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PageMart, Inc. ('PageMart"), by its attorneys, hereby submits these

comments in support of the captioned petition for rulemaking submitted by the

Association for Private Carrier Paging Section of the National Business and

Educational Radio, Inc. ('NABER").l

INTRODUCTION AND SUMMARy

The NABER petition seeks relaxation of the eligibility ,restrictions imposed

on private carrier paging ("PCP") operators, which are limited by Section 90.75(c)(lO)

of the Commission's Rules2 principally to providing service to ''business elig-

ibles." This change is both long-overdue and necessary. The eligibility restrictions

no longer serve any useful regulatory purpose in private paging, but instead have

produced anticompetitive abuses, inefficient distribution and a "chilling effect" on

the provision of authorized business radio services. The eligibility restrictions

No. of Copies rec'd 0 ~ )'
UstABCOE

2 47 C.F.R. § 9O.75(c)(10).

1 Petition for Rule Making of the Association of Private Carrier Paging of the National
Association of Business and Educational Radio, Inc., RM~l07 ijune 4, 1992). By Public Notice released
June 23, 1992 (Rep. No. 1897), the Commission requested comments on the NABER Petition within 30
days.



impede competition and deter the full utilization of Part 90 spectrum, consequences

that Congress has directed the Commission to avoid and upon which the Commis

sion itself based relaxation of eligibility requirements for Specialized Mobile Radio

(IISMRII ) providers in 1988.3

No reasonable policy or factual basis supports the continued imposition of

eligibility restrictions on pcp operators in light of the Commission's SMR Eliiibility

Order: indeed, the Commission's rulemaking obligations under the Administrative

Procedure Act require the parallel relaxation of eligibility for private paging unless

there are compelling reasons why the policies established for SMR operators should

not apply. The reason offered by the Commission in 1991-that there has been no

demonstration of IIneedll for relaxed eligibility-is thus incorrect as a matter of law

and fact. The burden is not on private pagers to show any need for serving

individuals, but rather on the Commission to explain why the policies developed

for SMR eligibility are not lIequally applicablell to pcp systems. And in any event,

private paging operators have a critical competitive need to provide service to non

business individuals in order to meet rapidly changing marketplace demands in the

expanding paging business.

L THE BUSINESS ELIGIBILITY RESTRICTION SERVES NO VALID
REGULATORY PURPOSE AND HAS LED TO ANnCOMPEITnVE
ABUSES AND A uCHILLING EFFEcr ON PROVISION OF AUTHORIZED
PRIVATE CARRIER PAGING SERVICES

The Commission's private land mobile radio rules essentially limit

private carrier paging operators to providing service to IIpersons primarily engaged

in ... [t]he operation of a commercial activity.1I4 Licensees are Ildirect1y re-

3 Amendment of Part 90. Subparts M and S. of the Commission's Rules, Report and Order,
3 FCC Red. 1838 (t988)("SMR Eli_tv Order").

4 Section 9O.75(a). Private carrier paging operators are in addition permitted to serve
public safety, Specialized emergency, industrial and land transportation radio eligibles under Subparts

-2-



sponsible" to "exercise such direction and control as is necessary" to assure that

services are used only by eligible persons.S The Rules do not limit (or specify) the

types of business activities or the nature of the commercial function required to

support eligibility, and the Commission has clarified that "individuals who need

pagers for business purposes ... are eligible in their own right under current

rules.,,6

The Part 90 eligibility limitations developed, over time, as a patchwork of

specific allocations established in response to the individualized communications

requirements of distinct user groups? With the authorization of commercial

operations and interservice sharing in Part 90 frequencies, however, the Com

mission responded in the 1970s in an innovative way to the need for introducing

private land mobile radio services "to a broader potential range of users,,8 and for

promoting increased spectrum efficiency in Part 90 operations. The original eli

gibility purpose of "meeting specialized user requirements" has thus largely given

way to the more practical requirement of accommodating a "rapidly increasing

number of licensees" and minimizing regulatory burdens on private carriers.9

Indeed, Congress has directed the Commission to base its Part 90 spectrum

management decisions on the goals of reducing regulatory burdens and encouraging

competition, and has specifically codified the Commission's broad authority to

B, C, 0 and E of Part 90 of the Commission's Rules. Section 9O.S7(e)(10).
5 Section 9O.403(a).

6 Amendment of Part 90 of the Commission's Rules to Expand mi&ibility and Shared Use
Criteria for Private Land Mobile Freqyencies, Report and Order, 6 FCC Red. 542, , 15 n.21 (1991)('~

Eliidbility Order").
7 Amendment of Part 90 of the Commission's Rules to Expand ElilPbility and Shared Use.

Criteria for Private Land Mobile Freqyencies, Notice of Proposed Rulemaking, 4 FCC Red. 2589
(1989)(''PCP Elildbility NPRM").

8 hi.," 4-7.

9 kl.
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modify private radio services in order to make them "accessible to the largest

feasible number of users."tO

Against this background, there is simply no regulatory purpose served by

continuing to restrict commercial PCP operations to serving ''business eligibles"

under Section 9O.75(c)(lO). To the contrary, the existence and inherent ambiguity of

this ''business purpose" limitation have produced untoward, anticompetitive and

spectrum-inefficient consequences which can be rectified only by relaxing pcp

eligibility to permit service to non-business eligibles.

First, the vagueness of the ''business purpose" requirement has caused a

"chilling effect" on the provision of PCP services to authorized eligible users.

Determining whether specific users have a bona fide business justification for

private paging services necessitates the use of burdensome and intrusive

compliance procedures. The requirement that licensees undertake "direction and

control" to ensure user eligibility has deterred many pcp operators, including

PageMart, from offering and promoting service to users who may be eligible under

the Commission's clarification that "individuals who need pagers for business

purposes" are authorized users. For instance, working parents and sole practitioners

whose "primary"-but perhaps not exclusive-use of the service is business-related

do qualify as business radio service users, but incidental non-business use could

create a gray area within the "business purpose" limitation.tt

The practical difficulties associated with implementing acceptable com

pliance techniques have similarly prevented PCP operators from utilizing

widespread distribution channels for private paging equipment. Many retailers,

both specialized communications dealers and mass-market retailing chains, have

10 47 U.S.c. § 332(a)(4); g 5MB Eligibility Order, 11 24-25.

