Before the

Federal Communications Commission
Washington, D.C. 20554

In the Matter of
Consumer Information and Disclosure
Truth-in-Billing and Billing Format

IP-Enabled Services

CG Docket No. 09-158

CC Docket No. 98-170

N N N N N N N

WC Docket No. 04-36

COMMENTS OF CTIA-THE WIRELESS ASSOCIATION®

October 13, 2009

Michael Altschul
Senior Vice President and General Counsel

Christopher Guttman-McCabe
Vice President, Regulatory Affairs

David J. Redl
Director, Regulatory Affairs

CTIA-THE WIRELESS ASSOCIATION®
1400 Sixteenth Street, NW

Suite 600

Washington, D.C. 20036

(202) 785-0081



TABLE OF CONTENTS

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.............cccoeiininnn 5

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

REFLECT WIRELESS INNOVATION ....ooiiiii e 10
A. The Carrier-Customer Relationship Evolves With Consumer Demands. ................ 11
B. Customers Are Extremely Satisfied With Their Wireless Service. ........c...ccccvvvenen. 15

1. 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..........ccoiiiieieeee 20

IV.  WIRELESS CONSUMERS HAVE EASY ACCESS TO INFORMATION ABOUT
THEIR WIRELESS SERVICES. ... 24

A. Carrier Bills Are Designed To Be Easy To Understand And Contain All Relevant
101 0] =LA o o SRR 26

B. Consumers Have Access To Complete Information At Other Stages Of The
Consumer-Carrier RelatioNSNIP.......c.coiiiiii e 31

C. The Wireless Ecosystem Has Expanded Beyond the Customer-Carrier Relationship
and Provides Consumers A Myriad Of Options To Obtain Information at Every Level.37

V. GIVEN THE UNIQUE VALUE OF MOBILITY, A “SCHUMER BOX” FOR
WIRELESS BROADBAND WILL NOT PROVIDE MEANINGFUL CONSUMER
INFORMATION ...ttt b et b et b e nne s 39

VI. THE COMMISSION MUST TAKE INTO ACCOUNT THE SIGNIFICANT
COSTS OF REGULATION ...t 53

VIl. THE COMMISSION SHOULD CONSIDER THE LEGAL IMPACTS OF
REGULATION IN THIS AREA ... 54



Before the
Federal Communications Commission
Washington, D.C. 20554

In the Matter of
CG Docket No. 09-158

Consumer Information and Disclosure

Truth-in-Billing and Billing Format CC Docket No. 98-170

N N N N N N N

IP-Enabled Services WC Docket No. 04-36

COMMENTS OF CTIA-THE WIRELESS ASSOCIATION®

CTIA-The Wireless Association® (“CTIA™)! 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.?

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

! 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 levels® as well as freeze in time the ability of wireless providers to innovate

in service provision.

3 See infra, Part I1.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



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).



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 See Comments of CTIA — The Wireless Association, National Broadband Plan Public Notice No.

1, GN Docket No. 09-51 (filed June 8, 2009).



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,”®

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

> 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).



introduction 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,” 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,® to the unlimited calling service plans designed to compete directly with wireline local

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

customers.
6 See Twelfth CMRS Competition Report, 23 FCC Rcd. at 2291-92.
! 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).

’ 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-% 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.™® Later the same month, Sprint announced its “Simply Everything” plan that permitted

1o “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, 1 112 (2009) (“Thirteenth CMRS
Competition Report™).



unlimited voice and data use from phones operating over its CDMA and iDEN networks for
$99.99 per month.™ In February 2009, Sprint introduced a variant of this plan that included 5
GB of Internet access from laptops for $149.99 per month.*? 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.”* 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 month** 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.'® 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 2008.1" 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%20t0%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).

1 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.



billion text messages during the first half of 2009 — nearly double the 385 billion carried during
the first half of 2008."® The typical U.S. mobile user now sends and receives more text messages
than telephone calls.® 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.”” 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.% During the second quarter of 2008, a typical U.S. mobile subscriber placed or received
204 telephone calls per month.?? 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 2006.2 As shown in Table 2, Americans are tremendous

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

Y 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, 111" Cong. (June 16, 2009).

2 See Kirby, supra note 16.

22 Id.
23 Id.
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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.

1. 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

10



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.

11
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2 Verizon

month of the contract instead of the previously applicable $175 flat termination fee.
Wireless also reduces the ETF on new and renewed contract by $5 per month.?® 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.?” 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.?® 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.?

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 I11) 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

% 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”).
2% 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).
2 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_Ing=answer&IngSource=T
MO (last visited Oct. 6, 2009).

See
http://nextelonline.nextel.com/en/services/termination_fee/early termination_fee.shtml?id9=vanity:etf
(last accessed June 3, 2009).

13



details 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.™

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

prolific users of wireless services.

%0 See T-Mobile Personal Coverage Check, available at http://www.t-mobile.com/coverage/

pcc.aspx (last visited Oct. 4, 2009).

3 See Attachment B.

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-Mabile rate plans. http://www.t-mobile.com/shop/plans/Cell-
Phone-Plans.aspx?catgroup=Flexpay-cell-phone-plan.

3 See CTIA Letter - Aug. 14, 2009, at Attachment: U.S. Wireless Carrier Consumer Practices.

32
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http://www.t-mobile.com/shop/plans/Cell-Phone-Plans.aspx?catgroup=Flexpay-cell-phone-plan
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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.”%* 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.”*

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

3 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).

15



and 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.%

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.”*

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

739

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

3 Id.
3 Id.

3 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?1D=2009148 (last visited Oct. 4,
2009).

% Id.
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February 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.””*!
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.*” T-Mobile’s strength was
identified as prompt decisions to transfer customers from an automated response system to a live
service representative.”® Verizon Wireless was determined to perform well with regard to
identifying customer problems quickly and resolving them efficiently with service
representatives.** 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.

“ 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).

“2 See http://www.jdpower.com/Telecom/ratings/Wireless-Customer-Care-Ratings-(Volume-2).
“ Id.

4 Id.

17



Governmental 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,*® 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.*” 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.

4 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.

19



1.  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.”*

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.”® 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 1 16.
49 Id. 7 11.

50

Code”).

See CTIA - Consumer Code for Wireless Services, Attached as Attachment C (*Consumer
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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.>* 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.>?

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

3 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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and 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.”®* 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.”®

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.®® 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 1 26.

5 See CTIA Consumer Code, Section Two.

% See NOI 11 28-29.

%6 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.>

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.”*®

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.®® 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.®® 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.®*

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

> See CTIA Consumer Code, Section Three.
%8 See NOI  35.
% See CTIA Consumer Code, Section Six.

60 See NOI  50.
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Code.®” 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.”®

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.”®

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 1 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).

o4 NOI | 21; see also Truth-in-Billing and Billing Format, First Report and Order and Further

Notice of Proposed Rulemaking, 14 FCC Rcd 7492, 1 61 (1999).
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evaluate 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.®® 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 1 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.’
Pro-consumer policies such as number portability (wireless carriers have voluntarily adhered to a
2 % hour porting interval between wireless carriers),®® 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).

o8 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
each 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
summary 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
fees.”’ Verizon allows every subscriber to receive just one bill for all broadband, wireless and
(if available) FiOS TV services.”> Further, all of the large carriers offer FAQ and “help”
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
their 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

6 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%20TopiclD/DoclD%
20List%20Index=y&navtypeid=2&pagetypeid=26&prevPagelndex=6.

n Id.

& 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).

& 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.” 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.”
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.” Each carrier offers subscribers

I.”" Carriers

an account management tool over its website to check minutes and usage in genera
like Verizon Wireless also offer account viewing tools on wireless devices.”® 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,”® noting the Commission’s tentative

http://www.ctia.org/consumer_info/ wireless_bill/ (last visited Oct. 8, 2009).

“ 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”).

& 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

7 See infra at Sec. IV.B.

® 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).

& See NOI 1 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.”®

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.®! Carriers also pledge not to label cost recovery fees
or charges as taxes.?> 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 1 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.% 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.?* 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.®

82 Id.

8 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.).

8 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).

8l 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.
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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.®

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

8 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.?’

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.®®  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.*® 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.”).

8 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

Mobile.

See, e.g., Attachment A, Materials Available at Sprint; Attachment A, Materials Available at T-
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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.®® 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.*

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 purchase® 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.** The early termination fee

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

90

Cricket.
91

See, e.g., Attachment A, Materials Available at Verizon; Attachment A, Materials Available at

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.

% See Attachment A (examples of Metro DC area carriers materials which illustrate common point

of sale disclosures).

% 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).

o See Customer Agreement, at http://www.verizonwireless.com/b2c/

globalText?textName=CUSTOMER_AGREEMENT &jspName=footer/customerAgreement.jsp (last
visited Oct. 2, 2009).

% 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.”%

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.®’
Each plan description provides the user a detailed review of all of the service’s capabilities as
well as the monthly cost.®® 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.®

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

global Text?textName=CUSTOMER_AGREEMENT &jspName=footer/customerAgreement.jsp (last
visited Oct. 8, 2009).

% Id.

s See Sprint Nextel, at http://www.sprint.com/index.html.

% 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.

% See Bluegrass Cellular at http://www.bluegrasscellular.com/plans (last accessed Oct. 13, 2009).
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device as well as the cost of each service option for easy review and comparison.’® Most
carriers also provide detailed coverage maps on their websites.*™*

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

2

plans, text messaging plans, and data plans.'® 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.'®
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.'%

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?solutionld=53575&t=solutionTabHow can | change my MEdia Net plan?

103 Shopping Online—Top Questions and Answers, at http://www.wireless.att.com/learn/

basics/shopping-fags.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-fags.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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to 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.!®  Other third parties, such as billshrink.com, provide consumers with tools to

compare wireless service offerings.*’

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.'® 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
1109

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

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 VVolume 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.”!?

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.™
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.™2

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.™

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

1 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

2009).
113

See Blackberry Support and Services, at http://na.blackberry.com/eng/support/ (last visited Oct. 5,

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).

38



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,***

would be appropriate for
communications services companies.”® 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

14 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/PR0O0315.html.

15 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:

e 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.*®

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

e 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.”*'’ 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.™® 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

L 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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Voice Only Wireless Mobile
Plan Options for Individual Subscribers**®

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

S o 450 Unlimited nights 9pm-6am, and weekends Unlimited. No roaming charges on any plan; allow
T o 900 for 900 plan and higher; 5000 minutes for customers to rollover unused minutes
,‘i’ o 1350 450 plan. Option to changes nights and between months.

< o Unlimited weekends to 7pm-7am.

=5 | o 700 Unlimited nights and weekends (M-F 7pm- Free nationwide for 700 and No activation fee.

S < |o 1400 6:59am; 7pm Fri-6:59am Mon.). Free nights | 1400, regional for 750.

o 32 | o Unlimited regional, 750 and weekends only for regional calls for 750

Own national plan.

®., |0 200 1000 minutes for 200 plan; unlimited for Free local-to-local calling for No contract. No early termination fees.
£Y |o 500 remaining plans; nights are M-F, 9pm-6am; | all plans except 200.

‘©c®|o 1000 Weekends all day Sat. and Sun.

cm

r5) o 2000

o One voice-only plan, N/A N/A No contract.

@ includes unlimited local
"‘5 minutes.

X

2

o

19 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

8 o One voice-only plan, N/A N/A No contract or activation fee. First
T includes unlimited local and month free. Flat rate billing.
gH nationwide long-distance.
=
o 200 Unlimited nights and weekends starting at Unlimited for 450 and 900 No roaming charges for all plans but
o o 200 month-to-month 9pm for 200 minute plan (for additional fee, | minute plans. month-to-month plan. As a bundle with
R o 450 can start as early as 7pm). Unlimited nights data plan, offer Any Mobile, Anytime,
£ o 900 and weekends starting at 7pm for 450 and which allows unlimited calling to any
& 900 minute plans (for additional fee, can mobile phone on any network.
start at 6 pm).
o ‘“myFaves” Unlimited nights and weekends for all plans | Unlimited for 600, 1000, or myFaves allows unlimited calling to any
o 300 excluding 1000 Individual and 3000 local 1500 plans in myFaves. 5 numbers, out-of-network and
o 600 plans. Unlimited weekends for Individual Unlimited for 1000+, 1500, landlines included. No domestic digital
© o 1000 300 plan. Nights are M-F 9:00pm-6:59am; and 3000 local plans in roaming charges.
ﬁm o 1500 weekends are Midnight Fri-Midnight Sun. Individual.
= o ‘“Individual” Offer FlexPay contracts for most plans,
o o 300 which allows consumers to purchase
E- o 600 any phone at retail, and avoid overages,
o 1000 deposits, and activation fees. Option for
o 1000+ placing unlimited voice calls over Wi-Fi.
o 1500
o 3000 local

24 http://www.metropcs.com/plans/. Note: plans based on 75201 zip code.

Zhttp://nextelonline.nextel.com/NASApp/onlinestore/en/Action/SubmitRegionAction?isUpgradePathForCoverage=false&currZipCode=&upgradeOption=&nextPage=DisplayPlans&equipmentSK UurlPart=%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_PlanFirstTilel&WT.mc_t=OnsiteAd
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http://www.metropcs.com/plans/

N o 450 Unlimited nights beginning at 9pm for the Unlimited for 650 plan and up | No activation fee.

HE o 650 450 and 650 plans, and unlimited weekends | with a two-year contract.

= o 900 (all day Sat. and Sun.). Unlimited nights

T o 1000 beginning at 7pm for the remaining plans

© o 1350 and unlimited weekends (all day Sat. and

2 o 2000 Sun.)

= | o Unlimited

@ o 450 Unlimited nights and weekends (M-F Unlimited. At 900 minutes and up, unlimited calling
e o 900 9:01pm-5:59am; 12:01am Sat-11:59pm to and from 5 out-of-network friends and
R o 1350 Sun). family members; landlines included.

E 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.

2http://www.verizonwireless.com/b2c/store/controller?item=planFirst&action=viewPlanL ist&sortOption=priceSort&typeld=1&subTypeld=19&catld=323
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http://www.uscc.com/uscellular/SilverStream/Pages/b_plan.html?zip=60601&mkt=608830&tm=1&tabPlan=2

Text, Data, and Unlimited Wireless Mobile Plan Options for Individual Subscribers*?°

Messaging Plans

Non-smartphone Data Plans

Smartphone Data Plans

Unlimited Plans™®

For voice only plans, three
messaging options:***

Three plans:

(0]

Unlimited nationwide data without

Basic plan includes minutes, data,
and e-mail.

Unlimited plan includes:***
o Unlimited voice minutes

Picture message plans
available for all plans, but must
first add data plan.™*’

— o 200 messaging Premium plan includes minutes, o Unlimited domestic long-
ﬁ o 1500 o Unlimited nationwide data bundled | data, e-mail, and unlimited distance
< o Unlimited with unlimited messaging messaging. o Unlimited roaming
o 100 international o Unlimited nationwide data bundled Data only plans available.
with AT&T navigator. Data with tethering available.™*

Text messaging included with One plan offering unlimited regional data One smartphone-only plan with Two plans, one with:
< unlimited voice and 200 minute | access.'® limited minutes, unlimited o  Unlimited domestic long-
g: plan.'® nationwide text messaging, distance
5 nationwide data, and e-mail.**° o Unlimited voice
3 Unlimited text messaging o Unlimited nationwide text
5 offered for all other voice only Except for unlimited plan and smart and picture messaging
E plans.'® phone plan, text, data, e-mail, and o Unlimited regional data.**
g voice are not bundled.** The second, a smartphone-only

plan, includes all the same
features plus unlimited nationwide
data.'*

2% 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 1D 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.
%0 Unlimited plans listed outline most of the features available with an unlimited voice plan.
L http://www.wireless.att.com/cell-phone-service/services/services-list.jsp?catld=cat1470003&catName=Messaging+%26+Data
82 http://www.wireless.att.com/cell-phone-service/cell-phone-plans/pda-personal-plans.jsp
33 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
% https://www.cellularsouth.com/cscommerce/products/plans/category_plan_list_individual.jsp?id=cat320003
Bhttps:/iww.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

Bhttps://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

46




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

Text messaging included in Two plans: Two options, largely depending on Unlimited plan includes:**
unlimited plan, premium Plans, o 1MB the phone, for non-blackberry o Unlimited text messaging
and in 200 minute plan.** o Unlimited'*® smartphones: o Unlimited data
o Unlimited data with choice o Unlimited voice

For voice only plans, three text | Data is bundled with premium plans.146 of pay for use messaging or o Unlimited roaming
messaging options: unlimited messaging.

o 500 o Unlimited messaging and

o 1000 unlimited data.

o 500 with 1MB of media

use Blackberry 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.

Cincinnati Bell

8https:/ivww.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://iwww.cellularsouth.com/cscommerce/products/plans/product_plan_details.jsp?navAction=push&navCount=0&id=prod22450057
“Ohttps:/ww.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.addltem&_DAV=r16819985&navAction=jump&navCount=0&id=cat550006
“Ihttps://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.addltem&_DAV=r16819985&navAction=jump&navCount=0&id=cat550006

2 https://www.cellularsouth.com/cscommerce/products/plans/product_plan_details.jsp?id=prod26340022

13 http://www.cincinnatibell.com/consumer/wireless/rate_plans/

1 http://www.cincinnatibell.com/consumer/wireless/rate_plans/

5 http://www.cincinnatibell.com/consumer/wireless/cart/

18 http://www.cincinnatibell.com/consumer/wireless/rate_plans/

17 http://www.cincinnatibell.com/consumer/wireless/rate_plans/

8 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 nationwide

one basic voice plan.**

messaging, messaging to

Mexico, and international
messaging."

plan.

