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August 3, 1908

Inre  Special Project 9800U0A-SP Fair and Reasonable Rates

Dear Ms Bayo

Enclosed 1s a copy of the completed Division of Communications (CML') Request
of June 19, 1998, which we herewith hand deliver and submit for TDS Telecom/Quincy
Telephone  Copies are also being hand delivered to the Commission's Division of
Audinng and Financial Analysis, the Commission’s Division of Communications, and the
Public Counsel, Jack Shreve A copy is being mailed this date 1o Michael Gross at the

Ofhice o the Attorney General

Pursuant to Section 364 183(1), Flonda Statutes, the company clams that the
CMU data request comains proprietary confidential business information which the
Commission should keep confidential. Such information is highlighted. and with respect
1o the furmshing of such information 1o the Public Counsel and the Attorney General. the
company 15 contemporancously filing a Motion for Protective Order with the Commussion
Fhe Public Counsel and the Attorney General requested a copy of this data request in a
Request tor Production of Documents in Docket 980733-T1.
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TDS TELECOM/Quincy Telephone
J80000A-5F: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates

Division of Communications Data Request

IDS TELECOM/Quincy Telephone

Response - Questions 1 (a), (c), (e), (g), (i)




TDS TELECOM/Quincy Telephone

JH000A-5P: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates

Division of Communications Data Request

Commission Staff Data Requests: Section 2 of Chapter 98-277

For purposed of requests Nos. 1 through 4, “contribution analysis” should be understood
as a comparison of the rates charged for a given service with their associated costs, and
the difference between the total revenues generated by a service and the service's total
cost, we ask you to provide both measures. We request that you indicate the service's
dollar contribution (rate minus unit cost, and total revenues minus total costs), and the
service's percentage contribution ([rate-cost)/cost, and [total revenue - total costs)total
cost ) The cost standard should be total service long-run incremental cost (TSLRIC) per
Section 364.3381(2), or a reasonably comparable measure

Response:

TDS TELECOM/Quincy Telephone does not have TSLRIC studies in response to
questions 1-4. In an effort to provide relevant information, we have provided the
following information for each of the services listed in question 1 (a) through (j), the tanf
rate, number of units, and total revenues.




TDS TELECOM/Quincy Telephone

YEOUOUA-SP: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates

Division of Commurications Data Request

1. (a) Please provide a contribution analysis for “voice-grade, i1t i 2t residential local
exchange service,” as this term is used in Section 364 02(2), F S

(b) Please provide the cost study and all associated work papers and related
documentation, that results in the contribution analysis in (a)

Response:

1. (a) TDS TELECOM/Quincy does not have TSLRIC studies in response to question
I{a) In an effort to provide relev: nt information, we have provided the number of
residential access lines, tariff rate, and 1otal monthly revenues The access line count is
based on the average year end December 1997

Monthly Quantity i'rice Monthly Revenue
9,653 51270 5122593

(b) N/A




TDS TELECOM/Quincy Telephone

FE0MMA-SP: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates

Division of Communications Data Requesi

1. (c) Please provide a contribution analysis for “voice-grade, flat-rate single-line
business local exchange service,” as this term is used in Section 364 02(2), F §

(d) Please provide the cost study and all associated work papers and related
documentation, that results in the contribution analysis in (c)

Response:

I (¢) TDS TELECOM/Quincy does not have TSLRIC studies in response 1o question
l{c) In an effort to provide relevant information, we have provided the number of
residential access lines, tanff rate, and total monthly revenues  The access line count s
based on the average year end December 1997

Maon i Price Monthly Revenue

2160 $35.00 S§75.600

(d) N/A




TD5 TELECOM/Quincy Telephone

G8N0A-5P: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates

Division of Communications Data Request

1 (e}

Centrex (Dec. 1997)
State of Flonda

Gadsden County
NARS

Line Quy

2=5
maonthly
24 month
48 month
MNARS

=100
monthly
24 month
4% month
MNARS
11-25
monthly
244 month

4% month

=50
maonthls
24 month
4% month
101 +

60 month

NARS 16 +

1oy ™N/A

Monthly Oty

Fp Gm wm ey == )

S15.00

S15.00
S16 80

£25.00
£23.00
$21.00
£20 90

524,40
$2240
$20.40
£20.55

£23.80
$21 80
$19 80

523.20
$21.20
S1w 20

S14.00

$16.80

Monthly Revenue
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TDS TELECOM/Quincy Telephone

950000A-5P; UNDOCKETED SPECIAL PROJECT:
Fair and Reasonahle Rates

Division of Communications Data Request

nthily Oty Price

1 (g} PBX Trunk (Dec. 1997) ’ ShH0 0%

1 (h) N/A

Monthlv Resvenue




TDS TELECOM/Quincy Telephone

S80000A-5P: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonahle Rates

Division of Communications Data Reguest

I {1) Other Multi-Line,
Switched Services

Type
ISDN 2 lines/. 5 3500
ISDN B $15.00

1 () NA




TDS TELECOM/Quincy Telephone

PEMOOA-SP: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rales

Division of Communications Data Request

TDS TELECOM/Ouincy Telephone

2 (a) Please provide a contribution analysis for intrastate switched access charges

(b) Please provide the cost study and all associated work papers and related
documentation, that results in the contribution analysis in (a)

Response:

2 (a) TDS TELECOM/Quincy Telephone does not have a TSLRIC study to provide a
revenue contribution analysis. In an effort to provide relevant information, we have
provided the 1997 annual intrastate switched access toral minutes of use, the access
rate (rounded), and total revenue

MOU Raie Revenue
1997 Switched Access{interLATA) 00676
(intraLATA) 00573
(TOTAL) e D0
1997 MABC s S 00532

() MNA




TDS TELECOM/Quincy Telephone

SHINOA-SP: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates

Division of Communications Data Reguest

TDS TELECOM/Quin lephone

i (a) Please provide a contribution analysis for intralL ATA toll (including common line
WATS/800-type services

(b) Please provide the cost study and all associated work papers and related
documentation, that results in the contribution analysis in (a)

Response:

3 (a) TDS TELECOM/Quincy Telephone does not have a TSLRIC study to perform a
contnibution analysis  In an effort to relevant information, we have provide the 1997
Annual IntraL ATA Toll Revenue.

1997 Annual IntraLATA Toll Revenue -




4a June 1998 ACS Revenue

| 3-Wav Calling

6-Wayv Bus
2 Call Wailing

Bus
I Call Forwarding Busy

Res, Var
Bus. Var
Res Fixed
Bus. Fixed

4+ Call Forvarding Don't Answer
Bus
Res
Res. Fixed.

Bus Fixed
5 Call Return

Res

Bus
b Repeat Dialing

Res

Bus
7 Call Selector

Res

Bus

"

4 Freferred Call Fervwarding
Res
Bus
10 Deluse w/ call rejection
Fes
Bus

Custom Code Restrnictions
Res Opr 1
Opt 2
Opt 1
Opt 4
Bus Opt |
Opt 2
Cpt 3
”i"" 4
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TDS TELECOM/Quincy Telephone

DEU0NOA-5P: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonahle Rates

Division of Communications Data Reguest

4c % of Access Lines Equipped
Total Access Lines 13276 (from 06/98)
I 3-Way Calling
Res
Bus
2 Call Waiting
Res
Bus
3 Call Forwarding Busy
Res
Bus
4 Call Forwarding Don't Answer
Res
Bus
5 Call Return
Res
Bus
6 Repeat Dialing
Res
Bus
7 Call Selector
Res
Bus
8 Preferred Call Forwarding
Res
Bus
9 Caller 1D Deluxe
Res
Bus
10 Custom Code Restrictions
Res
Bus

* Variable

o
2
>

NA

pra
-

NA
NA
Combined
with
Above

NA
NA

777 7
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o
'
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TDS TELECOM/Quincy Telephone

JBLOD0A-SP: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates -

Division of Communications Data Request

(8) Please provide any studies, reports or analyses conducted by or fr LO0F company
that concerns the relationship between the price and quantity demanded for vanious
services offered by your company. If the company does not Fave company-specific
studies, reports or analyses, but does have studies, reports or analyses that deal with

this subject prepared within the past 10 years, please provide such studies, reports or
analyses

(b) Please provide any studies, reports or analyses conducted by or for your company
that concern the consumption patterns of your Florida consumers as it pertains 1o
telecommunications purchases. If the company does not have company-specific
studies or reports, but does have relevant materials prepared within the past five
years, please provide such studies, reports or analyses

(¢) To the extent not provided in response to (b), please provide any reports, studies,
surveys or analyses prepared within the past five years that discuss the ability of
Florida consumers to pay for various telecommunications products and services

(d) To the extent not provided in response to (b), please provide any repornts, studies,
surveys or analyses prepared within the past five years that discuss the willingness

of Florida consumers to pay for various telecommunications products and
services

(¢) To the extent not provided in response to (b), please provide any reports, studies,
surveys or analyses prepared within the past five years that discuss the relative

valuation placed upon for various telecommunications products and services by
Florida consumers

() Please provide any reports, studies or analyses in your possession prepared within
the past five years that compare or discuss the relative price levels of residential
basic local exchange service in the United States

(2) Please provide any reports, studics or analyses in your possession prepared within
the past five years that compare or otherwise discuss the price paid for typical
mixes of telecommunications products and services by residential consumers in
different areas of the United States. 1f known, please indicate the dollar amount
associated with each component of the “market basket” of telecommunications
goods and services (E.g, indicate amount typically spent on local service, toll,
ancillary services, taxes, and other fees, etc )




TDS TELECOM/Quincy Telephone
980000A-5P: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates .

