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Policy and Rules Concerning the
Interstate, Interexchange Marketplace

Implementation of Section 254(g) of the
Communications Act of 1934, as amended
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)

CC Docket No. 96-61

DOCKET FILE COpy ORIGINAL

COMMENTS
OF

THE TELECO"MMUNICATIONS RESEARCH AND ACTION CENTER

The Telecommunications Research and Action Center (TRAC), by its undersigned

counsel, hereby submits comments in the above referenced matter. TRAC is a

Washington, DC based 501(c)(3) consumer education and advocacy organization. For the

last ten years, TRAC has published TeleTips®, a periodic newsletter that provides

comprehensive consumer information and rate comparisons on interstate long distance

telephone service. A copy of the March 1995 chart is attached. I

TRAC will focus its comments on the question of whether the Commission should

exercise its discretion, as it tentatively has decided to do, to prohibit the filing of tariff's by

non-dominant interexchange carriers. The Commission proposes to order non-dominant

carriers to not file tariffs. Instead, they will be required to make available at their offices

1 The most recent version of the TRAC chart is dated November 1995, and is available from TRAC,
P.O. Box 27279, Washington, DC 20005, for $3.00 and stamped, self-addressed business size envelope.
A new chart will be released within the month.
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rate and service information for the Commission upon request, but not to the general

public.

TRAC appreciates the Commission's goal of reduced regulation and increased

competition in the interexchange market. However, making access to price information by

customers very difficult will not achieve the desired result, but instead is likely to distort

the market. TRAC supports an alternative approach that will result in more ready

availability of price information to most consumers while still promoting the pro-

competitive objectives of the Commission and the Telecommunications Act of 1996.

Specifically, TRAC proposes the Commission allow any carrier2 to elect, in-lieu of filing

a traditional tariff, to meet a requirement for certified disclosure for off-the-shelf services

of price, terms and conditions.

TRAC proposes that this information be filed with the Commission and be made

public via the internet at the expense of the carriers. Alternatively, the Commission should

require that certified rates and conditions be kept in a public file on the premises of the

carriers AND disclosed on the internet via either the FCC Web Site or the web site of an

independent party. Finally, the Commission should require that all carriers file each year a

plan to educate consumers on how to determine the price and cost of long distance

services and to be effective shoppers for such services

2 TRAC believes that the same proposal could apply to dominant as well as non-dominant carriers with
respect to off-the-shelf pricing. Current tariffs tend to be unduly complicated and hard to understand. It
would be in the consumer and public interest for all carriers to comply with an alternative publication of
rates in an easy to use and obtain format.
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PRICE DISCLOSURE IS PRO-COMPETITIVE

The Commission has mistakenly determined that it is pro-competitive to make it

difficult for consumers to learn the cost of long distance telephone service. Its proposed

conclusions are based upon its tentative findings, as required under the

Telecommunications Act of 1996, that (1) filing of tariffs is not necessary to ensure that

the charges, practices, classifications ", are just and reasonable, and are not unjustly or

unreasonably discriminatory;3 (2) filing of tariffs is not needed for the protection of

consumers and (3) forbearance from requiring such filings is consistent with the public

interest. The Commission states that it can rely on its complaint process to protect

consumers and address unreasonable and discriminatory pricing practices,

This approach to disclosure of pricing information is off the mark and therefore a

mandatory requirement that non-dominant carriers not file tariffs would be illegal. It is a

fundamental principle that a competitive, consumer driven market depends upon consumer

decisions based on "known market prices."4 When buyers lack information about goods

or services, they make decisions that mis-allocate resources. 5 Yet, the NPRM takes the

3 TRAC believes that there continues to be widespread unreasonable and unjust price discrimination in
the market place today. It would be helpful if the Commission took this opportunity to clarify the leeway
providers of interexchange service have in price discrimination under the new Act. Indeed, without such
clarification, the Commission's diminishing resources could be further taxed by massive consumer
complaints over pricing practices. For example, it is generally regarded to be the law that similarly
situated customers with similar calling habits ought to be provided with the same rates. Yet, today, long
distance carriers are engaged in a hodgepodge of service offerings. Thus, one plan may be "closed" to
new customers, requiring all new consumers to sign up for more expensive "open" plans. Thus, neighbors
with identical calling patterns would end up paying different rates for identical calls based only on when
they elected to sign up for a service. Such discrimination under the 1934 Act traditionally would be
illegal, yet it is a practice engaged in today by most carriers,

4 E.g. Phillip Areeda. Antitrust Analysis. Problems, Text, Cases 6-10 (2nd Ed., Little Brown, 1974).

5 See, Meier & Garman, Regulation and Consumer Protection, Chapter 19, pp 430 et. seq. (2nd Ed.,
DAME Publications, 1995)
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position that it is pro-competitive to make it harder for consumers to know market prices!

(NPRM Para 31).

The goal of the Commission should be to promote a market place that empowers

most consumers to make informed decisions about which long distance service to

purchase based on the actual prices available to them. It is axiomatic that the more

informed the consumer the more competitive the market. The challenge facing consumers

is that there is already misleading and conflicting price claims that make effective shopping

difficult. Competition is harmed if purchasing decisions are based on incorrect information

. . .
or mis-ImpressIOns.

Consumers continue to be confused. The TeleConsumer Hotline, a nonprofit

education service sponsored by the Consumer Federation of America and TRAC, with

support from AT&T, MCr, Sprint, Bell Atlantic, NYNEX and Pacific Telesis, continues

to get thousands of calls from consumers asking how to chose a long distance company.

Nearly 17 % of the Hotline's calls continues to be this basic, fundamental question almost

10 years after the break-up and it is the single most frequently asked question.

Perhaps the best evidence ofmarket failure in terms of informed consumer decision

making is the fact that most interexchange long distance consumers continue NOT to be

on a discounted long distance calling plan. 6 An informed consumer knowing actual

prices and acting rationally would always opt for the lowest available price. Even within

-----------------

6 Consumer Long Distance: The Battle for Simplicity and Differentiation, p. 11 (The Yankee Group,
May 1995) According to the Yankee Group, in 1993 70 percent of consumers were not a member of a
discount celling plan, and in 1994, 67% were not.
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their own preferred carrier, most consumers are paying standard rates for long distance

telephone service. Yet, almost any consumer will pay less if he/she is on one of the

carrier's discount calling plans.

