned Units without program 
YTD Forecasted Units and M D  Actual Units 

Penetration 
Number of Customers in targeted market by State by Segment 
Number of Customers in Potential Market by State by Segment (Eligibility restrictions, Method for contacting, Number to be contacted) 

2.9 Operational Readiness Testing (ORT ) 
Engagement of ORT manager is required af beginning of Planning and Analysis 

Who is the primary contact to handle the coordination of activities supporting this offer/promo? (Name of 
person in Sales Operations, Channel Supporf and/or Customer Care) Jake Taylor 

FINANCIAL ANALYSWBUSINESS CASE BY STATE 
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dumber of Proposals by State by Segment 
ixpected take rateiclose rate by State by Segment 
dumber of Planned Sold Units by State by Segment 
'lanned Sold Incremental Units by State by Segment (Planned Sold Units - Forecasted IJnits) 

iverage Unit Sales Price (Prlce for typical configuration') 
Products with multiple typical configurations may require the sum of formulas for each typical configuration. 

rverage Unit Sales Price without Promotion 
iverage Unit Sales Price with Promotionlncrernental Units X Average Unit Sales Price = Incremental Revenue 
ncremental revenue X 12 months = Annualized Revenue 
icrernental revenue X the number of contract months = Contract Revenue 

:XPENSE 
:ontra Revenue - Revenue forgone as part of program. For example, if program waives installation, then the revenue forgone for installation is the 
,mount of contra revenue 
lirect Expense - Expenses incurred as part of program for which BellSouth must write a check. For example, marketing communications 
xDenses. cash back offers. etc. 

Get Aoarovals Before Proceedina 

SECTION 3: DEVELOPMENTAMPLEMENTATION 
Section 3 Comment! 

3.1 Communication Marketins Brief - Marcom 

3.1.1 Internal Audience 

Yho is the internal target audience (Le. to whom are we talking) 

Aarketing Titles (list them): 
Ither: 

Lased on the business issues you are facing, describe your Internal communications goals: 

Vhat are the internal audience's perceptions (positive or negative) regarding the products and the 
market in general and why: 

Perceptions: 
What is the business problem: 
What is the business solution: 

~ 

bescribe issues facing your product or service: 

Ither: 

'rimary message: What do we want the internal audience to understand and do: 

'or an externallv directed oroiect. how will vou inforrnleducate internal audiences about it: 

3.1.2 External Audience 

' you need advertising/marketing communications, what is your goal: 

* .  .' 
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3ther: 

Describe the business issues you are facing with your product or service: 
Oh 

List Partners: 

Positioning Statement: 

Nhat are the customer's perceptions (positive or negative) regarding the products and the market in 
jeneral and why: 

Perceptions: 
B What is the primary business problem: 

What is the primary business solution: 

arimary message: What do we want the audience to understand and do: 

<ev Customer Benefit: 
WGy should the customer select BellSouth vs. another vendor; how is it different than competitors: 

rone (how you say what you say): 

Ither considerations: (execution considerations, special considerations, instructions) 

<ey featuresltakaways for customer: 

Nhat issues or roadblocks might the sales team encounter: 

'roduct weaknesseddrawbacks: 

ulust customer purchase other services to make this offer work? 

ncompatible with other products/services? 

.ist and describe known issues andlor conflicts (Channel, Product, Regulatory): 

.ist key competitors: 

ias BellSouth Public Relations been engaged: 
f yes, are they developing a press release or white paper: 

:or consistency, provide MarCom with the content YOU Drovided to the PR aroup: 

3.1.3 Partner Information-External 
~~ ~~~~~~~~ ~~~~ 

F this project requires involvement with vendorslpartners external to BellSouth, who is partner and what 
s their role: 

F dollars are coming from vendorsipartners, how much are they contributing? 

10 you have a co-marketing agreement signed in addition to the business agreement? 

3.1.4 Media Vehicle 

PROPRIETARY Item 1-22: 000030 
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Other: 

3.1.5 Delivery and Distribution Information 

Fill in all information that applies: 
External Direct Mail: source of mailing list and approximate quantity to be mailed: 

*The mail list must be provided according to timeline. 
Bill Inserts: specific instructions required: 
Internet or lntranet postings: what URLs (addresses) and other specific instructions: 

9 Estimated # of mailing/email lists: 
Source of lists: 
If preliminary MKlS pull, how many can we market to? 

3.1.6 AdvertisinglLeQal Information 

IHave the following been included in external communications? (See section 2.5) 

Get Approvals Before Proceeding 

SECTION 4: Launch 
Section-4 Comments 

Date of PSAP final ruling: 
Date Operational Readiness Testing complete: 
Date of PDF approval: 04/08/04 
Regulatory filing complete: 
Date Offer Launched into channel(s): 0411 22004 
Launch Date Marcom: 
Launch Kit posted on website: 

Monthly Billed Revenue: 
Jan: Feb: 
Apr: May: 
July: Aug ; 
Oct: Nov: 

Mar: 
June: 
Sept: 
Dec: 

Final Review with Business Case post mortem: 
Date Lessons Learned placed in repository: 

.PROPRIETARY . ' 



Pending review by Vicky 

P3 Request Form 
For use with Promotions. Packages and Programs @ BELLSOUTH" 

86.1026 I-Pager: csanderson-morris 

PSAP = 

Does this initiative have an ICMA funding Source? . 
If no, must receive Marketing Roundtable approval and ICMA prioritization before development proceeds. 
S e e e n t d e v .  bls.com/isD/mr.isD for Marketing Roundtable approval guidelines. 
Description of products andlor partnerships involved in this project (include product codes, where applicable): 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete Choice, 
BellSouth Preferred Pack, or BellSouth Basic Service and one feature (or 1 FR+I) except TN where the customer must 
purchase 2 features. 

Request for: Product(s)/Senrice(s)are (check all that apply): Product Family: 
IXI Customer promotion only Regulated productslservices IXI Voice 

Sales bonus program only c] Non-regulated products/services c] Data 0 Both of the above DSL 
c] Extension of existing program 0 New producthervice ServiceslApplications 

Description of Promotion: 
Waived line connection charge to reacquisition or winover customers who purchase BellSouth@ Complete Choice plan 
BellSouth@ Preferredpack pian or Basic Service and one feature (TN 2) and who are currently not using BellSouth for 
local service in: . 

GA 12/28/03 thru 6/24/04 

Y 0 N If yes, under what item? 
See http:Nhome.customermarkets. bls.com/crnt/icma/lcma for reference. 

SECTION I : OVERVIEW 

0 Both regulated and non-regulated products 

0 Product enhancement 

AL, FL, KY, LA, MS, NC, SC and TN from 1/1/ 2004 thm 12/25/2004 

Offer Criteria: 
1. Customer must either not currently have local service with BellSouth or not have service with BellSouth on one or 

more of their existing lines, includina the line on which the service aualifvina for this Dromotion will be Drovisioned. 
2. The target customer for this promotion is a customer that switches service from either a facility based or reseller 

CLEC. This promotion is not valid for out of region customers who are new to BellSouth. 
3. Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address on 

one or more of their existing lines 
4. Customer must request service at the same address and in the same name, unless customer is planning an 

imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days of 
responding to the offer. In the case of an im , the BellSouth rep can offer the customer the promotion 
and place the order at the new address. 
The customer must switch their local service to BellSouth and purchase any one of the following: 5 

a. The BellSouth@ Complete Choice@ plan 
b. The BellSouth@ Preferredpack Plan 
c. BellSouth@ Basic Service and one (TN 2) custom calling (or touch star) local feature(s) 

S, NC, SC and TN. GA 6/24/04. 

utbound telemarketing vendor or 
alternate channels as indicated. 

without notice. 
r to receive the promotional offer. 

Key date and timeframe goals related to this project: Extension? Y 1 N E l  
Start Date: 1/1/04 AL, FL, KY, LA, MS, NC, SC, TN. 12/28/ 2003 GA End Date: 12/25/04 AL, FL, KY, LA, 

OfferlPromotion Description Form Version 1 .O 
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MS, NC, SC and TN. GA 6/24/04. 
CLEC Notice Date (regulated products): N/A 
Geographic availability (states, MSAs, cities, etc.): AL, FL, GA, KY, LA, MS, NC, SC, TN. 

