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Item No. 1-3 
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3050888437 
5610888437 
9040666437 
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5610888437 
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9040888437 
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5610888437 
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3050888437 
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3050888437 
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Source Dt Prev Mlh Amount Pyrnnts Ad] Bal Fwd CurrChros LPC Total Billed Amt Other Charges & Credlts 
1 2/1/2004 
12/1/2004 
12/1/2004 
1/1/2005 
1/1/2005 
1/1/2005 
2/1/2005 
2/1/2005 
2/1/2005 
3/1/2005 
3/1/2005 
3/1/2005 
4/1/2005 
4/1/2005 
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5/1/2005 
5/1 /ZOO5 
5/1 /ZOO5 
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6/1/2005 
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7/1/2005 
8/1/2005 
8/1/2005 
8/1/2005 
9/1/2005 
9/1/2005 
9/1/2005 

10/1/2005 
10/1/20ffi 
10/1/2005 
11/1/2005 
11/1/2005 
11/1/2005 
12/1/2005 
12/1/2005 
12/1/2005 

1/1/2006 
1/1/2006 
1/1/2006 
2/1/2006 
2/1/2006 
2/1/2006 
3/1/2006 
3/1/2006 
3/1/2006 
4/1/2006 
4/1/2006 
4/1/2006 
5/1/2006 
5/1/2006 
5/1/2006 
6/1/2006 
6/1/2006 
6/1/2006 
7/1/2006 
7/1/2006 

S517 55 IO00 $000 
$4 390 87 $0 00 

$30,902 38 $0 00 
$736 74 ($470 70) 

$6,552 64 (54 390 87) 

$43,376 95 $0 00 
$227 39 $0 00 

$6.603 86 $0 00 
$59,403 74 $0 00 

$380 43 ($190 54) 
$9 006 77 $0 00 

$73,384 26 ($30 715 711 
$16307 so 00 

52,004 53 50 00 
$53,766 45 $0 00 

$212 29 $0 00 
$3,368 65 $0 00 

$1 1,605 61 $0 00 
$335 74 $0 00 

55,261 09 $0 00 
$19,362 03 $0 00 

$441 45 50 00 
$6,799 91 $0 00 

527,161 97 $0 00 
$759 96 $0 00 

$7,542 73 $0 00 
$33,761 22 $0 00 

$623 26 $0 00 
$9,179 92 $0 00 

$41 643 25 $0 00 
$893 41 ($725 08) 

$484 91 $0 00 
$8.54064 ($1 642 12) 

$39,306 03 $0 00 
$900 51 ($304 08) 

$6,286 03 ($2 221 16) 
$46,526 46 $0 00 

$820 14 $0 00 
$7,493 62 $0 00 

$54,090 54 $0 00 
$1,74597 ($61431) 
$9,424 29 ($1 624 69) 

32 37 ($1 930 26) 

$1,574 64 ($970 53) 
$9,17729 ($1 11534) 

$69,072 17 ($9 464 14) 
$890 16 ($122 40) 

$945444 $000 
565,510 81 $0 00 
$1,155 01 ($272 59) 

$11,156 18 ($1 003 77) 

$0 00 
$0 00 
$0 00 
$0 00 
50 00 
$0 00 
$0 00 
$0 00 
$0 00 
$0 00 
$0 00 

($98 63) 
($8 735 58) 

$0 00 
$0 00 

$0 00 
50 00 

($9 80) 
$0 00 

($1 043 43) 
($2 241 89) 

50 00 
($7 40) 
$0 00 

($76 43) 

$0 00 
($0 46) 
$0 00 

($3 80) 
($12 90) 

$0 00 
($1 1 90) 

($134 98) 
($125 70) 
($603 30) 
($129 00) 
($412 48) 

($1 046 95) 
($5 30) 
$000 

(55  96) 
$0 00 

($93 82) 
($493 84) 

$0 00 
(51 72 43) 

$517 55 
54 390 87 

$30,902 38 
$266 04 

52 161 77 
$30,715 71 

$95 92 
$4 330 49 

$43,376 95 
$227 39 

$6,603 86 
$59,403 74 

$91 26 
$271 19 

$42,668 57 
$163 07 

$1.959 17 
$212 29 

$3.367 95 
51 1,605 61 

$335 74 
$5,261 09 

$19 352 23 
$441 45 

$5,756 46 
$24.920 08 

$759 96 
$7,535 33 

$33,761 22 
$746 83 

$37,763 64 
5166 33 

$7.020 44 
$31,346 34 

$4&4 91 
$6,694 72 

$39 293 13 
$596 43 

$6,052 97 
$46.378 07 

5820 14 
$7,021 45 

$52,139 06 
$996 68 

57,673 90 
$60,949 42 
$1,172 35 
$6.789 63 

$61,135 32 
$598 81 

$6,061 95 
$59,602 07 

$767 76 
$9,360 62 

$65,016 97 
5862 42 

$1.855 95 

$8.444 73 

$9,979 98 

$207 34 
$2,149 92 

$1 5,09422 
$71 57 

$2,156 22 
$12.648 74 

$1 16 97 
$2,260 87 

$16,014 29 
$140 54 

$2,390 41 
$13,96604 

$59 31 
$1,720 64 

$1 1.085 36 
$36 72 

$1,500 20 
59.646 44 

$110 95 
$1.660 64 
$7,743 92 

593 21 
51,526 32 
$7,797 24 

$306 01 
$1,773 75 
$8,626 64 

550 80 
$1,832 09 
$7,869 53 

5134 08 
51,753 13 
$7,645 48 

$304 06 
$1,507 70 
$7,945 19 

$403 10 
$1.578 81 
$7,220 83 

$211 21 
$1,428 15 
$7,699 97 

$913 33 
$2,390 34 
$9 401 14 

$292 17 
$1.445 97 
$6,697 24 

$389 79 
$2,375 16 
$7,924 35 

5278 85 
$1,379 99 
$5,696 24 

$372 25 
51.780 56 
$5,612 72 

$440 70 
$1,073 11 

11 65 
11 85 
11 85 
12 5 
12 5 
12 5 
12 5 
12 5 
12 5 
12 5 
12 5 
12 5 
12 5 
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$736 74 11445 

$6,552 64 
$46,008 45 

$350 11 
$4.330 49 

$43,376 95 
$227 39 

$6,603 86 
$59,403 74 

$380 43 
$9,006 77 

$73,364 28 
$163 07 

$2,004 53 
$53,766 45 

$212 29 
$3.368 65 

$1 1,605 61 
$335 74 

55,261 09 
$19.362 03 

WI 45 
$8,799 91 

$27.161 97 
$759 96 

$7,542 73 
$33,761 22 

$823 26 
$9,179 92 

$41,643 25 
$693 41 

$10,210 36 
$45,441 62 

$484 91 
$8.540 64 

$39,306 03 
$900 51 

$8,286 03 
$46,526 46 

5620 14 
$7,493 62 

$54,090 54 
$1,745 97 
$9,424 29 

$61,552 72 
$1,301 35 
$9,132 37 

$67,659 16 
$1,57464 
$9,17729 

$69,072 17 
$690 16 

59 454 44 
$65,510 81 
$1,15501 

$11,156 18 
$70.644 69 
$1.336 12 

$1 1,068 09 

780 4 
5 127 39 

-1 69 
835 18 

3 367 35 
45 71 

776 01 
6 022 61 

47 89 
754 63 

3,657 64 
-14 21 
391 52 

2,626 09 
-17 41 
548 27 

2.988 82 
51 44 

864 16 
1,493 09 

38 42 
501 05 

2,252 51 
176 5 

61976 
3 212 32 

-17 32 
627 99 

2,346 02 
44 03 

617 72 
2,356 99 

141 19 
493 47 

2 524 99 
152 84 
492 7 

1,801 60 
-8 69 

341 21 
2,216 96 

462 06 
967 55 

3,256 76 
37 25 

31965 
1.480 37 

222 55 
1,151 63 
3,353 64 

97 86 
522 26 

1,876 07 
223 39 
793 09 

1 670 26 
216 11 
279 07 

LASSIPHED 
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Item No. 9-3 
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5610888437 
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8/1/2006 
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11/1/2006 
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12/1/2006 
12/1/2006 
12/1/2006 
1/1/2007 
1/1/2007 
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3/1/2007 
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5/1/2007 
6/1/2007 
6/1/2007 
6/1/2007 