Cricket

messaging bundled with all but
Some
bundles include text and picture

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

Unlimited data bundled with three of six
plans.™!

Unlimited data available for other three
plans.

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

All plans include unlimited voice
minutes.

Plan with most unlimited features
includes:**

o Unlimited text, picture,
and international
messaging
Unlimited data
Unlimited voice
Unlimited long-distance
Extended national
coverage
o Unlimited directory

service
o 200 nationwide roaming

minutes

O 0 O ©°

9 http://www.mycricket.com/cricketplans/

150 http://www.mycricket.com/cricketplans/washingtondc
31 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
Unlimited text messaging Data available as bundle with two-of-four Two phone-specific smartphone All plans include unlimited voice
included with three-of-four voice plans. plans, which include:*** minutes.™®
plans.™? o Unlimited text and picture
messaging Plan with most unlimited features
For one voice-only plan, o Unlimited data includes:**®
8 unlimited text messaging o Unlimited e-mail o Unlimited text, picture, and
06 available. o Enterprise e-mail support international messaging
= included in one, extrainthe | o Unlimited data
g Unlimited picture messaging other o Unlimited voice
available for two-of-four plans o Unlimited long-distance
for which it is not included. o Extended national coverage
o Unlimited GPS service
o Unlimited e-mail
o Unlimited premium directory
assistance
Unlimited nationwide Unlimited nationwide data available for the Do not differentiate between regular | Unlimited plan includes:*®
messaging included in the top three (of five) plans that lack a data bundle. | mobile data plans and smartphone o Unlimited voice minutes
three (of five) voice plans.**® The unlimited data plan is not bundled with | data plans. o Unlimited domestic
unlimited messaging. messaging
i For the two voice only plans: Separate blackberry-only plan o Unlimited domestic long
1= o 300 domestic Unlimited nationwide data included in available for enterprises. distance
= messages unlimited everything plan, and plan with o  Unlimited roaming
n o 1000 domestic limited voice but unlimited data and o Unlimited data
messages messaging.'*® o Unlimited GPS service
o Unlimited domestic o Unlimited e-mail
messaging. Offer an unlimited nationwide data plan
without a voice plan.

153 http://www.metropcs.com/plans/Default.aspx
3% http://www.metropcs.com/plans/
155 http://www.metropcs.com/plans/
156 http://www.metropcs.com/plans/

Bhttp://nextelonline.nextel.com/NASApp/onlinestore/en/Action/SubmitRegionAction?isUpgradePathForCoverage=false&currZipCode=&upgradeOption=&nextPage=DisplayPlans&equipmentSK UurlPart=%3FcurrentPage
%3DratePlanPage&filterStringParamName=filterString%3DIndividual_Plans_Filter&newZipCode=20554
16 http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/DisplayPlans
% http://nextelonline.nextel.com/NASApp/onlinestore/en/Action/DisplayPlans
180 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

Unlimited nationwide Two data plans: Basic plan includes voice minutes, Unlimited plan includes:**
messaging bundled with o Unlimited nationwide data with no data, and e-mail, with the same o Unlimited voice minutes
unlimited voice plan.161 messaging messaging options as in the first o Unlimited domestic
o Unlimited data and messaging. column. messaging

For all other voice plans, o Unlimited domestic long
nationwide messaging plans Unlimited data is not bundled with unlimited | Premium plan includes everything distance
include:*®? voice and messaging plan in basic plus unlimited messaging. o Unlimited roaming

o 300 messages

o 1000 messages Separate blackberry-only plan

o Unlimited messaging available for enterprises.

T-Mobile

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-4AB2-85E0-50ECOAF141F9, 7BEE06FF-8DD3-4220-9BA6-

86D80709D8CD&tp=Svc_Tab_TextMessaging
183 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

U.S. Cellular®®

Messaging is not bundled with
any voice plan.'®

Text messaging plans
include:*®®
o 250 messages
o 750 messages
o Unlimited (includes
picture, text, and video)

Picture and video messaging
plans include:*®’
o 20 messages
o 50 messages
o 100 messages
o Unlimited (includes
text)

Two data plans:'®®
o Unlimited data with e-mail
o Unlimited data with e-mail, and
unlimited messaging.

Only one smartphone only plan,
which includes unlimited data, e-
mail, messaging, and GPS.**®

Specific plan available for
Blackberry. '™

Unlimited plan includes:*"*
o Unlimited incoming text
messages
o Unlimited incoming calls
o Unlimited mobile-to-

mobile calls

o Unlimited nights and
weekends

o Unlimited domestic long
distance

164 Note: plans based on 60601 zip code.

185 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
17 http://easyedge.uscc.com/easyedge/PictureMessaging.do?1011#plans

168 http://easyedge.uscc.com/easyedge/jsp/plans.jsp
189 http://easyedge.uscc.com/easyedge/jsp/plans.jsp. Note: Blackberry and WindowsMobile specific plans available, but details are not posted online.
70 Details of plan not posted online.

1 http://www.usce.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

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

Messaging oi)tions for Basic
voice plan:*’
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

Verizon

Unlimited nationwide
messaging available without
voice plan.*”

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

basic plans):
o 25MB
o 75MB

Unlimited nationwide data and push e-malil
for Connect and Premium plans.*™

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

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).*”’

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

Unlimited data, nationwide
messaging, and e-mail available
without voice plan.*™

Separate enterprise plan available
for blackberry.

Unlimited plan includes:*"

o

O O O o

Unlimited nationwide
messaging

E-mail

Unlimited data
Unlimited GPS service
Unlimited voice minutes

172 http://www.verizonwireless.com/b2c/splash/plansingleline.jsp?lid=//global//plans//voice+plans//individual.
¥ Messaging options can be viewed online by first selecting a plan and a phone.

74 http://www.verizonwireless.com/b2c/splash/messagingplans.jsp

5 nttp://www.verizonwireless.com/b2c/splash/plansingleline.jsp?lid=//global//plans//voice+plans/individual
78 http://www.verizonwireless.com/b2c/splash/messagingplans.jsp

7 http://www.verizonwireless.com/b2c/store/controller?item=planFirst&action=viewPlanL ist&sortOption=priceSort&typeld=3&subTypeld=50&catld=947
78 http://www.verizonwireless.com/b2c/splash/messagingplans.jsp
7 http:/iwww.verizonwireless.com/b2c/store/controller?item=planFirst&action=viewPlanL ist&sortOption=priceSort&typeld=1&subTypeld=19&catld=323
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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.®® Small providers are negatively impacted by increased
regulation because they lack the efficiencies of scale of the larger carriers and their cost of

1

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

“bear a disproportionate share of the federal regulatory burden.”*

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.*® 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 11 105-106 (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.’® 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.*®*> 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

186

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

VIl. 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

2008.

185

Non-Regulatory Paths Beckon for Open Wireless Networks, COMMUNICATIONS DAILY, Apr. 3,

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.”®” 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.®

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.
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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

189 There is no evidence of a market failure

will in fact alleviate them to a material degree.
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

190

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

associated with regulating wireless carriers’ speech altogether.'**

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 CPNL.™).

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 1 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.

October 13, 2009

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

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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ATTACHMENT A



Attachment A -

Materials Available at Sprint



Now get more than before.

Get Any Mobile, Anytime*—unlimited calfs
to and from any U.S. mobife phone on any
wireless carrier—plus uniimited messaging,
data and more.

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

May require up to a $36 acfivation fee/ine, credit approval & deposit, Up to $200 early terminalion fee/
ling applies, Everything Data: Nights: Mon-Thurs. 7pm -7am; Wiknds: Fii, 7pm -Mon, Fam. Partal
rmin. charged as kil min. Any Mobile, Anytime (AMA) and Mobite to Moblle; Applies when
directy dialing/receiving standard voice calis between domeslic wireless numbers a3 delermined when
the cal is piaced using indep. 3rd parly and Sprint databases. Sind. roaming rates/restrictions apply.
Only available with selact Sorint Plans and while on the Nationwide Sorint or Nextel National Networks
(excludes calls-to voiceral,, 411, and other indirect methods). Messaging: Inchudes text, picture and
video for domestic messages sent or received. International messages are $0.20 sent of received. SMS
voice Messages rmay incur an atditional data charge of $6.03/K8. Data: Pramium cenlgnt/dovnloads
(games, ringers, songs, cerain channels, erc) arg add't charge. Text 1o 3rd paries to participate in
promations or fther may result in add' charges. Sprint Muslc Premier includes access to select radio
channels and $0.99 song downloads. Sprnt TV Premier includes select channeis. See sprint com/
tvguide for channel information. Content and channel line-up subject 1o change. GPS Navigation
inchides Sprint Navigation for Sprint phones or Telenav GPS Navigator for Nexte! phanes. GPS relighility
varies by envirorment. Intemational services are nol includee, t-mall Includes se of Sprnt Mohile
Emall, Microsoll Direct Push technology via Active Sync™ Versamail, IBM Lotus Noles Travelsr® or
BlackBemy® Intemet Service (BIS). Direct Conrect: Nextel ang PowsrSource devices operalz on the
Nextel National Network. Sprint devices aperate within certain EVDO Rev-A coverage areas on the Sprint
Moblle Broadband Network, Grngl]])'cnnnect Group Connect (21 max, participants) currently aperates
hetwesen partiss on the same push-ta-talk network platform. remational Direct Connact not included.
Evarything Data Share Plan: Diregt Conrecl and Groug Conneet nol included. Usage limitation:
Sprint may terrinate service if [1) more than 800 minutes, (2 a mgjority of minutes or (3} a majority of
kilobytes in a given month are used while roaming. Other Terms: Coverage not availabk everywhers,
Natiorwide Sprint & Nextel National Networks reach aver 275 & 274 milion people, respectively. Offers
& senvice plan features not avallagle in all markets/retall focations or for all phones/networis. Sprinl
reserves the right to modify, extend ar sancal offers 2t any tme. Other restrictions apply. See store or
Sprinl.com for detalls

e
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The Now Network”
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If it's mobile,
it's unlimited.

With Any Mobile, Anytime you get unlimited
domestic calls to and from any U.S. mobile phone
on any wireless carrier, at anytime whife on our
network, It doesn’t matter which mobile phones you
call, or which mobile phones call you—that's over
200 miffion callers.

Any Mobils, Anytime™ only available while on the
Nationwide Sprint Network or Nextef National Network.

If you're already on the Everything Data Plan or
Everything Data Share Plan, you automatically
get Any Mobile, Anytime? Or if you're a current
customer on a different plan, you can switch
without extending your agreement.

Individual Plans

$89.56

Share Plans _

$12999
$769.50

Ne plan ¢hange required for customers curtently on Everything Data plans, Existing customers
on ottier Sprint plans tan swilch to any of thesa plans without a contracl extension, Avallabia
on new lines of activation with & two-year agrsement per line,

*Nonthly charges exclude taxes, Sprint Surcharges [Ingl, USF charge of up to 12.9% {varles quarterly},
Admintstrative Gharge {up 1o $1.99/line/mo.}, Regulatory Gharge ($0.20/line/mo.) & state/local fees by
area]. Sprint Surcharges ara not taxes or gov't-required charges and are subject to change. Details:
www.sprint.cam/iaxesandfess.

Please se6 back panel of Plans brochure for additional information and important Terms & Conditions for & Sprim Servics
Plans and other addiona! features,






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 1o support and rewards to help your business succeed.

Discounts for Small Business ,

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

Instant Savings on Devices

Buy or upgrade your devices without waiting for a maii-in rebate. Even small
businesses get the best price offered to our largest business customers
with Business Device Select pricing on popular selected devices.

Government and Corporate Customer Discounis
Ask a sales representative about volume discounts for government
and corporate customers and employees.

Al heralits are not avaiiabie o all customers. Addibonat resirictions anply.
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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® Mobile to Mobile

Individual plans $69.99 and higher are eligible for special perks and
rewards with Sprint Premijer.

*Taxes ans Sprint surcharges excluded. See page 26 far important detafs.

Plan detatis: Adglona! Arwame Minules for 450-minate pars: 45¢/min, Addtional Anytime Mingtes for S00-minirie glang: 4D e/min. Sdsing CUSIOMES Can swilcy 10 any of fese pars
withe:? & conIact exienson, Aveletia on row ines of acivaton Wi & two yesr agresmen per et Nl Calirgs steriing 5 6 P i an axdcdtional S5/, oer e, Neoel Diregt
Connact® and Srup Donreat® is an eddiionel $10/mo. per ine on 2% Plans. PowerSowce™ phones reque MNexiel Girect Conmact 2nd Group Connoc! Sesvices, A pians include Cater
‘oicemed, 'Cal Watng, N meric Paging Theee-ay caling, and Cal Fo milg {ZDcfmm ] whie o e MDL‘TMG”S(}T‘I‘.! Nelrk o tha Nextel Naional Netwmk No pm m’ 5 2pply

¥ - ¢ Gmall, \MMM Lr-'e Hotmal®
ADL 20 v wih “mw:‘.bie Emas and Eacki:ew‘ imermet Senvice {BIS), A0 Tichies Sp'hl Iéatie Emali-Wor, Micfnsaﬂ t sechnokogy AsmSm“‘ o Versamatt,
B‘-ad@em Enterprise Server (BEE) can o ark:ed [c« n a:}c’acnai S2lime, per fog, or‘NCMNde riaia ¥ Can be added ke POA o BlzcxBarry Sont ghones for $40/mo. per e when
; i Dites Ai% ﬂmh“uwdnap'wNemmwmm
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Ideal for families and businesses with up to 5 lines.

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 Mobile to Mobile

Share pians $99.99 and higher are eligible for
special perks and rewards with Sprint Premier.

*Taxes and Sprint suvcharges exciuded. Sea page 26 fur important datails.

Plan detalls. Mdllbna! Anybme Minutes fnr ?(}0 -mi nute plans 45mm Ad{iuonal Anybima Mnutes for 1300- rnme ptars 40¢/mn Ac[dmmamny‘un'be

racP Is &n addiioral $10/mo. per fne.
sl Voloemal, CaiWarthg Numesic Paging, Thvee-Wey <aling, & CaﬂFumafdmg
ks 2oy mmsmw&mﬁngﬂsm Plan. Ivcice vl
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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

« Unlimfted 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 extiuded, See page 26 {or impostant details,
Plans anly available to Corporate-liabie business subscribers. Plan details: AddibomEAnﬁsme Minutes: 25¢/min. Existing custornrers can swilch 1o any of hese pans witheut a conbract
exiension. Avaiatie on neve Snes of acivadon with a one-year agreemens per line. Al plans inciude Caller ' Volcersall, Cad Witng, Mumesic Paging, Thise-Way calirg, and Cal

120g7nn.} wilis an the Nalionevide Sprn Nabwork of e Newied Nasone Nelwosc Soma phones semire achaiion sn stioct wioe piars wilh included dgls, Windows Vob:zsPa,wBladaBem,'”
pe8 (33 BEAH 00 Sorint Business Advaniage Messaging and Dala pan or Sprint Business Advankage Tk gian win 2 Sepmrle deta plae. Ourenty, 2 Groap Cannect users st be
on The same network. Emall: Emall Inclutles Yahao! Makl, Grnail, Windows Live Hotmail® AOL. ang more with Spiint Moblie Emall and BlackBerry® Intamet Senvice (3], Also includes Sprint
tiotie Emal-Work, Microsoll Direct Push technology via AcfaSimc™ and Varsamal. BiackBerry Enterprise Sarver BES] cas e atdad ter an stdiiongt $20/me. per line, or Wordwide data
Dl gz he 2dded for POA of BlackBemy Sprnl phones lor $40/me. par lne when addded fo 5 Sornt Business Avaiage Messaging and (efa ran. Pooling: Only volce minuies can be
pociad across Sorint Business Advantage plans: Tatk, Massaging andt Messaging and Defe, Aryime minutes wil be appied in e ne oy are altachar o firgt, acd then alocztsd (ocied) 1B
othey Sprnt Business Advantage subsoriders on (he same aceount as needed. Spdnl‘ Mohife to Mobile: Alows you to maka or receive cals directy to o from Sprint stibseribers on the
Natnnwite Sorint Netwerk or The Newte! hational Network without 1:ging yaur sandos plan minstes, GPS Navigation: Unfmiled G625 Navigation ingiudes: Teiehay GRS Navigaior™ for Nexel
Sorlm Navigation for Spriat or PowerSiource™ phonas, Data: Brcludes premium content. Ernall apofcations, TV znd Racio channg! fne-up are subjest to change. Al features not
serdabia on 28 phanes, Coverage not avalabia everywhere, For more informalion 322 wiww sprnt oo of oy m-store meterlals for detsis
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Connect instantly with unfimited work group communications.