Description and profile of external target audience, Le. to 
whom we are talking: 

Key industries: 
Size of company: 

* Number of lines: 
Titie(s) of decision makers: 
Existing or new customers: 

0 Other: 

Indicate how the program fits into the business priorities for Customer Markets and provide a brief explanation of 

File Date: 

Target CustomenlSegments 

Elcurrent customers 
r / N e w  customers 
MFormer customers 
a N o n  BellSouth customers 
[ZIGeneral Business 
ClMajor 
0 Enterprise (GloballNational) Current products they need to utilize our offering: 

Business PriorityylKey Imperatives 
. -  

how it supports the overall strategy (check all that apply): 

Customer Markets Key Imperatives 
Drive Growth, Retention, & Reacquisition 

c] Grow Share of Voice 
0 Lead with Service Explanation: 
Ix1 Meet Financial Targets 

Other (identify): This promotion is designed as “table stakes” for the consumer voice market. Many competitors of 
BellSouth either do not require a “service connection fee” or they waive this fee. In order to compete with existing CLECS, 
BellSouth is opting to waive this fee in order to establish parity with its competition 

Execute Metro Strategy in Consumer & SBS 
Deliver Consumer Bundling Capability 

bected Results 
Current Year Planned Booked Revenue: 

% 

0 bjectiveslE: 
Project and revenue objectives (check all that apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 

Maintain or increase market share by 
Generate $ in new revenue 

New Sales Leads 
0 Market to new customer segment 
0 Customer retentionjup-selling 
5 Customer Acquisition 
5 Re-Acqu is it io n 

Indicate if available for resale: Yes u No 
With additional discount? 0 Yes 0 No 

# units to be added through promotion (current year) 
Expected Contract revenue 
Average Sales Cycle: 
c] Product Retention 
0 Product Re-Acquisition 
Iz) Lead Generation 
[rl Customer awareness 

Employee awareness 
0 Sales support and/or training 
0 Other 

OfferlPromotion Description Form Version 1 .O 
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' Are there any billing issues associated with this promotionloffer? 
[XI AI1 billing issues are resolved. If not provide status: 
Will CBR be used in billing of the promotion I offer? Yes 0 No (XI If yes, obtain tax accounting approval: 
(signature) and Legal approval: (signature) 

Sales Channels (check all that apply): 
BellSouth Business (Large Business) AMC Consumer 
0 Direct 0 SBTC (XI Large Team 
0 Customer Care 0 Telesales [7 E-Store 

Nortel Call Center 0 BSC (XI 3'(1 Party 
0 Other (identify): 0 P Party [x1 Outbound Telemarketing 

Sales Channels 
Small Business Services (SBS) 

0 Specialists (XI Other Outbound 
0 IndirectlDistribution' Telemarketing vendor 

Other: transferring sale to Acquisition 
Gate 

Sales Channel Training: &J Yes U No 

Eligibility Restrictions (CSAslSAs, SRFs, etc.): Customers who are currently out of the BellSouth region and 

Collaboration (within and across Segments) 
Concurrence within and across business segments is required for approval. THIS OFFER IS CONSUMER ONLY 

Initial: Feb 2004 

Final: January 2005 

' If audience IS a BellSouth Business customer, BellSouth Business SalesOps should be notified. 

Offer/Promotion Description Form Version 1 .O Page 3 
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*Compliance AIeN 

0 PromotionlOffer concept has been reviewed by Segment Attorney. 

Note: A promotion or offer that packages or /inks two or more products must be reviewed by Segment Atforney, 

Regulatory and Regulatory Accounting. 

A compliance review by CORT was required. Date of CORT review and concurrence 

Attach a copy of any contract or letter of election affected by or associated with this promotion. 

Revenue Considerations: 
Forecast 
Average revenue per saie 
Number of potential customers 
Close Raterrake rate 

SECTION 2: FINANCIALS 
RevenueIExpense Analysis by State. 
Remember to add an additional 70% to estimates for sales bonus program awards to account for tax. 

Expense Considerations: 
Average expense per sale 
Expected award payout 
Cannibalization of existing products 
Contra Revenue (Amount of recurrinalnon-recunina waived) 

1 Review and concurrence by Strategic Pricing completed. 

IT impact 
Additional Resoiurces (Sales Channel, Repaidcustomer Care, Contract 
Service Arrangement Resources) 
Marketing Cornrnunications (Advertising, Sales Collateral, Direct Mail, 
Printina. Multi-Media Resources, etc.) 

- - 

I COGS- 
Revenue & Cost Analysis Spreadsheet & Requirements 

Key Assumptions 
REVENUE 

Forecasted or Planned Units without program I YTD Plan Forecasted Units and YTD Actual Units 

Penetration 
Number of Customers in targeted market by State by Segment 
Number of Customers in Potential Market by State by Segment (Eligibility restnctions, Method for contachng, Number to be Contacted) 
Number of Proposals by State by Segment 
Expected take rate/close rate by State by Segment 
Number of Planned Sold Units by State by Segment 
Planned Sold Incremental Units by State by Segment (Planned Sold Units - Forecasted Units) 

Average Unit Sales Price (Price for typical configuration’) 
* Products with multiple typical configurations may require the sum of formulas for each typical configuration. 

Average Unit Sales Price without Promotion 
Average Unit Sales Pnce with Promotion 

Incremental Units X Average Unit Sales Price = Incremental Revenue 
incremental revenue X 12 months =Annualized Revenue 
Incremental revenue X the number of contract months =Contract Revenue 

EXPENSE 

Contra Revenue - Revenue forgone as part of program. For example, if program waives installation, then the revenue forgone for installation is the 
amount of contra revenue 

Direct Expense - Expenses incurred as part of program for which BellSouth must write a (check. For example, marketing communications expenses, 
cash back offers, etc. 

OfferlPramotion Description Form Version 1 .O 

PROPRl ETARY 
Page 4 

Item 1-22: 000035 



SECTION 3: COMMUNICATIONS 
Internal Audience 

Who is the internal target audience (i.e. to whom are we talking) 
0 AEs 0 AVPs 0 Sales Support 0 Sales Managers Sales Specialists c] VPGMs 
0 Customer Care 
0 Marketing Titles (list them): Marketing Team within Pam Jones’ group: Retention, ReAcquisition, Answers, etc. 

Other Internal audience will be Large Team in order for this group of reps to know this offer exists and to be able to 
transfer inquiring customers to Acquisition Gate should a lead fall outside of the “winback process” (specifically outbound 
and DM). Other initiative owners within Marketing will be aware of this reacquisition effort for information purposes. 

Based on the business issues you are facing, describe your Internal communications goals: 
Employee education on your product or service or campaign 

1x1 Employee awareness program on your product or service 
Our business issue is decreasing marketing market share due to competitive line loss and flow share line loss of 
consumers who currently reside in the BellSouth footprint, but have service with another carrier. 

What are the internal audience’s perceptions (positive or negative) regarding the products and the market in 
general and why: 

relevant messaging. 

____ - 

Perceptions: ReAcquisition is a key effort to winback market share and maintain our cost structure 
What is the business problem: Business problem is that BellSouth IS losing customers; primarily high value customers 
What is the business solution: In addition to offers, business solution is to address consumers’ product needs witl- 

Describe issues facing your product or service: 
Your sales channel is in need of qualified leads to grow revenues. 

c] Initial employee training is not sufficient to convert qualified leads i n b  sales. 
Low awareness and/or mindshare of your product with employees. 
Other: nla 

Primary message: What do we want the internal audience to understand and do: understand the promotions terms 
and be able to service customers appropriately. 

For an externally directed project, how will you informleducate internal audiences about it: nla 

External Audience 
Project name (if promotion is not involved): nla 

What are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay Service): 2 

o BellSouthB Complete Choice@ plan 
o BellSouthQ Preferredpack plan 
o 

Description: 

BellSouth@ basic service and one (TN 2) feature(s) 

Targeted Verticals: 
0 Education 0 Finance c] Government c] Healthcare 0 Retail Other: 

Targeted Small Business Tiers: 

’: All new producVpackage names must be cleared by marketing through Intellectual Property to resolve any potential bademark issues. 

