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COMMENTS OF CTIA-THE WIRELESS ASSOCIATION® 
 

 CTIA-The Wireless Association® (“CTIA”)1 submits these comments in response to the 

Commission’s Notice of Inquiry regarding consumer information and disclosures in billing and 

other aspects of the carrier-customer relationship.2 

INTRODUCTION AND SUMMARY 
 

 Competition in today’s wireless market is more vibrant and varied than ever.  The 

success of the mobile wireless industry is evidenced by the innovation and investment that occur 

in the sector on a daily basis, and in the ongoing attention given to developing new products and 

services, enhancing network capabilities, and meeting consumer expectations in creative and 

effective ways.  Perhaps the greatest illustration of that innovation is the evolution of the 

customer-carrier relationship over the last two years.  From the pro-ration of early termination 

                                                 
1  CTIA – The Wireless Association® is the international organization of the wireless 
communications industry for both wireless carriers and manufacturers. Membership in the organization 
covers Commercial Mobile Radio Service (“CMRS”) providers and manufacturers, including cellular, 
Advanced Wireless Service, 700 MHz, broadband PCS, and ESMR, as well as providers and 
manufacturers of wireless data services and products. 
2 Consumer Information and Disclosure; Truth-in-Billing and Billing Format; IP-Enabled 
Services, Notice of Inquiry, CG Docket No. 09-158, CC Docket No. 98-170, WC Docket No. 04-36, FCC 
09-68 (rel. Aug. 28, 2009) (“Notice of Inquiry” or “NOI”). 



   

fees (“ETFs”), to the ability to change contract terms without extending the contract or incurring 

a fee, to extended trial periods, each is unique to wireless.  Additionally, driven by the intense 

amount of information that is available, from pre-paid, to post-paid, to family plans, calling 

circles, all-inclusive plans, subsidized phones, un-subsidized phones, unlocked phones, and 

more, carriers are constantly upgrading the information available and provided to consumers – 

through in-store information, advertising and online tools – in an effort to win, and keep, 

customers in this competitive industry.  CTIA believes that the wireless industry is one of the 

country’s greatest examples of how to serve customers through differentiated offerings and 

approaches designed to meet individual consumers’ needs.  Going forward, CTIA hopes that any 

Commission action in this area will facilitate, rather than limit, the amount of evolution that 

continues to take place in the wireless customer relationship. 

In this competitive environment, carriers’ billing and other consumer practices must be 

responsive to consumers’ immediate needs.  Just as competition has spurred greater network 

reliability, coverage, and capacity, so too has competition made carriers’ ability to address 

customer service matters a paramount focus of industry leaders large and small.  Because of this 

inherent market competition and the long-track record the mobile wireless industry has in 

ensuring that consumers are well-informed of their options at all stages of the carrier-customer 

relationship, expansion of federal regulation of carriers’ billing practices is not necessary.  To do 

so needlessly would disrupt the equilibrium that exists at present which has led to record high 

customer satisfaction levels3 as well as freeze in time the ability of wireless providers to innovate 

in service provision. 

                                                 
3 See infra, Part II.B.  See, e.g., ACSI Quarterly Scores, Q1 2009 and Historical ACSI Scores, 
Wireless Telephone Service, available at http://www.theacsi.org/index.php?option=com_content&task 
=view&id= 147&Itemid=155&i= Wireless+Telephone+Service  (last visited Oct. 4, 2009) (finding a 
record high 69% of wireless users were satisfied with their wireless telephone service in the first quarter 
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Because increased government regulation will serve only to inhibit carrier flexibility to 

respond to market forces, the Commission should not expend its valuable time and resources on 

injecting uncertainty into an industry model that already naturally evolves and self-regulates and 

that enjoys high approval from the purchasing public.  Moreover, standardized billing will tend 

to homogenize offerings, interfering with carriers’ attempts to distinguish themselves – a 

hallmark of any robustly competitive system – by creating more innovative and diverse service 

and feature options.  Increased regulation would simply be an expensively redundant and 

unnecessarily duplicative measure, as many of the practices the Commission would likely seek to 

introduce across multiple technology platforms are already undertaken by wireless providers 

themselves, either through their own service offerings, commitments to consumer best practices 

or through voluntary participation with clearly defined stringent industry-wide standards. 

 Wireless providers are constantly innovating to bring U.S. consumers more of the 

wireless services that they want.  This is demonstrated in the proliferation of voice and data 

service plans (and non-plan, pre-paid options) that now abound within the mobile wireless 

ecosystem.  Other examples – which are detailed below – include the evolution of early 

termination fees, the availability of comparative coverage maps, and the ability of consumers to 

change plans without contract extensions. 

 CTIA’s nationally recognized Consumer Code is another evolving standard for the 

wireless industry to ensure consumers are informed about their wireless service options, fees, 

and choices.  CTIA’s Consumer Code, to which all of the wireless industry’s leaders adhere, 

already addresses many of the issues raised in the Notice of Inquiry.  The Code ensures that 

consumers have straightforward access to easily understandable information needed to choose a 

                                                                                                                                                             
of 2009). 
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provider, choose a service plan, or switch to another such provider or plan.  Although the 

relationship between the customer and the many companies that contribute to their wireless 

experience has changed as wireless services have gotten more and more personal, CTIA’s 

Consumer Code continues to ensure that wireless consumers first contact with the wireless 

ecosystem – when choosing a provider – is characterized as an informed decision. 

 Because of steps already taken by carriers responding to the expressed desires of 

customers, carrier bills are becoming easier to understand and contain all relevant information.  

Competitive pressures have led carriers to go to great lengths to ensure that billing is clear and 

non-misleading.  Moreover, the wireless ecosystem provides consumers a myriad of options to 

obtain additional information, through third-party websites that allow for wireless plan and 

carrier comparisons.  

 It is critical to note in the context of considering a “Schumer Box” for broadband services 

that wireless broadband is substantially different than wired broadband, and because of this many 

issues militate against an apples-to-apples comparison between wired and wireless broadband 

products.  Direct comparisons between the two regarding such factors as transmission speed are 

complicated because of the need to consider the unique attributes of mobility.  Additionally, 

bundled service offerings, bringing consumers discounts for choosing to receive multiple 

services from one provider, including voice, SMS, MMS, and data services, have become 

extremely popular with consumers and will not fit squarely into a static comparison chart.  As 

CTIA has stated before in the Commission’s proceeding on a National Broadband Plan, it would 

be a mistake to attempt to shoehorn the modern, vibrant and technologically dynamic mobile 

wireless broadband ecosystem into wireline definitions crafted for a fixed world.4

                                                 
4  See Comments of CTIA – The Wireless Association, National Broadband Plan Public Notice No. 
1, GN Docket No. 09-51 (filed June 8, 2009). 
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 Considering the substantial costs of regulation and the complex nature of the wireless 

broadband market the Commission should continue to trust (but verify) that competitive market 

forces will ensure that wireless consumers remain informed and continue to receive the benefits 

of constant wireless market investment and innovation.  Consumer regulation of wireless has 

succeeded to this point.  The flexibility and creativity with which wireless carriers collectively 

and individually can meet the needs of customers is unmatched by any source, including costly 

external governmental regulation. 

I. U.S. WIRELESS PROVIDERS ARE CONSTANTLY INNOVATING TO MEET 
EVOLVING CUSTOMER DEMANDS FOR WIRELESS SERVICES AND TO 
CREATE NEW WIRELESS PRODUCTS, SERVICES, AND TECHNOLOGIES 

 
The U.S. wireless industry constantly evolves customer offerings to ensure that 

consumers remain excited about and fully satisfied with their service.  Enabled by the 

Commission’s practice of allowing “competitive market forces to govern rate and rate structures 

for wireless services,”5 wireless carriers have been free to develop and introduce a diverse array 

of rate options that constantly respond to consumers’ needs in light of the increase in the amount 

and way they use their wireless service. 

 The wireless voice subscriber, for example, has seen an evolution from the original 

pay-per-minute subscription of the mid-1990’s to today’s “bucket” plans and a host of new 

service offerings designed to meet U.S. consumers’ high level of demand for wireless.  Creative 

pricing plans that have emerged include free nights and weekends, rollover minutes, free 

in-network calling, circle calling plans, unlimited use plans, and many others.  Table 1 below 

illustrates the many different pricing plans that carriers have introduced over time in response to 

changes in consumer demand and competitive pressures – from, AT&T Wireless’s revolutionary 

                                                 
5 See  Reexamination of Roaming Obligations of Commercial Mobile Radio Service Providers, 
Report and Order and Further Notice of Proposed Rulemaking, 22 FCC Rcd. 15817, 15831 ¶ 35 (2007). 
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6introduction in May 1998 of its Digital One Rate plan,  which allowed customers to purchase a 

bucket of minutes to use on a nationwide basis for a single flat rate, without any roaming and 

long-distance charges,7 to the introduction in 2003 of new “family plans” that permitted 

subscribers to sign up for multiple lines, with all lines sharing the available minutes on the plan 

jointly,8 to the unlimited calling service plans designed to compete directly with wireline local 

telephone service.9  Carriers introduced these pricing approaches in order to attract and retain 

customers.   

                                                 
6 See Twelfth CMRS Competition Report, 23 FCC Rcd. at 2291-92. 
7 See Press Release, AT&T Launches First National One-Rate Wireless Service Plan (May 7, 
1998), available at http://www.allbusiness.com/media-telecommunications/telecommunications/ 
6876757-1.html (last visited Oct. 9, 2009). 
8 See Implementation of Section 6002(b) of the Omnibus Budget Reconciliation Act of 1993; 
Annual Report and Analysis of Competitive Market Conditions With Respect to Commercial Mobile 
Services, Tenth Report, 20 FCC Rcd. at 15908, 15946 (2005) (“Tenth CMRS Competition Report”) (citing 
Family Plans Reflect Slowing Cell Growth, Reuters, Mar. 27, 2005). 
9 See Twelfth CMRS Competition Report, 23 FCC Rcd at 2342.  Some plans offer subscribers the 
ability to make unlimited calls within a particular metropolitan area or region.  Leap, under its “Cricket” 
brand, and MetroPCS offer such service plans on a pre-pay basis.  Id. 
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Table 1.  A Timeline of Plan and Pricing Innovation (in Annual Terms) 

Source: CTIA Research 
 

 This evolution in the voice market is constantly ongoing and has expanded through 

bundled service offerings to include wireless broadband data.  Just in the last 1-½ years, new 

pricing options and service bundles have been made available to consumers to meet their 

growing demand for mobile wireless services.  In February 2008, Verizon Wireless, followed by 

AT&T and T-Mobile, began offering an unlimited nationwide flat-rate calling plan for voice 

services.10  Later the same month, Sprint announced its “Simply Everything” plan that permitted 

                                                 
10 “Verizon Wireless Introduces New Unlimited Plans That Are As Worry Free As The Guarantee,” 
Verizon Wireless Press release (Feb. 19, 2008), available at http://news.vzw.com/news/2008/02/pr2008-
02-19.html; see also Annual Report and Analysis of Competitive Market Conditions With Respect to 
Commercial Mobile Services, Thirteenth Report, 24 FCC Rcd 6185, ¶ 112 (2009) (“Thirteenth CMRS 
Competition Report”).  
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unlimited voice and data use from phones operating over its CDMA and iDEN networks for 

$99.99 per month.11  In February 2009, Sprint introduced a variant of this plan that included 5 

GB of Internet access from laptops for $149.99 per month.12  Later, Sprint announced a $70 

“Everything Data With Any Mobile, Anytime” Plan, which provides Sprint’s unlimited data 

service and unlimited mobile-to-mobile wireless calling.13  The evolution of service offerings is 

not limited to the post-paid market, pre-paid service providers are also responding to the needs of 

customers in both the voice and data markets.  For example, Leap Wireless’s Cricket brand 

offers unlimited voice service for $30 per month14 15 and unlimited broadband for $40 per month.

 Unlimited data packages are an increasingly important component of the growing 

wireless industry.  U.S. wireless data revenues rose 31% year-to-year to more than $19.4 billion 

in the first half of this year, and they now account for more than one-quarter of carriers’ total 

revenues.16  Fifty percent of data users say that they prefer to have an unlimited data package, 

although only 14 percent of U.S. wireless subscribers had such a package in 2008.17  American 

use of text messaging has continued to grow steadily, as U.S. carriers delivered more than 740 

                                                 
11 See Press Release, Sprint, Sprint Launches Revolutionary $99.99 “Simply Everything(SM)” Plan 
(Feb. 28. 2008), available at http://newsreleases.sprint.com/phoenix. 
zhtml?c=127149&p=irolnewsArticle_newsroom&ID=1113525 (last visited Oct. 7, 2009). 
12 See Press Release, Sprint, Sprint Brings Even More Value to Customers with New Simply 
Everything Plan + Mobile Broadband (Feb. 16. 2009), available at http://newsreleases.sprint.com/ 
phoenix. zhtml?c=127149&p=irol-newsArticle_newsroom&ID=1256741&highlight= 
Sprint%20Brings%20Even%20More%20Value%20to%20Customers%20with%20New%20Simply%20E
verything%20Plan%20+%20Mobile%20Broadband (last visited Oct. 7, 2009). 
13 See David Coursey, Sprint Launches $70 Unlimited Calling Plan (Sept. 10, 2009), available at 
http://www.pcworld.com/businesscenter/article/171738/sprint_launches_70_unlimited_mobile_calling_pl
an.html (last visited Oct. 4, 2009). 
14  See Wireless Cell Phone Plan, Cricket Wireless available at 
http://www.mycricket.com/cricketplans/details/30plan (last accessed Oct. 13, 2009). 
15  See Cricket Broadband available at 
http://www.mycricket.com/cricketplans/details/broadband_rbt (last accessed Oct. 13, 2009). 
16 Paul Kirby, Wireless Data Revenue Jumps 31%, 25% of All Revenues Now Non-Voice, TR 
DAILY, Oct. 7, 2009. 
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billion text messages during the first half of 2009 – nearly double the 385 billion carried during 

the first half of 2008.18  The typical U.S. mobile user now sends and receives more text messages 

than telephone calls.19  Notably, the vast majority of text messages sent by U.S. consumers are 

sent by consumers who purchase a text messaging plan.  According to AT&T and Verizon 

Wireless, a mere 1% of text messages sent on their networks are sent a la carte.20  Picture and 

MMS (multimedia service) messages are also becoming more popular; more than 10.3 billion 

were sent in the first half of this year, compared with 4.7 billion during the first six months of 

2008.21  During the second quarter of 2008, a typical U.S. mobile subscriber placed or received 

204 telephone calls per month.22  In comparison, the average mobile customer sent or received 

357 text messages per month – a 450% increase over the number of text messages circulated 

monthly during the same period in 2006.23  As shown in Table 2, Americans are tremendous 

mobile users – consuming trillions of MOUs and text messages and billions of MMS annually.  

                                                                                                                                                             
17 Id. 
18 See Kirby, supra note 16. 
19 In U.S., SMS Text Messaging Tops Mobile Phone Calling, NIELSEN WIRE, Sept. 22, 2008. 
20  See Testimony of Randal S. Milch, Executive Vice President and General Counsel, Verizon 
Communications and Testimony of Wayne Watts, Senior Executive Vice President and General Counsel, 
AT&T, Inc., Subcommittee on Antitrust, Competition Policy and Consumer Rights, Committee on the 
Judiciary, U.S. Senate, 111th Cong. (June 16, 2009). 
 
21 See Kirby, supra note 16. 
22 Id. 
23 Id. 
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accessing other content with their wireless devices.

Trillions of MOUs and Text Messages, and Billions of MMS

 
Table 2.  Trillions of MOUs and Text Messages, and Billions of MMS Annually 

 
 Significantly, consumer demand and network investment show no signs of decreasing.  In 

fact, the pace of deployment actually may increase as demand for connectivity continues to 

increase and carriers undertake significant network investments to deploy in the AWS and 700 

MHz spectrum and upgrade their networks to 4G technologies. 

II. THE WIRELESS CARRIER-CUSTOMER RELATIONSHIP IS ALSO 
CONSTANTLY EVOLVING TO MEET CONSUMER EXPECTATIONS AND 
REFLECT WIRELESS INNOVATION 

 
 Not only have the last several years witnessed an explosion in wireless service 

applications, pricing plans, and technologies, but competition has driven service providers to 

constantly innovate in their provision of service, the effect of which has been to increase the 

availability of wireless service plan options for consumers and to create better customer service, 

as reflected in independent surveys and fewer FCC complaints.  One theme in the wireless 

carrier-customer relationship has been constant evolution to meet consumer concerns.  Rather 

than statically waiting for costly and time-consuming governmental intervention, wireless 

service providers have dynamically met the challenges that have arisen with technological 
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developments, understanding and catering to the needs of their valued customers in the process.  

The result has been the most satisfied customers in the communications industry. 

A. The Carrier-Customer Relationship Evolves With Consumer Demands. 
 
 The past decade ushered in a proliferation of new wireless services and, as described 

above, creative innovation in pricing plans and service bundles.  These developments are the 

result of a competitive and innovative industry with service providers responding to consumer 

needs and wants in a variety of ways.  In addition to pricing plans that gave customers the ability 

to better tailor their rate to the way they use the service, the mobile wireless ecosystem has also 

evolved in the amount of flexibility it permits consumers that wish to change service plans or 

carriers, and in the amount and nature of consumer information that is provided at the point of 

sale and throughout the life of the customer relationship. 

 While the details of these flexible practices and disclosures will be discussed below, what 

is notable is that U.S. wireless carriers are constantly adapting their consumer practices to the 

needs, demands and interests of their customer base.  Rather than stubbornly adhering to policies 

that consumers dislike or market forces proven to be unpopular, wireless providers excel at 

monitoring and responding to changing preferences.  The chart below, also attached at 

Attachment B, summarizes some of the changes the evolution of this relationship has produced 

in the last two years. 
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25month of the contract instead of the previously applicable $175 flat termination fee.   Verizon 

Wireless also reduces the ETF on new and renewed contract by $5 per month.26  Employing a 

slightly different approach, starting in the fifth month of the service agreement U.S. Cellular 

reduces the ETF by $7.50/month for 24 month contracts or $18.50/month for 12 month 

contracts.27  T-Mobile applies a $100 fee if termination occurs between 91 to 180 days before the 

term’s end, a $50 fee if termination occurs with 31 to 91 days of the term’s end, and the lesser of 

$50 or the customer’s monthly recurring charges if termination occurs during the last 30 days of 

the contract.28  Sprint’s revised ETF policy decreases the ETF by $10 for each month after the 

customer has been with Sprint for five months, until the ETF reaches $50, where it remains for 

the length of the contract.29

 Coverage Maps.  Similarly, carrier practices have evolved with regard to the availability 

of coverage data.  Responding to customers’ desire to learn about voice and data coverage as 

well as roaming, wireless companies (as required in the CTIA Consumer Code, discussed infra at 

Section III) have begun providing consumers with online coverage maps.  T-Mobile USA, for 

instance, provides a zoomable map that allows potential subscribers to see street level coverage 

                                                 
25 See Letter from Christopher Guttman-McCabe, Vice President, Regulatory Affairs, CTIA-The 
Wireless Association to Marlene H. Dortch, Secretary, Federal Communications Commission, GN 
Docket No. 09-51, et al., at Attachment - U.S. Wireless Carrier Consumer Practices (filed Aug. 14, 2009) 
(“CTIA Letter - Aug. 14, 2009”). 
26  See http://news.vzw.com/news/2006/11/pr2006-11-16e.html; see also 
http://www.techdirt.com/articles/20061117/115842.shtml (Last accessed May 29, 2009). 
27 See  U.S. Cellular Customer Service Agreement, available at http://www.uscellular.com/ 
uscellular/SilverStream/Pages/x_page.html?p=legal_csa (last visited Oct. 6, 2009). 
28 See  T-Mobile Terms & Conditions, available at http://www.t-mobile.com/Templates/Popup. 
aspx?PAsset=Ftr_Ftr_TermsAndConditions&print=true&WT.srch=2&Result_Inq=answer&InqSource=T
MO (last visited Oct. 6, 2009). 
29  See 
http://nextelonline.nextel.com/en/services/termination_fee/early_termination_fee.shtml?id9=vanity:etf 
(last accessed June 3, 2009). 
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30details for the areas in which they work, live, and travel.

 Contract Changes.  The ability of consumers to change plans without contract extensions 

has also changed in recent times.  In the last two years, AT&T, Sprint, T-Mobile USA, U.S. 

Cellular and Verizon Wireless have all begun offering the ability for consumers to change plans 

without incurring a contract extension, giving consumers more flexibility within their wireless 

providers options to ensure their service plan meets their needs.31

Non-Contract Options.  The last two years have additionally seen a rise in traditional 

wireless carriers providing customers with the ability to purchase service without a contract.  

Flexibly responding to some consumers’ desire to obtain service without having to agree to a 

longer-term service contract, companies such as U.S. Cellular who have traditionally provided 

post-paid service now offer wireless service to consumers on their own terms, without contracts, 

credit checks, or monthly bills.32  Some companies, like Leap Wireless’ Cricket brand, are 

entirely based on this business model.  Similarly, all major wireless carriers now allow customers 

to bring their own technically-compatible phone for wireless service, as well offer consumers the 

choice to pay full price for a handset and obtain post-paid rate plans without a contract.33  Taken 

in total, there are plans to meet the needs of wireless consumers from the most to the least 

prolific users of wireless services.   

                                                 
30 See T-Mobile Personal Coverage Check, available at http://www.t-mobile.com/coverage/ 
pcc.aspx (last visited Oct. 4, 2009). 
31  See Attachment B. 
32 See U.S. Cellular, Prepaid Wireless, available at http://www.uscellular.com/uscellular/ 
SilverStream/Pages/x_page.html?p=b_prepaid (last visited Oct. 2, 2009).  T-Mobile’s FlexPay option 
similarly allows consumers to forgo entering into a contract and obtaining a credit check, while retaining 
the ability to take advantage of most of T-Mobile rate plans.  http://www.t-mobile.com/shop/plans/Cell-
Phone-Plans.aspx?catgroup=Flexpay-cell-phone-plan. 
33 See CTIA Letter - Aug. 14, 2009, at Attachment:  U.S. Wireless Carrier Consumer Practices. 
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 Looking ahead, especially in light of the even greater increase in wireless penetration that 

will accompany upcoming Wi-Fi advancements and the Commission’s development of a 

National Broadband Plan, it is critical that the industry retain the ability to quickly adapt to 

customer preferences and market demands as they emerge.  Given the changes from just the last 

few years, it is evident that the constant progression of wireless service offerings necessitates a 

nimble, evolving, and innovative approach to consumer relations.  The Commission should strive 

to preserve this ability for wireless carriers. 

B. Customers Are Extremely Satisfied With Their Wireless Service. 
 
 Counter to the environment painted by the Commission in the NOI, the fact is that when 

measured by third parties, or when the FCC complaint data is reviewed, consumers are happier 

with their service and filing fewer complaints.  That the wireless industry is successfully 

responding to what consumers want is confirmed by the numerous studies that demonstrate that 

subscribers are satisfied with their wireless service experience and believe it is constantly 

improving. 

 A January 2009 survey by Consumer Reports found that a clear majority of the nearly 

52,000 surveyed said they were “completely or very satisfied with their service,” and that this 

was “a substantial improvement over 2007.”34  The report found that “overall, cell-phone service 

has become significantly better…contract terms are less onerous, and there [a]re fewer problems 

with call quality.”35  The stark improvement in wireless customer satisfaction was largely a 

result of carriers’ efforts to increase call quality and reduce connectivity issues, and their 

decisions to end the policy of extending contracts when subscribers make changes to their plans 

                                                 
34 See Press Release, “Best Cell Phone Service,” available at 
http://www.consumerreports.org/cro/electronics-computers/phones-mobile-devices/phones/cell-phone-
service-providers/cell-phone-service/overview/cell-phone-service-ov.htm (last visited Oct. 4, 2009). 
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36and pro-rate ETFs.   And this satisfaction has only increased since – the American Customer 

Satisfaction Index (“ACSI”) found that a record high 69% of wireless users were satisfied with 

their wireless telephone service in the first quarter of 2009.37

 Data from other third party groups also confirms that the majority of wireless consumers 

are satisfied with their service, and that satisfaction continues to increase.  J.D. Power and 

Associates semi-annually rates wireless customer care, providing a score card based on how well 

wireless providers service their customers in three point-of-contact methods:  telephone calls 

with a service representative and/or automated response system (“ARS”); visits to a retail 

wireless store; and on the Web.  Their survey released in August 2009 found that “overall 

wireless customer care performance has improved considerably as customers report shorter hold 

times and improved rates of problem resolution on the first contact, compared with six months 

ago.”38

 Improving even from the February 2009 results, the most recent J.D. Power and 

Associates survey revealed that “satisfaction improves across all methods of contact, as a result 

of increased first-contact problem resolution and shorter wait times. More than three-fourths 

(76%) of calls to customer service are resolved on the first contact, compared with just 66 

percent six months ago.”39  In addition, hold times have decreased over a minute even since 

                                                                                                                                                             
35 Id. 
36 Id. 
37 See ACSI Quarterly Scores, Q1 2009 and Historical ACSI Scores, Wireless Telephone Service, 
available at http://www.theacsi.org/index.php?option=com_content&task=view&id= 
147&Itemid=155&i= Wireless+Telephone+Service  (last visited Oct. 4, 2009). 
38 See Press Release, “Increased First-Contact Problem Resolution and Shortened Hold Times  
Drive Improvements in Wireless Customer Care Performance” (Aug. 13, 2009), available at 
http://www.jdpower.com/corporate/news/releases/pressrelease.aspx?ID=2009148 (last visited Oct. 4, 
2009). 
39 Id. 
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40February 2009.   A separate study by mywireless.org in 2009 found that an “overwhelming 

83% [of respondents] agree that ‘companies competing for wireless customers give consumers 

enough choices so they can pick the wireless device, plan, options and content that best fits their 

needs.’”41

 These surveys also demonstrate that different carriers have adopted different focuses for 

best serving their customers.  Alltel was found to perform particularly well when contacts are 

resolved through customer visits to the retail store and ARS.42  T-Mobile’s strength was 

identified as prompt decisions to transfer customers from an automated response system to a live 

service representative.43  Verizon Wireless was determined to perform well with regard to 

identifying customer problems quickly and resolving them efficiently with service 

representatives.44  That three carriers scored highest based on differing but equally effective 

approaches to customer service elucidates the fact that flexible, innovative approaches to 

consumer relations on the part of wireless industry leaders have made tremendous strides in 

improving the overall wireless customer-carrier relationship. 

 The increasing effectiveness of the wireless industry in addressing customers’ issues is 

also demonstrated by the decrease in complaints received by the FCC.  Counter to what the NOI 

details, complaints are actually down from the same period last year.  As one measure, there 

were 2,822 fewer total wireless telecommunications complaints received by the Consumer and 

                                                 
40 Id. 
41 MyWireless.org 2009 Consumer Survey, “America’s Wireless Consumers are Overwhelmingly 
Satisfied with their Service - Remain Opposed to Higher Wireless Taxes, Adding New Regulations” (Apr. 
3, 2009), at http://www.mywireless.org/media/mywireless-2009-national-consumer-survey (last visited 
Oct. 8, 2009).
42 See http://www.jdpower.com/Telecom/ratings/Wireless-Customer-Care-Ratings-(Volume-2). 
43 Id. 
44 Id. 
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45Governmental Affairs Bureau (“CGB”)  in the first quarter of 2009 (“Q1 2009”) (16,142 total) 

than there were in the first quarter of 2008 (“Q1 2008”) (18,964 total).  The complaint statistics 

are even more favorable when Telephone Consumer Protection Act complaints, reported 

telemarketing violations which are largely beyond wireless carriers’ control but nonetheless 

comprised 73% of the complaints in the quarterly report released on September 8, 2009,46 are 

omitted.  Under that scenario, the total wireless complaints for the Q1 2008 and Q1 2009 were 

6,125 and 4,299, respectively, a drop of nearly 30 percent.  Moreover, in January of Q1 2009, the 

CGB received only 73 complaints relating to carrier marketing and advertising, 144 complaints 

relating to contracts/early termination, and 173 service related issues – far less than the results 

from one year earlier, in which there were complaints in the same categories registering at 216, 

158, and 1,718, respectively.47  The only category that saw a slight increase was complaints 

related to billing and rates, however, when rationalized against the number of wireless 

subscribers this area too is seeing a decrease in complaints.  Given the 270 million wireless 

customers in the United States, these statistics show that only a tiny fraction of subscribers have 

complaints about their service.  As the chart below shows, annually, only 40 billing and rate 

related complaints were received per one million subscribers to wireless – half the number of just 

four years earlier.   

                                                 
45 See FCC Consumer & Governmental Affairs Bureau, Quarterly Inquiries and Complaints 
Reports, available at http://www.fcc.gov/cgb/quarter/ (listing the informal consumer inquiries and 
complaints for each quarter from 2002 to the present). 
46 Id. 
47 Id. 
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Table 4.  Source: FCC Complaint Data 2004 – 2008; CTIA Research 

 In all, the modifications to the wireless carrier-consumer relationship in the last few 

years, as well as the marked improvements in customer satisfaction shown by various 

independent surveys, illustrate that the wireless industry itself is eminently capable of effectively 

responding to the needs and desires of its customer base.  That consumers are increasingly 

satisfied with the flexibility they are being shown, the retail information with which they are 

being provided, and the manner in which their complaints are being addressed speaks to the fact 

that the cost and delay of external intervention is not necessary for the maintenance of a mutually 

beneficial and responsive carrier-customer relationship.  Through attentive internal industry 

actions and reactions, carriers can most efficiently meet customers’ evolving needs. 
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III. CTIA’S CONSUMER CODE IS AN EVOLVING STANDARD FOR THE 
WIRELESS INDUSTRY TO ENSURE CONSUMERS ARE INFORMED ABOUT 
THEIR WIRELESS SERVICE OPTIONS, FEES, AND CHOICES 

 
 The Notice of Inquiry seeks comment on how to provide consumers with better access to 

“clear, easily understandable information they need to choose a provider, to choose a service 

plan, manage use of the service plan, and decide whether and when to switch an existing 

provider or plan.”48  In fact, consumers already have readily available, easily understandable 

access to all such information.  CTIA’s members have strongly supported the Commission’s past 

efforts to increase the availability of consumer information and the wireless industry has taken 

far-reaching steps in this direction.   

