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Before the
FEDERAL COMHUNICATIONS COMHISSION

Washington, D.C. 20554

In the Hatter of

PETITION FOR CLARIFICATION AND
HODIFICATION OF PAY-PER-CALL
RULES

•····•
•···

RH-7990

PETITION TO SUPPLEHENT THE RECORD

The states of Connecticut, Tennessee, Pennsylvania,

Wisconsin, Alabama, Arizona, Arkansas, Florida, Idaho, Illinois,

Indiana, Iowa, Kansas, Louisiana, Maine, Maryland, Massachusetts,

Michigan, Minnesota, Missouri, New Hampshire, New Jersey, New

Mexico, North Carolina, North Dakota, Ohio, Oklahoma, Oregon,

Rhode Island, South Dakota, Texas, Vermont, Virginia, Washington,

Wyoming, and the Telecommunications Subcommittee of the Consumer

Protection Committee, the National Association of Attorneys

General (hereinafter "the States") hereby request that the

attached Report be included in the Record of the above-captioned

Petition for Rulemaking regarding the request by the States for

clarification and modification of the Pay-Per-Call Rules of the

Federal Communications Commission. In support of this Petition

the States represent as follows:

1. By Public Notice released June 2, 1992, the FCC

characterized as a Petition for Rulemaking and requested comments

on the States' request that the FCC ban the use of 800 numbers

for pay-per-call except in limited circumstances.



2. Comments were filed by a variety of parties on July 8,

1992, and Reply Comments were filed on July 28, 1992.

3. certain of the submissions, and particularly the Reply

Comments of various parties, raised questions about consumer

attitudes concerning the toll-free nature of 800 number service,

their understanding of interactive, pay-per-call services and the

appropriateness of charging consumers for information services by

the use of certain interactive techniques.

4. In order to gain insight into these questions and after

the close of the Reply Comment period, the states of

Pennsylvania, Connecticut and Tennessee commissioned a national,

random survey of consumer attitudes on these sUbjects. The

results of the poll conducted under the direction of Dr. Mark

Cooper, are set forth in the attached Report. In summary, the

survey found that:

a) Consumers believe that 800 number calls are "free"

-- 96% of those responding described an 800 number

call as "free";

b) Consumers are confused about 900 number calls and

the way in which they are billed for them; and

c) Consumers do not wish to be billed or charged for

800 number calls regardless of the method -- such

as pressing "1" -- proposed by some commenters to

signify acceptance of a charge for an 800 number

call.
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5. Because of the significant nature of the evidence

presented in the survey, the states respectfully request that the

attached report be added to the record in the above-captioned

Petition for Rulemaking.

Respectfully submitted,

Daniel Clearfield
Pennsylvania Offi e of

Attorney General
Executive Deputy Attorney

General
14th Floor Strawberry Sq.
Harrisburg, PA 17120
(717) 787-9716

For: States of Connecticut,
Tennessee, Pennsylvania,
Wisconsin, Alabama, Arizona,
Arkansas, Florida, Idaho,
Illinois, Indiana, Iowa,
Kansas, Louisiana, Maine,
Maryland, Massachusetts,
Michigan, Minnesota, Missouri,
New Hampshire, New Jersey, New
Mexico, North Carolina, North
Dakota, Ohio, Oklahoma,
Oregon, Rhode Island, South
Dakota, Texas, Vermont,
Virginia, Washington, Wyoming,
and the Telecommunications
Subcommittee of the Consumer
Protection committee, the
National Association of
Attorneys General

Dated: October 2, 1992
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Citizens Research
MARK N. COOPER/ PH,D.

802 LANARK WAY, SILVER SPRING, MARYLAND 20901 • (301) 681-3378

SELLING INFORMATION SERVICES DURINa 800 AND 900 NUMBER CALLS:
THE NEED PO~ GREATER "CONSUMER PROTECTION

BXICQ%IU 8JD1HARt

A reoent petition to the Federal Communioations Commis.ion
bl the members of the National Association of Attorneys aeneral
conclu4ed that pay-per-call servioes offered during 800 number
oalls are a signifioant problem for oonsumers because they oreate
confusion in the customer's mind about whether, how and when
billinv takes plaoe and are an open invitation to misleading and
deceptive practices by marketere.