All plans include at no additional charge:

* Unlimited Nextel Direct Connect and Group Connect

« Unfimited 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

**Taxas and Sprnt surcharges excluded. See page 26 for important details.

Plan details: Addiioral Anyiime Minules: 25¢/min. Exstng customers gan svitch to any of these oians withou! 2 contract extensitn, Avaiizble on rew Ines of activalion with £ wo-year
stgrearmient per e, Al pians inchda Delier 10, Voicemal, Oa \Walting, Numeric Paging, Thvee-Way coing, anut Cab Farvardng 1200/} whis on ina Naliowaide Sprin Netwark of e
Hexde: Naiong' Network. Soma phones recuive actvation on selet volos plans with ncludied data. Juerently, 21 Granp Conmect users must be on the sama network. Web: Unfirited Web
Fitiides urfrmiied dals access, Emall with Sornt Mobde Emall, Wed sisfing, Basic M h e downloads and Sasic TV wilh select cranne’s and Sprin: Zvcisive Entantzinment. 6PS
Navigation: Unimited GPS Navigation includes: Telehiav GRS Nawipater™ for Maxie! shones, Sprnt Nawigation for Sint of PowerSource™ phones. Paoling: Only voite minules can
be pooled aoross Maxtel Qiredt Connact Gustom plas. Anytima minutes wit be applied & the fne they are attached 1o first, and then alocated [pocfed) 1o other Nextel Direct Gonnect
Custors plan substribers on e same account 68 needéd. Sprint® Mobile to Mobile: Alows you to make oc recebe calls direclly 1o or Fom Sprind subsesihers on the Natonwide
Soriat Metwork or (he Nete! Naticnat Network wilhout £S5 yuur serdce pian minutes. Data; Dxcludes premsium content. Emalt sppications. TV 2nd Radin channet Fne-up ar subieci o
charge. Al fealues not svaighie o 2 phonas. Soverage B0: avai'sbia evarywhere. Fo: rof ivormation see wwi.saant, com of other -sicie materals for deizls.




Nextel Direct Connect® Custom Plans

43005

el Dirdst Coiinivor BackBEW® daiises feguin
dhadaiiGiat NackBeny Saplan)

{ich tlewiéi phanss anlyl
S 4ol _
(or PowarSouree’™ and Maxdel Diect Conneelcapable Sonint ohenes)
Add Anytime Minutes o Your Pl
500 Anytirrie Mingias: $80/mc.
2500 Anvytire Mintdss: $160470.
c-are il fo sl Nexte! Dirsel Conpaet Costons Plarisubi
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Get unlimited voice, messaging and data for your phone
pius wireless Internet on the go.

*Tayes and Sprint surcharges excluded, See page 26 for important detals,

Reuires two ines of service: $92.99 Simply Everything Fan + $50.00 Connegtion Pizn, No more than one discounted-Connection Plan allowed per fine of service on Simply
Everytifng or Simply Everything Share. No ddiiona! discounts apply an she Simply Everyivng Plan -+ Mobile Broadband Pian, Additanal Data above 5GB: $0.06/MB. Off netwerk
roaming imfted to 300MB/me. Deta usage without 2 Mobie Broadband Flan s 36/KB. internelional Data roaming may incur addiional chargas. Overage and Pay-As-You-Go rates
e Subiect 1o change See page 4 for delals on Simply Everything plan.




Data Plans

Approximate
Size 5GB8
Email (no attachment) 3KB 1,666,667
$59.92 with twi-year agreement Wehb page lock-up 150KB 33333
568 N distounts agoly
3 o Low resolution picture 500KB 10,000
PowerPoint presentation 3MB 1,667
Musie (3-minute song) 3MB 1,667
YouTube video (3 minutes) 15MB 333
Data Conversion Chart
1024KB = 1MB
1024MB =1G8B

Slzes estimated and may vary.

See www.aprint.com for more information on what you can do with 5GB a month.

Taxes and Sprint surcharges excluded, Ses page 26 for important detalls.

Additional Dala above 568; $0.05/MB. O network roaming dmited to 300MB/mn. Data usage without 4 Mobla Broadband Plan is 3¢AE.
international Data roaming may incur addillonal charges. Cverage and Pay-As-You-Go rales are subject to change.
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For Worla: phones: Lf;;if»f{;m

. 5;335;@@ ‘;ﬁ;t“!"f!fj.@h@%ﬁ%@“ﬁg{&&m‘éﬁ{. GEMGRAS @l COMA tatg: $69.99 with one-year agreement
in piar :ézfi el 'nia o W’mafﬂmfa in cier 129 doutings vefaﬁc:‘wfm, -
For all other Saent Foi' il ather Sprint Viingows
@’ac&&?&rry davices: BV B0 i i i Miiiile/Paliey PRA devicgss ;
Uniirrited CORA riats in USA, $ED.99 wath are-yenr sgreiign! Uniimte) COMA gl i m $69.99 with one-year sgreement _

‘Candda, Misica-and




Data Add-ons

Get a plan packed with more of what you want.

*Taxes and Sprint surcharges exciudad. See page 26 far Important detalls.

Excludes premium content. Emall appicatiors, TV and Badio channel ling-up are subject to change. All features nof avalable on all phanes,

For more information see www.sprint.com or gther in-store materials or details. Dala Usage without a data pack or plan that ncludes data is 3¢/KB.
Inlerrational Data roaming may incur additioral charges. Pay-As-You-Bo rales subject to changa.

Additionat

$104ms.

e
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Messaging Add-ons

Share life through text, picture and video messaging.

B20me.
§10ime,

*Taxes and Sprint surcharges axcluded. Ses page 26 for important detalls,
Messaging: ft domastic messages sent ar renegived. Additional mess2ges & Pay-As-You-Go 719858088 are 206/ms]. Pay-As-You-Go MMS-nigaiAucia

messages for Noxtel phanes are 25¢/msg. intemalional massages for Sprint phones are 2067msg. SIS Voica messages may incur an additiona! Cata charge of
Je/KE Not availabile with 2l phones, All charges are for messages sent of recelived. Sprint Family Locator: Not swailable 19 corporate-istie subscrivers.




QUGS

oy

pasu noA feym puil pue aie 8jdosd inoA aisym mouy SAEMIE ‘SUOKOBHD 165
Broed e e sainbeij SUO-PPY S4H)



SIOLLASE 36 D] BHEU L i DIEH Y gy vmatury g e

‘sje)on JWELIodW 5o} 7 sBed eas -popnioxe soBRYINS JUAS pu SXEL,,

SQ% salfimuya swpye}
Heossd 64718

Aeme Jey Jo Jeau ‘Kep jo wbiu el
SUO-PPY 82INIBS ©D/I0A



&Ly 4EE OUE

Ay o UGS

B Jad ULy

Uy jed- 0iy/ge

o OIS BES

e OW/EE'6ES

SUEl BOIO/\ [BUOIIPPY



Nextel Direct Connect® Add-ons
Must-haves for those who connect with the push of a buiton.

$5/mio,

$5ime

o g

F10/mo.

“*Taxes and Sprint surcharges excluded. See page 26 for imporiant details. &
No discounts anoly o Web Pian, My Nextel Address Book, Nexthial or NextMail Locator,
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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,

Fayrmeent options cepand upon credit and paymend nigiory: Certain payrnent options may b restricted or ot avaieble. Adcount Baiance Moritor may nat be compatie wilth 27
devices and may incur casual o2t usage charges of 3e/K8 wihou! 2 data plan Tex messages avallahle when the phore is on and you are i Spnt Senice Arsa. Ses pags 26

dem ARl Anenndt and rosanesastize, foo etatie




How it Works:

You have a presst account limit based on your credit history, Your limit pertains to all fines on your account and total balance.
Talk, text, download and more, plus monitor your account and pay your bill with the following toofs.

* Download the Account Balance Monitor to your phone to check your fimit. 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 fo www.sprintcom and signing inio My Account

* Receive free fext messages from Sprint when your account approaches your preset fimit 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 o make a payment.

After 18 months of service and responsible payment, Sprint may remove your spending limit and send an account notification letter,
If the limit on your account is exceeded, service may be suspended until the armount over your limit is paid and posted to your account.
# your account remains suspended, Sprint may lerminale your sstvice.




FULL 1EGAL DISCLAMER:

SPM: GPM-7AM Mon.~Thugs,, 9PM Fil.~7AM Mor.
TPM: 7EM--7AKS Ron.—Thurs., 7PM Fri—7AM Mon,
BPM: BPW~7AM Mon.~Thurs., BPM Fri—~7AM Mon,

~Monthly charges exclude taxes and Sprint Surcharges fincl. USE charge of up to 12.9% {varies quarterly), Adminfstrative Charge (up to $1.99/line/me.), Regutatory Charge ($0.20/ine/mo.) & state/iocal fees by area]. Sprint
Surcharges are nod taxes ar gov't-retpired sharges and are subject to change. Detalls: www.sprint.com/itaxesandfees.

TERMS OF SERVICE .

Subscriber Agreement: The agreement is providag to vou at acfivation and inclurdes any documents you are asked o sign, the detailed service tarms (in this quide & cther refevant materials) and & specific Terms and Condions document for the services selected. General
Torms: If yer agres bo martain Servics for a mirimum Term, the Tera: bagins when you aceapt the Subseriaer Agreement (0.0, Signaturs, sativate senite, use phone, slo). You may terminale any fine of service bafera its Term ends by caling us, however, yot vl be responsible
for e EARLY TERMINATION FEE of up to $200 (ETF) for each ine/nuntaer tarminaled eary — evcept for termivations consisten with our retu oolicy, Subscriber Agreaments starding after +1/02/08 are subllect 1o Sprint’s prossled palicy (8200 through month 5 of term,
desrmasing $10 a month untl $50 minimum agpies I remaining torms). Payment of he ETF does nat satisly other obligations cwad to us, intluding Term commitmients with other finas or senvice/equipment charges, A oifers, nckiding nians and customizeble/upgrade oplians
e avafalie fom 0G/08/2009 to 10/31/2009 —— we reserve the right 1o cancet offers sany a7 xterd offers without notice. Gffers ars subent to credit asproval An adoount spending fmit may apply — ask for spaciiic amaunt. In cortain areas, & $4.89 per manth account
spending limit fee Wil apply par fine. Monthly service plan charges accrue even if your service is lumed off for exceacing your spending Emit or non-payment. Offers may not be available everywhere, combingble with other promolicns/opions, or avaliable o busingss customers.
Cevarape is not avalad's everywhere eng varias by service — see mapping trochures or visk wwa SRt comooverage [or detalis. Monthly cherges excluds taxes Sodni Swrcharges finct, USF cherge varies 9badery), cost recovesy and adminisirative fees. & slateriocal fees
by area (8.0., in 5ome areas up o 16% but in most areas less than 3%)). Sprint Surcharges are not taxes or gov't-required charges and are subject to change. Lp 1. $36 phona activation fee appiies 1o new actvations, certain servive plan changes or upgrades of phones
or devices phonies’y. A $25 reconnect fee may acply 1 reesiablish senvice on ali acoounts that have been disconnected for aonpayment, A deposi, 'n most instances befween $50 and $75G foul sumetirees up to $1000), may be regidrad per fine to esfablish service. Cur
services wit ondy work with aur phores — nat &)l genvices are avaiiabie wilh al phones or on gl networks. Morithily service chargas ere not rafinded or prorated # service s terminated or modfied befere yow biling cycle ends. Al phone usage, Ticluding Inecming/ouigaing
cal, incurs charges unkess spacfied otherwiss. Excapt where specified, inciuded plan minutes are not good for oll-network roaming <alls. intemational roaming rates for wolce and date services are addiorial and will vary. On calls that cross ime periods, minutes are gererally
deducied or cherged hased on tha cal stert fime. Unused monthly plan minutes do et zarry fooward. Parfal mintes of use are roundsd up 1o the next whole minuie.

PROMOTIONS, OPTIONS AND OTHER PROVISIONS

Business Device Select and Sprint Busingss Pramisr Programs avaltabis 1o corporaie-liable accounts only. Sprnt Premier is nol avaltable 1o corporats-leble customers. Messaging (text, pictura and videe): Messaging rates are subject to changs. Standard messags rales
& charger when 3 message i sent o received!, whather raad or unread, viewed or Liviewed, saficited or ursolited. Urused menthiy plan messages do not carry forward. Certaln massages, inchiding these to 3rd pardes to perficioate r & promofion ar other program, wit
resuitin adgfional charges. Intermational messaging rates may valy and &re subject to shange. There is no quarantes that messages wil be receivad, and we are not yesponsibie for los: o misdirectec messages. Most tex! messages e mied to 160 characiers. Messages may
incur an edditional Pay-As-You-Go data charge nf 36/KB. Musle: $2.50/s0ng chargs applies fo Sornl Music Store downicads f aa data plan is seiscted. Sprint Mohite fo Mobile: Sprint Mobis 1o Mobile aliows you to meke o racaive Lnimited catls dredtly to or from



Sprint subscribers on the Natiorwide Spnt Netwark or tha Nexdel Malional Network withocr usisg vour service pian sninutes. Only evatiabie for cafis directy betwaen Sprind phones and/or mast Nexie! phones (not trough Voicernall, 411 ar olter indirect mathods).
ot avakiable where a Speint phose is raming, GPS Navigation: Ervirormeent may limit GPS loration information. Recssires Account holder's authorization for Sprint fo shars looalion and oiher neaded enebing iniormation with I0ia narfies. & s Ihe responsibifly of
thie Account hekier to rofily devics Usars that location ean ba identified whils vaing GPS applications. Lecation Based Services: Sorint Mobile Locator availabie for corparate-iable acoounts only, Evironment may fmit locarion based service information. Locaton
Based Services reguie an account hotder's autharization for Sprint to share losation snd other needed enabling information with third parties. itis ihe responsihifty of the accaunt hoider 1o nollfy davice usets thet location can be igentified whils using lacalion based
service eppications. Tota? Equipment Protection: Equipment Replacement Program is insurance undenaritten by Gonlineniai Casuaity Company, a CNA company (CNAY and administered by Asurion Proteciion Senvices, Li.C, & ficensed agent of CNA (Asurion
Pratsciicn Senvices insurance Agency. Pleass 529 the Prolsglicn brociurg avalable al any paricialing retad Incation or visit www.sprinf.com/TER for compiste terms and corditors of coverage. Temns and conditions are subjec! Io change. dMay act b avaliahle in
all siates, Bigibilty varias by davice. Sprint 1o Home: Monthly chare s invaiced to Sprint wireless azcount. Not avaliable for comporaie-lable aconuns. Mohbile to Office: Monihiy chargs iswoiced 1 Sprnt wireless aseound, Svaiabie ooy for corporate-fable
secoiss. Add-a-Phone: Requires a minimum two-year Term agrsarcent for each fing added {"Seccndary Line"), The first prione acivated on the senica plan {‘Primary Ling™ and Secendary Lines may have cifferent Tem end dates. It the Primiary Line on e
aceount is terminated orior 0 e expiralion of e Term of any Secondary Line, a Secondary Line wil become the Primary tine. Email: Wirelass access o corporate/empioyse emall may cequire addl server of server access, ficanses, or addiional requirements
which incw adol charges. Data: Sendces are not avalabie wih all Sprint phores, Usage is caicuited on 4 per klobyie, megabyle or gigabyts (deperiding on your [lan) tasis and 1 rounded up (o the rext whole idlobyie, megabyte of gigebivte. Reunding occurs at
the and of each session of sach tock hour and. at which s we deduct accummutated usage from your plan, o7 assess overags or Gasual LSAGR Chrges. You are responsibia for f dala activily trom and (6 your devics, regardiass of who initiaias n actvily. Esfmales
of data usape will vary from actual usa Your invice will not separately identify the number of kiobytes. megabytes or gigabivies atiributabie fo vour uss of specific sites, sessions or senvices usad. Premium contenl (games, fingers, s0ngs, efe) oviced separately, Services
are nof avaiiabig for use in conneclion with server devices or host computar applications, other systems that drive continuous heavy ratfic or data sesslons, or as substitutes for private lires or frams reloy connections, Except with Phone-as-Madam plans, vou may
K6t use a ghone (Rciuding 3 Biuetoots phone) 53 @ moder: i conrection with a compuiar, PDA, oF simitar devies, Wa reserve tho Aght 'o deny or serminate service without notice for any misuse o any use that adversaiy affects network perormerice, Avaitabiiiy of
dowripzdabie or skeaming conient 5 subject fo changs, including bt not mited to dgkavision shamels and radio stations. | user is not subsoried 1o @ data included plan or add-on, pay-a5-you-go charges are inturved whsn using das aosiicalions and semvices.
Web Access: Sprnt can help you provent the transmission of material herrofud to minars or gertain devices by allowing 2coess oaly io 2 fimited nurnber of Intemet wabsles or restricting web acoess. For mose informetion, vish wawsprini.com. OH-network
Roaming on Sprint Phones; Not avallabie with single-band phones, or to cusiomeds resiting outside an area covered by the Natiormwide Sprint Nehwork. Sorint may terminate servica if in 2 given mondh {13 more then 800 minutes, {2) a majoriy of minutes o
(3} a majorly of data klobytes are Used while roaming. inlematiorat calling, ingiuding In Canada and Mexico, is not inckuded in plans with ne roaming charges. Roaming usage may be inveleed afier 30-80 days. Data senvices and certain calbng featuras (Voicommai,




Caller 1D, Call Wating, etc.) may not be avaliable in gl rgaming areas, Data Usage Limitation (Mobile Broadband Cards, USB Modems, Embedded Modems and Phong-as-Modem): The amount of data transmitted over our netwrk i measured in kiobytes &B),
megabyles S5} of gigabyles (GR). Sorint reserves the right to mi rauginpet speeds or amount of dala transierred; and 1 dany, isrminale, disconnect of suspend service if usage either excesds (3} 5GB/month i tofal, unless specified ofhevise or (b} 300MB/MERth while
ofi-natwork roaming, 1024K8 equal 1MB. 1024MBequal 1G5 Tnteriational Long Distense: Phones must be activated ©r intemiational service in order to make mtermationatlang-distance calis, inchiding calls o Mexico. For verifieation purpeses, you may ba required to provide
additona! infarmalion and activirtion of plan may tzke approvimately 10 3 days. Batos, mobile termination fees, and avalabls countries &t wwav.sprnl.comfntesnationalrates. Inismational rafes are Subiact '0 change without notice. Mexico Long Distance Dial Codes: Agua
Prigta {533), After [B37), Ciudad Acufia (877}, Ciudad Juardz (655), Ensenada (648}, Matamoros (368}, Mexicall (686), Naco (533, Nogales (631}, Nuavo Laredo (867), Uinaga (826}, Piedras Neqras (878), Puerto Palormas {856), Reyrosa {(B90), Rosarita (661), San Luis Rlo
Coferaco [B53), Soncita 1551} Tecale (6853, & Tiuara (664). Nextel Direct Conneck® Customer must selact rate plan o add-0n with Newts! Direct Cornect access i order o make o receive Direct Connect calls, Nexte! and PowerSaurce devioss operate on the Nextsl National
Neswiork and Sprint davices operats within cerlain £VD0 Res-A coverage aress on the Sprint Modle Broadband Network. Groap Connect® Group Sonnect currerly operates between parfies on the same push-io-tak network platform. International Birect Connect™
Access: Intgmationgl Ditect Cannect® calls use Dirsct Comect minules induded in vour plen, [20¢/min.) times # of pariicipants pay-as-you-go charge for senvices not incuded 'n your rate pian or opfion. Interrational Direct Cannect® access avalebls n and betwaen the U.S. and
Canata, Mavico, Brazl, Pery, Uhile ang Argenlina. One Way Messaging Aferts: Alars are 156 per mossage received Dy the cusiomier. Only 2vatabls on Nextel and PowerScurce phones, Gna-Way Messaging slerts are-subjéct o change. NextMail/Nexthait Lacator:
Recording outsite the U.S wii incer Inemational Direct Connect charges. NextMai/MNexiMall Locator is anly availabla on salact Nextal Direct Gonnact-capable phones. GPS services requlre GPS capabile pions. Envionment may imit GRS location info. Standard messaging o data
1ates mav apply for sending phatos @i wifh NexiMat Locaior messages.
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As a Sprint customer, you get more

of what you want out of every mornent
of your life. Whether it's business
productivity or life outside the office,
we enable you to do more, get more
and enfoy more.