 As the Commission is aware, in 2003, CTIA and its members developed and voluntarily 

adopted a “Consumer Code” to facilitate the provision of accurate and complete information to 

consumers by wireless service providers.49 50  The CTIA Consumer Code  is now viewed as the 

industry standard for providing potential customers with information to help them make 

informed choices when selecting wireless service, and to ensure that consumers understand their 

wireless service and rate plans.  The Consumer Code remains a zero-cost, highly effective 

method of creating stringent but evolving norms within the wireless industry that benefit 

consumers and avoid the delay and associated administrative costs of federal governmental 

intervention. 

 The Consumer Code sets forth ten principles, disclosures, and practices, to which 

wireless service provider signatories agree to voluntarily conform their business practices.  Every 

                                                 
48 NOI ¶ 16. 
49 Id. ¶ 11. 
50 See  CTIA - Consumer Code for Wireless Services, Attached as Attachment C (“Consumer 
Code”).  

 20



   

wireless carrier that signs the voluntary Consumer Code is committing to all ten points.  Only by 

adhering to all ten points is a company entitled to display the nationally-recognized Seal of 

Wireless Quality/Consumer Information in its advertising, store collateral, and publications.   

 The Consumer Code is widely supported and is self-regulated by the wireless industry.  

The nation’s largest wireless carriers, including AT&T Mobility, Sprint Nextel, T-Mobile USA, 

Verizon Wireless, and U.S. Cellular are signatories, as are many smaller and rural carriers across 

the country, such as Bluegrass Cellular, Cincinnati Bell Wireless and SouthernLINC.51  Wireless 

carriers must annually re-certify that they are in compliance with the Code, and those not in full 

compliance are not permitted to display the Seal. 

 For the wireless industry, the Consumer Code answers many of the questions the 

Commission poses.  For example, the Notice of Inquiry asks “how are consumers given 

information about their contractual commitments to service providers, and the trial periods and 

termination fees in those contracts?”  The Consumer Code requires that for each rate plan offered 

to new consumers, wireless carriers must make available via disclosures at point of sale and on 

their websites detailed information about: (1) the calling area of the plan, (2) the access fee or 

base charge, (3) the charges for excess or additional minutes, (4) per-minute long distance and/or 

roaming charges, (5) any activation fees, and (6) any early termination fee that applies and the 

trial period during which no ETF will apply.52   

 Similarly, the Commission’s inquiry about “what information helps consumers assess the 

service quality being offered by each provider…includ[ing] coverage areas for wireless voice 

                                                 
51 See CTIA Consumer Code Participants, available at http://www.ctia.org/ 
consumer_info/service/index.cfm/AID/10623 (last visited Oct. 2, 2009). 
52 See CTIA Consumer Code, Section One. 
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53and data services”  can be answered for the wireless industry by the Consumer Code.  The 

Consumer Code requires signatories to make available maps depicting approximate voice service 

coverage applicable to each of their rate plans currently offered to consumers.  The goal of such 

maps is to “enable consumers to make comparisons among carriers,” and make consumers aware 

of “any geographic limitations on the availability of any services included in the rate plan.”54  As 

carriers increasingly deploy 3G and 4G networks capable of both voice and broadband data 

services, voice coverage and data coverage are rapidly becoming synonymous. 

 In evaluating what information consumers need when choosing a service plan or payment 

option, the Commission seeks comment on “whether advertised prices generally include all costs 

and fees.”55  Again, the wireless industry has addressed this issue.  The Consumer Code 

mandates that its carrier signatories must disclose material charges and conditions related to their 

advertised prices.  To the extent the advertising medium reasonably allows, signatories must 

disclose in their advertising: (1) activation or initiation fees; (2) any required contract terms; (3) 

early termination fees; (4) the terms and conditions related to receiving a product or service for 

“free”; and (5) whether any additional taxes, fees, or surcharges apply.56  Further, some carriers 

provide additional information at the point of sale showing what taxes and fees will apply in that 

customers’ jurisdiction.  In addition, when a customer initiates service with a wireless carrier or 

agrees to a change in service under which the customer is bound to a contract extension, the 

                                                 
53 See NOI ¶ 26. 
54 See CTIA Consumer Code, Section Two. 
55 See NOI ¶¶ 28-29. 
56 See CTIA Consumer Code, Section Five. 
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Consumer Code holds that the carrier will provide or confirm the material terms and conditions 

of service with the subscriber.57

 The Consumer Code also addresses the Commission’s concern about the adequacy of the 

information consumers currently receive on their bills, as well as any additional disclosures and 

“billing information to empower consumers to make better use of service plans.”58  Many of 

CTIA’s members already are bound by the traditional Truth-in-Billing rules, and the Consumer 

Code additionally requires carriers to distinguish on customers’ bills the monthly charges for 

service, features, and charges retained by the carrier, from taxes, fees, and other charges 

collected by the carrier and remitted to federal, state, or local governments.59  This provides 

more clarity to consumers and ensures that cost recovery fees or charges are not perceived to be 

taxes. 

 Wireless customers also are able effectively and in a timely manner to dispute charges on 

their bills with their service provider.60  The Consumer Code states that customers must be 

provided online and on billing statements with a toll-free number to access a carrier’s customer 

service during normal business hours.  Carriers must also provide information about how 

customers can contact the carrier in writing, by toll-free telephone, via the Internet, and other 

methods.  This information must be included, at a minimum, on all billing statements, in written 

responses to customer inquiries, and on carriers’ web sites.61

 The Notice of Inquiry seeks comment on whether the most effective way to ensure that 

consumers are protected is through voluntary industry codes, such as the CTIA Consumer 

                                                 
57 See CTIA Consumer Code, Section Three. 
58 See NOI ¶ 35. 
59 See CTIA Consumer Code, Section Six. 
60 See NOI ¶ 50. 
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62Code.   As demonstrated above, the answer is yes.  CTIA’s Code “is designed to give 

consumers information, while still permitting the innovation that consumers have come to expect 

from wireless services.”63  In contrast, government regulators are not capable of being as 

flexible, immediately responsive, and cost-controlling as a self-regulatory Consumer Code 

recognized by industry leaders large and small.  Although the Consumer Code is clearly defined 

and nationally recognized, it is dynamic and able to evolve with the times and technological 

advancements that affect consumers’ information about wireless services, fees, and options.  The 

Commission should continue to support codes such as CTIA’s, conserving its resources and 

attention for issues that cannot be resolved by industry-wide standards. 

IV. WIRELESS CONSUMERS HAVE EASY ACCESS TO INFORMATION ABOUT 
THEIR WIRELESS SERVICES 

 

                                                                                                                                                            

 
 CTIA applauds the Commission’s efforts to ensure that “customers are able to make 

intelligent and well-informed commercial decisions in an increasingly competitive 

marketplace.”64  CTIA and its members recognize that well-informed consumers are best 

positioned to benefit from a competitive marketplace and have made an enormous amount of 

information readily available through a multitude of sources, including in their stores, on their 

websites, in advertisements, and in customer bills.  The Commission’s suggestion that consumers 

may be unable to obtain easily comprehensible information they need to understand their bills, 

 
61 See CTIA Consumer Code, Section Nine. 
62 See NOI ¶ 37. 
63 See CTIA Consumer Code Main Page, available at http://www.ctia.org/consumer_info/service/ 
index.cfm/AID/10352 (last visited Oct. 2, 2009). 
64 NOI ¶ 21; see also Truth-in-Billing and Billing Format, First Report and Order and Further 
Notice of Proposed Rulemaking, 14 FCC Rcd 7492, ¶ 61 (1999). 
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65evaluate their service plans and compare carriers  fails to recognize the impact of these 

information-outreach efforts. 

 In addition to detailed information related to billing and pricing options, carriers provide 

focused information on the aspects of their service that they believe corresponds to what 

customers are most interested in when determining how to purchase their services.  Despite the 

fact that different carriers offer a variety of service features and plans, studies show that the vast 

majority of consumers focus on only a limited number of features – generally, price and 

coverage – when selecting a carrier and service plan.  A 2008 mywireless.org survey found that 

65% of respondents preferred “a wireless service contract with a lower price per month, a 

discount phone and an Early Termination Fee rather than a service contract with a higher price 

per month, no discount on a phone and no Early Termination Fee (20%).”  Another 2008 survey, 

by comScore Wireless Report, found that price and coverage top consumers’ concerns when 

selecting a wireless carrier, with 22% of respondents reporting that “better coverage” topped 

their concerns, while 19% cited lower prices.  The third most cited reason, with 17% of 

respondents, was that family/friends subscribe to the service.66  As discussed in more detail 

below, price and coverage information is readily available from multiple sources.  CTIA’s 

Consumer Code, for example, requires disclosure of more than 12 different pieces of 

information, not only at the point of sale but also on carriers’ web sites, making it far easier for 

customers to find the information they need to compare carriers than the Commission may 

acknowledge. 

                                                 
65 NOI ¶ 23. 
66 Press Release, comScore Wireless Report Finds Price Is an Increasingly Important Factor for 
Consumers Selecting a Cellular Phone Carrier, comScore (Mar. 31, 2008), available at http://www. 
comscore.com/Press_Events/Press_Releases/2008/03/Price_Increasingly_Important_Factor in Cell Phone 
Carrier (last visited Oct. 8, 2009). 
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 Wireless carriers ensure that their customers are fully informed not in response to 

regulation, but because they recognize that they must care for and respond to customers’ needs in 

order to retain them in the competitive marketplace.  More than 95.5% of Americans have a 

choice of three or more facilities-based wireless carriers, with each offering a different 

combination of services and features.  In addition, 90.5% of Americans have a choice of four or 

more facilities-based wireless carriers, while 64.9% have a choice of five or more.67  

Pro-consumer policies such as number portability (wireless carriers have voluntarily adhered to a 

2 ½ hour porting interval between wireless carriers),68 pro-rated early termination fee policies, 

flexible rate packages, including contract and no-contract, and pre-paid and post-paid plans; and 

the ability to change plans without penalty, have all made it convenient for subscribers to easily 

switch providers.  Accordingly, wireless carriers are constantly working harder to attract and 

retain subscribers and subscriber satisfaction in the form of understanding their service plans and 

charges is an important part of this goal. 

A. Carrier Bills Are Designed To Be Easy To Understand And Contain All 
Relevant Information. 

 
 Given the competitive pressures that wireless carriers face to ensure customer 

satisfaction, it is not surprising that carriers have gone to great lengths to ensure that their 

customer bills are clear and non-misleading.  Wireless carriers have gone above and beyond their 

pledge to abide by the Consumer Code and are continually striving to improve the readability of 

their bills and continue to make changes to improve the information provided to consumers. 

 Sprint Nextel, for example, has reconfigured its bills to provide for better readability by 

                                                 
67 See, e.g., Comments of CTIA – The Wireless Association, WT Docket No. 09-66, at 3 (filed June 
15, 2009). 
68 Local Number Portability Porting Interval and Validation Requirements, Report and Order and 
Further Notice of Proposed Rulemaking, 24 FCC Rcd 6084, ¶ 3 (2009). 
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increasing “white space, graphics throughout the bill, use of colored paper and much larger font 

size” and customizing bills to reflect “information on products and services that are relevant to 

69each subscriber and their geographic locations.”   Sprint even provides subscribers an online 

“tour” of their bill to explain all notations and charges.  T-Mobile offers customers the option of 

a “summary bill” which provides a simple, “quick and accurate overview” that provides a 

70summary of service charges and the balance that is due.   Alternatively, subscribers can still 

choose a more detailed bill which “itemizes each call and all usage, service charges, taxes, and 

71fees.”   Verizon allows every subscriber to receive just one bill for all broadband, wireless and 

72  Further, all of the large carriers offer FAQ and “help” (if available) FiOS TV services.

sections on their websites dedicated to addressing customer billing questions.  And CTIA’s 

website provides an example bill that educates consumers about the charges that may appear on 

73their wireless bills.

 Wireless carriers also make billing and user information available online so that 

consumers have the convenience of checking their voice minutes, data and text usage from 

anywhere at anytime.  As examples, AT&T, Verizon, and T-Mobile all offer consumers easy 

                                                 
69 Wireless Customers Now Have the Power of Simplicity, BUSINESSWIRE, April 3, 2007; see also 
Sprint: Reading Your Bill, at http://www.nextel.com/en/support/billing/first_bill_consumer.shtml (last 
visited Oct. 8, 2009). 
70 See T-Mobile Billing Format FAQs, at http://support.t-mobile.com/doc/ 
tm23555.xml?docid=3211&referring%20topicid=37&A2L.SERVICE=&Referring%20TopicID/DocID%
20List%20Index=y&navtypeid=2&pagetypeid=26&prevPageIndex=6. 
71 Id. 
72 Customers Will Win With New, Friendly Account-Management Features From Verizon Wireless,  
Verizon News Release (Feb. 8, 2008) (announcing that customers can “receive just one bill for all 
multiple wireless and Verizon landline numbers across the country”); see also Verizon Customers Can 
Now Sign Up for Verizon's Integrated ONE-BILL Option and Make Payments at Verizon Wireless Stores, 
Verizon News release (Aug. 13, 2007) (publicizing the availability of “ONE-BILL [which] combines the 
bill statements for Verizon calling, broadband and entertainment services, and Verizon Wireless service 
into one monthly statement” and offering consumers monthly savings for combining bills). 
73 CTIA Consumer Info, How To Read Your Wireless Bill, available at 
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ways to manage their accounts online by providing them the opportunity to pay bills, check 

minutes, change their rate plans and even add new services or lines.74  Additionally, consumers 

have a variety of means to track charges they are incurring before a bill is issued including 

carrier short codes, web portals, call times/usage monitors on their wireless devices and others.75 

Carrier short codes allow a consumer to simply dial * or # plus a number in order to reach a 

certain service feature from the carrier.  For example, subscribers to Sprint Nextel can dial *3 to 

pay their bill or *4 to check their minutes or account balance.76  Each carrier offers subscribers 

an account management tool over its website to check minutes and usage in general.77  Carriers 

like Verizon Wireless also offer account viewing tools on wireless devices.78  A user can easily 

manage their account from their phone, including checking their minutes usage, text messages, 

and account balance.   

 The NOI asks whether consumers are confused about the labeling of fees and 

government-mandated charges on billing statements,79 noting the Commission’s tentative 

                                                                                                                                                             
http://www.ctia.org/consumer_info/ wireless_bill/ (last visited Oct. 8, 2009). 
74 See AT&T Online Account Management, available at  https://www.wireless.att.com/olam/ 
loginAction.olamexecute?target=BPS (offering customers the option to check minutes and data usage, or 
upgrade to a new phone or change their rate plan); see also My Verizon: Manage Your Account, 
available at http://www.verizonwireless.com/b2c/index.html?tab=myaccount&lid=// global//my+Verizon 
(allowing subscribers view, print and pay bills, check balances, upgrade or activate phones and change 
plans at their My Verizon online account); see My T-Mobile, available at http://www.t-
mobile.com/support/support-overview.aspx?WT.z_unav=mst_support (allowing subscribers to see and 
pay their bills, buy downloads and accessories, check minutes and text usage, “and much more”). 
75 See, e.g., Sprint Nextel Manage Your Account, available at 
http://www.sprint.com/assets/includes/widgets/en/ customer_service_flyer_en.pdf (providing subscribers 
the simple *+one digit number they must press in order to manage different aspects of their account over 
the phone). 
76 Id.  

77 See infra at Sec. IV.B. 
78 See How to Use Guide: Accessing My Verizon Handset, at http://support.vzw.com/ how_to_use/ 
accessing_my_verizon.html (last visited Oct. 8, 2009). 
79 See NOI ¶ 38. 
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conclusion in the Second FNPRM on Truth-in-Billing that requiring carriers to separate 

government-mandated charges from all other charges satisfies the Commission’s policy goals of 

ensuring that carriers’ descriptions of billed charges are “brief, clear, non-misleading, and in 

plain language.”
 

80  CTIA supports the Commission’s efforts to require the straightforward 

disclosure of government-mandated and non-mandated charges on customers’ bills.  Such 

disclosures benefit consumers by ensuring that they understand the fees their government 

assesses, and that they can accurately compare fees carriers may voluntarily impose.  

Additionally, these disclosures promote an open and balanced playing field for CMRS carriers, 

which are best-positioned to compete on price when all bills clearly describe charges and fees. 

 As discussed above, the CTIA Consumer Code already requires carriers to separate taxes 

and other government-mandated charges that are collected from customers and remitted to the 

government from charges that are not remitted to the government.  The Code requires carriers to 

distinguish “fees and other charges collected by the carrier and remitted to federal state or local 

governments” from other service charges.81  Carriers also pledge not to label cost recovery fees 

or charges as taxes.82  Thus, the Code strikes an appropriate balance between providing carriers 

with necessary flexibility to structure their bills in a manner that meets their customer and 

business needs and ensuring that their billing statements are clear and non-misleading. 

Consumer Disclosure – 911 Fees.  In light of these efforts made by wireless carriers, 

CTIA believes that wireless consumers are generally not confused about the labeling of fees and 

government-mandated charges on their billing statements.  In at least one instance, however, 

                                                 
80 See NOI ¶ 10, n.23; Truth-in-Billing Format; National Association of State Utility Consumer 
Advocates’ Petition for Declaratory Ruling Regarding Truth-in-Billing, Second Report and Order, 
Declaratory Ruling, and Second Further Notice of Proposed Rulemaking, 20 FCC Rcd 6448, ¶ 52 (2005) 
(“Second FNPRM”).  
81 CTIA Consumer Code, Section Six. 
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consumers may not be getting accurate information about where those government-mandated 

fees are spent – but not because wireless carriers are not labeling these fees properly.  Rather, 

some state and local government entities that require carriers to collect fees ostensibly for the 

support of E911are routinely diverting these fees to other government purposes wholly unrelated 

to E911.83  This has become a widespread and costly practice that has undermined the intention 

of using E911 funds only to benefit the emergency-calling systems and it misleads consumers. 

As states are dealing with budget shortfalls and deficits during difficult economic times, 

numerous states such as Oregon, Hawaii, and Delaware, have transferred millions of dollars from 

E911 funds to the state’s general funds.84  In New Jersey, too, E911 funds are not being used in 

the manner in which they are supposed to be.  In 2009, none of the estimated $137 million 

collected from New Jersey cell phone users for the Garden State’s “9-1-1 System and Emergency 

Response” fee will go to local 911 call centers.  The state will instead spend the money on 

several public safety initiatives, with the majority of the funds going towards State Police 

operations.85

                                                                                                                                                             
82 Id. 
83 Report to Congress on State Collection and Distribution of 911 and Enhanced 911 Fees and 
Charges, FEDERAL COMMUNICATIONS COMMISSION, AT 10-12 (July 22, 2009) (The report found that 12 
states used E911 fees for purposes other than E911 service, and of those, certain states used the funding 
for purposes completely unrelated to emergency response. For example, in 2008-2009, New York 
transferred $10 million from the balance of the local wireless fund account to the state’s General Fund 
because it was facing a significant deficit.). 
84/  See, e.g., Donny Jackson, CTIA, NENA Work to Halt 911 Fund Raids, URGENT 
COMMUNICATIONS, May 28, 2009, at http://urgentcomm.com/policy_and_law/news/ctia-nena-halth-911-
fund-20090528/ (last visited Oct. 8, 2009); Rosemarie Bernardo, Funding Loss Slows 911 Upgrades, 
HONOLULU STAR-BULLETIN, Aug. 10, 2009, at 
http://www.starbulletin.com/news/20090810_funding_loss_slows_911_upgrades.html (last visited Oct. 8, 
2009). 
85/  Daniel Walsh, Watchdog Report:  New Jersey Siphons Millions from 911 Call Centers, Press of 
Atlantic City, Aug. 9, 2009, at http://www.pressofatlanticcity.com/news/breaking/article_90fcc378-849a-
11de-a526-001cc4c03286.html (noting that New Jersey is one of a dozen states to report taking E911 
funds and using the money for other purposes).  Of the 12 states, New Jersey spent the most – more than 
$100 million last year – on services other than 911.  Id. 

 30



   

Other examples abound.  In New York, only 19 cents of the $1.20 the state collects 

monthly from each subscriber goes to emergency calling services.  In Wisconsin, the state 

government decided to divert $100 million in the next two years to local governments to reduce 

pressure to raise property taxes.  In Arizona, lawmakers funneled $25 million from the 

emergency telecommunications fund, halving its size, and cut its monthly 911 cell phone fee to 

20 cents.  As a result, the fund may be out of money within three years.86   

Thus, while wireless billing statements inform customers that a fee is being assessed for 

E911 purposes pursuant to government mandate, in fact the money often is not being used in this 

way.  Actions by some state officials are thus rendering the explanation of the charges 

misleading to consumers at best, and patently incorrect at worst.  Emergency call center services 

and “next generation” capabilities are supposed to be the priority for E911 fees.  The 

Commission should work with Congress to adopt measures that guarantee the revenue collected 

at the state and local level from E911 fees is spent appropriately so as to ensure that customers 

are not misled about the fees’ purpose. 

B. Consumers Have Access To Complete Information At Other Stages Of The 
Consumer-Carrier Relationship. 

 
 Consumers have access to full information about their carrier, service plan and options at 

all stages of their relationship with their carrier – when choosing a carrier and service plan, 

during the life of the contract, and when they seek to switch carriers or service plans.  Indeed, 

more than half of the 10-point CTIA Consumer Code commits carriers to providing adequate 

information to consumers – whether they are choosing a carrier, switching carriers or in the 

                                                 
86  Peter Svensson, Cash-Strapped States Raid Cell Phone 911 Funds, ASSOCIATED PRESS, July 23, 
2009, at http://www.msnbc.msn.com/id/32109599/ns/technology_and_science-wireless/ (last visited Oct. 
8, 2009) (noting that “Dispatchers say the diversion of money comes at the expense of improvements that 
would give crime and accident victims more opportunities to reach responders…In some states, the AP 
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middle of a contract term – in a variety of contexts, including in advertising materials, in stores, 

in contract materials, on websites, and on an ongoing basis on customer bills.87

 In Advertising Materials.  As noted above, wireless carriers that are signatories to the 

Consumer Code have pledged to disclose all material charges and conditions related to the 

advertised prices of services, including if applicable, activation or initiation fees, monthly access 

fees or base charges, any required contract term, early termination fees, and related terms and 

conditions, as well as disclosures concerning special promotional plans, geographic scope and 

other related information.  In addition, because carriers use advertising to distinguish their 

services from those of their competitors, they fully explain the differences in broadband services, 

rate plans, or geographic reach.  For example, AT&T has successfully promoted its “Rollover” 

minute plans through popular television advertisements.88  Similarly, Verizon launched an 

campaign in 2008 about its friends and family plan.  These advertisements not only provide 

memorable slogans, e.g., “Can you hear me now?,” but also provide consumers the first step in 

understanding the myriad of wireless service offers available. 

 In Stores.  At carrier retail stores, consumers can perform personalized coverage checks 

(including the capability to “drill-down” to street level coverage data), and can evaluate and 

compare the myriad of pricing plans and handset options.89  Store employees are trained to 

provide helpful and accurate information about the service plans available and the best service 

                                                                                                                                                             
analysis found, less than half that money is actually going to help emergency dispatches keep pace with 
the features of smart phones.”). 
87 It is important to note, however, that while CTIA supports the full disclosure of all fees and 
charges impose, disclosing the exact amount of each such charge is not possible at the point-of-sale.  
Carriers are subject to a broad array of state and local taxes, which vary by customer.  Given these diverse 
and constantly changing fees, precise disclosures at the point of sale are simply impossible. 
88 Theresa Howard, AT&T Ads Stick with Family in Love with Rollover Minutes, USA TODAY (Mar. 29, 2009).
89 See, e.g., Attachment A, Materials Available at Sprint; Attachment A, Materials Available at T-
Mobile. 
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plan for an individual’s needs.  Stores also carry explanatory materials that consumers can take 

with them in order to review information about a carrier’s plans.90  Further, unaffiliated stores 

also provide information about different carriers and their capabilities.  For example, Best Buy’s 

online “Mobile Phone Resource Center,” provides content from CNET that educates consumers 

on all aspects of choosing wireless service and devices, down to the pros and cons of CDMA vs. 

GSM.91

 In Their Contracts.  Carriers strive to make consumers well aware when signing 

contracts for service of any important contract terms, including any early termination fees 

imposed in conjunction with their service and handset packages, and service capabilities and 

limitations.  Each such term is fully disclosed in an easy to understand manner at the stores at the 

time of purchase92 93 or online during ordering.   For example, the “Customer Agreement” that is 

readily available on Verizon Wireless’s website clearly and conspicuously discloses its policies 

about roaming fees, ETFs, and other service-related information.94  The early termination fee 

policy is described in bold, capital letters on its website customer agreement.”95  The website 

                                                 
90 See, e.g., Attachment A, Materials Available at Verizon; Attachment A, Materials Available at 
Cricket. 
91 See Best Buy’s Mobile Phone Resource Center Educates Consumers on Their Wireless Options 
Source: Best Buy, at http://bestbuy-cnet.com.com/4352-13749_7-6590054.html. 
92 See Attachment A (examples of Metro DC area carriers materials which illustrate common point 
of sale disclosures). 
93 See, e.g., T-Mobile Return Policy, http://www.t-mobile.com/support/ 
SupportSubContent.aspx?PAsset=Hme_Sup_QuestionMaster&WT.cg_s=%20support_billing; Sprint 30-
Day Return Policy, at http://www.sprint.com/landings/returns/ (last visited Oct. 2, 2009); AT&T Wireless 
Service Agreement, http://www.wireless.att.com/learn/articles-resources/wireless-terms.jsp (last visited 
Oct. 5, 2009); Alltel Billing Policy, at https://alltel.custhelp.com/cgi-
bin/alltel.cfg/php/enduser/std_adp.php?p_faqid=8711 (last visited Oct. 7, 2009); Sprint Nextel 
Understanding Your Bill, at http://pcsinvoicetutorial.sprint.com/tour_1.html (last visited Oct. 7, 2009). 
94 See Customer Agreement, at http://www.verizonwireless.com/b2c/ 
globalText?textName=CUSTOMER_AGREEMENT&jspName=footer/customerAgreement.jsp (last 
visited Oct. 2, 2009). 
95 See Verizon Customer Agreement, at http://www.verizonwireless.com/b2c/ 
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also provides information about the obligations that the customer undertakes after signing the 

“Customer Agreement.”96  All major wireless carriers similarly provide their customer 

agreements separately on their websites for consumers to access and review as well as at the time 

of purchase. 

 On Their Websites.  Carrier have easily accessible and understandable information 

concerning service availability, contract terms, types of service contracts available, device 

availability, fees imposed, and special promotions.  For example, Sprint Nextel’s website 

provides consumers immediate choices to review their “individual plans,” “Nextel Direct 

Connect” plans, “family plans,” “mobile broadband plans,” and “Any Mobile Anytime” plans.97 

Each plan description provides the user a detailed review of all of the service’s capabilities as 

well as the monthly cost.98  Similarly, Bluegrass Wireless’ website provides consumers with 

information on their local and nationwide plans as well as pay-as-you-go options and plans for 

customers eligible for the Universal Service Fund’s low-income Lifeline and Linkup programs.99  

AT&T provides consumers information on device and package deals and lists the cost of the 

                                                                                                                                                             
globalText?textName=CUSTOMER_AGREEMENT&jspName=footer/customerAgreement.jsp (last 
visited Oct. 8, 2009). 
96 Id. 
97 See Sprint Nextel, at http://www.sprint.com/index.html. 
98 See Sprint Nextel Shop, at http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/ 
SubmitRegionAction?isUpgradePathForCoverage=false&currZipCode=&upgradeOption=&nextPage=Di
splayPlans&equipmentSKUurlPart=%3FcurrentPage%3DratePlanPage&filterStringParamName=filterStr
ing%3DIndividual_Plans_Filter&newZipCode=10028. 
99  See Bluegrass Cellular at http://www.bluegrasscellular.com/plans (last accessed Oct. 13, 2009). 
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100device as well as the cost of each service option for easy review and comparison.   Most 

carriers also provide detailed coverage maps on their websites.101

 Carriers also use their websites to keep subscribers informed about the features of their 

service plan, and to allow subscribers to change their service plan.  AT&T offers consumers easy 

access via their online “myWireless” accounts to change their voice, picture/video messaging 

plans, text messaging plans, and data plans.102  AT&T even allows subscribers to roll over a 

month’s worth of minutes to a new plan and provides consumers 30 days to try it out.103  

Information about these options is easily accessible on AT&T’s website via the Wireless account 

tool, the “Explore” page, or even through a plain and simple search of the word “change.”  

Carriers also provide information about the best wireless plans suited for their particular 

needs.104

 Carriers also provide easy-to-understand information to consumers about how they can 

switch carriers and port numbers.  For example, AT&T provides consumers a checklist to refer 

                                                 
100 See AT&T Cell Phone Deals and Packages, at http://www.wireless.att.com/cell-phone-
service/packages/prepaid-packages.jsp. 
101  See generally AT&T Mobility Coverage Viewer, at 
http://www.wireless.att.com/coverageviewer/ (last visited Oct. 8, 2009); AT&T - Cities Supporting 
AT&T 3G/Mobile Broadband, at http://www.wireless.att.com/coverageviewer/popUp_3g.jsp (last visited 
Oct. 8, 2009); Sprint Coverage,Tool, at http://coverage.sprintpcs.com/IMPACT.jsp?PCode= 
vanity:coverage (last visited Oct. 8 2009); T-Mobile USA Personal Coverage Check, at http://www.t-
mobile.com/coverage/pcc.aspx (last visited Oct. 8, 2009); Verizon Wireless Coverage Locator, at 
http://www.verizonwireless.com/b2c/CoverageLocatorController (last accessed Sept. 24, 2009); 
Cincinnati Bell Wireless Coverage, at http://www.cincinnatibell.com/consumer/wireless/coverage/ (last 
visited Oct. 8, 2009); MetroPCS Wireless Coverage, at http://www.metropcs.com/coverage/ (last visited 
Oct. 8, 2009). 
102 See AT&T Answer Center, How can I change a feature?, at http://www.wireless.att.com/answer-
center/main.jsp?solutionId=53575&t=solutionTabHow can I change my MEdia Net plan?  
103 Shopping Online—Top Questions and Answers, at http://www.wireless.att.com/learn/ 
basics/shopping-faqs.jsp#01 (last visited Oct. 5, 2009). 
104 See, e.g., AT&T, Shopping Online—Top Questions and Answers, at 
http://www.wireless.att.com/learn/basics/shopping-faqs.jsp#01 (discussing and comparing the differences 
between rate plans and services and also providing customers information about how to switch between 
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105to before they make a porting request.    

