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Dear Chairman Hundt:

I am writing to call to your attention what Ameritech believes to be
persistent and flagrant violations of section 271(e)(1) of the
Telecommunications Act of 1996 by MCI. Ameritech asks that the FCC take
appropriate action immediately to address this matter.

Section 271(e)(1) prohibits interexchange carriers serving more than 5
percent of the nation's access lines from jointly marketing in any state
interLATA services and resold local exchange services procured from a Bell
operating company until the earlier of: (1) February 8, 1999, or (2) the date the
Bell operating company is authorized to provide in-region interLATA
services in that state.

Although the language of section 271(e)(1) is clear and unequivocal,
MCI apparently has repeatedly violated this provision, and continues to do so
despite Ameritech's request that it cease such violations. The attached
newspaper advertisement (Exhibit 1), which touts the advantages and
availability of one-stop shopping for multiple MCI services, including local
and long-distance services, has been running on a regular basis in the Chicago
Tribune. Television advertisements (Exhibit 2), which likewise promote
MCT's local and long-distance services, have been running during prime time
viewing hours on Chicago stations. MCI is also sendmg direct mailings to
Chicago-area households (Exhibit 3).

MCT's illegal joint marketing activities are not limited to the Chicago
area. Since September 12, 1996, MCI has been advertising on the Internet the
availability of a "fully integrated package of services," including local, long-
distance, and other services, as part of a strategy to offer "one-stop shopping to
all its customers” (Exhibit 4). Moreover, as a recent article, entitled "Bundle
Up" in Crain's Detroit Business shows, MCI is, in fact, offering bundled
packages of local and long-distance services to business customers in
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Michigan through its "networkMCI One" program. In commenting on this
program, Glenn Moore, MClI's local-service director in the Ameritech region,
remarked that "bundling services gives MCI a key advantage by allowing
customers to combine local, long-distance, cellular, Internet and paging
services." (Exhibit 5).

Ameritech believes that MCI will serve many of the customers reached
by these advertisements and mailings by reselling Ameritech exchange
services. While MCImetro has its own exchange facilities in Chicago and
other urban centers in Ameritech territory, those facilities are heavily
concentrated in the downtown business districts, such as the Chicago Loop.
They do not reach most business and residential customers outside these
business districts. Indeed, it has been reported that MCI plans to resell
Ameritech services to residential customers in the Chicago area (Exhibit 6).
Moreover, MCI has asked Ameritech to negotiate arrangements for the resale
of Ameritech exchange services in all five Ameritech states, and it has stated
during arbitration hearings that it plans to begin reselling such services as
soon as they are available (Exhibit 7).

Because of MCI's apparent violation of section 271(e)(1), Ameritech
sent a letter to MCI on September 20, 1996, asking MCI to formally clarify
whether it is reselling or intends to resell Ameritech exchange service in the
Chicago area. (Exhibit 8) MCI refused to respond to Ameritech's inquiry,
claiming that such information is "highly sensitive.” MCI did, however,
admit that "MCI will acquire local exchange service for resale or seek to
provide facilities-based local exchange service, as it is now doing in certain
areas throughout the country” (Exhibit 9).

MCI should not be permitted to escape section 271(e)(1) by stonewalling
Ameritech through this specious claim of confidentiality. Section 271(e)(1) is
an integral part of the delicate balance crafted by Congress in the 1996 Act. It
reflects Congress' understanding of the potency of joint marketing as a
competitive tool and the fact that the ability to offer one-stop shopping for
multiple telecommunications services and/or products provides a powerful
advantage in the marketplace. The Commission must vigilantly enforce this
provision, no less than the other measures of the 1996 Act that are intended
to promote competitive fairness.
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Ameritech, therefore, urges the Commission to investigate this matter
immediately and take any and all appropriate actions. The shared vision of
Congress and the FCC of fair rules of competition and a level playing field in
the critical joint marketing arena cannot be realized if MCI is permitted to
ignore section 271(e)(1) of the Act.

Sincerely,

cc: The Honorable James H. Quello

The Honorable Rachelle B. Chong
The Honorable Susan Ness '
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With the armrival of MCI Local Service in Chicago, you can now take advantage of the efficiencies and sconomies of getting e long et of
services — local, long distance, intemational, data, conferencing, celluiar, paging, and intemet — il on one bill. All from one company.
A company that will bring the same sort of dedicated customer service to local calling that we bring t0 everything elss. -
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312-470-1996
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BRAND: MCI+NETWORK MCI

TITLE: Network MCI, Biggest idea today, 30
COMMERCIAL: Network MC!, Biggest idea today, 30 1 of 1
' LENGTH: 30
Ad Detector rrames: 14

AQQ3QIZF.ESB

VO: This is about the biggest idea in About simpie being smart. Less being more.
business communication today.