Division of Communications Data Request

Response:

5 (a) through (e). TDS TELECOM/Quincy Telephone does not have any studies,
reports, or analyses in response to questions 5 (a) through ()




TDS TELECOM/Quincy Telephone
JEODOA-SP: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates .

Division of Communications Data Request

TDS TELECOM/Quincy Telephone

Response - Question 5 (f) - TDS TELECOM operates in twenty-eight states, attached are
the rates for each TDS Telecom Company. Also, attached is part of a repont title “Trends
in Telephone Sen ce” prepared by the Industry Analysis Division of the FCC




TDS TELECOM
ANALYSIS OF R1 RATES

R1

STATE COMPANY EXCHANGE RATE
AL | Bastier AR 16 30
AL ;M Al 16 %0
AL H Al 1252
AL Flatman 13 30
AL Dakman L 1630
AL Dakman ﬂw 20 40
AL Fﬁﬁm Cakman 70
AL = Al 1830
(AR [Cieveiand Ciy AL 625
AR Decalr Al 1500
AL [Arzona Tel. Y] [F=)
AT Soutinwesstem 1100
¥ Souttwesstern Salome 11.00
¢c: Happy Valey M s vilie 2200
Wy Dfinda 14 A5
CA |%Uﬁ Plating 18 85
CA Happy Visley Trnity Center 16 85
CA Homdos Al 1125 |
CA Mrterhaan AR 1750
€0 "'{'ﬁunc:; AR T4 00|
< Strasburg Al 18 .40
FL Al 1270
| Blue Al 1000
Camden [Y] L1
L _’gcm 70 |
A Netnon-fall Giound Marbis Hil 1790
‘m—i'm&;m [Fieimon 17,90
GA 1Guncy Al 1220
10 ] 178
[ Troy Al 1287
IN Camaden [Y] 1100
[ [=] Clayton P
N [+ |Fm 1500 |
iN [ New Rosa 1700
iH (] [ ¥ cacruzaie 17 00 |
N (=] Whitestown 213
iN C-EI Wakifle (¥
] CC5l Elnors 1870
iN CCSI I?'u-m- 1265
I CCSI W achinville 12 05
M Home Al 1945
N Fome - PAsbo Al ek )
IN Tigton Al 530
5 Lesie Chy |Bisduce 1005
Y Lashe Gy [Bucknom 10 05
[ Laabe Ty [Carce 1008
K Lenkst Cly | Cowarf 1075 |
Ky L s Heyoen 1005
K7 Losle Shrnet! 10 0%
W Latina Cly — [Wooion 10 05
(3] Lewinpon AR 015
K Seabern AR [X1]
ME Hampoen Etna 10 B8
ME Hamaeden Hamgaien 1088 |
ME Hatiand Harmony 29
ME Hartiand | Hartiand (1]
ME Hartiand v enl Fipaey 10 80
ME Somearet Afhens 1)o7
ME Somersel Bagaion [N
ME Sorrersed Carmabassen FE ]
[ME Coonrrorsat Coburn Gote 850 |
ME Somensl Ermnibxcen Lake 1307

Telephone Data Syslems, Inc Confaential

Page 1

Dite 77245




TDS TELECOM
ANALYSIS OF R1 RATES

A1

STATE COMPANY EXCHANGE RATE —
WE STt ol [
ME | oot Vercer T e
ME [ Mnu-t_tgn 850
{_HE Somensat N New Portland 85
ME Somerset Hew Vineyard 1307
ME Seormarpet Normidgewoe 14 00
ME Seamenrnat Naoith Anaon [E]
WE Somersel |Phalips 50
WE Eomersal e 50
ME Somensat Salem 50

Sorrarsa Smindwld 0 50

Sornersel Sokon 1307

Somanst Strafion 950
ME Somerset Slrong 1307
ME Somersel |Wiena 1400

The lsard Frenchboro ]
ME ilara ke B Haul 1500
ME The island [ Matwicum 10
ME [The Ialand Swana Island 1065
ME Warren All 1363
ME Vst Penobacol ICannra B 50
[ el Pencbacol [Ereler [l

[enl Panctacot Timtaon 1305
(] [H=] Rugusta 1360

[CCM Clapion 1115
] CCM |Hickory Comers 13
[nai Chalham {Au Trasn 1155
(M Chatham Chatham 1155
(M Chaham Sand River 1155
A Chatharm Shanda i1 58
] Tronary 1155
(] inkand i 1055 |
i SnaeEsses el Oak 1105 ]
W Sruswesses Permy 1105
Wi nawiises SRafaburg 1104 |
M W obverine F oadoria 1158
(] Wotearna Mdingion 11 54
Mi Wiohvering [Munger 11 5%
Mi Wioharing Sanlord 1155
Wit Arvg Asn River 1124
M Arig Bacius 1270
{MH Ardg mpﬂl 1270
MH Arag Hachensack 1270
N Ardg ideal Cormers 1270
MY Arvg el Lakes 1270
W Anig Pre Rver 1270
ekl Arag Woman Lake 1270
LIt Bridgewater Enfeid 1028
L] E Mantwein 1028
[nani (7] 1360
M T Brooton 10 3
MN Mad-Stale irving 1030
FnI_H hlad- State Farhiren ]
MM id-Slate MAurdock 125
fitd [iid State Firw London 1200
MM Wi Siate B 40
] Mot Slate Sedan 10 30
MM - Slate fiperar 1200
[nari [ Siate Bunberg 1030
[N Wi Siate Termace 1030
tw Wi rted [X] 568
MO Hew Lendon Al 1230

Telephone Cata Systerrs, Inc. Conficental Page 2

Date 772490




TDS TELECOM
ANALYSIS OF R1 RATES

R1
STATE COMPANY EXCHANGE RATE
(5] Farm [T] 12
F—? Siodtland [ BT5
[ Cay Al 17 05
,“S_w [T 1875
ME Measinane Al 1505
[T+ [Barnardsvie [X] BN
WC Sabuda Mountan [T} 115§
HC Service AR 952
HNH A B 18
NH Faarsape i ] 824
NH )
NH a Hew London [NE]
NH | Keararge Sakabury 748
1018
11 82
1085
1182
162 |
904
15 47
[
B 47 |
10 20
o2 w0
1975
18 85
19 39
127
1775
.75
10
750
[ F=]
13 B0
1380
13A0
1360 |
1150
[=I3 [ ] Gracemont 1380
O OCSI ruola 1180
oK [OCSI Jones 1380
=13 [ ] Felpein 1380
[=T3] ] Mowrads 1380
[T OC51 Lirucy Caty 1380
(=T DCSI Viarden 134D
0K Wirandofte Al 1380
OR Amotin Al 1075
OR Hams AN 1360
FA Deposd Sherman 1188
PA | Linck Kl 1564
PA &M {Mandats 15 64
PA WA M Trevarton (%]
PA [ Al 18 %0
[ M&ﬁ.ﬁ Al 1435
SC Maoremy ] 1435
5C 51 Giephens ] 1278
SC Willaton Al 1634
TH Concord Al 1185
TH Humphweys Al 525
TN Telico e Bl I
TN Talaco Croek 1165 |
TH Taflico 12 b5
Teleprione Data Sysiems_Inc Confidental Fage 3

Date T24%8




TDS TELECOM

ANALYSIS OF R1 RATES
1

STATE COMPANY EXCHAMNGE RATE

N T oo Niota 108
TH Telico [Acevie 15
™ T einco Teinco Plass 1165
TN Teico Voree 11 65
TN Tennesses Tol 11 80
TH Terrenads Tol |Chhon 11 60
TH Tennessae ol |Colrmand 11 60

N Tennessss Tel Comeruvike 11 60
TH Tennessss Tel Darden 11 80
TN Tornessea Tal Decaturvice 1160
TH Tenrnesses Tal Haly 1185
TH Tennesses Tol Ls Vergne 1570
™ Tennesase Tel Lircien 11 60
TN Tenresses Tl Lobehille 180
TH Tenreases Tel | 1570
TN Tennesses Tal [Farsons [
TN Terresses 1o Sarcs 11 60
TH Tennesses Tel Scotts Hil 11 60
TN Tenressen Tel W ayresbon 11 60
WA A meba A 13 &0
WA ]ﬂle._ﬂl 1] 9:
VA | Viegina Tel [l
VT | Cuiow [ 36 00
i Horthfed (A3 4500
WT Perkingviie Al N 00
Wik A st Angtone 11.50
WA Asatin [ 17 20 |
WA Liewes Firver AR 28 00
VWA 1z Darvel 7] 770 |
) Badger Chil HT
Wi Hadger G 1795
Wl |Baager Cireermyc 1795
Wi | Bacger [T 1715
Wi BEAW | ohners Lake T
Wi BEAW catiar (¥
Wi Black Earth Al 1538 |
Wl Bondusl Al 17 40
Wl Central Stade Auburncae 5
Wi Central Siate [Cranmaor 1330
Wil Certral State | Junciion City 1850
Wi Central State [Lindsay 2050
i Central State [hAl Croex 16 20
Wi Contral Glate becodah 17 50
Wil Centrai Siste Fety e 1755
Wl Central State Vesper 280
Wi E astComnd Cleveland 1545
Wi EasiCoasl Colls 18 &5
Lol E astConst Howard's Growve 18 45
Wi E astCoast St Naranz 18 45
Wl EastCobst Walders 18 45
I Corantiand Bagiey 1250
Wyl Crrantiand Fioomingion 1255
Wl antiand ¢ grramone 14 30
Wi Grantland [ Hope 1875
Wi it Vi oodman 1180
Wi Aty Dorchesler 12 78
W by Meticrd 1185
Wi Mitway Sl sorri 1155
Wi M Vermon M Vermon 1200 |
Wi [im Vermon Fiew Glarus 1675
Wi M Vermon VIM_I._ 1230
Wit Froarnace Jetvison Cree 1365