Sprint

The Now Network™
Call 800-Sprint-1
Click www.sprint.com
Go to the nearest Sprint Store
VAY:
&d
FSC
Mixed Seurces The: Natiorwicz Sprint Nehsiv weches nde 205 milion peopls, The Nexdel National Netwoik
e Teaches ey 27 Amilon : 1obie roadand Network reaches over
ratassdaker 2654 riiun Gt £ 2 o sspevB. SPRINT, the Sprint logo, end offer
Cartro SWCaCsnn Tademarks 275 is0sTaEs Siptul-Hlo fiar product or servica names ale propary
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Coverage you need.



THiobile has severst family and individual plan oplions @ Eamily Tiens® Plans &/
s0 you san find the perfect #it. ~ Every FamilyTime plan includes a pool of WHENEVER Minutes® for your family to share.

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.com for messaging rates.

Faves for families™

Each member on your plan gets uniimited nationwide calling to their five favorite people.
Any five U.S. phone numbers — even landlines. Plus, you'li get unlimited nationwide
T-Mobile to T-Mokbile calling and unlimited nights and weekends,

Farrily Add-on

Farmily Sgd-on

Far more information and other rate blgn options, tallt 1o o Sales Assooiste,
sea the T-Mobille Serviges broghure or visit www i-Maobile com.



&
Foves® for individusis
Get unlimited nationwide calls to your five favorite people. Any five U.S. phone numbars —
even landlines.

ndividua! Plans
T-Mobile has a plan to fit your lifestyle and budget.

Wel and Messaging Plans
Qur messaging and Web plans give you mora ways to connect.
All-in-orie Davices
Connect how and when you want on devices perfect for the Web, e-mail and messaging.

Fhongs
Calling may be your first choice, but now it’s notyour only ane.
ing.

Measaging Yalue Bundlss®
Messaging is a fun and easy way to stay connected with those who matter most.
Send and raceive any type of nationwide message; Text + Instant = Picture = Video

* The ability to send and receive messages is included with all plans. You can purchase a Messaging Value Sundle that includes a
certain number of messages ¢ach month; bundles not available with all rate plans. If you don't have a Messaging Value Bundla,
messages you send ar receive will be charged on a per use basis. Seg www.T-Mobila.com for messaging rates.



R ]
. _ ) G
C BlackBerry Plans &/
Experience effortless e-mail on the go. Simply choose a T-Mabile calling plan and add on
BlackBerry service or choose a BlackBerry Service Plan?

* Some plans only available when combining voice and dats on the same SIM card.

TINTY.8.5.37hx5.5 5/09

«}: - -Mobile- sidekick®
All Sidekick plans give you unlimited Web browsing for use with our Messaging Value
Bundles suited to your specific needs?

Sidekich Add-ons

* Available on select Sidekick devices.

‘I - ‘Mobile~HotSpst’

TRinbils HolSpot Add-on




- .‘ | @
‘[ - -Mobile- @Homie:
Available on family and individual plans, T-Mabile @Home service gives you untimited
nationwide calling on your home phone.

Unlimiied HolBpot Calling

Avaitable 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. TMobile operated HoiSpot location,

S _
Call us at 877.822.SPOT (7768) to see if you are at a T-Mobile operated HotSpot location.

webConnect™ for Laptops and Othey Devices
Now get the full Internet outside your home or while on the go.

. N 7}
Bowmniosds

Download ringtones, wallpaper, games, applications and cther fun stuff right from your phone,
#usgio & Sounds

‘fou can save on per item charges by purchasing a monthly pack of ringtone/wallpaper credits.
Games and Applications

Wai ETelchy

myFaves® ltons

* Not available to prepald customers,

411 & RMore




()

- -Mobile~

AllPricing: Limited-time offers; subject to change. Taxes and fees additional. Rates apply only to calls:and messages originating 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.
Untimited features are only for direct communication between two people. General Terms: Gredit approval, activation on a qualifying T-Mobile rate
plan, per line activation fee and minimum one- or two-year agreement may be required. Up to $200/liheg early cancellation fee applies to one-and two-year
agreements {ask Sales Associate for details and other agresment options}. Regulatory Programs Fae (nof a tax or government-mandated chargej of 866
per line/month applies. Taxes approx. 6-28% of yout monthly bill. Per month per line $4.99 Control Charge applies (unless enrolled in Easy Pay)to FlexPay.
Overage minutes extra; partial minutes roundad up for billing. Vaice Plans: Some calls/features involve muitiple calls {e.g., forwarded calls, call waiting
and hold, conferenice calls, and unanswered incoming calls forwarded to voicemail); each call incurs separate charges, Afrtime usage applies fo toll-free,
operator-assisted, voicemail and calling card calis. myFaves: Capabie handsét reduired. myFaves only applies to calls directly between two peaple and
allows unlimited nationwide calling to five U.S. numbers, You can change myFaves numbers once per menth. Unkimited HotSpot Calfing: HotSpot-
enabled phane, Unlimitéd HotSpot Calling feature, router, broadband internet connection and qualifying rate plan required. Regularrate plan minutes arg
used when call does notoriginate on Wi-Fi network When using HotSpot Calling, 9-1-1 service may not be avaifable and your ability to receive emergency
services may be impeded, T-Mobile @Home: Two-year service agresment, qualifying rate plan, T-Mobile @Home plan, HiPort router, compatible phone
and broadband Intermet connection required. Nationwide voice-only ptan; all data, messaging and other services billed according to your regular rate
plan and other pricing. See T-Mobile @Home Supplemental Terms and Conditions for mors information, including important limitations on availability and
reliability of 3-1-1 emergency service. T-Mobile to T-Mobile calls are directly dialed between T-Mobile customer devices while onthe T-Mobile USAnetwork
(and not roaming on any domestic or internatienal network); callsto voicemail and other T-Mobile service numbers not included. Nights and Weekends:
Weekends are midnight Friday to midright Sunday, and nights are 8:00 p.m. to 8:59 a.m. Monday through Friday (except for Prepaid), based 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 location {s: not available, time of call based on time zone associated with your phone number. Different terms apgly to Prepaid Pay By The Day plan. See
Prepaid brochure for details. Family Allowances: Qualifying posipaid multi-ine plan trequired. Calls and messages sent or received while roaming on
another carrier's network, and not on the T-Mobile USA netwark {"roaming”), may not count toward allowance limits. Even if a number is on your Never
Allowed listor otherwise blocked, vou may still be ableto send and recelve calls and messages to and from that number while roaming. Your Never Allowed
iist cannot include international 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. webCennect: Overage charges apply; partial megabytes
rounded up for billing. Device is not voice-capable. Data stick may not be shared in any manner, including use with a network or more than one computer
or other device. This device requires a specific data 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 international service activation;
usage does not apply toward five-gigabyte limil. International rates apply. Data/Messaging: You will be charged for alt data sent by or to you through
the network, regardiess 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 slowed, suspended, terminated or restricted if you use your service in
away that interferes with orimpacts our netwark or ability to provide quality service to otherusers, or if yot roam for a significant portion of your usage (see
T-Mobile's Terms and Conditions for details). We may also temporarily raduce data speed for a subset of customers who use a disproportionate amount of
bandwidth during a billing eycle. You may not use-your plan or device for prohibited uses listed in your data plan terms. Some devices require specific data
plans; if you do not have the right plan for your device, you may notbe abte to use data services. Domastic use anly. Downloads: Additional charges apgly;
not all downlcads available ¢n all devices. You obtain no rights in downloads; duration of use may be limited; may be storad solely for use with your device.
T-Mabile is not responsible for any download lost due to your error, Family Plans: Limit fiva linas; all monthly aliotments pooled. Al lines of service mustbe
activated in the same T-Mabile market and have the samae billing address and area code. HotSpot: Devices using wireless connections may be vuinerable to
unauthorizedattempistoaccess data and software stored on the device. See the T-Mobile HotSpot Security Statementand HotSpot Termsand Cenditions at
www.T-Mobile.com tar more infarmation. Coverage: T-Mobile servics is notavailable everywhere; 3G coverage available inlimited markets; see a Coverage
Map, available at www.T-Mobile.com, for details. Abnormal Calling Patterns: Call duration, text/instant message duration and/or your continued eligibility
fot service or any plan may be limited or terminated for {a) consumer protection purposas; (b)-abusive conduct or abnormal call pattern(s); or (¢) significant
roaming. Bill Details: Your bill summarizes your charges, fees and taxes but does not include the details of services used. You may view bill details at
my.t-mabile.com ar, for an additional charge, we will provide detaited bills, Wa do not provide bills to FlexPay and Prapaid customers. See brochures, and
T-Mobile’s Terms and Conditions (including arbitration provision) et www.T-Mobile.com, for additional rate plan information, charges for features and
services, and restrictions and details.

The RiM and BlackBerry families of related marks, images and related symbols are the exclusive property of and trademarks of Research In Motion Limited —
used by permission. T-Mobilg, the magenta color, -Mobile @Home and the 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 are federally reglstered tradermarks, and Family Allowances, Fave 5, myFaves for families and webConnect are service marks, of -Mobile
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Connect in more ph
Regional Coverage

cas than evar,  Local Coverage

Lomaroge ey

{## T-MOBILE USA
COVERAGE

850 MHz ROAMING
COVERAGE AVAILABLE
ON MOST HANDSETS

1900 MHz ROAMING
GOVERAGE AVAILABLE
ON ALL HANDSETS

Biased on computer-generated
mizdels approximating our
[ited outdoor coveragg
anthe T-Mobile USA network
aired the networks of our

i 71 partners. Your
Qursriad experience may vary.

“ee Map Information
: for coverage details
& oand lireitations.

TANAE A O ELE PTS



National Coverage

&l While in this ares, make calls to anyone in the United States and Puerto Rico — with no
nationwide rcaming or nationwide long distance charges — with any T-Mobile national rate
plan. Visit www.T-Mobile.com/morecoverage for answers to frequently asked questions
about our coverage”

Standard usage charges apply.

= T-Mobile to T-Mobile and data services are not available in cerlaln areas included in the national coverage map. Long distance charges apply 1o
calls to the U.S. virgln Islands.

International Coverage

This map indicates countries

- where T-Mobilg has intemational
roaming partners. A multi-band

i phone and credit approval

:  are reguired. Ask a T-Mobile
Sales Associate for more

details and pricing.

Prapatic gnd Plasbay™
- cusiomers can anjoy

C coverage s Mexiso
and Congdot

Calling or traveling abroad? With T-Mohile, you're good to go. Just activate your T-Mobile

WorldClass® service by dialing 611 on your Mobile phone or calling 1-800-937-8997F

* Call 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.

* WorldClass service and credit approval required. Not available on all rate plans or in all areas. Additiona charges apply; rates subject to change.
Capable handset reguired.



</

Prepaid, FlexPay™ and kidConnect’ Coverage

T-Mobile's coverage is really going places. Prepaid, FlexPay and kidConnect coverage continues
to expand, and now encompasses approximately 37% of our national coverage map.

White 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 ara not available in cartain araas included in coverage map. Long distance charges apply to calis to the
1.S. Virgin Islands. For Prepaid customers, addifional charges may apply to calis made to Puerto Rico.

*[* - -Mobile~

MAP INFORMATION: Mzps pradict and approximate our anticipated wireless coverage area outdoors, which varies from
location to location. Maps may include locations with limited or no coverage, and do nof guarantee service availability.
Even within a coverage area, factors — including netwerk changes, traffic volume, service cutages, technical limitations,
signat strength, your equipment, terrain, structures, foliage, weather and other conditions — may interfere with actual
service, quality and availability, including the ability to make, recelve and maintain calls. Portions of the mapped areas
include networks operated by our roaming partners, and we ace not responsible for the perfortnance of those networks,
T-MOBILE TO T-MOBILE calls are directly digled between T-Maobile customer devices while on the T-Mobile USA network
{and not roaming on any domestic or international network). Calls to voicemail and other T-Mobile service numbers not
included. ROAMING: Nationwide roaming refers to usage while on a reaming pariner’s network within the domestic
coverage ares. International roaming incurs additional charges and refers to usage whiie you are outside of the United
States. Multi-band (85071900 MHz) GSM/GPRS handset required for access to 850 Roaming Coverage. Ask a T-Mabile
Sales Asscciate 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, pecple can still leave you voicemail and send text messages that you will receive when you
get back into a coverage area. To see if our coverage meets your needs, take advantage of our Personal Goverage Check
at a T-Mobile retail store or oniine at www.T-Mobile.com. If, after signing up for service, our coverage dossn't meet your
needs, take advantage of our return palicy [avaitable with most plans). See Pricing, Services and Devices brochures, and
T-Mobile’s Terms and Conditions (including mandatery arbitration) at www.T-Mobile.com, for rate plan information,
charges for features and services, and restrictions and details. -Mobile, WorldClass, tzones, and the magenta color are
federally registerad trademarks of Deutsche Telekom. stick together and kidConnect are federally registered trademarks,
and FlexPay is a service mark, of T-Mobile USA, Inc. © 2008 T-Mobile USA, Inc.
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Satisfy Your App-etite
Music, games, navigation
and more: Our apps let you

work and play on the go.

em
FREE How-To Wallet Card




Fall 2009

Take the Internet, leave the bulk.

Lightweight and inexpensive, a Netbook combinas the connectivity of a laptop
with the mobility of a phone,

A new way to connect The real deal

The first Netbook from Verizon Wireless  Get a new Netbock and get a big
has America’s Largest and Most Reliable  discountwhen you sign up fora
3G Network built in, A Verizon Wireless one- or two-year Mobile Broadband

Netbook gives you access to all the Plan or GlobalAccess Plan. Several
Internet has to offer - at a fraction plans are available, from a basic plan
of the size and cost of a laprop. You'll to a giobal plan* that travels with you
want to take it with you everywhere — around the waorld. And with 2 one-year
and you can, manufacturer’s warranty, your Netbook

Fast times on the web comes with peace of mind built in.
With Mobile Broadband and a Netbook
from Verizon 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 fult QWERTY keybeard and a screen : _
that feels like a taptop. But weighing in CarryingBag  Extended External

at just a few pounds and measuring an Battary CD/DVD Drive
inch thick, your new Netbook can go

Just.abous Enywhisiz:And sincgirsbass

than the price of most laptops, you'll

have more money to spend when

you get there, 100,

Visit verizonwireless.com/hpnetbook
for details,

HP* Mini 1151NR
natbook

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,

Additions} information
fir Mesbyile Broanband
priing wfonmation,

300 pages 24-25,

*Toget the full benefits ¢ roaming globally cutside the U.5. on G5k
networks, you must ensure that 2 SiIM card is installed in your
Netbook and that you've subscribed 1o a global plan or feature,

1.800.2 JOIN IN




Be your
own
hotspot
with MiFi.
Conmecton, Oyt i

Put Wi-Fi where you are with the new,
portable Verlzon Wireless MiF™ 2200
Intelligent Mobile Hotspot. You can use
Mobile Broadband to connect up to five
Wi-Fi-enabled devices in rernote places.

Features include;

«Standard Wi-Fi security protocols
+Removable battery

+UJSB cable mode
“ingasndiantenna

Visit sevizomwirelessam/
mobilehotspot for details,

won Wireless MET2R00
intelligent Moblile Hotspot

1 ifi s a rademark of Novatel Wireless, inc.

varizonwireiess.com
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Verizon Wirgless Phones
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Nationwide Plans 12
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Coverage Map 16
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irefess,

ehind you like Verizon \

As a Yerizon Wireless Customer:

You'll enjoy America’s Largest and Most Reliable Wireless Network,
We test and improve our network every day so you get the hest service on
Ametica’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 exiending your contract.