Offer/Promotion Description Form Version 1 .O Page 5 
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If you need external marketing communications, what is your goal: 
0 Generate awareness 

Generate leads 
c] Drive prospect to seek additional information located on a Web site 
0 Deliver information -white paper, PDF of sales collateral 
0 Competitive Response: 
0 Other: 
Describe the business issues you are facing with your product or service: 

0 Maintain your current position in the market. 
We have penetration in a specific industry or customer segment but want to market to new segments. 

0 Promoting services in which BellSouth has low awareness as a provider in that space. 
Partnering with a vendor (Le., IBM, Sun, Dell, Nortel) to promote your product or service. 

Increase your market share by % 

List Partners: 

What are the customer's perceptions (positive or negative) regarding the products and the market in general and 
why: 
6 Perceptions: 

What is the primary business problem: 
What is the primary business solution: 

Primary message: What do we want the audience to understand and do: 

Why should the customer select BellSouth vs. another vendor; how does it benefit them: 

What issues or roadblocks might the sales team encounter: 

List and describe known issues and/or conflicts (Channel, Product, Regulatory): 
Has BellSouth Public Relations been engaged: U Yes U No 
If yes, are they developing a press release or white paper: 
For consistency, provide MarCom with the content you provided to the PR group: 

Partner Information-External 
If this project requires involvement with vendorslpartners external to BellSouth, who is partner and what is their 3 

role: APAC is the OBTM vendor 

If dollars are coming from vendorslpartners, how much are they contributing? nla 

Do you have a co-marketing agreement signed in addition to the business agreement? n/a 

Tactical Information 
If only basic tools are needed, suggestions or ideas for type of deliverable(s) to meet the project objective: 
0 Bill Insert 

Sales Sheet 0 Powerpoint 
Suggestions or ideas for type of deliverable(s) meet the project objective: 
Ix] Direct MaillExternal Campaign Virtual Tour 
0 Postcard Webinar (online seminar) 

HTML e-Mail 0 Other: 
0 Seminar 

0 Solutions Guide Hother  Job Aid for LT is necessary 

~ 

List any legal notes that must be included (e.g. tariff information): 
Delivery and Distribution Information 

I Fill in all information that applies: 

I .  NOTE. Management of vendoi/partner involvenwnt will be the responsibility of the project Initlator, including gathering content, obtaining logos/rmdemark info, 
appmvals, etc If an exlmal  vendor/partner logo IS to be included in a BellSouth piece, a legally executed co-branding agreement must be in place wlth BellSouth 
Intellectual Property. All logos and tradeinark intormation are due at the MarCom kickoff meeting. 

Offer/Promobon Description Form Version 1 .O Page 6 
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0 External Direct Mail: source of mailing list and approximate quantity tci be mailed: 

0 Bill Inserts: specific instructions required: 
0 Internet or lntranet postings: what URLs (addresses) and other specific instructions: 

*The mail list must be provided according to timeline. 

Offer/Prornotion Description Form Version 1.0 Page 7 
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SECTION 4: SALES BONUS PROGRAM DETAILS (IF APPLICABLE) 
If the bonus program coincides with a customer promotion, please explain: 
No specific bonus program is associated with this promotion 

Describe the basis of the award (units, revenue, margin or other). Xf the awards are based on integrated sales, 
please explain: 

- 

Eligible Sales Titles (check all that apply): 

0 Account Executives/Account ManagerslNAMslNAEs 
0 Account Management Sales Managers 

Account Management Sales AVPs 
0 Sales Specialists 

Specialist Sales Managers 
0 Network Solutions Sales AVPs 
0 System Designers 0 Other: 

0 Sales Eigineers (sales support for voice equipment) 
0 Design Engineers (sales support for data equipment) 
c] Applications Engineers (sales support for CIS) 
0 Networking Consultants (sales support for MNSlDotNet) 
0 VP/GMs 
0 EC Specialists 

structured as a “team award” to be split 

I 
Award Cap: 0 Yes u No If yes, describe cap: 

Form Required: Yes Lj No If yes, please attach. 

Describe actions required by Sales to track: 

Offer/Promotion Description Form Version 1.0 Page 8 
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COU: Consumer PSAP #: Tracking #: 2004C00645 
Requesting MgrJDir.: Angela Jones Phone: 404-986-1 01 9 I-Pager: power3 
Offer Development Mgr.: Jeremy Duncan Phone: 404-986-1 096 I-Pager: jwduncan 
Segment Manager: Phone: Wager: 
Approving Director: AnnMarie Romano Phone: 404-986-1096 I-Pager: aromano 

Offer/Prornotion name: 1 Q05-Cons-Reacquisition Line Connection Fee Waiver Extension? Yes 
If yes, please provide original P3 tracking ID: 
Offer Status: Final Document 
What is the final offer name, as it will appear in internal and external communications: Reacq Service 
Connection Waiver 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must 
be a name that meets BellSouth Intellectual Property approval. Click here for guidance on name approvals. 

I 

SECTION I :  CONCEPT OVERVIEW 
Section 1 Comments 

1.1 Description of Offer: 

Describe Business Situation addressed by this offer: 
The service connection waiver for new acquisition or reacquisition c;ustomers purchasing BellSouth Complete 
'Choice, BellSouth Preferred Pack, or BellSouth Basic Service and 2! features. 
Describe Offer Concept in detail: 
ha ived  line connection charge to reacquisition or winover customers who purchase BellSouth63 Complete 
Choice plan BellSouth63 Preferredpack plan or Basic Service and two features and who are currently not using 
BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC and TN from 12/26/2004 thru 12/26/2005 
Offer Criteria: 
1 .Customer must either not currently have local service with BellSouth or not have service with BellSouth on one 
or more of their existing lines, including the line on which the service qualifying for this promotion will be 
provisioned. 

2.The target customer for this promotion is a customer that switches service from either a facility based or 
reseller CLEC. This promotion is not valid for out of region customeirs who are new to BellSouth. 

3.Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address 
on one or more of their existing lines. 

4.Customer must request service at the same address and in the same name, unless customer is planning an 
imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days of 
responding to the offer. In the case of an imminent move, the BellSouth rep can offer the customer the 
promotion and place the order at the new address. 

5.The customer must switch their local service to BellSouth and purrzhase any one of the following: 
a. The BellSouth0 Complete Choice@ plan 
b. The BellSouth63 Preferredpack Plan 
c. BellSouth@ Basic Service and one (TN 2) custom calling (or touch star) local feature(s). 

&The customer must place the order on or before 12/26/05 AL, FL, GA, KY, LA, MS, NC, SC and TN 

7.0ffer valid for only one (1) service line at the intended local service address. 

8.The customer must place their order through a BellSouth business office or outbound telemarketing vendor or 
alternate channels as indicated. 

9.BellSouth reserves the right to discontinue or modify this promotion at any time without notice. 

1O.Customer must have the eligible services on their new service order (N) in order to receive the promotional 
offer. 

I I 

Item 1-22:-000041 ~ - .- PROPRIETARY 



P3 Page 2 of 7 

Former customers 
Non BellSouth customers 

11 .Offer may be combined with other offers for the same service at the same time.. 

Consumer Segments: 
1 to 3 
4 to 6 
7 to 9 
Propensity to Buy: 

Key Date and timeframe goals related to this project: 
Start Date: 12/26/04 
CLEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior to  the start 01 
the promotion) 

End Date: 12/26/05 

1.3 Request for: Product(s)/Service(s) are (check all that Product 
apply): 

Voice 
Extension of existing program 

Both regulated and non-regulated products 

1.4 Identify all products and product owners involved in this offer. Check all product owners that apply and 
ist products included in offer. (Please note that 56s is an agent and has no products or customers of its own.) 

'roduct Owner Products Included in Offer (Include product code if avialable) 
3ST Products included 

Products Included: 

Nhich entitylaffilate is funding this offer? 
BST Funding Offer 

The funding source is ( Check all that apply): 

1.5 Taraet CustomerslSeaments 

1.6 Business PrioritylKey Imperatives 

Indicate how the program fits into the business priorities for Customer Markets and provide a brief 
sxplanation of how it supports the overall strategy (check all that apply): 

Customer Markets Key Imperatives 

Key Imperative is Reaquisition 

Other, Explanahon: 
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BellSouth Business 
(large Business) 

Other: 

Page 3 of 7 

Small Business Services (SBS) Consumer 
Large Team 

Consumer 3rd Party Sales 
Channel 
Outbound Telemarketing Sales 
Channel 
Other: 

Other: 

Project and revenue objectives (check all that 
apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
% 
in new revenue 
New Sales Leads 

All States Markets: 

Entire Region 

Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

Other: 

!fore Proceeding 

MSAs, cities, etc. Include a list of wire centers if applicable: 

2.3 Billing 

Provide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the promotion/offer for rewards? No If so: 
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Are there non-CBR rewards or discounts? No 
Will there be new FIDS and/or USOCS or changes to existing FIDS and/or USOCS? NO 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

i re  there any billing issues associated with this program? 

f not. orovide status: 

2.4 Lena1 

dame of the attorney: Kirven Gilbert 

)ate of CORT review and concurrence: 
Mach a copy of any contract or letter of election affected by or associated with this program. 