Consumers who don't know how to make the choice or whose choices are based

on mis-information distort the market. If people think they are buying an inexpensive

service, but are buying from a higher priced competitor or if a consumer thinks that all

prices from all carriers are about the same, then the market will not work. In fact, that

appears to be the case today. If that were not true AT&T, would have a lower market

share because there are almost always less expensive carriers and plans than AT&T offers.

The FCC should be concerned about promoting greater consumer access to pricing

information, not making it more difficult to obtain that information.

THE COMMISSION SHOULD PROMOTE PRICE DISCLOSURE

The Commission has decided that if it makes it harder for competitors to

determine each others pnces then there is likely to be more competition and more

competitive pricing. (NPRM para 31). It is self-evident, however, that if AT&T, MCI

and Sprint are not in a position to learn each other's prices, individual consumers won't

possibly be able to obtain such information 7

TRAC currently publishes its chart and relies upon carriers to provide it with the

price information for its various calling baskets TRAC requires access to independently

7 Of course, the large carriers will always be able to determine the pricing structure of their competitors
First, they can have their employees pose as customers and obtain the information. Increasingly,
companies are being paid to collect and analyze consumer phone bills to determine price and usage
patterns. Such research is expensive and to the extent that it is necessary to perform such research to be
an effective competitor in the market, it is a barrier to entry. not an incentive to lower prices.
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produced information from the carriers to assure the accuracy of the information it

receives. TRAC has in the past been confronted by carriers providing mis-information for

its chart in an effort to gain a competitive advantage

The consumer and the public interest are both served if there is ready access to

reliable price information for the typical, off-the-shelf products purchased by most

consumers. We do not believe there needs to be disclosure of contract prices agreed to

between carriers and their largest customers. The analogy is perhaps best to that of auto

dealers. There are, of course, fleet pricing strategies for big contracts involving large

volumes of cars. The pricing strategies and specifics of such agreements are likely to be

proprietary. Disclosure of these prices would be anti-competitive. On the other hand, if

there were no retail prices posted for cars sold to individual users, it would be impossible

for the typical consumer to comparison shop Indeed, it still is difficult for most consumers

to learn the "true" price of autos, unless they have access to "list" prices.

THE COMMISSION SHOULD MAINTAIN A MANDATORY TARIFF
REQUIREMENT UNLESS CARRIERS COMPLY WITH AN ALTERNATIVE,
CONSUMER FRIENDLY PRICE DISCLOSURE SYSTEM

Consumers benefit from having high quality, reliable price comparisons so they

can make accurate decisions about long distance (and eventually local) carriers. The goal

should be to make price comparison information available in a form that can be utilized by

intermediaries such as the press, consumer groups and others.

TRAC proposes that the Commission require that all tariffs be filed by carriers,

whether dominant or not, unless a carrier agrees to participate in a program to publicize its
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rates and conditions via the internet. There are two options. One option would be for the

Commission to specify a uniform disclosure model, and the information then would be

made available over the Commission's internet site. The information could readily be

provided in html format for posting by Commission staff Alternatively, each carrier could

establish its own web page with a link set up on the FCC page.

The second option is for the Commission to authorize the carriers to file their

prices with an independent third party. That third party could then undertake the

publication of the materials in appropriate formats.

Finally, the Commission should encourage commitments to consumer education

by the carriers. TRAC proposes that on an annual basis each carrier file a plan for

undertaking consumer education efforts aimed at informing consumers on how best to

select and purchase competitive telecommunication services. These efforts should provide

consumers with the information necessary to locate and evaluate comparative information

for competitive services.

TRAC's proposal is similar to one made by Vice President Gore during a speech

at the National Association of Broadcasters on April 16, 1996. In that speech, he made a

proposal for a "Family Right-to-Know" initiative'

Here's how this Family Right-to-know plan would work.
Broadcasters would continue placing in their public files at their stations the same
information they already provide -- for example, which programs they consider
education, when those programs air, and what their education content is. And
broadcasters would continue to file their public reports.

But along with doing that, this material would be filed on a
computer disk or by electronic mail. The FCC would then post this information
on its home page on the World Wide Web
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The Commission's proposal that carriers keep rates available on their premises,

albeit not publicly available, is similar to the requirement that broadcasters maintain a

public file at their stations. In this instance, we are not suggesting that the files must be

made public at that location, which could be unduly burdensome, but instead that they be

filed with the Commission and posted directly or through a link on the FCC home page.

CONCLUSION

TRAC believes the Commission record does not support the proposal that all

non-dominant carriers be ordered not to file tariffs. Indeed, we believe that making prices

for off-the-shelf services more widely available in a user friendly format is pro-

competitive, in the consumer interest and in the public interest. The Telecommunications

Act of 1996 requirement for discretionary deregulation is prima facie not met by this

proposal.

TRAC's proposal is to provide an option to tariff filing that in fact serves the

public interest and meets the requirements of the 1996 Telecommunications Act.

Respectfully Submitted,

Samuel A. Simon
Counsel
Telecommunications Research and Action Center
901 15th St. NW, Suite 230
Washington, DC 20005
(202) 408-1400

April 25, 1996
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A PUBLICATION OF THE TELECOMMUNICATIONS RESEARCH &.A· -ION CE1\I-rER

Long Distance Comparison - Residential Chart No 29 March 1995

Saving Moneyon Your Long Distance Bill
'Which long distance company is the

cheapest?" "l'm confused by all the claims
from long distance advertising," "How do I
know which company or plan is best for
me?"

an "annual check-up." However. new
plans and programs can be offered at
almost any time. So if you're a very heavy
long distance user. you might wart to do
a check-up every three months'

Look at how many minutes you typically
talk. Determine if there is any pattern to

your calls, like calling to only one or two
numbers, one or two area codes all the
time, etc.

These are the questions asked most
frequently by consumers today who are
bombarded by advertising and marketing
claims of long distance carriers, TRAC's
Tele-Tips has been helping consumers
answer these questions for over a decade.

Getting the best deal on long distance
service is in fact more difficult than ever
before. With more long distance carriers
offering services today, just picking a long
distance provider isn't enough. To be cer­
tain you're getting the best deal, you must
also be sure that you're on the right calling
plan. Meanwhile, calling plans offered by
different carriers are also changing. Plans
offered one year may disappear the next. A
plan that is the cheapest one year can
suddenly become the most expensive of­
fered by that carrier.