You'll get our 30-day Satisfaction Guarantee.?

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 frea device every two years with New Every Two®,"

Sign up for a two-year plan of at least 334°° and qualify for a free device,
up to #30 or 550 In value depending on your Plan, with a two-year contract
renewal. You can also transfer your New Every Tiwo credit to another line on
YOUT 3CCOUNt.

You'll enjoy exceptional customer service with our team of certified
wireless expetrts.

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 New Every Tivo,
see page 44 in the Important Information section.

*Some plans are available only with specific equipment. Acceptance of 3 pramotion may require a new one- of two-year
agreement. {ustomer will be fimied to two plan changes per billing cycle,

*Return policies may vary and New fvery Two redemptions may not be available at Verizon Wireless authorized agents,
Your Hew Every Two discount is appied 1o the two-year discounted retail price of a new device.




Fall 2009

Keep your world in the palm of your hand.

Verizon Wireless delivers more of what you love about BlackBerry, When you need it. Where you need it. Because America's
targest and Most Rellable 3G Network provides an exceptional platform for reliable emails, dependable downiloads and
blazing-fast 3G web browsing. BlackBerry on the Network. It's everything you love about BiackBerry and more,

BlackBerry® Tour™ - BlackBerry® Peari™ Flip 8230

New from Verizon Wireless, the Global-capable The Flip makes it easy to stay connected with a
Tour goes with you around the world. convenient flip design and SureType® keyboard,
BlackBerry® Storm™ BlackBerry® Curve™ 8330

The first touch screen srartphone from BlackBerry: BiackBerry's popular Curve offers an intuitive

has a virtual keypad with SurePress™ technology. QWERTY keypad and is VZ Navigator*-capable.

1.800.2 JOIN IN
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BlackBemy® Towr™

- Vevizon Wiraless Phiohes 4
Fingl the hottest touch screen, i
andslider phones; plus the

accessorles you ne.ed,

Smartphones &
Get advanced capabilities with
our newest smartphones.

Push to Talk Phones 7

Use these phones to connect
1o your world with just

the push of a button,

Netbooks &

njoy the connectivity
of alaptop in 2 more
portable package.

MEET 2200 Intalliged
Mobile Hotspot 2

Share your Mobile
Broadband connection.

verizonwireless,com




Fall 2002

Verizon Wireless phones & accessories.

Motorola Hrave™
{While suppiles ast)

v i WirelessandPC . ’ ) . ¥

dowloodsonly

o+ ’ % - v ' o : o«

¥ v < . W ¥

V. s ¢ B &

Dornestic Domestic Dormestic , Comestic Domestic

o ¥ ) ¥ T e ) o

v v e ; ' 7
HTML browser © HTMLbrowser  HTMLbrowser HTML browser : HIML browser

v : - - : - } -

v" g 4 ¥ v

QWERTY Virtual Virtual and QWERTY QWERATY

7 VJ : - s

3.0-megapieel 20-megapiel 32megapie 10-megapixel
O-megap _ A-megal . with flash rmegap
v : o : “ _ ¥ § v
N : ¢ g v i ¢ v
h ' : D
T_nuc sereen Touci screen i Interactive cearflip, TWd,] saeen . ashboard, .
navigation, EV-DD - navigation VCAS MoblleTV - navigation, EV-DO enhanged messaging

Rev. A-capable : d ' Rev. A-capable features

QWERTY MOTOROKR™ EQ7 Snap-On Body Glove
Keypad Wirelass Speaker Hard Covers Snap-0n Covers

* Additional charges may apply when using {estain cépéhﬁﬁr;‘es. ' ) ' ' B '
erizon Wireless Prepaid customers cannot ise their Prepaic acoount for¥ CAST Music with Rhapsody® manthly subscription service, but they can sign up on rhapsody.com with a credit card and sync music t their subscriprion-
capable device or subscription-capable MP3 player Subject to¥ CAST Music with Rhapsody® standard terms and conditions avatiable at support.vzw.com/terms/products/music htmi

1.800.2 JOIN IN




Samsung
Renown™

: 20-megapixe!

4

Dashhoard,

Quad Band—capable,

Global Phone,

pre-instalied SiMcard :

Plantronics
Discovery®925
Bluetooth Earplece

Duaklip design,
i dynamic keypad with
Enk technology

Jabra 2050

Bluetuoth Headset MOTOROXR™MEH2S

Nokla 7205
Intrigue

Keypad
W

Z.O-nwgapikel
withflash
¥

v

Dashboard,

hisand hers keypads

Matorola

Stereo Headset

Keypad

s

- 5.1-megapixel with
auttfocus and flash

e

v

Dashboard; :
fuil-fledged digital
camera; meets
military specs
B10F standards for
water, shock and dust -
resistance

Universai
Side Pouch

Phones sibject to avaiiabiity, Selection may vary. Accessories may vary by deviee model

Rhapsody and the Rhapsody loge are tradermarks and registered trademarks of RealNetworks, Inc.

Samsung
Trance™

. Subscription and PC
downloadsonly
I 'L
s e
Dormestic Domestic
7 -
4 Text, Picture andVoice
e ka
e ¥
GQWERTY Keypad
s v
20-megapixel 1.3-megaplxel
o : v
- ¥
1GB of internal
' memory dedicated for
Touch dial
buch dialpad music (actual formatted
capacity is less)

MOTOROKR™ 5305 Plantronics Explorer®
Bluetooth Sterep 232 Bluetcoth

Headphones

Headset

£

Keypad
1.3megapixe]

e

Uitra-slim form factor with
premium design

Silicone Covers

verizonwireless.com

e .
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Smartphones, Push to Talk phones & accessories.

BlackBéW
Pearl™ Flip 8230

BlackBerry

Surétype
2,0-megapixel

e

128 MB/
64 MB RAM

Clear Snap-On
Caver

* Additional charges may apply when using certain capabilities.

"?;ai'hs'uhg
Omnia™

Email and Web
for Smartphone,
Pocket Outlook

Virtual
5.0-megapixel
v
256 M8/
128 MB RAM

{8 GB on-board
memory)

16 GB

Display
Protectors

HTC
Touch Diamond™

Ermait and Web
for Smartphane,
Packet Outlool

Domestic

Virtuzl
3 2-megapixel

7

256 MB/
192 MB RAM

16 GB

Universal

Side Pouch

!
g _‘;:-..,!..»J

BlackBerry®
Curve™B330

BlackBerry

QWERTY

2.0-megaplxe!

¥

26 MB/
32 MB RAM

Soft-Touch
Hard Cases

F.‘;!a-:kéerv;x’“ Samsung
Towr™ Saga™
. (Colors may vary)
Email and Web
BlackBerry/ for Smartphone,
GlobalEmail Pocket Outlook,
GlobalEmatl
b ¥
v “
Rev.A Rav. A
" ke
v '
Domestic and .
Glokal Dormestic
s./ -
¥ ) -
QWERTY QWERTY
3.2-megapixel 2.0-megapixel
' ¥
256 M8/
256 MB RAM 256 MB/
{2 GB microSD 128 MB RAM
: card pre-Installed)
16 GB

16 GB

16 GB
Memory Card

Extended
Battery

*With Mobile Broadband Cannect devices that are EV-DO Rev. A—capable, you can expect download speeds of 600-1400 Kops and uploac speeds of 500800 Kbps. With Mabile Broadband

1.600.2 JOIN'IN

Connect devices that are not EV-DO Rev. A—capable, you can expect downlead speeds of 400700 Kbps and upload speeds of 6030 Kizps. VZA¢cess Manager required; visit vzam.net




Ematiand Web
for Smartphohe,
Pocket Qutlock,
GlobalEmail

o

QWERTY

20-megaphel

256 M/
192 MB RAM

£ a0

16GB

PDA Universal
Pouch

VarenWidiess

1.3-megapixel with flash

i

Rev. A Push taTalk-

capable, Fiekd Force Rev. A Push to Tatk—

capable; Field Force
Manager-capable; mests

128 MB/192 MB RAM Rev. A Push to Talk-

capable, Field Force

meets militery specs

standards for water, dust
and shock resistance

Rugged Side Pouch

verizonwireless.com



Fiang, pricing & options that are right for you | Pages 12-29

Nationwide Plans 72

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 life.

Nationwide Plans Rate &
Coverage Area Map 14

Where to get America’s Largest and
Most Retiable 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 26
Convenient plans created
for customers 65 and clder.

Text, Picture, Video &
Instant Messaging . 2%
Stay in touch
in aninstant.

Prepaid Plans 22
Enjoy freedom of choice
and pay as you ga.

Mobile Broadhand Plans .24
Take your office with you.

My Verizon 2&
Take charge of your account -
online or on your phone.

Global Services 28

We have options to

keep you connected in
hundreds of destinations.
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Nationwide Plans

Pick the plan that fits your life and get unlimited Mobile to Mobile Calling
with more than 80 million Verizon Wirsless customers,

Plus, tzlk all you want with Friends & Family. Unlimited calling to any 10 numbers,

Anywhere in America, Anytime.,

All Verizon Wireless
Nationwide Plans include;

Unlimited National Mobile to Mobile
Calling Minutes

As always, get unfimited talk with America’s
Largest Mobile to Mabile Calling Family.
More than 80 milfion strong.

No Domestic Roaming or
Long-Distance Charges
Coverage not avatlable everywhere,
Airtime charges apply.

Night & Weekend Minutes
Night hours:
(Mon—Fri) 901 pm~559 am.
, Weekend hours:
{Sat-5un) 12:00 am.-11:59 pm.

Mobite Web*

Additional Information

Arsythie Minutes; Natitng Mobife
t-eballe Sl Misnstes, Night &
Wegldnd Minutés aihd Per-Minule Rata
are for domestic aalls romwithin the
Matiarwitle Rate andd Coverage Atea. Soe
mages V617 or 45 for Coverage Areas far
other sunvices, Beor Additional Plan
information, sespige 44, For the
Nationwide mizp, seg pPages 16-17,

! Dira package of 0% or higher, or Nationwide Prerrium
or Connect Plan, required for Enhanced Multimedia phones.
All Windows Mobile, Palm and BlackBerry smartphanes
require a data feature of %29 o higher, or a data plan.

* Mot available in some areas.

¥ Rirtime applies to message retrievals fram your wircless phone.
Voice Mailbexes not initialized within 60 days of activation
will be canceled.

1.800.2 JOIN IN

Other services:

Calling Features®

Basic Vioice Mail with Message Waiting
Indicator,Y Caller ID, Call Waiting,"
3-Way Calling,’ Call Forwarding’ and
No Answer/Busy Transfer!

Text, Picture and Video Messaging
See page 21.

International Roaming/

Glohal Services

Going overseas? No worries.

We offer voice service in more than
220 destinations. See pages 28-29.

411 Search®

Talk to a real person and get the

information you need.

~Tob P I wierdamwr e auipe
Auteiatie salf completion and text
message of fisting available.

+Send listing information directly
toVZ Navigator to get free driving
directions?

#1% per call, plus airtime and standard
Text Messaging charges.

! Blrtime applies to all simultaneous calls and to forwarded/transferred calls even if you send the call to wireline telephanes,
*Per-call charge and availabifity of credit for incorrect infarmation for 411 Search may vary when your phone's banner displays

“Extended Network” or “Roaming.” Text charges may apply for 411 Search text message. if you are not a Verizon Wireless Prepaid
customer andrecelve Incomect information fram 417 Search, £all 431 Immediately 10 request credis. Preference aptions may nat be
avallablein alt areas.

*Not available in all areas or o Verizon Wireless Prepaid customers (see vznavigator.com/about hemi for detatls). Moz all istings

are available for driving directicns, VZ Navigator subscription required for use.




Nationwide Sirigle=Ling

. Premium Plan® * Connect Plan® ‘SelectPlan  Basic Plan Per-MigutE Frionds
 «Voice calls + Voice calls : +Voiee calls - = Voicecalls ﬁ;;ewﬁ;ni; # :
«alimited Messaging* to anyone  * « Uniimited Messaging® toanyora  * - Unlimited Messaglng® to ‘ Coarry 5§§’ :
Monthly an any network in the U5, o7 ary netwarkin the U.S. anyone on any network s !
Anytime +¥ CAST Video On Demand « Uniiinited Data it the U.5. Fidh S friands
Minutes  .Uplinited Data =« Mobike Emall !
< V1 Navigatos H
-~ obile Emaii :
Moanthly Access )
450 797 5699 s59% 39% 45¢ -
anG sgg!! 58999 $7999 559!9 40 W
1350 T19% 109 i99% 190 35¢ : 4
Uniimited® 139% ’12_9” 199 995
Data Sent 1B/MB $19%/MB
orne:eﬁreld' Included Included thage) |
‘Natioawide Failiy Shareblane - -
Per-Minute -~ Frismnds
Shared Monthly ] Rate After
. . Menthly Access — for the first two lines Allowance N
Anytime Minutes - Family
- Pick Y Trandy
700 §139%° 1195 999 i69* 45¢ -
w0 *59% s139% g Be® L a0 <
2100 : 479" 159" 139" wegr 3 \’
3000 ' 2197 4199 1797 149% L
4000 12697 $249% 229% f9g% 0 ¢ v’
Unlimited® : $269% $249% f229% 1999
©529% forPromiten Planor : ; ‘
: 119* fororemivmbnlimitzd Pian, .~ *19% farconnect Plan or ™ o
Each additional line $19% forConmectPlanor 2 H09% forComnet Unlimited®an, |9 Select Plan o 9% sasicPlanor |
{Upte 3} - M109% forConectUnlimizedPlan, 9% forSeiectPonor © 5997 for Unlimited Plan - 999 for Unlimited
9% forSelectPlanos 09 forSelectinlimited Flan. - Flan
99" for Select Unlimited Plan
pata Sent . . $199/MB UME |
or Received! Included 'nd"dEd_ _ forperdatapatkage)  lor perdata package)

#Premium and Connect Plans are avaiiabie on select phones oniy, Premium Pian is ot required
on a Family SharePlan second line; IFyau wish to have a second ine on 2 Familly ShareMlan with
the Connect or Select Plan only, the monthiy access will be *10 ar 220 less, respectively. Connect
Planis not required on a Farnily SharePlan second fine; if you wish 1o have a second fine on 2
Famnily SharePian with the Select Pian only, the monthly acess will be 510 less. V7 Navigator
and Mobile Emait rmust be downloaded to your device via Get it NowMedia Center, Additional
terms and canditions, which you will be requived to accept to dewnlaad the applications, apply.
liyeu do not download the 2pplications or Fyou delete any of the applications, your monthly
axcess will not be reduced. Iyou change devices, you will need to download the applications
ta your new device, Hyou change fram a Nationwide Premiom Plan or Cannect Pan to-another
plan, yourwill be bifled the monthily charge for V2 Navigator and Mobite Email, as applicable
{if you downloaded the applications), unit you cancet these subscriptions fram your device.

5 Applies-when sanding and receiving {i) Text, Picture and Yideo Messages with Verizon Wireless

and non-—Yerizon Wireless customers in the United States; {&) Text, Picture and Vidzo Messages
sens via emal; ill) Instant Messagas; and {5} Text Messages with customers of wireless carriers
on participating netwiorks in Canada, Mexice-and Puerto Rice. Internationsl Text Messaging E
i5 20* per message received and 25° per reciplent per message Sent. Premium Messaging ;
programs notincluded, Messaging is available from within the National Enhanced Services Rate
and Coverage Area and is not avaifable throughout the Nationwide Rate and Coverage Area.
¢Nationwide Unlimited Anytime Minute Plans are not eligible for any monthly access discounts.

Friends & Family: Only cafis from Kationwide Coverage Area 1o an from designated domestic z
andlin or wizeless numbers (exciuding Directory Asslstance, 900 numbers, customer’s gwn :
wireless of Voice il access numbers, or access gatesaysto and from other providers' voige of
data communications systems) included; al! qualifying lines on anaccount shave the same Friznds
& Farnily numbiers, up to accounts eligibility firmits; My Verizon required o sel up and manage
Friends & Family numbers, Coverage varies by service and is not available everywhere. -

verizonwireless,cem 13
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Do more with data.

Dowrdtad the world, Get emal, the wel, games, apps and more for vour phone.

Data packages from Verizon Wireless open up a world of
possibilities. You can get more done and have more fun with
your phone, Check your email, surf the web and download
apps, games, Ringtones and more, No matter what you want
1o do, we've got a data package that fits your life.

Plus, access tons of cool apps like these:

Coming soon! Bank of America®
This app makes Mobile Banking from
Bank of America more convenient
than ever, Get one-touch access to the
WMobile Banking sign-in screen, and
use the locator feature to find ATMs
and banking centers right from your
phone -~ no address input reguired.

PG
Rale After
Afftwance

Moy Piacries

Migwarce .

Monthly Access
5999

25 MB 50°

519991- 30¢

75 MB

Per-MB Rate o $199

Adeitional lnfarmation

oo fired cuv which ohonis seoules 3 data patkags,

please sei fmge 4 o visiy verizonwireless com/phones

For more informarion, plisase vislt vevizonwinslass.com/fdata

1.800.2 JOIN IN

Here’s what you can do:
~Download the latest apps, games, Ringtones and mote.
*Browse the web.