2.5 Parity Assurance 

ndicate if available for resale: 
‘ yes ,  is there a parity issue that requires review by Parity Assurance PMO? 
f yes, forward copy of P3 to Parity Assurance PMO parity.assurance@bellsouth.com for review and COtntnenfS.  

2.6 Eligibility Restrictions 

With additional discount? 

CSAslSAs, SRFs, etc.): 
Does this offer exclude any type of product or customer? Yes 
If so, which ones specifically? see section one 
Can a customer qualify for this offer more than once? No 
Is there a maximum reward or discount that this customer can receive? Yes 
What time frame do the orders need to be placed in? see restrictions above 
Is there a minimum or maximum purchase required to receive this promotion? N O  
If yes, minimum: maximum: 
Is there a minimum amount of time the customer must stay with BellSouth? N O  
Is there any termination fiabifity? Yes 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? Yes 
If so, which ones? 
If this promotion cannot be combined with other offers, list which ones: 

2.7 Measuring Effectiveness 

low wil l results be measured and tracked? Be specific. 

Yhich systems will be used? How will they be reported? MKlS 

Yho is  responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
-B D 

{ow do you plan to track leads, sales and usage: MKlS 
,biIily to track and report results is required for all lead generation campaigns. 

Vho is responsible for analysis of tracking data to determine the effectiveness of a promotion? 
-B D 

Vhen will the results be available? Initial: 1 Q05 Final: 1Q06 
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Nhat are the internal audience's perceptions (positive or negative) regarding the products and the 
market in general and why: 

Perceptions: 
* What is the business problem: 

What is the business solution: 

describe issues facing your product or service: 

Other: 

Primary message: What do we want the internal audience to understand and do: 

For an externally directed project, how will you inforrdeducate internal audiences about it: 

3.1.2 External Audience 

If you need advertisinglmarketing communications, what is your goal: 

Other: 

Describe the business issues you are facing with your product or service: 
% 

2.8 Operational Readiness Testing (ORT ) 
Engagemenf of ORT manager is required at beginning of Planning and Analysis 

Who is the primary contact to handle the coordination of activities supporting this offerlpromo? (Name of 
person in Sales Operations, Channel Support and/or Customer Care) Jake Taylor 

Get ApprovaEs Before Proceeding 

SECTION 3: DEVELOPMENT/IMPLEMENTATION 
Section 3 Comments 

3.1 Communication Marketing Brief - Marcom 

3.1.1 Internal Audience 

Who is the internal target audience (i.e. to whom are we talking) 

I 

Marketing Titles (list them): 
3ther: 

Based on the business issues you are facing, describe your Internal communications goals: 
I 
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List Partners: 

Positioning Statement: 

Mhat are the customer's perceptions (positive or negative) regarding the products and the market in 
leneral and why: 
1 Perceptions: 
1 What is the primary business problem: 

b What is the primary business solution: 

'rimary messaae: What do we want the audience to understand and do: 

ley Customer Benefit: 
Yhy should the customer select BellSouth vs. another vendor; how is it different than competitors: 

*one (how you say what you say): 

Xher considerations: (execution considerations. sDeciai considerations. instructions) 

Ley featuresltakaways for customer: 

Vhat issues or roadblocks might the sales team encounter: 

'roduct weaknessesldrawbacks: 

lust  customer purchase other services to make this offer work? 

ncompatible with other ~roductslservices? 

.ist and describe known issues andlor conflicts (Channel. Product. Reaulatorvk 

.ist key competitors: 

las BellSouth Public Relations been engaged: 
yes, are they developing a press release or white paper: 

or consistency, provide MarCom with the content you provided to ihe PR group: 

3.1.3 Partner Information-External 

' this project requires involvement with vendorslpartners external to BellSouth, who is partner and what 
5 their role: 

' dollars are coming from vendorslpartners, how much are they contributing? 

10 you have a co-marketing agreement signed in addition to the business agreement? 

3.1.4 Media Vehicle 
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Other: 

3.1.5 Delivery and Distribution Information 

Fill in all information that applies: 
External Direct Mail: source of mailing list and approximate quantity to be mailed: 

*The mail list must be provided according to timeline. 
Bill Inserts: specific instructions required: 
Internet or lntranet postings: what URLs (addresses) and other specific instructions: 
Estimated #of mailing/email lists: 
Source of lists: 
If oreliminarv MKIS ~ u l l .  how manv can we market to? 