Teleptone Data Systems. inc. Confidental

Page 4

Date 772458



TDS TELECOM
ANALYSIS OF R1 RATES

R1

STATE COMPANY EXCHANGE RATE

7 e 1170
Wl 545 et 153
Wl %3 Sherweond 1653
Wl S45 Siackbrdos 150
Wi S85 Tinch My 1535
Wi Scandinaaa iola 14 3%
Wyl Scandanavia Scanchruva 14 8%
Wi Tenney [ L1
Wl Wieico Al 1475
|V W LAk e Al 9 ES

Telephane Data Systerma, inc Confidentaal

Page 5

Date 772494




TRENDS IN TELEPHONE SERVICE

Industry Analysis Division
Common Carrier Bureau
Federal Communications Commission
July 1998

Thas report 1 avalable for reference in the Common Carmer Bureou's Public Reference Room, 2000 M Street,
NW, Room 375 Copues may be purchased by calling Intemational Tramsernipion Services, Ine (ITS) at (207
B5T-38000 The repon can be downloaded [file name TREND29R 71P] from the FCC-State Link interiict e
at httpediwoww fee goviceb/stats on the World Wide Web. The report can also be downloaded from the FHCC-
State Link computer bulletin board system at (202) 418.0241,




AVERAGE RESIDENTIAL RATES FOR LOCAL SERVICE IN URBAN AREAS

Fepreseriatve Monthly Charge *
Subsenbar Lve Chatges

Touchdone Senace
Taves and 11 Charges
Tatal Monthly Charge

Bazc Connecton Charge

Touch-tone Servce

Taves

Total Connection Charge
Adctonal Charge if Drop Line and
Connecton Biock MNeeded

Lowes!-coal inues Winng
Mantenance Pian

19686
058
204
157
151
170

45 83
134

1987
$1244
266
152
156
1818

14404
1N

220
4515

$0 85

TABLE 13.1

{as of October 15)

1088 1989 880 1991
$1232 523 $12% 3m
267 353 355 358
154 i 52 15 106
158 1T 1m0 212
WIS 1824 1077
264 54306 I06 44200
155 178 177 127
21 244 232 230
4445 Q4B aaml a5y
604 eor € a3 .1 ]
$08 NOT 0T 20

19482
130
It
o087
215
w72

$41 50
132
129

4272

650

125

150
$1318
355
b
25
19.85%

$41 38
13
2%

4402
Fa- ]

nyn

1954
#1319
355
L
an

1mmn

§41 28
085
23

44.45

674

irag

1995
$13E2
354
044
241
0m

$43 81
on

&4

4158
o0

$1 52

1996

$13 71
1%
03
240
1955

HIN
023
M

4170

574

$1 7

w7
1382
383
012
T
1052

341 0E

<
41 68

£ 85

1 €2




TABLE 13.2

AVERAGE LOCAL RATES FOR BUSINESSES WITH A SINGLE LINE IN URBAN AREAS

Extra tor Touch-tone

Total Monthly Charge

Tetal Monthly Charge for Flat-rate Service

MeasiredMessage

200 Frve-ruinute Busness-diy Same-zone Calls

1983 1990 1991

243 235 184

.35 .3 a2z

447 aMm uan

$1618 51617 %1676
1611 1619 1670

Total Monthly Charge for Measured/Message Service 4272 4183 414

4 06 415 432
7681 1740 TR0

HRate m based on flat.rate serice where svadable, and on messuredimessage

1892 1993
17 167
4229 4287
4480 asm
1655 SIEED
1723 1757
43182 44zs
413 425
107 TeR3

AVERAGE MONTHLY LOCAL RATES OF RUS BORROWERS

Tew
1554

1955
1996

TALLE 13.3
Avetage Average
Busness Hate Resdertial Hate
32088 $1105
$20 84 $10 54
$1 a4 $1117

" Arimge raes 00 ot ek e satacibel hne charges. dusthages

Percertage of

US Access Lees

S 00%
3%
IR

1994

121

41.64

4457

$1674
1728

4172

413
1491

1995

aer

41l

an

nroe
1715

41,78

417
nn

19596

oa2

qaan

$17 26
171

4184

432
12 8%

1957

042

41.65

£4.11

4158

&4
EERL




TABLE 16.2

TELEPHONE PENETRATION BY STATE
(ANNUAL AVERAGE PERCENTAGE OF HOUSEHOLDS WITH TELEPHONE SERVICE)

STATE 4 I 1984 1997 CHANGE
- R | 3
ALABAMA | B4 % 923 % 39 %
ALASKA, i 65 5 | 04 5 ao -
ARIZONA B5 & [ 616 47
ARKANEAS | 1Y) i LN 312
CALIFORNLA 25 943 18
COLORADD 832 | 959 28 -
CONMECTICUT g5 5 ; 94 2 53
DELAWARE ! 841 957 15
DISTRICT OF COLUMBIA I 8445 [ GO R 4
FLCRIDA 1.4 928 41 *
GEQRGLA Ba 2 g2 0 A
HAVWAI 8318 64 5 08
IDAHD [ 807 640 1y oW
ILLINDIS | 942 g22 20 ™
INDMANA U1 6 g38 22 ¢
IOYA 6 2 ga 7T 05
KANSAS 942 G40 04
KENTUCKY B8 1 832 50 -
LOWISIAMA 1 Ba7 i 810 14
MAINE | 634 | g61 r i SO
MARYLAND 57 857 oo
WASSACHUSETTS | 950 954 05
WICHIGAN 928 g4 1 14
MINNESOTA | 958 R 11
I cissiees 824 89 2 68 *
MISSOUR| | o015 550 g -
MONTANA [ 91.0 837 27
NEBRASEA [ 857 | 971 14
NEVADA | 604 | 641 ig ¢
NEW HAMPSHIRE [ 043 965 <2
NEW JERSEY g4 8 49 o1
NEW MEXICO | 820 Ba1 61 °
NEW YORK 618 94 2 24 *
NOETH CARDLINA BE] 831 48 *
NORTH DAKOTA S4B G5B 12
oI 92 4 46 21,
OELAHCMA 903 914 12
CREGOM 806 55 6 59 -
PENNSYLVANIA 949 T 23
RHODE ISLAND 9186 TR 08
SOUTH CARDLINA 837 g2 % Bg
SOUTH DAKOTA 832 530 a?
TEMMNESSEE [ BS 5 45 60 *
TEXAS B8 4 613 29
UTARM 825 0] 4 4 G
VERMONT | §2.3 951 28
VIRGINLA | gi- B4 5 1S
WASHINGTON gicL | 95 28 -
NEST VIRGINIA | 877 932 5g v
SASCONSIN | 652 . %61 1
WYOMING | 59 8 [ 934 s ¢
- - - - * - ——— = - — [
TOTAL UNITED STATES fNe R ] 23 -

SOURCE INDUSTRY ANALYSIS DIVISION, TELEPHONE SUBSCRIBERSHIP IN THE UNITED STATES

* INCREASE 15 STATISTICALLY SIGMNIFICANT AT THE 95% CONFIDENCE LEVEL
* DECREASE 15 STATISTICALLY SIGMIFICANT AT THE §5% CONFIDENCE LEVEL

CHANGES MAY NOT BE THE SAME AS CALCULATED DIFFERENCES, DUE TO ROUNDING
86




TDS TELECOM/Quincy T

JROOOOA-5P: UNDOCKETED SPECIAL PROJECT:
Fair and Reasonable Rates |

Division of Communications Data Request

DS TELECOM/Quincy Telephone

Response - Question 5 (g). Attached is a study titled “1997 Independent Benchmark
Study” prepared by Cathey, Hutton, & Associates, Inc = Also, included is sections of a
report titled, *Keeping Rural America Connected Costs and Rates in the C ompetitive
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OPASTCO Study Group Statistics
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Introduction

Welcome to Cathey, Hutton & Associates’ (CHA's) 1997 edition of the Independent
Benchmark Study (IBS). This is the fourth edition of the IBS and the number of
independent telecommunications companies (Independents) participating in the study
continues to grow dramatically. For the 1997 IBS, the number of subscribers has grown
over 50% from the last edition.

This edition of the study includes data from over 180 separate telephone operations. We know

of no other study like the IBS that is specifically for Independents. Neither do we know of any
study that includes data from so many local telephone operations.

The large data set for the 1997 IBS is a result of some of the larger participants reporting
their IBS data according to their separate local telephone operations. For example, a large
Independent with 250,000 access lines might have local telephone operations in dozers of
different geographical areas, Under this scenario, each distinct operation of this large
Independent might average 5,000 access lines. Each distinct telephone operation performs
differently and the 1997 IBS data reflects these differences.

We continue to make the IBS “subscriber-driven.” We have integrated several of the
suggestions IBS participants have offered. The new features in the 1997 edition include:

e Price comparisons for products and services.

e Entirely new sections on long distance, wireless voice, video services, and general

telephone operations.
« Expanded information on marketing, including marketing success stories.
« Additional and updated information covered in previous editions of the IBS.