About how your business can get Plus everything from pagi
locat and long distance calling. t:t'mferenrcyi::"g...g paging to

[N

The whole menu. Soup to nuts,

Global to cellular



BRAND: MCI+NETWORK MCI

TITLE: Network MC!. Biggest idea today, 30
COMMERCIAL: Network MCI. Biggestidea today. 30 1 of 1
LENGTH: 30

FRAMES: - 14

P £ A T

From the one and oniy company in with the power to put it all togethe.
Amernica,

Network MCI. That's How.
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Jim Kearns
719 QAKTON ST ‘
EVANSTON 1L 60202-2905 ' September 23, 19968
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Dear Jim Kearns:

We are excited to announce that MCI will bring competition to your area, and
want to thank you for your interest in MCI Local™,

MCI home phone sarvice is a new way to communicate without boundaries! Now -

MCT has reamoved the zocnas and restfictions that tend .to make local AND LOCAL
TOLL calling complicated and ive. MCI Local provides Iou wvith unlimited
calling throughout an ed local calling area (20ME 1,2,3 and local toll
calls). It will be available for one simple, low monthly charge ¢f $24.95 that
includes your home phone line, unlimited local calls, plus all the local toll
and zons you pay extra for today. .

No matter how many local toll calls maks u kmw they will bd coversd
with MCI Local. You r Y9 «

MCI Local ‘

¢ One home phane line

/ o Unlimited local snd unlimited zons or local toll calling
¢ All for cne low mnthl{ fee Of 324.95 .
¢ Additional Line for only $19.95 a month ’

There will be no obligation to have MCI for both local and long distance
sarvices. However, {f you should decide to select MCI for all your
compunications needs you will reap the benafits of:

® One call for all Customer Service
¢ One phone bill to each month i
¢ One company to consult on all your communcations needs

MCI offers all of the featurss you currently receive from your local provider,
many of which are a low monthly rate of just $3.25 per month.” We also back ug

7 MC1 Local with 2¢ hour CustoBer Service plus advanced technology that wil

Support your communicaticn neais into the next cantury.

Isn't it time YOU had a choice? Say "Yes” to compatition and "No" to business
as usual. Select MCT Local. )

Sincerely,

1 Analyst

*Volcsmsil snd Caller ID net included.

icatiors C bon. 199%

tw i%%.L

*ewe e ¥
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http://www.mci.com/virtual/news-news/headline-842541492 htm

MCI DELIVERS INDUSTRY'S FIRST FULLY INTEGRATED COMMUNICATIONS
PACKAGE FOR BUSINESSES -- Will Offer Long Distance, Local, Internet, Wireless and
More---All On One Bill --

-- Company Turns Industry Rhetoric into Reality; Next Step in MCI's Strategy to Offer One-stop
Shopping in New Age of Competition --

DALLAS (Sept. 12, 1996) -- While other communications companies are promising a future of
integrated products and services on a single bill, MCI delivered it to American businesses today:
networkMCI One(sm). A feat of billing, engineering and marketing sophistication, this fully integrated
package of services will immediately allow U.S. businesses in 13 major markets to receive local, long
distance, international, data, conferencing, paging, Internet, cellular and more -- from one company and
pay for it through a smgle customized bill . As MCI expands its wireless and local footprint, the number
of markets will grow.

The 13 markets where networkMCI One is available today, include:

o New York o Atlanta o Pittsburgh

o Chicago o Cleveland o Milwaukee

o Philadelphia o Seattle o Portland, Or.
o Detroit o Baltimore o Hartford

o Boston networkMCI One is the next step in MCI's strategy to offer one-stop shopping to all its
customers. Earlier this year, the company launched the industry's first and only integrated, single-source
services package for consumers and small businesses -- MCI One(sm) . Both offerings solidify the
company's lead in the race to provide end-to-end services and reinforce MCI's mantra that integration
and simplicity yield greater customer stability and higher revenues.