Consumers can save money on their
long distance phone bill, and TRAC's Tele­
Tips Residential Long Distance Chart is the
best and easiest way to get those savings

Your "Long Distance Check-Up"

There are other times when a long
distance check-up is appropriate. For
example, when you move, you'll be asked
to select your one-plus long distance
carrier for your new telephone number
Use this as an opportunity to review your
options. Your calling patterns are also
likely to change with major lifestyle
changes. For example. when a child
goes away to college, or moves back into
the home after college, your and their
long distance calling habits are likely to
change. That is a perfecttime to do a long
distance check-up

Conducting your check-up is easy.
Just follow the steps listed below. But
you can also keep on top of your options
by simply calling your long distance car­
rier. The toll-free 800 number for each
carrier in the chart is included in the
Features and Services section of Tele­
Tips. When you call, ask your carrier if
you're on the least expensive calling plan
they offer. Make sure that when they look
at your records they compare a "typical"
calling month.

Select Your Category in the Chart.
TRAC has created three typical "calling
baskets" that are intended to reflectthree
distinctly different calling patterns based
on the time of day you call most often.
For example, if you make your calls
during all parts of the day and week,
essentially a mixed day/weekend pat­
tern, then consider "Average Daily Use."
If most of your calls are mainly at night
and weekends, use that section, and
likewise if you call mainly during the day,
use the "Heavy Day Use" section.

You then need to find the call levels
(minutes/dollars) that most closely
match the number of minutes or the
amount of money you typically spend in
one month. You can do this by totalling
the number of minutes you used for three
months and dividing by three. This gives
you the average number of minutes you
use in a month. You should do the same
thing with the dollar amount of your long
distance bill. Then use this information
to find the column that most closely
reflects your calling level.

Saving money on your long distance
bill means periodically conducting a "long
distance check-up." How often you should
conduct this check-up depends on how
much you spend on long distance services.
The higher your long distance bill, the more
often you should conduct a check-up. Rates
and services tend to change around the first
of the year so that's a good time to conduct

How to Use the TRAC Chart

Determine Your Own Calling Pat­
terns. Examine at least three typical
months of your own long distance (inter­
state) phone bilL (Usually included with
your local phone bill.) Look at when you
call most frequently (daytime, evening,
nightWeekend or a combination ofthese).

Compare Plans. Once you find the
column in the category thatbest matches
your typical calling pattern, look for the
least expensive plans. Then carefully
read the plan descriptions for each, mak­
ing sure that you meet all the plan
requirements to get the price shown in
the chart.

(Continued on Page 11)

Copyright 1995. i"othing in Tele-Tips rna'· be reprinted without the advanced written consent of TRAC



TRAC's Long Distance
AVERAGE CAlLY USE

T

PLANS 5 Calls '0 Calls 15 Calls 30 C:al/s 50 Calls f 50 Calls

54 Min 108 Min 162 "Win 378 Win 522 Min 7572 Min

HEAVY
5 Calls 10 Calls 15 Calls

54 Min J08 Min ; 62 Min

Standard Rates 4

AT&T Dlal-1 $12 15 $22.89 $32 . 3 $57 57 $97 23 $2B8.51

Lei Basic $ 1 1 85 $2259 $31 83 $~ 7 ..,--r $96.93 $23821~ J .:.. I

LDDS Dial USA $1066 $20.19 $2277 $52 33 $87 ; 7 $25723

Matrix Standard Basic $10.96 $20.66 $29.00 $ 5 -35 $87 73 $26028

MCI Dial-l $12 10 $22.79 $3198 $5727 $96.73 $28701

Sprint Standard $1215 $22.89 $32.13 $57 57 S9723 $288.51

$14 13 $2559 $35.91

$13.83 $2529 $35.61

$1235 $23.37 $32.08

$12.75 $23.09 $32.40

$14.08 $25.49 $35.76

$14.13 $25.59 $35.91

Flat-Rate Plans 5

LCI All America Plan $9.75 $17.97 $25.77 $45 03 $78.21 $231.03

LDDS Home Advantage $1202 $15.72 $22.32 $38 52 S66.72 $ ~ 96.32

Sprint Sense • t $12.09 $19.65 $23.49 $4029 $69.57 $20409

$1077 $19.05 $2745

$13 82 $18.12 $25 92

$14.25 $22.53 $27 31

Discount Plans Based on How Much You Call 6

AT& T True USA $12 15 $2083 $26.15 $46 51 $68.7.1 $202.03

AT&T True Savings· $12 15 $17 73 $2466 $.10 37 S68 74 $202.63

Matrix SmartWorld Basic $989 $18.53 $25.93 $46 33 $78 16 $231.68

Sprint the Most II $12 15 $22.89 $32.13 $46 51 $68.74 $188.32

$' 2.94 S23 26 $ 29 18

$ , 1 16 $19 76 527.50

$ ~ 1.47 $20.66 $28.95

$1413 $2559 $2918

Discount Plans Based on Who or Where You Call 1

AT&T Select Saver $12.61 $21.16 $29.66 $4947 S86.51 $250.85

AT&T Simple Savings $12 15 $22.89 $32.13 $45 86 $77.97 $230.31

MCI New Friends & Family· $838 $15.92 $22.16 $36.89 $62.05 $181.91

$1449 $23 63 534 12

$14.13 $25.59 $2959

$10.29 $1798 $25.04

Discount Plans Based on What Time of Day You Call 8

Allnet HomeSaver $966 $17.76 $2505 $4296 $74.19 $217.65

AT&T AnyHour Plan $1300 $18.28 $24.22 $39 94 $70.42 $210.52

AT&T Evening Plus $13.74 $20.64 $28.56 $48 24 S8106 $236.52

AT&T ROA Bonus $16.12 $23.56 $2898 $47 03 s' 78.20 $22777

AT&T ROA 24·Hr Plan $1704 $23.99 $29.08 $46 29 S76.09 $218.96

AT&T ROA Half Hour $12.66 $20.94 $2923 $51 27 $86.36 $254.81

Matrix SmartWorld Day $10.01 $18.37 $26.43 $46.34 S80.54 $238.19

MCI AnyTime $12.15 $17.43 $23.37 $3897 $6891 $206.55

$12.09 $21.00 $28.29

$1300 $1828 $26.02

$18.66 $25 50 $34.26

$19.81 $27.34 $34.50

$20.25 $2709 $33.64

$15.95 $24.42 $34.09

$1067 $1897 $2739

$12. 1 ~ $1743 $24.99

Copyright 1995. Nothing in Tete-Tips may be -eprinted without the advanced wrtten consent of TRAC