Based on a national random sample survey of over 1,000
respondents and an extensive review of the consumer marketin9
literature, this report provides dramatic evidenoe supportin9
that conclusion and doouments the need for increased consumer
proteotion to prevent fraud and deoeption during suoh calla.

~ IURVII BISULTS

Billin9 for traditional calls i8 quite well established in
the public's mind, while new types of oalls are misunderstood
(••• Table ES-l).

o 96\ of respondents to the survey say, cor~ectly, that
800 number oa1ls are "free" and 80\ say that
regular loni 4istance oal1s are billed.

o In contrast 50\ say, incorrectly, that 900
number call. are "free."

o 84\ do not expect 800 number calls to involve
b1111n9 for information services, even when
the offer of information service. is
explicitly stated.

ftespondents do not support the "just punch one" approach
which is preferred by marketers for billin9 the.e services.

o 35' percent said that service should not be
offered in this manner at all and another 31'
said willinvn.ss to be billed should b.
8i9naled by punohing in a telephone or credit
card number.



'J."ABLB.8-11
BUftV.y " ••ULTS

KNOWLEDGE AND BXPBCTATIONS ABOUT BILLING POR CALLS

(c)

(b)
EXPBCT TO 88 BILLED rOR
rOR INFO ON 800 CALLS

8.'
13

33

17\

80

3

47

50\

4

o

96\

(a) Ca) <a>
800 900 ftEOULAR

CALLS CALLS LONG nIST.

rRIE

PAY

DON'T
KNOW

PRIPlftBNCIS FOR BILLING ?OR INTERACTIVE INPORMATION SIIVICSS

JUST PUNCH "ON!"

PUNOH IN TB! TELBPHONE NUMBER

U81 A CREDIT CARD

DO NOT OPPER SERVICES IN THIS WAY

DON'T KNOW

23'

1B

13

35

11

Ca> Which of tbe following type. of .telephone calla d~ you expeot
to be oharged for? (1) A r.gular long distanoe oall; (2) A oal1
to an 800 number; ($) A call to a 900 number; (4) A oall to a
neighbor; (5) Hone of these/Don't know

(b) Some busin••••• are now offerin9 inter.ctive information
.etvic•• whete a ·oaller can pre•• a partioular number and vet
information about partioular subjects. Mould you expeat to be
obar9.d for information provided on an 800 number call?

c) Some interaotive information .ervtoea cbarge au.tomera for the
information that they provide. How.do you think callers to the.e
aervioe••hould indicate that they are willing to pay for
informat.ion? (1) "uat punch in .. "one" and have it put on the
bill of the tllephone from,wbioh the call waa placed. (2) Punch
in your telephone number an4 reoeiv.~ ~1l1 from the telephone
eompany or from the oompant froviding the ••rv1cI. (3) UII a
credit card, .0 that the cpat app.ar. on tbe credit oard bill,
not the telephone bill. (4) Servic••. should not b. offered in
this way. (S) Not sure/Don't know.

SOURCE: National random .ample public opinion .urvey of 1010
r.epondent. conducted betwe.n August 13 and 16, 1"2 for Citizens
Research by Opinion a••••rch corporatton.

2



o Only 23' said that just punching "one" .hould
be the ~ay consumers signal their willingne.s
to purch••••

o Those who unde~stand billin; are mo~e likely
to ••y .ervices should not be offered in this
way and lea. likely to sa7 "ju.t punch one"
than tho•• who got the billing questions
inoorrect.

Dem09~.phic faotors raise further conoerns about billing for
se~vice5 during 800 and 900 number oa11s.

o Older, I ••• educated, and lower income
respondents are more l1k.lf to misunderstand
billing and be confua.d about 900 number
calls.