 Independent third parties also assist consumers in their choices.  Multiple Web-based 

sources offer reviews and provide guidance on how to shop for a service provider and choose a 

mobile device.  The sit www.myrateplan.com, for example, allow users to enter in the types of 

wireless plans that they are interested in, as well as their location, and comparison shop among 

providers.106  Other third parties, such as billshrink.com, provide consumers with tools to 

compare wireless service offerings.107  Indeed, a recent ad campaign by T-Mobile highlighted 

the billshrink.com website nationally as a tool for consumers to compare wireless plans.  

Consumer blog postings and the media in general also contribute to the greater knowledge and 

understanding of wireless pricing plans and availability.  With access to an unprecedented 

amount of information, consumers can make informed decisions as to the carrier that best meets 

their needs.  In addition, J.D. Power and Associates conducts wireless user surveys that rate 

providers by customer satisfaction, call quality and customer service.108  The Commission 

recently recognized that “numerous” third-party resources such as “publications [like] Consumer 

Reports, trade associations, marketing and consulting firms” are “dedicated to giving consumers 

an overview and comparison of the mobile telephone services available in their area.”109

 All of these efforts have resulted in well-informed and highly satisfied customers.  In 

                                                                                                                                                             
plans) (last visited Oct. 8, 2009). 
105 Consumer Number Portability Checklist, at http://www.wireless.att.com/learn/basics/transfer-
number/porting-guide.jsp (last visited Oct. 8, 2009). 
106 See Myrateplan.com (last visited Oct. 5, 2009). 
107 See http://www.billshrink,com; see also http://www.wirelessguide.org/ (providing a cellphone 
and wireless buying guide) (last visited Oct. 5, 2009). 
108 J.D. Power, 2009 Wireless Call Quality Volume 2, at http://www.jdpower.com/telecom/ 
articles/2009-Wireless-Call-Quality-Volume-2 (last visited Oct. 4, 2009). 
109 Thirteenth CMRS Competition Report ¶ 177; see also Cell phones: Our tests of 70 standard and 
smart models show they’re sharing many more features, CONSUMER REPORTS, Jan. 2009 (annual 
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fact, the Commission’s latest CMRS Competition Report recognized the industry’s efforts to 

provide detailed and clear information to consumers, finding that “[w]ireless consumers continue 

to demand information on the availability and quality of mobile telecommunications services” 

and that the “wireless industry . . . has responded to this demand by launching various initiatives 

designed to educate consumers and help them make informed choices when purchasing wireless 

services.”110

 While wireless providers take seriously input from policymakers on billing and customer 

practice – and have acted in response to this input – formalizing this process through the 

adoption of highly detailed regulations would set back all these efforts by impeding the ability of 

providers to respond quickly to customer and policymaker feedback and by freezing in place the 

state of the market at the particular moment the rules are written.  The Commission is a 

deliberative body subject to the requirements of the Administrative Procedure Act, and simply 

cannot act in as swift a fashion as the rapidly moving wireless marketplace demands.  The best 

and most valuable role that regulators play is in bringing potential changes to light so that 

carriers can promptly and effectively respond to consumer demands and concerns. 

C. The Wireless Ecosystem Has Expanded Beyond the Customer-Carrier 
Relationship and Provides Consumers A Myriad Of Options To Obtain 
Information at Every Level. 

 
Consumers no longer depend wholly on their wireless service provider for information 

about all the aspects of how to use their wireless service.  The wireless marketplace has evolved 

to represent a complete ecosystem of companies, and consumers interact with each of these 

entities directly rather than relying on their service provider to act as a middleman. 

                                                                                                                                                             
review of wireless offerings). 
110 Thirteenth CMRS Competition Report ¶¶ 177-78. 
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In considering whether consumers have all the information they need to make educated 

choices about how they use their service, therefore, the Commission must look beyond what is 

provided by carriers and consider how consumers behave in today’s wireless world.  This would 

lead to an examination not only of service providers but also of the other “core elements” of the 

wireless market ecosystem as well.  These elements include infrastructure vendors, device 

manufacturers, operating systems, operating systems developers, application developers, and for 

the purpose of sales – unaffiliated vendors and stores.   

Consumers recognize that each of these elements play an integral role and touch their 

overall wireless service and therefore seek out information from them.  For example, thousands 

of people turn to Apple for information related to the applications, broadband and mobile service 

capabilities of their iPhones as well as questions about their voice and data service.111/  

Consumers interested in the various Blackberry models and their various features are much more 

likely to visit www.blackberry.com to research that information than to go to the website of the 

provider that will offer the service over which the Blackberry runs.112  The proliferation of 

websites that offer professional reviews of devices, such as www.cnet.com and alternative online 

retailers such as amazonwireless.com offer consumers additional guidance.113

Given the rapidly changing face of wireless broadband, there is no warrant for regulating 

this evolving marketplace.  Within this marketplace, all of the entities in this wireless ecosystem 

work together to ensure that customers receive the highest-quality, most innovative service 

                                                 
111 See Apple.com, Support, Apple Discussions: Forum : Phone and Messaging, at 
http://discussions.apple.com/forum.jspa?forumID=1139 (last visited Oct. 5, 2009). 
112 See Blackberry Support and Services, at http://na.blackberry.com/eng/support/ (last visited Oct. 5, 
2009). 
113 See CNET, Reviews and advice on mobile phones, cell phone accessories, Bluetooth headsets, 
and more, at http://reviews.cnet.com/cell-phones/?tag=TOCleftColumn; amazonwireless.com (a new 
website by Amazon.com that offers cell phones and wireless plans) (last visited Oct. 8, 2009). 
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available.  Many of these entities are beyond the FCC’s jurisdiction.  It would make little sense 

to adopt regulations directed only at one of the means – via carriers – in which important 

information reaches consumers.  But the more fundamental point is that such regulation is 

unnecessary for any of the ecosystem participants, and that regulation – particularly 

asymmetrical regulation – is likely to only result in stifling the self-generated innovation and 

outreach efforts that characterize the industry today and will create customer confusion to the 

detriment of the public interest. 

V. GIVEN THE UNIQUE VALUE OF MOBILITY, A “SCHUMER BOX” FOR 
WIRELESS BROADBAND WILL NOT PROVIDE MEANINGFUL CONSUMER 
INFORMATION 

 
The NOI asks whether information disclosure requirements that govern other industries, 

such as the “Schumer Box” regulations that apply to credit cards,114 would be appropriate for 

communications services companies.115  In particular, wireless and wireline broadband services 

have several critical differences that render a direct comparison between them of limited value.  

Requiring all communications companies to disclose identical information would not only fail to 

provide consumers the tools they need to understand their services but would likely decrease the 

broad range of choices that consumers have.  Decreasing the number of options available to 

consumers would be bad from every perspective.   

First, as described above, the vast options that wireless services offer to consumers 

through service bundles have brought consumers great benefits, are extremely popular with 

                                                 
114 Senator Schumer (D-NY), then Representative Schumer, authored a provision in the 1988 Truth-
in-Lending Act (TILA) that created the “Schumer Box,” which required all credit card solicitations to 
provide card terms and conditions in a “clear and conspicuous manner,” and in tabular form.  Press 
Release, Senator Charles E. Schumer (D-NY), Federal Reserve Board Approves “Schumer Box” Truth in 
Lending Regulations (Sept. 28, 2000) available at http://schumer.senate.gov/1-
Senator%20Schumer%20Website%20Files/pressroom/press_releases/PR00315.html. 
115 NOI ¶ 47. 
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consumers, and would not fit cleanly within the “box” structure.  In fact, the likely result of the 

imposition of a “Schumer Box” would be a reduction in innovative service offerings and 

bundles.  Carriers will bundle services in ways that may “look better” in the box structure, but 

will result in little innovation that doesn’t fit within predefined categories, and, as a result, fewer 

options.  In order to maintain wireless providers’ ability to package the services consumers want 

in ways that meet market demands, the Commission should reject calls for a homogenized 

information box to describe broadband services. 

Second, suggestions that there is a simple way to compare wireless broadband services to 

wired broadband service ignore the impact of mobility.  Wireless broadband is not a third pipe to 

the home, rather it is broadband to the person, wherever and whenever they want access.  There 

is no way to reflect the value of this unique benefit in a box format. 

Finally, wireless and wireline broadband service is not easily compared due to the 

difference in the two services’ underlying infrastructure, which affects wireless service 

providers’ ability to predict speed thresholds: 

• The capacity of a wireless cell site is shared between all users in that cell.  The 
wireless user must share the available bandwidth with other users in their vicinity.116 
 

• The capacity of a cell is shared between all services running over the network.  
Wireless voice and data use share the finite capacity of the cell. 
 

• Wireless providers cannot “build their way out” of spectrum constraints.  Unlike 
wired services that can add capacity through greater buildout, constraints on 
expansion of network capacity are a reality for spectrum-based services.  In the 
absence of significant additional spectrum allocations, wireless networks must be 
managed to maximize the consumer benefit from the network.  
 

                                                 
116 See Opposition of CTIA, RM-11361 (filed Apr. 30, 2007), Attachment C (Jackson Paper) at 
3.1.1; see also Marius Schwartz and Federico Mini, Hanging up on Carterfone: The Economic Case 
Against Access Regulation in Mobile Wireless at 19 (May 2, 2007), available at 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=984240 (last visited Sept. 24, 2009). 
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As Verizon Vice President David Young has observed, “Traffic spikes are more 

predictable on wireline networks because ISPs know where users are located.  Wireless users are 

mobile and sometimes mass at cell sites that don't usually face high levels of traffic.”117  Because 

wireless providers are less able to make such predictions, forcing them to “disclose” such 

information would be a highly unreliable way of providing consumers information about the 

service. 

 The differences between these two broadband technologies, and the pitfalls of attempting 

to fit wireless broadband into a “Schumer Box” are most evident in the attempts at a consumer 

disclosure box release by public interest groups in the wake of this NOI.  For example, the New 

America Foundation has released their proposed consumer disclosure box for broadband 

services.118  New America’s proposed disclosures succinctly illustrate the fallacy that wired and 

wireless broadband options can be compared through a simple box of consumer disclosures.  

Nowhere on New America’s proposal is there any way to tell if the service being offered in a 

mobile, fixed or nomadic broadband service.  Yes, a savvy consumer would realize that DOCSIS 

is a cable modem standard, but the disclosure box is not intended to educate only savvy 

broadband customers, but all customers.  Another problem with the proposed box is the “service 

technology” box itself.  On wireless networks across the U.S., there are no fewer than seven 

wireless broadband technologies used throughout wireless broadband networks (EV-DO Rev. 0, 

EV-DO Rev. A, UMTS, HSPA, HSDPA, HSPA+, and WiMAX) with additional 4G technology 

deployments announced for next year.  As consumers move from area-to-area, as mobility offers, 

they may find themselves moving from a 4G coverage area, into a 3G coverage area, or even to 

                                                 
117/  Genachowski Takes Wrap Off Planned Net Neutrality Rulemaking, COMMUNICATIONS 
DAILY, Sept. 22, 2009.  
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an area where they will have first generation data service coverage.  Unlike in the static cable or 

landline environment, in the mobile environment, the service being offered varies based on 

location, technology upgrades, handset capabilities, and more.  This distinction isn’t recognized 

by New America and doesn’t easily fit into a box for consumer comparison.   

 The charts below detail some of the voice and data offerings of a sampling of U.S. 

wireless providers.  As seen in the charts, the variety of options that the industry offers 

consumers, including the bundles and “extras” described below are unlikely to fit into a 

pre-ordained box of disclosures. 

 
118  “Broadband Truth-in-Labeling”, New America Foundation available at 
http://www.newamerica.net/publications/policy/broadband_truth_labeling (last accessed Oct. 13, 2009). 
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119Plan Options for Individual Subscribers

 
 Buckets-of-Minutes Nights and Weekends In-Network Extras 
     

    
o 450 Unlimited nights 9pm-6am, and weekends 

for 900 plan and higher; 5000 minutes for 
450 plan.  Option to changes nights and 
weekends to 7pm-7am. 

Unlimited. No roaming charges on any plan; allow 
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between months. 
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o 200 1000 minutes for 200 plan; unlimited for 
remaining plans; nights are M-F, 9pm-6am; 
Weekends all day Sat. and Sun. 

Free local-to-local calling for 
all plans except 200. 

No contract.  No early termination fees. 
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o 500 
o 1000 
o 2000 

    
o One voice-only plan, 

includes unlimited local 
minutes. 

N/A N/A No contract. 
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119 Information gathered from each carrier’s website between 9/28/09 and 10/02/03.  When a zip code was required, 20554 was used, unless noted otherwise.  All plans are monthly.  Plans that were bundled with any 
messaging or data services were excluded; this matrix is exclusively voice-only plans. 
120 http://www.wireless.att.com/cell-phone-service/cell-phone-plans/individual-cell-phone-plans.jsp 
121 https://www.cellularsouth.com/cscommerce/products/plans/category_plan_list_individual.jsp?id=cat320003 
122 http://www.cincinnatibell.com/consumer/wireless/rate_plans/ 
123 http://www.mycricket.com/cricketplans/washingtondc.  Note:  caller ID, voice mail, and call waiting available for additional fee. 
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 Buckets-of-Minutes Nights and Weekends In-Network Extras 
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o One voice-only plan, 
includes unlimited local and 
nationwide long-distance. 

N/A N/A No contract or activation fee.  First 
month free.  Flat rate billing. 

12
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o 200 Unlimited nights and weekends starting at 

9pm for 200 minute plan (for additional fee, 
can start as early as 7pm). Unlimited nights 
and weekends starting at 7pm for 450 and 
900 minute plans (for additional fee, can 
start at 6 pm). 

Unlimited for 450 and 900 
minute plans. 

No roaming charges for all plans but 
month-to-month plan.  As a bundle with 
data plan, offer Any Mobile, Anytime, 
which allows unlimited calling to any 
mobile phone on any network.  

o 200 month-to-month 
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o 900 

 
 
    
Unlimited nights and weekends for all plans 
excluding 1000 Individual and 3000 local 
plans. Unlimited weekends for Individual 
300 plan. Nights are M-F 9:00pm-6:59am; 
weekends are Midnight Fri-Midnight Sun. 

Unlimited for 600, 1000, or 
1500 plans in myFaves. 
Unlimited for 1000+, 1500, 
and 3000 local plans in 
Individual. 

myFaves allows unlimited calling to any 
5 numbers, out-of-network and 
landlines included. No domestic digital 
roaming charges.  

o “myFaves” 
o 300  
o 600 
o 1000 

12
6

 o 1500  

T-
M

ob
ile  Offer FlexPay contracts for most plans, 

which allows consumers to purchase 
any phone at retail, and avoid overages, 
deposits, and activation fees. Option for 
placing unlimited voice calls over Wi-Fi. 

o “Individual” 
o 300 
o 600 
o 1000 
o 1000+ 
o 1500 
o 3000 local 
 

                                                 
124 http://www.metropcs.com/plans/.  Note:  plans based on 75201 zip code. 
125http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/SubmitRegionAction?isUpgradePathForCoverage=false&currZipCode=&upgradeOption=&nextPage=DisplayPlans&equipmentSKUurlPart=%3FcurrentPage
%3DratePlanPage&filterStringParamName=filterString%3DIndividual_Plans_Filter&newZipCode=20554 
126 http://www.t-mobile.com/shop/plans/Cell-Phone-Plans.aspx?catgroup=Indvidual-cell-phone-plan&WT.mc_n=Individual_PlanFirstTile1&WT.mc_t=OnsiteAd 
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o 450 Unlimited nights beginning at 9pm for the 

450 and 650 plans, and unlimited weekends 
(all day Sat. and Sun.). Unlimited nights 
beginning at 7pm for the remaining plans 
and unlimited weekends (all day Sat. and 
Sun.) 

Unlimited for 650 plan and up 
with a two-year contract. 

No activation fee. 

12
7

o 650 

U
.S

. C
el
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o 900 
o 1000 
o 1350 
o 2000 
o Unlimited  
 
    
o 450 Unlimited nights and weekends (M-F 

9:01pm-5:59am; 12:01am Sat-11:59pm 
Sun). 

Unlimited. At 900 minutes and up, unlimited calling 
to and from 5 out-of-network friends and 
family members; landlines included. 

12
8

o 900 

Ve
riz

on

o 1350 
o Unlimited 

 
 

 

 

 

 

 

 

 

                                                 
127 http://www.uscc.com/uscellular/SilverStream/Pages/b_plan.html?zip=60601&mkt=608830&tm=1&tabPlan=2.  Note: plans based on 60601 zip code. 

http://www.verizonwireless.com/b2c/store/controller?item=planFirst&action=viewPlanList&sortOption=priceSort&typeId=1&subTypeId=19&catId=323 128
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129 Text, Data, and Unlimited Wireless Mobile Plan Options for Individual Subscribers

130 Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans
     

    
133For voice only plans, three 

messaging options:
Unlimited plan includes:Three plans:  Basic plan includes minutes, data, 

and e-mail. 131
o Unlimited nationwide data without 

messaging 
o Unlimited voice minutes 

o 200 o Unlimited domestic long-
distance 

Premium plan includes minutes, 
data, e-mail, and unlimited 
messaging. A

T&
T 

o 1500 o Unlimited nationwide data bundled 
with unlimited messaging o Unlimited o Unlimited roaming 

o 100 international  o Unlimited nationwide data bundled 
with AT&T navigator. 

Data only plans available. 
132 Data with tethering available.

 
    
Text messaging included with 
unlimited voice and 200 minute 
plan.

One plan offering unlimited regional data 
access.

Two plans, one with: One smartphone-only plan with 
limited minutes, unlimited 
nationwide text messaging, 
nationwide data, and e-mail.

138
o Unlimited domestic long-

distance 13
4

135  

C
el

lu
la

r S
ou

th 139  o Unlimited voice 
Unlimited text messaging 
offered for all other voice only 
plans.

 o Unlimited nationwide text 
and picture messaging Except for unlimited plan and smart 

phone plan, text, data, e-mail, and 
voice are not bundled.

136 141
o Unlimited regional data.  

140 The second, a smartphone-only 
plan, includes all the same 
features plus unlimited nationwide 
data.

Picture message plans 
available for all plans, but must 
first add data plan.137 142

                                                 
129 Information gathered from each carrier’s website between 9/28/09 and 10/02/03.  When a zip code was required, 20554 was used, unless noted otherwise.  Unless noted otherwise, “messaging” includes text and picture 
messaging, and may include video messaging and instant messaging.  When noted, “e-mail” is e-mail that is pushed to the user’s device.  The lists of features in unlimited column are not exhaustive; basic features such as 
caller ID and call waiting were excluded from features lists, as were most features unique to a particular carrier.  All messaging plans are domestic, unless noted otherwise.  All plans are monthly.  Data plan list excludes plans 
that provide access only to walled web and/or carrier downloads. 
130 Unlimited plans listed outline most of the features available with an unlimited voice plan.  
131 http://www.wireless.att.com/cell-phone-service/services/services-list.jsp?catId=cat1470003&catName=Messaging+%26+Data 
132 http://www.wireless.att.com/cell-phone-service/cell-phone-plans/pda-personal-plans.jsp 
133 http://www.wireless.att.com/cell-phone-service/cell-phone-plan-details/?q_sku=sku3830293&q_planCategory=cat1370011 
134 https://www.cellularsouth.com/cscommerce/products/plans/category_plan_list_individual.jsp?id=cat320003 
135 https://www.cellularsouth.com/cscommerce/products/plans/category_plan_list_individual.jsp?id=cat320003 
136https://www.cellularsouth.com/cscommerce/products/features/category_features_list.jsp?_DARGS=/cscommerce/cart/util/genie/fragments/package.jsp_A&_DAV=r16819985&navAction=jump&navCount=0&id=cat5500
06 
137https://www.cellularsouth.com/cscommerce/products/features/category_features_list.jsp?_DARGS=/cscommerce/cart/util/genie/fragments/package.jsp_A&_DAV=r16819985&navAction=jump&navCount=0&id=cat5500
06 
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Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans 

 

    

 

    
148Two plans: Unlimited plan includes:Text messaging included in 

unlimited plan, premium plans, 
and in 200 minute plan.

Two options, largely depending on 
the phone, for non-blackberry 
smartphones: 

o 1 MB o Unlimited text messaging 
143 145

o Unlimited  o Unlimited data 
  o Unlimited data with choice 

of pay for use messaging or 
unlimited messaging. 

o Unlimited voice 
146Data is bundled with premium plans.For voice only plans, three text 

messaging options:
o Unlimited roaming 

144   
 o 500 o Unlimited messaging and 

unlimited data. o 1000 
 o 500 with 1MB of media 

use 

C
in

ci
nn

at
i B

el
l 147Blackberry only plans:

o Unlimited o Choice of unlimited or pay-
per-use text 

o Choice of unlimited e-mail, 
excluding data, and 
unlimited data, including e-
mail 

o Unlimited text with unlimited 
data, e-mail, and enterprise 
service. 

 
 
 
 
 
 

                                                                                                                                                                                                                                                 
138https://www.cellularsouth.com/cscommerce/products/features/category_features_list.jsp?_DARGS=/cscommerce/cart/util/genie/fragments/package.jsp_A&_DAV=r16819985&navAction=jump&navCount=0&id=cat5500
06 
139 https://www.cellularsouth.com/cscommerce/products/plans/product_plan_details.jsp?navAction=push&navCount=0&id=prod22450057 
140https://www.cellularsouth.com/cscommerce/products/features/category_features_list.jsp?_DARGS=/cscommerce/cart/fragments/package_content.jsp.2_A%3A_D%3A/atg/commerce/order/purchase/CartModifierFormHan
dler.addItem&_DAV=r16819985&navAction=jump&navCount=0&id=cat550006 
141https://www.cellularsouth.com/cscommerce/products/features/category_features_list.jsp?_DARGS=/cscommerce/cart/fragments/package_content.jsp.2_A%3A_D%3A/atg/commerce/order/purchase/CartModifierFormHan
dler.addItem&_DAV=r16819985&navAction=jump&navCount=0&id=cat550006 
142 https://www.cellularsouth.com/cscommerce/products/plans/product_plan_details.jsp?id=prod26340022 
143 http://www.cincinnatibell.com/consumer/wireless/rate_plans/ 
144 http://www.cincinnatibell.com/consumer/wireless/rate_plans/ 
145 http://www.cincinnatibell.com/consumer/wireless/cart/ 
146 http://www.cincinnatibell.com/consumer/wireless/rate_plans/ 
147 http://www.cincinnatibell.com/consumer/wireless/rate_plans/ 
148 http://www.cincinnatibell.com/consumer/wireless/rate_plans/popup_unlimitedsingle.asp.  Note:  Blackberry phones require an additional, required, blackberry data package. 
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Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans 

 
     

    
Unlimited data bundled with three of six 
plans.

Unlimited nationwide 
messaging bundled with all but 
one basic voice plan.

Unlimited data and e-mail plan; 
messaging not bundled. 

All plans include unlimited voice 
minutes. 151

149  Some 
bundles include text and picture 
messaging, messaging to 
Mexico, and international 
messaging.

  
Unlimited data available for other three 
plans. 

Plan with most unlimited features 
includes:152

o Unlimited text, picture, 
and international 
messaging 

150

 
Separate unlimited nationwide 
text and picture messaging 
plans available for basic phone 
plan. 

o Unlimited data 
o Unlimited voice 
o Unlimited long-distance 
o Extended national 

coverage 
o Unlimited directory 

service 

C
ric

ke
t 

o 200 nationwide roaming 
minutes 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
149 http://www.mycricket.com/cricketplans/ 
150 http://www.mycricket.com/cricketplans/washingtondc 
151 http://www.mycricket.com/cricketplans/washingtondc 
152 http://www.mycricket.com/cricketplans/washingtondc 
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Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans 

 

    

 

    
Data available as bundle with two-of-four 
voice plans. 

Two phone-specific smartphone 
plans, which include:

Unlimited text messaging 
included with three-of-four 
plans.

All plans include unlimited voice 
minutes.154 155

153
o Unlimited text and picture 

messaging 
 

 Plan with most unlimited features 
includes:156For one voice-only plan, 

unlimited text messaging 
available. 

o Unlimited data 

M
et

ro
PC

S o Unlimited e-mail o Unlimited text, picture, and 
international messaging o Enterprise e-mail support 

included in one, extra in the 
other 

 o Unlimited data 
Unlimited picture messaging 
available for two-of-four plans 
for which it is not included. 

o Unlimited voice 
 o Unlimited long-distance 

o Extended national coverage 
 o Unlimited GPS service 

o Unlimited e-mail 
o Unlimited premium directory 

assistance 
    

160Unlimited nationwide data available for the 
three (of five) plans that lack a data bundle. 
The unlimited data plan is not bundled with 
unlimited messaging. 

Do not differentiate between regular 
mobile data plans and smartphone 
data plans. 

Unlimited plan includes:Unlimited nationwide 
messaging included in the top 
three (of five) voice plans.

o Unlimited voice minutes 
158

o Unlimited domestic 
messaging   

 Separate blackberry-only plan 
available for enterprises. 

For the two voice only plans: o Unlimited domestic long 
distance 

15
7

Unlimited nationwide data included in 
unlimited everything plan, and plan with 
limited voice but unlimited data and 
messaging.

o 300 domestic 
messages 

Sp
rin

t

o Unlimited roaming 
o 1000 domestic 

messages 
o Unlimited data 

159
o Unlimited GPS service 

o Unlimited domestic 
messaging. 

 o Unlimited e-mail 
Offer an unlimited nationwide data plan 
without a voice plan.  

                                                 
153 http://www.metropcs.com/plans/Default.aspx 
154 http://www.metropcs.com/plans/ 
155 http://www.metropcs.com/plans/ 
156 http://www.metropcs.com/plans/ 
157http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/SubmitRegionAction?isUpgradePathForCoverage=false&currZipCode=&upgradeOption=&nextPage=DisplayPlans&equipmentSKUurlPart=%3FcurrentPage
%3DratePlanPage&filterStringParamName=filterString%3DIndividual_Plans_Filter&newZipCode=20554 
158 http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/DisplayPlans 
159 http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/DisplayPlans 
160 http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/DisplayPlans?filterString=Individual_Plans_Filter&id12=UHP_PlansTab_Link_IndividualPlans 
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Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans 

 

    

 

    
163Unlimited plan includes:Unlimited nationwide 

messaging bundled with 
unlimited voice plan.

Basic plan includes voice minutes, 
data, and e-mail, with the same 
messaging options as in the first 
column. 

Two data plans: 
o Unlimited nationwide data with no 

messaging 
o Unlimited voice minutes 

161
o Unlimited domestic 

messaging  o Unlimited data and messaging. 
For all other voice plans, 
nationwide messaging plans 
include:

  o Unlimited domestic long 
distance Unlimited data is not bundled with unlimited 

voice and messaging plan  
Premium plan includes everything 
in basic plus unlimited messaging. 162

o Unlimited roaming 
  o 300 messages 
Separate blackberry-only plan 
available for enterprises. 

o 1000 messages 
o Unlimited messaging 

 
 
 
 

T-
M

ob
ile

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
161 http://www.t-mobile.com/shop/plans/cell-phone-plans-detail.aspx?tp=tb1&rateplan=Individual-Unlimited 
162 http://www.t-mobile.com/shop/addons/services/information.aspx?PAsset=Messaging&oscid=4CD51BA7-B5AF-4AB2-85E0-50EC0AF141F9,7BEE06FF-8DD3-4220-9BA6-
86D80709D8CD&tp=Svc_Tab_TextMessaging 
163 http://www.t-mobile.com/shop/plans/cell-phone-plans-detail.aspx?tp=tb1&rateplan=Individual-Unlimited 
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Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans 

 

    

 

    
168 171Two data plans:Messaging is not bundled with 

any voice plan.
Unlimited plan includes:Only one smartphone only plan, 

which includes unlimited data, e-
mail, messaging, and GPS.

165
o Unlimited data with e-mail o Unlimited incoming text 

messages 169 o Unlimited data with e-mail, and 
unlimited messaging. Text messaging plans 

include:
 o Unlimited incoming calls 

166  Specific plan available for 
Blackberry.

o Unlimited mobile-to-
mobile calls  170 o 250 messages 

o 750 messages o Unlimited nights and 
weekends o Unlimited (includes 

picture, text, and video) o Unlimited domestic long 
distance  

Picture and video messaging 
plans include:16

4

167

U
.S

. C
el
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r

o 20 messages 
o 50 messages 
o 100 messages 
o Unlimited (includes 

text) 
 
 
 
 
 
 
 
 
 
 
 

                                                 
164 Note: plans based on 60601 zip code. 
165 http://www.uscc.com/uscellular/SilverStream/Pages/b_plan.html?zip=60601&mkt=608830&tm=1&tabPlan=2 
166 http://www.uscc.com/uscellular/SilverStream/Pages/x_page.html?p=mobmess_Menu_Features 
167 http://easyedge.uscc.com/easyedge/PictureMessaging.do?1011#plans 
168 http://easyedge.uscc.com/easyedge/jsp/plans.jsp 
169 http://easyedge.uscc.com/easyedge/jsp/plans.jsp.  Note:  Blackberry and WindowsMobile specific plans available, but details are not posted online. 
170 Details of plan not posted online. 
171 http://www.uscc.com/uscellular/SilverStream/Pages/b_plan.html?zip=60601&mkt=608830&tm=1&tabPlan=2 
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Messaging Plans Non-smartphone Data Plans Smartphone Data Plans Unlimited Plans 

 

    

Ve
riz

on
 

 
Unlimited nationwide 
messaging included for Select, 
Connect, and Premium plans (3 
of 4 total plans).172

 
Messaging options for Basic 
voice plan:173

o 250 messages 
o 500 messages plus 

unlimited in-network 
messaging 

o 1500 messages plus 
unlimited in-network 
messaging 

o 5000 messages plus 
unlimited in-network 
messaging 

 
Unlimited nationwide 
messaging available without 
voice plan.174

 

 
Data plan options, which exclude push e-
mail, for Basic and Select plans (2 most 
basic plans): 

o 25 MB 
o 75 MB 

 
Unlimited nationwide data and push e-mail 
for Connect and Premium plans.175

 
Unlimited nationwide data plans, with and 
without push e-mail, available without voice 
plan.176

 
Basic plan include voice minutes, 
unlimited data, and e-mail, with the 
same messaging options as 
available for the Basic voice plan 
(see first column).177

 
Premium plan includes voice 
minutes, data, unlimited e-mail, and 
unlimited national messaging. 
 