With the telecommunications industry still in flux, the IBS is more valuable than ever. All
telecommunications providers, Independents included, will have to make adjustments to

stay competitive in the evolving telecommunications environment. The IBS is an excellent
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tool to help you identify what other Independents are doing, and how you compare with
your peer companies.

Above, we defined Independents as “independent telecommunications companies.” Using
the word “telecommunications” instead of “telephone” accurately ioflects the 1997 IBS
data. The vast majority of Independents provide much more than “plain old telephone
service” (POTS). That is, most IBS participants are close to being full service
telecommunications providers. For example, over 80% of IBS participants provide
advanced calling services (CLASS) and Internet access; well over half offer cellular service
and paging; and nearly half of respondents offer long distance, ISDN, and video services.

The body of the IBS report has a great deal of detail on these and many other areas. We
hope you enjoy the 1997 edition of the IBS, Let us know what you think!
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1. Research Methodology & Overview
The vast majority of current telecommunications research is either geared towards or

based on large companies like the Regional Bell Operating Companies (RBOC's) and /or
Interexchange Companies (IXC's). The fact is, though, that both the business operations
and the customer base of most Independents are very different than that of an RBOC. One
major difference is that of market type, where an Independent’s market tends to be more
rural than urban. Another difference is economies of scale - RBOC's have a broader and
more densely populated customer base than do Independents. Thus, the Independent
Benchmark Study (IBS) remains a unique and distinctive research document that gives

Independents an in-depth look at what is going on in the telecommunications industry as
it relates to them.

The data gathering process for the IBS begins with the data request/survey. Even though
the process of completing the data request can be an inconvenience for IBS participants, it
is the crucial step in developing a quality data set and, hence, an accurate report.

As is often the case, IBS participants frequently have questions about the data request. In
turn, we at CHA sometimes have questidns about the responses and often call participants

to clarify their data request responses. This time-consuming process is critical to develop
an accurate data set.

After the data collection process is complete, the analysis, conclusions, and report writing
process begins. This, also, is a time-consuming task, but it is made possible by your
completed data requests. The results are fascinating for us as consultants as much as they

are for you as telecommunications providers.

As we have in past editions of the IBS, in the 1997 edition we have analyzed the data in
three ways:

* Owerall - includes all IBS participants
e Market type classification - rural, semi-rural, and suburban

« Company access line size - small, medium, and large
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These different “looks” to the data allow you to compare your company with others very

similar to yourself. We have defined each of these classification criteria later in this section.

1.1 Geographic Location of Participants

IBS participants represent over 35 different states. For the purposes of this study, we have

divided the US. into four geographical regions: West, Rocky Mountain/Midwest,
Southwest/Southeast, and Northeast.

The map and table below show the regional distribution of 1BS participants. All regions are
well represented, but the Rocky Mountain/Midwest and Southwest/Southeast regions are

home to most IBS participants. This does not come as a surprise as most Independents

nationwide are in these regions.

Figure L IBS Participant Distribution

West | 10.6%]
Rn-l:lw Mo lin_t_a_lfl_:_i iﬁidwnt 3_5 1“.'_’.:
Southwest & Southeast | 40.6%
Northeas' i [128%|
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1.2 Classification by Company Size

Dividing the IBS data according to number of access iines provides valuable insights.
Larger companies have more resources to devote to marketing, which can dramatically
affect penetration rates. In contrast, in some cases it is easier for small companies to market
to their customer base (e.g., because they are more homogeneous). Providing the IBS data

according to company size allows you to compare your company’s performance to others
of similar size.

The 1997 IBS, like previous versions, has a wide variation o/ company sizes - from less
than 1,000 to over 100,000 access lines. We have slightly changed the criteria by which we
determine company size. In the last edition of the IBS we classified small companies as
those with 10,000 access lines or less; medium sized companies were classified as having
10,000 to 25,000 access lines; and large companies as those with more than 25,000 access
lires. We have re-thought these ciiteria and categorized them according to Table 1 below.

Table 1: Classification of Company Size by Access Lines

Small  Less than 5,000 Access Lines
Medium 5,000 to 20,000 Access Lines
Large  More than 20,000 Access Lines

Our experience with Independents shows that companies with less than 5,000 access lines
are similar in terms of personnel resource allocation, operations, marketing, and
management. Companies between 5,000 and 10,000 access Jines tend to show operating
similarities to companies with 10,000 to 20,000 access lines. There is obviously a very wide
range of companies larger than 20,000 access lines, but the vast majority of large
Independents fall in the 20,000 to 100,000 category. (Less than 20 In.ependents nationwide
have more than 100,000 access lines.)

Figure 2 below shows the percentage of companies, according to access line size,
represented in the 1997 IBS. The percentage of IBS participants, per company size category,
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closely parallels the same for Independents nationwide. For example, most Independents

nationwide fall within the small company category, as is the case with IBS participants.

Large
1%

3%

1.3 Classification by Market Served

We have also classified the IBS data according to market type - rural, semi-rural, and
suburban. We believe that market type segmentation of the data is equally or even more
valuabie than presenting the data according to company size. There are great differences in

performance between the three market type categories. Following are definitions of each

market type.

Rural: A rural market is defined as an area located within 60-90 miles of an “urban
center.” This market type has a low competitive threat (for local telephone service) for the
near term. The rural market population tends to be older and have a large percentage of
tamilies. Population growth rates in rural markets tends to be low (1.5% or less),

sometimes even having a slightly negative growth ra.e.

Technical acceptance is lowest in rural markets and personal computer (I’C) ownership
tends to be lower than the national average. This is significant because lower levels of
technical acceptance typically mean lower penetrations of enhanced services and Internet
access. Rural markets typically have the lowest percentage of business access lines of any

market type, usually 20% or less of the total.
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Semi-rural: We classified a semi-rural market as being within 30-60 wiles of an urban |
center with a moderate competitive threat for the near term. A good number of residents
most likely commute to the nearby urban center, but many people still work in the semi-
rural market area. Those residents who commute to the urban center could potentially be
“home office/telecommuters” - a market segment that typically has advanced
telecommunications needs. The demographics of this marlel tvpe consist of a large

percentage of families and younger adults. Population growtn rates are typically
moderate, between 1% and 3%.

Technical acceptance levels in a semi-rural market are moderate. PC ownership is typically
close to the national average in this type of market. Typically, between 20%-25% of the
access lines are business. Small businesses, oftentimes with only a few phone lines, make
up the majority of businesses in the area.

Suburban: A suburban market type is an area within 30 miles of an urban center. The
majority of workers in the area commute to the urban center for employment. This market
type is also a prime one for home office/telecommuters. Even though close in proximity to
an urban center, traffic congestion often makes telecommuting an attractive option.
Suburban markets have a higher threat of near-term competition. These markets can be

attractive to competitive telecommunications providers, especially if there is a significant
number of businesses,

A suburban market's demographics typically show a large percentage of young families
and young adults. Population growth rates are typically healthy, 2% or above. Technical
acceptance is typically very good with higher than average ownership of PC's. In this
market, the percentage of business access lines is usually higher than in the other two
markets, typically around 25%. Overall, a suburban market is the most attractive (of those

described) for a local telecomnunications provider.

Figure 3 below shows the percentage of IBS participants, according to marke, type. The

market type percentage breakdown of IBS participants closely parallels national figures for
Independents,
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Figure X IBS Participants by Market Type
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2. Executive Summary
Here we provide various highlights of the 1997 IBS. First we detail the products and

services provided by IBS participants. Then we provide tables which summarize the

various product penetration rates. Lastly, we provide highlizhts from the body of the IBS
report.

2.1 Services Provided by Participants
The tables below show the services offered by IBS participants. Overall, the data clearly

shows that Independents continue to move towards becoming full service providers of
telecommunications products and services. The days of providing POTS only are over.
While the vast majority of participants offer custom local area signaling service (CLASS),
Internet access, and wireless voice services, nearly half offer long distance, video services,
and ISDN.

Table 2: Services Provided by Participants - All Companies
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Table 3: Services Provided by Participants - by Market Type
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Table 4: Services Provided by Participants - by Company Size
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The vast majority of all IBS participants (85.7%) offer CLASS, but only 64.7% of the small
companies offer it. A significant percentage of companies offer both Caller ID, number
only (81.1%) and Caller ID, name and number (52.5%). All semi-rural market companies
cither offer or plan to offer Caller ID, name and number (CNAM),

The vast majority of IBS participants (85.5%) also offer Internet access. More rural
‘ompanies (92.3%) offer Internet access than any other group. In regard to company size, a

higher percentage of medium sized companies offer Internet access (30.3%) than do small
or large companies.

Offering long distance resale is becoming increasingly popular among Independents.
Almost half of the IBS participants (48.4%) offer loag distance service. Over three fourths
of companies either offer long distance or plan to offer it soon. As expected, fewer small
companies (18.8%) offer long distance than the overall average. Currently, small
companies tend to have a difficult time generating sufficient minutes of use (MOU) to
make long distance a viable product offering at this time.

Some of the most dramatic statistics in these servi-e offering tables have to do with
competitive local exchange carrier (CLEC) service. Over 70% of all compaiies either are
CLEC's or plin to soon offer service competitively outside of their own serving area.
Significant percentages of suburban market companies (21.4%) and large sized companies
(26.7%) are already CLEC's.
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Nearly twice as many companies offer Integrated Services Digital Network (ISDN) than
Digital Subscriber Line technology (xDSL). Even though ISDN technology has been
available for several years, over one fourth of the participants still plan to offer this service
soon. Even more companies (30.9%) plan to offer xDSL technology sometime soon. It is

significant, though, that almost half (45.5%) of the participants have no plans to offer xDSL
service.