FOOTNOTES
"AYerage Daily Use." "Heavy Night and Weekerd Use" and 'Heavy Day Use- are each ,::alculated to contain short. medium and far

interstate long distance calls. The three samples differ on the amount spent.~umber )f minutes and percentage of calls made through

the rateltime periods. All prices include 3 direr:t~ry assistance calls. AII'ates Jre 'or j rect'dialed cails

"Average Daily Use" consists of 25% cf calls made during the day 45', !' '~e e'/enlng and 30'n made during nlght.·weekend hours.

2. "Heavy Day Use" consists of 50% of calls made during the daytime hours 20°;' nade during the evening hours and 30% made

during the "ight weekend hours

3. "Heavy Night and Weekend Use" consists of 45 % of calls made dUring ,he dayt"."e hours 25 % made during the evening 'lours and
30% made during the night and weekend hours.

4. "Standard Rates" are the basic phone plans carriers offer without fees All dlscoLnts are calculated from this rate.

5. "Flat·Rate Plans" are calculated at a flat rate per minute, regardless of the distance of the call Rates may vary based on the tlrne

of day you call Check the Plan Descriptions for more information abou, each ~"a·"
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Comparison Chart
DAY USE 2

30 Calls 50 Calls 150 Calls

318 Min 522 Min 1572 Min

$64.95 $11487 $330.33

$64.65 $114.57 $330.03

$58.26 $100.30 $290.61

$58.59 $10363 $297.96

$64.65 $114.37 $328.83

$64.95 $114.87 $330.33

$48.93 $85.41 $251.61

$46.32 $81.12 $237.72

$49.65 $86.85 $253.77

$52.41 $81.08 $231.91

$46.14 $81.08 $231.91

$52.28 $92.28 $26511

$52.41 $81.08 $215.50

$57.72 $99.80 $292.33

$52.17 $92.46 $264.87

$42.53 $73.83 $207.78

$54.75 $93.63 $273.54

$47.74 $84.82 $251.92

$60.42 $105.66 $300.60

$59.80 $104.82 $296.87

$56.98 $98.67 $277.09

$61.38 $10837 $310.23

$48.68 $84.86 $250.49

$45.99 $81.87 $243.81

HEAVY NIGHT AND WEEKEND USE
3

5 Calls 10 Calls 15 Calls 30 7"uls 50 Calls 150 Calls PLANS
54 Min 108 Min 152 Min 318 Min 522 Min 1572 Min

$10.95 $19.23 $27.63 $47 55 $82.23 $242.55 AT&T Dial-l

$10.65 $18.93 $27.33 $4725 $8193 $242.25 LCI Basic

$9.97 $17.51 $25.39 $4 i25 $7467 $220.52 LDDS Dial USA

$9.89 $18.30 $24.93 $438 :: $74.27 $21911 Matrix Standard Basic

$10.90 $19.13 $27.48 $47.25 $8' 73 $24105 MCI Dial-l

$10.95 $19.23 $27.63 $47.55 $82.23 $242.55 Sprint Standard

$909 $15.93 $22.53 $3963 $68.79 $203.91 Lei All America Plan

$1142 $13.32 $18.72 $3252 $56.52 $166.32 LDDS Home Advantage

$11.37 $16.77 $19.17 $33.09 $57.33 $16809 Sprint Sense • T

$1095 $17.53 $22.55 $3849 $5824 $17046 AT&T True USA

$1095 $1499 $21.29 $3623 $5824 $170.46 AT&T True Savings'

$8.93 $16.41 $22.31 $39 '3 $66.19 $194.98 Matrix SmartWcrld Basic

$10.95 $19.23 $27.63 $38.49 $5824 $158.44 Sprint the Most II

$12.10 $18.68 $26.21 $44 79 $75 59 $21721 AT&T Select Saver

$10.95 $19.23 $27.63 $38.70 $6636 $195.20 AT&T Simple Savings

$10.90 $13.82 $19.12 $32.14 $52.72 $153.10 MCI New Friends & Family'

$8.85 $14.52 $20.19 $37.29 $62.85 $182.82 Allnet HomeSaver

$13.00 $18.28 $2422 $38 74 $63.82 $180.52 AT&T AnyHour Plan

$12.12 $16.80 $22.74 $38 1C $65 10 $188.28 AT&T Evening Plus

$13.27 $16.56 $22.45 $37 30 $63.66 $18331 AT&T ROA Bonus

$14.36 $17.64 $2353 $38.23 $6427 $182.62 AT& T ROA 24-Hr Plan

$10.13 $1705 $23.63 $4068 $70.27 $206.45 AT&T ROA Half Hour

$947 $17.70 $23.91 $43.03 $73.16 $21707 Matrix SmartWorld Dav

$12.15 $17.43 $23.37 $3789 $62.97 $17955 MCI AnyTime

6. Under "Discount Plans Based on How Much VO.J Call," customers rece'vP i,s,;oIJrts from the carrier's standard rates based on the

volume of calls made by the customer.

7. Under "Discounts Based on Who or Where You Call," additional discoLnts are applied to calls made to phone numbers or area

codes selected by the customer li.e. an MCI customer calling an \i1CI custcmer' Check Plan Descriptions for more ,nformation.

8. Under "Discounts Based on What Time of Day You Call," per minute rates for calls made dUring deSignated times are lower than

standard rates. Customers should select plans which discount calls during 'Imes they call most frequently.