"MCT's strategic and competitive imperative is to offer customers integrated services and single-billing
convenience," said Brian Brewer, MCI's senior vice president of business marketing. "Businesses no
longer have to take a multiple choice test when dec1d1ng their communications needs. MCI gives them a
clear and single choice -- networkMCI One."

A Brand for the Future

With the passage of telecom legislation, communications companies are fiercely competing on one
another's turf. The ability to offer integrated services and one-stop shopping for customers will be a
critical market differentiator.

In preparation for this new era of competition, MCI has invested years building and developing
sophisticated and flexible billing systems, a multi-city local network, the world's largest and fastest
Internet backbone, and an aggressive wireless strategy. networkMCI One leverages all of these
developments as well as other products and services.

MCI -- whose local presence is unrivaled by any other long distance carrier -- will be providing local
service to companies in 25 major markets by first quarter 1997 -- which translates to 45% of all
businesses in the country. Cellular service will be available in 34 leading markets by year-end,
blanketing 54% of the nation's population -- giving MCI the largest cellular footprint in the industry.
MCI already offers paging services to customers nationwide and dial-up Internet access is available in
300 cities -- the most coverage offered by any long distance company. With its acquisition of SHL
Systemhouse -- now known as MCI Systemhouse -- the company added global systems integration and
outsourcing capabilities to its comprehensive portfolio of offerings.

MCI's global network extends to more than 250 countries and places worldwide, allowing networkMCI
One customers to receive international services -- including long distance calling and toll-free services --
as part of their integrated package. Business customers also benefit through global alliances MCI has in
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place with BT, Banacci, Stentor, News Corp., Microsoft, Intel and Digital Equipment Corp., among
others.

In addition to long distance, local, Internet, cellular and paging, customers
can choose from a variety of products and services for their integration package
, including:

o call center services o dedicated access
o data services o remote access

o conferencing o calling cards

o toll-free services o fax

o international toll-free o e-mail

o international long distance

"No other company offers so many communications services and consolidates them on one single bill,"
added Brewer. "Many telecom companies are just beginning to catch on -- frantically merging and
spending billions of dollars in acquisitions to get where MCl is today. While these companies go
through the difficult and time-consuming process of integrating their corporate cultures, marketing, sales
and service operations -- MCI will be working on its next product offering."

Marketing Meets Billing Ingenuity

networkMCI One offers U.S. businesses an information management tool through integrated invoices
that can be tailored to each company's needs. For instance, a corporate level monthly report summarizes
overall expenditures and then segments them by location, overall usage and service type, making
telecom and cost tracking a simpler process for a company with multiple offices.

Integration also yields better bottom-line value through maximum volume discounts. The more products
and services a company purchases through networkMCI One, the greater their overall discount. In
addition to integrated invoicing capabilities, MCI's flexible billing system will be able to calculate
special pricings and promotions based on each business' needs.

"Gone is the one-size-fits-all mentality that other businesses are peddling their customers," added
Brewer. "With networkMCI One, businesses can now have one contact and one contract for all their
communications needs -- from local to global, voice to data, wireless to conferencing, and a whole lot
more."

Offering Unique Resources

One of the unique facets of networkMCI One is the ability to take advantage of the networkMCI Fund --
a special account for larger business customers who sign a term agreement. The networkMCI Fund
allows customers to choose from a broad selection of "best-of-breed" MCI and partner products and
services with no out- of-pocket investment. They can even choose to apply the fund to offset the cost of
their integrated telecommunications services. The more services they choose from MCI, the greater their
fund grows.

MCI, headquartered in Washington, DC, is one of the world's largest and fastest growing diversified
communications companies. With annual revenue of more than $15 billion, MCI offers consumers and
businesses a broad portfolio of services including long distance, wireless, local, paging, messaging,
Internet, information services, outsourcing, and advanced global communications.

Copyright © 1996 by MCI Telecommunications Corporation. All Rights Reserved. The names, logos and icons

identifying MCI's products and services are proprietary marks of MCI Communications Corporation.
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BY ART BRIDGEFORTE JR
CRAIN'S DETROIT BUSINESS

roviderz of telephone
gervice are offering nu-
Merous servicas i a
peat bundle of one.300p

pagias are offering Internet access

o3 well.

The challenge for customars is to
distinguish one desl from another.
The challenge for the telecommu-
nications companies is making
sure they can deliver the service as
pramigsed. The field appears wide

open.