Nearly half of the participants (47.5%) offer video entertainment services - either
traditional wireline cable TV or Direct Broadcast Satellite (DBS). The percentage of

companies offering video services increases from suburban to rural and large to small
companies.

Wireless services - cellular, personal communications service (PCS), and paging - are in a
dramatic growth mode. Independents have been very active in their efforts to offer
wireless services to their customers, For example, over 65% of the participants currently
offer cellular service. A significant percentage of IBS participants either offer PCS (16.9%)

or have plans to in the near future (27.1%). Paging is also a popular wireless service
offered by IBS participants (64.5%).

2.2 Summary of Average Penetration Rates
Below is a table summarizing the average penetration rates for all the IBS participants and

then for the various company groups (small, medium, semi-rural, etc.) We analyze the

data further in the body of the report, but there are a few broad observations worth noting
here.

When compared to the last issue of the IBS, the penetration rates for all companies have

slightly increased for nearly every product. All Custom Calling and CLASS product

penetrations have increased as well as the numbers for Wire Maintenance and additional
lines.

Call Waiting and Caller ID by far have the highest penetration rates for Custom Calling
and CLASS, respectively. CNAM has a slightly higher penetration rate than Caller ID,
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number only. The results show that customers are willing to pay a little extra to add the
name feature to Caller ID.

The overall Voice Mail penetration among IBS participants is 5.8%, compared to 6.3% in
the last edition. There was also a very slight decrease in Internet access penetration (0.1%)
when compared to the last edition. Currently, Internet access penetration is 7.0%.

Table 5: Summary of Average Penetration Rates

' Overall | Rural | Semi-Rural | Suburban | Small Medium Large
\Custom Calling 41.7% |33.8%| 48.0% 436% [36.5% 39.3% |45.0%
Cal Waiting 20.4% [240% | 322% 323% [240% 284% (31.4%
Cancei Call Waiting 03% |04% | 02% 02% |01% | 05% | 0.1% |
Call Forwarding 5.3% |[41% | 659% 6.1% |46% | 57% | 52%
|Speed Dial 22% | 18% | 28% 19% |32% [ 22% [ 19%
Three-Way Caliing 3.0% [24% | 36% 31% |37% | 29% | 28%
CLASS Features 16.7% [15.0%]  18.1% 169% [129%] 152% [18.5%
(Caller ID, Number Only | 5.0% | 4.7% | 55% 46% |43% | 54% | 47%
Caller Name & Number | 6.5% | 7.0% | 7.2% 55% [62% | 71% | 6.2%
Last Call Retumn 31% | 26% 3.3% 35% [ 18% | 20% | 4.2%
Selective Call Forwarding | 0.5% | 0.1% | 0.6% 0.7% [02% | 0.1% | 0.8%
Selective Call Rejection | 1.1% | 04% | 0.9% 18% |03% | 05% | 1.6%
' |
Voice Mall 58% | 43% | 60% B6% | 50% | G1% | 58% |
'. |
'Wire Maintenance 51.3% [564% | 453% 550% |60.8% 47.1% | 52.5%
‘Additional Lines 8.2% [138%| 6.3% B3% [131%| S6% |B88%
| | |
Internet Access 70% 83%| 52% | 58% [105% 09.7% | 55%

2.3 Study Res It Highlights
The 1997 IBS contains a vast amount of information. Following are some of the highlights
from this year’s study:

* Most [BS participants are continuing the trend towards full service provisioning,

Independents continue to diversify into Internet access, long distance, Ligh speed data,
and wireless services.

* CLEC plans are also in the works for most IBS participants. Where only 103% of
participants are currently CLEC's, 60.5% of the companies have plans to offer service
competitively.
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Enhanced services penetration rates vary greatly from company to company. Marketing
the range of enhanced services is more important than ever to maximize non-regulated

revenue, Voice Mail, Call Waiting, and Caller ID continue to provide the greatest
revenue nppﬂ-rtun.iﬁﬁ:

* The marketing of additional lines presents an excellent opportunity for Independents to

increase revenue. Over half of the residents who request an additional phone line do so
for Internet access.

* The vast majority of participants that are Internet Service Providers (ISP's) now face
local access competition. Those that have competition are showing better Internet
penetration than those who do not face competition. Marketing Internet access service
to EAS and/or local calling areas provides an excellent opportunity to gain new
Customers and maximize Internet access revenue. Still, nearly half of the participant
ISP’s are losing money.

* Simplification is the trend in long distance rates. Most participants that offer long
distance offer customers the option of a one-rate plan. IBS participants should

concentrate on gaining the best long distance usage customers (in terms of toll), not just
EI.I‘.}’ customers.

* Wireless voice services are in a dramatic growth mode. Most participants already offer
cellular service. It is unknown what effects PCS will have on rural markets (e.g. the
threat of wireless local loop or taking away cellular customers).

* Participants have healthy cable TV penetration rates. HBO is the best penetrating,
premium channel, as is the case nationwide. Higher retail prices for HBO do not seem
to negatively impact its penetration rates. Current cable TV plant is fairly low
bandwidth (most 300 MHz). New cable TV plant will increase channel capacity (most is
planned to be 550 MHz), but is still is not “state-of-the- art.”

* In five years, nearly all IBS participants expect to face competition for local dial tone

customers. Over half of participants expect to lose 10% or less of their customers in
three years time.
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« Nearly half of IBS participants do not have a marketing plan. Bill inserts and direct

mailings are the most effective marketing and customer communication media.

1997 Independent Benchmark Study
Cathey, Hutton & Associates, Inc. Page 20




3. General Telephone Operations
This is the first issue of the IBS that we have devoted a section to general telephone

operations. We foresee this type of section expanding in future editions of the IBS,

depending on whether subscribers find that it contains useful information.

3.1 Switch Type
The dominant switch manufacturer for IBS participants is Northern Telecom, used by 65%

of the companies. The remainder of the market share for switches was divided between
Siemens Stromberg-Carlson (19%), Lucent Technologies (9%), and others (7%).

Figure 4&: Switch Type Uned

Stromberg- O

19%

Lucent
Technologes

3.2 Telephony Fiber

Table 6 below shows the median number of miles of telephony fiber among 1BS
participants. For example, the median from among all IBS participants was 89.0 miles of
telephony fiber. (We used median - the middle value - here instead of average because
data from a few companies skewed the averages in the high direction. In this case, median

provides a better representation of the data.)

According to market type, the rural companies have the highest median miles of telephony

fiber. The median value decreases from rural to semi-rural to suburban.
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Table 6: Average Miles of Telephony Fiber - by Market Type

Owverall Rural Semi-Rural Suburban
89.0 18695 B30 429

When examined ac::nrding. to company size, the data shows that large cocmpanies have the
highest median number of miles of telephony fiber. The median for both small and
medium sized companies is dramatically lower.

Table 7: Average Miles of Telephony Fiber - by Company Size

Overall Small Medium Large
80.0 56.0 706 300.0

3.3 First Phone Line Prices

The local loop is at the heart of a LEC's operations. While additional services - from
enhanced services to Internet access to long distance resale - are important to all
Independents, the local loop serves as the core of an Independent’s business.

-iere we provide data concerning first phone line prices - broken down between

installation and monthly recurring charges for the different market types and company
sizes.

Table 8 below shows the first phone line prices for installation and monthly charges, for
both business and residential customers. As one would expect, the business rates are
higher than residential rates, across the board.

There is a wide range of prices for both installation and recurring monthly rates. The low

installation charges (e.g., $8.50 for business and $7.00 for residential) appear to be priced
well below actual cost.

Table 8: First Phone Line Prices - All Companies

Business Residential
Installation Monthly Rate Installation Monthly Rate
Average £37.20 $20.02 $32.85 $11.94
High sar.nm $42.49 $60.00 $23162
Low $8.50 $8.30 $7.00 $4.87
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The following table breaks down the averages only (not highs and lows) for first phone
line installation and monthly charges, according to market type. The averages are all
within a fairly small range, without a great deal of variance. The g-eatest difference among,
the averages is for the business monthly recurring rate where there 15 = difference of $4.44
between suburban and rural market companies,

Table 9: Average First Phone Line Prices - by Market Type

Business Rasldential
Installation Monthly Rate Installation Monthly Rate
Rural $36.86 $18.88 £34.24 $11.61
Semi-Rural  $35.42 $19.28 $31.69 $12.10
Suburban $£38.98 $23.32 $32.52 $12.34

Table 10 shows the averages, according to company size, for first phone line installation

and monthly charges. Again, there is not a great deal of variance. The greatest disparity
among the averages is also for the business monthly recurring rate where there is a
difference of $4.87 between large and small companies.

Table 10: Average First Phone Line Prices - by Company Size

Business Residential
Instaliation Monthly Rate Instaliation Monthly Rate
Small $36.02 $18.40 332.15 51085
Medium  $36.83 $21.13 $32.50 $12.67
Large $39.54 $21.27 $34.64 $1169

3.4 Additional Line Prices
We use the term "additional lines” instead of the more common “second lines"”

terminology because many households today have more than two lines. Calling them

“second lines" limits the number in customer’'s minds.

Consumers’ telecommunications needs vary. Some people need an Additional Line for
Internet access, Others need an additional voice line (for teenagers) where others need
additional phone lines for a home office (where there might be both voice and data needs),

The table below shows the average, high, and low prices for additional phone lines - both
installation and monthly charges - for all IBS participants. The overall average rates for
additional lines are very comparable with local loop prices. Many companies have the
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same or very similar rates for additional lines as for first phone lines. The biggest
difference between the first phone line and additional line rates is in the installation
charges.