AT& T, Mel and Sprint each offer a program to provide additional discounts to customers through the redemption of reward "points"

granted based on the amount of usage. The plans differ somewhat and you should :heck. With the carrier for details The programs are

called AT&T True Rewards (sm), MCI Friends and Family Extras Ism I and Sp,nt Rewards (sm!

t Sprint customers signing up for Sprint Sense before June " 1995 will never pay $3 00 monthly fee For those signing up after June 1,

the $3.00 monthly fee only applies to customers spending 'ess than $25 IX"~ pee '1wnth
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FEATURES AND SERVICES
FEATIJRES Al"ID SERVICES

1
Allnet AT&f LCI LDDS

Toll free numbers for 2 :qOO-783-2020 1-800· 222,~ ~On 1-800-524-4685 1-800-27S-DIOO

opening an account & 1-800·23:'·, )'10 1)

customer service (SpanIsh

Equal access code 3 10444 10288 10432 Varies

Equal access code 4 Casual! same I Casual ;.t.lmt: Casual! same rates Casual! same
I i

dialing method rates, no volume "ate~ i rates, no volume

discounts discounts

Service available Universal l;mversai Universal Universal

from

Service available to Worldwide WorldwIde Worldwide Worldwide

Long distance 69 per call 75 per call .65 per call 64 per call

directory assistance

Calling card 800 service from From any phone 800 service from 800 service from

any phone in the in :he CS anywhere in the anywhere in the

US. no surcharge 80-call US (WorldCard Plus US
(Access Card) surcharge l\ IT 35 cents per call

Callmg Card) surcharge

Minimum monthlv bill None None None None

Rate/time period changes 5 Rates don't chan!i\e Rates chanll.e Rates chan~e Rates chanll.e

Leading plans Allnet Homesaver AT&T LCI
i

LDDS Home

T:"lie 'JSP All Amenca [ Advantage
AT&T ~'rue

Savmgs

Credit card Visa, Master Visa, :'vIaster Card, None I None

payment Card, American American Express,

Express all major credit cards

How to credit Call Call local Call Call

wrong numbers 1-800-783-2020 , company or ~all 1-800-860-2255 1-800-275-01001

1-800-222·0300

Switchover fee credit 6 Yes Yes Yes Yes
How to cancel Call Call local company Call Call

1-800-783-2020 or 1-800-222-0300 1-800-860-2255 1-800-275-0 lOa

950 access service 7 950-1044 NiA 950-1432 N/A
Customer service Yes Yes Yes No

equipped with TTY 8 1-800-350-2326 1-800-833-3232 1-800-860-0078

TTY discount 8 No Yes No No

Exemption from long

distance directory

assistance for consumers I
unable to use the tele-

phone due to vison, motion No Yes No No

or cORnitive impairment

Residential 800 number Yes Yes Yes Yes
Ability to call home Yes, (selected Yes Yes Yes

from abroad countries)

Copyright 1995. Nothing in Tel.e-Tips may be reprinted without the advanced written consent ofTRAC.
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4 CASL'\L CALLI1\G 1S the ability to use a long distance carrier
\.\olth code jialmg but \\lthout the need for opening an account. If
a compan\ permits casual calling, you can use it simply by dialing
the equal ,lccess code You're billed for these calls by your local
telephone ~ompany Note that rates for casual calls may differ
from rates tor the same calls by the same company when it's the
pnmarvcamer

3 EQCAL ACCESS CODES are numbers dialed to use a long
distance carner If It's not your primary carrier You can use any
compam ser'.1ng your Mea by dialing the company's equal access
code. then 1. Mea code and number. Code dialing is often
valuable If rates change and you want to use another carrier, if
your pnmary carner is experiencing technical difficultIes, or if for
any other :-eason you don't want to use your primary carrier
Some companIes requIre IIOU to open an account before you can
place a call using :he code dialing method Others do not. See
Casua: c'Llmg below t"or deta!ls

m::'i lR~'. ,ou :nah 'inal decision. venfy the rates and

ser.1ceS1V callmg the tel: free number listed m the chart Also
check n ,tate and :ntematlOnal rates as well

-OL~. FREE '.jT;\1BFRS ffthe toll-free number listed does
not \\ork ;n '·our Mea, call toll-free long-distance information at
\-81)(!·)~~i :1.:

5 RATE/TIME PERlOD CHANGES Some companies' rates
are based ,)n the time period (Day, Evening, NightlWeekend) in
whIch the call 1S started. Others change their rates for the call as
the !lme penod changes during the call's duration.

6. S\VlTCHOVER FEES are charged by your local telephone
company :or changing your primary carrier. You can change
your pnmary carrier as ol.ten as you would like, but the fee for
switching is usually between $5 and $15. Most companies will
gIVe credit agamst your long distance bill for the switchover fee
A company's ot1icial policy may differ from actual practice.

7 950 SERVICE IS a toll free access number used to reach the
company ';,;hlle away from home or if you're not in an equal
access Mea A 950 call can also be made from most pay phones
Wlthout depositing a coin. ffyou have a local measured service,
a Q5C call '.\111 not be charged as a local call

8 n"Y (Text Telephone) is a machine that employs graphic
communication in the transmission of coded symbols through a
\\lre or radio communications system. TrY means the same as
"''I'' me 'TIT)" , or "telecommunications de'vice for the deaf"

COMPARISON CHART
r FACT9RS TO REMEMBERMatrix Mel i Sprint

1-800-282-0242 1-800-444-333 1 1-800-74/)·r6~

1-800-890-0323 1-800-950-HOL\ or 1-800-8~~-i1280

(Soanish) (Spanish) i (SpanIsh)

10780 10222 10333

Casual! user bIlling Casuali same CasuaL same

on international rates. no volume

I
rates. no ';olume

calls discounts dIscounts

Universal Universal i Universal

Worldwide Worldwide Worldwide

.68 per call 75 per call I .75 per call

800 service from 950/800 service 800 serVIce from

anywhere In the US. from any phone anywhere in the

toll-free access from in the US (MCI US (FONCARD)

over 49 countries. Card) 75icall 80/call

,30/call domestic surcharge surcharge

surcharl/;e

None None Depends on plan

Rates change Rates chamze Rates chanlZe

Matrix MCINew Sprint Sense

SmartWorid Friends and

Basic Famdv

None Visa. Mastercard Visa, Mastercard

American Express, American Express

Discover Card Discover Card

Call Call 1-800-877-4646 or

1-800-282-0242 1-800-444-3333 dial "00" for

immediate credit

Yes Yes Yes

Call Call Call

1-800-282-0242 1-800-444-3333 1-800-877-4646

N/A N/A N/A

Yes Yes Yes

1-800-354-3335 1-800-333-0700 1-800-735-2988

No Dir, Asst ChaTl~e Yes Yes

Depends on

situation; call I

Yes 1-800-735-2988 Yes

Yes Yes Yes
Yes Yes Yes
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RESIDENTIAL PLAN DESCRIPTIONS