Pgoyd Paterson, a talecommuni-
estions analyst for the Boston-
based Yaskea Group, predicied
these battles will ba fought on
three fronts: technelogical. regula-
wry and marketing.

The result of cansotidating teles
comimiugications services is sup.
poded o moan more effective man.
agement of costs for business
eonsumers. The companies are try-
ing to preve they are the one 0
provide those services ia the highly
competitive environment.

“Cwrently the advantage is that
it makes the accounting simpler.
m out one chz;:k.‘ sa%l:‘r:d

» president of AMT m
Group LL.C. in Farmington Hills,
ile smaller and medium.size
compahnies are more likely to bene-
fit from one bundle, larger compa-
nles may not, Trapaell said. -

“You're guing to pay & bit of a
preminm bacause it's busdled to-
Zether,” he said. “They may have 2

News Clips

Crain's Detroit Busine;s. October 21, 1896, Page 15

Phone firms package many services,
but it may not be that simple

geod progrum for long distance but
not for cellnlar.”

Delivering bundlad serviess isn’t
the problern, but some companies
may go overboard and offer teo
many serviees, Peterson said,

compapny that wants to be e
gingle-gource provider needs 0
spend timae checking to make sure
(it hag) the iafrastructare,” he said,
COtherwise, companies that fail te
provide good service risk losing
CUSLOMArs.

Leogal, reguiatery fights

Congress passed the Tolecom-
munications Act of 1996 earlier
thiz year. The new law paved the
way far telecammunicstions com-
panies — AT&T Corp., MCI Com-
musnications Corp., the Baby Belis
and sven smaller regisnnl compa-
nies ~— to get invelved in il facets
of the business,

For example, the traditional
long-distance providers, such a5

MCI and AT&T, are saking advan.
tage of the law

to provide loesl
. Of3 D

loeal sarvies. but it doesn't have an

interconnedtion agreement with
Ameriteeh Corp., said Mike Prayn,

i

ﬁ‘r publicrelations directo :;-b?
agreament must awart an .
rration ruling by the PSC.

AT&T expects 30 begin offering
iocal service by early 1997, Pruyn
said, and aise plans to offer bun.
dled services,

Although MCI is focusing ea the
Detroit area for now, it seeg the en-
tire state 8¢ a ¢ritieal markst.

On a ralated front, MC[ and
9t.her long-distanse carriers ontar-

ing Mi contend Ameritech
maintains a monopoly en losal
phone service. Amony those com-
plaints Bas been the lack of access
:n:one, or short lo tanes,

Although Ameritech evaatually
will have to provide that acvess,
the battie now has been taken to
the federa] eourts,

Regional Bell compunies like
Amaeritech ¢ontend they are at a
dissdvantage.

Harry Semerjian, vite president
of rperate plaoning for
Amaritech. said the eompeny favors
competition and originally pushed
for the Telscommunications Act.

But it won't have aa epportunity ts
o&fer a full bundle of servicas, he

Ameritech can't offer long-dis-
tance service in {tz own wmarker;
until it meets & L4epaint checklist
established by the Federal Com-
munications Commission as part of
the new law, Included in that list is
arbitration that egtablighez [air
rates for intercomnection agree-
ments with companies that provide
loeal wzlephona servies.

“Wae're hoping by sarly next yege
we will have gotten through this
process and be ib long distance.”
Semerjien said. “S wa will be
able to offer bundled services that
will inalude long distanze "

The FCC continues tv work on
way$ to keep compatition fair.

Reom for other players?

itional loag-distance

carmers are us - ie

an VREITISIAG to lure

" medium-aize and

smaller piayers are concentrating
on the one-to-one sales approach.

However, some aren’t rushing o
provide bundled serviees,

Roy Gamaee. senior vice presi.
dent of marketing for Mclaan, Va..
based LCI International Inc., said
LCT aventually will oifer local ser
vice in Michigan It is negotiating
aDn interronnection sgreement with
Ameritech.
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TELEPHONE

MAJOR PLAYERS
IN THE COMING .
BATTLE FUB

Hanging up

a monopoly

Firms ring '
Ameritech’s
home market

8Y JOSEPK 8. CAMILL

[nvaders ave mussing for an zs-
saule on Chicago’s local telcphone

tons Corp. and SBC Communica-

. tions fna. (pacent of Cellular Onz
i Chicago) arc deploying troops ©

challenge Ameritech Corp. in the

.¢ fecenily deregulacd busincss.