3.1.6 AdvertisinglLeaaI Information 
~~~ ~~ 

List any legal notes that must be included (e.g. tariff information, material terms and conditions): 

Legal language/restrictions provided by Legal to be added to external deliverables: 

What are the legally trademarked names for the products involved (e.g. BellSouthQ Frame Relay 
Service): 

Get Approvals Before Proceeding 

SECTION 4: Launch 
-~~ ~~ 

Section 4 Comrnentr 

Date of PSAP final ruling: 
Date Operational Readiness Testing complete: 
Date of PDF approval: 11/04/2004 
Regulatory filing complete: 
Date Offer Launched into channel(s): 
Launch Date Marcom: 
Launch Kit posted on website: 
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IOffer Management Information: I 
COU: Consumer PSAP #: Tracking #: 2004C00645 
Requesting MgrJDir.: Angela Jones Phone: 404-986-1019 I-Pager: power3 
Offer Development Mgr,: Jeremy Duncan Phone: 4044386-1096 I-Pager: jwduncan 
Segment Manager: Phone: I-Pager: 

Phone: 404-986-1 096 I-Pager: aromano Approving Director: AnnMane Romano 

,Offer/Prornotion name: 1 (205-Cons-Reacquisition Line Connection Fee Waiver Extension? Yes 
1 If yes, please provide original P3 tracking ID: 
loffer Status: Final Document 
IWhat is the final offer name, as it will appear in internal and external communications: Reacq Service 
;Connection Waiver 

Describe Business Situation addressed by this offer: 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete 
Choice, BellSouth Preferred Pack, or BellSouth Basic Service and :! features. 
Describe Offer Concept in detail: 
Waived line connection charge to reacquisition or winover customers who purchase BellSouthQ Complete 
Choice plan BellSouth@ Preferredpack plan or Basic Service and two features and who are currently not using 
BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC and TN from 12/26/2004 thru 12/26/2005 
Offer Criteria: 
1 .Customer must either not currently have local service with BellSouth or not have service with BellSouth on one 
or more of their existing lines, including the line on which the service qualifying for this promotion will be I provisioned 

2.The target customer for this promotion is a customer that switches service from either a facility based or 
reseller CLEC. This promotion is not valid for out of region customeirs who are new to BellSouth. 

3.Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address 
on one or more of their existing lines. 

4.Customer must request service at the same address and in the same name, unless Customer is planning an 
imminent move from one address in Bel\South territory to another address in BellSouth territory within 30 days Of 
responding to the offer. In the case of an imminent move, the BellSouth rep can offer the customer the 
promotion and place the order at the new address. 

5.The customer must switch their local service to BellSouth and purlchase any one of the following: 
a. The BellSouth@ Complete Choice@ plan 
b. The BellSouth@ Preferredpack Plan 
c. BellSouth@ Basic Service and one (TN 2) custom calling (or touch star) local feature(s). 

6.The customer must place the order on or before 12/26/05 AL, FL, GA, KY, LA, MS, NC, SC and TN 

7.0ffer valid for only one (1) service line at the intended local service address. 

8.The customer must place their order through a BellSouth business office or outbound telemarketing vendor or 
alternate channels as indicated. 

19.BellSouth reserves the right to discontinue or modify this promotion at any time without notice. 

I 10 Customer must have the eligible services on their new service order (N) in order to receive the promotional 
offer. 
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11 1 .Offer may be combined with other offers for the same service at the same time.. I 

Former customers 
Non BellSouth customers 

1.2 Key Dates 
I 

Key Date and timeframe goals related to this project: 
Start Date: 12/26/04 
CLEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior to the start of 
the promotion) 

End Date: 12/26/05 

Consumer Segments: 
1 to 3 
4 to 6 
7 to 9 
Propensity to Buy: 

Product(s)/Service(s:) are (check all that Product Family: 

Voice 
apply): 

1.3 Request for: 

Extension of existing program 
Both regulated and non-regulated products 

1.6 Business PrioritylKey Imperatives 

Indicate how the program fits into the business priorities for Customer Markets and provide a brief 
explanation of how it supports the overall strategy (check all that apply): 

Customer Markefs Key Imperatives 

Key imperative IS Reaquisibon 

Other: Explanation. 
I 

1.7 ObjectiveslExpected Results 
I 

I 

1.4 Identify all products and product owners involved in this offer, Check all product owners that apply and 
list products included in offer. (Please note that BBS is an agent and has no products or customers of its own.) 

Product Owner Products Included in Offer (Include product code if avialable) 
BST Products Included 

Products Included: 

Which entitylaffilate is funding this offer? 
BST Funding Offer 

The funding source is ( Check all that apply): 

I .5 Target CustomerslSegments 

. .  
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(Large Business) 

Small Business Services (SBS) 
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Consumer 
Large Team 

Project and revenue objectives (check all that 

Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
% 
in new revenue 
New Sales Leads 

apply): 

All States Markets: 

Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

3ther: 

!fore Proceedina Get Approvals I 

SECTION 2: PLANNING & ANALYSIS 
I Section 2 Comment 

Other: 

Other: 

Consumer 3rd Party Sales 
Channel 
Outbound Telemarketing Sales 
Channel 
Other: 

Impact of offer on Sales Channel: (Complete this information in collaboration with Sales Operations contact) 
Does the sales channel have the capacity to execute the offer during the desired launch window? Yes 
Will additional capacity be required to execute the offer? No If yes, what will the impact be? 
Will Sales channel training be required: No 
Will the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 
Will a sales incentive be used in conjunction with this offer? No 
What are the the known operational risks associated with this offer? 
What are your mitigation plans that address these risks? 

Entire Region 

MSAs, cities, etc. Include a list of wire centers if applicable: 

Provide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuuo 
What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the promotion/offer for rewards? No If so: 
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Are there non-CBR rewards or discounts? No 
Will there be new FlDS and/or USOCS or changes to existing FlDS andlor USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 

* Are Affiliate products or services included? No 
Are Term Agreements andlor rate stabilization involved? No 
Is this a bundled offer? No 

4re there any billing issues associated with this program? 

f not, provide status: 

2.4 LeQal 

rlame of the attorney: Kirven Gilbert 

late of COR7 review and concurrence: 
Attach a copy of any contract or letter of election affected by or associated with this program. 

2.5 Parity Assurance 

ndicate if available for resale: 
fyes, is there a parity issue thaf requires review by Parity Assurance PMO? 
f ves. forward CODV of P3 to Paritv Assurance PMO Daritv.assurancefi3beltsoufh.com for review and comments. 

With additional discount? 

2.6 Eligibility Restrictions 

CSAs/SAs, SRFs ,  etc.): 

. 

D o e s  this offer exclude any type of product or customer? Yes 
If so, which ones specifically? see section one 
Can a customer qualify for this offer more than once? No 
Is there a maximum reward or discount that this customer can receive? Yes 
What time frame do the orders need to be placed in? see restrictions above 
Is there a minimum or maximum purchase required to receive this promotion? No 
If yes, minimum: maximum: 
Is there a minimum amount of time the  customer must stay with BellSouth? No 
Is there any termination liability? Yes 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? Yes 
If so, which ones? 
If this promotion cannot be combined with other offers, list which ones: 

2.7 Measurina Effectiveness 

(ow will results be measured and tracked? Be specific. 

Yhich systems will be used? How will they be reported? MKlS 

Yho is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
-B D 

{ow do you plan to track leads, sales and usage: MKlS 

Yho is responsible for analysis of tracking data to determine the effectiveness of a promotion? 
-B D 

billty to track and report results Is required for all lead generation campaigns, 

Yhen will the results be available? Initial: 1Q05 Final: 1Q06 
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Marketing Titles (list them): 

What are the internal audience's perceptions (positive or negative) regarding the products and the 
market in general and why: 

Perceptions: 
9 What is the business problem: 

What is the business solution: 

Describe issues facing your product or service: 

Describe the business issues you are facing with your product or service: 
% 
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List Partners: 

Positioning Statement: 

What are the customer's perceptions (positive or negative) regarding the products and the market in 
general and why: 

Perceptions: 
What is the primary business problem: 

What is the primary business solution: 

Primary message: What do we want the audience to understand and do: 

Key Customer Benefit: 
Why should the customer select BellSouth vs. another vendor; how is it different than competitors: 

Tone (how you say what you say): 

Other considerations: (execution considerations, special considerations, instructions) 

I Kev featuredtakawavs for customer: 

What issues or roadblocks might the sales team encounter: 

I Product weaknesses/drawbacks: 

Must customer purchase other services to make this offer work? 

I Incompatible with other products/services? 

List and describe known issues andlor conflicts (Channel, Product, Regulatory): 

List key competitors: 

Has BellSouth Public Relations been engaged: 
If yes, are they developing a press release or white paper: 

For consistency, provide MarCom with the content you provided to the PR group: 

3.1.3 Partner Information-External 

ct requires involvement with vendorslpartners external to BellSouth, who is partner and what 
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I Other: 

3.1.5 Delivery and Distribution Information 

Fill in all information that applies: 
External Direct Mail: source of mailing list and approximate quantity to be mailed: 

*The mail list must be provided according to timeline. 
Bill Inserts: specific instructions required: - Internet or lntranet postings: what URLs (addresses) and other specific instructions: 
Estimated # of mailing/email lists: 
Source of lists: 
If preliminary MKIS pull, how many can we market to? 

I 
- ~~ ~ ~ 

3.1.6 AdvertisinalLeaal Information 

I List any legal notes that must be included lea. tariff information, material terms and conditions): 

I Leaal lannuacrelrestrictions Drovided bv Leaal to be added to external deliverables: 

What are the legally trademarked names for the products involved (e.g.BellSouthQ Frame Relay I Service\: 

Get ApprovaXs Before Proceeding 

SECTION 4: Launch 
I Section 4 Comment 

Date of PSAP final ruling: 
Date Operational Readiness Testing complete: 
Date of PDF approval: 11/04/2004 
Regulatory filing complete: 
Date Offer Launched into channel(s): 
Launch Date Marcom: 
Launch Kit posted on website: 

-PROPRIETARY . ’ -  
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Offer Management Information: 
Market Segment: Consdmer PSA? #: 000000 Tracking #: 2005C00943 
P3 prepared by: Felton Turner Phone: 404-986-1076 I-Pager: FeltonTurner 