Unlimited data, nationwide 
messaging, and e-mail available 
without voice plan.178

 
Separate enterprise plan available 
for blackberry. 

 
Unlimited plan includes:179

   

 

o Unlimited nationwide 
messaging 

o E-mail 
o Unlimited data 
o Unlimited GPS service 
o Unlimited voice minutes 

 

                                                 
172 http://www.verizonwireless.com/b2c/splash/plansingleline.jsp?lid=//global//plans//voice+plans//individual. 
173 Messaging options can be viewed online by first selecting a plan and a phone. 
174 http://www.verizonwireless.com/b2c/splash/messagingplans.jsp 
175 http://www.verizonwireless.com/b2c/splash/plansingleline.jsp?lid=//global//plans//voice+plans//individual 
176 http://www.verizonwireless.com/b2c/splash/messagingplans.jsp 
177 http://www.verizonwireless.com/b2c/store/controller?item=planFirst&action=viewPlanList&sortOption=priceSort&typeId=3&subTypeId=50&catId=947 

 http://www.verizonwireless.com/b2c/splash/messagingplans.jsp 
 http://www.verizonwireless.com/b2c/store/controller?item=planFirst&action=viewPlanList&sortOption=priceSort&typeId=1&subTypeId=19&catId=323 

178
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VI. THE COMMISSION MUST TAKE INTO ACCOUNT THE SIGNIFICANT 
COSTS OF REGULATION 

 
 Before determining to saddle the broadband industry with extensive and unnecessary 

regulation, the Commission should consider all the significant costs that would accompany such 

a decision. 

 First, there are very real costs associated with complying with any regulation, but 

especially those that address billing.  Especially in these difficult economic times, complying 

with such regulations impacts all carriers.  But such requirements would have a particularly 

negative effect on small carriers.180  Small providers are negatively impacted by increased 

regulation because they lack the efficiencies of scale of the larger carriers and their cost of 

compliance with new mandates, on a per-subscriber basis, is often larger.181  They therefore 

“bear a disproportionate share of the federal regulatory burden.”182  For any-sized carrier, 

however, the costs of regulation divert limited resources from other uses, such as deploying 

additional sites to cover previously unserved areas. 

In addition to the direct costs to service carriers, increased regulation has a larger impact 

on the market as a whole.  Congress and the Commission repeatedly have recognized that 

regulation has a chilling effect on the deployment of new technologies, raises the cost of 

services, and diverts funds that could be used to create or obtain additional services, thereby 

discouraging new subscribers.183  If carriers are forced to expend scarce resources on complying 

                                                 
180 Kenneth Johnson, Beast of Burden: Regulatory Compliance and the Small Carrier, RURAL 
TELECOMMUNICATIONS, Vol. 27, No. 1, Jan. 1, 2008, at S5, S10-S11.   
181 Wireless Industry Sees Hurdles For Emergency Alert Adoption, COMMUNICATIONS DAILY, Nov. 
15, 2004. 
182 Id.  
183 See, e.g., TCI Cablevision of Oakland County, Inc., Memorandum Opinion and Order, 12 FCC 
Rcd 21396, 21441-42 ¶¶ 105-106 (1997) (regulatory over-reaching will discourage both competition and 
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with new regulation, there will also be a very real effect on their allocation of existing 

resources.184  Carriers make difficult decisions every day about how to invest revenues and work 

hard to ensure that each investment benefits the network and the subscribers to the greatest 

extent possible, so that they can get the most out of each limited dollar they spend.  If they must 

instead divert some of those resources to regulatory compliance, other needed expenditures will 

suffer.  Moreover, increased regulation could thwart larger FCC and Congressional efforts to 

promote spending on broadband infrastructure. 

 Regulations requiring a standardized bill or advertising will also interfere with carriers’ 

attempts to distinguish themselves in the marketplace and so hurt competition.185  As discussed 

above, wireless carriers go to great lengths to distinguish themselves and their services from 

those of other wireless carriers.  How their bills and advertisements look, and how the consumer 

experiences them, is an important part of this effort.  Mandating how a carrier must convey 

information to its customers will eliminate their ability to innovate in this manner, hinder 

competition and stifle diversity,186 all to the detriment of consumers.   

VII. THE COMMISSION SHOULD CONSIDER THE LEGAL IMPACTS OF 
REGULATION IN THIS AREA 

 
As the Commission considers regulation in this area it should be cognizant of the effect 

that imposition of regulations would have on providers’ First Amendment-protected rights to 

                                                                                                                                                             
new services); 2000 Biennial Regulatory Review: Spectrum Aggregation Limits For Commercial Mobile 
Radio Services, Report and Order, 16 FCC Rcd 22668, 22677-79 ¶¶ 22-25 (2001) (discussing Congress’ 
and, consequently, the Commission’s preference for de-regulation over regulation). 
184 Non-Regulatory Paths Beckon for Open Wireless Networks, COMMUNICATIONS DAILY, Apr. 3, 
2008.
185  Unnecessary Regulation of the Internet Is Harmful to Consumers; Over-Regulation Will Delay 
Innovation, Stifle Growth, Says Free-Market Advocacy Organization, PR NEWSWIRE U.S., Feb. 1, 2007. 
186 Brian O’Hara & Erica Tetuan, Telecom Act REWRITE: What’s at Stake?, RURAL 
TELECOMMUNICATIONS, Vol. 24; Issue 1, Jan. 1, 2005.  
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communicate freely and truthfully with their subscribers.  Monthly bills are one of the primary 

ways that wireless providers communicate with their customers, and in a competitive 

environment in which consumers have a choice of providers, it is critical that providers be able 

to speak freely with their subscribers, unfettered by burdensome and potentially confusing 

restrictions on those communications.  While the government may regulate speech to prevent 

fraudulent and misleading statements regulations aimed at “clarifying” billing and advertising 

practices or specifying typeface size do not protect consumers against such practices.  Similarly, 

prescriptive regulations mandating the manner in which broadband providers must detail the 

terms, conditions, features, speeds, costs, and options for broadband service is an area where 

First Amendment rights of broadband providers may be implicated. 

The Supreme Court has made clear that commercial speech is protected by the First 

Amendment, and that government regulation of a company’s speech must directly advance a 

substantial government interest and be narrowly tailored to serve that interest.187  If the 

regulation does not directly advance the government interest involved, or if the governmental 

interest could be served as well by a more limited restriction on commercial speech, the 

restriction cannot survive.188

                                                 
187 See, e.g., Central Hudson Gas & Elec. Corp. v. Public Service Commission of New York, 447 
U.S. 557, 564 (1980); Edenfield v. Fane, 507 U.S. 761, 770 (1993); Zauderer v. Office of Disciplinary 
Counsel, 471 U.S. 626, 648 (1985).  In Central Hudson (at 564), the Supreme Court set forth the standard 
for evaluating government regulation of commercial speech: 

If the communication is neither misleading nor related to unlawful activity, the government's 
power is more circumscribed.  The State must assert a substantial interest  to be achieved by 
restrictions on commercial speech. Moreover, the regulatory technique must be in proportion to 
that interest.  The limitation on expression must be designed carefully to achieve the State's goal.  
Compliance with this requirement may be measured by two criteria.  First, the restriction must 
directly advance the state interest involved; the regulation may not be sustained if it provides 
only ineffective or remote support for the government's purpose.  Second, if the governmental 
interest could be served as well by a more limited restriction on commercial speech, the 
excessive restrictions cannot survive. 

188 Central Hudson, 447 U.S. at 564. 

 55



   

Here, there is no evidence that wireless broadband consumers are encountering 

untruthful, misleading, or incomplete information on their bills or in wireless broadband 

providers’ disclosure practices; quite simply, there is no problem here for the Commission to 

solve, much less one that would provide the Commission with a substantial interest sufficient to 

warrant the suppression of truthful speech.  The Supreme Court has made clear that, in order to 

sustain its burden of defending a restriction on commercial speech, a government actor (in this 

case, the Commission) “must demonstrate that the harms it recites are real and that its restriction 

will in fact alleviate them to a material degree.”189  There is no evidence of a market failure 

concerning wireless provider communications with consumers that would justify 

speech-burdening regulation in this case.  

 To the contrary, Congress and the Commission have repeatedly identified a substantial 

government interest in keeping wireless services unregulated.  Competition among carriers to 

provide the most consumer-friendly services already guards against any potential harms arising 

from inadequate or misleading disclosures.  Moreover, more limited prophylactic restrictions on 

speech already exist in the CTIA Consumer Code – and are functioning well in today’s 

marketplace.  The First Amendment does not permit speech-burdening regulation of a problem 

that does not exist.190  Therefore, the Commission should avoid the constitutional problems 

associated with regulating wireless carriers’ speech altogether.191

                                                 
189 Edenfield, 507 U.S. at 770-771; U.S. West v. FCC, 182 F.3d 1224, 1237 (10th Cir. 1999) (“The 
government presents no evidence showing the harm to either privacy or competition is real. Instead, the 
government relies on speculation that harm to privacy and competition for new services will result if 
carriers use CPNI.”). 
190 Id. 
191 It is not unusual for the Commission to consider First Amendment issues when considering new 
rules, and to limit or forego action as a result.  See, e.g., In the Matter of Carriage of Digital Television 
Broadcast Signals, Amendments to Part 76 of the Commission’s Rules, Second Report and Order and 
First Order on Reconsideration, 20 FCC Rcd 4516, 4523 - 4529 ¶¶ 14-25(2005) (declining to mandate 
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CONCLUSION 

 The Commission should continue to trust that competitive market forces will ensure that 

wireless consumers remain informed and continue to receive the benefits of the constant 

innovations in the wireless market. 

 

      Respectfully Submitted, 

        

      __/s/ David J. Redl_________ 

David J. Redl 
      Director, Regulatory Affairs 

Michael Altschul 
      Senior Vice President and General Counsel 
 
      Christopher Guttman-McCabe 
      Vice President, Regulatory Affairs 

CTIA-THE WIRELESS ASSOCIATION® 
 

1400 Sixteenth Street, NW 
Suite 600 
Washington, D.C. 20036 
(202) 785-0081 

 

October 13, 2009 

                                                                                                                                                             
dual carriage for cable operators due to constitutional problems arising from the lack of a substantial 
government interest); In the Matter of Implementation of the Telecommunications Act of 1996: 
Telecommunications Carriers’ Use of Customer Proprietary Network Information and Other Customer 
Information, Third Report and Order and Third Further Notice of Proposed Rulemaking, 17 FCC Rcd 
14860, 14874 ¶ 30 (2002) (taking carrier’s First Amendment interests into account as directed by Tenth 
Circuit Court of Appeals when fashioning CPNI rules). 
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Now get more than before.

Sprint

Get it now with any Everything Data Plan or
Everything Data Share Plan. Only from Sprint.
Only on the Now Network.'

Get Any Mobile, Anytime·-unlimited calls
to and from any u.s. mobile phone on any
wireless carrier-pIUs unlirTllted messaging,
data and more.

The Now Network'

© 2009 Sprint Spn'nl and logo are trademarks of Sprint. Other marks are
the property or their respective owners.

SE9003-1100

May require up to a$36 activa~Q[l fee!lin6, credit approval & depos~, UP to $200 early terminaUon feel
line applies, Everything Data: NighlS: Mon·ThufS. lpm -lam; Wknds: Fri, lpm -Mon. lam. Partial
min. Charged as full min. Any Mobile, Anytime (AMA) and Mobile to MobIle: Applies when
directJy diaHngfreceivingstandard voice calis between domestic wireless numbers as determined when
the call is placed using indep. 3rd party and Splint data~ Sind, roaming rates/restrictions app~.

Only available with seleel Sprint Plans and while on the Nationvlide Sprint or Nextei National NeMrofk<l
(excludes ca~sto voicemall, 411, and other indirect methods). Messaging: Includes text, picture and
video fordomeslic messages sent Or recelved.lnternational messages are $0.20 sent or received. SMS
Yoicemessages may irJClJr an additional data charge 01 $O.03IKB. Data: Premium contentldO\'mloads
(games. ringers, songs, certain channels, etc.) a~ add'i charge, Text to 3rd parties to participate in
promoUons or bther may resutt in add'i charges. Sprint Muslc Premier includes access to selecl radio
channels and $0.99 song dO\'Yflloads. Sprint TV Premier inCludes select channelS. See sprlnt.coml
tvguide for channel information. Conlent and chal1nel line-up subject to chartge. GPS Naviga~ol1

inclll:Es Sprint Navilation for Sprint phones or Telel13V GPS Nwigalor lor Nextel phones. GPS re~aMty
varies by envirOl1menl. International services are rmt mcluded. E-maii Includes use 01 Sprint Mobile
Email, Microsoft Direct Push Iectlnology via Active Sync,"" Versamail, IBM Lotus Notes Traveler® or
BIal:kBerrf> Internet Servk;e (BIS). Direct Connect: Nextel and PowerSource devices operate on the
Nextel National Network. Sprint devices operate within certain 000 Rev-A coverage areas on 11113 Sprint
Mobile Broadband Network. Group Connect: Group Connect (21 max. participants) currentlyoperates
betweel1 parties on the same push-to-talk network plallorm. Intematiollal Direct Conflect flat I11ciuded.
Everything Data Share Plan: Direct COflnecl and Group Coflflecl not iflciuded. Usage limitation:
Sprirlt may terminate service if (1) more lI1an 800 minutes, (2) amajority of minutes or (3) amajoritY of
kilobytes In agiven month are used while roaming. Other Tenns: Coverage not available everywhere.
NatiOnwide Sprirlt &Nextel National Networks reach over 275 &274 million people, respective~. Offers
-& service plan features not available In all marketstretail locations or lor all phones/networks. Spril1t
reserves 1I1e right to modify, extend or cancel offers at any Um€. Oll1er restrictions app~. See store or
Splinl.com for details,

I;;S~
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If it's mobile,
it's unlimited.
With Any Mobile, Anytime;"" you get unlimited

domestic cails to and from any U.S. mobile phone
on any wireiess carrier; at anytime while on our

network. it doesn't matter which mobile phones you

cail, or Which mobile phones cail you-that's over
200 miiiion cailers.

Any Mobile, Anytime'" oniy avaiiable while on the
Nationwide Sprint Network or Nextel National Network.

If you're already on the Everything Data Plan or
Everything Data Share Plan, you automaticaily

get Any Mobile, Anytime." Or if you're a current

customer on a different plan, you can switch
without extending your agreement.

Individual Plans

Share Plans

No plan change required for customers currently on Everything Data plans. Existing customers
on ollier Sprint plans can switch to any at these plans wilhaut a contract extension. Availabla
on new lines of activation w~h a two-year agraemenl per line.

*Monthl~ charges exclude taxes, Sprint Surcharges ~ncl. USF charge of up to 12.9% (wries quarterly),
Administrative ctIarge (up to $1.99l1ln&lmo.), Regulatory Charge (SO.lO/lIna/mo.) & statellocal fees by
area]. Sprint SUrchergll$ are not taxes or gov't·requlrlld charges and ara subject to cllange. Details:
www.sprint.comltaxesandfees.

F1ease see lJacj( panel Of Plans llrodlure for addi~onal ulfarmation and irnportanl Terms & eoncfl\iors for a~ Sprill15eMce
Plans and other additional fea~lres.





The home of advanced technology, exceptional service
and a dependable 3G network that gives you what you want
in real time.

@
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Sign up as a Sprint corporate-liable business customer; and get
access to support and rewards to help your business succeed.

Discounts forSmall Business
Enroll in Sprint" Equipt for Business and save up to 8% on eligible services.
Receive a 5% discount with 5-24 active corporate-liable units, or an 8%
discount with 25-99 active corporate-liabie units on eligibie services.

Instant Savings on Devices
Buy or upgrade your devices without waiting for a mali-in rebate. Even small
businesses get the best price offered to our largest business customers
With Business Device Seiect pricing on popular selected devices.

Government and Corporate Customer Discounts
Ask a sales representative about volume discounts for government
and corporate customers and employees.

AI ber:efits are not i1vai!llb1e 10 all cusromars. AOOtionaJ resb1cUOr'S ap¢J.

\,
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All plans include at no additional charge:

• Unlimited Night and Weekend Calling with Nights starting at 7 PM
• Nationwide Long Distance and No Roaming Charges
• Unlimited Sprint'" Mabile to Mobile

Individual plans $69.99 and higher are eligible for special perks and
rewards with Sprint Premier.

""Taxes and Sprlnt Surcharges eKCIuded. see page 26 fnr important detaBs.
Plan detalls:A:!(j:jiO!'El'!II1J''Dme Mir'.;ros for 4[.1{]-milute p;a;iS: 4Wn;!1. Adalior>iJAnytime Mn:!eS for goo·m::lJte plans: 40e!min. ExisljiY,J customers cw, mleh to at"rt attleseP3"1ii
l'Iith!:'}a Cln'1acl et.<€!"Soo. Avatble on net; ines 0: ac'jvaeoo wi.l!1 at\',U.yea; agreernenl pe' line. Umimi:ed~GaIiT-\! st'lt'fj a; 6PM is an wdooa) $S/mc.» 'ine. Nex(ei Direct
~ afld Gfnup r,(l/lr~ is arl F.ddilloo3' $1 O/mo. J)ei li1e on Till Plans. ?cr#erS::ure'" p"~ reQtke Nex1el Direct Gamocl2~j Group Conned Se!V:ces. A1 pIar'.s rdJde GaUef U
Vciicemai, CaiWa1t,g, Numeric Paging, Ti'lee-'h'a!'CllHilll, and Gail Fcr//a1i1g (2OcJmin.) \\l1iic on the Na!ilnMde Spril'~ NetwO(~ or nla Nextel Na~ma1 Network. No pB,1 munts app/'i

i"~: ~;~r~;£i~:~~6t~;';~~:;~1 :j~I'.;~~~j,;~;~,~lj~i!Tl8;;~~~1t~'~~~:~~:'~ji;~~~f)~;J~~i1;i~; ~~;~:~:~~~~::CS= ;:I~~er:~:<t~~~~
ACt a~d rnlJe \\~ Sc~t~( Mo-':Jie EmaJ1 irJd 8!ackBerly1' IiltemeI seM::e (BlS). ABo indliCles spiilt MotJile EminVor~. Microsoll Direct M\ 1edl:lOO!l, \'in ~;L''I.< !'I'1d Versarnat
8'.:l~l' ~:terp~server (8c'13) can.,OO ~:J:'.,e:l!e:~? .adfj~~~~ Pff ine,.oc,~~ CIa~,,pl9,;s ~,ba~~cr~ (N: ~ck..Qgrry SprintF~.s for$40!mo,~ nv.ilOO
/~!j!,:~", ,';ll>;lf,HW;) ""tilth'" ,~q, ::.~nitf" f!.;ClJllI'" ro t.ltlUlU;: c%it,~ ~ik iD H:jW/V'_'::';A~My.;;" i';::J.~lft tl};j ilil:3 0!'?~\; !'ll:;;;':!u~r? f;::1he,I~~ Sp,n: NetNC:« ,orlhe Nexiel
!~~~;:~;X,;::-:::~~;:"~~I::i\ 'i!;~t\{~~;:~~~(~;.,~;;~!I;::: ;;~;~:.'~~~~~~,J~~,~r~,~~~~:II~;~;~~~~~:~;~:~;~:~:;~",~~~;'~f~'\';~~~~;;.~,~~i~;:~_;~;;;:i~~~::li:l(j~\~;,t:;~I'~t: it~~,'1f:
'1'\ i~4'i\ii\l ':;;I"i(." '''A 'Ndii:::i-' i'i: d: ,b~,"" (;:"T~"tjii !\:~ "-'d\;)I;.,;\:"('.\\\Th'm fil, m;r:;: \lrl!i;;:j;jt'l; 'iX'\...,.":;'~l):::h::,Tl{i';"'N.c "F;;n; lpl,::::l:; ~:':::'!i~),l
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Ideal for famifies and businesses with up to 5 lines.

Af{ plans include at no additional charge:

• Unlimited Night and Weekend Calling with Nights starting at 7 PM
• Nationwide Long Distance and No Roaming Charges
• Unlimited Sprint Mobile to Mob/ie

Share plans $99.99 and higher are eligible for
special perks and rewards with Sprint Premier.

'*"Taxes and Sprlrrt surcharges excluded. See page 26 fur important details.
Plan de1a11s: Md1llorJal Arry1ime Milutesfcr 700-minute plans: 45Mrin. Mdti01al MyIime Minutes for l5OQ·mioole plans: 4O¢/mh Addifunal Anytime
MlflUles flli .5-OCtJ';7:ITt£ ~J.:j;,25:t/~;_lito/~'X!{\!SJO:li!:\J'C;;n i~\~il,~;; ;lrj ci ij1et::njl'l!~v.i~:Xiii,.'!'))~»Jlt;ci~1_A~ih({G ljai ii::;~'f t"ws: ;:i11tl~~liif'~'

""';Ih atv.tl~%JU;(§.)·Hjff<~r,rt fn;: tm:mr;;;a r;~:i(~1!1~\lril®~ ;::!.-6 ;:;~i ~Jnr6f,:t;r;!j *\l~n;):r,~o;';r:t, N9xte1Dhlct~ and Q'cql Connect" Is an adfiOOrI:1l $lCVmo. per nne.
Pov.'111$t\Jf(I!'''! 'IfriIt$;;F;',W~ ~{eX1tl ~);ii:i:t(}.)'·;'l::b~Q1".jJ'\i'9i:P:i:n~;:~:t :~~h'.t& /;1 '~'ii;l i[}:L;\J\lQif~i Ul VOlremall, Cal Waftilg, t-bnefic PagirJg, Three-V'1ay call1l)J, ood Call Forwarding
(2O¢/rrii.) ~~e OJ11JleNa~CiT\'l1de Sprint Netwcrk or thal;-:wi_~dtl;;fWjN(lf ...n'k ,~pIan~i.~lXlif1i:J,F.Oli~W:fu the Sin~~1rJng~ ~Ilin. rno!ceWiI stm SiTIply 8taf1th1rg $99..99
fcJ iil;! fum If[n'I~'I!'$il1lVi t~o;,'¥lii1iJ S.~,dw 11.1l !Sri! rilmt:n;lnl &':lI'lJ.:trr;"$IWl,tllJff:ii,'Jii:'ll<,)1 ~!f,li WI[t\[1r.r6Wfu'i i«rJ~~i, (i~»j, Windal'lS ifii);~lwK1ip~'\1~riij4r\''' &;,;;.;'iXi W,lII'Jf:
~iion 6~\:;:ft t~'$'),~ii[}ri. Q3i<lf;:r.c'r,~f1. ['!n;il'~;r,~i1~~ 2~o :~~'ml:I,;';;~ ,Z3i:llC X)l ~"':{j;:li2l:lp;;.f¥rr:Cai,t!1n;,:t?I,fG1l1.;:i: \'i!. ?~..ji).cOf11~:j,\.il;e;::: lr~8i:i:~ un jjlllsrrr,~:m~\\t:[;\, tiiiilii:
~·,·~M~,~¥,rl!0IMj:, Ert:1I,\';1!)'':'I)'I'titkdt';(l1l~!;~ ria" ,;f~ ~l(l11) 'ir.ijl Bei:( Iv:;liieEr",~hiw llit\hR,~J1\A YlI(!me::)gl'100:\fJ~. b!S-Q ~i'WI1es S.~ml :~j~nj),lf'·W\}l~, MkJrp.1.U:;1J(!:i
;\.'cll,!l;&:.~u:woJ$~~h,:~..e~',lt1;· (t~1:VLl~f<J! 1~~'X:IN l:'\,\;ilfi¥: ~~'\i! ((if~\)("~\l t!ij:~~'ltll'm fJld~·$O't'~~ ~<if:H1tl.;,~WiXl:i.~.ri£, l~m pbm O"l'! b"};;d~:m VSPlJ/I ;y 8'0CfJ:¥!~
PllTIl)1 ~'lf:$f{fS'10!r'irtrrl 1m \Wp: ~1:~1 ~) i11:2Nf:"f{}~cl!~ ,~p ~~Hi (;;y": Sp,rlnt<' M~b,n,tl let ~bjt5:,N:yt4j:,>I.l tti Jtl;;r~;(jr (!/reiitl~~ df~~)"?« n,~·'"t:i"T'tl;'lf.t:::nlq;1f-rn
:in:~f,[m>'ilJli$r)·illINot.Yt):K iCl' 't(lN@;<;f~~~1 f'lf!Ut.!1\: ~.ie£UI,)r.r'~I. ',\:u",ml,x' Pl1G:tll.i\l,~;{;f':S tMytgMmw Y'n~Wii)j.J,lPS til',T0tf.:t1 ill,;iJtiilfl;,i~!;:Nm'$l3' MJ.\,\Xlt;~"I.l Jur riil.~w
~!!~,Sttt~~~*¥·frY'11!rl,t\7.\,,~l~lJl,,?:,I~ 0lSilB'liatl: Ptt;';)O{lr~t,'JnmJ Wf&'111E1t'iili'~.If.PU:"~1 l)\Jwl B9.H~ fJ13W€llnt~'{;;'M~f.;jClJl :-:J ~'l'IrJ!J~SliriRl ~hlr: t)1i1;;r
;!t~1,:rJ61~'m'~)l,,~~~1(" 11%B<s !\i h;'jJ,O'fiStnl ;1'\';1,,\:''1'' rp i(Uln;'!~"" 1I.;o;,"';I(n('4 iJ);i~;i'.!ii 1~,WY~RJ '1"ffim,jl!lmmli:li~\';\,"W-ff1[1jj O",l;;f "I:;:n: jq:;;:ifi rr;;;lp;lti!l~'<!d3i~
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Get the plan you need to stay productive and ahead of the
competition. Ideal for businesses with a workforce of 5 or more.

All plans include at no additional charge:

• Pooling of minutes
• Unlimited Nextel Direct Connect and Group Connect
• Unlimited Sprint Mobile to Mobile
• Unlimited Night and Weekend Calling with Nights starting at 7 PM

• Nationwide Long Distance and No Roaming Charges

*-Taxes and Sprint surcharges eXCluded, See page 26 for Important details.
Plans only availaiJle 10 CorpOlate·liabIt! blJsh1ess sllbsailJffi>. Plan details: AddilionalArtylirne MI1uIBs: 25f/mln. uis!ilg aJSIornclS can switCh 10 aryof ll1ese p\<YJS wilhJlJta contract
~siCl'l. Available on rim !ines of p.c:wailon w!If1 aonB·year agreemcm per the All p!a'lS iroude CaJer \D, Vn!~mail. GaJ W2ifu1g, Nume.'lc Pag'ng, Three-Way calling, and Cal f1.Jwan.Ii1g
(20tfmr..) I'tlie 00 the NaJiOO,Wil Spr''!lt Ne!'MJrk Of fr',e Nextel Nati:na! Ne\I'd'<. SCr;1e p!lofle5 [enUre aaM;&!n (.',1 seW VOIce p~ wtll irdud€d d2\(l, Wlr'ldo>vs Mobi:eP.alm/BlackBerrt
dw~ faGura ac!~n on Sprint 8'JS\'16SS Ari'Ia'i.lg8 Mess.3girg ami DaIil plan or Sprint SlSness Mvwtage Tck ;:WI ?>ilh asepom'e Gala p!ar.. Curren\ly; aI Grocp Comect tlS€1S must be
on 1I1e same ne!Yoolk. Email: froail includes Yahoo! MaR, Grnail, 'v'Imlows Ute Holmail:" AOL and more wi!h 8p1irlt tI.o/;lk F.!Tl3Il and~ i1ternct SeMce (DIS). A\'lO indudflS Sprint
Motile Err~·WOlk. Mcroso[D'!ect P',;sh technolOgy via PI;:l;~&-' ~i1 \iersamall. BW<Ber!y Enterrmse Sel'ver {BES} can he acdad tor a'1 !ldd"~ional $2OIroo. P€f rifle, Of WaJ6,o.ide dais
00% can be added for POA or BiackBerr,' Sp'ill ptr...nes fer $d0l11'1) JBl" m I'kte" ed-:le-:llo aS;:ri'";! Business .l\.1VarlI3get..~ ifld Data l1<Jn. PooIIn{I: Crt;ro ilTh'1Utes can be
pocoled across Sprill BusineSS AdI.'<!I'l!age plans: Talk, "'iessagklg and VteS$9ing aoo tRIm. kifJllle il'IimHls wr~ be applied to:he foe 1fk."J ere a1ta~1>J flfSl. ani then ab:2ted ~1Odec) 10
other Sprint BusloessMvantage SJbscribers 011 \he same 8tro..lll as needoo. Sprint- Mobile to MobDe: Allows you III make or receive caliS drec!tflo or from Splint SlJooerlOCfS on the
Natorr,>,iGE Sprint Nett/odo: or 1tl-~ NID.1el National NctwQri:without l:S!ng ~'Oto( service pan frS1'jes, GPS NavigatiClrt llimiled GIJ$ Na\'igalk'Jn lX!ooes: TeleNav GPS~TM forNextel
p'.'crBS, S;:rtffi l\.~igatJoo for Spnm l!" ?aM:fSo.rce!M p".()f~!IS, Data: Excl.;;des prem!u'Tl ronlenl 8nai1 awr:caoons. 1V and Radio chamel fine·up are su!Jje.::1 to change. PJl iec.1Ures rtllt
~.r,;W1'.e on EI O!:'.ones, Cc;e;'dae nor a:~Cil1ab!tl ~re. For rntJe informafico see WNW,sprlnt.rom or o!her 'n-siC(e materials lor de13is.
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Connect instantly with unlimited work group communications.