Among respondents who got all the 800 number billing
questions oorrect and who are 3S years old or older or have
inoomes above $15,000, 47\ said servic.s should not be offered on
800 number calls. In cont~ast, poor (income less than $15,000)
or youn; (age 18-24) respondents who got the billing que.tions
wrong were much 1.s. likely to .ay the .ervice should not be
offered (12\). Among the former group, le88 than 18' said "just
punoh one," oompared to 35' among the latter.

~ %II 1I0BLIH Q! TBLIPBOftI IIL~ID llPORMATIOft fRIISACTIQII

The confusion about billin; for 900 number oal1s and the
expeotation that 800 number calls are "free" oombines with.
number of characteristics of this unique purchas. situation to
dramatically inorease the likelihood that consumer. will be
mialed into incorrectly or inadve~tent1y making purcha.e. during
800 and 900 number calla.

o A belief that the 0.11 i. free and no pur­
ohase intention means that anr warning .is not
likel1 to be heard, understood or he.d6d,
because the wa~nini i. contrary to expecta-
tions. .

o Any warnin9 that bil11ni is about to occur
takes place in .u~io format, the tJpe of
information most likely to be miscomprehend­
ed.

o The conaumer has little time to pause to
consider the purchase and there ia no tender
of a bill to be examined, contemplated or
agreed to.
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The ability and w1l1ingn••• of consumers to cballenge erro­
neou. bill. is liftdted.

o Since no bill is tendered at the pOint-of­
purcha•• and the "service" is holdinV time on
a telephone call, there i. little abilitl to
suh~.et it to poat-purch••• scrutiny.

o Becau•• the bil1ingpartr i. the telephone
company and individual purch•••• ,are.mlll,
the oonsumer is les. likelf to challen,. the
bill.

The fact that the transaotion tates place electronically, in
private, compounds problema from the point of view of oonsumer
protection. It is difficult for consumer protection avenci •• to
view the commoc.tity and virtually impo.,.ible for them to soruti­
nize transactions involving real consumers.

lk CQlCLUIra.
Electronic billing for i~for~.tion services durin, 800 and

900 number calls oannot be t~••t.d •• a routine purch.... Tbe
u-7ust Punch One" billing approach preferred by marketeli. i. par"~

ticularly prone to error Ol),t\l' part, of consumers and deception
on the part of marketera. 'Th•• publ1.c'does not understand the
billing situation well and'!. very likely to b. misled about
billing. A plurality does ~ot even want any of this type of
billing to ;0 on and an ov.rwhel~ng ~a,ority do•• not prefer
this "ju.st punoh on." approaoh.

Marketera oan eaaily deoeive becau.e of the nature of the
transaction and the t.rgetingof vulnerable market segments 1s
likely due to strong d.mo9~aphic effects. Consumeli. alie not
likely to, no~ do they have much chance of, corr.attnv error•.
Consumer protection agencie.have gre,td1fficulty policini these
private, electronic tr&n••~tion•• steps to prevent abu••• in
telemarketing of information .erv1e•• on 800 and 900 number calls
are urvently ne.ded.
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%. BACKGROUND ,AND OVBftVZBW

16. DB COIClltlf8 MOUT BILLED SAVle,s DQRIIO~ IfUHBIRtt CALLa

A recent petition to the Pederal Communications Commission

to establish rules for pay per call services offered during 800

number oall. concluded that these calls present a s1gnif1cant

problem for consumers. 1 The essence of the problem is the mixinq

of "free" calla with billed services. The result is both confu~

sion in the customer·s mind about whether, how and when billin9

takes place and an open invitation to mia1eading and deceptive

practice. amon; marketeta.

In the past .everal.montha, the statea have
observed the proliferation of pa,-per-oall
aervice. which solicit call. bl the use of
"free" 800 inward MATS lin... In some case.,
caller. are directed to ••eparate 900
number; in others, oallers are induQed to
continue the•• oalls or to take aome other
step which resulta in the oaller bein9 billed
for the call or the service prOVided on the
oal1 •••

In the opinion of the State., certain of
th••• ~OO pa,-per-oall ••rvioea are not
complyin9 with the requirements of the pee
PAY-P'~-G,ll ~ and, in .ome instances,
are u8in; deceptIVe and mi.leadin9 taotios to
induce caller. t9 oomplet. the call,
resulting in a bill for the'call. Upon
reoeiving the bill for the oal1 and u.ervioe"
many customers ~.mit the oharge. because they
are confused about whether the, in faQt had
agreed to inour the cbarge'Ot are ooncerned

-------------------~

1. The States of connect~cut, .t .l~, ,etitiQD 12X Cl't~'iQI­
t12n ADd Mo4i~igation, In 1bA Hatter ~ loliai••.&nA Rul ••~
gorning Interstate ~ Tol,camrnvnications Seryie.s, CO dooket No.
91~65.