$70,844 69 
$1,338 12 

$11 06809 
$66.975 36 
$1 593 49 

$12.839 29 
564,865 67 
52,167 35 

$14.080 71 

$1.682 87 
515 498 87 
$74,959 10 
$1,416 08 

$13,107 22 
$62,916 24 
$1 238 23 

$10.871 12 
$58,209 06 

$962 89 
$7.522 18 

556,279 25 
$1,079 85 
$5,950 9f 

554,423 12 
$1,627 83 
$6,633 10 

554 114 35 
$2,310 21 
59,051 56 

$60,127 85 

51 1,555 39 
$65,392 22 

$69.948 82 

53,10249 

D 

($7 739 15) 
($205 99) 

$0 00 
($6 312 091 

$0 00 
$0 00 
$0 00 

($850 17) 

(5575 35) 
($3 l i l 4 8 )  
($6 484 74) 

($332 34) 
($3 363 92) 
($8 600 05) 

($427 39) 
($4 174 27) 
($6 093 94) 

($130 IO) 

$0 00 
$0 00 
50 00 
$0 00 
50 00 
$0 00 
50 00 
$0 00 
$0 00 

($305 57) 
w 00 
$0 00 

($112 58) 
($16 49) 

($248 44) 
(570 36) 

($326 69) 
($261 94) 
($514 61) 

($2 423 57) 
($140 72) 
($441 78) 

($1 313 15) 
($1 17 46) 

($11883) 

($189 54) 

($525 37) 
($1 no6 91) 

(5140 72) 
($434 25) 

(81 024 76) 
($16 49) 

($279 24) 
($953 22) 

50 00 
$0 00 

($1 94) 
($35 18) 

($14072) 
($832 34) 

$0 00 
($467 48) 

$0 00 

$62 599 97 
$1,132 13 

$1 1,068 09 
$60,550 69 

$1 577 00 
$12 720 46 
$64,617 23 
$1 246 82 

$13,891 17 
$69,621 93 

$845 58 
$11,812 78 
566 050 79 

$943 02 
59,301 52 

553 003 04 
$693 38 

56,171 48 
$51,108 21 

$692 07 
53.956 48 

$48,572 19 
$716 40 

$4.058 15 
547 555 20 

$1 627 83 
56,633 10 

$54,11241 
$2,275 03 
58,91086 

559,295 5% 
53,102 49 

54,360 39 
$446 36 

51.756 20 
$4,299 98 

$575 35 
$1,345 25 
55.316 59 

$421 05 
$1,592 70 
55.322 17 

$555 50 
$1,279 44 

($3 14455) 
$280 21 

$1,554 60 
55,191 02 

$254 51 
$1,335 70 
$5 156 04 

$372 78 
$1,97943 
$5.835 93 

5896 43 
$2,559 95 
56.544 15 

5667 38 
$2.403 48 
$6.000 44 

$812 46 
52,629 53 
$6,081 71 

$833 77 
$2,331 63 
56,797 80 

15 $66,975.36 
15 $1,593.49 
15 $12.83929 
15 $64.865.67 
15 52,167.35 
15 514,080.71 
15 $69,948.82 
15 $1.682.87 
15 $15,498.87 
15 $74,959.10 
15 $1,416.08 
15 $13,107.22 
15 562,916.24 
15 $1,238.23 
15 $10.871.12 
15 $58,209.06 
15 $962.89 
15 $7,522.18 
15 $56.279.25 
15 $1,079.85 
15 $5,950.91 
15 $54.423.12 
15 51,627.83 
15 $6.633.10 
15 554,114.35 
15 $2,310.21 
15 $9,051.58 
15 $60.127.85 
15 53,102.49 
15 $11.555.39 
15 $65,392.22 
15 $3,951 26 
15 $13,434.54 
15 572.205.02 

1000 14 
166 1 

751 19 
119469 

259 9 
429 55 

2,006 49 
160 76 
655 07 

1 80905 
213 85 
288 11 

6 692 52 
36 03 

559 07 
1 622 78 

6 43 
472 03 

1708 93 
137 87 
986 04 

2209 88 
411 84 

I10033 
2183 82 

196 96 
874 33 
1779 7 
13571 
949 13 

1662 61 
154 54 
779 42 

2308 13 

PROPRIETARY 



C TIAL ATTACHMENT C 

AT&T FLORIDA 

REQUEST FOR CONFIDENTIAL CLASSIFICATION 
PAGE 1 OF 1 

8l3OI2007 

FPSC DOCKET NO: 050863-TL 

REQUEST FOR CONFIDENTIAL CLASSIFICATION OF AT&T FL 
RESPONSE TO DPI'Y FIRST REQUEST FOR INFORMATION, NOS 

( -  AND 1-22, FILED AUGUST 9,2007 IN 
W L O R I D A  DOCKET NO. 050863-TL 

ONE HIGHLIGHTED COPY 

- -2 

FPSC-COMMI SStOH CLERK 



FPSC 
Docket No. 050863-TP 

AT&T Florida’s 
Attachment to 

Item No. 1-16 

PROPRIETARY Item 1-16: 000001 



NO. 121 am2 

1 

M 0 R . E .  . . 

PROPRIETARY Item 1-16: 000002 



M i? P. I 
DC4 UP 
EA7 11.r 
EA 3 

N0.121 DB83 

MOP.'.'. . . 

PROPRl ETARY Item 1-16: 000003 



MORE.. . 

NO. 121 PO64 

PROPRIETARY Item 1-16: 000004 



1 2  / 16 ,’ 04 DFiGBtiSh9 ‘JPX.35GQ 

NJo.121 a005 

ORDER D1SPLP.Y 
POFS 

PAGE 2 

MORE. . . 
PFL=SEARCH PF3=iIISPLAY FFd=FRI1\.1?’ PFG=FAi: 

FF7=MALN PFe=SCROLL PFll=BACK PRINTER ID: 

PROPRIETARY Item 1-16: 000005 



N0.121 QBB6 

ORDER DISPLAY 
FDFZ 

r ih-3967 

PROPRIETARY 

MORE. . I 

Item 1-16: 000006 



N0.121 DBB7 

PROPRIETARY Item 1-16: 000007 



N0.121 a008 

PROPRIETARY Item 1-16: 000008 



PEF? CLEC 

c---- I 
FL/LO( 

NU.121 D809 

MORE. . . 

PROPRIETARY Item 1-16: 000009 



OF.DER PIS PLAY 
PQFS 

FAGE 1 

MORE. . . 

NrJ.121 D131C3 

PROPRIETARY Item 1-16: 000010 



7 2  734-3967 

PF2=SEARC'H 
PF8 =SCROLL F F7 =tGJ N 

J - 
PF3=i?ISFLAY P F 4 = P R I N T  P F 6= FAX' 

PF11=RACK PP.INTER ID: 

MORE..  . 

PROPRIETARY Item 1-16: 00001 1 



N0.121 DEI12 

PAGE 1 OF 3 MORE. . . 
P F 4 = PRI N T 

PF7=MAIP] pFG=C- * SF.0 L L PF11=BACK PRINTER ID: 
E FZ = =7 EARC H PF3 =U I SPLAY P P 6= FPX 

PROPRIETARY Item 1-16: 000012 



-- A:,: 2'; 

ORPER I?ISPLAY 
PQFS 

PAGE 2 

PROPRIETARY 

b40.121 D813 

MQF.E. . . 

Item 1-16: 000013 



FPSC 
Docket No. 050863-TP 

AT&T Florida’s 
Attachment to 

ItemNo. 1-17 

ECLASSIFIED 

(Entire CD ROM PROPRIETARY) 

SSIFIED 



.. . 

FPSC 
Docket No. 050863-TP 

AT&T Florida’s 
Attachment to 

Item No. 1-22 

PROPRIETARY 



From: 
Sent: 
To: 

CC: 
Subject: 

Lemoine, Annamarie 
Mondey, January 10,2005 220 PM 
Harden, Graham; Hogeman, Bert; Seagle,, Kristy; Wlllis, Michael; Davis, James C: Zambito, 
Kd): Mazian, Jim; Blake, Kathy; Brooks, Lisa: Jordan, Parkey 
Gilberi, Kirven 
RE: ClariRoation on "reacquisition or winover customer" Promotions 

That is what I thougbt given Graham's last email. So the only time a customer wouid get the benefit of the 
acquisitioniwinover promotions is when it is getting phone service for the first time, which would be a new business or 
someone who is a first time teiephone subscriber, How would a cusbrner who initially had only cellular Service then 
subscribes to a BST for his first land line service be treated - as a winovDr or new customer?? 