OfferlPromotion Owner: Angela Jones Phone: 404-986-1019 I-Pager: power3 
Approving Director: Jodi Keeter Phone: 404-986-1 153 fPager: jkeeter 
Tariff SME: Vickie Milne Phone: 404-829-7468 )-Pager: vmilne 
Finance Manauer : Phone: I-Paaer: 
OfferlPromotion name: 4Q05-Cons-Reacquisition Line Connect Fee Waiver Extension 
Extension? Yes 
If yes, please provide original P3 tracking ID: 2004C00645 
What is the offer name that will appear in externallregulatory communicatbns: 
Reacq Service Connection Waiver 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must be a name 
that meets BellSouth Intellectual Property approval. Click here for guidance on name approvals 

SECTION 1: CONCEPT OVERVIEW 
1.1 Description of Offer 

Section 1 Comments 

1.1 .I Describe Buiness Situation addressed by this offer, (Include a description of the external target audience, i.e. is the 
promotion intended for new customers, former customers, current customers, non-BellSouth customers, etc?) 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete Choice, 
BellSouth Preferred Pack, or BellSouth Basic Service and 2 features. 

1.1.2 Overview (Provide a high-level summary of the offer.) 
The Line Connection Charge will be waived for reacquisition or winover customers who purchase BellSouthQ Complete 
Choice plan, BellSouth@ Preferredpack plan, BellSouth@ 2 Pack Plan or Basic Service and two features, and who are not 
currently with BellSouth@ for local service. 

1 .I .3 Promotion Specifics (Describe the offer concept in detail. Include all products that will be involved in this 
offer/prornotion/bundle) 
Waived line connection charge to reacquisition or winover customers who purchase BellSouth@ Complete Choice plan 
BellSouth@ Preferredpack plan, Bellsouth@ 2 Pack Plan or Basic Service and two features and who are currently not using 
BellSouth for local service in: AL, FL, GA, KY, LA. MS, NC, SC and TN from 12/27/2005 thru 12/31/2006 

1 .I .4 Restrictions/Eligibility Requirements 
Offer Criteria: 
1 .Customer must either not currently have local service with BellSouth or not have service with BellSouth on one or more of 
their existing lines, including the line on which the service qualifying for this promotion will be provisioned. 

Z.The target customer for this promotion is a customer that switches service from either a facility based or reseller CLEC. 
This promotior1 is not valid for out of region customers who are new to BellSouth. 

3.Customer must have local sewice or equivalent (wireless in lieu of wire-line) at the same local service address on one or 
more of their existing lines. 

4.Customer must request service at the same address and in the same name, unless customer is planning an imminent 
move from one address in BellSouth territory to another address in BellSouth territory within 30 days of responding to the 
offer. In the case of an imminent move, the BellSouth rep can offer the customer the promotion and place the order at the 
new address. 

5The customer must switch their local service to BellSouth and purchase any one of the following: 
a. The BellSoltIhQ Complete Choice@ plan 
b. The BellSouth@ PreferredFack Plan 
c. The BellSouth@ 2 Pack Plan 
d. BellSouth@ Basic Service and two custom calling 
or touch star) local feature(s). 

6.The customer must place the order on or before 12/31/06 AL, FL, GA, KY, LA, MS, NC, SC and TN 

7.0ffer valid for only one (1) service line at the intended local service address 

&The customer must Place their order throush a BellSouth business oftice or outbound telemarketing vendor or alternate 
I 

channels as indicated. 
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Small Business Services (SBS) Consumer 
Large Team 
Consumer 3rd Party Sales Channe 
Outbound Telemarketinq Sales 

9.BellSouth reserves the right to discontinue or modify this promotion at any time without notice. 

10.Custonier must have the eligible services on their new service order (N;i in order to receive the promotional offer. 

1l.Offer may be combined with other offers for the same service at the same time.. 

1.2 Key Dates 
Key Date and timeframe goals related to this project: 
Start Date: 12/27/2005 
f the benefe period exterlds beyond the End Date specified above, is the benefit period greater than 90 days? No 

loes every optionlvariatron of this promotion include or create a bundle consisting of a BST regulated productkervice in 
:ombination with a non-regulated producffsewice provided by BST, a BS affiliate or a non-affiliated third party? No 
loes any option/variation of this promotion waive or reduce a regulated BST ratekharge ?Yes 
s the promotion of regulated BST products/servlces provided solely via Cash-Back methodology? No 

End Date: 12/31/2006 

1.3 BST Regulation 

1.4 Paritv Assurance 

rhis promotion must be available for resale and the wholesale discount must apply to BST regulated 
woductslservices. Because this promotion is available for resale with a wholesale discount, a CLEC Notice must be posted 
bn a website 45 days prior to the start of the promotion. 

s there a parity issue that requires review by Parity Assurance PMO? No 
ryes, forward copy of P3 to Parify Assurance PMO mailto.Dan. Fancher@bellsouth.comfor review and comments. 

Yill this offer be available to customers served by both the Interconnection and Carrier Services organization and retail 
tusiness organizations (Small Business Services and/or BellSouth Business)? No 
'yes, forward copy of P3 to Krlsty.Seagle@bellsouth.com in ICs for review and comments. 

Iwners of Product(s)/Service(s) that are Bncluded in this offer/promotion: 

I 

1.5 Product Owners 

3ST Regulated 

1.6 Promotion Funding 

idicate the entity/affiliate(s) that is/are funding this offer . Check all that apply: 

3ST Regulated 

1.7 ObjectiveslExpected Results 
hrrent year objectives for this promotion: 
t New Unitslsolbs added through this promotion NIA 

doteslCommentslAssumptions: 
-his waiver IS usually coupled with bundle offerings. - 

SECTION 2: PLANNING & ANALYSIS 
Section 2 Comment! 

mpact of offer on Sales Channel: (Complete this information in collaboration with Sales Operations contact) 
loes the sales channel have the capacity to execute the offer during the desired launch window? Yes 
Vill additional capacity be required to execute the offer? No If yes, what will the impact be? 
Vill Sales chant-&! training be required: No If yes, how will training be delivered 

Vill the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 

PROPRIETA Item 1-22: 000056 
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Will 3 sales incentive be used in conjunction with this offer? No 
What are the the known operational risks associated with this offer? None 
What are your rnitigation plans that address these risks?None 

Consumer only. All offers/promdions must be reviewed by the Operations Change Review Board (OCRB). The template to 
request OCRB review is found at : http://consumer.bst bls com/changerequest:asp 

2.2 Geographic Availability 

Markets: 
II States Entire Region F- 

hSAs, cities, ete. include a iisi of wire centers if aoolicable: 
I I 

- 
2.3 Bilbncl 

Provide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer'? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRIS 
Will CBR be used in billing of the promotion/offer for rewards? No If (io: 

Are there non-CBR rewards or discounts? No 
Will there be new FlDS andlor USOCS or changes to existing FlDS andlor USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are T ~ n n  Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

Are them any billing issues associated with this program? 
P 

2.4 Legal 

Vame of the attorney: Kirven Gilbert 

Date of CORT review and concurrence: 
Attach a copy of any contract or letter of election affected by or associated with this program. - 

2.5 PSAP reauirements 

All offers/promotions involving BST product must obtain a final PSAP ruling prior to launch. Click on the following ling link to 
access the PSAP ruling request form: http://epsap.bls.com/, Upon completion of the PSAP request form, enter the PSAP 
request # at the top of Section 1 of this P3 Form. 

Guidelines for updating PSAP rutings for Offer Extensions: 
The PSAP Fk11- i~ Polisy on offer extensiors is: Once an original ruling has been issued, a simple extension of time (with NO 
3THER CHANGES) does not require a new PSAP Ruling. ANY change to the original offer requires that a new PSAP ruling 
reauest be filed. 

2.6 Measuring Effectiveness 

How wil! rorults he measured and tracked? Be specific. 
rNhich systems will be used? How will they be reported? CIT 

Who is  responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
4naela Jmes 

~~ 

How20 you pian to track leads, sales and usage: CIT 
4bility to track and report resulbs is required for all lead generation campaigns. 

Who is responsible for analysis of tracking data to determine the effectiveness of a promotion? 
-aY 3 mm 

When will the results be available7initial: 1Q06 Final: 1Q07 

SECTION 3: Launch - 
Section 3 Co-mments 

-mas 

Date of PSAP final ruling: 
Date CLEC notice posed: 
Date Operational Readiness ,-esting complete: 

- PROPRIETARY - -  ' - - - ' Item 1'-22:000057 
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Date of PDF approval: 17/04/2004 
Regulatory filing complete: 
Date Offer Launched into channel(s): 12/26/r& 
Launch Date Marcom: 
Launch Kit posted on website: 
Date of Executive Review Board approval: 

PROPRIETARY - ” ,  --- ( -  
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Offer Management Information: I 
COU: Consumer PSAP #: Tracking #: 2004C00643 
Requesting Mgr./Dir.: AnnMarie Romano Phone: 404-986-1096 I-Pager: aromano 
Offer Development Mgr.: Monique Vidoli Phone: 404-986-1081 I-Pager: mvidolil 
Segment Manager: Phone: I-Pager: 
Approving Director: AnnMarie Romano Phone: 404-986-1 096 IPaaer: aromano 

Mfer/Promotion name: 1 QOS-Cons-Secondary Service Charge Waiver Extension? Yes 
If yes, please provide original P3 tracking ID: 2004C00465 
Offer Status: Launched 
What is the final offer name, as it will appear in internal and external communications: Secondary Service 
Charge Waiver 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must 
be a name that meets BellSouth Intellectual Property approval. Click here for guidance on name approvals. 

SECTION I : CONCEPT OVERVIEW 
Section 1 Commentr 

1.1 Description of Offer: 

Describe Business Situation addressed by this offer: 
Promotional offer that allows customers to change their feature choices with no additional charges for doing so. 
Describe Offer Concept in detail: 
Proposed Promotion 
BellSouth plans to offer a residential Secondary Service Charge waiver promotion beginning: 
In Georgia: December 5, 2004 through December 31,2005. 
in ALIFLILNMSINCISC: January 1, 2005 - December 31, 2005 
3romotion Specifics: 
The Secondary Service Charge will be waived when residential customers add or change one or more of the 
Following services/feat,ures to their existing service using RightTouchQ, the BellSouth web site, the BellSouth 
asidential business office or a BellSouth authorized telemarketing agent: 
Rotary Line Service 
TouchStar@ Service 
Custom Calling Services 
Prestige@ Communications Package 
Customized Code Restrictions 
Designer Listings 
Message Waiting Indication 
RingMastercB Service 
MemotyCall@ Service/BellSouth@ Voice Mail Service 
Privacy Director03 Service 
Voice Mail Companion Services Package 
PreferredPackC3 PIan 

1.2 Key Dates 

Key Date and timeframe goals related to this project: 
Start Date: 12/05/2004 End Date: 12/31/2005 
CLEC Notice Filed (regulated productsmust be posted on web a minimum of 45 days prior to the start 01 
the promotion) 

1.3 Request for: 

Extension of existing program 

Product(s)/Service(s) are (check all that 
apply): 
Regulated products/setvices 

Product Family: 

Voice 