1



that non-payment mivht threaten the continued
availability of their telephone service.

As a real world example of the problem, the petitioners cite

law auitB brought against a marketing firm in almost a dozen

state•. 2

IL. puRr011 11m COICLUSION gf DB gpm

This report presents the results of a national random sample

public opinion survey which asked a number of knowled;e and

opinion question. about billing for services on SOO-number oal1a.

The empirical analysis shows that telephone-billed, interactive

information services for 800 number calls pose a major problem

for Clonsumers.

o Consumers believe that 800 number calls are
"ftee."

o They are confused about the billing status of
900 number calla. Older~ lower income and
leS8 educated r ••pondents are mo~e likely to
give inoorrect reapona•• about which calls
are "free" and whioh are billed.

o They would prefer that billed services not be
offered in this f ••hion.

Chapter ItcleacJ:'ibes the survey results. Chapter lIt place.

theae results in the context of the lar;e literature on consumer

purchases and deceptive mark.tin; praotices.

--------------------
1. Ibid., pp. 2"3.

2. Ibid., pp. 3-(.
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xx. BMPXR.ZCALANALY8X8

In order to study the i.aue of 800 number pay-per oa11

serviae., Citisens a••••rch wa. oommis.ioned to oonduct ..

national, random sample public opinion poll. The telephone

interview. were oonducted bl opinionfte.earch Corporation a. part

of ita weekly Carayan. A sample of 1010 interviews was oonduoted

beginning August .13, 1992 ancSencling August 16, 1992. Oiven the

.ample ais., ••mplin~ tole~ances are approximately ± 3 percent,

b PUBLIC PDClnIQI 21 11m 11m J.22 ·IIJJJIBIB CALLS

1. SUMMARY or PIIOIIOI

Because the focus of this report is on the public's

understanding of the nature of different type. of calls and its

expectation about billing, we asked .everal que.tiona about

whether specific calls were billed. Me find that the respondents

Qorrectly state that 800 number call. are "fr•• ," but are

confused about 900 number calls. Older, lower income and I•••

well educated respondent. are more likely to give incorreot

re,pOD••••

2. suavn gUBSlfIOl8

Por purposes of comparison, we be9an the survey with a

question that parallels a reoent survey by Louis Harris. 1 Sbort
---------~-~--------

1. ~aui. Harris and Associates, Inc., %§lepbpnl-pI.eQ 1;'~Qi A
SurXOY gf~ Am,ricln 'uhlig, H.D.



of an open ended que.tion, it provide. the reapondent with the

ireatest latitude. For purposes ofth. analysia, we call this

the "Harris" wording. 1

Which of the followin9 best describes an BOO
number?

A fr•• long distanoe oall

A oal1 you pay for that t. provide4by a
ton9 41st.noe tel,phon. c~pany. The coat
depends on tbe time of day and the length and
distance of the call.

A oa11 you pay for which is p~ovide4 by a
private compan~. The oampenr whioh provid••
the 800 num».r .ervice decides how muoh the
~all ooata.

Not aure/Don't know

Por the 800 number aallthe first respon.e is correct. ror

the 900 number call, the third 18 oorrect. Kowever, while the

second is incorrect for a 900 number call, it doe. aho~ that the

respondent understands that the call is a billed call. Note,

however, that it attribut•• the billin9 authority to the

telephone oompany. It a180 incorrectly state. how char9•• are

ealculatel:l.

Since the key characteristic of the call is whether or not

it i8 billed, we posed that. question again •• a .imp1. y•• /no

type of issue. ror purpose. of this analysis we call'this the

"Citizens" wordin9.

