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March 16, 2004

Ms. Marlene Dortch

Secretary

Federal Communications Commission
445 12t Street, SW, TW-A325
Washington, DC 20554

Re: WC Dkt. 02-112, Sunset of the BOC Separate Affiliate and Related

Requirements ‘
Dear Ms. Dortch,

Attached is additional public information in response to the Wireline
Competition Bureau's request for information regarding the company's local and long
distance business. This information supplements data filed in this proceeding on

February 19, 2004.

If you have any questions regarding this filing please do not hesitate to contact
me.

Sincerely,

L e

Mary L. Henze

cc: M. Carowitz
P. Megna



WC Docket 02-112
Sunset of the BOC Separate Affiliate and Other Related Requirements
BellSouth’s Response to FCC Request for Additional Information
(Supplement to 2/19/04 Responses)

Mass Market - InterLATA

A.

How does BST define “mass market”?
BST defines “mass market” as Residential + Small Business (SBS).

Currently, a small business customer is defined in terms of an annual
spend of up to approximately $40,000. The number of lines per account
for SBS was approximately 2.25 lines in December 2003. BST’s
Management Accounting and Revenue System (MAREVS) collects the
line counts and they are then adjusted for ISDN. (A 2X multiplier is
applied to retail and resold ISDN BRIs; a 24X multiplier is applied to
retail and resold ISDN PRIs.) This is done in the same way that SBS lines
are captured for the FCC Form 477 Local and Broadband Competition
Report.

How does BSLD define “mass market™?

BSLD uses the term “mass market” to describe its residential customers as
well as the smaller end of its business customers. Specifically, BSLD
offers service to business customers in two ways: using its own network,
including resold transport, and through a resale arrangement with Qwest.
(Generally, the resold Qwest services are data intensive rather than voice
oriented.) Business customers purchasing services that are provisioned
using the former “platform” are considered to be “mass market”, while
business customers purchasing off the latter “platform” are deemed to be
complex business customers rather than “mass market.”



3. Local Services Market
A. For attachments in response to 3A, define the terms used in the row headers and explain how the data was collected.

6lltem 3a.

7|Class of Service Description Definition/Source

8Res CLEC Owned (est.) - Res CLEC residential E911 listings

9Res CLEC Wholesale - Res BST's residential resold lines and residential UNE-P
10|Res CLEC Total Res Total CLEC residential lines (L.8 + L.9)
11Res BST - Res BST residential lines sold to end-users
12|Bus CLEC Owned (est.) - Bus CLEC business E911 listings minus UNE loops
13/Bus CLEC Wholesale - Bus BST's business resold lines, business UNE-P and UNE loops
14|Bus CLEC Total Bus Total CLEC business lines (L.12 + L.13)
15Bus BST - Bus BST business lines sold to end-users
16Res Res Wireline Market Total CLEC + BST Residence market (L.10 + L.11)
17Bus Bus Wireline Market Total CLEC + BST Business market (L.14 + L.15)

Res + Bus / CLEC +
18BST Total Wireline Market Total CLEC + BST Wireline market (L..16 +L.17)
19
20/Class of Service Description
21Res CLEC Market Share - Res Total CLEC Res (L.10) / Total Res Wireline Market (L.16)
22 Bus CLEC Market Share - Bus Total CLEC Bus (L.14) / Total Bus Wireline Market (L.17)
23Res + Bus CLEC Total Market Share Total CLEC Res (L.10) + Total CLEC Bus (L.14) / Total Wireline Market (L.18)
24
25|Class of Service Description
26|Res CLEC Owned (est.) - Res See L.8
27Res CLEC Wholesale - Res Seel 9
28Res CLEC Total Res See L.10
29
30/Class of Service Description
31|Bus CLEC Owned (est.) - Bus See L.12
32/Bus CLEC Wholesale - Bus See L.13
33Bus CLEC Total Bus See L.14
Notes:

1 - E911 listings provided by third party vendor responsible for E911 data updates
2 - Wholesale line counts are lines in-service at the end of each calendar month.

3 - A 2X multiplier was applied to retail and resold ISDN BRIs
4 - A 24X multiplier was applied to retail and resold ISDN PRIs

5 - Wholesale (non-est) and retail line counts were collected from BST's Management Accounting and Revenue System (MAREVS)