Standard Rates

AT&T Dial-110ng distance service enables consumers to call anywhere in the United States and to
over 280 countries and areas around the world. Around-the-clock customer service for billing and
service inquiries is available in eight languages. AT&T provides 24-hour directory assistance for
collect, person-to-person and billed-to-third party calls, dialing information, rate quotes, credit for
misdialed calls, busy-line verification and emergency interrupt service AT&T Operator Services for
the Deafprovides the same services for users of text-telephones. AT&T Telecommun ications Relay
Service enables hearing- and speech-impaired customers using text-telephones to converse with
others using standard telephones AT&T provides special discounted prices on long-distance calls
for consumers who are certified as disabled. AT&T has three calling periods for domestic calls: Day,
Evening and NightlWeekend Evening prices are, on average, 30% less than Day calls, Night!
Weekend prices are, on average 47% less than Day calls AT&T also provides discounts on 10
holidays. When away from home, callers can ensure their calls are placed on theAT&T long distance
network by dialing 1-800-CALL-AIT

LCI Basic LCI's basic residential calling rates apply only to "casual" callers who have not directly
contacted LCI to become a customer (i.e., they have subscribed to LCI through the local phone
company) Callers who subscribe directly with LC Iare automatically placed on the All America Plan
(sm), the one and only residential plan marketed by LC I, featuring the simplicity offlat rates and savings
through billing in six-second increments. Once identified and with customer permission, LCI places
"casual" callers on the All America Plan.

LDDS Dial USA is an easy 1+ long distance service available to residential customers throughout
the United States. Customers can call across the city, around the state orcoast-to-coast, as well as
internationally to more than 230 countries using simple dialing procedures. LDDS offers 24-hour,
bilingual operators to assist customers in placing calls, setting up conference calls, or enjoying other
LDDS services.

Matrix Standard Basic provides direct-dialed long distance service to anywhere in the U.S. and to
more than 220 countries around the world. Matrix has three calling periods for domestic calls: day,
evening and night/weekend. Features include Matrix Customer Service, availabla for call-credit,
billing questions, rate quotes, Spanish and Korean language support, residential 800 service and free
Matrix Calling Card for away-from-homecalling. The Matrix Calling Card allows callers to place direct
dial calls via toll-free access from anywhere in the U. S and from over 49 countries to the rest of the
world. Matrix Standard Basic has no monthly recurring charges or minimum usage requirements.
Matrix Standard Basiccustomers can also save up to 35% with special holiday rates on designated
holidays.

MCI Dial-1 provides direct-dialed long distance service to and from anywhere in the United States,
Puerto Rico and the U.S. Virgin Islands, as well as to over250 countries around the world. MCI has
three calling periods: day, evening and night/weekend. Customer Service is available for billing,
service and other inquiries 24 hours a day, seven days a week. MCI Operators are also available 24
hours a day, 365 days a yearfor assistance with domestic and international collect, person-to-person
and third-party billing. MCI Operators can also provide rate quotes, credits and domestic and

Copyright 1995. Nothing in Tele-Tips may be reprinted without the advanced written consent of TRAC



RESIDENTIAL PLAN DESCRIPTIONS
international dialing information MCI offers operator ser/ices and customer service In 10 different
languages. "DiaI1" customers receive up to 35% savings w't,... speclai holiday rates on designated
holidays. i1DiaI1" may also be combined with Me I's ~~Ie'lds,;, Famliy crlends & Family II and Best
Friends.

Sprint Standard provides 1-plus dialing to anywhere In the U S and to more than 290 countries and
locations around the world. Sprint has three calling periods for domestic calling: day =vening and
nighUweekend. Features include Sprint Customer Service, available 24 hours a day, 7 days a week
in both English and other languages Customer Service Representatives can provide immediate call
credit, billing or balance due information, rate quotes service avai labil ity and other assistance. Sprint
Operators are also available 24 hours a day for any special calling needs. Sprint's FONCARD and
Voice FONCARD are available for away-fram-home calling, including special features such as
conference calling, message del ivery, and International Access for call ing from international destina­
tions to the U S.

Flat-Rate Plans

Lei All America Plan pravides flat rates, which vary only by the time of day a call is placed, and
features six-second increments (rather than rounding calls up to the nextfull minute). According to
industry analysts, six-second rounding can reduce the number of mi nutes consumers are billed each
month by up to 10%. The All America Plan requires no enrollment fees, monthly fees or monthly
minimums. Other features of the All America Plan include World Card Plus, a calling card featuring
flat rates, billing in six-second increments and a 35 cent surcharge. In addition, LCI offers its
residential customers a Home 800 number and bills customers for this flat-rate service only when it
is used. Finally, LC I residential customers automatically qualifyforthe Holiday Calling Program, which
offers 30 minutes of interstate calling at one penny-per-minute on eight designated holidays during
theyear. LCI customer service representatives are availableto assist callers 24 hours a day, seven
days a week, 365 days a year

LDOS Home Advantage offers residential customers direct dial calling anywhere in the USA ,as well
as to over 220 countries worldwide. Simple, flat-rate pricing and two rate periods ensure an easy to
understand monthly bill. Rate reductions during off-peak hours, when most residential calls occur, offer
maximum savings. Security codes are available to prevent unauthorized use, and a vanity feature
provides easy-to-remember numbers for kids away at school, or elderly relatives in other locations.
These services may be combined with the Online Calling Card, with its voice messaging features
and surcharge-free domestic calling.