---Original Message--- 
Fmm! Harden, Graham 
Sent :  
TO ! 

Monday, January 10, 20D5 10:25 AM 
Hogeman, Bert; Seagle, Kristf; Wlllis, Mtchaet; Davls, lames C; Zamblto, Kelly; Mazlan, Jim; Blake, Kathy; Brooks, USa; 
Jordan, Parkey; Lemohe, Annamarie 

RE: Clarification on "reacqulsltion or winover customer" Promotions 
cc (3llbert uwen 
Subjeet: 

W e  identify reacquisition, winover and new customers based on phone number, not the address. 

If a customer left and comes back with :he same phone number, regardless of address, they are considered a 
reacquisition. 
If a customer left and has a different phone number, regardless of address, they are considered a winover. 
If a customer does not have existing service with anyone, such as saneone moving from i u s  Angeles io 
Atlanta or a brand new business, they are considered a new customer. 

* 

Keep the questions rolling until we all are on the same page. 

---0nginal Mssage- 
From: Hogman, Bert 
Sent: 
To: 

CC Gilbert, Kirven 
Subjeck 

At the risk of confusing this area further, here is what I understand. 

1, 
this IS deemed a reacquisition. 
2. 
address and then switched t BST. This would be deemed a wingover. 
3. 
address. Customer A would be treated as a new customer. 

Stated differently. my understanding is what happens at a given address. 

Monday, January IO, 2005 10:12 AM 
Seagle, Krsty; Harden, Graham; WlI15, Michael; Davis, James C; Zarnbito, Kelly; Maziarr, Jim; Blake, Kathy; ErooB, LIQ; 
Jordan, Parkey; Lernoine, Annamarie 

RE: Oartfication on "reacqulsihon or winover customer" Promotions 

Customer A switched from 5ST to CLEC 1 at same address. If switches back to EST at same address, 

Customer A moved to new address after switching t3 CLEC I, maintained service wlth CLEC I at new 

Customer A moved to new address after switching to CLEC 1 and switched back to BST at the new 

---Original Memge-- 
Fmm: Seagie, Kristy 
Sent: 
To: 

Subjad: 

Graham, 

Friday, January 07,2005 5:21 PM 
Harden, G r a h m ;  Willis, Michael; Davis, James C; Zambilo, Keliy; Fisziarz, Jim; 6lake, Kathy; Bmoks, Lisa; Jordan, 
Parkw; Lemoine, knnarnarie; Hogernan, BPR 
RE: Clarification on "reaquisition or winover customef Promotions 

Am 1 reading this correctly? Does consumer and SBS on& check for reacquisition? If so then, do they define 
winover fhe same as reacq? if fhey don7 qualify for reecq, 0re fhey denied fhe promotion? Or does 
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ConsumedSBS have another way to check for winover? Sorry - I’m a /Me confused. Thanks- 

-----Original Message--- 
From: Harden, Graham 
Sene 
TO: 

Subject. 

Friday, Januar( 07, 2005 3:03 PM 
Wiliis, Michael; Davis, Jams C; Zarnbiro, Kelly; Maziarz, Jim; Seagie, Kristy; Blake, Rthy; Brooks, Lisa; Jordan, 
Parkey; Lemoine, Annamarie; Hogeman, Bert  
RE: Clarification on “reaquisiticn or winover customer“ Promotions 

All. 

Reacquisition is dsfined as someone who is with a competitor, but was formerty a BellSouth customer. 

Winover is defined as someone who is with a competitor and has not been a BellSouth customer. 

Bert, your example of a customer who iefk BellSouth for a competitor, moved, and then came back to 
BellSouth would be considered a reacquisition If they had the same phone number and a winover if that 
number had changed. 

Spoke with both reacq teams, Cansumer and SBS, to get betier definitions on this. BellSouth bases 
everything off of phone number to determine whether or not a customer is a reacquisition. Those phone 
numbers are checked agalnst a generated list because our systems cannot automatically identify a reacq 
customer. If the customer is not on a list that we have generated, then they do not qualify as a 
reacquisition customer. Any customer disagreements would then be escalated on a custorner-by- 
cuslomer basis. Since we currently do not separate out reacquisition and winover customers in our  
promotions, this has not been an issue as all reacquisitions and winovers must currently have service 
wiih a competitor. 

PJeither COU has a wrillen definition of the above, 

Let me know if there is anything else I can provide that will help. 

Graham 

-Original Appointment--- 
hum: wm, Michael 
Sent: 
Tu: 

Subject: 
When: 
Where: 
Importance: High 

Thuday, December 16, 2004 1213 AM 
Will$ Michael; Davis, James C; Zarnblto, Kdly; Harden, Graham; Maziarr, Jim; Smgie, Kristy; Blake, 
Kathy: Brooks, Usa; Jordan, Parkey: Lernoine, Annamarie: Hogeman, Bert 
Updated: ClaiiFkxtion on ‘reacquisltkm or winover customer“ Promotions 
Friday, January 07, 2005 3:OO PM400 PM (GMT-05:OO) Eastern nrne (US e( Canada). 
3WEridge  205-968-9300 Access Code 9277597 

This meeting is being rescheduted to 1-7 from 3:00-4:00 to ensure that we have all of the 
necessary participants. Thanks 

File: LCCW tariff notification.doc >> File: Promotion Language.doc >> Consistent 
with BellSouth‘s obligations it has to make its retail promotions available to its CLEC 
customers, There are currently 3 promotions that qualify a CLEC to the promotion based on 
“reacquisition or winover customer. This meeting is to gain an understanding of what 
qualfies a resale end user 2s a “reacquisition or winover customer” on the wholesale 
side of the house to assist the resale managers in policing the CLECs requesting the 
promotional credits. 
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I have attempted 'he add the appropriate channel manacles to the distro, so pleese advise if 
you do not think you should be involved and if there are other that we need as  well. 
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Butler, Ann W 

Subject: 
Locistion: 

FW: Clarification on "reacquisition or winover customer" PrOmOtiOnS 
34WBridge 205-968-9300 Access Code 9277597 

Start: Frl Ui'I2005 300 PM 
End: Fri 11712005 4:OO PM 
Show Time AS: Tentative 

Recurrence: (none) 

Meeting Status: Not yet responded 

Importance: High 

Kristy, 

Upd& me on the outzme of this ca!!, 
Thariks 

Ad 
--Original Appointmnt- 

From: Seagk, Kiisty On Behalf Of Willis, Michael 
Sent: 
To: Willis, Michael; Allen, Advemall 
Subject: 
When: 
Where: 
Importance: High 

Ad - If you couid af fend this meeting tomorrow at 2 CST, If woufd be great It's on definition of "r~acquisifion/winover." 
Thanks. 

Thursday, lanuary 06,2005 4:07 PM 

FW: Clarification on "reacquisition or winover customer" Promotions 
Friday, January 07, 2005 Z O O  PM-3:[)0 PM (GMT-06:OD) @nDa[ Tima (US & Bmda:. 
3QBridge 205-968-9300 Access Code 9277597 

---0nginal Appointment---- 
From: Wills, Michael 
Senb 
To: 

Subject: 
When: 
Where: 
Importance: High 

Thursday, Dember 16, 2004 10:12 AM 
Willis, Michef; Davls, James C; Zarnbito, Kelly; Harden, Graham; Maziarz, Jim; Seagle, Kristy; Biake, Kathy; Brook, Esa; Jordan, 
P a d w ;  Lemoine, Annamarie; Hogeman, Bert 
Updated: Claritlcation on "reacqulsltion or winover customer" Promotions 
Friday, January 07,2005 2:OO PM-3:DO PM (GMT46:OO) Central lime (US & Canada). 
34Q/3ridge 205-968-9300 Access Code 9277597 

This meeting is being rescheduled to 1-7 from 3:OO-4:00 to ensure that we have all of the necessary 
participants. Thanks 

LCCVV tariff Promotion 
noti5cation.doc (... nguage.doc (35 KB] 

Consistent th BeliSouth's oblinations it has to make its retail promotions 
available to its CLEC customers. There are currently 3 promotions that qualify a CLEC to the promotion based 
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on “‘reacquisition or winover customer. This meeting is to gain an understanding of what qualifies a resale  end 
user as a “reacquisition or winover customer” on the wholesale side of the house to assist the resale 
managers in policing the CLECs requesting the promotional credits. 