Which of the following types of telephone
oal1._do you expect to be charged for?

---------~----------

1. In all cases, responses were rotated.
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A re,ular long distanoe call

A aall to an 800 number

A eall to a 900 number

A call to a neighbor

None of the••/Don't know

By ineluding questions OD ather types of services, we can

gauge how the public's expectations and understandin; of _pecific

types of oa11s fit in the overall comprehension of billin;. We

find that even when the ide. otaerv1c•• durin; 800 number calls

is intro4uced, respondents do not expect to be billed.

ftespondents also do not support the .asy, "just punch oneil

approach to billing fQ~ suoh .ervices.

3. SURVEY UmL,.s

a. overall Patterns

Tbe respOnses to the•• questions show that the understanding

of billing varies aero•• type. of calls. Traditional calla are

quite well established in the public's mind, while new t7pes of

calls are misunderstood (5•• Table 1).

In the Harris wording of the 900 number question about two­

thirds gave a oorrect answer. One-fifth said they did not know

and three peroent .aid it was a fr.e call. One-ninth .aid it wa.

a billed oal1, but thought the telephone companl set the ohar9•• ,

whioh is incorrect.

For the Harris wording of the 800 number question, 71

percent correctly .aid it wa. free. one-ninth ••id they did not



TABLE 1:

KNOWLIDOE ABOUT BILLING POR SPECIPIC TYPES or CALLS

·'HARRIS WORDING" "CITIZBNS WORDING

900 800 900 800 r..ONO
DISTANCE

PRI! 3 71 50 '6 17

PAY 'rILCO 11
8 } NOT 47 4 80

PAY 65
9 PRII

COHPANY

DON'T 21 11 3 0 3
KNOW

"Harris wording -- Mhich of the followin; b•• t de.crib•• an 800
number' 1) A free long distance call; 2) A call lOU pay for
that is provided by a long distance telephone compaDr- The cost
depends on the time of day and the lenvth and distance of the
aalli 3) A aal1 you pay for which 18 provided bf a private compa­
ny. The company which provide. the 800 number service decides
how much the call costs; 4) Not sure/Don't know

"CiticenB wording -- Which of the following type. of telephone calla
do you expeot to be charged for? 1) A regu1ar'lonq distance
call; 2) A call to an 800 number; 3) A call to .900 number;
4) A call to a ne1qhbori 5) None of theae/Oon't know
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know. A total of 17 percent ••1d it was a billed call.

The citiBens wordin9 9ivea a different result. Asked simply

whether a oall is billed, 96 percent .aid, correctly, that an 800

number call is free. In contrast, half the respondents said,

incorrectly, that a 900 number was free. This que.tion indicates

that there is • good understandin9 of 800 number call., but

considerable confusion about 900nwnber calls.

Identification of the nature of regular long distance calla

reinforce. the suggestion that consumers have a ~.tter

understanding of traditional calls. Four·f1fths correctly

identify ~.gular long diatanoe calla as billed.

b. Differeno•• a.tween Demovraphic Groups

While demographic factors are not a central public policy

concern in this paper, they are frequently examined in connection

with studiea of consumer knowl.dge and purchase patterns. It

alao turns out that demographic factors create rather stron9

interactions with the knowledge factors discussed above.

Table 2 shows that better educated respondents tend to get

more ~esponses correct. This i8 part1cularl1 the c••e for the

900 number question. About one-third of those with l.s. than a

hi9b school education gave a correct .response to this question.