11 5= Petition at 7.
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opted not to carry PCP products in order not to preclude selling to any potential

customer. This self-restraint means that eligible business paging users have reduced

market opportunities to purchase PCP services and that PCP operators have more

limited distribution channels to offer authorized commercial services. Indeed, retail

mass market distribution of paging equipment is a growing and increasingly

dominant portion of paging sales~Motorola's Lifestyle and Express pagers).12

PageMart has found that many nationally known mass merchandising chains are

unwilling to offer paging products which cannot be sold to the entire potential

market and which, unlike PageMart's common carrier paging competition, require a

unique form of compliance review/certification by potential customers.13 Thus,

one of the principal market effects of the business eligibility limitation is to place

PCP operators at a dramatic competitive disadvantage in serving mass-market

retailers at the very time that these forms of distribution are becoming crucial to

marketing of paging equipment and services.

A second and related competitive effect of the ''business purpose"

limitation has been that Part 22 common carrier paging operators have used and

increasingly are asserting the eligibility restrictions in an anticompetitive

manner.14 Common carriers have repeatedly threatened, both formally and

informally, to institute proceedings against their PCP competitors seeking sanctions

for violation of the eligibility restrictions. Indeed, common carriers have aggress

ively used the existence and ambiguity of the eligibility limitations in their market

ing efforts in ways that border on outright misrepresentation, for instance by

12 hi. at 4-5.

13 This hesitancy exists even though, as most market surveys show, the vast bulk of users
for paging services have a business-related. reason for purchasing paging equipment. The potential costs
and competitive disadvantages associated with an inability to serve a currently small segment of the
market (non-business individuals) effectively precludes mass-market distribution even though the
total dollar volume involved is relatively small.

14~ Petition at 7-8.
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publicly distributing opinions of counsel to the effect that the FCC lIexpects the

general public to take service from common carrier paging companiesll in

"congested urban areas.lllS As the paging market continues its transition from

equipment rental to pager sales-with purchased equipment estimated to reach 50%

of total paging units in the next several years-the ability of common carrier paging

operators to exploit and distort the eligibility limitations in order to impede

competition will increase geometrically.

Third, the business purposes restriction will increasingly limit both

competition and efficient spectrum utilization over time. The difficulties associated

with accessing mass-market distribution outlets and the increased compliance costs

associated with pcp operations will effectively relegate private paging carriers to

utilizing outmoded direct sales methods of distribution which require a large and

costly sales force. This present and future inability of pcp operators to access the

entire potential paging market has undermined full utilization of PCP frequencies

(929 MHz) and slowed carrier migration to the 929 MHz band. In contrast, as noted

below, common carrier paging spectrum is already allocated in most of the top

markets, making the current nationwide Part 22 carriers the only realistic service

option for non-business individual users. Absent relaxation of the PCP eligibility

restrictions, therefore, the Commission will face a period of rapid growth in paging

demand with a market structure preventing full utilization of spectrum available to

serve nationwide, regional and local markets.l6

15 An example of such an opinion letter, distributed by a common carrier paging operator
(waiving any attorney/client privilege) in its sales efforts to a retailer, is Attachment 1 to these
Comments.

16 PCP operators such as PageMart have offered innovative, flexible and low-cost service
options for business eligible paging customers, including adjustable local services which do not require
equipment modification or replacement, that are unavailable from common carrier paging systems. ~
Section ill below.
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n. RETENTION OF PCP ELIGIBILITY RESTRICfIONS CANNOT BE
HARMONIZED WITH SECfION 332 OF THE ACT OR THE
COMMISSION'S 1988 SMR EUGIBILITY ORDER

Section 332 of the Communications Act, added by the 1982 amendments to

the Act passed by Congress, explicitly directs the Commission to promote a number

of important policies in its spectrum management actions for private mobile radio

services: improving service "efficiency," reducing "regulatory burdens," encour

aging "competition" and providing services "to the largest feasible number of

users." 47 U.S.C. § 332(a)(1)-(4). Private carriers are authorized to provide service

"indiscriminately" on a "commercial basis" without classification as a common

carrier unless interconnected with the public telephone network. Id. § 332(c)(1)-(2).

As the Commission concluded in 1988, Section 332 gives it the power to remove

eligibility restrictions for private radio services which "do not resell the exchange

services or facilities of a common carrier for profit" without in any way affecting

their status as private carriers under the Act.17

As discussed above and as addressed in the NABER petition, relaxation of

the eligibility rules for private carrier paging will promote spectrum and market

efficiency, eliminate costly and ambiguous regulatory burdens, and encourage

effective competition for paging services. These are the precise statutory goals

articulated by Congress and the very same reasons upon which the Commission in

1988 removed Part 90 eligibility limitations for SMR operators, allowing SMR

services to be offered commercially to individual users.IS Indeed, the Commission

stressed that relaxing eligibility requirements for specialized mobile radio was

17~Amendment of Part 90. Subparts M and S. of the Commission's Rules. Report and
Order on Reconsideration, 4 FCC Red. 1356 (I989)("SMR Beronsideration Order").

18 Amendmentof Part 9Q, Subparts M and S. of the Commission's Rules, Notice of Pr0
posed Rulemaking, 1 FCC Red, 809,"80-92 (1986)("SMR E1iiibUity NPRM")i SMR EUidbUilV Order,
" 29-35,

-7-



warranted because "[olur current exclusion of individuals from SMR systems places

SMR licensees at a competitive disadvantage relative to common carriers, which

can serve a broader class of prospective customers.,,19 Nothing less is true of pcp

operators, for whom the legal and practical inability of serving "a broader class of

customers" is rapidly becoming a critical competitive disadvantage.