I have attempted the add the appropriate channel managers to the distro, so please advise if you d o  not think 
you should be involved and if there are other that we need as well. 

2 
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Notification Type: Promotion 
Jurisdiction: ALABAMA 
Notice Date: 11/05/2003 
Filing Package Xiumber: AL2004-003 
Service Name: Line Connection Charge U’aiver 
Tariff Sections: nla 
Expected Issue Date: 12/12/2003 
Expected Effective Date: 01/02/2004 
Descriptive Narrative: December 3,2003 -Effective date has been revised from 
0 1 f011’04 to 01/02/04 
Waived line connection charge to reacquisition or winover customers who purchase 
BellSouth@ Completc Choice@ plan, BellSouth@ PreferredPxk SM plan or basic 
service and on4 featurt? (TN 2 )  and who are curreirtly ncd uskg BcIlSouth for IocaI 
service. 
All BellSouth marks contained herein are owned by BellSouth IntelIectuaI Property 
Corporation 
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ICs Marketing Directive 

Date directive estabkhed: November 23, 2004 

PIease select from Iist below: 

RUNE 
nSwitched Access 
DReguIatory Mandate 
n b c a l  Interconnection 
nrco 

XnResale 
RWireless 
nSpecia1 Access 
n P s P  

Please state issue you need resolved: 

Clarification of language in retail prnotions. 

Please explain the issue in detail: 

BellSouth is required to make available to Resale CLECs the same promotions that are 
offered to BellSouth retail end users. Resale CLECs turn in BAR (dispute) forms to 
Resale Product Management monthly to apply for these promotional credits, When we 
receive the forms with the accompanying spreadsheet of end user information, WE! check 
the end users to make sure that t h e  resale end users meet the qualifications of the 
promotions. 

There are currently 3 different rstail promotions available to resale CLECs with the 
following wording: 

Waived (promotion offer) to reacquisition or winover customers who purchase 
BellSouth@ Complete Choice@ plan, BellSouth@ PreferredPack sMplan oi basic 
servicc and one feature (TN 2) and who me currently not using BeUSoutb for local 
service. 

We need clarification as to what qualifies 8 resale end user as a "reacquisition or 
winover customer" on the wholesale side of the house.  

DIRECTIVE STATEMENT: 

STAKEHOLDER(S) 

Legal Regulatory & Poiisy Support 

Wireless and Product Managsment Regulatory 

PrivateProprietary 

Not for US: or disciosure outsid: 
BellSouth cxcept under written agreement 
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fMPLEMENTATlON CHECKLIST 

aProdust  Manager 
n F -  inance 
nAccount Team 
~ E i l i i n g  

nNetwork 
noperations 
nReguiat0i-y 
DMarket Managsr 
n l C S  Negotiators 

ADDENDUMS 

Please attach any additional information pertinent to the issue such as  maps, drawings, etc. 

PrivateProprietary 

Not for use or disclosure outside 
BcIISouth except under written agreement 
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Butler, Ann W 

From: 
Sent: 
TO: 

cc: 
Subject: 

Harden, Graham 
Monday, January I O ,  2005 10:25 AM 
Hogeman, Bert; Seagle, Kristy; Willis, Michael: Davis, James C; Zarnbito, Kelly: Maziarz, Jim; 
Blake, Kathy; Brooks, Lisa: Jordan, Parkey; Lemoina, Annarnarie 
Gilbert, Kirven 
RE: Clarification on "reacquisition or winover customer" Promotions 

We identify reacquisition, winover and new customers based on phone number, not the address. 

If 6 customer left and comes  back with the same phone number, regardkss of address, they are mnsidered a 
reacquisition. 
If a customer left and has a different phone number, regardless of address, they are considered a winover. 
I f  a customer does not have existing sewice with anyone, such as someone moving from Los Angeles to Atlanta or 
a brand new business, they are mnsidered a new customer. 

Keep the questions rolling until we all are on the same page. 

--Original Message-- 
From: Hogeman, Bert 
Ssnb 
ro: 
cc: Gilbert, Kirven 
Suhj- 

,A1 the risk of confusing this area further, here is what I understand. 

I. Customer A switched from BST to CLEC 1 at same address. If switches hack to BST at same address, this is 
deemed a reacquisition. 
2. Customer A moved to new address after switching to CLEC I, maintained service with CLEC 1 at new address 
and thsn switched t BST. This would be deemed a wingover. 
3. Customer A moved to new address after switching to CLEC 1 and switched back to BST at the new address. 
Customer A would be treated as a new customer. 

!Stated differently, my understanding is what happens at a given address, 

Monday, 3armary 10, ZOOS 10:12 AM 
5eagle, Kristy; Harden, Graham; WiLs, Michael; Davis, James C; Zarnbito, Kelly; Maziarz Jim; Blake, Kathy; Brook, Usa; 
Jordan, Parkey; Lemolne, Anmrnane 

RE: Clarlfimkn on "reaqukltlm or winover custorrtei" Promotions 

----Original M.csage---- 
From: Seagle, Kristy 
Sent: 
To: 

Subject: 

Graham, 

Am I resding this conecfly? Does consumer and SBS only check For reacquisition? I f  so then, do they define 
winover the same as reacq? if fbey don T qualify for reacq, are fhey denied the promolion? Or does 
Consurner/SBS have another way to check for winover? Sony - I'm a Iitfk confused Thanks. 

Kristy 

Friday, January 07, 2005 5:21 PM 
Harden, Graham; WIIBs, Michael; Davis, lames C; Zambito, Kelly; Madarz, Jim; Biake, Kathy; Brooks, Lisa; hrdan, Parkey; 
Lemoine, Annarnaite; Hogman, eert 
RE: Clarification on "reacqulsition or winover customer' Promotions 

----Or$inal Msage-- 
From: Harden, Gmharn 
sent: 
Tu: 

Subject: 

Friday, JanU6ry 07,2035 3:03 PM 
Willis, Michael; Davis, lames C; Zambim, Kelty; M a z k z ,  Jim; Seagle, Kris+y; Blake, Kathy; Brooks, Lisa; Jordan, 
Parkey; Lemoine, Annamarie; Hogeman, Bert 
RE: CiariRcation an 'teacquisition or winover mstornef Promotions 

All, 

1 
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-. . 

Reacquisition is defined as someone who is with a competitor, but was formerly a BellSouth customer. 

Winover is defined es someone who is with a competitor and has not been a BellSouth customer. 

Bert, your example of a customer who left BellSouth for a competitor, moved, and then  came back to 
BellSouth would be considered a reacquisition if they had the same phone number and a winover if that 
number had changed. 

Spoke with both reacq teams, Consumer and SBS, to get better definitions on this. BellSouth bases 
werylhing off of phone number to determine whether or not a customgr is a reacquisition. Those phone 
numbers are checked against a generated list because our systems cannot automatically identify a reacq 
customer. I f  the customer is not on a list that we have generated, then they do not qualify as a reacquisition 
customer. Any customer disagreements would then be escalated on a customer-by-cusiomer basis. Since 
we currentty do not separate out reacquisition and winover customers in our promotions, this has not b, pen an 
issue as all reacquisitions and winovers must currently have service with a competitor. 

Neither COU has a written definition of the above. 

Let m e  know if there is anything else I c a n  provide that will help. 

Graham 

-4riginal Appointment- 
From: WIiiis, Michael 
Sent: 
TO: 

Subject: 
When: 
Where: 
Lrnpomince: High 

Thursday, Decernbz 16, 2004 1213 AM 
Wih ,  Michael; Davis, J s m  c; Zambito, Kelly; Harden, Graham; Mazlan, Jim; Seagle, Kristy; Blake, Kathy; 
Ermks, Lisa; Jordan, Parkey; Lernoine, Anmmarie; Hogeman, Bert 
Updated: Uartfication cn "reacquisltjon or winover customer" Promotions 
Friaay, January 07, 2005 300 P M 4 : D O  PM (GMT-05:OO) Eastern Time (US &Canada). 
34WBWge 2D5-968-9300 Access Code 9277597 

This meeting is being rescheduled to 1-7 from 3:OO-4:OO to ensure that we have all of the 
necessary participants. Thanks 

* * l r * * * H t * * * C * * * * * * * * * * * * ~ * ~ ~ * ~ ~ -  

<c File: LCCW tariff notification.doc >> File: Promotion Language.doc >> Consistmt with 
BellSouth's obligations it has to make its retail promotions available to its CLEC customers. 
There are currently 3 promotions that qualify a CLEC to the promotion based on "reacquisition 
or winover customer. This meeting is to gain an  understanding of what qualifies a resale end 
user as a "reacquisition or winover customer" on the wholesale side of the house to assist 
the resale managers in policing the CLECs requesting the promotional credits. 