~~~ ~ 

I .4 Identify all products and product owners involved in this offer. Check all product owners that apply and 
list products included in offer. (Please note that BBS is an agent and has no products or customers of its own.) 
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Current customers 
New customers 

Page 2 of 7 

Consumer Segments. 

Product Owner Products Included in Offer (Include product code if avialable) 
BST Products Included Secondary Service 

Charges 

Project arid revenue objectives (check all that 
apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
% 

Products Included: 

Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

Which entitylaffilate is funding this offer? 
BST Funding Offer 

The funding source is ( Check all that apply): 

7 to 9 
Propensity to Buy: 
Complete Choice 

Customer Markets Key Imperatives 
Lead with Service 

Explanation: 

in new revenue 
New Sales Leads 

Other: 

PROPRIETARY * n l - n O  ... I- n '  Item 1Z2r000060 ,,,-,, . n , I r , m  
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Small Business Services (SBS) 

Outbound Telemarketing Sales 

Will additional capacity be required to execute the offer? No If yes, what will the impact be? 
Will Sales channel training be required: No 
Will the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 
Will a sales incentive be used in conjunction with this offer? No 
What are the the known operational risks associated with this offer? N/A 
What are your mitioation Dlans that address these risks? 

or rewards? No If so: 

Are there non-CBR rewards or discounts? No 
Will there be new FlDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

Are there m y  billing issues associated with this program? 

Name of the attorney: Kirven Gilbert 
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2.5 Parity Assurance - 
ndicate if available for resale: Yes 
f yes, is there a parity issue that requires review by Parity Assurance PMO? No 
f yes, forward copy of P3 to Panfy Assurance PA40 panfy. assorance@bellsouth. corn for review and comments. 

2.6 Eligibility Restrictions 

With additional discount? No 

CSAslSAs, SRFs, etc.): 
Does this offer exclude any type of product or customer? No 
If so, which ones specifically? 
Can a customer qualify for this offer more than once? Yes 
Is there a maximum reward or discount that this customer can receive? No 
What time frame do the orders need to be placed in? Orders must be placed on or before December 31, 
2005 
Is there a minimum or maximum purchase required to receive this promotion? No 
If yes, minimum: maximum: 
Is there a minimurn amount of time the customer must stay with BellSouth? No 
Is there any termination liability? No 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? Yes 
If so, which ones? Can be combined with any offer. No current limiation. 
If this promotiori cannot be combined with other offers. list which ones: N/A 

~ _ ~ _ ~ ~  ~- 

2.7 Measuring EfFectiveness 

low wiil results be measured and tracked? Be specific. 
iystem codes 

Vhich systems will be used? How will they be reported? MKIS 

Vho is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
Jo formal tracking. 

low do you plan to track leads, sales and usage: Not tracking formally 

Vho is responsible far analysis of tracking data to determine the effectiveness of a promotion? 
inance 

.bility to track and report results is required for all lead generation campaigns. 

Vhen wil l the results be available? Initial: Final: 

2.8 Operational Readiness Testing (ORT ) 
Engagement of ORT manager is required at beginning of Planning and Analysis 

Who is the primary contact to handle the coordination of activities supporting this offedpromo? (Name of 
person in Sales Operations, Channel Supporf and/or Customer Care) Mark Fogus 

Get Amrovais Before ProceedCna 

SECTION 3: DEVELOPMENT/IMPLEMENTATlON 

3.1 Communication Marketina Brief - Marcom 

3.1.1 Internal Audience 

Who is the internal target audience (Le. to whom are we talking) 

sales Support 

PROPRIETARY'-'--- * ' -  
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Sales Speciaiists 

Marketing Titles (list them): 

Based on the business issues you are facing, describe your internal communications goals: 
w 

at are the internal audience’s perceptions (positive or negative) regarding the products and the 
market in general and why: 

- What is the business problem: 
What is the  bgsiness solution: 

Describe issues facing your product or service: 

, What do we want the internal audience to understand and do: Want audience to know 

Describe the business issues you are facing with your product or service: I % 

List Partners: 

Positioning Statement: 
vasIEm3Lsv aviw mm$nQmm 

are :he ctihtorner’s perceptions (positive or negative) regarding the products and the market in 
general and why: 

Perceptions: 
What is the prima,y business problern: 

What is the primsry business solution: 

[Prirnarv rnessawx What do we want the audience to understand and do: 

IKey Custorner Benefit: 

PROPRIETARY----- * -- 1 _  . _  - ’ Item I’z22: 000063 
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oadblocks might the 

I 
Must customer purchase other 

For consistency, provide MarCom with the content vou Drovided to the PR arouD: 

I 3:1.3 Partner lnfovmationdxternal I 

I Other: I 
3.1.5 Delivery and Distribution Information -- 

that app1ie:s: 
I: source of mailing list and approximate quantity to be mailed: 

"The mail list rriiist be orovided according to timeline. 
Bill ln:je&S: sF;ecific instruciions required: 
Internet or intranet postings: what URLs (addresses) and other specific instructions: 
Estirnatad # of mailinglemail lists: 
Source of lists: 

* If preliminary MKIS pcll, how many can we market io? 

t 3.1.6 Advsrfising/l.egaQ Information I 

PROPRIE t-22: 000064 
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IList any legal notes that must be included (@.a. tariff information. material terms and conditionsl: 

I Lesal lan~~a~e/restrictions Drovided bv Lead to be added to external deliverables: 

Page 7 of 7 

! 
1 What are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay I Service): 

PROPRIETARY*--- * I -  ” ’ Item 1~22: 000065 ^ I ^ ^  . * , ^ ^ -  
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Iffer Mananement Information: 
darket Segment: Consumer PSAP #: NIA Tracking #: 2005C00994 
'3 prepared by: Felton Turner Phone: 404-986-1 076 Wager: feltonturner 
XferlPromotion Owner: Felton Turner Phone: 404-986-1076 Wager: feltonturner 
ipproving Director: Jodi Keeter Phone: 404 986 1153 Wager: jkeeter 
'ariff SME: Vickie Miine Phone: (404) 829-7468 I-Pager: vmilne 
:inance Manaaer : Phone: I-Paaer: 
HFerlPromotion name: 1 QO6-Cons-Secondary Service Charge Waiver 
Lxtension? Yes 
yes, please provide original P3 tracking ID: 2004C0046.5 

Vhat is the offer name that will appear in externallregulatory communications: 
iecondary Service Charge Waiver 
lote: This field must bo completed on the final P3 submitted to Strategic Piicing Promotions Manager. It must be a name 
7at meets EcllSodh I::tzl!ectual Property approval. Click here for guidance on name approvals. 
7 

SECTION 1: CONCEPT OVERVIEW 
1.1 Description of Offer 

111111 

Section 1 Comments 
~ ~~~ ~ ~ ~ ~ ~ _ _ _ _  ~- 

.I .1 Desc-ibe EbJsiness Situation addressed by this offer. (Include a description of the external target audience, i.e. is the 
romotion intended for new customers, former customers, current customers, non-BellSouth customers, etc?) 
Yomotional offer that allows customers to change their feature choices with no additional charges for doing 50. 