The relief requested by NABER in this proceeding therefore meets the

statutory standards laid down by Congress and is prima fade warranted. pcp

operators merit relaxation of Part 90 eligibility limitations in order to serve

individual users and compete against common carrier pagers for the same technical,

market and policy reasons for which the Commission lifted eligibility requirements

for SMR systems in 1988. Just as the FCC rejected arguments that maintaining

eligibility restrictions was needed to preserve a "distinction" between private and

common carriage in the SMR EliSibility Order,20 continued retention of PCP

eligibility restrictions cannot be justified on the ground that their elimination

would blur the regulatory distinction between common carrier and private paging.

Similarly, just as the FCC rejected arguments that increased demand associated with

serving individual users would make SMR service less available for current

frequency users, continued retention of PCP eligibility restrictions cannot be justified

on the ground that their elimination would impair frequency "set aside" for

business eligibles and licensees.21

The Commission preliminarily addressed some of these issues in 1989,

when it proposed relaxing PCP eligibility in order to permit service to the federal

government and individual users. There, the Commission correctly reasoned that

19 SMR EliiPbility NPRM, 1 85.

20 SMR Eliiibility Order, 125.
21 SMR EUiPbility Order, 1129-30.
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·relaxation was lIan outgrowth" of its previous decision on SMR eligibility and that

the llpolicy considerations" developed for SMR eligibility lIare equally applicable" to

PCP operations.22 In its later 1991 Report and Order in Docket No. 89-45, however,

the FCC inexplicably concluded that PCP service to individuals was not warranted

because "individuals do not generally have communications needs that cannot be

satisfied with existing options," and because private carriers had not demonstrated a

"need among individuals for private carrier service.,,23

The Commission's 1991 rejection of expanded PCP eligibility was premised

on an invalid legal standard. There can be no dispute that the policies underlying

relaxation of SMR eligibility are lIequally applicable" to pcp eligibility and totally

consistent with (if not absolutely compelled by) the Congressionally mandated

criteria in Section 332 of the Communications Act. Therefore, the Commission's

obligation under settled principles of administrative rulemaking is to articulate a

rational, record-based reason for applying a different rule to PCP operators which is

consistent with the statutory standards. Where the Commission proposes to change

its policies, it is well-established that it must, of course, provide "reasoned analysis

indicating that prior policies are being deliberately changed and not casually

ignored." Greater Boston Television Corp. v. FCC, 444 F.2d 841, 852 (D.C. Cir. 1971).

The 1991 PCP Eligibility Order provides no such analysis; continuation of eligibility

limitations in the face of both the 1988 SMR decision and the present record is

contingent on the Commission now developing~ policy justifications, absent

from Docket 89-45, on which to base a decision to apply different eligibility rules to

SMR and PCP services.

22 PCP ElipWy NPRM. 1 17. .

23 PCP Eli&ibility Order, 115. In a footnote, the Commission rejected PageMart's
comments on this issue, purportedly on the ground that HallHservice options Hare currently available to
individuals through common carrier systems." Is1. at n.21. As explained in the text, this is both
incorrect and irrelevant.
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Even more significantly, the articulated basis for the Commission's 1991

decision on PCP eligibility is fatally flawed. The Commission required no showing

of "need" from SMR operators in expanding their eligibility to serve individual

users, and expressly rejected arguments on reconsideration that eligibility re

strictions were necessary because there were "other options" available to individual

users from common carriers.24 Thus, the Commission cannot legitimately

conclude (as it did in 1991) that PCP operators bear any burden of demonstrating a

"need" for individual user services or that relaxation of PCP eligibility can be denied

on the ground that individuals can already obtain service or service options from

Part 22 common carrier paging systems. The Commission has already (and

properly) rejected these positions, and under the Administrative Procedure Act it is

the Commission-not PCP operators-which bears the heavy burden of

demonstrating that a reversal of its settled policies is required. ~Motor Vehicles

Manufacturers Association v. State Farm Mutual Automobile Insurance Co., 463

U.S. 29,41 (1983).

24 SMR Reconsideration Order, , 16. Indeed, the Commission emphasized that
maintaining eligibility limitations on this ground "would not permit SMR systems to serve any existing
groups ofcustomers because each of these groups can use a common carrieror operate its own system" lsi.
The Commission also rejected a "need" test for private carriage operations in Amendment of Subpart C
of the Commission's Rules to Permit Commercial Enterprises to be Licensed in the Special~
Radio Service, 5 FCC Rcd. 3471, " 5-7 (1990),
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m THERE IS A DEMONSTRABLE AND IMMEDIATE NEED FOR
EXPANDED EUGIBILITY FOR PCP SERVICES IN ORDER TO PROVIDE
FLEXIBLE AND COST-EFFECTIVE PAGING SERVICES TO INDMDUALS

In any event, without regard to the legal considerations underlying the

present issue, there is a demonstrable and immediate need for expanded eligibility

for PCP services. Not only do private paging carriers offer users service options and

pricing structures unavailable from other sources, but the growth and increasing

mass market commercialization of the paging industry is creating demands for

competitive paging alternatives which can only be satisfied by licensees of private

paging frequencies. Expanding eligibility would therefore produce the public

interest benefits of increased competition, added service options and lower prices

which the Commission has consistently sought to encourage throughout the

telecommunications industry.

There are at least five, separate needs supporting expansion of PCP

eligibility to include non-business individuals:

1. Service and Pricini Options. Part 22 common carrier paging services

are presently offered by three carriers on a nationwide and regional basis. In

contrast, PageMart offers adjustable services, under which a user can customize

local, regional and nationwide services on a single pager. For the major Part 22

carriers, users desiring local services must exchange their receivers or modify

(recrystalize) their equipment for use on specific local frequencies, a time

consuming and expensive process. Moreover, the additional flexibility offered by

PCP carriers allows immediate consumer needs to be satisfied. For instance,

PageMart's system architecture allows it to offer an "add-a-city" local option under

which additional local coverage can be added at only $4.00 per city-a service feature

unavailable from any of the Part 22 carriers.