Table 11: Additional Phone Line Prices - All Companies

Business Residential
Installation Monthly Rate Installation Monthly Rate
Average $3532 $20.00 $32.58 $11.87
High $119.00 $42.49 $120.00 $23.62
Low $8.50 $8.30 $7.00 $4.87

Table 12 below shows the averages only (not highs and lows) for additional phone line
installation and monthly charge-, according to market type. The averages are fairly close,
as they were for first phone lines. The biggest d.fferences are for installation prices where

the average prices for suburban market companies are several dollars more than rural and
semi-rural market companies.

Table 12: Additional Phone Line Prices - by Market Type

Business Residentlal
installation Monthly Rate Instaliation Monthly Rate
Rural $33.80 $18.98 $32.08 $11.61
Seml-Rural $3389 £18.19 $30.96 $11.%6
Suburban $40.67 $23.43 $368 .48 $12.25

Table 13 presents the average additional phone line installation and monthly charges,
according to company size. An interesting pattern appears in the data. Where small
companies have the highest installation rates for both business and residential, they have

the lowest recurring monthly rate.

Table 13; Additional Fhone Line Prices - by Company Size

Business Resicential
Installation Monthly Rate Installation Monthly Rate
Small $£40.58 $16.61 $36.70 $1085
Medium  $33.19 $21.26 529.92 51247
Large $33.97 32111 $33.70 $11.78

In the IBS data request, we asked participants the reasons why they find customers
requesting additional lines. Figure 5 below illustrates the primary reason why customers

request additional lines. For example, 57% of the IBS participants ranked Internet access as
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the number one reason that customers are requesting additional lines. Use of an additional
voice line was next (26%) followed by use in a home office/ telecommuting environment
last (17%).

Figure 5: Reasons Customers Request Additional Lines - All Companies
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4. Enhanced Services
This section provides valuable, in-depth penetration and pricing iniormation for the range

of enhanced services including Custom Calling, CLASS, Voice Mail and Wire Maintenance.

As the data shows, Call Waiting and Caller ID (both number only and name and number)
are by far the highest penetrating Custom Calling and CLASS features. Because of this,
they are referred to as the “anchor services” for Custom Calling and CLASS products.

In this section, we have provided some charts which show penetration rates for Custom
Calling, CLASS, Voice Mail, and Wire Maintenance, according to market type and
company size. The Custom Calling and CLASS penetration rates were generated by taking
the total number of Custom Calling and CLASS features (units) sold as a percentage of
access lines. For example if among 100 access lines, 27 had Call Waiting, six had Call

Forwarding, three had Speed Dial, and two had Three-Way Calling (i.e., 38 total units), the
tot Tustom Calling penetration would be 38%.

Figure 6 below shows that according market type, semi-rural companies have the highest
Custom Calling and CLASS penetration rates. Voice Mail penetrations increase slightly
from rural to semi-rural to suburban market type companies. For Wire Maintenznce, rural

companies have the highest average penetration rate, followed by suburban companies.

Figure 6: Average Penetration Rates - by Market Type
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Figure 7 shows that according to company size, Custom Calling and CLASS penetrations
increase from small to medium to large sized companies. Voice Mail penetrations for the
different company sizes are very close, but medium sized companies have the highest
penetration rates. For Wire Maintenance, small companies have the highest penetration
rates, followed by large and then medium sized companies.

Figure 7: Average Penetration Rates - by Company Size
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[ Custom Calling | CLASS | Voice Mail | Wire Maint.
|Small 36.5% 12.9% 5.0% 60.9%

'Medium 39.3% 152% | 61% | 471% |
[Large 45.0% 185% | 58% 52.5% |

4.1 Custom Calling - Penetration Rates & Prices
Here we provide details - for both penetrations and prices - on Custom Calling products.

First we look at some overall data on the Custom Calling features we measured - Call
Waiting, Cancel Call Waiting, Call Forwarding, Speed Dial (8 and 30 numbers), and Three-

Way Calling. Then we examine each Custom Calling feature in depth,

4.1.1 Cuslom Calling Penetration Rates
Custom Calling penetration varies dramatically - as low as 8.0% (for one sn.'l, rural

company) and as high as 87.2% (for one medium, semi-rura! company).
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Figure B: Custom Calling Penetration - by Market Type
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Figure 9: Custom Calling Penetration - by Company Size
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The two tables below break down the average penetrations for (i

Wdividual Custom

Calling products, according to market type and company size. The penetration for overall

Custom Calling is also included for comparative purposes.
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These figures illustrate the differences between Call Waiting and the rest of the Custom
Calling Products. Call Waiting is, by far, the highest penetrating Custom Calling product.
The next highest penetrating product - Call Forwardin 8 - is still dwarfed by Call Waiting,
We did not request information about the other Custom Calling products because they
typically have such low penetration rates,

Table 14: Average Custom Calling Features Penetration - by Market Type

Custom CancelCall  Call 3-Way

Calling ~ CallWalting Waiting  Forwarding Speed Dial  Calling
Rural 34.3% 24.0% 0.4% 4.1% 1.8% 2.4%
Semi-Rural  48.0% 32.2% 0.2% 5.9% 28% 3.6%
Suburban 43.6% 32.3% 0.2% 6.1% 1.9% 3.1%

Table 15: Average Custom Calling Features Penetration - by Company Size

Custom Cancel Call Call 3-Way

Calling  CallWalting Waiting Forwarding Speed Dial Calling
Small 368.5% 24.9% 0.1% 4.6% 3.2% 3.7%
Medium 30.8% 28.4% 0.5% 5.7% 2.2% 2.9%
Large 45.0% 4% 0.1% 5.2% 1.9% 2.8%

4.1.2 Custom Calling Prices
Figure 10 below shows the average prices for all companies for the individual Custom

Calling features. The following two figures break out the prices according to market type
and company size,

Each of the Call Waiting average prices hovers slightly above $2.00. The prices for Speed

Dial 8 and Three-Way Calling were comparable to Call Waiting, Cancel Call Waiting is the
lowest priced product at around $1.00.

Half of the participants bundle Cancel Call Waiting with Call Waiting. For the purpose of
the IBS data, these companies’ Cancel Call Waiting prices were considered to be $0.00. The

average Call Forwarding price was slightly below 3$2.00. The highest priced Custom
Calling feature was Speed Dial 30.
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Figure 10: Average Custom Calling Prices - All Companies
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Table 16: Average Custom Calling Prices - by Market Type

Cancel Call Call Speed Dial - Speed Dial -  3.Way

Call Waiting  Waiting  Forwarding BWs s Calling
Rural 52.05 $1.00 $1.73 $1.85 5262 s
Semi-Rural 52.05 $1.07 $1.80 52.14 $2.50 52.09
Suburban s2.18 $1.16 $1.85 52.10 N/A 52.06

Table 17: Average Custom Calling Prices - by Company Size

Cancel Call Call Speed Dial - Speed Dial - 3-Way
Call Walting  Waiting  Forwarding 8 30 Calling

Small $2.02 $0.93 $1.68 $1.92 $3.25 s179
Medium $2.02 $0.08 $1.86 $2.09 $2.65 s203
Large $2.53 $1.58 $1.97 2.3 MN/A, 5244

4.1.3 Call Waiting & Cancel Call Waiting

Call Waiting penetrations differ among com panies from a low of 42% for one simall,
suburban company, to 53.7% for a medium, rural company. T averages for both semi-
rural and suburban market companies arc well above the average for rural market

companies. The overall average penetration for Call Waiting is 29.4%.

When it comes to company size, the large companies have the highest Call Waiting
penetrations, followed by the medium and small company averages, in that order.
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Table 18: Call Waiting Penetration - by Market Type

Rural Semi-Rural Suburban
Average 24.0% 32.2% 32.3%
High 53.T% 43. 7% 53.4%
Low 5.6% 16.0% 42%

Table 19: Call Waiting Penetration - by Comnany Size

Small  Medium Large
Average 24.9% 28.4% 31.4%

High  47.4% S37%  s34%
Low 4.2% 10.4% 16.1%

As for prices, the Call Waiting average for both rural and semi-rural companies is $2.05,
with the suburban market average price slightly higher. The high and low prices vary
greatly, from $8.50 to free! Only a few of the participants give Call Waiting away free to its
customers. The $8.50 price is for business customers.

The average Call Waiting prices for both small and medium sized companies is the same -
$2.02 - followed by the large company price of $2.53, The Call Waiting average prices rise
f m rural to suburban market type.

Table 20: Call Waiting Prices - by Market Type

Rural Semli-Rura' Suburban
Average S$2.05 $2.05 $2.18
High $6.00 $5.00 $8.50
Low $0.75 $0.00 $0.85

Table 21: Call Waiting Prices - by Company Size
Small Maedium Large

Average $2.02 $2.02 $2.53
High $600  $4.00 $8.50
Low $0.00 30.75 £1.00

Because half of the companies provide Cancel Call Waiting free with Call Waitinp, we did
not break down the penetration and pricing data according to company size and market
type. At the beginning of this section we presented the overall Cancel Call Waiting
averages for both penetration and pricing (see Table 5 and Figure 10).
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4.1.4 Call Forwarding

The average Call Forwarding penetration rates for both market types and company sizes
are fairly close - within two percentage points of each other. Again, there is a great
discrepancy between the highs and lows - with lows belov 1% to a high of 20.1%. The
overall Call Forwarding penetration average is 5.3%.