All plans include at no additional charge:

• Unlimited Nextel Direct Connect and Group Connect

• Unlimited Sprint Mobile to Mobile

• Unlimited Messaging (Text, Picture, Video)

• Unlimited Night and Weekend Calling with Nights starting at 9 PM

• Nationwide Long Distance and No Roaming Charges

....Taxes and Sprlnt surcharges 6Kcluded, St!e page 26 for Important details.
Plan details: Additi(J;.a; A~1:ime MT'llIes: 25¢lm1n, Existing CUSlomelSCG1l S\',iteh 10 any of ihes'e o:ans wUln1 aCDntract ex.lension.Avai!2b1e or, n8\lll1'nes c.f activation IW,h a:v.u-yeaf
agreement per lire. Ail piaJ'lS ilc~;{je Galfer lD. Vo'cemail, GaI1\~'a~ng. NlJTl'eIii: PagiOQ, Three-Way ca~!ng, a.~tl Cali Fortr:.Hlii1g t2';)cfm1n.) I'i~e Qfl it'll NaUo~*Je Sprim Net"iOlk ur the
Nexte: Na1icm! Nel't'i01(. Seme ptKI....,es require acli'.'aton on seIoct ~'Olr.9~;S wtll11ndJded Ca;.t Currently, ail Gnl'J.o Cormect use:s must be on U16 sa1''£ fl€twk Web: UrfmitedVJ.eb
includes urtrdted dala access., Emnii v.ilh SOIirrt ,\AWle Email.we-.::tsulfng.Basic~.usic !/;1tt1 99c dC'....dC<Kis a:'(j 32s1:: Wwi!!1 se!oct c.":anne:S arj 5prlr1t ExdtJsl\.'S Ent€rta'Slme!lL GPS
Navigation: lM'Tliled GFS Navigation indu!Jes:TeleNav GPS Navigator™ fer Nex1ei~ Sprirl't Na>iga500 for Sprlnl: ()! POl'isrSource'" phonfl8. Pooling: Ot1ly voice mn:.Jtes can
be pooled across Nextel Olreci Coonect Custom plans. AAytime mi1:.Jtes wi" be applied to the tine they are atlacl1ed to first, aml then al!ocated (poofed) to other Nextej D~ect \,onnecl
Custom plan sWst:ribcrs on t!1e same acccunt as needed. Sprlntt' MobUe to Mobile: AiiO\'IS ycul0 make or receive cats rnreclly to nr from Sprint SlJbscribers on the Nalioowide
Spli;\i Ne!wor\( C!' \he Nfl..xlel~~ NeiMlrk ....ilhoutuSing ywr service pM m!nutes. Data: Excludes premium cootem. Emaii s;>plt:::alior.s. TV aM Radio channel fne·up am sUb,:ect to
char,ge..A,li lealu'es not a\"~i\atJ:e (:[1 al: (lhoo3S.Ccr~ II(Ii <Nal'able~era Fe; n~orei:1formatioo see w.~w.s:ri:!.co:n OJ other i"'SlQre maiPf~1s ior delils.
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Add Anyt!meMimol!fis to Your PifjJ1:
500 Any(ime Minutes: $3Qlm6.

2500 Anyrime Mirwles: $1QOlmo.
<~fyl~illl~_- Ml0_1j{~~'9~~ _-~,gp{f1~;P' ,trJ'mr f(G'XtBi' D{rac:t{;pl}l;ri..¥:~;·tigSfDl:h:_~~n:?4/1qg:"ib:~(S:otl,;th~·$f7UP:a -8pgOU~t
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Nextel Direct Connect® Custom Plans
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Get unlimited voice, messaging and data for your phone
plus wireless Internet on the go.

"faxes and Sprint surcl!arges,excluded, See page 26 for important details.
Requires two Hoos oj service: $99.99 SImply EverytIi1g Plan +$50.00 Connectlrn Plan. No mere than one dtscounted·Connedion PlanaJlowed per Ire of service 011 Slmply
Everyti'Jng or Simply Everythirg Share. No 2ddltional discounts apply on the Simply EverylI1lng Plan +Mobile Broadband Plan. Additional Dam a1Jol'€lSGB: $O.05!MB. Oft network
roaming fimfted to 300MB/rna. DaIa usagBWltIloul a Mobile Ifoadband PtJn is 3~!KR lrrtemalbnal Oataroamirig may ilcur adcfli01'l!lI chal\l8S. CNfra.!J6 am Pay-As-'!tlIJ-G:l rates
are subjecllo chan\le. See page 4 lor details on Simply E\Iel)1t1ing plan.



'*"*Taxes and Sprint surcharges excluded. See page 26 for important details,
Addmorla! Data atlova 5GB: $O.05/MB. Off network roaming firnited to 300MB/mo. Data usage wlthout aMoblle Broadband Plan is 3¢Il<R
International Data roaming may inQlt" additional dlarges. Overage rod Pay·Ao;·You·Go rates are slJbject to change ."

Approximate I 5GBSize

Email (no attachment) 3KB 1,666,667

Web page look-up 150KB 33,333

Low resolution picture 500KB 10,000

PowerPoint presentation 3MB 1,667

Music (3-m;nut. song) 3MB 1,667

YouTube video (3 minutes) 15MB 333

Data Conversion Chart
1024KB =lMB
1024MB ~ 1GB
Sizes estImated and may vary.

See www,sprinlcom for more information on what you can do with 5GB a month.

$59.$fi1 with tWo,yt!a, agreement
No disC0"nt~ apply

$79,99 will, One,jIP..aragre<;ment

56&

Data Plans





$69.99 with one-year agreement

$69.99 wah one-year agreement

For all other'Sprint Windows
IvloD/le!Pr;lm eOA (}1;lY1~t:
Ul~!jmH$d l';oMA {i>1!£dnu;;A,
Canada MSexlCt\and:mOr&--- ~

FDt Viloria pholl"'!>: Un/1m/r&d
G~C;I\;J/GPA~"J.?!t~9~'Vj:,1~ _'_{ja~~

in Q'/$( 129 r:;QUlitFi{;i$'_'l.;orNNi/fiJ~

$139,99 Willl Oll$:yffar ffritftiemenr
ForBlackBerry Viloria phones:

,f;,1n]lmitey G$lWG,9RS :an~ epM~ date
1/) Qver129 cO'urrtriesWbrid\{/,'t.JfJ;

FOrall aUlar' Sprirfl
B/ackB8,ry devices;

UhJlfrjlfffij CPMA rt~t~ il~ ,v~A.
pf)hadaf ~*{c(.Ji~qr~Ior:j;-,..



Data Add-ons
Get a plan packed with more of.what you want.

.$15/mo

"'"Taxes and Sprint S1Jrohal'QSS excIud6d. See page 26 for Important details.
ExCludes premium content. Email applicam, 1'1 800 Ral1iiJ chanheiline-liP are sutlject to Change, AI fmtures not avaBable on all p.'lon€s,
For more inlormaUon see YMW,sprilt.com Of oll1er in-store materials lor details_ Data usage withoul adalll pack or plan that i1cIudes data is 3iUKB.
tnterr,a~onal Data roaming may incur addilioral charges. ~-No-You.J30 rales sltlject to change.

Additional
$10f.rno.

1





Messaging Add-ons
Share life through text, picture and video messaging.

"'''Taxes and Sprint surcharges excluded. See page 26 for important detailS.
Messaging: Fill dorwst:C messages sent or rocei'l'Bti. M11!onai messages &Pay-As·YtJu.GtI m9SSages are 20¢/rrSJ· (aj-k$-y()j·Go Mt'l~S·ima-;r:IAuaio

message:; tat Nrmel phones are 25~msg. International m'lSSages lor Sp:im phones are 2QlS/rnsg,SMS Voice messages may incur an add~i(jn3t data ch<lrge ot
::I~JKB. Nol availatml wil.h aU ohOnes. All charges are fur messages ~nt or receive{!. Sprint Family lOcator: Nol available 10 wporate-liatlie subscribers.
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Nextel Direct Connect® Add-ons
Must-haves for those who connect with the push of a button.

$5/mb.

$5/rno.

*"Taxes and SpriRtsurcl1arges e.'l:cluded. see page 26 forlmportant details.
No disoo;Jnl.'i aoolv \0 Web Plan, Mv Nexwl Address Book. 1\'eXlt-..1aiI or NexL"Aai! Locator.

$7.50Imo.

$19.98/mo.





Spending Limit Program

When you participate in the Spending Limit Program,
your account has a preset account spending limit
Your spending limit is the maximum balance your account
can reach at any given time. You can choose your phone,
service plan and one of several ways to pay your bill.

Payment options depend lJpO!1 credrt and payment history. Ce1a,o pajlT1enl optioos may bs restricled or nota'laiiable. AcColll'l1 BalanCe MonitOl' may nm tie compatible wllh a~

d~\CliS and may incur casual da!a lJSlJge cl'argf!$ of 3¢!Kf! wthou! adata plan. Text messages moallable wt:en ll1e phone is on and you me h Ii $vtrt SeMca Area. See pailS 26
,- .A.....'~..,..IA""""~""'" "~""IPi' 11:mli""



How it Works:

You have a preset account limit based on your credit history. Your limit pertains to all lines on your account and total balance.
Talk, text, download and more, plus monitoryour account and pay your bill with the following tools.

, Download the Account Balance Monitor to your phone to check your limit Just access the web on your phone,
keyword search ABM, click the link and then click "Get It now."

, Manage your account on the web by going to www.sprintcom and signing Into My Account

, Receive free text messages from Sprint when your account approaches your preset limit and when you have reached
your preset limit

, Dial '4 (or *5 for Spanish) to check minutes or '2 to check usage, balance or find the nearest store. Dial *3 to make a payment

After 18 months ofservice and responsible payment, Sprint may remove your spending limit and send an account notification letter.
If the limit on your acccunt Is exceeded, service may be suspended until the amount over your limit is paid and posted to your account.
If your account remains suspended, Sprint may terminate your service.



FULL lEGAl DIDClPJMER:

9PM: 9PM-7AM Mon,-Thurs" 9PM Fri.-lAM Mon.
7PM: 7PM-7AM Mon.-Thurs., ?PM Fri.-7AM Mort

6PM: 6PM-7AM Mon.-Thurs., 6PM Fri.-7AM Mon.

*-Monthly charges exclude taxes and Sprint Surcharges [incl. USF charge of up to 12,9% {varies quarterly}, Administrative Charge (up to $1.gglUne/mo.). Regulatory Charge ($O.ZMine/mo.) & stateltocal fees by area]. Sprint
SUrcharges are not taxes or gov't-required charges and are subject to change. Details: www.sprintcomltaxesandfees.

WlMS OF SERVICE
Subscriber Agreement The agreemerli is provided to you at acfwatiOn and inGlLfoes any documents you are &ID:l1O sign, u-~ detailed service terms rgl this guiLle &ether relevant materia~j 8f'I.d aspecific Terms and Conditions cIocument for the services seleu1eO,General
Tenns: If ~'Ct! agree to ma'mah san~ce fora minlmurr', Term. the T£lm begins ¥'Illen yOll accept '1M Subso1b6r Agreement (e.g" signature, &:lirateBel'\~ce, ase pho!1€!. elc.j, Yell may terminate any line of service befortl tts Term erlds by ca!lhg us, hO'mlVer, you v~r, be responsible
tor an EARLY TERMINATION FEE of up to $200 eETF') for each iinalnumoer terminated earf\J - excspl for terminajons ccnsisletllwith our rarum policy. SlJDso'U;:er Agreements starting alter '11102108 are Sltject to Sprinl's prorated po~e,y ($200 through month 5 of term,
de"reasing $":0 amonth L!nm $50 minimum app~es to rerr..ai!lirig terrr.s). Payment of the ElF does notsa'JsIY o!I'1er obliga~.ol"'s owed to us, Irl~Mjng Term c:on:mitITl€nls witi. olPer lines or ssrvice!equipmentcharges, All offers, iocludlrog Plans !L'1d cuslomlzablelupgrade op1ions
are a~'3Eable fmrn 0910812009 to10131J2009 - we reser.Je l'le right 10 cancel offers ea"iy 0' extend offers \~ilhGUt ilQtice. Offers are sub;ect to cmd~ approval. An acco-,mt speMirg l!rnit may apply - asK lor specffic arflount In certajr; areas, a$4.99 per month account
spending limitfee v.111 app/'/ per line. Moolh~ service Piafl eharg9S accrue even if your service is turned off lor exceeding your spending limit or non-payment. Offers may not be available every.vhere, combinab!e wIlh other promoUom;lop'.iorlS, or available to bl>Siness customers.
Ccverag-e is oot avaitsb!e evef'Jwhere and varies by ser.~ce - see rnapc~ilg t'..roc!'wres or \ri$it w...."'.sprirtcom!coverage for detaiis. Month!'! Charges exdude taxes, SPr\nj Sur::~igCS fmel. LiSF Charge yaries Quarterly), cost riXCvs.'Y a'ld admillsirative fees, &slatelbca! tees
by area (e.g., 11 some areas up to 16% but in mosl areas less than 3%1l, SlXint Surcharges are not taxes or gDV'i-requ~ed dlargesand are subject 10 cI1arIJe. UP to a$36 phone activaten fee applies to new activations, certain service plan changes or Lllgrades of phOnes
or oe1tces ('phones"). A$25 reconnect fee rilay apply \0 reestablish servk:e Oli ali ar.counls !f1~t have been discotlnected fo~ :1Of1oaymentA depQ$t, 1n most Instances betweer'l $50 and $750 (but sometimes lIP to $1000), may be reQlJlred perfme to establis.'l serviGe. Our
SCf\Iices I'Ill! oniy worK with our phOflBS - not all S€1\tJces are available v,iih a~ phones or on ali newar'Ks. Mor1lt11y service charges are not refllmled or prorated if service is terminated or modffifJd befere your b'lrtng cycle ends./lJ1 phone usage, including mmingloutgoing
allis, incurs cha-ges unless specified otherwise. Ex-..ept where spedi1ed. Inciudad plan minutes are flOt gOOd for oil-network roaming caDs. Intematlonal rooming rates lor voice am data saY;ces are additional and WIll Vafy. On calJS that cross ~me periods. minutes In genera~i

deducted or charged based on the call starttirns. Unused monthly plan minJtasoo rot ca1'f forwaro. Partal mItRes of use are rounded up 10 the next Vrtole mi:1ute.

PROMOTIONS, OPTIONS AND OTHER PROVISIONS
Business Device Select and Sprint Business Premier Programs avai!ab\e to corporme-liableaccounls only. S!Xint Premier is nol ava~able to corporate-Hable customers. Messaging (text, pl"ture and video): Messaging rates are subjec.t to Change. Standard message rales
are [;lla'geG when amessage is sool or re.."'€ived, wfletr.er~ or unread, vle.ved or ullVieWed, sofcite::l or ufSolciloo. Unused month\' plan messages do not C&1' fONJerd. Cer!a1f, messages. !nckld"ifIg tt10se to 3rd parlies to participale in apromoflcn or ctl1er program, ....iil

resuit in addItional charges.lntematiollal messaging rates mayvary and are subject to change. There is no guarantee thai messages wi:: be receiVed, and we are not responstb!e for lost 0: misdirected messages. Most text messages are limrted to 160 Characlers. Messages may
hcu' arJ additotlal Pay-As-You-Go data charge of 3t/KB. Music:: $2.50isong charge applies to Sprinl Music Store dc.....1fl1oadS ij no data plan is 5eloctOO. Sprint Mobile to Mobile: Sprint Mobile!O Mobile al1{)WS you to make or rece!ve mtilT'Jted ca1~ dre..,"tly to or frem



Sprint siJbsoibers en the NfltiQlTNide Sprint Net....'Cfk Of the NeX1ei National Networ'lI: wlihout using ynur senlice pian minl,.1es. Or.~ available fer cariS (1~ecU'l between SPMt phClfleS and/or most Ncxie! phones (ilOt L'lrough VoicsmaIT, 411 or Dlt1er indirect methods).
Not a\'a~ab1e \f<tJere aSp'int phone is roaming, GPS Navigation: Erwircrrneni may lirni! GPS !ccalitm ~1farmatio!1. Requ;resAcGoun\ holder's <luthorlzaton fer Sprirll to share locaTIoo2J1d o<her needeO enatding Iniormatior; with Itl~(\ pafJeS. il is Jte rBSPons!tilay al
lheAccOlJnl holder to r.otify device USt>"1S lt1at locatlOli can be Identified while using GPS applications, location Based Services: Sp,int MoDiIe Loe<rtor a'iOt1ah!e fer corporate-\iab!e aceolJl1lS only. Environment may ilm~ location based Ser.ice !rJorrr2~ion, Location
Based Services require an account hOlder's autI1orizalion for SP,~flt to share locatiOr1 and oUler needed enabling 1l1foimatiOn wiih third parties. It is t~e responsibility 01 lI1e account holder to notify device users that location can be identified while usiilg locaUon based
sorvice zppKcaticHlS. Total Equipment Protection: Equipmsl,t Replacement Program is mrance underwritten by Conlinenlai Casuaily Company, aCNA company (eNA) and administered by A"Urion Prolecilon Services. lLC, a iicensed agem of CNA (Psurion
Protection Se.*es lnsurrmce Ag6f1cy), Please see the Protection bmchJre ava3abie at allY partUpaling retaff tacation or viSitv.vNi.sprinl.{;{)rnfTI="Y for complete terms aro CilndiOOns 01 coverage. Terms and cortdilions are Stlbject \0 cha[)~e. t",my net bs avaiia!l!e in
all sIaies, HgibiUty varies by devi.ce. Sprint to Home: Monthrj charge is irl'JDiced to Spfinl ....ireless account Not a'lailab~:} for ccrporate-I2b!e accounts. Mobile to Office: Monthiy ch~ ~irwGiced to Sornt wireless aXlJ:.l1'll,Avai;abie onV lor corptrate-f:ab!e
accounts. Add·a-Phone: Requires aminimum two-year T€m1 agreement for each line a..rlded ('SeccnclaEy Urnl), The fllSt phone adivated en ttJe sef\1ce plan ("Primary Unej and secondary Unes may have different Term snd dates. It the Primary Ufle 00 UlC
account is terminated PriOr to ~le expiration of tile Term of any Secondary Une, a Secondary LirlEl wll1 become 1:'ls Plimary Line, Email: Wireless access to cOlpomtpjernployes email may reQUire add'i server or server access, flcenses, or aoditior.al requirements
which inclJI add'; ct',arges. Data: Smiceg are not allailable w!1h all Sp(;nt phones. Usage is calculated on aper k~iJbyte, megabyte or gigab'jta {deperjQing on your plan) basis and IS rounded up to the next:\-'rtlO1ekilOOttc, megabyte or gigcd)yta ROlindinQ OCC"fS at
the and of each session Of each dock hcL1 and. at whlct! time we d€dJct accumulated usage frem yCu plan. or assess overage or casca! usage charges You are resporsibJe f(l{ aU da!.aactivft.{ from and to your device:. regardless of \1<1"10 initiates iOO activl'ty, Esrtmal9S
of data usage w\~ vary from adl.!al Use· YOllr ifl'loice w~l not separately idenlify !he number of kilobytes. megabytes or r}gabytes atiriblJtab!e to your uae of St--"eCffic sites, sessio!"!s or services lJSed, Prem:t:m COl1tenl (garnes, ringsrs, so!"!gs, etc) (l.~ced separately, Services
are not avaiiabie for use in connectloo wim server devices or host computer appl"tallooS. ofiler systems that drive oonlmuous heavy traltic or data sess~ns. or as subslltutes for private lires or frame relay connections. Except with Phone·as,·Modem plans, you may
not use aphone (rlciljok1g aB!uetooU, phone) as amodem ,n connection ....1m acomputer, PDA or similar device. We reserve tM right 10 deny or terminate re-vice without nolfCe for any misuse or any use thal adversei~i affects networK perlormance, Availabiiwf of
ooM'lR.'>'dabie or sliea;ning content s sutjOCt in Change, irrJuding bllt net limited to re!evislon channels arid mo staXons, It user is not subscribed 10 a data ir'CIuded plan or add-en, pay-as-you-go dlargas are incurred wlBn usirl[j dam ap;iicatiof1S and ser~ices.

Web AcCf:SS: Sprint carl help you prevent the IraMmissicn of materia! harmlL110 minors on certain devlces by abiing access QI1;'y to alkn~ed !'\Umber 01 kt-emet wabsites or restricting 1',00 access. Rli more inlcm12lJoi''l, Visit '.'MW.sp.-mLCCI11. Off-network
Roaming DD Sprint Phones: Nol available with singla·baf\d phOnes, or to customets resiolflg oumlde af"! area covered by ttle Nalionwide Sprint Ne!'l-m Splint may terminate &erAC€l ~ ill a glven monltl (1) more than 800 ml'lules. (2) arn.ajorlly of mmutes or
(3) amajority of data kilobytes are t.'5ell while roa1T~ng, internatiOnal calling, Including In canada and Mexico, is not included irl plans \'~th no roaming charges, Roaming usage may be invoIced af~ 30-60 days, Data services arld certain calling fealLlres (Voicomail,



:::;- "')
::ffi

Caller ID, Call Wailing, etc.) may not be avai~lc in all roarniig areas. Data Usage UmitatiQrl (Mobile Broadband Cards, usa Modems, Embedded Modems artd Phone'1ls-Modem): The amount of data transmitted over our ne!'NOrk is ITIP.astfOO in kiklbyl:es (1<8),
megab~1es (MB) or gigabytes (GEl). Sprint ["'..serves :he right 10 limit ltJiougi1P'Jt speeds or amount 01 dam transierred; and to deny ierminate, disCOnnect or suspend S€1\1ce if uS&;}e eilher e~eds (3) 5G8JmOl1til h total, urneSS specified ot1elWise or (b) 300MBlmorrth whila
off-network roaming,1024KB equal 1M& , 024MBeQual 1GB Intematlonallong Distance: Phones must be aOlNated br interriationalsefVice in order to make P:1temationalJoog-dstan::e calfs, inclJl:flllg calIS to Mexico' RrV€fificalion purposes, you rmy be reouired to provide
additional irlforrr2~C.fl and activation oj plan JT~ take approxlmate\11 to 3 days. Rates, mGtl~e termlna~orl fees, and available countries at iWtw.sprlntcomfil1ternatJJnatrales.lniemational rates are SUbject \0 d'tIlnge wlthout notice. Mexico Long Distance Dial COOes: Agua
Prieta {633),Alter {53?), Ciul1.'td Acuna (877), CWacI Juarez (655), Ensenacta (646), ~l~ta1lOroS (868l. Mexicali (686), Naco (833), Nogales (631), Nuevo la!'edo (867). Ollnaga (626), Piedras Negras(878), Puerto Palomas (656), Reynosa (899), Rosarito (661), Sa" Luis Rrc
Cd-erado (653), Sonoita (651} Tecate (665), &Tf;uar,a (664). Nextel Direct Connectlt CUStomer f1'1lJstsel€!ct tate pia" 0, add-on with Nextel Direct Comect access in order to make or receive DJreet Comectcalls. Ncxtel. and PowerSource delJices operate en the Nextel Nalicr.al
Networl< and Spfnt arNicas operate \'jil/lin certain BlDG Re,·A coverage areas OIl 1113 Sprint MoiJUe Broad'c>W1d Net'h'Ork. Group Connect:- Group Connect currently oparate5 between parties on the sarr.e pusf'riO-talk netl'/Olk platform. International Direct ConnecfM
Access: Internati:n:1 Direct Ccnnect!' cails use Direct Comeet minules indudedin your plan. (20(t/mm.) times It of participants oay-as·yctJ-Qo charge for services not induded!fl ywratc plan or opliOfl.lntematlonal Direct Connecte access avaiJable nand between the U.S. and
Canada, Mer.ico, Brazil, Peru, CtiHe af1<:l Argentina. One Way Messaging Alerts: Alerts are 15¢ Pel'message roceived by the customer. Only available on t-rextel and PowerScurce phones. One-Way Messagng alerts arssubjecllo change. NextMaiflNextMalllocator:
Recordlng Duts1de the U.S will incllf Intornatiof1a1 Direct COnnect charges. NextMaillNextMalI Localoris onrl a'lililable on select Nextel Direct Connecl-~able pnones. GPS services require GPS capable phone, Environment may lim~ GPS location hlo. Standard messagng or data
rales rray apply f(X sending photos alOCog.gIl NextMa! L{)cator messages.





As a Sprint customer, you get more
of what you want out of every moment
of your life. Whether it's business
productivity or life outside the office,
we enable you to do more, get more
and enjoy more.

Sprint )v
The Now Network·

Call.BOO-Sprint-1

Click www.sprint.com

Go to the nearest Sprint Store

1\0",
"vJ c:)
FSC
Mixed Sources

""""l:laroup_Mn"'''''''i0d
1",••lJ,.,.".,volltd-...o.II<l

ruy<ltd ......."'"b...

CtftllO, sW<OC·gOJUl

O""~.(_

The NatiorwirlS Sprint NeI'J::t:~ ',,?,,%'hl\t o2er f:"t~. milOof\ people. The Nextel National NetwoiK
reaCheS {j~f;r2)'trrjnbll rl~G,n:eS91fl1l.t:O:Mobilfl Broadband Network reaches over
254 mlrilJilu;sr,1B.'(P2Ct;!$$r;.i1Lnl I[Oh1\;f('m1i\'Bd. SPRINT, the Sprint logo, and ottur
trddemarkS.3'4, #J{r:1ilf''',YIt5f!l!ft;,~,\;i,t;,I/.,'~.iJ\-Zl,~iar prOdUct or.5ervice names are prG~rty

of their rtle)1f:diWJ q,h,,:'1< Jl1it\Hfj::>i£Sl:lrftji,J
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Attachment A ­

Materials Available at T-Mobile
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Every FamilyTime plan includes a pool of WHENEVER Minutes· for yourfamilyto share.

@

FI:We5 for familles'"
Each member on your plan gets unlimited nationwide calling to theirfive favorite people.
Any five U.S. phone numbers - even landlines. Plus, you'll get unlimited nationwide
T-Mobile to T-Mobile calling and unlimited nights and weekends.

cam
Plus, each plan comes with the ability to send and receive messages on a pay-per-use basis,
unless you have a Messaging Value Bundle. See www.T-Mobile.comformessagingrates.

I'am ily Add-on

Fcr more inTonT1alion and other rate plan options, talk to 8 Sal~$ Associate,
see thG i-Moblie ServIces brochure Of visit www.T-IV\(.blie.com.



~

• The abilityto send and receive messages is included with all plans. You can purchase a Messaging Value Bundle that includes a
certain numberof messages each mOl'llh: bundles not available with all rata plans. If you don't have a Messaging Value Bundle,
messages you send or receive will be charged on aper use basis. See www.T-Mobile.comformessagingrates.

Messaging Value Bundles'
Messaging is a fun and easy way to stay connected with those who matter most.
Send and receive any type of nationwide message: Text· Instant· Picture' Video

Phones
Calling may be yourfirst choice, but now it's not your on~ one.
Connect via the Web and messaging.

Our messaging and Web plans give you more ways to connect.

,"'!i.-In-one Oe'lit:l§s
Connect how and when you want on devices perfect for the Web, e-mail and messaging.

(j)

~-. \ - t, ~. •• <-.. • .

Get unlimited nationwide cails to yourfive favorite people. Any five U.S. phone numbers­
even landlines.

Individual
T-Mobile has aplan to fit your lifestyle and budget.



<Y

* Available on select Sidekick devices.

'1! - -Mobile··sideK!CK"
All Sidekick plans give you unlimited Web browsing for use with our Messaging Value
Bundles suited to your specific needs~

::p. -Mobile·"HotSp"t'

({g/

* Some plans only available when combining voice and data on the same SIM card.

Experience effortless e-mail on the go, Simply choose aT-Mobile calling plan and add on
BlackBerry service or choose a BlackBerry Service Plan~

$j

Tl07fl.!l ..'i.:l7fix.'i.f'i 5/09



Unlimited Ho.tSpo~ Calling
Available on family and individual plans, Unlimited HotSpot Caliing gives you unlimited
nationwide calling that originates on Wi-Fi when using your HotSpot-enabled phone at home
or at any U,S, T-Mobile operated HotSpot location,

'P - -Mobile- @Home"
Available on family and individual plans, T-Mobile @Homeservicegivesyou unlimited
nationwide caliing on your home phone,

C!Y

Download ringtones, wallpaper, games, applications and other fun stuff right from your phone.

'::iJ

Call us at 877,822,SPOT (7768) to see if you are at aT-Mobile operated HotSpot location,

wel::lCc:mnect'" for laptops CIInd Other Devices
Now get the full Internet outside your home or while on the go.

You can save on per item charges by purchasing a monthly pack cif ringtone/wallpaper credits.