Compctition for residensal cus-
tomers could Bbegin ak early as this
fall. In the alcady competidve
business market, Ameritech soon
wijl encounit rivals (@ mort pow-
criyl than the entepreneurial com-
panies that pickad off somc plum

_ 3CCOUNTS in recent years.

ATET Lot song brand recog-
niton and S50 billion in anoual rove-
nues—necarly four dmes Ametitech's
saie<. MCI brings che marksting and
pricing gavvy lesmat whes & openad
the long- distance market o competi-
gon in O 1980k SBC. ¢ Baby
Ball company that lasx week an-

nounced plans 1o merge with Wes:
Coast sibling Pacific Telesis Group
combines the familiar Cellular O
brand with expentise providing loca
sicphons sesvice.,

Prices are sure to fall 35 the Rew
entsants entice Ameritech customen
with lower rates. Compenus wif
offsec the impact of price cuts b
pushing an amay of new scrvices
And marketing budgess will soar a
mﬁdky 0 build images s

¥ packages including ev
erything from local telephone ser
vice w satellita-broadcast television

“Will wc be adverising lik
crazy? Sure. Will we be offerin
free sign-up? Surc.’” sxys Brida
Manzi. named lak month to ru
AT&T s local service business
the Midwest from the company”
Chicago office.

Chicago will be a focal point ¢
MCT's campaign.

*"We're going commercial in Ch
cago within the next few weeks'
s3ys Lyon Coker. naudonal direck
of local service marketing far MC
in Washingwon, D.C. He declinex 1
gve daalls of MCT's mwrketin
stralagy for Chimago. but 3y

irg bere will be in the ““weas .
tillions of dollarx™ in 1996,

CTompeting with Ameritech on i
bome warf is noching new for SBt
which entered the cellular telephos

See Monopoly cnr Page .
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Despite the hoopla surzounding the
telecommunications reform law and the bold
pronouncements of the new players in the
local telephone market, competition is more
likely to come in a trickle than a torrent

Continurd from Page 17

busmess here a decade age. Operat-
iag under wie name Celluiar Onc
Chicago. it has a slight markesshare
advantage over Amenitech Cailular.
‘Outcunned Ameritech’

““We've come in and outgunaed
Ameritech in its owp backyard.”
boasts Brad Brown, vice.-president
of mies for Cellular One Chicago.
Using the familiar Ccllular Cac
brand 10 market local laodline ser
vice will give SBC a markesing 2d-
vanage, he predicts.

Americech is pnpanng for the
omslanghr by cxpanding its offer-

by President Climon, the campany
began seeding irs ranks with excou-
Uves from more competiive busi-
nesses, such as long-distance aod
consumer products.

Miich Wienick, a fw Knﬁ

Ameritech two years ago, after 2
decade as 2 saies execaive at MCL
Ameriech cxecutives sy thry
weicome competition. downpiaying
the inevitable loss of markeghare.
““While our share will drop, the
overall pic will A Mr.
F | ot grow,” says
Trickie of competition
Delpuc e boopla sumounding
the teleconumunications reform law
and the bold pronouncements of the
oew pliyers in the local telephone
markct, compention is more fikely
‘°mmamckhnnnam:_

itcch and rivais plaanisg to cnrer

the markexr by resclling servics on
Arocritech lincs. Compenoors build-
ing their own local calling infra-
suucture will enter the market grad-
uaily as they install switches and
snake wires into baildings across
tie Chicago area.

“You'rc not going o &2 mue
cowpetiton in the local marker for
aoout 18 momhs.” predice icie-

See Monopoly aa Page 20

P.B3/85
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Continued from Page 12
communicasions analyst Fred Voit
of Yapkes Group Ln:. in Gam-
bridge, Mass.

AT&T has ¢ more aggressive
umetible.

~We're hoping by this fall o0 be
able w offer local service (1o com-
sumcrs).”” says Ms. Manzi, who
oversees abowr 40 employess in a
fivesiaic region corespondiog

AMCTitesn’s Service area.
Power to exert control
As the regiona) Bell opevating

‘company. Ameriech can exent a

measime of control over the devel-
opment of competition. It has 3 vir-
wat monopoly on local elephone
service in Iilinois. Mickigan, Qhio.
Indians and Wisconsin, where it
g:::zd 355 bulion in s3ieg in
1

- !
Competitars thar want to break
out quickly. with local service will
have o buy it Som Amesitach st
wholesalc rites and then rescil &
and AT&T over wholesale prices
have been coareatious and slow-
moving. After mine months of w@lks,
tisy are Juking out their price dis-
pulc before the [llinois Commerce
Commission.
Aliough the opening of the local
market means the end of Amer-
itech’s monopoly. the company bas
an incentive 10 resolve the resale
price dispule: Amenitech cm't gt
1010 M long-distance business unsil
i satisfies the Federal Commusics-
m(&mmmlhalgbag.