-11-



PCP operators have also introduced technical developments which allow

significantly lower cost structures, and thus service rates, than common carrier

paging systems. PageMart pioneered the development of Direct Broadcast Satellite

(DBS) control link technology, which results in tremendous operational flexibility

and dramatically reduced facilities expense.25 (pageMart's DBS developments are

presently being emulated by several other paging operators). As a result, PCP paging

services are priced substantially below the rates of SkyTel and MobileComm, the

largest common carrier paging systems. For instance, PageMart offers regional

service for $21 per month and nationwide service for $34 per month, compared with

MobileComm's rates (the lower of the two common carriers) of $32 and $49 per

month, respectively. (Attachment 2).

2. Part 22 Major Market Constraints. Individual numeric paging

customers are now forced to choose between the three nationwide common carrier

paging systems because PCP operators are precluded from serving non-business

individuals.26 However, since common carrier frequencies at 900 MHz are already

allocated in most of the top markets, there are absolute barriers to entry preventing

new common carrier competition for service in the major urban MSAs. At a time

of rapid and unparalleled growth in paging services, the Commission must evaluate

all potential ways to avoid the capacity constraints impeding satisfaction of

escalating consumer demand for paging. PCP carriers have the capacity and are

steadily developing the organizational and marketing capability to take on the

nationwide Part 22 carriers in direct, head-to-head competition.

25 DBS control eliminates the need and cost of line-of-sight terrestrial radio links between
the paging transmitter and centralized controller, and allows specific markets or regions to be paged
without a full simulcast page throughout the entire system. further reducing operational costs.

26 Motorola's Embarc system, also operating nationally, specializes in text (alpha
numeric) messaging services.
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3. Chan&ini PalMi Market Demoil'aphics. "[T]he paging industry, whose

users were once dominated by doctors and service contractors, is experiencing a

wave of rapid growth as a broader audience discovers the convenience and value of

paging.,,27 Many of these potential consumers (such as child-raising parents) fall

outside the recognized boundaries of the ''business purpose" limitation, while

others (such as working parents) are within the gray area of the rules' present

ambiguity. It is unquestioned that a mass consumer market is developing for

paging and paging equipment, and that the development of this market will make

paging services attractive to an increasingly broader cross-section of the American

population, in which non-business users will become increasingly important.28

Without the ability to compete for this emerging non-business paging market, and

while saddled with the costs and burdens associated with complying with an

ambiguous eligibility requirement, PCP carriers may face extraordinary competitive

hurdles in the immediate future.

4. State-Imposed Entry Barriers. Many states restrict entry for common

carrier paging operators, creating protected markets or duopolies in which Part 22

carriers are sheltered from competition.29 Since the 1982 Communications Act

amendments preclude state regulation of private carrier services (Section 332(c)(3»,

the Commission can address this unacceptable lack of competition by supporting

PCP competition across the full range of potential paging end users.

5. Retail Distribution Efficiencies. The dominance of mass market

retailing for paging equipment and services will revolutionize the industry over the

next several years. Motorola has estimated that lithe retail channel will account for

27 "Pagers' Popularity Booming," HFD, December 31, 1991, at 92 (Attachment 3).

28 Other examples of non-business pager uses which are growing in popularity are for
keeping in touch with Senior Otizens and school children, both of which will become increasingly
important as our population ages and continues its escalating mobility and work hours,

29~ Reply Comments of PageMart, RM-7896, at 5 & n.8 (filed June 25, 1992).
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30 to 40 percent of the [paging] market within five years," and designed its colorful

Bravo Express line of paging equipment specifically to capitalize on the retail sales

boom in paging equipment.30 MobileComm agrees that "[t]he pager industry is

now moving more toward retail sales," and estimates that retail sales will account

for 20 percent of its business this year.31 NEC "conservatively" estimates that over

the next four years 50 percent of all pagers will be sold in office supply/business

stores, electronic superstores and mass merchants.32

The eligibility restrictions make it extremely difficult, and frequently

altogether impossible, for PCP operators to compete for retail pager sales. Aside

from the cost and burden of compliance requirements, the essence of mass

merchandising is selling product to the public at large, which in practical terms

disqualifies PCP services from many outlets regardless of the relative size of the

non-business market. If PCP operators are kept excluded from mass market retail

outlets, however, the economic underpinnings of private carrier paging may be

threatened. It will be difficult to attract the massive capital investment required for

construction of PCP systems if PCP operators are, by regulatory fiat, kept excluded

from a retail market which comprises 50% of total pager sales.

In sum, there are many immediate needs which PCP operators can serve

in the non-business market and a real competitive basis for expansion of PCP

eligibility requirements. PCP operators, which are participating in a critical stage in

the development of the paging market, face a critical need for relief from onerous,

30 "Pagers' Popularity Booming," HEQ, December 31,1991, at 92 (quoting Motorola's
Paging Group U.S. marketing manager).

31 ''Pagers: The Next Big Retail Sale," I::IfI2, December 17, 1991 (quoting MobileComm's
director of retail marketing and retail marketing executiveXAttachment 3).

32 ''Pagers' Popularity Booming," HEQ, December 31, 1991, at 93 (quoting NEC's manager
of market planning).
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costly and competitively stifling eligibility restrictions.

CONCLUSION

The Commission should grant the NABER petition and implement

NABER's proposal for expanding eligibility for private carrier paging services to

include non-business individual users.

Respectfully submitted,

Roger Linquist
Chairman & CEO
PAGEMART, INC.
6688 N. Central Expressway, Suite 900
Dallas, Texas 75206
214 750-5809

Dated: July 23, 1992.

~-0JJ ''''.
f~=-----
Glenn B. Manishin
Mary E. Wand, Telecommunications

Consultant
BLUMENFELD & COHEN
1615 M Street, N.W., Suite 700
Washington, D.C. 20036
202 955-6300

Attorneys for PageMart, Inc.
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dApArtm.J't.8) I ape itic 1nduatry groups (the electric pe-wel'
induatrr' tOl'sstr companies) ; and qenAral bus ines!: users
(innlud n9 ecluc:ati nal and nOll-profit organlzations).