I have attsmpted the add the appropriate channel managers to the d i s h ,  so please advise if 
you do not think you shouId be involved and if there are other that we need its well. 
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Butler, Ann W 

From: 
Sent: 
TO: 

cc: 
Subject: 

Hogeman, Bert 
Monday, January 70,2005 10:12 AM 
Seagle, Kristy; Harden, Graham; Wiliis, Michael; Davis, James C; Zambito, Kelly: Maziarr, 
Jim; Blake, Kathy: Brooks, Lisa; Jordan, Parkey; Lernoine, Annarnarie 
Gilberi, Kirven 
RE; Clarification on "reacquisition or winover customsf Promotions 

At the risk of confusing this area further, here ts what I understand. 

1. 
deemed a reacquisition. 
2. 
and then switched t EST. This would be deemed a wingover. 
3. 
Cusiorner A would be treated as a new customer. 

CustomPr A switched from BST to CLEC 1 at same address. If switches back to EST at same address, this is 

Customer A moved to new address after switching to CLEC 1, maintained service with CLEC 1 at new address 

Customer A moved to new address after switching to CLEC 2 and switched back to BST at the new address. 

Stated diferently. my understanding is what happsns at a given address. 

---Original Mess?~ge-- 
From: S-gle, Krim 
Sent: 
T 0: 

Subject! 

Graham, 

A m  I reading fhis correctly? Does consumer and SBS only check for reacqukifion? I f  so then, do they define winover 
the same as reacq? I f  t h y  don't qua/;@ for wacq, are fhey denied the promofion? Or does Consurner/SBS have 
another way to check for winover? Sorry - I'm a liffle confused. Thanks. 

Krisfy 

Friday, January 07, 2005 5:21 wul 
Harden, Graham; Wiliis, Michaet; Davis, James C; Zambito, Kelly; Mmarz, Jim; Blake, Kathy; Brooks, LIR; Jordan, Parkey; 
Lemolne, Annamarie; Hogeman, Bert 
RE: Clarification on "reacquisition or winova- customer" Promobons 

---Original Mesage--- 
From: Horden, Graham 
Sent' 
To: 

Subject: 

Friday, January 07,2005 3:03 PM 
Mllis, MWael; Davls, James C; Zarnbito, Kelly; Maziarz, Jim; Seagle, Kristy; Blake, Kathy; Brooks, Lisa; Jordan, Parkey; 
Lemoine, hnamarle; Hogernan, Bert 
RE: ClariFlcaffon on "reacquisition or winover customer" Promotions 

All, 

Reacquisition is defined as someone who is with a competitor, but was formerly a BellSouth customer. 

Wlnover is defined as someone who is with a competitor and has not been a BellSouth customer. 

Bert, your example of a customer who left BeliSouth for a competltor, moved, and then came back to BellSouth 
would bs considered a reacquisition if they had the same phone number and a winover if that number had 
changed. 

Spoke with both reacq teams. Consumer and SBS, to get better defrnifions on this. BellSouth bases everything 
off of phone number to determine whether or not a customer is a reacquisition. Those phone numbers are 
checked against a generated list because our systems cannot autarnatically identify a reacq customer. if the 
customer is not on a list that we have generated, then they do not qualify as a reacquisition customer. Any 
customer disagreements would then be escalated on a customer-by-customer basis. Since we currently do not 
separate out reacquisition and winover customers in our promotions, this has not been an issue as all 
reacquisitions and winovers must currently have service with a cornpeiitor. 

Neither COU has a written definition of the  above. 
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Let me know if there is anything else I can  provide that will help. 

Graham 

----Onginal Appolntment- 
From: Willis, Midiael 
Sent: 
To: 

Subject;. 
When: 
Where: 
Importance: High 

Thursday, December 16, 2004 11:13 AM 
WIIRs, Mlcfrael; Davis, Jam= C: 2ambita, Kelly; Harden, Graham; Malian, Jim; Seagie, Kris?/; Blake, Kathy; kmk, 
Usa; lordan, Parkey; Lemoine, Annamane; Hogeman, Bert 
Updated: Clarlfretion on “reaquisihon or winover customer“ Promotions 
Friday, 3anuary 07,2005 3:DO P M ~ : O D  PM ( G M T - ~ ~ : O O )  Eastern Time (US & Canada). 
3WBrrdge 2D5-368-9300 Access Code 9277597 

This meeting is being rescheduled to 4-7 from 3:00-4:00 to ensure that we have all of the necessary 
participants. Thanks 

<< File: LCCW tariff notificatian.doc >> LEC File: Promotion Language.doc >> Consistent with 
BellSouth’s obligations it has to make its retail promotions available to its CLEC customers. There 
are currently 3 promotions that qualify a CLEC to the promotion based on “reacquisition or winover 
customer. This meeting is to gain an understanding of what qualifies a resale end user as a 
“reacquisition or winover customer” on the wholesale side of the house to assist the resale 
managers in policing the CLECs requesting the rxomotional credits. 

I have attempted the add the appropriate channel managers to the distro, so please advise if you do 
not think you should be involved and if there are other that we need as well. 

2 

PROPRIETARY 

12 

item 1-22: 000012 



Butler, Ann W 

From: 
Sent: 
To: 

Subject: 

Harden, Graham 
Monday, January I O ,  2005 9:42 AM 
Seagle, Kristv; Willis, Michael; Davis, James C; Zantblto, Kelly; Maziarr, Jim; Blake, Kathy; 
Brooks, Lisa: Jordan, Parkey; Lemoine, Annamarle; Hogeman, Bert 
RE: Clarification on "reacqulsltion or winover customer" Promotions 

Kristy, 

Qualification f3r reacquisition is tricky because our systems do not automatically perform this check; therefore we only 
have a single main method to check for rsacquisition status. When a customer comes back, we check their number 
against a generated list of competitively disconnected numbers (done in accordance wlth procedures determined by legal) 
to sne if they qualify 2s a reacquisition customer. 

If they fail to qualify as a reacquisition, our safety net to qualify the customer is proof of existing service - this is how we 
identify winover customers and is the only WRY we check for winover status. Though reacquisition and winover customers 
are defined differentiy, they both have two things in common: 1 ) they do not currently have sewice with BellSouth, and 2) 
they currently have service with someone eke. 

If the  customer stlll does not qualify, they are escalated on a case-by-case basis 

Hope this helps. Let me know if you have other questions. 

Graham 

---0nginal Message---- 
Fl-CUn: Seagle, Knw 
Senb 
Ta: 

Subject: 

Graham, 

Am / reading this correctiy? Does consumer snd SBS only check for reacquisition 3 I f  so fhen, do they define winover 
the same as reacq? If they don't qualify for reecq, are they denied the promotion? Or does Consurneti'SBS have 
another way to check For winover? Sorry - I'm a ljffje confused. Thanks. 

Krkiy 

Friday, lanuary 07, 2005 5.21 PM 
Harden, Graham; Wlllis, Michad; Davis, James c; Zamblto, Kelly; Mazian, Jim; Blake, Kathy; Brooks, Lisa; Jordan, Parkey; 
Lemoine, Annamarre; Hogeman, Bert 
RE: Clarification on "reaqukltion or winwer customer" Promotions 

--Original Message- 
From: Harden, Graham 
Sent: 
To: 

Subject: 

All, 

Reacquisition is defined as someoqe who is with a compntitor, but was formerly 2 BellSouth customer. 

Winover is defined as someone who is with a competitor and has not been a BellSouth customer. 