«Check emait on the go,

; Bing.com
il
© gm ., | Getiree maps and local business
S i - listings right on your phone when

G
s

Gt Cngeigand Vialtel 3cdfoiq
e i otz

you need themn. Quickly find nearby
services. Local restaurants, movie
theaters, businesses and diractions

Vit

Enrshaxiie
to get there are at your fingertips
oo with Bing™ for mobile,
P AL E ot
o PayAs.
™ s . L 25 MB
Monthly Use Example  Youso o
@irEme

Mobile Web 30MB  30MB
(view approximately 100 pages)
VZ Navigator {initial download) 2.0MB 2.0M8
PAC-MAN by Namco game 0.3 MB 0.3 MB
Tetris® game 0.3 MB 0.3 mMB
Spanish Translator 0.2 MB 0.2 MB
Three Ringtones 0.6 MB 0.6 MB
Total Megabytes

“{frounded up to the nearest MB) 70 M8 7ome
Estimated Cost 3% g%

The above exampies are just estimates, based on approximate size assumplions.
Actual Mle sizes and user experiences wifl vary.




j Data Features and Capabilities:

Mobile Email®
Receive emails right on your phone,

Email and Web for BlackBerry
Email and Web for Smartphone

View email and surf the web on your BlackBerry device
or smartphone.

»Get alerts when new messages arrive and view picture
attachments.¥

=Works with popular Interet-based emall accounts, including
Yahoo!® Mail, AOL® Mail, Gmafl® Windows Live and Verizon.net.

+ Avallable in English and Spanish.Y
“+Text EMAIL to 2777 (APPS) to get Mobiie Email.

Mobile Emiail :
{For phones) Monthly Charge
{plus data charges)
Mobile Web

Tak thedntrmsr with v whiaraver vougo: Sl your Taveiite
sites right onyour phone.

Get It Now/Media Center

Download the latest applications — like games, Ringtones,
Ringback Tenes and wallpaper — at Get It Now/Media Center.

* Mobile Banking is not available with accounts in Washingten and dahe. Application is
available for BlackBerry devices with an Operating System of 4,2 or higher.

*May a5t be avaflable on other devices,

£ Mobife Ematl s avallable ony In the National Enhanced Services Coverage Area and the
Verizon Wireless Prepaid Rate and Coverage Area and anly on select devices. Prepaid
subscribers will need to optinto Mabile Emadl svery month, The application will not
automatically renew. Not compatibte with all Internet service provider service offerings.
Supports up to 10 ernail.accounts. Send and receive plain text emails, with attachment
indicator, only. Downleading the Mobile Emait application will require approxi-
mately 2 MB of data. Application not available on all devices, Picture attachment
suppostis available for jpg, off 2nd .png, Pictures will be downsized to fit mobile device
display: Email services that ffer 3 POP- or IMAP-based cannection are supported.

¥5panish and viewing of attachments are available only on select devices.

“Warks with popular intermet-based emait accounts, including
Yahoo! Maih, ACL Mail, Gmail® Windows Live and Verizon.net

 Email and Web fov BlackBerry
- Email and Web for Smartphone

52 999

Monthly Charge

«Unlimited email and web

<Feature added to

Nationwide Plans
{For Natiomwide Plan Included features, seepage12.)

Bobjiri: PLASC 10K the vasekmel?
[

4 g [

FuLi 2

CDMA Data Roaming
*Data sent or received in Canada is billed at $0.002 per KB or
52 pey MB.

-*Data sent or recelved in Mexico is billed at $0.005 per KB or

$5%2 per MB.

Required Equipment

“CDMA BlackBerry device or select smartphones with
Verizon Wireless software required.

VZAppZone™

Get more from your select BlackBerry device of smartphone
with VZAppZone™. Have your game, Ringtone and other
application purchases billed directly to your account.

Vistt verizonwireless.com/vzappzone
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America’s Largest and Most Reliable

Maldng sure pur maore than 80 million customers stay connected is a big {ob.
But we're up to the task,

We do whatever it takes.

On average, we invest about *1 billion
every 60 days In network improvernents
that provide our customers with even
better voice and data services.

We're always testing.

Real-life Test Men and Wornen drive

1 milfion miles a year, making 3 million
voice-call attempts and more than

16 milfion data tests annually on our
network and other carriers’ networks.

j:? Thompean

o
; "/

ﬁ, Nationwide Rate and
ﬁ; Coverage Area

@_‘: Verizon Wireless
Prepaid Plans Rate
and Coverage Area

£} Prepaid Roaming Rate
and Coverage Area

{zii CanadaRate
and Coverage Area

Bl Mevico Rate g

and Coverage Area
E No Coverage Area

45 1.800.2 JOIN IN
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America’s Largest and Most Reliab

Maldng suye cur more than 80 million customers stay connecied is a big job,

But we're up to the sk,

We do whatever it takes.

On average, we invest about *1 bitlion
every 60 days in network Improvements
that provide cur customers with even
better voice and data services.

We're always testing.

Real-life Test Mer and Women drive

1 million miles a year, making 3 million
voice-call atternpts and more than

16 million data tests annually on cur
network and other carriers’ networks.

% Nationwide Rate and
@ Coverage Area

Verizon Wireless
Prepald Plans Rate
and Coverage Arga

Prepaid Boaming Rate
and Coverage Area

Canada Rate
and Coverage Area

{ﬁ Mexico Rate
and Coverage Area

D No.Coverage Area

S
Heka

yalte]

1.800.2 JOIN IN




b Wireless Network

s e - ; "

Chlbouglma\fi

ey

# TR oot
W'ﬁy‘

Rate & Coverage Avea Map

Verizon Wireless Nafionwide,
Nationwide Plus Canada, Nationwide
Plus Mexico-and Prepaid Plans

Important Map Information:

This map isnot 3 guarantee of coverage and may
contain areas with no service. This map reflects a depie-
tion of predicted and approximate wireless coverage, The
caverage areas shown do not guaraniee service availability
and may include locations with limited of no coverage. Even
within a coverage area, there are rnany factors, including
network capatity, your device, terrain, proximity to build-
ings, feliage and weather, that may impact availability and
quality of sefvice. An all-digital device will nat operate or be
able to make 911 calls when digital service is not avalisble.
The Nationwide, Prepaid, Prepaid Reaming, Canada, and
Mexico Rate and Coverage Areas include networks run by
other camiers; some of the coverage depicted is based on
their information and public sources and we Zannol ensure
Its accuracy, See verizonwireless.com/coveragalocator for
additional coverage Information:

Options

Enhance your plan with
aptions that suit your e,

See where your next call is coming
from with City ID.*

City iD is an enhanced Caller ID
appication that automatically identifies
and displays the city and state for every
incoming and outgoing call. City D is
preloaded on select devices and
includes more than 20,000 locations in
MNorth Amnerica and 200 countries, Try it
free for 15 days, and then pay just #1%
per month or an unlimited subscription
of ¥34% per line.

Bring loved ones closer to you.
Verizon Wireless makes it easy to keep
in touch ~ aven 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-cf-hearing customers.
*Plans include Unlimited Messaging to

anyone on any network inthe US.

“Rates start as low as *34® monthly access.
Visit aboutus.vzw.com/accessibility

* Not compalible when incoming cafs Initiate Caljer 1D Block
and only available in limited areas and on specific devices,
Custamers will be prompted to buy the City ID application
after the fifth incoming call and on day 15 of the free trial
Customers who purchase the *34° aption and then cancel

City 1D will not seceive & credit for the featurs upless they

contact Customer Service and request a credit,

verizonwirelass,com
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Nationwide Plus Canada &
Nationwide Plus Mexico Plans

Your Hife doesn't stop at the horder. Nelther should your wirelass plan,

Nationwide Plus Canada Plans

* Unlimited National Mobile to Mobile Calling Minutes while in the US.
(including Puerto Rico}

« Unlimited Long Distance to the US. (including Puerto Rice) and Canada
(airtime charges apply}

» 1000 Might & Weekend Minutes in the US. and Canada
+ Mobile Web*

Nationwide Plus Mexico® Plans

+ Unlimited Nationai Mobile to Mebile Calling Minutes while in the US,
(including Puerto Rico)

* Unlimited Long Distance to the US, {including Puerto Rico) and Mexico
(airtime charges apply)

= 1000 Night & Weekend Minutes in the US. and Mexico
* Mobile Web*

Get alf the benefits of these plans, plus the cost savings and convenience of
Friends & Farnily. See page 10 for details. Friends & Family can be used only
whike In the U5, with other US. phone numbers.

Additional lnformation

Anyermo Mireses, Mgl & Weekand Misotgs and De-Mingte Bale 508 fon use within
the Matomandie : lon Navlorwlde sedica Have ang Cove Asens,
agappiicabis Natonal Mobile ro Mohile Calling Mingies are sxic Cails from
ity W Nutiswieds Rateoitd Coverage Arsa, Boamlng nensda nuiside 61 e
Mationvide Phas Carada Rt and Coversge drei 5 68 ger minute, For induded
Foatuiss, 5es page 12, ForAdditions! Plan nformation, see pige 44, For raors
dutalls, sé6 themap on pages 1517 and thelmpoitent Information and
Additioma Coverage Map section In the bagk of this beothure.

*Data package of *9* or higher, or Nationwide Premium or Conpect Plan, required fer Enhanced Multimedia phones.
All Windows Mobfle, Palm and BlackBerry smartphenes require a data feature of 29% o higher, o7 a data plan. Data sent
orreceived in Canada % billed at “0.002/KB or2°*/MB. Data sent of received In Mexico is billed at '0.005/KE or 154/MB.

"Plan requires International Dialing (1-Dial) capability on your account, which is subject te a minimum payment histary.
Verizon Wireless will tesrninate your service for good cause if tess than haf of your voice calis over three consecutive bifling
cycles are from within the Nationwide Rate and Coverage Area.

*Gnlimited Mobile to Mobile Calling does notapply while in Canada or Mexico.

1.800.2 JOIN IN




‘Nationwide Plus Canada
vide Plus Mexico Singie-Ling

Nationwide Plus Canada Monthly Access 559% ¥79% Sugs $119% $169% §719%
Natiénwide Plus Mexico Moﬁfhly Access #54% 74 94% $114% 164 2147
Monthly Anytime Minuteg | | 450 900 1350 2000 4000 6000
Eriands & Famidly ras womm - oo < v v

No reaming charges in the U.S, or lony-distanee in U5, and Canade.on Nationwide Plus Canada Plans;
no roaming of long-digtante chafaesin the US, and Mexizo o Nationwide Plus Mexica Plans.

Night & Weekend Minutes
Hight ours: (Mon-Fiy 901 o559 an. 1000
Weekend dours: (Sab-Sun} 12032, -1055 pm.

National Mobile to Mobile Calling Minutes Unfimited®

Per-Minute Rate After Allowance 45¢ 40°¢ 35¢ 25¢ 25° 200
: S19/MB '

Data Sent or Received* (orper datapackage)

SharePlan

Nationwide Plus Canada Monthly Access $nawo 510309 PP $1£0% §9 1098 2109
for first two fies 89 : 109%® . %129 169 219 319
Nationwide Plus Mexico Monthly Access S99 311499 $979499 12a99 $91 499 -
ot FifsE two Hines B4 104 124 164 214 314
Shared Monthly Anytime Minutes 700 1400 2100 3000 4000 6000
Friends & Family rtomas - v v v v \

Po rosming chargas in she LS, or lang-distance in 11.5. snd Canada or Hationwizle Pius Lanada Prans;
ne roamingof long-distance chatgas in the U8, and Mexlco on Natlonwide Plus Mexico Plans,

Shared Night & Weekend Minutes
Hight hotrs (4on—FF) 901 pnL~555am. 1000
Weekend hours: (Sat-Sun) 12002m.~11:5% pm,

Shared Nationat Mobile to Mobile .
Calling Minutes Unlimited

Per-Minute Rate After Allowance 45¢ A 35¢ 25¢ 20¢ 20¢
Monthly Access Per Additional Line (Upto3) Add a Line %9%°

oo “1%/MB
Data Sent or Received (ot per dta packagel

verizonwireless.com
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Nationwide 65 Plus Plans

With Verizon Wirelass, vou can kesp it simpsle.

Unlirmited National Mobile to Mobile Calling Minutes

« Available to customers 65 or clder
= Mobile Wab*

Samsung Knack™ wie supgieslast]
The Samsung Knack is easy to use, with large,
reaclable keys, Just press one butten 1o speed-
dial the numbars you call most. And it’s simple
10 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

Capabilities®
“Text Messaging

Doesnot apply o service.

Monthly Access _ 29%

Monfhly Anytime Minutes g 200 - -
Shared Monthly Anytime Minutes - : 450

Mo Domestlc fisaming.or Long-Distance Charges.

Night & Weekend Minutes
Hight hours: fMon—Fril 407 p.m—-5:5%am. 500 . -
Weakend hours: (5at—5un) 12:06 2.m.~11:59 p.m.

Shared Night & Weekend Minutes
Nighit hours: {Mon—Fri) S:01 p.m.—5:58 arn. - 1000
VWeekend hours; (Sat-Sun} 12:00 a.m.~11:59 p.m,

* Date package of *9% or hiigher, or Nationwide Premiym

or Cennec: Plan, required for Enhanced Multimedia phones. National Mobile to Mobile Unfimited
All Windows Mobile, Palm and SlackBerry smartphones Calling Minutes
require a data feal'ure 0f*29% or higher, or a data pian. - - .
* Twig ines maximur. N Per-Minute Rate After Allowance 45¢
& Additional charges may apply when using certain capabilities, . ) .
Knackis a trademark of Verizon Wireless. Data Sent or Received® - ﬁe:z:‘;t‘a':kage}

Phones subject to avaitability, Seiection may vary.

28 1.800,2 JOIN IN




Talk with your hands.

Send a picture, TNt & note of get animated with character messages. Is your cholce.

Connect your way.

Text, Picture and Video Messaging is a fast and easy way to stay connected.
*Snap and send pictures.

« Shoot/send up 1o 60 secands of video.

= Use the driver-friendly message reply with Voice Message to record up 1o
60 seconds of your voice 10 respond to calls you receive on the road®

« 207 per 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 Ricao}.

*Basic Messaging' is only a *5 monthly charge for 250 messages.

verizonwireless.com/messaging

Monthly __ HUnlimited Mobite to + 500
Charge” =  Mobile Mességing | Additional Messages®
1500

Monthly — Uniimited Mobile to i

Charge” — fitobHé Messaging + ! Additional Messages?
Monthly __  Unlimited Mobite to 5000

$20 Charge” —  Nabilz Messaging + ! Additional Messages®

* Always applles when sending and receiving Instant Messages. Also applieswhen sending Text Alerts and Text, Picture and
Video Messages: f) with nan—Verizor: Wireless customers in the United States and on participating networks in Canads,
Mexicoand Puerto Rico; and (i} via emalt, Premiurn Messaging programs not induded. Overage Rate is 10° per message sent
(per reciplent) or received for Text/Picture/Yideo Messages,

Unlimited Mobite to Mobile Messaging with other Verizon Wireless customers from within the National Enhanced Services and
bxtended National Enhanced Services Rate and Coverage Areas, Text, Picture an Videe Messaging is not available thraughout

the Nationwide Rate and Coverage Area. Instant Messages are not included as Mobile to Mobile Messagas in any Unlimited
Mebile to Mobile Messaging plan.

Adiditional Infarmation
Foor gggediticrat detalls, Soe the oortant infonnatite anciAddiional Coverage Map
secar i the Backabyiis brothuireg,

*Users can also send a voice message by creating a'sound within a Picture Message; Picture Message rates apply.

Store your pictures.

Save up to 75 pictures free of charge or
get untimited storage for pictures and
videos for only $1% per menth,

~Order prints ~ and gifts like mugs,
albums and postcards - and have them
delivered or pick thern up.

*Customize pictures with Fun Effects.

verizonwireless.com/picture

IM from your device.

With Mobile IMY¥ have full 1M
conversations cn AIM®, Yahoo! and
Windows 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. verizonwireless.com/IM

Stay informed.

Receive fast, imely and automatic alerts
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

10 say and send your message to any
email address or Verizon Wireless mobile
phone number.

verizonwireless.com/
animatedmessaging

*Premium Messaging programs and Mobile to Mobile Messaging not inctuded, Dverage Rateis 10° per message sent {per reciplent) of received for Text/Picture/Video Messages.
¥Standard messzging #ates apply. Additional premlum rates apply to picture alerts (which youswill be required to accept before envailing}.
*Message charges will be billed to recipients. Thereis no charge fo send an animated message through verizenwireless.com/animatedmessaging; however, airtime or data usage will 2pply when

sending anirmated messages through Mobile Web on your device.

Some short codes carry premium harges, wihich you'll be promped to accept before subscribing and sending. Opt out of & program by texting "stop” 10 the code.

Additional charges apply for international messages.

verizonwireless.com
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Prepaid Plans

Just pay on the days you use It

 Expanded coverage area. See the map on pages 16--17 for details.
*Variety of plans available o fit your lifestyle and budget.
«Unlirmnited Nights and Weekends are included in the Prepaid Plus Plan,

*No long-term contracts, deposits or credit checks.