Games and Applieatl<:ms

Wallpaper

myFalles' Icolls

• Not available 10 prepaid customers,

& More



AllPricing: Limited-time offers; subjectto change, Taxes and fee,s additional, Rates apply dnlyto calls and messagesoriginating and received, and service
used, within the U,S. (unless stated otherwise). International use incurs additional separate charges. Not all features or plans available on all devices.
Unlimited features are onlyfor directcommunication between two people. General Terms: Credit approval, activation on aqualifying T~Mobile rate
plan, per lineactivation fee and minimum one- ortwo-year agreement may be required. Upto $200/line early cancellation fee applies to one- and two-year
agreements (ask Sales Associate for details and other agreement options). Regulatory Programs Fee (not atax or government-mandated charge) of 8M
per line/month applies. Taxes approx. 6-28% of your monthly bilL Per month per line $4,99 Control Charge applies (unless enrolled in Easy Pay) to FlexPay.
Overage minutes extra; partial minutes rounded up for billing. Voice Plans: Some calis/features involve mUltiple calls (e,g" forwardad calls, call waiting
and hold, conference calls, and unanswered incoming calls forwarded to voicemail); each call incurs separate charges, Airtime usage applies to toil-free,
operator-assisted, voicemaii and calling card calls, myFaves: Capable handset required. myFaves only applies to calls directly between two people and
allows unlimited nationWide calling to five U.S, numbers. You can change myFaves numbers onCe per month. Unlimited HotSpot Calling: HotSpot­
enabled phone, Unlimited HotSpot Calling feature, router, broadband Internetconnection and qualifying rate plan required. Regular rate plan minutes are
used when call does not originate on Wi~Fi network. When using HotSpot Cailing, 9-1-1 service may not be available and your ability to receive emergency
services may be impeded, T-Mobile@Home:Two-yearserviceagreement,qualifying rate plan, T-Mobile@Homeplan, HiPort router, compatible phone
and broadband Internet connection required. Nationwide voice-only plan; all data, messaging and other services billed according to your reguiar rate
plan and other pricing. See T-Mobile@HomeSuppiementaITermsand Conditions for more information, including important limitations on availability and
reiiabilityof 9-1-1 emergency service. T-Mobile to T-Mobile calls are directlydialed between T-Mobile customer devices while onthe T-Mobile USAnetwork
(and not roaming on any domestic or international network); callsto voicemail and other T-Mobile service numbers not included. Nights and Weekends:
Weekends are midnight Friday to midnight Sunday, and nights are 9:00 p.m. to 6:59 a.m, Monday through Friday (except for Prepaid), besed upon start
time of call. If on FlexPay, Prepaid or kidConnect, calls rated on a per minute basis. Time Of call usually based on lOcation of equipment transmitting call;
if locetion is not available, time of call based on time zone essociated with your phone number. Different terms apply to Prepaid Pay By The Day plan. See
Prepaid brochure for details. Family Allowances: Qualifying postpaid multi-line plan required. Calls and messages sent or received while roaming on
another carrier's network, and not on the T-Mobile USA network ("roaming"), may not count toward. allowance limits, Even if a number is on your Never
Allowed listor otherwise blocked, you may still be ebleto send and receive calls and messages to and from that number while roaming. Your Never Allowed
list cannot inciudeinternational numbers. Always Allowed numbers must be domestic 10-digit phone numbers; toll-free T-Mobile numbers are excluded,
Family Allowances is for domestic use only and will not work while roaming internationally. webConneet: Overage charges apply; partial megabytes
rounded up for billing. Device is not voice-capable. Data stick mey not be shared in any maliner, including use with e network or more than one computer
or other device. This device requires a specific deta plan; if you do not have the right plan, you may not be able to use data services. Domestic roaming
not possible, Roaming charges may apply to use via non-T-Mobile-owned Wi-Fi networks. International use requires ihternational service activation;
usage does not apply toward five-gigabyte limit. International rates apply. Data/Messaging: You will be charged for all data sent by or to you through
the network, regardless of whether received. Character length or file size of messages/attachments may be limited. Data speed is variable and may be
impacted by network conditions and traffic. Your data session, plan or service may be.lowed, suspehded, terminated or restricted if you use your service in
away that interferes with or impacts our network or abilityto provide quality service to other users, or if you roam for asignificant portion of your usage (see
T-Mobile's Terms and Conditions for details). We may also temporarily reduce data speed for asubset of customers who use adisproportionate amount of
bandwidth during abilling cycle, You may not useyour plan or device for prohibited uSes listed in your data plan terms. Some devices require specific data
pians; if you do not have the right plan for your device, you may not be able to use data services. Domestic use only. Downloads: Additional charges apply;
not all downloads available on all devices, You obtain no rights in downloads; duration of use may be limited; may be stored solely for use with your device.
T-Mobile is not responsible for eny download lostduetoyour error. FamilyPlans: Limit five lines; all monthly allotments pooled. All lines of service must be
activated inthe same T-Mobile market and have the same bililng address and area code. HotSpot: Devices using wireless connections may be vulnerable to
uneuthorlzedattemptsto access dataend software stored on the device. Seethe T-Mobile HotSpotSecurityStatementand HotSpotTerm san dConditions at
www.T-Mobile.comformoreinformation. Coverage:T-Mobile service is not available everywhere; 3G coverage aveilable in limited markets; see aCoverage
Map, available at www.T-Mobile.com, for details. Abnormal C"lIingPatterns: Call duration, text(instant message duration and/or your continued eligibility
for service or any plan may be limited orterminated for (a) consumer protection purposes; (b) abusive conduct or abnormel call pattern(s); or (c) significant
roaming. Bill Details: Your bill summerizes your cherges, fees and taxes but does not include the details of services used. You may view bill details at
my.t-mobile.com or, for an additionel charge, we will provide detailed bills, We do not provide biils to FlexPay and Prepaid customers. See brochures, and
T-Mobile's Terms andConditions (including arbitration provision) at www.T-Mobile,com, for additional rate plan information, charges for features and
services, and restrictions and details.

The RIM and BleckBerryfamilies of related marks, images and related symbols are the exclusive property of andtrademarks of Research In Motion limited­
used by permission, T-Mobile, the magente color, T-Mobile@Homeandthe HotSpot design are federally registered trademarks of Deutsche Telekom AG.
FamilyTime, WHENEVER Minutes, FlexPay, CallerTunes, kidConnect, HIFi Ringers, MegaTones, StylePaper, stick together, Sidekick, myFaves and the
myFaves design ere federally registered trademarks, and Family Allowances, Fave 5, myFaves for families and webConnect are service marks, 01 T-Mobile
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local Coverage

&

Regional Coverage

C(l\!<lHlge 1<<il\1

T-MOBILE USA
COVERAGE

~ 850 MHz ROAMING
COVERAGE AVAILABLE
ON MOST HANDSETS

1900 MHz ROAMING
COVERAGE AVAILABLE
ON ALL HANDSETS

PS:hJ on computer-generated
V100flls approximating our
~itll!¢ifJfJ((~d outdoor coverage
pn the T-Mobile USA network
iilld the networks of our
iGr.ining partners. Your
n~r~!!,,-i experience may vary.

~:;C!C Map Information
f~1! coverage details
t\nd JimitJtiO!1s

T"I""",,.., 1'"\..... C ••I:
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National Coverage International Coverage

Standard usage charges apply.

While in this area, make calls to anyone in the United States and Puerto Rico - with no

nationwide roaming or nationwide long distance charges - with any T-Mobile national rate

plan. Visit www.T-Mobile.com/morecoverageforanswerstofrequently asked questions

about our coverage~

This map indicates countries
where T-Mobile has international
roaming partners. A multi-band
phone and credit approval
are required. Ask aT-Mobile
Sales Associate for more
details and pricing.

PrepaId and I'I'i!ll0'<lY·'
C!JSTOI1'lIlr> Cllrl

covsroge In Me~i(Q

and CanQt!a!

Calling ortraveling abroad? With T-Mobile, you're good to go, Just activate your T-Mobile

WorldClass· service by dialing 611 on your T-Mobile phone or calling 1-800-937-8997:

• Cail and text from the U,S, to more than 220 countries, We even offer special rates

to Mexico and Canada,

• Roam worldwide when you're traveling - call, text message and e-mail in more than

180 countries,

'. Send text messages from the U.s, or abroad - it's an affordable way to stay in touch worldwide,

J:'JiW<')j ,,,,,
!.%f.'iC&J}:4 .".'.....~:',~,~,

h'L ,Jll;,
/~~"~"I ~]!J

,,:;;I '<i'\

• T-Mobile to T-Mobile and data services are not available in certain ateas included in the national coverage map. Long distance charges apply to
calls to the U.S. Viigln Islands.

• WorldClass sel'lice and credit approval required. Not available on all rate plans or in all areas. Additional charges apply; rales subject to change.
Capable handset requirecl.
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Prepaid, FlexPay'· and kidConnect° Coverage

I; <~ ~

T-Mobile's coverage is really going places. Prepaid, FlexPay and kidConnect coverage continues

to expand, and now encompasses approximately 97% of our national coverage map.

a While in this area, make calls to anywhere in the United States (including Alaska and

Hawaii) and pay no separate long distance or roaming charges. Minutes used to make

or receive calls while you are in this area will be deducted from your balance~

• T-Mobile to T-Mobile and data services are nOl available in certain areas included in coverage map. long distance charges apply to calls lathe
U.S. Virgin Islands. For Prepaid customers, additional charges may apply to calls made to Puerto Rico.

(£,

~ - -Mobile-'
MAP INFORMATION: Maps predict and approximate ourantidpatedwireless coverage area outdoors, which varies from
location to location. Maps may include locations with limited or no coverage, and do not guarantee service availability.
Even within acoverage ares, factors - including network changes, traffic volume, service outages, technical limitations,
signal strength, your equipment, terrain, structures, foliage, weather and other conditions - may interfere with actual
service, quality and availability, including the ability to make, receive and maintain calls. Portions of the mapped areas
include networks operated by our roaming partners, and we are not responsible forthe performance of those networks,
T·MOBILETOT·MOBILE calls are directly dialed between T-Mobile customerdevices while on the T-Mobile USA network
(and not roaming on any domestic or international network). Calls to voicemafl and otherT-Mobile service numbers not
included. ROAMING: Nationwide roaming refers to usage while on a roaming partner's network within the domestic
coverage area. International roaming incurs additional charges and refers to usage whiie you are outside of the United
States. Multi-band (850/1900 MHz) GSM/GPRS handset required for access to 850 Roaming Coverage. Ask aT-Mobile
Sales Associate or visit www.T-Mobile.com/morecoverage for more information regarding handset requirements and
T-Mobile 850 MHz coverage. 850 MHz roaming is offered through our roaming partners. Certain devices and features
(e.g., picture and video messaging) will not work if you are roaming. If you travel outside of these coverage areas, your
phone will not work. However, people can still leave you voicemail and send text messages that you will receive when you
gel back into a coverage area. To see if ourcoverage meets your needs, take advantage of our Personal Coverage Check
at a T-Mobile retail store or online at www.T-Mobile.com.lf,aftersigningupforservice,our coverage doesn't meet your
needs, take advantage of our return policy (available with most plans). See Pricing, Services and Devices brochures, and
r·Mobile's Terms and Conditions (including mandatory arbitration) at www.T-Mobile.com, for rate plan information,
chargesforfeatures and services, and restrictions and details. T-Mobile, WorldClass, t-zones, and the magenta color are
federally registered trademarks of Deutsche Telekom. stick together and kidConnect are federally registered trademarks,
and FlexPay is a service mark, ofT-Mobile USA, Inc. © 2008 T·Mobile USA, Inc.
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External
CDIDVD Drive

Extended
Battery

HpeMlnl1151NR
netbook

Carrying Bag

The real deal
Get anew Netbook and get a big
discount when you sign up fora
one- or two-year Mobile Broadband
Plan or GlobalAccess Plan. Several
plans are available, from a basic plan
to a global plan* that travels with you
around the world. And with a one-year
manufacturer's warranty, your Netbook
comes with peace of mind built in.

Visit verlzonwireless.com/hpnetbook
for details.

lightweight ami inexpensive, il Netbook combines the connectivity of a iaptop
with the mobility of a pnotle.

Take the Internet, leave the bulk.

A new way to connect
The firstNetbook from Verizon Wireless
has America's Largest and Most Reliable
3G Network built in. AVerizon Wireless
Netbook givesyou access to all the
Internet has to offer - at a fraction

of the size and cost of a laptop. You'll
want to take it with you everywhere ­
and you can.

Maximum mobility
Your Netbook, paired with Mobile
Broadband, gives you speed and
access to America's Largest and Most
Reliable 3G Network, covering more
than 280 million people in 264 major
metropolitan areas and 268 primary
airports in the United States.

Fast times on the web
With Mobile Broadband and aNetbook
from Verizoh Wireless, you get a high­
speed connection to the web that you
can count on. Check email, browse the
Internet and send instant messages with
a full QWERTY keyboard and a screen
that feels like a laptop. But weighing in
etjust a few pounds and measuring an
inch thick, your new Netbook can go
)ust,aoout.:myvlnere>Arl1jS\nce~t's \\".'55

than the price of most laptops, you'll
have more moneyta spend when
you get there, too.

Mdition.llnformation
f~6f Mobiit~'BfqaQb,,1hd

pricing information;
see paget 2.4·";25

*Toget the full benefits ofrwming globally outside the U.s. on GSM
networks, you must ensure that aSlM card is installed in your
Netbookand that you've subsmbed toa global plan or feature.



Be your
own
hotspot
with MiFi.
five devkes, Oile mobile 3G
COI1!'!i'!ct!on, Only with MiFi.'

Put Wi-Fi where you are with the new,
portableVerlzon Wireless MiFrM 2200
Intelligent Mobile Hotspot. You can use
Mobile Broadband to connect up to five
Wi-Fi-enabled devices in remote places.

Features include:

~Standard Wi-Fi security protocols

.-Removable battery

'USB cable mode

·In:t,'3?:idlantpJ.lna

Vislt~:e.I';t?.onw:lreres$r..l1ffl/.

mobilehotspot for details.

t MiFi is arrademarkofNova!el Wireless,lnc.
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uaranFreer
No w.ireless provider stands
behindyou likeVerizonWireless.

You'll enjoy America's Largest and Most Reliable Wireless Network.

We test and improve our network every day so you get the best service on
America's Largest and Most Reliable Voice and 3G Data Network.

You can change your Plan at any time with no fee or contract extension.*
As your needs change, you can move to any current plan without paying a fee
or extending your contract.

You/ll get our 30-day Satisfaction Guarantee.t

At Verizon Wireless, we stand behind our service. If you're not completely
satisfied, you can return your device and cancel service within 30 days of
activation and pay no early termInation fee.

You can get a free device every two years with New Every Twolll,t
Sign up for a two-year plan of at least $3499 and qualify for a free device,
up to $30 or $50 In value dependIng on your Plan, with a two~year contract
renewal. You can also transfer your New Every Two credit to another line on
your account.

You'll enjoy exceptional customer service with our team of certified
wireless experts.
We're here to help When and how you need it. Come into any Communications
Store, or for 24/7 assistance call us or go online,

For complete details on Worry Free Guarantee and NewEveryTwo,
see page 44 in the Important Information section.

·Some plan, are availahleonlywith spedficequlpment. Acceptance of apromotion mayreqvire anew one- or two-year
agreement Customer will be Iimlted totwo plan changes per bllling cycle.

'Return policies may vary and New &ery Two redemptions may not be available at Verizon Wireless autholiZed agents.
Your New Every rwo discount is appiied to the two-year discounted retail price ofanew device.
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BlackBerryI'! Cu rveTllt 8330
BlackBerry's popular Curve offers an intuitive
QWERTY keypad and is VZ Navigator""-capable.

BlackBerry· PearPIll Flip 8230
The Flip makes it easy to stay connected with a
convenient flip design and SureTypea> keyboard.

et more BI .. rry
ut of your BlackBerry$

Fall 2009

BlackBerry runs better on America's Largest and Most Reliable 3G Network.

BlackBerry'" Storm'"
The first touch screen smartphone from BlackBerry
has avirtual keypad with SurePresslM technology.

Keep your world in the palm ofyour hand.

Verizon Wireless delivers more of what you love about BlackBerry. When you need it. Where you need it. Because America's
Largest and Most Reliable 3G Network provides an exceptional platform for reliable emalls, dependable downloads and
blazing~fast 3G web browsing. BlackBerry on the Network. It's everything you love about BlackBerry and more.

BlackBerry~ TautI'M
New from Verizon Wireless, the Globakapable
Tour goes with you around the world.



BlackBelT)'"Tour'"

Verizon Wirele%. Phone. 4
Find It'1ehottesttou.ch screen, Aip

.iindsllder phones; plu$lhe
accessorles you n'v3d.

Smartphone. 6
Get advanced capabilities with

our newest smartphones.

Pu.h to Talk Phone. ?
Use these phones to connect

to your worid with just
the push ofa button.

Netbooks a
Enjoy the connectivity

of alaptop in a more
portable package.

.WiFJ'''2200Intelllgenl:
Mobile Hot.pot 9
Share your Mobile

Broadband connection.



LG
enlr3

Domestic

/

HTMl browser

BodyGlove
Snap-On Covers

Dashboard,
enhanced messagln!

"'tv""

II
Snap-On

Hard Covers

Touch screen
navigation, EV-DO

Rev.A-capable

./ "
Vntual Virtual and QWERTY QWERTY

~. .. "
2,D-megaplXel

32-megapixel
3.D-megaplxel

with flash

-I' / -I'

/ ./ v

Motorola Krave" LGen'P
(W;1ile SlJppii5 last) TOUCH

.'.. {

./

./ "'

Domestic Domestk:

" "
./ v

HTMLbrowser HTML browser

Interactive clear flip,
VCAST Mobi(eTV

MOTOROKR'~EQ7

Wireless Speaker

LG
Versa'"

Virtual

Domestic

QWERTY
Keypad

Touch screen
navigation

2.D-megaplxel

HTMLbrowser

Wireless and PC
dcr.:n1oads only

./

Domestic

I

QWEIlTY

saT1lsurig
Rogue'"'

3.Cknegaplxel

HTML browser

Touch screen.
navigation, EV·DO

Rev. A-capable

~
Jawbone"

Prime
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Verizon Wireless phones & accessories.

11" Additional charges may apply when using certain capabilities
tVeriZon 'Mreless Prepaid customers cannol use their Prepaid account forV CAST Mus:ic with Rhapsody· monthly subscription service, but they can Sign up on rhapsody.com with acredit card and sync music to lheir subscriptiOn­
capable device or sobscriptlon-capable MP3 player. Subje<t to VCAST Music with Rhapsody'" standard terms and conditions a~aliable at supportvzw.com/terms/produetslmusic.html



""~'""'<'.' ~-.

Samsung samsung Nokia 720S CASIC. Motorola samsung LG
Renown.... Alias....2 Intrigue EXIUM Rivaf"'" Trance'" Glance'"

/ / .( .; ,.' Subsaiption and PC

downloads O?,'r,

" .; ,/ .( "
/ .; .( v:: / /- if

I". .,. .; ;; .; ../ .;

Domestic Domestic Domestic DomestIc Domestic Do"","" Dam"", i

I.( / '/ .; ./

v .; ./ ./ / Text PietUreandVoice Text PIcture and Voke I, " v HTML browser ". "

" ./ .( .( .' ,
Keypod QWERTY "'ypad """'d QWERTY Keypod "'YP'd

.; " v >? " ./

2D-megapixel 2o-megaplxel
2.o-megapixel 5,l-megapixel with

2,Q-megapixel 13-megaplxel Umegapixel
with flash autofocusand flash

.; v ,/ .; / v

/ , ./ ./ / .; /

Dashboard;

Dashboard,
full-fledged digital

1GB of internal
Quad Band-capable.

Dual-flip design,
Dashboard,

camera; meets
memory dedicated for Ultra-slim form factorwith

Global Phone,
dynamic keypad with

hisandhers keypads
mllltaryspecs Touch dlalpad

music (actual formatted premium design
pre-installed SIMc.ard

E-lnktechnology 810Fstandardsfor
capacity is less)

water, shock and dust
resistance

jP~ ~ ~
Plantronics Jabra20S0 Motorola Un(,,'€-(sa) MOTOROKR""5305 Plantronlcs Explorer- SlllconeCovers

Dlscovery·925 Bluetooth Headset MOTOROKR....ME.H25 Side Pouch Bluetooth Stereo 232Bluetooth
Bluetooth earpiece Stereo Headset Headphones Headset

Phones subjeettoavaiiabHily. ~Ie(lion may vary. Accessories may vary by device model.
Rhapsody and the Rhapsody logo are lrademarb and rl'gistered lrademarhofRealNetworks, Inc.

VI!! r izonwi re less.com
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Smartphones, Push to Talk phones & accessories.

""'Sam~un~ HTC BlackBerry- P..lack$il:~ SamSUf19
Omnia'" Touch Diamond"" CurveTlOS330 Tour"" s.ga-

(CokJrsmayvary)

EmailandWeb EmailandWeb
EmailandWeb

BlackBerry for Srnartphone, forSmartphone, BlackBerry BlackBerry! for Smartphone,
GlobalEmail Pocket Outlook,Pocket OUtlook Pocket Outlook GlobalEmall

v

;/ J v J if .,.

J .-

Rev.O Rev. A Rev. A Rev.O Rev.A Rev.A

-l ¥' ./ .( f

, , .( .( .( .(

Dome.ti, Domestic Domestic Domestic Domestk:.and
DomesticGtotJal

v " if /

.(

S,re"l\'P' VIrtual Virtual QWERTY QWERTY QWEf{fY

2.Q-megapixel 5.0-megaplxel 3.2-megapixel 2.Q-megaplxel 3.2-megapixel 2.0-megaprxel

.,. .( " .; ,- ,
256 MBI 256 MBI

128 MBI 128MBRAM 256 MBI 96 MBI 256 MB RAM 256 MBI

64 MB RAM (8 GB on-board 191MBRAM 32 MB RAM (2 GB microSD 128 MB RAM

memory) card pre-Installed)

16GB 16GB 16GB 8G8 16GB 16GB

I I .- •-~"ClearSnap-On Display Universal Soft-Touch 16GB Extended
Cover Protectors Side Pouch Hard Cases MemoryCard Battery

, '-'-"'_'_"_"'.'~"',,"-
.._..._, .. -...,_........, ....-..-.._~_.._..._-._ ..".-...,~""'"'

---~--~---_ ..-.

"Additional charges may apply when using certain capabilities.
'With Mobile Broadband Connect devices that are EV-DO Rev. A-capable,You can expect download speeds of600--1400 Kbp.s and u~oad speeds of 500~800 Kbps. With Mobile BroadbarKI

Connect devices that a~ not EV·DO Rev. A-capable, you can e~pect download speeds of 41]0-700 Kbps and upload speedsof60-80 Kbp~VZA(cess Manager required; visit vzam.net
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HTC Blad<llerry" Mo_a G'iblie \kM::<trt.'Wrreess
azone- Stami"" Adventure"" Boulder'" CDM8975(While ~upplies lasO (While supplies last)

EmallandWeb ,
" "forSmartphoi'le, BlackBerryl

Pocket Outlook, GlobalEmaU .,'GlobalEmail ,
"

" " "
" ~. ? " .'
v Domestic Domestic Domestic

Rev.A Rev.A

" ./ ./ ./ V

,i J ./ /

Domestic Domestic and
Global

,/ V ,! 7 ,
v " ,! v

QW<RTY Virtual 2.Q-megapixel 1.3-megapixel with flash 13-megaplxel

2.Q-megaplxel 3.2-megaplxel ,! ,? ./

./ c/

Rev.A Push toTalk-
Rev, APush toTalk-128MB/192MBRAM capable. Field Force
capable; Reid Force

Rev. APush toTalk-
256 MBI {1 GB on-board Ma1ager-<apabE,

Manager-capable; meets capabl~ Field Force
memory,8GB meets military specs Manager-capable, ,

192 MB RAM
miooSD card 810Fstandards

militaryspecs810F
dedicated

pre-installedl fordustandsl1ock
standards for water, dust

VZ Navigator key
resistance and shock resistance

16GB 16GB

I •PDA Universal Silleone Rugged Side Pouch Rugged Pouches Holster
Pouch Covers



-Plans, pflelnJ;j '&op'llons rhatarerightfbryou IPages

Nationwide Plans 1:<
Learn more about Friends & Family.

Plus, check out our Nationwide
Plans with Unlimited Mobile to.

Mobile Calling.

Data Packages 14
Email, web and more­

at prices that fit your iife.

Nationwide Plans Rate &
Coverage Area Map 1G

Where to get America's Largest and
Most Reliable Wireless Network.

Nationwide Plus Canada &
Nationwide Plus Mexico Plans 18

It's never been easier to keep in
touch across North America.

Nationwide
65 Plus Plans 20

Convenient plans created
for customers 65 and older.

Text, Picture, Video &
Instant Messaging 21

Stay in touch
in an instant.

Prepaid Plans 22
Enjoy freedom ofchoice

and pay as you go.

Mobile Broadband Plans 24
Ta ke your office with you.

MyVerizon 21i
Take charge of your account­

online or on your phone.

Global5ervices 211
We have options to

keep you connected in
hundreds of destinations.

verlzonwlrelUs,com 11
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Calling Featuresll

Basic Voice Mail with Message Waiting
Indicator,v Caller ID, Call Waiting,'
3-WayCalling,' Call Forwarding1 and
No Answer/BusyTransfer.1

Text, Picture and Video Messaging
See page 21.

International Roamingl
Global Services
Going overseas? No worries.
We offer voice service in more than
220 destinations. See pages 28-29.

411 Search-1I2

Talk to a real person and get the
information you need.

~1">:O'0JA$y·t9WTJ(~~P\"lT!"~tltt r\9rtl't:?~n

AUtomatic: caN cGmp}eti0vrami text
message of listing available.

~ Send listing Information directly
to VZ Navigatorto get free driving
dlrections.3

$1 49 per call, plus airtime and standard
Text Messaging charges.

Other services:

Additional Information
Anytime Minutes, NaUona~ M()bHe
to Mobile(::Pllli10 Mlnutes,·Nlght&
WeeK0lirJiVl!hutes,:;nd Per-Minute Rate
ate (or dOm€istkc21l!s nom ·wlthlnthe
NatiofiWitie Hat;e Bfid ~Qvef3g? Area. S0,~

pa,qt'lS i 6-! 7oi'49'for C0ver3QeAreas for
oll~ei Sf:N1Ce1, For Additlonal- Pkln
information; see·page 44. F<H" the
NationWide map, see p"\los11H7.

All Verizon Wireless
Nationwide Plans include:

Plus, talk all you want with Friends & Family. Unlimited calling toany 10 numbers.
Anywhere in America. Anytime.

--~-_.__.

Pick the plan that fit> your life and \let unlimited Mobile to Mobile (sllrng
with more than 80 millionVerizon Wireless customers.

Nationwide Plans

Unlimited National Mobile to Mobile
Calling Minutes
As always, get unlimited talk with America's
Largest Mobile to Mobile Calling Family.
More than·80 million strong.

No Domestic Roaming or
Long-Distance Charges
Coverage not available everyvvhere.
Airtime charges apply.

Night & Weekend Minutes
Night hours:
(Man-frO 9:01 p.m.-S:S9 a.m.

,Weekend hours:
(Sat-Sun) 12:00 a.m.-11 :59 p.m.

MOhi!eWel1'

I Data package ofl9i9 or higher, or Nationwide Premium
or (onnect Plan, required for Enhanced Multimedia phones.
All Windows Mobile, Palm and BlackBerrysmartphones
require adata feature of$29'l~or higher, or adata plan.

~Nol available in some areas.
~ Airtime appliEs to message retrievals from yourwireless phone.

Voice Mailboxes not initialized within 60 days ofactivation
Will be canceled.

I Airtime applies to all simultaneous calls and to forwarded/transferred calls even ifyou send the call to wireiine telephones.
1Per-eall charge and availability ofcreditfor incorrect Information for 411 Search may vary when your phone's ban neT d\splays
"Extended Network" or gR~millg.H Text charges may apply for 411 Swch text message. Ifyou are not aVerizon Wireless Prepaid
customer andreceive illcorreet information from 411 Search, call 411 immediately to request credit. Preference options may not be
available in all areas.

J Notavailable in all areas or to Veriwn Wireless Prepaid customers (see vznavlgator.com/about.html for details). Not all listings
areavailable fOI driVing directions. VZ Navigator subscription reqiJiredfor use.

12 1,800.2 JOIN IN



Monthly Access

450 s79~~ s699~ sS9" \3999 45'

900 199" $S999 $7999 s59" 4:0; ,c

1350 $119" 11099• 199~9 $79" 35' ,-
F' .

Unllmited~ 51399• $12999 $11999 $99" j

Data Sent Included Included
$l!/11/MB $l"/MB l

or ReceIved' ....lO!.?;~~.~~a.p.~"(~a.2~L.~~~~~.~ ~~~~, package) I

Friends
8:

Family
Pkk5 Id"mj,

Per~Minute

Rate After
Allowance

Per~Minute Friends
Rate After &
Allowance

Fami!y
Pk~ 1(j ii!"ll(l~

$6999
r

45'

$8999 40' <' i
~1(l9$~ 35' " \
$14999 25' ,/

$19999 20' .; f
$1999a r"""".."....·'·""~""-'-~"'"

I
~99 Bas!c Plan or I

59999 for Unlimited ,
Plan .

$ln /MB f
(or per d~ta package) ;

Sl9\l/MB

(01 per~.~.ta.~.a5kage)

$999 select Plan llT

$9999 for Unlimited Plan

Select Plan Basic Plan
•Voice calls •V'oicecalls
• UnlimIted Messaglngl to

anyone on any network
in the U.S.

Included

Connect Plan'
-Voice calls
•Unllmlled Messagingl to anyone

on any networkintbe U.S.
•Unllmlted Data
•Mobile Email

$1999 farConneetPlanot
510999 forConnectUnlimitedPlan,

$999 mrSl'lectPlanar
$9999 forSelectUnlimited Plan

Included

52999 forPremiumPlanor
$11999 farPremlumUnlimitfdPlan,
$1999 farCanneetPJanar

$10999 farConnectUnlimlted Plan,
~9 farSelectPlanOJ

S9999 foiSelectUnlimited Plan

Premium Plan'
• Voice calls
•UnlimitedMessaglnglto anyone
on any network In the U.S.