Bert, your example of a customer who left BellSouth for a competitor, moved, and then came back to BeIlSouth 
would be considered a reacquisition if they had the same phone number and a winover if that number had 
changed 

Spoke with both reacq teams, ConsumPr and SBS, to get better definitions on !his. BellSouth bases everything 
off  of phone number to determine whether or not a customer is a reacquisition. Those phone numbers are 
checked against a generated list because our systems cannot automatically identify a reacq customer. I f  the 
customer is not on a list that we have generated, then thsy do not qualify 8s a reacquisition customer. A 

I 

Friday, January 07, 2005 3:03 PM 
Willis, Michael; Davls, James 
Lernotne. Annamane: Hogernan, Bert 
RE: Clarification on "reaqulsttion or wmover customer" Promotions 

Zarnbb, Keliy; Maziarz, Jim; Seagle, Krlsty; Biake, Kathy; Brcoks, Usa; Jordan, Parkey; 
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customer disagreements would then be escafated on a customer-by-cus:torner basis. Since we currently do not 
separate out reacquisition and winover customers in our promotions, this has not bgen an issue as all 
reacquisitions and winovers must currently have sewice with a competitor. 

Neither COU has a written definition of the above. 

Let me know if there is anything else I can provide that will help. 

Graham 

----Original Appolntinent--- 
From: Willls, Mlchad 
Sent. 
To: 

Subject: 
When: 
Where: 
Importance: High 

Thursday, December 16, 2004 1l:U AM 
willis, Mlchael; Dw$, James C; Zarnblm, Kelty; Harden, Graham; Mazrarr, Jim; Seagle, Krrst)‘; Blake, Kathy; Brook, 
LIS; Jordan, Parkey; Lernoine, Annamaric; Hogman, Bert 
Updated: Clarification on “reacquisition a- Wtnover customer“ Pmotions 
Frlday, January 07, ZOOS 3:OD PM4:CE PM (GMlT-OI;:OO) Eastern Tme (US l i  Canada). 
34Q/Bridge 205-968-9300 Access Gxk 9277597 

This  meeting is being rescheduled to 1-7 from 3:00-4:00 tu ensure that we have all of the necessary 
participants. Thanks 

cc File: LCCW tariff notification.doc >> <c File: Promotion Language.doc >> Consistent with 
BellSouth’s obligations it has to make its retail promotions available to its CLEC customers. There 
are currently 3 promotions that qualify a CLEC to the promotion based on ”reacquisition or winover 
customer. This meeting is to gain an understanding of what qualifies a resale end user as a 
“reacquisition or winover customer” on the wholesale side of the house to assist the resale 
managers in policing the CLECs requesting the promotional credits. 

I have attempted the add the appropriate channel managers to the distro, so please advise if you do 
not think you should be involved and if there are other that we need 2s well. 
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Butler, Ann W 

From: 
Sent: 
To: 

Subject: 

Harden, Graham 
Friday, January 07, 2005 4:03 PM 
Willis, Michael; Davis, James C; Zambito, Kelly; Msziarr, Jim; Ssagie, Kristy: Blake, Kathy; 
Brooks, Lisa; Jordan, Farkey; Lemoine, Annarnarie: Hogeman, Bert 
RE: Clarification on "reacquisition or winover custome? promotions 

AIi, 

Reacquisition is defined as someone who is with a cornpetttor, but was formerly a BellSouth customer. 

Winover IS defined as someone who is witn a cornpetitor and has not been a BellSouih customer. 

Bert, y3ur example of a customer who left BeltSouth for a competitor, movzd, and then came back to BellSouth would be 
considered a reacquisition if they had the same phone numbs and a winover if that number had changed. 

Spoke with both reacq teams, Consumer and SBS, to gst better definttions on this. BellSouth bases everything off of 
phew number to determine whether or noi a customer is a reacquisition. Those phone numbers are checked against a 
generated list because our systems cannot autornatlcally identify a rsacq customer. If the customer is not on a fist that 
we have generated, then they do not quaiify as a reasquisltion cusiomer. Any customer disagreements would then be 
escalated on a customer-by-customer basis. Since we currently do not separate out reacquisition and wlnover cuStOtnerS 
in our promotions, this has not been an Issue as all reacquisitions and winoverS must  currently have service with a 
competitor. 

Nei ther  COU has a written definition of the above. 

Let me know if there is anything else I can provide that will help. 

Graham 

---Original Appointment-- 
Fmm: Willis, Michael 
Sent: 
TO: 

Subject. 
When: 
Where: 
Importance: High 

Thursday, December 16, 2004 ll:L3 AM 
Willis, Michsel: Davls, James C; Zambito, Kelly; Harden, Graham; Mazlarz, wrn; Seagle, Krlsty; Blake, Kathy; BrOoPS, Lisa; 
Jordan, Parkey; Lemolne, Annarnarie; Hogernan, Bert 
Updated! aarificati3n ci-, 'reaquisition or winover cutomet-" Promotions 
Friday, January 07,2005 390 PM4:W PM (GMT-05:OO) Eastern Time (US &Canada). 
WBridge  205-968-9300 Access Code 9277597 

This meeting is being rescheduled to 1-7 from 3:00-4:00 to ensure'that we have all of the necessary 
participants. Thanks 

cc File: LCCW tariff notification.doc >> 
obtigations it has to make its retail promotions available to its CLEC customers. There are current!y 3 
promotions that  qualify a CLEC to the promotion based on "reacquisition or winovsr customer. This 
meeting is to gain an understanding of what qualifies a resale end user as a "reacquisition or winover 
customer" on the wholesale side of the house to assis t  the resale managers in poiicing the CLECs 
requesting the  promotional credits. 

File: Promotion Language.doc >> Consistent with 2ellSouth's 

I have attempted the add the appropriate channel managers  to the distro, so please advise if you do not 
think you should be involved and if there are o t h e r  that  w e  need as well. 

75 
1 
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P3 Request Form 
For use with Promotions, Packages and Programs 

mu :  Consumer 
Requesting Mgr: Caroline Morris 
Product Marketing Mgr/Offer Mgr: Tonya Lauf 
. :Segment -. Manager: Cherise Cameron 

Telephone:404.986.1026 I-Pager: csanderson-morris 
Telephone:404.986.1067 I-Pager: tlauf 

3 in AL, FL, KY, LA, MS, NC SC. GA 10115103 - 4/12/04. TN 
will1 be included but customers will receive 3 features and will run  10115103 thru 1/13/04. 

r>s,w = 0308026 

DOES this initiative have an ICMA funding Source? 

If no, must receive Marketing Roundtable approval and ICMA prioritization before development proceeds. 
11 See http://txoductmanaqementdev. b l s . c o m / i s D / m r p  
D T s c r i p t i o T - p s  involved in this project (include product codes, where applicable): 
1 FR (local line) and lana line verticals 

Y c] N If yes, under what item? 
See http://home.customermarkets. bIs.com/cmt/icma/lcma for reference. 

. SECTION 1: OVERVIEW 
Request for: Product(s)lService(s)are (check all that apply): Product Famiiy: 
[' (Customer promotion only Regulated products/services Voice :' Sates bonus program only Non-regulated products/services Data 

DSL 
::J !Extension of existing program c] New productlservice 0 ServicesiApplications 

130th of the above Both regulated and non-regulated products 

Product enhancement 
Description of Promotion: 
2 Free features (3 in TN) for 12 months for reacquisition or winover customers who purchase a 1 FR (local line) from 
3ellSouth and who are currently not using BellSouth for local service in: 
I AL, FL, KY, LA, MS, NC and SC from 10/15/ 2003 thru 12/31/2003 
1 GA 1 O i l  5/03 thru 4/12/04 
I TN 10/15/03 thru 1/13/04 

L..ist of features included in this offer is in separate attachment. 

Offer Criteria, 
I. Customer must either not currently have local service with BellSouth or not have service with BellSouth on one or 

more of their existing lines, includinq the line on which the service aualifvinq for this promotion will be Drovisioned 
2 Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address on 

one or more of their existing lines. 
3 Customer must request service at the same address and in the same name, unless customer is planning an 

imminent move from one address in Bell 
responding to the offer. In the case of a 
and place the order at the new address. 

4. Customer must have not had local service with BellSouth at least 
date 

5.  The customer must switch their local service to BellSouth and purchase BellSouth Basic Service 
6 The customer must place the order on or before 12/31/03 in AL, FL, KY, LA, MS, NC and SC. 4/12/04 in GA. 

1 /'l.3/134 in TN 

another address in BellSouth territory within 30 days of 
the BellSouth rep can offer the customer the promotion 

s prior to the new service connection 

- -  
7 Offer valid for only one (I) service line at the intended local service address. 
8. The customer must place their order through a BellSouth business office or outbound telemarketing vendor or 

9 

10. BellSouth reserves the right to discontinue or modifv this promotion at any time without notice, 

OffeiiPromotion Description Form Version 1.0 Page 1 
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-- 31-2003. 