2. VarlouB t1C proviaions stating that private Part ?o
liconsees are onl authorilftd to uae private frtllqup.nc:iec "for
tl·an"mJ,n.ion of com unic.:at1ol1l n8C••Sflry to (thQ] act:.ivitiss of the
1ic8"1I00.II Se4 e9, I section '0.15. Further, the nuleG define a
lI r l-JVfttf2 carrier"~ cUI 4n Uont1ty ~uthorized to provido
communications ser~ces to othllr privato 6P-rvicas on <l commorcinl
bnsl.,« Sec secti11 90.7.

,). Soet.:.l,,~\. 90 490 and 90.17' of t-.he rules which provide that
11 l'CP channl!l must e sherod vith ot.her ftI1itjible pl.-ivate carrier!:.
'J'he sharing requir, ment is d ••1qned to mAximize b\lsi nc!ws USC1·~'

Clccass to tIle limit rl nUlftbCll· of fwal1ablt' PCP uJlannels. 1'ha Rules
U~oro!ore "Iso mak every PCP company responsiblo "1'oJ." aSGuri.nq
that (its} facility! is used only by persons and only tOl.· purDose~
r:onnit1tont with the ireQu i r.",ant:. o. ~hi ... Cl"tUt:. :.tu J ],'ulc pdl·t. II Soa
~coelc" 90.17, (b).'

In vicw of thO fOl·e inCl, it 1s cur opinion that PCP companies nlay
not: 8011 nOl'v,teA 0 members of the qeneral public fot" their:
pp.t"!lonftl use. Itc,tt ttr l'CP services may only be sold to pQrSOJlt';

wnt'kinC:J in an eliqi Ie busi.ness and the pilg.i.ng service mny only be
u~cd [or communic~t~ons rel~t~d to th~t pcr~un~s bUBlnc~m.

PCI' rrC!quQncia~ ftre blready bQcominq conq~~sted in lIlany la-bean ctrc!c.\!i
and the FCC wishes ~o make sure that they ,,\ra used as at f i cient ly
ill;. possible by bUSi'fSC users. 'i'he fCC expects the <.Jcner~l pUblic
lo t<Jke service (t· common carricl· P.:t9 1n9 cOlnp~ni.cs wh ich, in
cont.roG:t to the PCP compania$, ar.e a\olnrdcd exclus i vo 1 iccl1!;<?~ to
t":lpol.-n l:e on clod icatc! intel:fcl'enco- free frcquol"lci es WhC1'ClVer they
lJJ"ovidc service. '



pngC! J
June 2, 199~

1 11n~~ thi. "ddr~". G ynur concorne a"~ am ~ttac~lng ehe relevnnt
portions or tho YCC ulr. provisions rcft'rencnd above. 1 r yO\! woulc1
11ke U~ to axpand up n ~ny of thB pointB covGrcd above, plco~o lc~

me know.
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Thanks to advanced
satellite technolo '- we
offer you pawn c""oices
that are out of is world.

And prices that aren't.

(1) Coverage rnclwJes most !1JiJjUf rndropolitdfl d{Je~; and may \l8ry I))
carrier. Other servlC(' plan~ nldY tiL' av;JlldV/V 'rum edch carrier, Prices ,if{'

for AIRTIME ONL Y alld do no! IflCluQI! c()~1 0,' Paf,L'{ ~Co~f ver month, billfyj

annually Sh.)'Tel rs d rv!! /raCk'milrk of MTel Corp. Mo/JileComm IS a
reg. /rademark of Ot'/I South Comparq PrJ(:es t"Ut'cfIVt' 6/18/92

For more dl'lails on
the n~l.!dTc( ;SA '"
program and other
[J,1l.!ci\l11Yt cOlllllllmi·
cations services call

toll trec 800-324-7243

atfold.l)ol"(
gct tied tll l"!WII
s I V l' lon" ,. ( e 1 IIIt->

, Ie ,I sill g COil t r.I <. t

Specialized Services to Fit Your
Specific Needs.

And tiLl 11 k s t 0

j)'lgc ;\Llrt's own
natilll1~d frCqUCl1l y
our page IS opeLlte

1110St cVlTY\\'hcre vou tLI\T I

HlgcMl'l '.'1,1 OttlTS voice 111ess~lgil1g

for rapid 110tification of vour
lllcssagcs and othel specialIzed
COlllllIUllil',ltioIlS servIces to tit yotll
S Pe c i fi l 11 e e d s. T hat's why
H(l.!cMd'SA is becoming the paging
systelll of ChOICl'.

access, SO YOU
Clil t.tilor YOUI
service to tlll'
needs llf thl'
people who
nced to COIl·
tad vou

SkyTel MobileComm

N/A $17

N/4 N/A

$3A $32

N;4 add $ i

$54 $49

PILlS. vou'll havc
the convelllCllCC
of choosing a
locli IlLllllbcr, all
:-;(J() nUlllbcr or
(lUr e,cluslvc
I'ersoll,ll ~()()

Compare the Cost.

Yuu save money
because you pay only
ttll service in the cities
vou choose. In f:lct,
H~l.!/',\lc( ;SA's airtime
rate represents a savings
of up to 4( )')<, O\'C'r other
comparable earners.

Own, Not Lease.

One other monev-saving ,ldvanLlge
H(l.!d!llYI sells the' latest, ~tate-ot~ c

the-art pagers ~It a price you C;J 11

$6.95'

add S4 ••.
$21

add S6

$34

Regional

Additional Regional

Nationwide i 1)

Introducing Pa,{!cMcUSA'" 
Nationwide Paging Services of
PageMart, Inc.

From llll\\: Oll, virtuallv lIll 111attn
where you travel, you ~',lll hc 1I1

touch "vith Pagc;Vfd :.'1.. 1. You'll 1w
connected by .---------------------,
advanced satel! ite _C_A_RR_I_ER__-+_p_ag_e_M_a_rl-t ... _

technology to a Local

II a t ion wid e Addlt:onal C,l,e,

network of
transmitters that
delivers your
messages III sec
onds. And, you'll
get the most
paging choices at silc,TJlitlcl11t savings
over other services. So now. being in
touch is easier and more afllHdable.