Table 22: Call Forwarding Penetration - by Market Type
Rural  Seml-Rural Suburban

Average 4.1% 59% 6.1%
High 15.7% 17.7% 20.1%
Low 0.5% 1.1% 0.6%

Table 23: Call Forwarding Penetration - by Company Size
Small Medium Large

Average 4.68% 5.7% 52%
High 12.6% 20.1% 16.3%
Low 0.5% 1.1% 0.6%

As for price, the different company type averages for Call Forwarding did not vary
greatly. The average Call Forwarding prices do increase slightly from rural to suburban
market types and small to large companies. The overall average price for Call Forwarding

. was $1.77. One company charges as much as $4.50 for Call Forwarding while one
participating company gives this feature away free.

Table 24: Call Forwarding Prices - by Market Type
Rural  Semi-Rural Suburban

Average .7 $1.80 $1.85
High #4.50 $3.30 $2.90
Low $0.75 $0.00 50.95.

Table 25: Call Forwarding Prices - by Company Size
Small Medium Large

Average 51.68 $1.88 $1.97
High $4.50 $3.75 $3.50
Low $0.00 $0.75 $1.00
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4.1.5 Speed Dial
Because many of the IBS participants could not report their customer count data separately
for Speed Dial 8 and 30, the penetration data below is for both of these features combined.

Even with the penetration data for both products combined, the average penetrations are
fairly low.

Some companies, though, are doing very well with this product, noted by the penetration
“highs” for both market type and company size. More companies, though, are performiny
closer to the low penetration rates than the high ones.

Table 26: Speed Dial Penetration - by Market Type
Rural  Semi-Rural Suburban

Average 18% 2.8% 1.9%
High . 15.6% 16.1% 11.1%
Low 0.04% 0.1% 0.1%

Table 27: Speed Dial Penetration - by Company Size
Small Medium Large

Average 3.2% 2.2% 1.9%
High 15.68% 16.1% 8.4%
Low 0.1% 0.04% 0.1%

4.1.5.1 Speed Dial - 8 Prices

Most companies were able to provide pricing data separately for Speed Dial 8 and 30.
Therefore, we have broken out the data for both product options.

The overall Speed Dial 8 price is $2.02. The company and market type averages do not

vary greatly from this amount. The “highs” for Speed Dial 8 are weii above the average
prices, though.

Table 28: Speed Dial 8 Prices - by Market Type
Rural Seml-Rural Suburban

Average $1.85 $2.14 52,10
High $5.10 $6.00 $4.75
Low 30.70 $0.E0 $1.00
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| Table 29: Speed Dial 8 Prices - by Company Size

Small Medium Large

Average $1.62 $2.09 $2.34

High §5.10 $#75 $6.20

| Low $0.70 $1.00 $1.00

4.1.5.2 Speed Dial - 30 Prices
| For Speed Dial 30, the overall average price is $2.79, There was insufficient data to develop
average Speed Dial 30 prices for both the suburban market type and large company
. categories.

Table 30: Speed Dial 30 Prices - by Market Type
Rural Semi-Rural Suburban

Average $2.02 $2.50 NA
High $5.00 $3.00 NA
Low $1.50 $1.50 N/A

Table 31: Speed Dial 30 Prices - by Company Size
Small Medium Large

Average $3.25 $2.65 N/A
High $3.50 $5.00 N/A
Low $3.00 $1.50 N/A

4.1.6 Three-Way Calling

Three-Way Calling is another historically low penetrating Custom Calling feature. The
“company lows" are very low - some at a tenth of one percent. A few companies are
experiencing double digit penetration rates for Three-Way Calling, though. The overall

average penetration rate for Three-Way Calling is 3.0%. Double digit penetrations are the
exception and not the rule.

Table 32: Three-Way Calling Penetration - by Market Type
Rural  Semi-Rural Suburban

Average 2.4% 3.6% 3.1%
High 13.9% 15.8% 14.5%
Low 0.1% 0.1% 0.1%
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Table 33: Three-Way Calling Penetration - by Company Size
Small Medium Large

Average 3.7% 2.9% 2.8%
High 13.0% 15.8% 12.0%
Low 0.2% 0.1% 0.1%

The average Three-Way Calling price for all companies is $1.93. Cne company provides
this product free, while another charges $6.00 per month. The market ty pe averages are all

fairly close to $2.00. The company size averages vary more - from $1.79 for the small
company average to $2.44 for the large company average.

Table 34: Three-Way Calling Prices - by Market Type
Rural  Semi-Rural Suburban

Average $1.81 $2.09 $2.06
High $4.20 $6.00 £5.00
Low $0.45 $0.00 $0.45

-

Table 35: Three-Way Calling Prices - by Company Size
Small Medium Large

Average $1.79 $2.03 $2.44
High $5.00 $6.00 $5.00
Low $0.00 $0.45 $1.00
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4.2 CLASS = Penetration Rates & Prices

As in the Custom Calling section, here we provide both penetration and price details for
CLASS products - Caller ID (both number only and name and number delivery), Last Call
Return, Selective Call Forwarding, and Selective Call Rejection. We examine each CLASS
feature more closely further on in this section.

4.2.1 CLASS Penetration Rates

Near the beginning of the Enhanced Services section (in Figure 6 and Figure 7) we
examined the average penetration rates for CLASS overall. The next twu figures show the
average CLASS features penetration rates, according to market type and company size. In
addition, the figures show the individual company CLASS penetration highs and lows.
The differences are dramatic - as high as 41.8% (for one medium, suburban company) and
as low as 1.1% (for a medium, rural company).

Figure 11: CLASS Penetration - by Market Type
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Figure 12: CLASS Penetration - by Company Size
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The two tables below break down the average penetrations for the individual CLASS
~roducts, according to market type and company size.

The figures show the average CLASS features penetrations from highest to lowest in this
order: CNAM, Caller ID - number only, Last Call Return, Selective Call Rejection, and
Selective Call Forwarding. As with Custom Calling, we did not request information about
the other CLLASS products because they typically have very low penetration rites.

No one market type has dramatically higher average penetrations than the other two. But,

semi-rural companies reported the highest average penetrations for both Caller 1D
products.

According to company size, medium sized companies had the highest Caller 1D

penetrations, but not by large margins. _arge compani s had the highest penetrations for
the other three CLASS products.
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Table 36: Average CLASS Features Penetration - by Market Type

Caller ID, Caller 1D, Selective Selective
Number Mame & LastCall Call Call

Only Number Return Forwarding Rejection
Rural 4.7% 7.0% 26% 0.1% 0.4%
Semli-Rural 55% 7.2% 3.3% 0.6% 0.9%
Suburban 4.6% 55% 3.5% 0.7% 19%

Table 37: Average CLASS Features Penetration - by Company Size

Caller ID, Caller 1D, Selective  Selective
Number MName & LastCall Call Call

Only  Number Return Forwarding Rejection
Small 4.3% 6.2% 1.8% 0.2% 03%
Medium 54% T.1% 2.0% 0.1% 05%
Large 4.7% 6.2% 42% 0.8% 16%

Figure 13 and Table 38 and Table 39 below show average prices for the individual CLASS
features, according to all companies (overall), market type, and company size.

Figure 13: Average CLASS Features Prices - All Companies
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. Only | Number | Return | Forwarding Rejection
| $563 | §7.55 | $341 | $291 | $308

| |

The averages are surprisingly close. The greatest variance is for CNAM, where there is a
difference of $0.60 between the semi-rural ($7.25) and suburban ($7.85) market type

averages. Caller ID, number only average prices vary between the $5.50 and $6.00 range.
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The other three CLASS features measured are very close in price, with the averages around
$3.00.
Table 38: Average CLASS Features Prices - by Market Type
Caller ID, Caller ID, Selective  Seluctive
Number MName& LastCall Call Call
Only Number Return Forwarding Rejection
Rural $5.49 §7.51 33.09 $2.81 $3.06
Semi-Rural  $563 §7.25 $2.99 §3.02 $301
Suburban $5.95 §7.85 $3.20 $3.02 $323
fr
Table 3%: Average CLASS Features Prices - by Company Size
Caller ID, Caller ID, Selective  Selective
Number MName & LastCall Call Call
Only Number Return Forwarding Rejection
Small §$582 $7.78 $3.04 s2.79 $302
Medium $5.41 §7.51 53.08 $284 $3.14
Large $5.74 $7.20 $3.56 $3.36 $3.26
4.22 CallerID

4.2.2.1 Caller ID, Number Only

Caller 'D, number only penetrations vary widely. One medium, suburban company has a
31.7% penetration while other companies have less than a 0.1% penetration. Marketing is
undoubtedly the biggest factor that affects penetration rates. But, beyond each company'’s
different marketing efforts, or lack thereof, there could be several reasons for the
differences in penetration. For example, a company might have recently launched the
Caller ID product and not have had time to build up their customer base. Another reason
might be that CNAM might overshadow the number only product and keep the
penetration down for the latter.

For both the market type and also company size criteria, the middle categorics - semi-rural
and medium - have the highest average Caller ID, number only penetration, but not by
very much (less than one percentage point).