Yoposed Promotion EcellSouth plans to offer a residential Secondary Service Charge waiver promotion beginning: 

I AL/FI..IG.A!!..AIMSI1\1(7ISC: January 1, 2006 - December 31, 2006 

.1.2 Overvievr (Provide a high-level summary of the offer.) 
he Secondary Service Charge will be waived for residential subscribers who add or change certain SerViCedfeatUreS. 

.1.3 Promoticn Specifics (Describe the offer concept in detail. include all products that will be involved in this 
ff~rlpromotioniaundle) 
'roposed Promotion 
!ellSouth plaris tc offer a residential Secondary Service Charge waiver promotion beginning: 

1 ALIFULAIMSINCISCIGA: January 1,2006 - December 31,2006 

'romotion Specifics: 
'he Secondary Service Charge will be waived when residential customers add or change one or more of the following 
erviceslfeatiires !o their existing service usirig RightTouchB, the BellSouth web site, the BellSouth residential business 
ffice or a BellSouth authorized telemarketing agent: 
Rotary Line Service 
TouchSta6) Service 
Custom Calling Services 
Prestige@ Ccmmi:nic,ations Package 
Customized Code Restrictions 
Designer Listings 
Message Waiting Indication 
RingMastsrB Service 
MemoryCalfB ServicelBellSouthQ Voice Mail Service 
Privacy Director0 Service 
Voice Mail Compani'm Services Package 

. I  .4 Restricti!)r!s/Eligibility Requirements 

1.2 Key Dates 
-t8wswmmixmu 

Cay Datil znd trmefrane goals related to this project: 
;tail Date: G I  !01'2006 
.the benefit period extends beyond the End Date specified above, is the benefit period greater than 90 days? NO 

End Date: 12/31/2006 

~ ~ 

1.3 BST Regulation 

)oes every ootion/variation of this promotion include or create a bundle consisting of a BST regulated product/sen/ice in 

PROP RI ET n , * n  .n/-n,-. 
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combination with a non-regulated producffservice provided by BST, a BS affiliate or a non-affiliated third party? No 
Does any option/variation of this promotion waive or reduce a regulated BST ratelcharge ?NO 

Is there a parity issue that requires review by Parity Assurance PMO? No 
If yes, forward copy of P3 to Parify Assurance PMO malo.Dan.Fancher@bellsouth.comfor review and comments. 

e to customers served by both the Interconnection and Carrier Services organization and retail 
Small Business Services and/or BellSouth Business)? No 

rd copy of P3 to Kristy.Seagle@bellsouth.com in ICs for review and comments. 

1.5 Product Owners 
t(s)/Service(s) that are included in this offer/promotion: 

BST Reaurated 

I 1.6 Promotion Fundina 
~ ~~ 

Indicate the er?tWaffiiiate(s) that isiare funding this offer. Check all that apply: I--- 
I BST Reaulated 

1.7 ObjectiveslExpected Results 
r-kaJm-L-iL;~l"acz=I( ms7m'-z 1 

year objectives for this promotion: 
# New C,ii:s~;subs ,3<iCted ttnroqh this promottori KIA 

Notes/C:on tmentslAssumotions. 
~ ~~~ 

SECTION 2: PLANNING 8 ANALYSIS 

Section 2 Comment; 

onsumer 3rd Party Sales Channe 
utbound Telemarketina Sales 

I I Channel 
- 

m- 
n Sales Channel: (Complete thrs information in coNaboration with Sales Operations COntaCt) 
m-4 hpvp +he capacity to execute the offer during the desired launch window? Yes 

?tpacity be required to execute the offer? No If yes, what will the impact be? 
a& br'raiiiiti iiaiiiiiiy ut? tequired No I' yes, how will training be delivered 

ai Y commm caf r m  Rulletiq mard 

111 3% cE.x r.?+i, a chang2s to automated sales systems and tools? No If yes, what will the impact be? 
ili a salas iqcenlive be used in conjunction with this offer? No 
hat i3ie the me known operational risks associaked with this offer? FJIA 
hat are your mitigation plans that address Wese risks?N/A 

onsumei only: All offers/promotions must be reviewed by the Operations Change Review Board (OCRB). The template to 

2.2 Geographic Availability 

ieu IS found at : http /!consumer bst bls comtchangerequest asp 
L-UIlIII-w 
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Vorth Caroiina 
South Carolina 
---,_..-1* 

ASPS, cirics. elc. Include a list of wire centers if applicable: 
I -. -I- 

2.3 Billina 

'rovide the Mowing information in collaboration with Billing Customer Account Manager 
What :s the ran-;,? of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRlS 
Wiii CBR be : xed  in billing of the promotiordoffer for rewards? No If so: 

- Are there non-CBR rewards or discounts? No 
Wiil there be new FlDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will thw-3 be changes to Bill Presentation (paper bill and electronic bill)? No 
Fir$ Affiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
IS this a biindled offer? No 

* 
* 

ire -:hzro ;;~'.y KXag issues associated with this pwgrari?? 
' not, proviae status: N/A 

2.4 Legal 

)ace or' COR Y review arid concurrence: 
ittach a copy of any contract or letter of election affected by or associated with this program. 
UIE-nanrrSIm I 

2.5 PSAP reauirements 

,!I offersipr.on;..l1.ior!s involving EST product mast obtain a final PSAP ruling prior to launch. Click on the following ling link to 
ccess the FSAP ruling request form. http://epsap.bls.com/. Upon completion of the PSAP request form, enter the PSAP 
?clues? k: at .:he top of Section 1 of this P3 Fcrm. 

iuidelines for updating PSAP rulings for Offer Extensiows: 
he PSP? %! ng F':! : :y cn 3ffc~ extensions is: Ence En xiGina1 !cling has been issued, a simple extension of time (with NO 
)TI-IER Crir'iiUGES) does not require a new PSAP Ruling. ANY change to the original offer requires that a new PSAP ruling 

2.6 Measuring Effectiveness 

!c.x will rx:!k; 50 m s m m ~  and trsckez!? Be specific. System codes 

Vhich ~;*sirrm.; ~:i!! be xn(i? How will :hey be reported? MKlS 

Vho is ~ r ~ r j p o i ~ i i l k k  for tracking? Identify specific roles of each party involved and the hand-off points: 
lo formai frscktng. 

low 0'0 you piart to track leads, saies and usage: Not ::racking formally 
,biiilv to m:x and reuort ieixilts is rrtairired for hii ibad aerieration camDaians. 

m x , % Y w I ~ s ~ -  

-- msswax-rn- 

Jho is re;t:tnsiSie f3r  analysis of tracking data to determine the effectiveness of a promotion? 
tnatve 

then Wil the results OB avaihable?lnitiai: CO/OO/00'30 Final: OO/OOlOOOO 
m-" - F n ' . t - € m v = F . - . ~ - ~  

SECTION 3: Launch 
--m-- 

Section 3 Comments 

n. # .-. > ... PROPRIETARY'"'^^" ". n e - *  . n r r n ? .  t m  
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Records Management 

4dd Box 

Jendor Box Number: 

3ox Description 

Responsibility Code (RC): 1-1 I Department Code: [BST SVC Provisioning 1 I SME Nan 

Y e  Description(s) 

File Begin Date 
IMMIDDNYYY): File Title (30 characters max): 

m m o n y  
File Title Continued or File Rang File End Date 

-_.__Î __ 

http://adtrack.bls.com/rmt/Add Box.aspx 

C 

8/9/2007 



Records Management Tool 

Records Management 
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$ 4  

\dd Box 

lendor Box Number: 

3ox Description 

Responsibility Code (RC): [H09r/ I Department Code: SVC Provisioning 1 I SME Name: 1-1 I 

Ye Description(s) 

X): max): File Begin Date File End Date 

http : //adtrack. bls . codrmt/Add Box. aspx 8/9/2007 