You Choose the Service
You Need.

f',(l!cJlcL'SA gives you the tkxibilit\
of customizing your p;lging service
to reach you in the cities you travel
to most. Whether it be around
town, around the state, to several
states or the entire nation, you make
the choice.

:L s o o 3 2 4 p A G E
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Pagers: The Next BigRetail Sale
Manufacturers, eaniers, stores learning to merchandise to a broad base of consumers

SOURCE: NORTH AMERICAN TELECOMMUNICAnONS ASSOC.

Charles Speights,
manager of market
planning for NEC
America described his
company's retail pro
gram as a two-tiered
strategy- one to pro-

o mote. NEC pagers in
. -stores. through mer
,.chandising and packag
i ::ing,.and the other to

promote the carrier's
,m.product and service.
,j oSaidSpeights,'NEC

•

:'.-.:'.··liailor,made pro
'..,. 'to take advan.• . rage_.tI:iC.oatutal explosion

.. '~gC lace in the retail
tm~;,:·

. "The pager industly

;j:.dsnowmoving more to
c,a·warcLtetail sales, • said

}." Paul Schleissner, retail
;~,marketing executive for

~M9!?iJeCQmm, which
r .1recentlyembarked on a
,.'retail program for its

line ofUniden and Mo
'HtorOla pagers. "Pagers
~thavehotmade the retail
~~.;s~thatnianypeople
.d~hadhoped Ior because
'diof;thili.business dis
)}iribufia'n.!.'.most con-

sumersdon't even know
, :;.. ,wbatpagers are."

pagers will be in service in this countly, said "Several things have cometogether all of
NATA. "We are seeing the same kind of a sudden," said MobilCpmms Lurie. "Cd
hugegrowth in pagers as we didin cellular a lularphoneshave made people mote aware
few years ago," said Mitchell Wander, ofwirelessteehnology.Pagersrightnoware
NATA market research manager. . •right fonetail.", ..

While numerous manufacturers are "The cellular 'phoneindustly spent the
starting to look at pagers as a serious long- dollarS to convince the public they need
term sale, the top few manufacturers still personal communications. The paging in
control most of the market (see graph). '.- -, ,. dustlywasn't prepared tomake that kindof

NATA research concludes that Mo- investment.,~.,saidRobertPicow,president,

torola still sells the majority ofpagers, at 58 .: Allied CommuniCations Inc:, a distributor
percentof the total U.S. market share; NEe ::ofcell~phones." i~;; .
15 percent; Panilsonic 5 percen't;'MUlritone' ." Some ~endorSSee.simiIaritiesbetween
(a Springfield, N.J.-based firm) 3 percent; . the burgeoning pagermarket and the fax in
and the remaining 19 percent split among dustlyofa few years ago when it first began
such companies as Vniden, Fujitsu and Er- to make a large impact on the retail scene.
iesson. "The fax wasn't marketed first to can-

Motorola and NEC recently launched sumers, and look at it today,' Lurie com
aggressive retail campaigns. Motorola'a mented.
Bravo Express series of pagers, available in Retailers should worry about selling the
eight colors, targets male and female pro- pager and let a carrier with a strong retail
fessionals, small business o"W-ners, working program worry about servicing the cus
parents and teens. tamer after the retail sale, according to sev-

According to Motorola, the paging in-era! vendors.
dustry, whose users were once dominated Carriers like MobilComm offer retailers
by doctors and service contractors, is now point-of-purchase materials, as well as a
experiencing a wave of rapid growth as a host of other consumer services like voice
different and broader audience is discover- mail. MobilComm also spends about $12
ing the value and convenience of pagers. on co-op, per activated pager.

MULTITONE...

pager subscribers will be on-line at year's
end. By 1995, NATA projects that pager
sales for the year will be $790 million, or 8.2
million units.

By the middle of this decade, 28 million

By James La Rossa Jr.

I t took the advent of sophisticated com
munications products like cellphones to

make the consumer electronics industlyno
tice that one of the best retail sales was right
under their noses all along: pagers.

Pagers have become the talk of the mo
bile electronics industry. They are easy to
use, are relatively cheap, and are useful to a
wide class of consumers-from expectant
fathers being summoned by the hospital to
children called home for dinner.

What has really brought the category
into the limelight are the efforts that manu
facturers, carriers and retailers are making
to merchandise pagers to retail consumers.

Chains as different as Lechmere, Sound
Advice and Al & Ed's Autosound are all
getting into pagers.

Michael Blumberg, vice president of the
Sound Advice Electronic Centers, notes
"There is a definite correlation between
Qagers and cellphones. Although we
,aven't sold pagers until now, my rough es
timate is that around 30 percent of our
phone customers own pagers.' Sound Ad
vice is in the process of testing a pager pro
gram. "With the new fashion colors, we
think we can attract a wide market," Blum
berg said.

Pagers are still mostpopular through
business-to-business channels, though
Radio Common Carriers like Mo
bileComm, a BellSouth

Company,believethatre- P M k Sh L d
tail sales will account for ager ar et are ea ers
20 percent of their busi-
ness next year, said Mike
Lurie, director of retail
marketing, MobilComm.

"Pagers have been
used cost-effectively by
the business community
for years," said James
Flynn, senior director of
marketing, Metromedia
Paging, a Southwestern
Bell Company. "Consum
ers today are surprised by
how affordable pagers
are. Our objective is to
make pagers available
thro~h convenient retail
channel,s."

According to the
"-Iorth American Tele-
ommunications Associ

ation (NATA), which
tracks pagers, $490 mil
lion worth of pagers were sold last year, or
3.2 million units. A total of 11.2 million
pagers were in use in 1990. NATA projects
that sales this year will tip $500 million, or 4
million units. Thirteen and a half million
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Pagers' PopularityBooming
Little beepers met way to desks of big retailers and floors of many stores

/

By J.nMS LA Roau Jr.