1997 Independent Benchmark Study
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Table 4: Caller ID, Number Only Penetration - by Market Type

Rural Semi-Rural.. Suburban
Average 4.7% 55% 4.6%
High 18.2% 21.3% NT%
Low 0.0% 0.0% 0.3%

Table 41: Caller ID, Number Only Penetration - by Company Size

Small Medium Large
Average 43% 54% 4.7%
High 18.2% NT% 15.7%
Low 0.1% 0.1% 0.0%

Participants’ prices for Caller ID, number only range from a low of $2.50 to a high of $8.00,
The overall average price for this product is $5.63, which also happens to be the average
price among semi-rural companies. The company type averages do not vary a great deal,
all ranging from $5.41 to $5.95,

Table 42: Caller ID, Number Only Prices - by Market Type
Rural  Semi-Rural Suburban

Average $5.48 $5.63 §505
High $7.50 $8.00 $7.50
Low $2.50 $2.50 $3.00

Table 43: Caller ID, Number Only Prices - by Company Size

Small Medium Large
Average $5.82 $5.41 $5.74
High $7.50 3$8.00 $7.50
Low $3.00 $2.50 $3.50

4.2.2.2 Caller ID, Name and Number

Caller ID, name and number (CNAM) is the highest penetrating CLASS feature. The
overall CNAM penetration is 6.5%. Suburban market companies have the lowest average
CNAM penetration (5.5%) while semi-rural market ¢ ympanies have the highest (7.2%).
Some companies have very low CNAM penetrations. This is commonly due to either lack
of marketing or that the product was recently launched
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Table 44: Caller ID, Name & Number Penetration - by Market Type
Rural ~ Seml-Rural Suvburtan

Average 7.0% 7.2% 5.5%
High 30.4% 22.0% 24.3%
Low 0.4% 1.4% 2.4%

Table 45: Caller ID, Name & Number Penetration - by Company Size
Small Medium Large

Average 6.2% 7.1% 6.2%
High 29.9% 30.4% 25.3%
Low 1.4% 0.4% 7%

In addition to being the highest penetrating CLASS feature, Caller Name and Number is
by far the most expensive. Each company type has a high price of $10.00, while the low
price is $3.50 for a large rural company. The overall CNAM average price is $7.55.

Table 46: Caller ID, Name & Number Prices - by Market Type
Rural  Semi-Rural Suburban

Average §7.51 §1.25 $7.85
High $10.00 $10.00 $10.00
Low $3.50 $4.50 $4.95

Table 47: Caller ID, Name & Number Prices - by Company Size
Small Medium Large

Average s$r.7e §7.51 §7.20
High $10.00 $10.00 $10.00
Low $4.50 $4.00 $3.50

4.2.3 Las! Call Return
Last Call Return is one of the lower penetrating CLASS features. Still, a few companies
have achieved double digit penetration rates, one as high as 16.4%. The low penetration

rates are very low - as low as 0.03%. The overall Last Call Return average penetration rate
is3.1%.

Table 48: Last Call Return Penetration - by Market Type
Rural  Semi-Rural Suburban

Avarage 2.6% 3.3% 35%
High 8.8% 108.4% 13.7%
Low 0.1% 0.03% 0.04%
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Table 49: Last Call Return Penetration - by Company Size

Small Medium Large
Average 1.8% 2.0% 4.2%
High B.8% 16.4% 13.7%
Low 0.03% 0.1% 0.1%

The overall average price for Last Call Return is $3.11 although oiie company charges as
much as $6.00 and another company charges as low as $0.50, The company Lvpe averages
are very close to the overall average, except for the large company average which is $3.56,

Table 50: Last Call Return Prices - by Market Type

Rural  Semi-Rural Suburban
Average $3.08 $2.99 $3.20
High $4.50 $4.50 $6.00
Low $0.75 $1.00 $0.50

Table 51: Last Call Return Prices - by Company Size
Small Medium Large

Average $3.04 $3.08 $3.56
High $5.00 $6.00 $5.00
Low $0.75 $0.50 $2.25

4.2.4 Selective Call Forwarding

Selective Call Forwarding has the lowest penetration rate of any CLASS feature measured
in the IBS. Although none of the participants has achieved a double digit penetration, one
company has a high of 8.7%. The lows are extremely low - three thousandths of one
percent! The overall average for Selective Call Forwarding is 0.5%. None of the company
type categories has an average penetration of over 1.0%.

Table 52: Selective Call Forwarding Penetration - by Market Type
Rural  Semi-Rural Suburban

Average 0.1% 0.6% 0.7%
High 1.8% 4.7% B.7%
Low 0.01% 0.01% 0.003%
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Table 53: Selective Call Forwarding Penetration - by Company Size
Small Medium Large

Average 0.2% 0.1% 0.8%
High 0.7T% 1.8% B.T%
Low 0.02% 0.01% 0.003%

The overall average price for Selective Call Forwarding is $2.91. The high of any
participant is $6.00 while the low is $0.75. The company category averages (market type
and company size) are all fairly close to $3.00.

Table 54: Selective Call Forwarding Prices - by Market Type
Rural  Semi-Rural Suburban

Average 2.8 sao 3302
High $5.00 $4.50 $6.00
Low $0.75 $1.50 £1.00

Table 55: Selective Call Forwarding Prices - by Company Size
Small Medium Large

Average s2.79 $2.94 $3.38
High $4.00 $6.00 $4.50
Low $0.75 $1.00 $2.25

4.2.5 Selective Call Rejection
The overall penetration rate for Selective Call Rejection is 1.1%. Only the suburban market
type and the large company averages exceed 1.0%. Small companies average only a 0.3%

penetration rate. One large suburban company achieved an 8.9% penetration rate. The low
penetration rates, as for Selective Call Forwarding, are very low.

Table 56: Selective Call Rejecticn Penetration - by Market Type
Rural  Semi-Rural Suburban

Average 0.4% 0.9% 1.9%
High 2.9% 4.7% B.9%
Low 0.01% 0.02% 0.02%

Table 57: Selective Call Rejection Penetration - by Company Size
Small Medium Large

Average 0.3% 0.5% 1.6%
High 2T% 2.9% B8.8%
Low 0.1% 0.01% 0.1%
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The overall average price for Selective Call Rejection is $3.08. All of the company category

averages are very close to this figure. The prices charged for Selective Call Rejection range
from a low of $0.75 to a high of $6.00.

Table 58: Selective Call Rejection Prices - by Market Type
Rural  Semi-Rural Suburban

Average $3.06 $3m $3123
High $5.00 $5.00 $5.00
Low 20.75 $1.00 $1.00

Table 5%: Selective Call Rejection Prices - by Company Size
Smal! Medium Large

Average $3.02 $3.14 $3.26
High $4.50 $6.00 $5.00
Low $0.75 31.00 $1.00 !
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4.3 Voice Mail - Penetration Rates & Prices
Voice Mail continues to be one of the highest penetrating enhanced services offered by

telephone companies. With the typical price being in the range of $5.00 or more, Voice Mail
has the best potential revenue opportunity of all of the enhanced services (when combined
with its industry average penetration rates).

Almost 20% of IBS subscribers have achieved double digit penetr .tion rates for Voice Mail.

This shows that strong Voice Mail penetration rates are possible for Independents to
achieve.

Figure 14 and Figure 15 show average Voice Mail penetrations, along with company highs
and lows, according to market type and company size. The overall Voice Mail penetrations
are also given for comparative purposes.

Figure 14: Voice Mail Penetration - by Market Type
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For the market type category, rural companies lag behind boih semi-rural and subirban
companies. Similarly, according to company size, small companies lag behind medium

and large companies. The differences are not dramatic, but they are noticeable.
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One company has achieved an almost 20% Voice Mail penetration. But, some companies
have very low Voice Mail penetration rates, even below 1.0%. In general, Voice Mail

penetration is largely a function of marketing emphasis [or lack thereot).

Figure 15: Voice Mail Penetration - by Company Size
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Voice Mail prices range from as low as $1.00 up to $12.00. Undoubtedly, there is also a
wide variance of features and limitations in the Voice Mail packages represented. The
Voice Mail pricing data is limited by the fact that most companies offer more than one
package. It is difficult to develop an average for this type of scenario. (e.g, some

participants gave only one of their Voice Mail package prices when they actually offer

more).

The pricing data is valuable, though, in that it gives the best average price possible for
Voice Mail. It also provides the wide range (highs and lows) of Voice Mail package prices
offered by participants. The overall average Voice Mail price a:nong IBS participants is
$5.77. The market type and company size averages range from & high of $6.28 for sem:

rural companies to a low of $4.94 for rural companies.
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Figure 16: Voice Mail Prices - by Market Type
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Figure 17: Voice Mail Prices - by Company Size
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4.4 Wire Maintenance - Penetration Rates & Prices
Wire Maintenance is one of those enhanced services frequently neglected by telephone

companies. That is, telcos often neglect to let their customers know of its availability and
what its benefits are. The typically small monthly price for Wire Maintenance provides a

reassuring type of “insurance” to many customers.

Wire Maintenance has the widest range of high to low penetration rates of any of the
enhanced services, One company has achieved a high of 98.0% while a few companies
have penetrations below 1.0%. The overall average penetration rate is very near the middle
of these two extremes at 51.3%. According to market type, rural companies have the
highest average penetration rate (56.4%) while according to company size, small
companies have the highest average penetration rate (60.9%). Again, improving Wire
Maintenance penetration is mostly a function of a company’s marketing effort.

Figure 18: Wire Maintenance Penetration - by Market Type
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Figure 19; Wire Maintenance Penetration - by Company Size
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Except for Cancel Call Waiting, Wire Maintenance has the lowest average price (51.21) of
any enhanced service product. While one company charges as much as $3.00 per month,
others charge as little as $0.25 per month. The average price for Wire Maintenance

increases from rural to suburban and small to large companies.

Figure 20: Wire Maintenance Prices - by Market Type
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Figure 21: Wire Maintenance Prices - by Company Size
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