•VCASTVideQ On Demand
• Unlimited Data
•VI Navigator
•Mobile Email

Monthly
Anytime
Minutes

DamSent
or ReceIVed'

Each additional line
(Up to 3)

Nlltiollwide Singlf:1-line

Shared Monthly
Monthly Access - for the first two lines

Anytime Minutes

700 $139~ ~119~~ s99~9

1400 s159n s139~ $1199'

2100 $17999 $159~g $139~9

3000 $2199• $1999\l 51799\l

4000 $269" ~2499\l $22999

Unllmitedti $26995 $2499S $229n

~ Premium and Connw Plan, are avaliabie on selHt phones only, Premium Pian is not required
on dFamily SharePlan second line; Ifyou wish to havea second line on aFamllySharePlan with
the (onnW or Select Plan only, the monthly access will be S10 or !20 less, respectiVQly. (onnect
Plan isnot required on aFamily SharePlan second line; if you wish to have asecond line on a
Family Share?lan with the Select Plan only, the monthly access will be \10 less. VZ Navigator
and Mobile Email must be downloaded to your device via GetItNow"IMedla Ce?ter. Additional
terms and conditions, which you will be required to accept to oownload the applications, apply.
If you do not download the applications or ifyou delete any of the applications, your monthly
access will not be reduced. If you change devices, you will need to download the applications
to your r.ew dBlice. ifyou change from aNationwide Premium Plan or (onnect Plan to another
plan, yOll will be billed the monthly charge for VZ Navigalor and Mobile Email, as applicable
(if you downloaded the applicatIons), until you Glncel these subscriptions from your device,

I Applieswhen sending and receiving (i) Text, Picture and Video Messages With Verizon Wireless

clOd non-Venzan Wireless customers in the United Stales; (ii) Text, Picture and Video Messages
sent ~ia email; (iUllnStilnt Messages; and (iv) Text Messages with customersofwirelm carriers
on paliicipatlng nelworks in Canada, Mexicoand Puerto Rico. International Text Mes5<1ging
is 20( per messagerecei~ed and 25( per recipient per messagesem. Premium Messaging
programs not included. ,~lessaging is avaiiable from within the National Enhanced Services Rate
and Coverage Area and i5 nol a~ai!ablethroijghout the Nationwide Rate and (overage Area.

i Nationwide Unlimited Anytime Minute Plans are not eligible for any monthly access discounts.

Friends &Family: Only calls from Nationwide (overage Area to anG from designated domestic
I~ndline 01 wireless numbers (<'xciuding DirectOfY Assistance, 900 numbers, rustomer's QWn
wireless or VoiceMaii access numbers, oraccess gate'Naysto and from other pro~iders' VOiCeor
data communIcations systems) inclUded; an qualifying lines on an account sh31ethesame Friends
&family numbers, up [0 account's eligibilil'j limits; My Verizon required to set up and manage
Friends& Family numbers. (overage ~aries by service and is not available everywhere..

verlzo nwlrE! less .com 13



Bing.com

Get free maps and local business
listings right on your phone when
you need them. QUickly find nearby
services. Local restaurants, movie
theaters, businesses and directions
to get there are at your fingertips
with Bing'"' for mobile.

P.a.yAs
25MBMonthly Use Example You G'd
@~£i~

@~\;(I/MB

Mobile Web
3.0MB 3.0 MB

(view approximately 100 pages)

VZ Navigator (initial download) 2.0MB 2.0MB

PAC-MAN by Namcogame a.3MB 0.3 MB

Tetris~game a,3MB 0.3 MB

Spanish Translator a.2MB 0.2MB

Three Ringtones a.6MB O.6MB

Total Megabytes
7.0MB 7.0MB

(rounded up to the nearest MB)

Estimated Cost $1393 '9~

'" {;,"*'"~ t.,,~ "".";l

~'"-''''"'''''

bIng
C=:=.....--:..:=JiS""""".,..,.,_WII
1'.;.;,"""":.......
~ll-'~.l''''"
p! M r m

Here's what you can do:
~Oownload the latest apps, games, Ringtones and more.

•Browse the web.

-Check email on the go.

Coming soon! Bank of America*
This app makes Mobile Banking from
Bank of America more convenient
than ever. Get one-touch access to the
Mobile Banking sign~in screen, and
use the locator feature to find ATMs
and banking centers right from your
phone - no address input required.

Data Packages

MomrHy I~hone-s PCf,MB

l\Jlow<1mJ','
Hdte After

Monthly Access AnOwanci'.;~

25MB '9" 50'

75MB $1999t 30'

Per-MB Rate

Fall 2009

Plus, access tons of cool apps like these:

Do more with data.
Download the world, Get emilil, the web, games, ilpp5 i:mQ move fol' youI' phone.

Data packages from Verizon Wireless open up aworld of
possibilities. You can get more done and have more fun with
your phone. Check your email, surf the web and download
apps, games, Ringtonesand more. No manerwhatyou want
to do, we've got adata package that fits your life.

Addltkiilallnfnnt"lEitiQO
1'0 find out· i,vhich piv:mes ft:ou:re i] d3tB f)i'{CKZl9c::,

Pi:lg2;~ Of visit v~rjzonwil'eless.<:orn/phofH~:$ The above examples are just estimates, based on approxirnatesize assumptions.
For fflOf0 !l1form"I'ItJri, p~eas€ vi$1t verizonwiteles$.com/data AClualfileslzesand user experienc€s will vary.



Data Features and Capabilities:

Mobile Email'
Receive emails right on your phone.

~Get alerts when new messages arrive and view picture
attachments.;!

~ Works with popular Internet-based email accounts, including
Yahoo! ~ Mail, AOL<II Mail, Gmail~ Windows live and Verizon.net.

"Available in English and Spanish."

-Text EMAIL to 2777 (APPS) to get Mobile Email. Email and Web for BlackBerry
Email and Web for· $martphone

$2999
Monthly Charge

-Unlimited email and web

'Feature added to
Nationwide Plans
(For Nationwide Plan Included fealures, see ~ge 12.)

Email and Web for BlackBerry
Email and Web for Smartphone
View email and surf the web on your BlackBerry device
or smartphone.

~Works with popular Internet-based email accounts, inclUding
Yahoo) MaiL AOl Mail, Gmail~ Windows live and Verizon.net

$5
Monthly Charge

(plus data charges)

Mobile Email
(For phones)

Mobile Web
TaKethe-lntetti€t Withyou wher-evetYO\Jg6~Sud ymJ( f?v01'lte
sites right onyour phone.

Get It Now/Media Center
Download the latest applications -like games, Rlngtones,
RingbackTones and wallpaper - at GetltNow/Media Center.

• Mobile Banking is notavailableWithaccounts in Washington and Idaho. Application is
available for BlackBerry devices wtth an Operating Sy,tem of4.2 or higher.

I May al,6 be available on other devices.
~ Mobile Emaliisavallableonlyin the National Enhanced Serviee5Coverage Area and the

Verizon Wireless Prepaid Rate and Coverage Area and only on select devices. Prepaid
subscribers will need to opt into Mobile Email every month, Theapplication will not
automatically renew. Not compatible with all Internet service provider service offerings.
Supports up to 10 email accounts. Send and receive plain texl emails, with attachment
indicator, only. Downloading the Mobile Email application witl require approxi­
mately 2MB ofdata. Application not available on all devices. Picture attachment
support Is available for .jP9, .9ffand.png. Pictures will be downsized to fit mobile device
display, Email services that offer aPOP- wIMAP-based connection are supported.

1Spanish and viewing ofattachments are available oniy on select devices.

CDMA Data Roaming

~Data sent or received In Canada is billed at sO.o02 per KB or
5205 per MB.

'Data sent or received in Mexico is billed at sO.005 per KB or
$512 per MB.

Required EqUipment
~CDMA BlackBerry device or select smartphones with
Verizon Wireless software required.

VZAppZone'"

Get more from your select BlackBerry device or smartphone
with VZAppZones~. Have your game, Ringtone and other
application purchases billed directly to your account.

Visit verizonwireless.com/vzappzone
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America's Largest and Most Reliable V
Making sure our more miln 80 million CI.lstomers st<W connected is a big job.
But we're up to the task.

We do whatever it takes.
On average, we invest about sl billion
every 60 days in network improvements
that provide our customers with even
better voice and data services.

We're always testing.
Real-life TestMen and Women drive
1 million miles ayear, making 3 million

voice-call attempts and more than
16 million data tests annually on our
network and other carriers' networks.

• : Nationwide Rate and
8.1 Coverage Area

II} Verizon Wireless
Prepaid Plans Rate
and Coverage Area

Dl PrepaId Roaming Rate
and Coverage Area

Canada Rate
and Coverage Area

II! Mexico Rate
and Coverage Area

o No Coverage Area

I Mexico

1.800.2 JOIN IN



America's Largest and Most Reliab

Fall 2009

Making sure our more than 80 rnillkl!1 customers stay connected is a big job.
But we're up to the task.

We do whatever it takes.
On average, we invest about slbHlion

every 60 days in network improvements
that provide our customers with even
better voice and data services.

We're always testing.
Real-life Test Men and Women drive
1 million miles a year, making 3 million
voice-call attempts and more than
16 million data tests annually on our
network and other carriers' networks.

Iii Nationwide Rate and
iii Coverage Area

• VerizonWireless
PrepaId Plans Rate
and Coverage Area

III Prepaid Roaming Rate
and Coverage Area

[II Canada Rate
and Coverage Area

!II Mexico Rate
and Coverage Area

D No Coverage Area

Mexico

M



Wireless Network Options
Enhance your plan with
options that suit your life.

[,
i

Rate & Coverage Area Map
Verizon Wireless Nationwide,
Nationwide Plus canada, Nationwide
Plus Mexico and Prepaid Plans

Important Map Information:
This map is not aguarante!! of toverage and may
contain areas with no servke. This map reflects a oepic­
tion of predicted and approximate wireless co~erage, The
coverage areas shown do no!guaran\el! service availability
and may include locations with limited or nocO\Ierage. Even
within acoverage area, there are many factors, including
network capaoty. your device. terrain, proximity to build­
ings. foliagear1d weather, thllt may impact availability and
quality of service. An all-digital device will not operate or be
able to make911 calls when digital service is notavallable.
The Natlonwide, Prepaid, Prepaid Roaming, Canada. and
Me~ico Rate and CO\lerageA,eas include networ\(s run by
other carrlers;some of the covl!fage depided is based on
their Informa\ion and public sources and we cannot ensure
its accuracy. Sre verlzonwlreless.com/covel'ilgelocator for
additional coverage Information.

See where your next call is coming
from with City 10.*
City ID is an enhanced Caller ID
application that automatically identifies
and displays the city and state for every
incoming and outgoing call. City ID is
preloaded on select devices and
includes more than 20,000 locations in
North America and 200 countries. Try it
free for 15 days, and then pay just '1 99

per month or an unlimited subscription
of $3499 per line.

Bring loved ones closer to you.
Verizon Wireless makes it easy to keep
in touch - even when family and friends
are on the other side of the country.
Add lines of service to your Family
SharePlan, and your loved ones can get
a phone with your local area code, so
you don't have to worry about
long-distance charges.

Get employee discounts.
You may be eligible for an employee
discount based on where you work.
Visit verizonwireless.com/getdiscount
for details.

Nationwide Messaging Plans
make calling easier for those with
special needs.
We have plans designed specifically for
our deaf or hard-of-hearing customers.
•Plans include Unlimited Messaging to
anyone on any network in the U.s.

-Rates start as low as $3499 monthly access.
Visit aboutus.vzw.com/accessibility

~ Not compatible when incoming calls Initiate Callef ID Block
and only available in Ii:nited areas and on specific devices.
Customers will be prompted to buy the City 10 application
aftellhe fifth incoming call and on day lS ofthefreetrlal.
Customers wllo purcllase the ~3419 option and then cancel
(ity 10 will not receive acredit for 'the feature unless they
contact (ustomerServiceand request acredit.

verlzonwlreless.com 11
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YOllr life doesn't stop at the border. Neither should yom wireless pian,

Get all the benefits ofthese plans, plus the cost savings and convenience of
Friends & Family. See page 10 for details. Friends &Family can be'used only
while in the US, with other U.s. phone numbers.

Nationwide Plus Canada &
Nationwide Plus Mexico Plans

Aclclitionallnformation
Anvtim(1Mintjr,:~', !'ilnht &VV~*"b2nd Mi(lmes '11")0' Ilz..>j-,Minure linn? z;te 1'01 LJ5f;' W,;1 hil!, '- "" ,;;<

lhe Ndtlonwlclc r'lus C:anad~io!-I~i'Jtionv"I()eP!us i'Ar')(i(_(j,HaK~;'lnd Cov,::';~~y: Ive,'lS,
3SiJpplicabie; Naliom:iI ~.:iobH02 TO Mobile Calling Mir'II}{$S arc; f()( don"1eqic C,)li" {rrm,
within tile NdlJr:lllwlde Ha\eSiiKJ 11oi;1rning illC;:Jnfj(h].outsi(:h~ (jj the
NationwidePhJ:iC;lt1BdJHiH0 ~1nd COV0fD:;W A(C~, i':. ftfpcr fflirtute, Forinduded
feattu;es~seepage 12. ForAddltianaf P'liln lnformatkm j see page 44. FCll' mor€'
~trta1l5Ise:ethe:rnap on pages lt5-...17 and theAmpOl't(i:!nt h"iformatiOI1·-and
Additll:.l'i'Ull<;overa:ge,Mapsection hi the bad( of this brochure.

Nationwide Plus Canada Plans
• Unlimited National Mobile to Mobile Calling Minutes while in the U.s.
(including Puerto Rico)

.. Unlimited Long Distance to the U.s. (including Puerto Rico) and Canada
(airtime charges apply)

• 1000 Night &Weekend Minutes in the U.5.and Canada

~. Mobile Web*

Nationwide Plus Mexicot Plans
.. Unlimited National Mobile to Mobile Calling Minutes while in the U.s.

(including Puerto Rico)

.. Unlimited Long Distance to the U.s. (including Puerto Rico) and Mexico
(airtime charges apply)

•. 1000 Night &Weekend Minutes in the U.s. and Mexico

"MobileWeb*

"Data package of~jlllr higher, llr Natillnwide Premium or Connect Plan, required fur Enhanced Multimedia phones.
All Windows Moblle. Palm and BlackBerry smartphones lequire adata feature ofl29"'or higher, or adata plan. Oatil sent
or received in Canada is billed at IO.OOl/KB or 12011MB. Data sent or received in Mexico is billed at IO.005fKB or $SIl/MB.

IPlan requires Internatillnal Dialing (I-Diall capability on Ylluraccount which is subject to aminimum payment history.
Vertzon Wireless will terminateyour service for good cause if less than half ofyour voice calls over three consecutive billing
cycles are from within the Nationwide Rate and Coverage Area.

~Unlimiled Moblleto MobiieCalling does not apply while in Canada or Mexico.



Nationwide Plus C;anada is,
N!ltiqnwide PiusMeXlco5it1g!e-LlIl~

Nationwide Plus Canada Monthly Access 59999

20'

20'

6000

6000

,.;/-

20'

25'

verlzonwiraless.com 19

4000

4000

25'

25'

3000

2000

1000

1000

Unlimitedll

$,ggtMB
(or per data patkage)

Unlimited'"

$lg9/MB
{or per data package}

Add a line 5999

35'

35'

2100

1350

40'

40'

900

1400

45'

700

45'

450

$8999

Data Sent or Received*

Monthly Access Per Additional Line (Up to 3)

Per-Minute Rate After Allowance

Shared National Mobile to Mobile
Calling Minutes

Data Sent or Received*

NOf{)a-mlng cha:rgi:S!rl the U,S. .or long-distance, in U.S. and Cat'lada onNatJonwkh: Plus COi1~da Pl.ms;
no rOiJmlngof long~dlstance co*,rges in the U,S.and Mexko 01' NationwIde Plus Mel:ko Plans,

Shared Night& Weekend Minutes
Wghl hours: (,\\j)n"fr~ 9:01 p.m...5:55 a,m
VI'eektnd hours; (Sill-SUO) lLi'lOam.- "I1:S~?-rn.

Shared Monthly Anytime Minutes

Per-Minute Rate After Allowance

National Mobile to Mobile Calling Minutes

Nationwide Plus Canada Monthly Access
for nrstlwo lines

Nationwide Plus Mexico Monthly Access
forflrs.ttwo ltne.'S

Monthly Anytime Minutes

No fOaming d'lilfges 1n the.U,S, or _long-d1stat~-ee In U.$. and Ci'lnf)d~on NatjonwldePlu~ 'canada?bns:
ho r031t'lihgor long-distanCecnurgcs.in th® U.S,i1ndMex].:;o 01) ftJationwide PlIJ:> Mexico Plan:;,

Night & Weekend Minutes
t~ghthClJrs: (P.lIJ!1 .•F:i) 9:01 p.m.--·5:$9 aII'.
Weekend ncUI;; ~t5',;f1) 12:00 o.IT'.-l1:59 p,rn

Nationwide Plus Mexico Monthly Access

Nlttlonwidec .

N!ltlonwitle
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Nationwide 65 Plus Plans
With VeriZQii Wireless, you can keep it simple.

~Unlimn:ed National Moblle to Mobile Calling Minutes

* Available to customers 65 or older

-MobileWeb*

Samsung Knack'" (Whilesupplieslast)

The Samsung Knack Is easy to use, with large,
readable keys. Just press one button to speed­
dial the numbers you call most. And it's simple
to set up the In Case of Emergency (ICE) key
with your top emergency contacts, It also

comes with an easY'charging desktop cradle.

Features
• Speakerphone

" Easy~to-read menu with large lettering

Capabilitiesll

·Text Messaging

'.Does not app~ to service.

Monthly Access

Monthly Anytime Minutes

Shared Monthly Anytime Minutes

200

450

• Data package of\9~ Or higher, or Nationwide Premium
or (o~ne(! Plan, rrq~ired forEnhaoced Multimedia phones.
An Windows Mobile, Palm and BiackBerl)l smartphones
require adata feature ofl29"or l\!gher, or adm p,ia~.

I Two lines maximum.
! Additional charges may apply when using certain capabllilies.

Knack is atrademark of Veriron Wireless.

Phones subject toavailabiHty. Seiection mayvary.

Night & Weekend Minutes
Nighthour>: (Mon-Fril 9:Oi p.m.-5:59a.m.
Weekend hours: (Sat-Sun) 12:00a.m.-l1:59 p.m.

Shared Night & Weekend Minutes
Night hour>: (Mon-Fri) 9:01 p.m.-S:59m.
Weekend hours: (Sat-Sun) 12:00 il.m.-l1:59 p,m.

National Mobile to Mobile
Calling Minutes

Per-Minute Rate After Allowance

Data Sent or Received"

500

1000

Unlimited

45'
$l9'JjMB

(01 per data packagel



Send a picture, text a note or get anil111lted with character messages, It's yom ~hok:e,

verizonwlreless.com 2'1

1M from your device.
With Mobile 1M.' have full 1M

conversations on AIM"', Yahoo! and
'Mndows Live Messenger"" just like on
your Pc. The application is preloaded
on most devices and is now available
on select BlackBerry devices and
smartphones. Standard messaging rates
apply. verlzonwireJess.com/lM

Store your pictures.
Save up to 75 pictures free of charge or
get unlimited storage for pictures and
videos for only $1 99 per month.

-Order prints - and gifts l'ike mugs,
albums and postcards - and have them
delivered or pick them up.

"Customize pictures with Fun Effects.

verizonwireless.com/picture

Stay informed.
Receive fast, timely and automatic alerts,.J
including AMBER alerts, sports scores and
weather. verizonwireless.com/alerts

Make your
messages move.
Send cool animated character messages
with Animated Messaging} Just choose
a character and the text you want it
to say and send your message to any
email address or Verizon Wireless mobile
phone number.
verizonwireless.com/
animatedmessaging

$10' Monthly UnlirnitedMoblle to + 500
Charge - Mobile MessagIng Addltlonal Messagesll.

$15 Monthly lJnHrnlted Mobile to + 1500
Charge Mobile Messaging Additional Messagesll

~".". ,;~., ..