I f )(ll!lttfllh, :1I-,Tt, 1tn)'otK' uiJ ,h.( ptj.{l"r",'

would ~(lnn cvnl"'t: IA • proOtlllhle Cfllt

~lll1l('r c!cdrlillics rcWlI (or r~t.il chain!',
rrl~f vendI'" woulci 1,1.\"e chu~Ic(1.

Hut ~lIlFt('"r l(l\'('r~ All over Ameri{". IHe

I'''lnj( ,hc 10"I.,,~h",,uJ~eniy ,h"c III de
I~rcprn I rr nn .h(' (h~'lk~ (\f m.n)' biJl.

rCI.ilcrs, Aod thcI' orc showing up "n
I Jcnry of ",t oil noors ., ",ell.

•My Moxon rOl(cr is onc of ,he best
thi"", I heve nut -'I("fe,· 18id Rvb Frl!Ocr.
",obile clca,onies buye, foe ABC Appli
alH."t' Warehno.~('.

AU I. nor ''''y in ,I~ rage, inJUStry, ..
I'C<"JlCl'Iln'e,,:,",e<! in,o W.tdlllS .nd pcn,
~iz('J p.(tt'r~ hll\'(' ~(lUC"O mixtld review".
Itnnl~.,u uiti. But nvrnll. the c8tc~nry i~

beinl( oclU,lni1..,l hy "'t.ilers lO<lay like i,
h.., novet Ixro 1..J"re,

'Vendo" hAwn', h.d. now ptodllCi
"nee CD pIAye,,: n"t~d Mlh l.urie.
,lirectorof ret.il rn.,kctilll(. MohilC,omm, a
Ik~Soulh COll\I'""Y. 'We j",.".. t1~ l1(1(en,
li.l fot fl.~t" wso Ollt t1'tre, hut lIlui'
rc\eauJy th("t'r WMO no \t'ay 'odo it on ~ \I.·ide

.,.le ' Carriers like MobilComm l~ltrvt

,1,0' rr,siI ..1c< ",ill O,'COUllt for 20 l"",,,n,
,.[;odu",)' ...""< in JIN2

MOhlrol. "".,~ nOf' of chto fint ["(lmplniNO.
t.. rccognile how .....1I1'.~er.. roul<! oell AI
rrltil. Earlier rhi~ )'tiH, ,h~ cnml'ltl)'

Inunched the Bro",' ocr;"" ofI'ollft"-muh i,
4."loretl. (('If'l<llmf'r-4:1rK-rlted unKs nt("linr fCt

altflC1ll1uenlion 'u the ~t(lrc: l("YcL
"( )ur rrAIl~ilinn (rmn ItAndMrrl blAck (0

n\lorfuf hN."l,rrJ, \\·"~C.kv('kl~d IIpedli(".. II~·
fe'f reI IiI. .. Il.:\id S'<"v(' Spiro, U.~ mtr1<<-1

nllllll.~('r, Mlt{{lrnllll)~in#t (;roup.
'Colon ,Itrt tht conlumertl ..,'lhcse

Pl\~crs Ire J;ffel"'C1lt .• '1(.1 cfuficn;likr It Wo,

• Spiro ..id

Ukt NEC .,,,IUniden, M<~",ol. ,enl
izcd [hit the l'a.ciu.l! industry, \L'hosc 1I~r!\

\\'crC' ClOrt dOlllinilltcd hy (~OC(OI'7i and ~r·

"in" ('('If\lrlldftl''!\. i~ {":I(:pcricndnlt. I \l'IIV( of

ril]lid ~rowlh ;t~ "h'UA{tcr alldien("c di~

(.'frvet's Ihr- roIlV<11K-1K"C' "nd \'8Iu~ uf 11;tlZCr~.

Spin.1 C1-1;m.t,.,; ,hoi lite rc<oil eh..nncl",jll

"("('("101 for III t" 40 IlCre<:tll .,f rf,e 0\0",'"

i"fi~~arli.

Moto,ol", IAle<1 inuodtletiofl. ,he

ll'A"" Expr~«, i~ o...Ail.hlc ill dl'.h, enlo"
""d i, Ihe ·hOlI"1 pro<lol(l we h,,,t rilll"
rH)\l' het.·.us(" of il~ unrquf' dupe. Wofll(:n

Icolly like il: Sl'i". s.id,
lIecordin~ '0 the No"h Amtric.n

Tekrommunk.,iun.' A..<oei.t1on (NATA I.
wltidJ e'Il<.. I'.jlC.... $490 nliWon wonh of
p.J!crs \l(~f(, ~nld lIST )'<"af, or J.2 million

IIni" A ,otnl ..f 111 million Jl.~ ""'re in
11ft in 1990, NATIIl'rojcc1.IthBl ••b ,hi.
~.r ",-ill rip S'510million. or 4 miD.lon tr'lil~.

92 I)"cemhrr 2\, 1991 HFll

'l~irlttn and. half million

I~rr sub<crihcr> will br on·
li~e ot yeo" enJ By 199'.
Nil Til p,oj«u thoe pOI(C<

'''c< fo, the yesr will he $790
,,,Ilion, or 1\.2 million unln.
111,.he middle of ,hi, <I",ade,

t* million I'.~tr> ,,-ill be in
"",viet in this count')', .ald
the at.~ocjll[jon.

NATA "scorch eon
c1IJJe. th.I Motorola ltill
'<il, the m.jority of I'lj(Cr>. II
5~ prlctllt of the totll U.S.
mlorkel .hore; NEe U per;
ccjnt; P.nasonie' ~rccnt;
M"hilnn~ (. Sp,inRficld,
N,}.-b.,ed firml J JlCr~l;

Aljd 11.. remai"iol( 19 per
c",t oplit .m",,~ ouch rom·
p."ie<" lJ"iJrn, I'ujiltu
•.-..1 1':rio.son.