Over one half of those with some college or more 9ave • oorrect

r.spons••

Ne observe. similar pattern for income. Tho.e with h19ber

incomes tended to 9ive more correct responaea.
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'1'ABLE 2:
DEMOGRAPHIC FACTORS AND KNOWLEDGE OF BILLING

PERCBNT OF ftBSPONDBNTS GIVING CORRECT ANSWIR

ftHA1UU8 REaULAR Citizens WORDINO"
800 LONG DIST. 800 900

EDUCATION:
LISS 'HAN 8TH GftADE 65 85 94 33
INOOMPLETE HIGH SCHOOL 71 15 98 s.
HIGH SCHOOL GRADUATE 72 79 96 44
SONI COLLBOE 74 81 95 56
COLLEGE GRADUATE 69 81 96 53
POST ORAD "olue 75 82 97 61
PROr!SSION SCHOOL 92 94 100 53

INCOME:
UNDBR $10,000 71 73 94 47
$10 TO $15,000 68 80 91 35
$15 TO $20,000 83 71 98 33
$20 TO $25,000 80 77 90 45
$25 TO 830,000 78 85 9. 44
$30 TO $35,000 68 81 98 51
$35 TO $40,000 81 84 98 47
$40 TO $50,000 72 82 97 51
*50 TO $75,000 68 80 100 55
$75 '1'0 $100,000 65 71 99 56
$100,000 OR MOltE 79 14 98 14

AOI or RESPONDENT:
18 TO 20 76 70 99 62
21 '1'0 24 74 81 96 52
2S '1'0 29 18 74 93 .9
30 TO 34 76 73 96 53
35 TO 39 80 83 99 49
40 TO 44 77 84 94 S2
45 TO 49 '71 81 99 38
50 TO 54 71 12 97 59
55 TO 59 69 80 98 42
60 '1'0 64 63 89 94 39
65 OR OLDER 61 84 96 31
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In contrast, age has the opposite effect. Older respondent.

tended to have fewer correct responses for the 800 number and 900

number questions, but not the regular long distance question.

IL. U'lCTATIOnll MIl PBJDBIIClI ABOUTIU.LIIO mB ·"YICIS

1. SUMMARY or PI.DIIOS

Knowledge about whether or not certain tlpea of oalla are

billed olearly supports the assertion that the public perceive.

SOD-number calls as free and 18 oonfused about 900 number oal1s,

The more preoise que.tion of billing for service. rendered durin;

suoh calls, as opposed to whether the call itaelf is billed, also

was explored in the survey.

N. find that respondents do not expect or want 800 number

oalls to involve billing for information service., even when the

offer of information service. i. explicitly stated. R••pondents

a180 do not support the Ujust punch one" approach which i.

preferred by marketers for billing thes••ervice•.

2. SURVEY OUBS!'IOI.

Three questiona dealing with b111in9 expectations and

behaviors were ••k.d.

Bome busin••••s are now offering inte~activ.

information .ervices where a caller can press
• partioular number and get information about
particular subjects. Would you expect to be
eha~ged for information p~ovid.d on an 800
number oa11?

This queation aha~pen. the issue by introducin9 • specific

type of 800 number call which is not the traditional toll free
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number.

A aecond question posed tbe specific purchase situation of

conoern in telephone~bi11.d information service purcha••••

Some interactive information se~vic•• char;e
au.tomera for the information that they
provide. How do fOU think callers to the.e
servioes should indicate that the, are
will1n9to pay for information?

Just punoh in a "one" and have it put on
the bill of the telephone from which the call
wa. »laced.

Punch in Jour .telephone numbe. and reoeive
a bill f~om the telephone company or from the
company providing the service.

U•• a credit oard, 80 that the cost
appears on the credit card bill, not the
telephone bill.

Services should not be offered in this
way.

Not sure/Don't know.

Finally, a set of que.tions was included whiCh dealt with

purchasea over the phone. A question asked whether a credit card

had been used to purchase 90ods, .ervioes Dr information.

Have you ever purch••ed any of the followin9
items over the phone by 9ivin9 out your
credit oare number •.•

A prod.uot

A ••rvioe

Information

None of these/Don't know
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3 • SURVBY RI8UL.,8

a. Overall Pattern.

The expectation of billing for information services during

800 number calls co~~oborates the public's understanding of 800

number calla a. free. APproximately 84 percent of the

respondent•••1d they would not expect to be billed for the

provision of specific information, even if they were involved in

obtaining interactive information service oalla. only 13 percent

said they would expect to be billed.