$20 Monthly Unlimited Mobile to
.,

5000
Charge - MobUe Messaging + Additional Messagesll.

!Always applies when sending and receiving Instaht Messages. Also applies when sending Text Alerts and Text, Picture and
Video Messages: (i) with non-Verizon Wireless customers in the United States and on participating networks in Canada,
Mexicoand Puerto Rico; and (ii) via email. Premium Messaging programs not induded. Overage Rate is 10' per message sent
~~~~.r~~I?,_I,e ..~,~),,?~.!~eiVed for Te.xt/PictureNideo Me5~es.

Unlimtted Mobile to Mobile Messaging with other VerizOfl Wireless customers from within the National Enhanced Services and
Extended National Enhanced Services Rateand Coverage Areas. Text, Picture and Video Messaging is not available throughout
the Nationwide Rate and Coverage Area, Instant Messages are not included as Mobrle to Mobl1e Messages in any Unlimited
Mobile to Mobile Messaging plan.

Connect your way.
Text, Picture and Video Messaging is a fast and easy way to stay connected.

•Snap and send pictures.

•Shoot/send up to 60 seconds ofvideo.

~ Use the driver-friendly message reply with Voice Message to record up to
60 seconds of your voice to respond to calls you receive on the road.*

• 20cper text message sent (per recipient) or received (including Canada, Mexico
and Puerto Rico).

~ 25' per picture and Video message sent (per recipient) or received (including
Canada, Mexico and Puerto Rico).

~. Basic Messagingt is only a$5 monthly charge for 250 messages.

verizonwireless.com/messaging

Addltlonallnformatlon
For cdclitJdn21i'det-alls,se2 tht: Irnponal1tinfqfln~tibt.i (jiid-Additl91'laIC6VefZlOE Map
senion in

*Users can also send avoice message by creating asound within aPicture Message; Pictule Message rates apply.
t Premium Messaging programs and Mobile to Mobile Messaging not included. Overage Rate is 10' per message sent (per recipient) or received for Text/Picture!Video Messages.
.fStandard messaging fates apply. Additional premium rates apply to picture alerts (whichyouwill be required to accept before enrolling).
1Message charges will be billed to recipients. There 15 no charge to send an animated message through verizonwireless.com/animatedmessaging; however, airtime or data usage will apply when
sending animated messages through Mobile Web on your device.

Someshortcodescarry premium charges, which you'll reprompted to accept before subscribing and sending. Opt out oia program by texting "stop» 10 the code.
Additional charges apply for international messages.

I



20'
per text
message

Prepaid
Basic

25'
per minute

Unlimited Messaging'
to anyone on any network in the U.s.

Unlimited Mobile to 250
- Mobile Messaging + Additional Messages'

with more than 80 million Verizon Wireless customers

Per
Month

Veri:ZQoWireless Prepaid Prepaid Prepaid
Vnliluited

Pr""j';1~idPlaI1$ Talk Plus Core

Daily Access (O'llyondaysused) 5399 $199 99'

Mobile to Mobile Calling Unlimited Unlimited Unlimited
{With Verizon Wireiess customers)

Night & Weekend Minutes Unlimited Unlimited 10'
(Per-minute)

Each Additional Minute Unlimited 5' 10'
(forall other call~

Text Messaging Rates l' 5' 10'
[Per message sent (per recipient) and received)

$10 Per
Month

Just pay on the days YOLl use it.

Messaging Bundles
Unlimited Tel<t, Picture & Video Messages

Fall 2009

•Expanded coverage area. See the map on pages 16-·17 for details.

;. Variety of plans available to fit your lifestyle and budget.

•Unlimited Nights and Weekends are included in the PrepaId Plus Plan.

•No long~term contracts, deposits or credit checks.

., Additional and Unlimited Messagl'sapplywhen sending and receiving: (i) instant Mmages, Text Alerts, and Picture and Video Messaging Portal Messages; (ii) Messages With non-Veri2on Wireless
customers in the United Stales or participating neTW{lr~S in (anada, Mexico and Puerto Riro;or (iiI) via email. Uniimited ~,agesa~o include Imbilc to MobileMessages wah Verlzon Wireless
(usTomers. ~or Additional Messages,ove/age Messaging ratesdefauit to those of your Plan. Premium Messcging progrol;nsand Intewational Messaging nol induded

Unlimited (alling, Mobile to Mobile eamng/Messaglng with Verilon Wirele>s Customers, Night Minutes, Weekend Minutes and Each Additional Minute rates are for domestk calls/messages from
within i~e Verizoil Wireless Prepaid RateandCoverage Area. NightMinutes are from 9:01 p.m. til S:5g a.m. Weekend Millutesarefrom 12:00 a.m. ~turddyto 11:59 p.m. Sunday. Messaging Rates
are per message senl (per redpien~ otreceivedfrom within the U.s. tothe liS., Canada, Mexico and PueriO Rico. Activation fee up tollS may apply. Once activated, account balancewili expIre
based on initial payme",o! in60days, whichever is longer. Domestic long Distance inclu~ed. OomesticRoamln? Per-Minute Rate is 20r.DeHiled Billing and Premium Voice Mail all' not~vailabte
on Verilon Wireless Prepaid Pians. Payment expiraiions ollce applied til the a(count: $15->29" for 30 days; $30- 74il for 90 days; 175-SS19~ for i8C days; il00 or more for 365 days.



tWhen outsioeth~ V~rizon Wireless Prepaid Rate ario Coverage Area, 411 S~arch rates, automatic connection and enhanced services may vary.
~ LOCillions and ratessobject te change without notice. Unlimited Caillng and ·MesS<lging Bundles, and Night.- Weekend and Mobile to Mobl1e Minutes do not apply to Internationa IServices. Data
services and features not available when Roaming, International Roaming coverage only available on participating tletworksand Is not guafimteed, (ailing and MesHglng !osome 10Ciltions may
not be available at all times. For details on International Services, as well as the lalest available locations and rales, visit verlzonwireless.com/prepaid

~ Additkmal charges apply.
1 Voice Mail is required for use of Ringback Tones.
I Verlzon Wireless Prepaid customers are not eligible for VCAST Music with Rhapsody" monthly subscription service, but they can sign up with acredit card on rhapsody.com and sync musk: to their
sobscription-cilpable device or subscription-capable MP3 player.

VZ Navigator

VCAST Music with Rhapsody·

Get cool optional services
on all Prepaid Plans:
Page 15 Mobile Email $699 for 30 days

of service.

Page-32 Ringtones;J Ringback Tones1

and MP3s

P~ge,,$3 VCAST Music with
Rhapsody"'"

Page 36 VZ Navigator Just $299 per day
(24-hour period).

Page,37 Mobile Web Surfthe Internet
for 99( per day (24w hour period).

Page 39 Games'"

International Services
Pay as you go - no matter where you go:

International Voice Callingt.

Each Additional Minute rate, plus the
following surcharges:
•Puerto Rico: no extra charge.
-Mexico: lOe per minute to landline
numbers; 29( per minute to wireless
numbers.

·2ge per minute to Canada, Guam,
Saipan and the U.s. Virgin Islands.

.$1 49 per minute to other available
locations.

International Text Messagingll

2Se per message sent (per recipient)
or as low as le per message received,
depending on your Plan.

International Roamlng-
Voice Calling II

-69cper minute from Canada, Puerto
Rico and the U.s. Virgin Islands.

•gge per minute from Mexico.
~'l99 per minute from Bermuda.

International Roaming -

Text Messaging'"
*50cper message-sent (per recipient).
-.S( per message received.

Prepaid Plans include the
following features:
Unlimited Mobile to Mobile Calling

Connect with more than 80 million
Verizon Wireless customers on the
Prepaid Unlimited Talk, Plus and
Core Plans.

Picture, Video and Voice Messaging
2St per message sent (per recipient)

or received, including Canada, Mexico
and Puerto Rico.

Domestic Roaming

20c per minute.

411Searcht

Just 51 49 per call, plus airtime. For more
information, please see page 12.

No airtime or data charges apply

MeUlilige your lilCrcOunt
on your phone:
My Verizon lets you view your account
balance, make a payment, find a
payment location, sign up for Auto

Pa~6__ manaQe your features and more.

Additional !nfurm~tion
F;)r 1110re de-tail5;se;e the map on t>.ages16·-1f2r:ncl the irflpon:;;mi Infoffflmiot1
and AddItional Covl;r~,geMap sel,'tjof'l in thG tmckohhis brochure,



5GB
(5120MB)

5'

Need amobile (onflection
very frequently for:

<Checking emallwith
attachments

'Heavyweb browsing

4MB

3MB

SOOKB

Approximate Size

300KB'

70KB

3KB

'~h",pi:9(d;:EJ{pr~qn'd,USRModem;
:'lJltelU9,ifuiMobMt-lotsPOl,. __ --.

oroot/lb(lok/iietooOkv.ol-ih MC!l:iil~~~#bandS~ullHii

250MB

Need amobile(oonectloo
7-8 hours amOflth for:

'Checkif1j email

•Ugh! web browsing

10'

Low Resolution Digital Photo

PowerPoint Presentation
(2<1pageswith text andl~ht graphl(S)

VCAST Music with Rhapsodylll>
PC Download (3-minutesong)

PerwMB Rate After Allowance

Monthly Access

Typical Web Page Lookup

Activity Type

Email
(l text pa~ewithouta.ltachmems)

Word Document
(\A/lth Stext pages)

Monthly Allowance

Which plan is rig ht for you?

With \!erizon Wireless Mobile Broadband, you can work or play in mQre places
than ever before.

-Complement your home Internet connection with Mobile Broadband and stay in touch With your life when you're on the go.

"Check email,send instant messages, download music and videos, or interact with friends on MySpace-ali on America's l.argest
3G Network, covering more than 90% of the US. population.

•Typical download speeds are 600 Kbps to 1.4 Mbps. Upload speeds average SOD to 800 Kbps:~t

-When in Mobile-Broadband markets that do not yet have EV-OO Rev. A, you can expect
download speeds of400 to 700 Kbps and upload speeds of 60 to 80 Kbps.'

Visit verlzonwireless.com/broadband and verizonwireless.com/broadbandcoverage

Fall 2009

Please note: 1024 KB = 1MB;1024 MB = 1GB
6The above examples are just estimates, based on appro~lmate sile assumptions. Actual file sizes and um e~perier.ce; will vary
~Graphically intense pages or pages with video can exceed 3MB.



AD 3700 USBMo.i'.P.tt'
(GlobaIAccess-capable)

~Take your laptop virtually anywhere with one of our modem
deVices. Choose from Mobile Broadband PC Cards, USB
Modems, ExpressCards or notebooks/netbooks with Mobile
Broadband Built-In.

·With the Verizon Wireless MiFil'M 2200 Intelligent Mobile
Hotspot, you can connect up to five Wi~Fi-enabled devices
through one convenient Mobile Broadband deVice

Included features

Get connected - with ease.

USing Intelligent Mobile HotSpOI, you mUS1 connect with the Inc!uded USB cab;le to {heck your
usage in VZA<eess Manacer.

5Not available in .~Oi1"le areas. Text Messaging is 20< per message Sl'nl (per recipient} or received
(inclUding messages to and from wireless customers If) Canada, Mexico and Puerto Rico}. Inter­
national TM Messaging Is20! per message received and 2S! per recipient per message sent.
for PC Card, ExpressCard, USB Modem, lm:eliigent Mobile HotSPOl and Mobrle Broadband
BtIilt-ln notl.'bcokinetbook devices, ifyou don't utilize VlA(cess Manager (or an SMS-capable
connection manager) you will be billed for text messagmhat are sent to yl)u, but you wili not
he abletoreceivethem. When using IntefllgelltMobile Hotspot, you mustbeconnecled via the
provided USB Glble to re<eive text messages; ifyou are connected via Wi-H, you will be biUed
for text messa1Jes that are sent to you, buryou wil! not recei~'C them. Text Messagir.g Block is
ava!lable upon request.

verlzonwireless.com 25

Expanded broadband
GlobalAccess lets you take your laptop more places than ever
with expanded Mobile Broadband service abroad Get access
to Internet, email, intranet and applications through global
wireless networks in more than 180 destinations, over 50 with
3G speed. See verizonwireless.com/goglobal for pricing.

Mobile Broadband Plans include Text Messaging5 and New Every
Two. Digital service and specific equipment may be reqUired.

Additional fnfoi"fnation
For rnotC derails iibout tvHF!, lieepaf:je 9. For Additional Pli;ill

!nfnnnptiQn, see pr;.~e-44,

Not ready for a monthly commitment?
No problem.

You can checkyouf approximate unbilled monthly data usage for
your Mobile Broadband device through the following options:'

•VZAccess'" Manager NUsage" button4

"MyVerizon or My Business Account

"Have your Mobile Broadband device wireless number
available and call 1.800.922.0204.

At Verizon Wireless, we know a lot can happen in aday.
But you can stay on top of it all- without a monthly
commitment - with DAYPASS.1 For one low price, you get a
24~hour session2 of high-speed Internet access. It's the same
coverage and speed you expect from Verizon Wireless - minus
the commitment. For pricing and additional details, visit
verizonwireless.com/daypass

\

How can I check data usage for my
Mobile Broadband device?

Data Roaming
•D<!la csage wilhin the Canada Rate and (overage Area will be blJled at \(J.OO2lK8 Dr Il'll1MB.
'~la usage within the Mexico Rate and Coverage Area wl11 be billed at \1005/KB or:-S \.lIMB.
'In the Aruba, Bermuda, Cayman Islands. (111na, Dominican Republic, Guam, India, ~rael, JamaiCa,
Salpan and SoLJth Korea Enhanced Services Rate and Coverage Areas, usage will be billed at arate
ofSO-02IKB or 12ifl/MR

-You must add I-Dial toyoU! accoontto roam In many destinatklI1s. Toadd I-Dial lovour account,
and fur more infurmatiOll 01)Wireless Data Roaming in Arubo, B€rmuda, Canada, the Cayman rslands,
China, the Dominican Republic, Guam, India, Israel, Jamaica, MexiCO, Salpan and South Krlrea, call
1:800.922.0204 or visit verizonwireless.com/naroamlng

'Only the Caf\ildo Broadband Il'.ate ara Coverage Area SlJpports E\'..I)().

.. Speeds require an EV-DORev. A-capabledevice. When USing an EV-DO device that is nOl
Rev. A-capable or traveling in the Enended BrClttdband SCf'liCeS Rate and Cov.erage Arca, you
clln expect download speeds of400-700 Kbps and upload speeds of60-80 Kbps.

j Mobile Broadband speed claims based on our network tests with 5MB F1P data files, withoul
compression, VZAccess Managelwill indicate when you're in an EV-DO Rev. Acoverag€ area.

1OAYPASS usage lsnot available onany PC Cards. Only avaiJableon txpr€ssCards, USB mndems,
Intelligent Mobile Hotspotsand Mobile Broadband Bu!IHn on select notebooks.

124consecutive hours of Mobile Broadband service.
JTherewill be atime lag between the end ofadata session and the point al which the usage
wll! appear on any ofthese tools.

'Customers must download the most recent version oiVZAcc€ss 1\1anager from vzam.net for
thimpability. For Windows, version6.7 orh\gher. For Mac OS X, version 4.00r highe:. When
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Save time.
Switch phones - instantly.
Lost your phone and can't make it to aVerizon Wireless store right now? Easily activate
anold phone and don't miss a call. lost, stolen or damaged phone? Ifyou have
Equipment Protection, place a claim online through MyServices> My Phone and your
device will be shipped via overnight delivery.

Transfer your contacts in no time.
Don't lose your contacts. When you register for My Verizon as the Account Owner,
we'll waive the monthly charge for Backup Assistant* (a $1 9

'1 per month value, for each
line on your account). See page 41 for more details.

NewlMove your media.
When you switch to anew phone, there's no need to spend hours getting back your
favorite Ringtones, applications and games. My Media Retrieval helps you do it all online,
in minutes. Log on to MyVerizon and select MySelVices >My Media to get started.t

Set some boundaries.
Be sure your kids can access only what you want them to. With Verizon Safeguards
available at My Verizon, it's a snap to set up content filters and usage controls, and
block unwanted calls, messages and Internet spam.

Find reviews you can use.
Shopping for phones? Don't bother scouring the web for equipment reviews.
See how customers like you rate our phones, and leave feedback of your own.

Join Verizon Community Forums.
It's the place where users help other users. Get answers to your questions,
tell your stories, exchange tips and more. Start (earning and sharing today.

I

Fall 2009

It's your time and your mOrH?jI, Manage your account however and whenever you want.

Watching the clock - and your budget - isn't always easy.
My Verizon can help you save time and money.

( Manage your accounto;lhe go ~~Orfre:.--··--·
, Can't get to a computer? Get account info fIght on your phone

with MyVerlzon Handset. Key functions include:

-Check Balance and Usage (minutes, messaging and data)
•Make Payments and ReView Last Five Payments
·Vlew Current Plan
•Add or Delete Features
•Manage your Friends & Family numbers

To get MyVerizon Handset/' go to: Menu> Settings 8; Tools>
. My Verizon. (Some handsets may display MyAccount.)
\ Directions may vary for ~.laCkBerry, ~martPhones and ~ther devices.
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Save money.
Pickyour Friends & Family.
Now's the perfect time to visit MyVerizon. Manage Friends & Family online, set and
change your numbers whenever you want, and get unlimited calling to the people
you call most. Anywhere in America. Anytime, Please see page 10 for more details.

Manage your minutes.

MyVerizon makes it easy to avoid overage fees. With Minute Check," find out if you're
using more minutes than your Plan includes. Ifyou are, save money by changing to
another plan, now or later. You can change your Plan without extending your contract
and you can even backdate the change to the beginning ofyout bill cycle.

Get a new phone for less.
With Annual Upgrade, sign up for a two-year agreement on a plan of at least '4999 and
you can buy a new phone at its promotional price every year with a!Wo-year renewal
(upgrade feemay apply). Or log in, click on MyServices> My Phone and see when you'll
be eligible for the New Every Two discount. You only have to fulfil120 months of your
24-month term to take advantage ofNew Every Two.

Pay bills your way_
View or print your bills anytime. Go green and set up Paperless Billing. Make one~time

payments, or use Auto Pay and never worry again about missing apayment.

Track referral rewards.

Introduce us to your friends and you'll both get rewarded.

Register now at
verizonwireless.com/myverizon

verizonwlreless.com 27

Get a$25 Verizon Wireless Rewards Visa" Debit Card' just for
referring new customers to America's Largest and Most Reiiable
Wireless Network, Visit verizonwireless.com/myverizon
for details. Umit 5peryear.

•

*Subjecttospecific terms ofuse. Results tn<ly vary based on backup schedule and other factors.
,Available to consumer customers on~ with Get If NOw/Media Cemer-capable devices who are enrolled In My Verizon. Standard content charges will apply

for ail downloads, unless you are retrieving eligible conlent to acertifled like··nEw rE~acemef1t device through My Media Retrieval. Airtime or megabyte
charges, as applicable, ap~yfor all down!oods. Does not apply to business custo~rs, federal/state government (IlStomers, national account customers, or
PDA andsrnartphone users.

6There are no airtime ordata chargesfor using these services From the National Fnhanccd Services Rate and Coverage Area
>/Seeverizonwireless.com/myverlzon for details. MinUte Check is available for accounts with up to 101ines that are enrolled in My Verlzon.
,Cards are issued by Ckibank, N.A., pursuant to alicert5C from Visa U.s.fI., Inc., and managed by Cltl Prepaid Services. Cards will not have cash access and can
be used everywhere Visa Debl! GJrds are accepted.
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Verizon Wireless keeps you connected arol.md the corner
and around the world,

Lots of locations
The world is calling. Answer it. With Verizon Wireless, you can
caU and text in more than 200 destinations. Plus, with more
data coverage than ever before, you can email and browse
the World Wide Web - around the whole wide world. So
before you travel the globe, for business or pleasure, switch
to Verizon Wireless, America's Largest Wireless Network.
Visit verizonwireless.com/goglobal for details.

One phone
You'll love the convenience of one phone with voice and
data services at home and abroad. Choose from avariety of
Dual Band and Quad Band GSM and UMTS-eapable phones,
including BlackBerry devices.

Find your way
Don't get lost trying t6 find the must-see sights on your
itinerary. The GPS technology ofVZ Navigator"" Global* will
gUide you where you need togo in destinations around the
world. See page 36 for more details.

For more information on phones, see pages 2-7.
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Voice rates as low as 69t
per minute

For acomplete Jist ofdestinations and rates, visit verizonwireless,com/goglobal

from the U.S.:

International Dialing should be added to accoum prior to calling
or roaming inlernationally. Selection rn~y vary, Phone) subject
loavailabmty.ln orderforyour 910b~1 pnone to worK while
lraveling in GSWUM1S destinations, you mUSI have aSIM card
and you musl have global capabilitie5 on your account.

Glob<ll Serv,f(es rCQuirecredltapprov<3.i.

*Avaliable on select global-capable devices.
t Service may be restricted wirhout notice. CoverJge limilalions
and maps available al verizonwireless.com/go9lobal

~ In addition tothe pay-per-message rail'S, global data
roaming ralcs also appl1: Canada:- !O.002/KB or>2I1>!MB;
MeXICO - sO.005/KB or '511/MB;ali otherdes~natlons·­
lQ.01IKB or>20~!IMB. Seethe Business brochure formore
details on global data fOaming charges.

~(enain restriClions apply.
,Data <1vailab:lily in morelh<3n 180 i1ternalional destinations
with aGSM Quad BandiUMTS oevice.

Out$idllithe U.S.:
Global Phone offers the convenience of reliable, consistent
voice service at home and abroad, so you can stay in touch as
you travel the globe.t Check out the benefits:

•One phone, with voice coverage in more than 220
destinations around the world.

~One number, no matter where you are.

-One bill, for both domestic and international calls.

Global Value Plan
Get discounted rates in more than 150 destinations for just
5499 per line per month.

Messaging around the world
No time to call? No worries. You can send text messages
while traveling the world. Rates are 5(f per message sent
(per recipient) and 5~ per message received. Picture and video
messagingil is 50' per message per recipient to send and 25~

per message to receive, plus global data roaming charges.

Start cruising
With our Cruise Ship Service, you can call loved ones from
lnternationai waters while on 17 major cruise lines, including
Carnivalll>, Disney and Royal C3ribbeanll>, for ~249 per minute.

1.800.2 JOIN IN

Get a global phone,
BlackBerry device or
modem device for
wireless service in
the U.S. and in more
than 220 destinations
worldwide,'

1.800.711.8300

With-an Enhanced
i:,;lQ"ba1 #hQ:n~

Use our Global Travel
Program foroccasional
travel abroad in most
overseas locations,
Wireless vo1ce- and
data-capable devices
are available.

~~---.-

1.800.922.0204

Use your phone
in more than 40
popular destinations
worldwide, including
Canada, China,
India, Brazil, the
Dominican Republic
and the Bahamas,
while roaming,

SIgn Up

How It
Works

Cost

Here's how it works:

How to go global:

0'''- '!I<

!I
~ You getthe best!

~ t~ Global Traveler readers gave us the
is'f$OA'I''~ magazine's GHested Award, the most

~~W~~lo~~?~ryl#IiI}Il~Yl!llt\~. YJ~ght--a[t:e1 recQgQitiotl \'l.{ ,'txcd\l;:flCe in
VERlZON:WlltELES,S:bUSf)'TeS5 tr"vEi/

SsalmfCI!Itsai:UzM Yuar .', Q -,

It's easy to keep connected. You can use your own phone
to call anywhere in the world. (You may need to activate
international dialing capability.) International long-distance
fates start at 49~ per minute, plus airtime.

International Long-Distance Value Plan
jfyou've got friends in faraway places, stay in touch for less. For
$399 monthly access, you'll get Tates as low as 6c per minute,
plus airtime, for calls from your Home Rate and Coverage Area.

International Messaging
Send text messages to family and friends in more than 120
destinations for just 2St per recipient or receive amessage for
2~. Picture and video messaging to select destinations is 50'
per message per recipient to send or 25~ per message to receive.
Visit verizonwireless.com/internationalmessaging
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Materials Available at Cricket
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WHAT ARE CRiCKET
BROADBAND SPEEDS?

HOW DOES CRICKET
BROADBAND WORK?
IT'S AS EASY AS PLUG IN. CLICK. CONNECT.
Cricket Broadband's state-of-the-art modems are
affordable, pocket-size devices that easily plug into
any USB port on your computer. You'll get to the same
Internet you would through any cable modem or DSl.
But, Cricket Broadband gives you a huge advantage
- you're completely wireless and 100% mobile so you
can access the Internet wherever you might be around
town. You'll never be tied to anyone location or waste
time searching for a Wi-Fi hotspot.

• Cricket Broadband coverage area

CRICKET BROADBAND IS FAST. It's nearly 10 times
faster than dia~up. Download speeds are typically 400
to 700 kilobits per second (kbps) and upload speeds
are typically 100 to 200 kbps. Simply said, it's fast.

•

NO OVERAGES
• • '•••• "0 •.•..•••••••••'." ••• ,; "', ,',

NO SIGNED
CONTRACTS

UNLIMITED WIRELESS
INTERNET ACCESS

SURF 24/7 WITH
CRICKET BROADBAND

WHAT IS CRiCKET BROADBAND?
CRICKET BROADBAND IS HIGH-SPEED, WIRELESS,
INTERNET ACCESS THAT CONNECTS YOU TO THE
HIGH-SPEED LIFE. It's fast, reliable, and gets you
online wherever you are. Shop from home. Check your
emails from your. favorite restaurant. Download music
at the park. Or surf the web anywhere you happen to
go around town. And because Cricket Broadband is
wireless and 100% mobile, you won't be tied down by
cable modems or DSl. Use Cricket Broadband 24n
in hundreds of Cricket Broadband covered
cities and towns.

Visit www.mycricket.com/bl.oadband or one of
our stores for detailed coverage-area maps.

.................... , - -.~ " .



WILL. CRICKET BROADBAND
WORK ON MY COMPUTER?
CRICKET BROADBAND WORKS WITH DESKTOP AND
LAPTOP COMPUTERS. If you have a computer with a
standard USB port, then it'll work. Cricket Broadband's
advanced modems work with both PC & Mac computers
and are compatible with Windows 2000®, Windows XP$,
Windows Vista® (32 and 64 bit) and Mac OS® 10.3.9 or
higher.' So you can use Cricket Broadband to surf the
Internet whenever you want, wherever you go.

*Devlce: Features and compatibll1ty will vary by device.

I.S CRICK!;T I3ROADBAND
RI;All,;Y ONLY $40/MONTH?
YES - ONLY $4oIMONTH. You get unlimited Internet
access 2417. And unlike SOme of our competitors,
Cricket Broadband has no overage fees and no signed
contracts. So you can shop, surf, get news, sports
scores, check email and more without ever having to
worry about your bill. IT'S ALWAYS THE SAME ONE
LOW, FLAT, MONTHLY RATE.

HOW DO , PAY FOR MY
CRICKET BROAD8AND
INTERNET SERVICE?

Not only is Cricket Broadband affordable,
we even make it easy to pay your
monthly blll, giving you many options,

Credit or debit card......... , , ".,.,.
Automatic bill pay. ., .
Calil-BOO-CRICKET
• ... ,- ,_, ., ..... , ., ••.•.•••••.•.• ,-. t-,. ,.-••• ; .......

Mall...-. ,- -. ,-,.-.. ,,- ,-. ,-, :..

Check or money order







Add features to your plan
starting at $2 p~r month.

r'ingbac1< ton"5.....,....,......".,.$5
unlimited
video doWnloads , ,.,,$5

rnybackup " , ,$2
phone l~rbteCtlOn , ,.. ,.. ",,$5

unlimited global texl............$5
north america
long distance ,,,..,.,,.,,,,..........$5, $15, $25
me:xlco mobile
iong distance $10. $30, $35

premium
extended coverage , ,$5
nationwide roaming ." $5; $10, $15

unlimited 411 $2
uniirnlt"c1
mobile web ,., $5
call forwarding $5
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paygo

e
UNLIMITED
PAY AS YOU GO
only pay for the days
you use your phone



When Cricket PAYGo says unlimited, we mean it.
We don't limit your "unlimited" calling to nights and
weekends or people on the same network. With
us, you're UNLIMITED 24f7! And the best part, it's
all for a low, flat daiiy price. So stop worrying about
minutes and start actually using your phone.

There are pienty of ways to top-up.
Use the one that's right for you.

Diai 'PAY ('729) from your Cricket PAYGo
phone to redeem pre-purchased PINs/cards or
conveniently pay with your credit or debit card

Purchase Cricket PAYGo top-up cards at thousands
of retail partner locations

('", 39¢/mln 39¢fmln 39¢/min................, " , ~ ..

1i~ <,r "",_"'i+: i N/A UNLIMITED UNLIMITED
........................................................., ;.. ,., .., , ..,

Visit any Cricket Authorized Dealer or payment location

And if your account starts to run low, we'll
remind you to top-up so your UNLIMITED 24n
service isn't interrupted.

Use your UNLIMiTED 24n Cricket PAYGo service in
over 60 Cricket coverage areas across the US. Expand
your unlimited coverage to more than 4600 cities and
towns by choosing one of our plans with premium
extended coverage.

If you travel outside of your unlimited coverage area,
roaming is avaiiable in all Cricket PAYGo plans for a
low per minute charge.

UNLIMITED UNLIMITEDN/A

10¢{mln UNllMITED UNLIMITED

UNLIMITED UNLIMITED UNLIMITED1"c:iJ

MESSAGING

VOICE CALLS

When you activate your phone you will choose
between the $1, $2, and $3 daiiy rate plans. You
are free to switch your rate plan at any time.

N/A UNLIMITED UNLIMITED

/1 t. ~;,i;.\_~; 'i·-» ';/:'
volcemail • call waiting. caller Jd .3.way calling

• Enjoy UNLIMiTED 24n local calling to
anyone on any network for only $lIday

• Step up to get other UNLIMITED 24n services,
including US long distance, text and picture
messaging, mobile web access, and more

, Only pay for your Cricket PAYGo service on

~
the days you decide to use your phone

, Change your Cricket PAYGo daily rate
plan whenever you want to

unlimited coverage area

premium extended coverage area

nationwIde roaming

o no coverage

UNLIMITED

UNLIMITED

$1/use

$1/day

UNLlMITED UNLIMITEDN/A

$1/day

$1/use

MORE FEATURES

Some coverage areas require a trl-band phone.
Ask a sales representative for more details.
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FOr Customers with enclce
t PAYGOservice

•

Use funds from your account to
purchase these and other extras:

• Access today's hottest ringtones, walipapers,
and more through the moblie web

• Download the latest games and play
on the go

• Call beyond borders with great
international calling rates

Check the Cricket PAYGo phone packaging
to make sure that your new phone
supports the extras you want to use.

Cricket PAYGo Customer Care is available
to help you at 1-800-CRICKET.



 
 
 
 
 

ATTACHMENT B 
 
 
 
 
 



 
 

Military Personnel Benefits 
  

ETF policies Trial 
period 

Point of sale 
information/ 

documentation 

Online, 
street-level 
coverage 

maps 

Ability to 
change plan 
w/o contract 

extension 

Ability to 
purchase 

service w/o a 
contract 
(prepaid) 

Ability to 
bring your 
own phone 

Ability to pay 
full price for a 
handset and 
take service 

w/o a contract Suspension Termination 

A
T&

T 

Prorates new and renewed 
1 & 2 year consumer 

contracts. Fees decline by 
$5 each completed month 

of the contract1 

30-day2 
Follows CTIA 

Consumer 
Code3 

Yes4 Yes5 Yes6 Yes7 Yes8 Yes9 No ETF10  

Sp
rin

t N
ex

te
l 

Prorates new and renewed 
1 & 2 year consumer 

contracts. Fees decline by 
$10 per month, beginning 
with the 5th month of the 
contract until reaching $50 

for the remaining 5 
months of the contract.11 

30-day12 
Follows CTIA 

Consumer 
Code13 

Yes14 Yes15 Yes16 Yes17 Yes18 Yes19 No ETF20 

T-
M

ob
ile

 U
SA

 Prorates new and renewed 
1 and 2 year consumer 

contracts. $100 with < 180 
days left, $50 with < 90 

days left, and the lesser of 
$50 or the customers’ 

standard monthly charge 
with < 30 days left21 

14-day 
(30 days 
in CA)22 

Follows CTIA 
Consumer 

Code23 
Yes24 Yes25 Yes26 Yes27 Yes28 Yes29 No ETF30 

U
.S

. 
C

el
lu

la
r Starting in the 5th month, 

the ETF will be reduced by 
$7.50/month (24 month 

contract) or $18.50/month 
(12 month contract)31 

30-day32 
Follows CTIA 

Consumer 
Code33 

No, State-
level only34 Yes35 Yes36 Yes37 Yes38 Yes39 No ETF 

Ve
riz

on
  

W
ire

le
ss

 

Prorates new and renewed 
contracts Fees decline by 

$5 per month40 
30-day41 

Follows CTIA 
Consumer 

Code42 
Yes43 Yes44 Yes45 Yes46 Yes47 Yes48 No ETF49 

U.S. Wireless Carrier Consumer Practices 

Information Current as of June 3, 2009 
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17 See http://nextelonline.nextel.com/en/legal/legal_terms_privacy_popup.shtml (Last accessed May 29, 2009) 
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43 http://www.verizonwireless.com/b2c/CoverageLocatorController?requesttype=NEWREQUEST&market=All; see also “Where Does Your Cell Phone Work?” (Dec 
16, 2002), available at http://www.computerworld.com/printthis/2002/0,4814,76664,00.html (Last accessed May 29, 2009) 
44 http://news.vzw.com/news/2007/10/pr2007-10-01a.html (Last accessed May 29, 2009) 
45 http://www.verizonwireless.com/pdfs/user_guides/PrepaidPOSBro_English_Internet.pdf (Last accessed May 29, 2009) 
46 http://www.verizonwireless.com/b2c/globalText?textName=CUSTOMER_AGREEMENT&jspName=footer/customerAgreement.jsp (Last accessed May 29, 2009) 
47 Press Release, No Contract Required — New Month-To-Month Agreement Gives Verizon Wireless Customers Even More Freedom (Sept 22, 2008) available at  
http://news.vzw.com/news/2008/09/pr2008-09-22b (last accessed May 29, 2009); See  http://news.cnet.com/8301-1035_3-10048123-94.html (Last accessed May 29, 
2009) 
48 Press Release, Verizon Wireless Adjusts Contract Policy to Accommodate Customers on Extended Military Duty (Sept 13, 2007), available at 
http://news.vzw.com/news/2007/09/pr2007-09-13.html (last accessed May 29, 2009). 
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CTIA
Consumer Code for Wireless Service

To provide consumers with information to help them make informed choices when

selecting wireless service, to help ensure that consumers understand their wireless serv-

ice and rate plans, and to continue to provide wireless service that meets consumers’

needs, the CTIA and the wireless carriers that are signatories below have developed the

following Consumer Code. The carriers that are signatories to this Code have voluntar-

ily adopted the principles, disclosures, and practices here for wireless service provided

to individual consumers.

THE WIRELESS CARRIERS THAT ARE SIGNATORIES TO THIS CODE WILL:

O N E

DISCLOSE RATES AND TERMS OF SERVICE TO CONSUMERS

For each rate plan offered to new consumers, wireless carriers will make available to consumers in col-
lateral or other disclosures at point of sale and on their web sites, at least the following information,

as applicable: (a) the calling area for the plan; (b) the monthly access fee or base charge; (c) the number
of airtime minutes included in the plan; (d) any nights and weekend minutes included in the plan or other
differing charges for different time periods and the time periods when nights and weekend minutes or
other charges apply; (e) the charges for excess or additional minutes; (f) per-minute long distance charges
or whether long distance is included in other rates; (g) per-minute roaming or off-network charges; (h)
whether any additional taxes, fees or surcharges apply; (i) the amount or range of any such fees or sur-
charges that are collected and retained by the carrier; (j) whether a fixed-term contract is required and its
duration; (k) any activation or initiation fee; and (l) any early termination fee that applies and the trial peri-
od during which no early termination fee will apply.

T W O

MAKE AVAILABLE MAPS SHOWING WHERE SERVICE IS GENERALLY AVAILABLE

Wireless carriers will make available at point of sale and on their web sites maps depicting approxi-
mate voice service coverage applicable to each of their rate plans currently offered to consumers.

To enable consumers to make comparisons among carriers, these maps will be generated using general-
ly accepted methodologies and standards to depict the carrier’s outdoor coverage. All such maps will
contain an appropriate legend concerning limitations and/or variations in wireless coverage and map



usage, including any geographic limitations on the availability of any services included in the rate plan.
Wireless carriers will periodically update such maps as necessary to keep them reasonably current. If nec-
essary to show the extent of service coverage available to customers from carriers’ roaming partners, car-
riers will request and incorporate coverage maps from roaming partners that are generated using similar
industry-accepted criteria, or if such information is not available, incorporate publicly available informa-
tion regarding roaming partners’ coverage areas.

T H R E E

PROVIDE CONTRACT TERMS TO CUSTOMERS AND CONFIRM CHANGES IN SERVICE

When a customer initiates service with a wireless carrier or agrees to a change in service whereby the
customer is bound to a contract extension, the carrier will provide or confirm the material terms and

conditions of service with the subscriber.

F O U R

ALLOW A TRIAL PERIOD FOR NEW SERVICE

When a customer initiates service with a wireless carrier, the customer will be informed of and given
a period of not less than 14 days to try out the service. The carrier will not impose an early termi-

nation fee if the customer cancels service within this period, provided that the customer complies with
applicable return and/or exchange policies. Other charges, including airtime usage, may still apply.

F I V E

PROVIDE SPECIFIC DISCLOSURES IN ADVERTISING

In advertising of prices for wireless service or devices, wireless carriers will disclose material charges and
conditions related to the advertised prices, including if applicable and to the extent the advertising

medium reasonably allows: (a) activation or initiation fees; (b) monthly access fees or base charges; (c) any
required contract term; (d) early termination fees; (e) the terms and conditions related to receiving a prod-
uct or service for "free;" (f) the times of any peak and off-peak calling periods; (g) whether different or
additional charges apply for calls outside of the carrier’s network or outside of designated calling areas;
(h) for any rate plan advertised as "nationwide," (or using similar terms), the carrier will have available sub-
stantiation for this claim; (i) whether prices or benefits apply only for a limited time or promotional peri-
od and, if so, any different fees or charges to be paid for the remainder of the contract term; (j) whether
any additional taxes, fees or surcharges apply; and (k) the amount or range of any such fees or surcharges
collected and retained by the carrier.

S I X

SEPARATELY IDENTIFY CARRIER CHARGES FROM TAXES ON BILLING STATEMENTS

On customers' bills, carriers will distinguish (a) monthly charges for service and features, and other
charges collected and retained by the carrier, from (b) taxes, fees and other charges collected by the

carrier and remitted to federal state or local governments. Carriers will not label cost recovery fees or
charges as taxes.



S E V E N

PROVIDE CUSTOMERS THE RIGHT TO TERMINATE SERVICE

FOR CHANGES TO CONTRACT TERMS

Carriers will not modify the material terms of their subscribers’ contracts in a manner that is materially
adverse to subscribers without providing a reasonable advance notice of a proposed modification

and allowing subscribers a time period of not less than 14 days to cancel their contracts with no early ter-
mination fee.

E I G H T

PROVIDE READY ACCESS TO CUSTOMER SERVICE

Customers will be provided a toll-free telephone number to access a carrier’s customer service during
normal business hours. Customer service contact information will be provided to customers online

and on billing statements. Each wireless carrier will provide information about how customers can con-
tact the carrier in writing, by toll-free telephone number, via the Internet or otherwise with any inquiries
or complaints, and this information will be included, at a minimum, on all billing statements, in written
responses to customer inquiries and on carriers’ web sites. Each carrier will also make such contact infor-
mation available, upon request, to any customer calling the carrier’s customer service departments.

N I N E

PROMPTLY RESPOND TO CONSUMER INQUIRIES AND COMPLAINTS

RECEIVED FROM GOVERNMENT AGENCIES

Wireless carriers will respond in writing to state or federal administrative agencies within 30 days of
receiving written consumer complaints from any such agency.

T E N

ABIDE BY POLICIES FOR PROTECTION OF CUSTOMER PRIVACY

Each wireless carrier will abide by a policy regarding the privacy of customer information in accordance
with applicable federal and state laws, and will make available to the public its privacy policy con-

cerning information collected online. 
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