VerizonWiveless ui!i?ga?:gd Prepaid  Prepaid Prepaid
Prepaid Plans ol Plus Corg Basic
Daily Access (nlyon days used) 392 i i 99
Mobile to Mobile Calling - o —_

{\With Yerizon Wiegiess custamars) Unlimited  Unlimited  Uniimited 25°
’ per minute
Night & Weekend Minutes Unfimited  Unlimited 10°
{Per-minute) 2AF
" ] pertext
Each Additional Minute Unlimited 5¢ 10¢ message

{For allother calls}

Text Messaging Rates ¢ ¢ ]
. - 1 5 10
{Per message sent {per redipient; and recelved)

" Messaging Bundles N
 Unlimited Text, Picture & Video Méssages.
P . Unlimited Mobile to 250
4 $10 Meorﬂth —  Mobile Messaging + Additional Messages*

with more than 8¢ million Verizon Wireless customers

520 Per — Unlimited Messaging*

Month ™ 5 anyone on any netwock in the U,S.

e Y ¢ R ireemg s £ AR S Eemre L 88 et L P 4 oSBT g e e A A

* hdditional and Unlimited Messages apply when sending and receiving: {) instant Messages, Text Alerts, and Picture and Video Messaging Portal Messages; {ii) Messages with nan—Verizon Wireless
customers in the United Statas of participating networks in Canada, Mexico and Puerto Ricayor (il via email. Uniimited Messages also incluce Mabite to Mabile Messages with Verizon Wireless
Customets. For Additional Messages, average Messaging rates default te those of your Plan. Premium Messaging programs and internztional iMessaging not inciuded.

Unlimited Cafling, Mobile to Mobike Calling/Messaging with Verizon Wireless Custorners, Night Minutes, Weekend Minutes and Each Additional Minute rates are for domestic calls/messages fiom
within the Verizon Wireless Prepaid Rate and Coverage Area, Night Minutes are from $:01 p.m. 10 5:52 .m. Weekend Minutes are from 12:60 2.m. Saturday to 1159 pm. Sunday. Messaging Rates
are per message serit {per recipient) of ceceived from wighin the U, to the ULS, Canada, Mexico and Puerto Rico. Activation fee up to %25 may apply. Once activated, account balance wili explre
based on initiat payreens or in 60 days, whichever Is longer, Domestic Long Distance incluted. Domestic Roamin? Per-Minuste Rate is 20°. Detailed Billking and Premiurv: Voice Mail are notavailable
on Verizon Wireless Prepaid $iars. Payment expirations once applied to the account: 15229 for 30 davs; $30-74% for 90 cays; *75~*09 for 180 days; 100 o1 mare for 365 days.

22 1.800,2 JOIN IN




Prepaid Plans include the

following features:
Unlimited Mobile to Mobile Calling
Connect with more than 80 million
Verizon Wireless cusiomers on the
Prepaid Unfimited Talk, Plus and

Core Plans.

Picture, Video and Voice Messaging
25% per message sent (per recipient)

or recelved, including Canada, Mexico
and Puerto Rico,

Domestic Roaming
20¢ per minute,

411 Search”

Just #1* per call, plus alrtime, For more
information, please see page 12.

Manage your account
o your phone:
My Verizon lets you view your account
balance, make a payment, find a
payment location, sign up for Auto

. Pay, manage your features.and more.

Additional Infomation

International Services
Pay as you go — no matter where you go:

International Voice Calling®

Each Additional Minute rate, plus the

following surcharges:

sPuarto Rico: no extra charge, -

«Mexico: 10° per minute to landline
numbers; 25° per minute fo wireless
numbers,

«29¢ per minute to Canada, Guam,
Saipan and the U.S. Virgin Islands.

+¥1% per minuie to other available
locaticns.

international Text Messaging®

25% per message sent (per recipient)
or as low as 1° per message recelved,
depending on your Plan.

International Roaming —

Voice Calling®

«69¢ per minute from Canada, Puerto
Rico and the US. Virgin Islands,

+85¢ per minute frorm Mexico.

+51% per minute from Bermuda.

International Roaming —~

Text Messaging®

+50¢ per message-sent (per recipient).
«5¢ per message recelved,

For o datally: wwathe rrap o peges 1617 and the nipriant nfoamation
and Additional Coversge Map section i the backol this brochure,

Get cool optional services
on all Prepaid Plans:

Page 15 Mobile Email *6% for 30 days
of service.

Page33 Ringtones,” Ringback Tones'
and MP3s

Page.33 VCAST Music with
Rhapsody>"?

Page 3¢ VZ Navigator Just *2* per day
(24-hour period).

302 37 Mobile Web Surf the Internet
for 95¢ per day (24-hour period).

Page 39 GamesY

CAST

VZ Navigator

*\hen autside the Verizon Wireless Prepaid Rate and Coverage Area, 411 Search rates, automatic connection and enhanced services may vary.

&L acations and rates subfect tc change without aotice. Snlimited Calling and Messaging Bundles, and Night, Weekend and Mobile to Mabile Minutes do not apply to International Services, Data
services and features not available when Roaming, International Roaming coverage only available on participating networks and Is not guarenteed, Calling and Messaging to some locations may
nat be available at all times, For details on International Services, as well as the fatest available locations and rates, visit verizonwireless.com/prepaid

¥ Additlonal charges apply,
"Wolce Mail Is requized for use of Ringback Tones,

*Verizon Wiretess Prepaid customers are not eligible for V CAST Music with Rhapsody® monthly subscription Service, but they can sign up with a credit card on rhapsody.com and sync muskc to their

subsctiption-capabie device or subscription-tapable MP3 player.

verizonwireless.com
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Connection perfection.

With Verizon Wireless Mobile Broadband, you can work o play in more 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 - all on America’s Largest
3G Network, covering more than 96% of the US. population,

~Typical download speeds are 600 Kops to 1.4 Mbps. Upload speeds average 500 to 800 Kbps.**

*When in Mobile-Breadband markets that do not yet have EV-DO Rev, A, you can expect
download speeds of 400 1o 700 Kbps and upload speeds of 60 to 80 Kbps.!

Visit verizonwireless.com/broadband and verizonwireless.com/broadbandcoverage

“Viiha e Cate BxpressCord, Usi odeny

%«? - L nteligend MobiléHotspat.
‘B Plans - ornowhootoitetbookvish bobile Srosdband b

i

Need a mobile connection  Needa mohile connection

it

Sisinup

78 hours amanth for: very frequently for:
Which plan is right for you? ~Checking email ~Checking emafl with
«Light web browsing attachments
_ +Heavy web browsing
" Monithly Access 53 999 $5999
' e : 5GB
Monthily Allowar\ce H 250 MB (5120 MBS
Per-MB Rate After Allowance 10° 5¢

Activity Type Approximate Size
Em':ailu e e

4] taﬂpagemm'qura};achqgr;ls‘) N . . 7 3KB

Word Document

Wi Seapege) | 70KB
Typical Web Page Lookup . , 300 KBY

Low Resolution Digital Photo 500 KB
P-ov;rén-flé’oint Pr.esentatioﬁ. . ‘

{20 pages with textand igh gophics) : : 3 M8

V CAST Music with Rhapsody® 4MB

PC Download (3-minute song)

Piease note: 1024 KB = 1MEB; 1024 MG =1GB

“The gbove exarngples are Just estimates, based on approximate size assumptions. Actual file sizes and user experiences will vary.
¥Graphically intense pages or pages with video can exceed 3 MB.

1.800.2 JOIN IN
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Not ready for a monthly commitment?
No problem.

At Verizon Wireless, we know a lot can happen in a day.

But you can stay on top of It all - without a monthly
commitment ~ with DAYPASS.! For one low price, you get a
24-hour sessicn? 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 X

How can | check data usage for my

Mobile Broadband device?

You can check your approximare unbifled monthly data usage for
your Mobile Broadband device through the following options?

*VZAccess® Manager *Usage” button®
My Verizon or My Business Account

* Have your Mobile Breadband device wireless number
aveilable and cail 1.800.922.0204. ~

Data Roaming

*ata esage within the Grara Rate and Coverage Arez will be billed at ‘BO02/K8 or 53%/MB.

+Data usage viithin the Mesico Rate and overage Avea will be billed at 0035/KB or 5 ¥/MB,

“In the Azuba, Bermuda, Cayman istands, Ching, Dominican Republic, Guam, indi, iracl, Jamaica,
Sslpan ard South Korea Enhanced Services Rate and Coverage Areas, usage will be bilted at a rate
oF002/KB or “207/MB.

=You must add -0iai to your account1o vam In many destinations, To add HDial to your accoust,

and For more information on Wirsiess Data Roaming in Arube, Bermmuds, Canadl, the Cayman fands,

{hina, the Dominican Republic, Guam, Indla, lsrae!, Jamaica, Mexico, Saipan and South Korea, call
1.800.922.0204 or visit verizonwireless.com/narpaming

*Onfy the {anada Broadband Rate and Coverage Area supports FV-50,

*Speeds require an EY-DORev. A~capable device. When using an EV-DO device that s not
Rev. A—capable or traveling in the Lxiended Broadband Services Rate and Coverage Arca, you
con expect download speeds of 400-700 Kbps and upload speads of 66—80 Kbps.

*Mabile Broadband speed claims based on pus network tests with 5 MB FIP data files, without
compression, VZAccess Manager will indicate when you're in an £V-D0 Rev, A coverage area,

" DAYPASS usage is not availabie on 20y PC Cards. Only avaitable on ExpressCards, USB moders,
Inteliigent Mobile Hotspots and Mobile Bz0adband Buiit-In on select nofebooks.

* 24 consecutive hours of Mobiie Broadband service.

"There will be & tine lag between the end cf a data sessian and the point al which the usage
wil apbear an any of these tools.

*Customers must dewnload the mostrecent version of VE Access Menager from vzam.net for

this capability. For Windows, version 6.7 or higher. For Mac 05 X, version 4.0 or highes, When

Get connected - with ease,

*Take your laptop virtually anywhere with one of cur modem
devices. Choose from Mobile Broadband PC Cards, USB
Modems, ExpressCards or notebooks/netbooks with Mobile
Broadband Built-in.

“With the Verizon Wireless MiFI™ 2200 Intelligent Mabille
Hotspot, you can connect up to five Wi-Fi-enabled devices
through one convenient Mobile Broadband device.

Expanded broadband

GlobalAccess lets you take your laptop more places than ever
with expanded Mobile Broadband servicé abroad Get access
to Internet, emall, intranet and applications through global
wireless networks in more than 180 destinations, over 50 with
3G speed. See verizonwireless.com/goglobal for pricing.

Inciuded features

Mobile Broadband Plans include Text Messaging® and New Every
Two. Digital service and specific equipment may be required.

Additional Inforrmation
For maote details abeut MIFL see page % Far Addidonat Plan
trformation, see page 44,

AD 3700 USBMow'aae

Fi*20n0
[GlobalfAccess-capable)

2les :
Intelligent Mobile Hotspot

using Imelligent Mobile Hatspot, you must connect with the included USB cable to check your
usage in VZAccess Manager.

*Not avatiaitie in sosmie areas. Text Messaging is 20° per message sent {per recipient) of recelved
(including messages to-and from wireless customers in Canada, Mexica and Pusrio Rico). Inter-
natlonal Text Messaglng Is 20 per message received and 25 per reciplent per message sent,
For PC Card, BipressCard, USB Moder, Intefiigent Mobile Hotspor and Mobile Broadband
Buiit-in notebeok/netook devices, iFyou don't wnilize VZ Access Manager {or an SM5-capable
connection manager) you wil be biled for text messages thal ate sent loyou, but you wili not

be able to receive them. When using Intelligent Moile Hotspot, your must be connected via the

[i:rovided USBcable to recelve text messages; if you ate connected via Wi-H, you will be billed

or text messages that are sent to you, bt you will natseceive them. Texi Messaging Block s

avallable upon request.

verizonwireless,com
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Life made easy. With My Verizon.

s vour tlme and your money. 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.

Save time.

Switch phones - instantly,

Lost your phone and can't make it to a Verizon Wireless store right now? Easily activate
an old phone and don't miss a call. Lost, stolen or damaged phone? If you have
Equipment Protection, place a claim online through My Services > My Phene and your
device will be shipped via overnight defivery.

Transfer your contacts in no time,
Don't lose your contacts. When you register for My Verizon as the Account Cwner,
we'll waive the monthly charge for Backup Assistant* (2 *19? per month value, for each
line on your account). See page 41 for more details.
@5 Mew!Move your media.

¥ wWhen you switch te a new phone, there's no need o spend hours getting back your
favorite Ringtones, applications and games. My Media Retrieval helps you do it alt online,
in minuzes. Log on to My Verizon and select My Services > My Medlio to get started!

Set some boundaries.

Be sure your kids can access only what you want them to. With Veerizon Safeguards
avaitable at My Verizon, it's a snap to set up content filters and usage controls, and
biock unwanted calls, messages and Intemet sparn,

Find reviews you can use.
Shopping for phones? Don't bother scouring the web for equipment reviews,
See how customeys like you rate our phones, and leave feedback of your own.

Join Verizon Community Forums,
it the place where users hejp other users. Get answers 16 your questions,
tell your stories, exchange tips and more, Stari tearning and sharing today,

e S—

‘Manage your account on the go - for free.
Can't get to a2 computer? Get account info right an your phene
with My Verizon Handset. Key functions include:

«Check Balance and Usage (minutes, messaging and data)
- Make Payrments and Review Last Five Payments

“View Curzent Plan

» Add or Delete Features

+Manage your Friends & Family numbers

To get My Verizon Handset,® go to: Menu > Settings & Tools >
My Verizon. (Some handsets may display My Account)
Directions may vary for BlackBerry, smartphones and other devices.

1.800.2 JOIN IN
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Dottt fer: 123-456-7890

Usage: 700 AnyGime minutes
Estimate

LSRN
HMonthly Allowaace: 1400 n¥inutes i
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Register now at
verizonwireless.com/myverizon

Save mensy.

2 . Pick your Friends & Family.

s Now's the perfect time te visit My Vierizon. Manage Friends & Family online, set and
change your numbers whenever you want, and get unlimited calling to the people
you calf most, Anywhere in America, Anytime, Please see page 10 for more details,

Manage your minutes.

My Verlzon makes it easy to avoid overage fees With Minute Check, find out if you're
using more minutes than your Plan includes. If you are, save money by changing to
ancther plan, now or later. You can change your Plan without extending your contract,
and you can even backdate the change to the beginning of your bill cycle.

Get a new phone for less.

With Annual Upgrade, sign up for a two-year agreement on a plan of at least *49% and
you can buy a new phone at its promotional price every year with a two-year renewal
{upgrade fee may apply). Or log In, click on My Services > My Phone and see when you'l
be eligible for tha New Every Two discount. You only have to fulfill 20 months of your
24-month term to take advantage of New Every fwe.

Pay bills your way.
View or ptint your bills anytime. Go green and set up Paperless Bllling. Make one-time:
paymenits, or use Auto Pay and never worry again about missing a payment.

Track referral rewards.
Introduce us to your friends and you'll both get rewarded,

Get a 325 Verizon Wireless Rewards Visg® Debit Card” just for
referring new customers to America’s Largest and Most Reliable
Wireless Network, Visit verizonwireless.com/myverizon

for details. imit 5 peryear.

*Subject tospecific terms of use. Results may vary based on backup schedule and other factors,

* Available to consumer custorners only with Ger i law/Media Cenier-<apable devices who are enrolled In My Verizon, Standard content charges will apply
forall downloads, unless you are retrieving efigible content toa certified like-new repfacement device through My Media Retrieval. Artime or megabyte
charges, as app'lcable, apply for a1l downioads. Boes not apply to bustness custonyers, federal/state Govemment ¢stomers, national account CUSIOMErs, or
PDA and smartphone users.

8 There are o airiime o data charges for using these services from the National Frinanced Services Rate and Coverage Area.

¥See verizonwireless.com/myvesizon for Getails, Minute Check is available for accounts with up to 10 lines tht afe entolied in My Verizon,

" Cards are issued by Ctibank, N.A, pursuant toa license fiom VisaUS.A., Inc, &nd managed by (it Prepaid Services. Cards will not have cash aceess and can

beysed everywhere Visa Debit Cards are accepred.

verizonwireless.com
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Varizon Wireloss keeps you connested around the comer
avith arournd the world,

Lots of locations

The world is calling. Answer it. With Verizon Wiretess, you can
call and text in more than 200 destinations. Plus, with more
data coverage than ever befare, you can email and browse
the World Wide Web - around the whole wide worid. 5o
before you trave! the globe, for business or pleasure, switch
o Verizon Wireless, Americat Largest Wireless Network.

Visit verizonwireless.com/goglobal for details.

PR

One phone

You'll love the convenience of one phone with voice and
data services at home and abroad. Choose from a variety of
Dual Band and Quad Band GSM and UMTS-capable phones,
including BlackBerry devices,

Find your way

Don't get bost trying 1o find the must-see sights on your
itinerary. The GPS technology of VZ Navigator™ Global® wili
guide you where you need to go in destinations arcund the
world. See page 36 for mare details.

HICOzone™ : : Sarméing Renown™

For more information on phones, see pages 2-7.

1,800,2 JOIN IN




Here's hiow it works:

From the U.S.: Ouisidethe U.S.:

it’s easy 1o keep connected. You can use your own phone Global Phone offers the convenience of rellable, consistent
1o calf anywhere in the world. (You may need to activate voice service at home and abroad, soycu can stay in touch as
internationai dialing capability) International long-distance you travel the globe! Check out the benefits:

rates start at 49° per minute, plus airtime. +*One phone, with voice coverage in more than 220
International Long-Distance Value Plan destinations around the world.

If you've got friends in faraway places, stay in touch for less. For — +One number, no matter whera you are,
3% monthly access, you'll get rates as low as & per minute,

. +One bill, for both domestic and international calls,
plus airtime, for calls from your Home Rate and Coverage Area.