Description and profile of external target audience, i.e. to 
whom we are talking: 

Key industries: 
* Size of company: 
e Number of lines: 
* Title(s) of decision makers: 
*I Existing or new customers: 

Current products they need to utilize our offering: 
Other: 

OCurrent customers 
ONew customers 
@Former customers 
NNon  BellSouth customers 
UGeneral Business 
UMajor 
OEnterprise (Global/National) 

17 Meet Financial Targets 
- [:I Other (identify): 
-I Q bjectiveslE 
Project and revenue objectives (check all that apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 

€a (2enerate $ in new revenue 
C? New Sales Leads u Market to new customer segment 
0 (hstotmer retentionlup-selling 
&g Custorrter Acquisition 
tg Fie-Acquisition 

La Maintain or increase market share by % 

I-.- 

Sales Channels (check all that apply): 
EellSouth Business (Large Business) 
[I [Iirect 0 SBTC 
E] Customer Care Telesales 
C] I\dortel Call Center 
E] Other (identify): 

Small Business Services (SBS) 
AMC 

BSC 
0 3rd Party 
0 Specialists 
0 IndirecffDistribution' -.-.- 

Iected Results 
Current year Planned Booked Revenue: 
## units to be added through promotion (current year) 
Expected Contract revenue 
Average Sales Cycle: 
0 Product Retention a Product Re-Acquisition 
0 Lead Generation 
0 Customer awareness 
0 Employee awareness 
0 Sales support and/or training 
c] Other 

Consumer 
Large Team 
0 E-Store 
H 3'" Party 

IXi Other Outbound 
Telemarketing vendor 

Outbound Telemarketing 

- 
Indicate if available for resale: Yes 5 No 
Vtith additional discount? 0 Yes 0 No 

Are there any billing issues associated with this promotion/offer? 

Will CBR be used in billing of the promotion i offer? Yes 0 No If yes, obtain tax accounting approval: 
(signature) and Legal approval: (signature) 

- -. 

Ail billing issues are resolved. If not provide status: 

I I f  audience is a BellSouth B u s i n i s  customer, BellSouth Business SalesOps should be notified 

Offer,lPromotion Description Form Version 1 .O 
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c] Other: r- I 1 

FGies Channel Training: 151 Yes 0 N: 
I 

transferring sale to Acquisition 
Gate 

-- 
Eligibility Restrictions (CSAsEAs, SRFs, etc.): Customers who are currently out of the BellSouth region and 
i:st,ablishing a new order within the BellSouth 
I::drrently receiving loc 
;ml winover custome 
presently receive loca 
to a different address 

ion who are not 

Name Role contact I-Pager 
- 

Number 
_I 

Product Marketing 
Product Manager 

Small Business Services Marketing 
Consumer 
Strategic Pricing 

BellSouth Business Segment Marketino I I -- I 
Collab_oration (within and across Segments) 

within and across business segments is required for approval. THIS OFFER IS CONSUMER ONLY 
Concurred? 

-- 
Considerations: 

be used? How will they be reported? Tracked via MKlS reports t 'ill(hio is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 

Expense Considerations: 
Average expense per sale 

Mickey Debruin will receive tracking reports from MKlS 

How do YOU plan to track leads, sales and usage: Leads are pulled from MKlS from a pool of competitive disconnects. 
These leads are scrubbed for customers in treatment, Viable leads are then put into the reacquisition process which will 
contact leads via DM and OBTM. 
Ability to track and report results is required for all lead generation campaigns. 

-- 

_- 
is responsible for analysis of tracking data to determine the effectiveness of a promotion? Mickey Debruin 

I.- 

t 
will the results be available? Early 2004 

Initial: July 2003 

Final: January 2004 

*Compliance Alert* 

0 PromotionlOffer concept has been reviewed by Segment Attorney. 

Note: A promotion or offer  that packages or links two or more products must be reviewed by Segment Attorney, 

Regulatory and Regulatory Accounting. 
A compliance review by CORT was required. Date of CORT review and concurrence 

Attach a copy of any contract or letter of election affected by or associated with this promotion. 

~ SECTIQN 2: FINANCIAL~ 
Revenue/Expense Analysis by State. 
Remember to add an additional 70% to estimates for sales bonus program awards to account for tax. I -- 

Offr:r/Promotion Description Form Version 1 .O Page 3 
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Number of potential customers 
Close! Rateflake rate 
Pricing Schedule 
Allocation among bundledlintegrated products 
Respsnse Rate 

Otierii'romotion Description Form Version 1 .O 

Cannibalization of existing products 
Contra Revenue (Amount of recurringhon-recurring waived) 
IT impact 
Additional Resources (Sales Channel. RepairiCustomer Care, Contract 

Marketing Communications (Advertising, Sales Collateral, Direct Mail, 
Printing. Multi-Media Resources, etc.) 
COGS 

I 

I 
Service Arrangement Resources) I 

PROPRIETARY 
Page 4 
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".I.- 

SECTION 3: COMMUNICATIONS 
Internal Audience 

Who is the internal target audience (Le. to whom are we talking) 
IJ AEs AVPs 0 Sales Support 0 Sales Managers Sales Specialists 0 VPGMs 
1 J Customer Care 

Market.ing Titles (list them): Marketing Team within Pam Jones' group: Retention, ReAcquisition, Answers, etc. 
@ Other Internal audience will be Large Team in order for this group of reps to know this offer exists and to be able to 
transfer inquiring customers to Acquisition Gate should a lead fall outside of the "winback process" (specifically outbound 
and DM). Other initiative owners within Marketing will be aware of this reacquisition effort for information purposes. 

Based on the business issues you are facing, describe your Internal communications goals: 
12 Employee education on your product or service or campaign 

Employee awareness program on your product or service 
Ou,r business issue is decreasing marketing market share due to competitive line loss and flow share line loss of 
cmisumers who currently reside in the BellSouth footprint, but have service with another carrier. 

M a t  are the internal audience's perceptions (positive or negative) regarding the products and the market in 
general and why: 
6 

$1 

relevant messaging. 

Perceptions: ReAcquisition is a key effort to winback market share and maintain our cost structure 
What 1s the business problem: Business problem is that BellSouth is losing customers; primarily high value customers 
What is the business solution: In addition to offers, business solution is to address consumers' product needs with 

Describe issues facing your product or service: 
[I Your sales channel is in need of qualified leads to grow revenues. 
!-J Initial employee training is not sufficient to convert qualified leads into sales. 
1 1  Low awareness and/or mindshare of your product with employees. 

Primary message: What do we want the internal audience to understand and do: understand the promotions terms 
and be able to service customers appropriately. 

iyG. an externally directed project, how will you informleducate internal audiences about it: n/a 

[' . Other: n/a - 

External Audience 
Project name (if promotion is not involved): nla 

' What are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay Service): 
- 

Description: 

Targeted Verticals: 
1Educat;lon Finance c] Government (7 Healthcare [7 Retail Other: 

targeted Small Business Tiers: 

ifyou need external marketing communications, what is your goal: 
[I Generate awareness 

u Drive prospect to seek additional information located on a Web site u Deliver information -white paper, PDF of sales collateral [I Competitive Response: 
[I Other, 
Describe the business issues you are facing with your product or service: 

Generate leads 

[x " --- Increase your market share by % 

~ ~~ 

' A11 new productipacksge names must be cleared by marketing through Intellectual Property to resolve any potential trademark issues. 

CHfeirlPrornotion Description Form Version 1.0 
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. ,  . . ., 1 , "  .... , . .  . .  , "  1 . . . . , ,  . 
!, 

'I3 Maintain your current position in the market. 

i J Promoting services in which BellSouth has low awareness as a provider in that space. 
1:I Partnering with a vendor (i.e., IBM, Sun, Dell, Nortel) to promote your product or service. 

We have penetration in a specific industry or customer segment but want to market to new segments. 

List Partners: 
. 
What are the customer's perceptions (positive or negative) regarding the products and the market in general and 
Why: 

Perceptions: 
What IS the primary business problem: 
What is the primary business solution: 

~h 

ab 

Primary message: What do we want the audience to understand and do: 

Why should the customer select BellSouth vs. another vendor; how does it benefit them: 

What issues or roadblocks might the sales team encounter: 
~ ~~ 

List . and describe known issues andlor conflicts (Channel, Product, Regulatory): 
Has BeflSouth Pubiic Reiations been engagsd: 0 Yes 0 No 
1: yes, are they developing a press release or white paper: 
'or consistency, provide MarCom with the content you provided to the PR group: 

. -- Partner Information-External 
I If this project requires involvement with vendors/partners external to BellSouth, who is partner and what is their 
-ole: APAC is the OBTM vendor 

. 