"vice market is opes 0 competiton.

*Is in their mierest o open ©;
the (local) market as faxt as passi
ble,” says Mr. Voit
Ameruech bas reached resak
agrecracnts wich two smalier ¢com
pediors focusing on the basmes

Omzha and U.S. Nawark Corp. ¢
Chicago.

Negetiarions with more powerfu
campenitors arc bogged dowa
price bickcring. That's dclaying ma
keting bEes in the consmer mar
ket by the likes of AT&T and MCL

Bokb are ready to uoleash ad cam

planned
sPaﬁnﬂ.. but ATZT said i will dc
vote 75% of nis ad dollars 0 loca
sIvice.

AT&T spemt $675 million on ad
vertsing in 1995, while MCI spen
$323 millien, according 0 Ner
York-based Compedrive Media Re
pemn;.wh:hn:ksadspcndmg
As regiooat Bell operating compa
niex. SBC and Ameritech adver

tiscd in more limited terrizoses -

spending $45 million and 571 mil
Lea, respectively, in 199S.
‘Bundled’ service afferings
. All the players. including Ama
itech, plan © Wos CusIomers Wil
“*bundled™ service offerings.
**Carr desire is © offer a very 1©

‘bust puckage of scrvices.” Qy

Cecllular One’s Mr. Brown. Cellylz

Cne das regglaory approval .ot
Continued oa Puge 2

i e g
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MCI recently msta!ledat.lcphon:swm.hm
dowzzown Chicago that will enable it o
directly serve thousands of businesses with
high call vokumes. In the widely disbursed
residectal roarket, MCI will resell Ameritech

service.

Conlinued from Page 20
fer locai telephoas service, long
disance. celluler and paging.
AT&T. MCT aad Amesicech are as-
sermbling simtlar packages, which
also could include czble or satallita
broddeass teievisicn.

While wrangling ovar resle
terms may slow compedlion ig the

mnmmmmmmo 3

building seir awa facilites 1o serve

the busivess marks:. where capic!

investment yiclds mars revenue.
“The concemtmation of opportu-

ﬂﬂylsmoslmadnulyavambh;
to us in (e busioess marker " gys'

MCTs M. Coker,

MCI ncently insmlled a icies
pkeneswi:chindnmm&iago
that will enable it o direegy serve
thousands of busizesses wich high
Qll volumes. In the widely dis-
bursed residential market, MCT wili
resell Ameritech service.

In the business market, the new
competiiors jain lesser-known con-
enders @Al have been nibbling at
Areriteach’s Junch for 3 few years.
The most estaplished is MFS, a
$700-million-a-yexr operation offi-
cally bysed in Comha but with
most of s beadzuamers staff in
Oak Brook and Wesgnant

ot o
-
h- 5
~

MFS netweork

Since it operations bere ia
1968, MFS bas duilt « oetwork that
cnables it o sarve business casmm-
s from the Loop W the westem
ad northern suburbs. MFS ‘offars
savings of about 15% on local calls,
according © Dunicl Caruso, viee-
president of local services,

'We're i this 0 be 1 facilitics-
bused competitor™ with its own
lines and swicches, says Me
Caruso, “It allows you o contol
your own dasuny.””

Another facilities-bused cormpeti-
tor 5 TCG Chicago. me local affili-
ac of New York-based Teleport
Commwaications Group. A jorut
vengure of cable wicvision compa-
nics Continencal Cahlevision Inc.,
Tele-Commonications [ns, Cox
Cablc inc. and Comeaxt Corp.,
TCG has operated its own aetwork
here since (991,

Vice-presidenr and General Man-
ager Jumes Synios predicts tha
‘-mﬂﬂm will produce a glut of
local  scrvice cm;y dn\nng
prices down

*It's aimost becoming a com-
modity.” he sgys. *"Tha's a real
problem. -

Others don't see i thar way.
Amgrizsch's Mr. Froctscher says
censumers will usc teiephonc lines
more as cowpeting providers offer
‘Substantial growth’

*I think you will se= substaasial
srowth tn e Jocal service man
beL" he says.