The public is not 8upportive of telephone-hilled information

.ervice, as Table 3 shows. Over one-third of the respondents (35

percent) to the ~uestion about how callers should indicate their

willingness to pay said that .ervice should not be offered in

this manner. This was the most prevalent response. A little

over one·sixth said punching in a telephone number, and a little

over one-eighth .aid using tbe credit oard, was the preferred

method. One-in nine ~e.pondents were not sure or did not

respond. Less than one quarter (23 percent) said that iuat

punching in a "oneu should signal willingness to purchase.

Thus, conoorna raised about the method being used to bill

for information .ervice. are well founded. Consumers do not

expeot to be billed for suoh calls and they do not want ••rvioe.

offered in this way. Overwhelmingly, they do not prefer the

•••y, "just punch one" approach to billing.

Cro••tabulation of several questions undersoores this

observation.
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fAILI 3:

PII,aIIICiI IDI IILLIIG 101 1I'IIACflll IIIOlllAflOI .aVICe.

tlOl1 no 'IOU '10 !IIIl tlOIl '10 All TIO.I 110
ALL I!PIC! 10f to. IUIII18 VlCUUI. lIDU! IIPlC' to II "I IUURI

""OIDa" '0 II ClllGID 111 1Of CIUOI rOI "' IUIIIIR ClUGID rOR All CIUGID
'01 It, CALI, CllIGID ... CALL Clun. a.. CALL
IlrOllllllO! ItrOllllllOI 1II00IIlfi0i

~UI' 'UiCI '011' U 22 U 15 14 JS U

PUICI II fll 17 17 J U n n
tlLl'lOII IUI'IR U

VII I ClIDI' 13 13 U U 0 13 ,
CliO

DO lOT 0"11 35 U n zz 13 15 18
IIIY1CI

DOl', 1'0' 11 I 10 50 n 10 •
(I) 1110 IUU un) (34) (Zit UU) UU

80le llterlctl,e llforlatlol .ervlce. c.'I,e clstollr. for t~1 llforllti•• t~.t. t'e, pro'lde. 10' Go lOI t.llt
cilletl to theae lervlees s~o.ld Ildlcltt t'at t~e1 are '11111' to 'If (or 1llorlitloD?

11 JIst plnc. In I 'oDe l al' ••,. It Pit 08 tbe btll of the telep.oD' frol 'bleb tbe cill III ,llceG.

t) 'Inch 11 rO~t t.l.phoal lalber .Id recel,e I bill frol t•• telep,ole eOlpa., or 1101 tbe CO.fIDf pr.'ldia, t ••
IInlce.

3) V., I credit clrd, 10 t.at t~e co.t .,pearl 01 tbe cle4tt clrl .111, lot t~e telep•••e bill,

41 'ervlce. ,holld ftot •• olllrl' 11 th1. 111.

51 lot Ilre/DoBlt klov.
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Thoa. who expect not to be oharged for 800 number calla or

who correotly state that 800 number calls are not venerally

billed, are more likely to .ay service. should not be offered in

this way than those who gave incorreot resonses (36 peroent

oompared to 10-15 percent). They are Ie•• likely to say just

punch one -- (22-23 percent compared to 33-34 percent).

Thoa. who .xpress uncertainty about how 800 number oalls are

billed expre••ed stroDg uncertainty about .elling information

services -- over one·half 9ave this response. Very few in this

oate;ory gave the "just punoh one" r ••poD•••

Almost 40 percent of respondents said that they had

purchased a product over the telephone using their credit card; 9

percent report purchasing a ser~icei and 2 percent report

purchas1n9 information. Overall 44 peroent said that they had

purchased at least one of theae three cate90ries of items. In

compariaon, the recent Barri. poll found that 64 percent of the

respondents had po•••••ed a national credit card at 80me time.

Thus, a telephone purchase appears to be common for those who

have cr.dit cards.

Tho•• who have experience with credit card, product

purchases over the telephone are .omewhat more likely to give

correct answers to the knowledge questions, as Table 4 shows.

They do not exhibit any difference in their preferences about how

such trans.ctions should be conducted. Thoae who purchased

information gave a wrong reaponse to the question about bil11n9

for loni distance calls.
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