Global Vaiue Plan
Get discounted rates in more than 150 destinations for just
4% per line per month,

international Messaging
Send text messages to farnily and friends in more than 120
destinations for just 25 per reciplent or receive a message for

20¢, Picture and video messaging to select destinations is 50¢ Mes§aglng ar;)und thg world
per message per recipient to send or 25¢ per message to receive, 1O UMe 10 '?alf. No worries. You can send text messages
Visit verizonwireless.com/internationalmessaging while traveling the world. Rates are 50° per message sent

{per recipient) and 5° per message recelved. Picture and video
messaging® is 50° per message per recipient to send and 25°

RL T7
:39“ 1, You get the best! per message te recelve, plus global data roaming charges,
% : Globaf Traveler readers gave us the Start cruising
%D A\Nl@& magazine’s GT Tested Award, the most With our Cruise Ship Service, you can calt loved ones from

Best Wil Bli rdeiens SOUGHE-ater recognition of sxeellance ln International waters while on 17 major cruise lines, including

"fﬂm&ﬂgs " prisineks (vl Carnival®, Disney and Royal Caribbean?, for 2% per minute.
How to go global:

Use your phone
in more than 40 intermational Dialing should be added ta accountpsior to calling
popular destinations  g3ca our Global Travet Get a giobal phone, of mqgling_imernall'unally, Selection may vary. Phones subject
H worldwide, including Program foroccasional BIackBg ore dgvi oo 10 avqaabﬂ:zy. In o[der_foryn:u-r globai phone to work wiivle
ow It Canada, China g ¢ _ Y traveling in GSM/LMTS destinations, you musi have & SIM casd
Works Indlla. Braxil, the travelabroadin most | modern device for and you must have global capabilies on your account.
ndia Brazil the ~  gyerseaslocations. wireless service in e ,
Dominican Republic - wireless voice- and the U.S. and in more Globa! Services require credit approval
and the Bahamas, * data-capable devices  than 220 destinations  * Avatlable on select glehal-capable devices.
while roaming. i areavailable. worldwida, *Service may be tesiriceed without notice. Coverage limiations
: and maps gvailable at verizenwireless.com/goglobal
¢ 1 addition to the pay-per-message rates, global data
Cost Volce rates as low as 69 per minute ﬁa"}iﬂg rgbcs gm gpplgsiigmaadal i?l-ﬂﬂgf‘ri? orS2/A;
’ For a compfete list of destinations and rates, visit verizonwirefess.com/goglabal x1c0 — *{L0C3/RE or *5"1ig alk otner Ueshiations - i
F ) ) 5 50,02 /K8 ot 320%%/MB. See the Business brochure for more b
Getails or global date reaming chaiges.
SignUp @ 1.800.922.0204 1.800.711.8300 1.800.2 JOIN IN YCertainestictons apply

'Data avaitabiity in more than 180 ntetnational destinatians
with a G5 Quad BandUMTS oevice,

verizahwireless.com
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SURF 24/7 WITH
CRICKET BROADBAND

S dEadsn pss'&ti{iﬁ Jaxapawm‘.aqvpavsa1<!irmkw:v:-

UNLIMITED WIRELESS
INTERNET ACCESS

R N R e R TR EA R LR NI I X

NO SIGNED
CONTRACTS

NO OVERAGES

WHAT IS CRICKET BROADBAND?

CRICKET BROADBAND IS HIGH-SPEED, WIRELESS,
INTERNET ACCESS THAT CONNECTS YOU TC THE
HIGH-SPEED LIFE. It's fast, réliable, 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 ic
go around town. And because Cricket Broadbhand is
wireless and 100% mohile, you won't be tied down by
cablg modems or DSL. Use Cricket Broadband 24/7
in hundreds of Cricket Broadband covered

cities and towns.

Visit www.mycricket.com/broacband or one of
our stores for detailed coverage-area maps.

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 advaniage

— you're completely wireless and 100% mobile so you
can access the Internet wherever you might be around
town. You'll never be tied 10 any one location or waste
time searching for a Wi-Fi hoispot.

WHAT ARE CRICKET
BROADBAND SPEEDSY

CRICKET BROADBAND IS FAST. It's nearly 10 times
faster than dialup. 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.

Cricket Broadband coverage area

|



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'lf 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 O5% 10.3.9 or
higher.* So you can use Cricket Broadband to surf the
Internet whenever you want, wherever you go.

*Device: Features and compatibility will vary by device.

IS CRICKET BROADBAND

REALLY ONLY $40/MOMNT!

47

YES — ONLY $40/MONTH. You get unlimited Intermet
access 24/7. 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.

per marth
on service

-in-person at-any CGricket
authorized payment location L -

HOW DO | PAY FOR MY
CRICKETY BROADBAND
INTERMET SERVICE?

Not only is Cricket Broadband affordable,
we even make it easy to pay your
maonthly bill, giving you many options.

Credit or debit card

R R LT R N N N T NN

Automatic bill pay
Call +BOO-CRICKET

Mall

B assadesrantran £

Check or money order

R RN

R P T L

Online at mycricket.com
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LWANT IT

Add features to your plan
starting at $2 per month.

fingback tORES ..t DS
unfimited
video downleads ... 38

mybackup s
phoné protection.. .

uslimited. global text.
north americs

long AiSEANTE v ierrns
mexicn mebile

premium
extended coverage «uu......$5
nationwide Foaming ... 55, $10, $15°

urlmited 41 e $2

unlimited y
mobite web......iciicum . $5
call forwarding oo $5
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UNLIMITED
PAY AS YOU GO

only pay for the days
you use your phone

= 7t
i
SoRa
s
URmEn
BRI i




When Cricket PAYGo says unlimited, we mean it.
We don't limit your “unlimited” calfing to nights and
weekends or people on the same network, With
us, you're UNLIMITED 24/71 And the best part, it's
all for a low, flat daily price. So stop worrying about
minutes and start actually using your phone.

When you activate your phone you will choose
between the $1, $2, and $3 daily rate plans. You
are free to switch your rate plan at any time.

VOICE CALLS

UNLIMITED UNLIMITED  UNLIMITED

[ETTIRTT I

104/min UNLIMITED  UNLIMITER

39¢/min 38¢/min 39¢/min

i N/A UNLIMITED  UNLIMITED
MESSAGING
i frans N/A UNLIMITED  UNLIMITED
B g A BRIy . N/A UNLIMITED  UNLIMITED
it e e N/A UNLIMITED  UNLIMITED
MORE FEATURES
sarriip aapgela $i/day $i/dey UNLIMITED

I et oA $i/use $Vuse UNLIMITED

Syl i G ke dslgs

voicemail « call waiﬂng . caller id- 3~way ealling

« Enjoy UNLIMITED 24/7 local calling to
anyone on any network for only $1/day

« Step up to get other UNLIMITED 24/7 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

There are plenty of ways to top-up.
Use the one that's right for you.

Dial *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

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 24/7
service isn’t interrupted.

Use your UNLIMITED 24/7 Cricket PAYGo service in

over 60 Cricket coverage areas across the US. BExpand
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 available in all Cticket PAYGo plans for a
low per minute charge.
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Galinas LN

.( Goden __

&% unlimited coverage area

premium extended coverage area
- nationwlde roaming
O ne coverage

Some coverage aress reguire a trl-band phone.
Ask a sales representative for more details.



Use funds from your account to
purchase these and other exiras:

« Access today's hottest ringtones, wallpapers,
and more through the moblle web

« Downlead 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 fo use.

Cricket PAYGo Customer Care is available
to help you at 1-800-CRICKET.
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ATTACHMENT B



CTIA

The Wireless Association®

U.S. Wireless Carrier Consumer Practices

. - Ability to Ability to pay Military Personnel Bengfits
7 Point of sale e, Holligy o purchase Ability to full price for a
L Trial . . street-level change plan . .
ETF policies ) information/ servicew/o a | bring your handset and
period - coverage w/o contract .
documentation maps e contract own phone take service Suspension Termination
(prepaid) w/o a contract
Prorates new and renewed
— 1 & 2 year consumer Follows CTTA
S contracts. Fees decline by | 30-day? Consumer Yes* Yes® Yes® Yes’ Yes8 Yes® No ETF10
< $5 each completed month Code3
of the contract!
Prorates new and renewed
@ 1 & 2 year consumer
g | gy Tedcine
< - permonth, beg & 30-day!? Consumer Yes! Yes®® Yes!o Yes!” Yes!® Yes!? No ETF?
1= with the 5th month of the Codel3
5 | contract until reaching $50
2] for the remaining 5
months of the contract.!!
Prorates new and renewed
‘% 1 and 2 year consumer
. ith <
© | “Uyereh S50 with <00 | day | Follows CTIA
= Y ’ W (30 days Consumer Yes?* Yes? Yes26 Yes?’ Yes?8 Yes? No ETF*
= days left, and the lesser of i CAY2 Code??
s $50 or the customers’
= standard monthly charge
with < 30 days left?!
_ | Starting in the 5™ month,
© | the ETF will be reduced by Follows CTTA No. State.
g- 2| $7.50/month (24 month 30-day* Consumer leve’l onlv Yes3 Yes36 Yes¥ Yes38 Yes¥ No ETF
8 contract) or $18.50/month Code?3 ¥
(12 month contract)’!
c 0
o @ | Prorates new and renewed Follows CTTA
N B | contracts Fees decline by | 30-day*! Consumer Yes® Yes# Yes® Yes# Yes¥ Yes* No ETF#
g ,;: $5 per month* Code*?

Information Current as of June 3, 2009




! Press Release, AT&T Implements New Approach to Early-Termination Fees, (May 23, 2008) available at http://www.att.com/gen/press-
room?pid=4800&cdvn=news&newsarticleid=25892); See “Hanging Up on Early Exit Fees” (June 5, 2008), available at
http://www.businessweek.com/technology/content/jun2008/tc2008063_586218.htm (Last accessed May 29, 2009)

2 AT&T Return Policy, available at http://www.wireless.att.com/cell-phone-service/legal/return-policy.jsp (Last accessed May 29, 2009).

% CTIA Consumer Code for Wireless Service, available at http://www.wireless.att.com/learn/articles-resources/consumer-code.jsp. See “Wireless Carriers Adopt
Guidelines”, available at http://www.cbsnews.com/stories/2003/08/04/tech/main566584.shtml (Last accessed May 29, 2009)

4 See http://www.wireless.att.com/coverageviewer/ (Last accessed May 29, 2009)

® See http://www.wireless.att.com/answer-center/main.jsp?t=solutionTab&solutionld=KB61945. See “AT&T Eases Penalties on Mobile Plans”, available at
http://www.marketwatch.com/story/att-eases-penalties-on-mobile-plans?dist=SecMostMailed (Last accessed May 29, 2009)

® http://iwww.wireless.att.com/cell-phone-service/go-phones/index.jsp (Last accessed May 29, 2009)

7 http://iwww.wireless.att.com/cell-phone-service/legal/plan-terms.jsp (Last accessed May 29, 2009)

& http://www.wireless.att.com/learn/basics/shopping-fags.jsp#106 (Last accessed May 29, 2009)

® http:/iwww.wireless.att.com/answer-center/main.jsp?t=solutionTab&ft=search Tab&ps=solutionPanels&locale=en_US&_dyncharset=UTF-
8&solutionld=60168&isSrch=Yes (Last accessed May 29, 2009)

10 See http://www.wireless.att.com/businesscenter/business-programs/government/federal-programs.jsp (last accessed June 1, 2009)

™ http://nextelonline.nextel.com/en/services/termination_fee/early _termination_fee.shtml?id9=vanity:etf (last accessed June 3, 2009).

2 http://www.sprint.com/landings/returns/ (last accessed June 3, 2009).

13 See http://www2.sprint.com/mr/gp_dtl.do?article=840 (Last accessed May 29, 2009)

i;‘ See http://coverage.sprintpcs.com/IMPACT .jsp?PCode=vanity:coverage (Last accessed May 29, 2009)

See
http://support.sprint.com/doc/sp3215.xml?user.status=prospect&user.site=sprint&id12=HispanicHP_SupportTab_Link_ComoPuedoCambiarMiPlanDeServicioPorInter
net (Last accessed May 29, 2009)
16 See http://support.sprint.com/doc/sp10549.xmlI?id16=prepaid_plans; http://www.sprint.com/en/boostlanding/ (Last accessed May 29, 2009)
17 See http://nextelonline.nextel.com/en/legal/legal_terms_privacy popup.shtml (Last accessed May 29, 2009)
'8 See http://www.t-mobile.com/Templates/Popup.aspx?PAsset=Ftr_Ftr_TermsAndConditions (Last accessed May 29, 2009)
% See http://support.sprint.com/doc/sp10702.xmI?id16=military (Last accessed May 29, 2009)
2 See http://support.sprint.com/doc/sp11408.xml?id16=military_deployment (last accessed June 3, 2009) (deployment must exceed 90 days).
21 See http://www.t-mobile.com/Templates/Popup.aspx?PAsset=Ftr_Ftr_TermsAndConditions&print=true& WT.srch=2&Result_Ing=answer&IngSource=TMO. See
http://www.consumeraffairs.com/news04/2007/11/sprint_tmobile.html. (Last accessed May 29, 2009)
22 See http://www.t-mobile.com/Templates/Popup.aspx?PAsset=Ftr_Ftr_TermsAndConditions&print=true&WT.srch=2&Result_Ing=answer&IngSource=TMO (Last
accessed May 29, 2009)
2 http://www.t-mobile.com/Company/Community.aspx?tp=Abt_Tab_ConsumerCode (Last accessed May 29, 2009)
2 http://www.t-mobile.com/coverage/pcc.aspx (Last accessed May 29, 2009)
% http://www.t-mobile.com/Templates/Popup.aspx?PAsset=Ftr_Ftr_TermsAndConditions&print=true&WT.srch=2&Result_Ing=answer&InqSource=TMO (Last
accessed May 29, 2009) (although some promotional plans require customer to sign another service contract)
% http://www.t-mobile.com/shop/plans/Prepaid-Plans.aspx (Last accessed May 29, 2009)
2T http://www.t-mobile.com/Templates/Popup.aspx?PAsset=Ftr_Ftr_TermsAndConditions&print=true&WT.srch=2&Result_Ing=answer&InqSource=TMO (Last
accessed May 29, 2009)
%d.
2 see “Military Suspension Can Protect Accounts”, available at http://www.washingtonpost.com/wp-dyn/content/article/2008/04/11/AR2008041102819.html (Last
accessed May 29, 2009)
“d.
%1 See http://www.uscellular.com/uscellular/SilverStream/Pages/x_page.html?p=legal_csa (last accessed June 1, 2009)
® http://www.uscellular.com/uscellular/SilverStream/Pages/x_page.html?p=a_30day (last accessed June 1, 2009)
* See http://www.uscellular.com/uscellular/SilverStream/Pages/x_page.html?p=a_code (last accessed June 1, 2009)
3 http://www.uscc.com/uscellular/SilverStream/Pages/x_page.html?p=map_home (last accessed June 1, 2009)
% See http://www.uscellular.com/uscellular/SilverStream/Pages/x_page.html?p=a_excellence (last accessed June 1, 2009)
% See http://www.uscellular.com/uscellular/SilverStream/Pages/x_page.html?p=b_prepaid (last accessed June 1, 2009)
z; See http://www.uscc.com/uscellular/SilverStream/Pages/x_page.html?p=legal_csa (last accessed June 1, 2009)

See id.
% See http://www.uscc.com/uscellular/SilverStream/Pages/x_page.html?p=military_dc
0 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)
4 http://www.verizonwireless.com/b2c/global Text?textName=RETURN_POLICY &jspName=footer/returnPolicy.jsp (Last accessed May 29, 2009)
“2 https://www.openwebdevsummit.com/node/41351 (Last accessed May 29, 2009)
3 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)
“ http://news.vzw.com/news/2007/10/pr2007-10-01a.html (Last accessed May 29, 2009)
“ http://www.verizonwireless.com/pdfs/user_guides/PrepaidPOSBro_English_Internet.pdf (Last accessed May 29, 2009)
“© http://www.verizonwireless.com/b2c/global Text?textName=CUSTOMER_AGREEMENT&jspName=footer/customerAgreement.jsp (Last accessed May 29, 2009)
“7 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)
“® Press Release, Verizon Wireless Adjusts Contract Policy to Accommodate Customers on Extended Military Duty (Sept 13, 2007), available at
gttp:/lnews.vzw.com/news/2007/09/pr2007-09-13.html (last accessed May 29, 2009).

Id.



ATTACHMENT C



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:

ONE

DISCLOSE RATES AND TERMS OF SERVICE TO CONSUMERS

or 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 (I) any early termination fee that applies and the trial peri-
od during which no early termination fee will apply.

TWO

MAKE AVAILABLE MAPS SHOWING WHERE SERVICE IS GENERALLY AVAILABLE

ireless 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.

THREE
PROVIDE CONTRACT TERMS TO CUSTOMERS AND CONFIRM CHANGES IN SERVICE

hen 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.

FOUR
ALLOW A TRIAL PERIOD FOR NEW SERVICE

hen 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.

FIVE

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.

SIX

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.



SEVEN
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.

EIGHT
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.

NINE
PROMPTLY RESPOND TO CONSUMER INQUIRIES AND COMPLAINTS
RECEIVED FROM GOVERNMENT AGENCIES

“ Jireless carriers will respond in writing to state or federal administrative agencies within 30 days of
receiving written consumer complaints from any such agency.

TEN

ABIDE BY POLICIES FOR PROTECTION OF CUSTOMER PRIVACY

ach 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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