Telecornmunications  consultant
Mark Langner of TeleChoice Inc. in
Verona. N apgrecs. While be pre-
dicts thar Ameritesh could see a

312 287 1263 TO WASHINGTON DC

P.@5-@5

marketshare loss sinzlar to the 315%
deciipe that AT&T suffered when
compenifon came W tha long-dis-
tance msrket. he Says Amerech
musdummdnnb

“The growth in the market as a
wholc provides pleaty of oppociu-
nity 10 mmke up thar lost market-
shnr:."he:a‘ys.

ww TATO

DACE ARAS 3ok



EXHIBIT 7



B454#12823263826 PAGE.BB<z
OCT 78 'S6 14:36 FROM MBP CHGO 3@8TH FLR T0

-, .u':-." )

NETWORK IMPLEMENT:

REQUIREMENT FOR
INTERCONNECTION,
ACCESS TO UNBUNDLED ELEMENTS,
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David Agatston
Laura Ajani
Drew Caplan
Anze Cullather
Maria Marzullo
Jerry Murphy
Paul Powers
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netwarks, nationwide, consist of approximately 2,600 routs miles of fiber rings and 13
swilches.

Whiie MCI's local metwork is growing, it is still small compared to the ubiguitous
reach of the ILECs' networks.  While MCimetro has been building local networks for
just over 2 years, the ILECs have been building locsl networks for over cne hundred
years. Whiie MCI's jocal network passes by several thousand buildings in mostly
urban areas, the ILECS' networks reach into practically every buiiding and home in the
country. While MClmetro has installed 13 local m, the ILECs colisctively own
over 23,000 loca! switches. it is not an ovarstatement to say that the ILECs' networks
are practically everywhers.

MCl's goal is to reach a broad array of customers, business and residentisl, 1o ‘1‘ _
provide iocal services that are consistent across geographic sreas and are '
differentiated from ioday’s monopoly offerings. Thus, while totsl service resale is part of
MCI's iccal efforts and will in some circumstancss be MCl's vehicle for initial entry into

the loc3! markat, resale alone will not allow MC! to differentiate its service or develop ___‘}

consistant services across geographic sress. ln order to reach that goal, and enable
true competition in the icca! servicas market, MCI .lnd other u;mpoﬂtivo focsl exchange
carriers (CLECS) must be abie to creste and offer their own services. The primary
mun; of schisving this is through depicyment of MCI's own local facilities. This has
besn the path that MC1 has chosen o date. However, as mentioned eertier, MCTs
significant investment in switching and network construction ovar the past two plus
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2000 West Amenitech Center Drive
4HB8

Hoftman Estates. iL 60196-1025
Office 847/248-6010

Fax 847/248-6013 or 6019

enteCh Marc I. Lipton
7 Assistant General Counsel

Marketing and Product Development

September 20, 1996

Mr. Christopher P. Abod

Senior Attorney

MCI Telecommunications Corporation
1133 19th Street, NW

Washington, DC 20036

Dear Mr. Abod:

It has come to Ameritech’s attention that MCI is running advertisements in the
Chicago Tribune which state:

With the arrival of MCI Local Service in Chicago, you can
now take advantage of the efficiencies and economies of
getting a long list of services - local, long distance,
international, data, conferencing, cellular, paging, and
Internet - all on one bill. All from one company. A
company that will bring the same sort of dedicated
customer service to local calling that we bring to everything
else.

Section 271(e)(1) of the Telecommunications Act of 1996 provides that a major
carrier, such as MCI, cannot “jointly market ...telephone exchange service obtained from
[a Bell operating company] pursuant to Section 251(c)(4) with interLATA services
offered by” such a carrier.

Ameritech believes the above-quoted advertisement constitutes joint marketing as
that term is used in Section 271 (e) (1) of the 1996 Act. Please advise the undersigned by
September 27 whether MCI is purchasing or intends to purchase telephone exchange
service (under 251(c)(4)) from Ameritech in the Chicago area. If MCI is now purchasing
such service, or intends to purchase such service, the advertisement violates the 1996 Act
and must not run again. In the event MCI continues to run the advertisement, or
otherwise delivers a “one stop shop” message to current or potential customers,