Sprint Sense is a simple, straightforward calling plan that gives a clear bottom line price for long
distance calls. From 7PM to 7AM Monday through Friday, and all day Saturday and Sunday, all state­
to-state calls are only 10 cents per minute. All state-to-state calls placed during the day are only 22
cents perminute. With thisflat rate per minute, Sprint customers knowexactlywhattheywill pay for
each call. In-state calls are based on the same time periods with the same single rate, which is state­
specific. Direct-dial, FONCARD and operator-assisted calls receive the benefit of the two time
periods and simple low rates. A monthly fee of $3 will apply to customers who spend less than $25
a month; this monthly fee is waived for customers who sign up for Sprint Sense before June 1, 1995.
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RESIDENTIAL PLAN DESCRIPTIONS
Discount Plans Based on How Much You Call

AT&T True USA (sm) provides customers with discounts on monthly usage based on the amount
the customer spends each month on AT&T long distance calls anywhere in the U S Members receive
a30% discount on monthly bills of$75 ormore, a20% discount on bills of$25 to $7499, and a 10%
discount on bills of$1 000 to $2499 Qualifying calls include domestic direct-dialed. AT&T Calling
Card and operator-handled calls There are no sign-up fees, monthly charges or calling circles.
AT&T's standard rates apply when members make less than $10 00 In qualifying calls in a given
month

AT&T True Savings offers savings of 25 or 30% for program members who spend at least $10 a
month on qualifying domestic AT&T calls. Members receive a 30% discount on monthly bills of$50
ormoreand a25% discount on bills of$1 Oto $49.99 Qualifying calls include domestic direct-dialed,
AT&T Calling Card and operator-handled calls. There are no sign-up fees, monthly charges or calling
circles AT&T's standard rates apply when members make less than $1000 In qualifying calls in a
given month.

Matrix SmartWorld Basic provides automatic discounts on all direct-dialed long distance calls to
anywhere in the U. S., and to more than 220 countries around the world SmartWorld Basic customers
receive an additional 5% discount on all usage starting in the 7th month of service. Matrix has three
calling periods for domestic calls: day, evening and night/weekend. Features include 24-hour Matrix
Customer Service, available for call-credit, billing questions rate quotes, Spanish and Korean
language support as well as other inquiries; residential 800 service and a free Matrix Calling Card
for away-from-home calling. The Matrix Calling Card allows callers to place direct-dial calls via toll­
free access from anywhere in the U.S. and from over49 countries to the rest of the world. Operator
assist/help desks arealso available 24 hours a day. 365 days a yearforcalling card calls from over
69 countries to the U.S. and Canada. Billing is rendered via the local telephone company for the
customer's convenience ofwriting a single check for both local and long distance service. Thereare
no monthly recurring charges, sign-up fees or min imum usage SmartWorld Basic customers can also
save up to 35% with special holiday rates on designated holidays

Sprint The Most II offers volume discounts, and is designated for those spending $30 or more per
month in domestic long distance calling. There is no monthly fee, and the savings are automatic.
Consumers can call any time of the day to receive the volume discounts-- there are no restrictions. The
following discounts apply: 20% discount off all domestic calls at home/away from home when
spending $30.00-$74.99; 30% discount off all domestic calls between $75.00-$149.99, 35%
discount off all domestic calls totalling $150 or more. In state, state-to-state, international calls,
FONCARD calls, Voice FONCARD calls and operator-assisted calls contribute toward the $30
spending requirement

Discounts Plans Based on Who or Where You Call

AT&T Select Saver (sm) offers special prices for consumers who make frequent calls to a specific
area code. From Monday through Friday, 5 PM to 8 AM, and all day Saturday and Sunday, subscribers
pay 12 cents a minute for calls to their selected area code. Calls to that area code are 21 cents a
minute when placed Monday through Friday, 8 AM to 5 PM. Select Saver subscribers also receive
a 5% discount on state-to-state, direct-dialed calls to area codes other than their selected one. The
monthly fee for Select Saver is $1 .90
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RESIDENTIAI_ PI_At\1 DESCRIPTIONS
AT&TSimpleSavings(sm)(j'ESI: SCodi 3c( ur':r 31 S 3S'::'!f:!Ctpj a-Hac JCE, eac monththe
subscriber sper.ds at least '53CHrcnt~1C 1 qJcd FyIt"I,l' g. ~ i = 'g ('stan E eei Is. 3iTpie Savings also
gives15%offallotherquall~lr;calls,Nr ch ncudp ""ESt: jlrectdielied:a.lli',~:caF:a'ldoperator

handledAT8,Tcalls TherE~ SOf?rr'cllrren"ff?E'or-'c r
'+ h v:' arc:e

Mel New Friends & Family efter's automatic jiscJLr's bi::!::ed Jr1 mcnH:ly spl3nclin~~ Customers
spending between $9.50 and 549 99 receivl9 an au'cmat:c :2'j% (jiscount on all dlrHct dialed calls in
the U. S. Customers spendi ng greatl:!r than $50 I-ecei V'E: an i3L.tnmatic 30% ciscount offalii eli rect dialed
calls in the U S After spending Just $9 50, a 50% dISCJI..n" i!: :1warded or elll calls:llaced to a Calling
Circle member who is alsc ar ~v1C' custClmE~r

Discounts Plans Based.on. Wf1at_Ti~ne o.LQ~You Call

Allnet Homesaver offers customers discoLints when they cal! during evening hours. Other standard
product features include: 1) two rate periods wiith flat ratE~ pricing; 2) trle evening/night period starts
at 5:00 pm; 3) economical six -second billin~l; 4) Allnet Access calling card for away-from-home calls;
5) international calling capabilitywith an optional calling plar for frequent international callers; and
6) a Homesaver 1-800 number family and friends can use te call the customer i~llnet Homesaver
is supported by a 100% digital net\Nork and 24 hoL.r custor1lpr serviCE!

AT&T AnyHour Saver is designed for consumers who place long distance calls at all times of the
day. Fora $1 0.75 monthlyfee, subscribers can place one hour of state-to-state direct-dialed callsat
any time. The initial hour is filled with the most expensive minutes. Daytime calls are applied first,
followed by evening and then nighUweekend calls After the first hour is used, additional calls are billed
at21 cents a minute on weekdays (Monday through Friday 8 AM to 5 PM), and 11 cents a minuteat
all other times. AnyHour Saver also offers a 5% discount on :nternational and in-state direct dialed
long distance calls not already discounted under another plan

AT&T Evening Plus (sm) is designed for consumers who place their long distance calls primarily
in the evening and on weekends For $8.25 a month. customers receive one hour of direct-dialed,
state-to-statecalls, Sunday through Friday,S PMt08AM and all day Saturday and Sundayuntil5 PM.
After the first hour, calls are 11 cents a minute. Evening Plus also gives subscribers a 5% discount
on international and in-state calls not discounted under another plan as long as the total amount
discounted does not exceed the customer's total charges for state-to-state calling.

