
 

 

 
 

                                                            
Comcast Corporation 
300 New Jersey Avenue, NW 
Suite 700 
Washington, DC 20001 

 
 
March 4, 2011 
 
VIA ELECTRONIC FILING 
 
Marlene H. Dortch 
Secretary 
Federal Communications Commission 
445 12th Street, SW 
Washington, D.C. 20554 
 

Re:  CG Docket No. 09-158 
 
Dear Ms. Dortch: 

On March 3, 2011, Jeffrey Smith of Comcast Cable Communications, LLC and the undersigned of 
Comcast Corporation met with Joel Gurin, William Freedman, John B. Adams, Arthur Scrutchins, Kurt 
Schroeder, Nancy Stevenson, Lynn Ratnavale, and Rebecca Hersilj of the Consumer and Governmental 
Affairs Bureau; Katie Costello of the Media Bureau; William Kehoe of the Wireline Competition Bureau; 
and Nicole McGinnis of the Wireless Telecommunications Bureau. 

During the meeting, we discussed issues related to Comcast’s filings in the above-referenced 
pending Commission proceeding on consumer information and disclosure practices.  In particular, we 
focused on marketing and advertising policies, point of sale disclosures, and billing practices. 

We explained that Comcast shares the Commission’s goal of ensuring that customers receive 
clear, accurate, and usable information about our services and that Comcast has strong incentives to 
provide such information to its customers at all stages of the customer relationship.  We noted that the 
communications marketplace is fiercely competitive and that, if customers are unhappy with Comcast’s 
services or information disclosure practices, they will not subscribe to Comcast or will change service 
providers.  

On the issue of marketing and advertising, we discussed how Comcast’s advertisements disclose 
all material terms of an offer.  Comcast designs its advertisements to describe the information that is 
most relevant and of interest to consumers, which typically includes pricing information, main service 
features, and key terms like the duration of any promotional offer. 

In addition, we discussed our point-of-sale disclosures, which include the monthly cost of the 
service ordered, applicable fees, options for purchasing or leasing equipment, the duration of 
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promotional rates, and the expected monthly fee once the promotion is over, among other things.  
Comcast also explains to customers who purchase a bundle of services that their monthly fees will 
change if they “break” the bundle by dropping one of the services in the bundle.  We discussed that 
Comcast does not require a contract to purchase Comcast services and that a customer can cancel 
service at any time without penalty.  With respect to our online ordering process, we explained that 
prior to completing an order online, customers are presented with a complete summary of their order 
and even have the option of chatting with a customer service representative if they have any questions 
about their order. 

We also discussed Comcast’ s Customer Guarantee – a 30-day, money-back guarantee on all of 
our services if a new customer is not satisfied or wishes to cancel service for any reason.  We explained 
that the customer is reimbursed all recurring fees paid during the 30-day period with no penalties of any 
kind for cancellation.   

We also explained that Comcast recently redesigned its bill to make it more user-friendly and to 
address prior sources of consumer confusion regarding treatment of pro-rated charges, promotional 
prices, and bundled services.1  Comcast’s redesigned bills provide consumers with the information that 
is most important to them in a customer-tested, easy-to-read, and easy-to-follow format.  In particular, 
we explained that the redesigned bill provides notice to a customer when any promotional rate is about 
to end.2   

We discussed the manner in which we advertise and market our High-Speed Internet service, as 
well as the availability of a speed test on our website.  We also discussed the availability of parental 
controls for our video service, which give parents effective tools to limit their children’s viewing in 
numerous ways, at no additional cost.  We explained that Comcast does not block access to websites for 
customers of our High-Speed Internet service and that a full description of our network management 
practices and terms of service is available on our website. 

Finally, we highlighted that Comcast has invested in extensive customer outreach initiatives, 
such as surveys and focus groups, which allow Comcast to communicate directly with, and receive 
feedback from, more than one million of our customers each year.  This feedback is used to improve the 
customer experience for the over 300 million customer interactions that Comcast has each year.  

Please let me know if you have any questions. 

 

                                                 
1  See Attachment 1 for a sample of Comcast’s redesigned bill. 

2  See Attachment 2 for an example of a bill for a customer whose promotional pricing period is about to 
expire. 
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      Sincerely, 

      /s/ Mary McManus 

      Mary McManus   

 
cc: Joel Gurin 
 John B. Adams 
 Katie Costello 
 William Freedman 
 Rebecca Hersilj 
 William Kehoe 
 Nicole McGinnis 

Lynn Ratnavale 
 Kurt Schroeder 
 Arthur Scrutchins 
 Nancy Stevenson 
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