~lnthaSun

M~ny people thank ccUultt
p~one. fo, J:ivin~ raj!.<rs •
II,h, ""j' in ,he .un, Cdlphon.... h",'C Il"llen
alj>f of promotion and p<cu in rhe rckrom,
,ullOic.tion, indu"ry and aot"e of thai hos
"""lCd.of{on poftC~,

Michlcllllwnberg, vice prc<icknl of rhe
S,.,n,1 Ad"ice Elrctronk Cenle", nole'
"'I~I("r<: i~ tI: (lcfini1C' correilltOn ~,,'<::cn

!,,,-er< .nd celll,honc" Althnul!h we
I'sftf,', sol,l pOl!et, 1IIIIil nOll'. my ,ou~h

"""4ms1e is; thlt RroUllt! 10 ptfcent of our

p$nc nnfnmrrJ: nu:n PIRCU.· sounl,l,
At 'h:c l~r("(11 P"~ pftlAN.m t.~ aultltnn
, i,lt the new f..hinn c"lon. we ,hink we
"0 otlnlC! 0 "'ilk n,.,kcl ,. l\lulnhcr~ ...id

~·I"e ccUul., pho"e indu.rry lpen, rht
d.~I." '0 co,wincc ,he "uhlir thtl' nrcd
I'rbon"J communications. Th(' pl~;nR.
illl u~rywR~·1 prc-pan:cI to mAke thtr kind
of nVMtmen,: 'lid RoIlCn Pirow.prni.

dcut nf AlIietJ C{lmmunic.linn~. Inc.. I

di,t ,ihulor of cellulor phont<.
'\1/t .re ",rinl! ,he <oint kiuJ nf hu~t

~mwth in P"!ltrs AS "'t <lid in ~luIBr. frw
l'col1' al!": ,.id Mitchell W.....kr. mlrk"
reosetrrh m.nl~cr, NOflh Americam
Tclccnmmunieatioo< A«o,:ia'ioo (NilTAl,
",hieh t,.,",poftCn,

Who' has ,e.Uy h,mll(lll the "o'e~n,y

inln Ii,e limclijlln .rr the t(forts II.., monu
f.("wrrrl. Clrrlef'1li anJ rt"1ailen Ire- mlkin,;

tn mrreh""Ji.. 1"'ge"tort,.il «n""""",
Ch.ins l.' diff""n' ... Lccluoc"" Sou",l

~clvkt .nd AI &< Ed's Au'osoulld a", .n
1tC1liutlZ infO ~rI.

Cho,icl Spcil!hts. 1ll0n0I!Cl of m..kel
I'I.nniOj( fot NEC Amtriel ck-5eribcd his
company's (Cu;! proRr.m It • (",'o·licr

SCfSl'Cj(}'- one to promote NEe po~rs in
.'orcs lh((lll~h merehandi<inl( Incl pock.

.~in~, and .1lOlher '0 protllot<the corrids
flt\-.Juct and service. SaiJ Spci~hts, ·NEC

h., uilor-m.de r'OlI"'''''' I<J like ...lvantOlle
of the n.IUro! upIo.ion rakinllpl.cc in the
~.ila=•.•

Sl~ij(hls cs,imaltJ Ifl.1 ove' ,ht nnt •

)'CIn, '0 ""reenl of .1I1'lllCn will be <Okl in
offirr ..,pplylhu.incsa ltorcs, cI"'tronK .u·
pcr>lo,,, and m....' merchants .nJ ·,1.0' is
• con~rv1tiveC"lfim.rc:."

......,-.-tlfMobll1
CooN~r.-w.rtnnl of mobile: cornmuni
ntions has en.Hailed inl;'('l .m 1\\'IITf'lleSS of
pagtn, accordin~ \(l Spcij!lllS.•Tht coo·
sum" il uyinll Tve I!ol • mubik phont,
llou' can I .a... montj' ~n Iho.e bill,7' II
pa.R:~r re{'"~jy~. men.gel and rh('n al the

u~r5 disct'C'tinn. he eRn return thr cllL ~

he doesn't have to h."" his ~Irhorn: on all
lhetime:

·Stvtro! thing< hove rome 'Oflelhtt.1I of
a ,udde..: uid MobUComm's Lurie, ·Cel·
lulu phones h.vc m.de flC"'ple roo", OWOrt
ofwi,de<s technology. PllI"" righ, 0<'11I.'"

righl for ~lil,·

S",n~ vr",lo" Iff similaritic< bc'wccll
the hu'gconinlt paRe' muke1 and ,he f..
industry or a ftw yeo.. O~() ",hen il fi r"
beRan to make IlorRe imp." on the rt"'ail
SCene_ ·Th~ fax IlIlSn·t m.rkeltJ fi"t to
consume," Ind look at It lod,y: Lurie
commented,

Retail"" should worry aooul sdlin~ ,he
paRe,.tId kl I curi~t with. st'OOI( ret,il
program worry about servicinl( the ell"
tomrr Ifter the m&ll sck oCC'<1,din~to ven,
don, Curiers like MohilComm off"
ret.ilen polnt-of·ru,e},... moltri.I" 8!

wdl IS a hOSl of other ronsumtt "''''je"
IUch as voice mail. MnbilComm 01,0
spends aboul 512 00 co-op. pet .ctivated

~,

One drawhaek rn "'tail P"!lin~ ..Ie< is
thet chose cutlomcn tend totum off .."icc
It • more frequent rate, 0' jump ,oolher
service providers. cantd chum, Lurie ts,i·
m.ted th.l retail c~<:1ltcle chum 4 to ~ ""r·
cenl~month. ·lb.t is for al<~ of 'CS<Ol\S,
Ret.a allroell roUtllC ",ud~nrs or occ..<ionll1
Ule" whoflC'Cd the proJu<1 for shOM·trnn
U>C. •

Hiving euy aCCt'lsibiliry 10 p.~m is a
rcJ.rivdy new phenomenon Acwrdin~ '0
Motorola's Spiro. ·We in"rvit", many

IS- PAQEJl5, pqo '31
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