AT&T Reach Out America Bonus is designed for people who.place many of their calls during
nights and weekends, but call at other times too For $8.25 a month, the plan offers consumers one
hour of direct-dialed state-to-state calls Sunday through Friday, 10 PM to 8 AM, and all day Saturday
and Sunday until 5 PM. After the initial hour is used, additional calls during plan hours are $.11 a
minute. Also customers receive a 40% discount on all AT&T direct-dialed, state-to-state evening calls
(Sunday through Friday, 5 PM to 10 PM). This plan also gives 5% off all international calls and a 5%
discount on in-state calls not discounted under another plan, as long as theamount discounted does
not exceed the customer's total charge for state-ta-state calls
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RESIDENTIAL PLA~I DESCRIPTIONS

AT&TReach Out®Americ:a 24Hourplan ofFers:crsu;nE~'sene hovof c::in~c :-cliale(> state-to-state
calls, Sunday through Fnda',' 10 PM to 8 AM anc aii '1alf Saturday aix' Sunday ,Jntl!5 PM, for $9,50
a month. After the initial ~lour s used, calls dUring ~Iarxur sare' 1 certs a "nlm.tp . Also. direct-dialed,
state to state calls placed arl'=" discounted 40% auw'G tl",e E:'venlng (Sunday through !-I"iday, 5 PM to
10 PM) are discounted 40%. anc '10% during the (jay Morcay throu9i'l Fr'iday SAM to 5 PM). Direct­
dialed in-state calls receive a 5% discount. The evening, day ard In-stater disccunts apply only to calls
not discounted under anotrer' plan and may not e:<C!'~E'd~he:ustomers total monthly charge for state­
to-state calls

AT&T Reach Out® America Half-hourplan offers consumers one half hour of direct-dialed, state­
to-state calls, Sunday through Friday, 1OPMt08AM, all day Saturday anciSundayuntil5 PM, for$4.00
permonth. After the initial halfhour is used, calls during plar1hours arE~$.1 ~~ a minute Also, customers
receive a 20% discount on all AT&T direct-dialed, state-to-state evening calls (Sunday through Friday,
5 PMto 10 PM). In addition, Reach Out America Half-hourplan offers a 5% discount on international
and in-state direct-dialed long distance calls not already drscounted under another plan

Matrix SmartWorld Day service is designed for customers who primarily call during the day. It offers
the rate of 17.9 cents per minute for all state-to-state day calling anywhere in the U. S, Puerto Rico and
the U.S. Virgin Islands State-to-state calling during the evening calling period is 14.9 cents per
minute, and 12.9 cents per minute durIng the night/weekend call ing period.
There are no sign-up fees. no minimum billing requirements and no restrictions Clnwhoyou call to get
these savings.

Mel AnyTime is designed for customers who call primarily during the day. For $9.90/month,
subscribers receive one hour of state-to-state calls anywhere in the U. S., Puerto Rico and the U. S.
Virgin Islands. The more expensive day calls are applied to the initial sixty minutes ofcalling. Plan rates
after the initial hour are $.20/min during the day and $11 /min during the evening and nighUweekend
for all interstate calls. Customers also receive a 5% discount off of MCl's basic rates on all direct­
dialed in-state and international calls, 24 hours a day MCIAnyTime may also be combined with MCl's
Friends & Family, Friends & Family II and Best Fnends
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(continued from Page 1)

Check it Out. Once you think you've
found one ortwo possible plans, research
them with the carriers, Call the carrier
using the 800 number shown in the Fea­
tures and Services section of Tele-Tips
and confirm that this plan would be the
best for you with that company Also
check the Features and Services section
to determine if there are other consider­
ations about the plan or carrier that are
important to you,

"Code Calling"

No matter which company you pick
as your primary 1-plus carrier, you can
use othercompanies by dialing a five digit
access code ("10" plus a different three
digit number for each carrier.) All long
distance carriers have such codes, but
they often prefer that you select them as
your 1-plus or default carrier. For ex­
ample, AT&T can be used to carry calls
from telephones that are pre-subscribed
to anothercarriersimply by dialing 10288,
then "1" or "0" and the area code and

number 'viers code:5 o:=:: :md Spoot'.; is
10,,,3 (See the Features and StT.'ceS sec­
tIon ofthe chart, You also rna\ xar:uo lise
these codes Iffor some reason ',ou ,ire hav­

mg difficulty complenn~ a iaU '""1h Jur pn­
TIl.f" carner

Increasingly, consumers are recel\mg mall
from long distance comparues that offer onl~
five digit code calling These comparues urge
consumers to use them for long ctistance
because they are "cheaper." b! dialing the
five digit code and without changmg the 1­
plus company You can compare these clall11S
by trying out the service for a month and
comparing what your bill IS \"tth them to ~hat
your bill ,vas ",ith your pnmar,:amer from
the previous month

Plans Change Frequently

Competition between longdistance com­
panies is intense, resulting in frequent
changes of their rates and services The
information on this chart changes accord­
ingly, and was accurate and wmplete as

of March, 1995, TRAC periodically
updates its infonnation and rec­
ommends that you do the same.
An updated chart can be obtained by
sending $3,00 and a stamped, self­
addressed envelope to TRAC PO
Box 12038, Wash. DC 20005

About TRAC

TRAC is a non-profit, tax-exempt
membership organization based in
Washington, DC. Its primary goal is to
promote the interests of residential tele­
communications users

TRAC's staff researches telecom­
munications issues and publishes
Tele-T1ps Residential and Small Busi­
ness Long Distance Charts to help con­
sumers make Informed decisions re­
garding their long distance options,

TRAC is govemed by a Board of Di­
rectors, made up of prominent leaders
of the consumer, religious and civil
rights movements

TRAC MEMBERSHIP APPLICATION

YES! I want to join TRAC and the fight to keep the cost of telephone service affordable,
Membership is tax-deductible, Members receive two residential and two business issues of
Tele-Tips per year, Other publications and updates may also be sent periodically,

1 YR
$25
$50
$10
$250

NAME:

ADDRESS:

CITY:

Individual Membership
Business or Association
Student
Sustaining
Other Contribution $--------

STATE:

2YR
$40
$80
$18

ZIP: -------
PAYMENT: Check or Money Order (Make Payable to TRAC)

Mail this form to TRAC, PO Box 12038, Washington, DC, 20005.
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