~~ ~~ 

C dollars are coming from vendorslpartners, how much are they contributing? n/a 

I_____ 

30 you have a co-marketing agreement signed in addition to the business agreement? nia 
"-.I- 

Tactical Information 

1: only basic tools are needed, suggestions or ideas for type of deliverable(s) to meet the project objective: 
:3 Bill Insert 
:? Sales S'heet 0 Powerpoint 
Suggestions or ideas for type of deliverable(s) meet the project objective: >a Direct Mail/External Campaign Virtual Tour 
::I Postcard Webinar (online seminar) 
..I ..- HTML e-Mail c] Other: 
..A Seminar 

Jsf any legal notes that must be included (e.g. tariff information): 

-ill in all information that applies: 

Solutions Guide mother  Job Aid for LT is necessary 

..I.- 

Delivery and Distribution Information 

b External Direct Mail: source of mailing list and approximate quantity to be mailed: 

Bill Insers: specific instructions required: 
B Internet or lntranet postings: what URLs (addresses) and other specific instructions: 

"The mail list must be provided according to timeline. 

.': NOTE: Management of vendoripaitner involvement will be the responsibility of the project initiator, including gathering content, obtaining logositndenlark info. 
approvals. etc. If an external vendoripartner logo is to be included in a BellSouth piece, a legally executed co-brdnding agreement must be in place with BellSouth 
Intellixtual Property. All logos and trademark information are due at the MarCom kickoff meeting. 

OfferlPromotion Description Form Version 1 .O Page 6 
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SECTION 4: SALES BONUS PROGRAM DETAILS (IF APPLICABLE) 
If the bonus program coincides with a customer promotion, please explain: 
IVc sDecrfic bonus program IS associated with this promotion 

Describe the basis of the award (units, revenue, margin or other). If the awards are based on integrated sales, 
!please explain: 

I%$ble Sales Titles (check all that apply): 

13 Account Executives/Account Managers/NAMs/NAEs [z Account Management Sales Managers 
13 Account Management Sales AVPs 
13 Sales Specialists 
[I Specialist Sales Managers 
i? Network Solutions Sales AVPs 
[J System Designers 0 Other: 

0 Sales Engineers (sales support for voice equipment) 
Design Engineers (sales support for data equipment) 

c] Applications Engineers (sales support for CIS) 
0 Networking Consultants (sales support for MNSIDotNet) 
0 VPIGMs 
0 EC Specialists 

p?&-saIes titles eligible for the awards (i.e. CSAs, Service Technicians, etc.): 

r 
.- 
Describe or illustrate the award structure for eligible jobs. Will the award be structured as a “team award” to be split 
;mmg the team, or will specific amounts be identified for each team member? I _ _ ~  

“Trigger“: 
11 Order: 
17 installation: 
12 Referral: 

Explain: 

I 

Cap: 0 Yes 0 No If yes, describe cap: 

O Y e s  0 No If yes, please attach. 

PFscr ibe actions required by Sales to track: 

OfferiPromolion Description Form Version I .O 
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LLoyJmentation Specialist 
Fnd-to-End Project Management 
Financial Analyst Ana Listopad 
H.l.$/Service Desk Training Developer 
Iri!g<ace Designer 
- i':r Project Management 
- Life 'Cycle Management Tonya Lauf 

hjarketing Ccmmunications 1 Steve Scanneit 
Marketing Planning Tonya Lauf 
h!lari;eting Project Manager 
bjehvork -Wholesale (DSG) 
hletwork Engineer 
C;!pziations Planning 1 Jeannette Napp 
C;!pxations Project Management 
Flrocess Engineer 
Froduct Development Manager 

- 

Harden 

Jennifer Crowe, Graham Harden 

Caroline Morris 
Other 

OReriPromotion Description Form Version 1 .O 
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JDir.: Mark Goldstein 

OfferirPromotion name: 4Q04-Cons-1 FR + 2 Free Features 
If yes, please provide original P3 tracking ID: 
Offer Status: Final Document 
What is the final offer name, as it will appear in internal and external communications: 1 FR+2 Free Features 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must 
be a name that meets BellSouth Intellectual Property approval. Click-here for_ guidance on name approvals. 

Does this initiative have an ICMAfunding source? 

Extension? Yes 

See http //home customermarkets bls corn/cmt/icma/lcma for reference. 

I Section I Comments1 

I 1.1 Description of Offer: 

Describe Business Situation addressed by this offer: 
2 Free features for 12 months for reacquisition or winover customers who purchase a 1 FR (local line) from 
BellSouth and who are currently not using BellSouth for local service in: At, FL, GA, KY, LA, MS, NC, SC, TN 

Describe Offer Concept in detail: 
2 Free features for 12 months for reacquisition or winover customers who purchase a 1FR (local line) from 
BellSouth and who are currently not using BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC, TN 

10109/04 - 03/37/05 

10/09/04 - 03/31/05 

Offer Criteria: 
1. Customer must either not currently have local service with BellSouth or not have service with BellSouth on 
one or more of their existing lines, including the line on which the service qualifying for this promotion will be 
provisioned. 

2. Customer must have local service ur equivalent (wireless in lieu of wire-line) at the same local service 
address on one or more of their existing lines. 

3. Customer must request service at the same address and in the same name, unless customer is planning an 
imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days of 
responding to the offer. In the case of an imminent move, the BellSouth rep can offer the customer the 
promotion and place the order at the new address. 

4. Customer must have not had local service with BellSouth at least 10 days prior to the new service connection 
date. 

5. The customer must switch their local service to BellSouth and purchase BellSouth Basc Service 

6. The customer must place the order on or before 03/31/2005 

7 .  Offer valid for only one (1) service line at the intended local service address. 

8. The customer must place their order through a BellSouth business office or outbound telemarketing vendor or 

P ROPRl ETARY Item 1-22: 000024 



P3 Page 2 of 

alternate channels as indicated. 

9. Once the customer completes the above requirements they will receive two local line features for free for 12 
months, If the customer cancels or discontinues the qualifying service, he will be ineligible. 

10. BellSouth reserves the right to discontinue or modify this promotion at any time without notice 

11, Customer must have the eligible services on their new service order (N) in order to receive the promotional 

12. This promotion may NOT be combined with the Reacquisition $1 00 1 R F  + 2 features Cash Eack offer 

13. Offer may not be combined with any cash back offers however, this offer may be combined with other 
promotional offers on the same services, as such offers may be concurrently available from time to time, 
provided that the Company reserves the right to prohibit the combinatin of this promotion with any other 

I Key Date and timeframe goals related to this project: 
Start Date: 1010912005 End Date: 03/31/2005 
CLEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior t o  t h e  start o 
the promotion) 

1.3 Request  for: Product  Family: Product(s)/Service(s) a re  (check all that 

Regulated prod uctdservices Voice 
apply): 

1.4 Identify all products and product owners  involved in this offer. Check all product owners that apply and 
list products included in offer. (Please note that BBS is an agent and has no products or customers of its own.) 

Product Owner Products Included in Offer (Include product code if avialable) 
EST Products Included 

Products Included: 

Which entity/affilate is funding this offer? 
BST Funding Offer 

1.5 Target CustomerslSegments 

Description and profile of external tarset  audience,  Le. to whom we are talking: 
Consumer Segments 

New customers 
Former customers 
Non BellSouth customers 

1.6 Business PrioriWKev lmoeratives 
Indicate how t h e  program fits into the business  priorities for Customer Markets and provide a brief 
explanation of how it supports the overall strategy (check all that apply): I 

.-PROPRIETARY * I -  
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Customer Markefs Key lmperafives 

Key lmperattve IS Reaquisition 

Other Explanation 

Project and revenue objectives (check all that 
apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
% 
in new revenue 
New Sales Leads 

# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

E SECTION 2: PLANNING ti ANALYSIS 

Outbound Telemarketing Sale 
Channel 

Does the sales channel have the capacity to execute the offer during the desired launch window? Yes 
Will additional capacity be required to execute the offer? No If yes, what will the impact be? 
Will Sales channel training be required: No 
Will the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 
Will a sales incentive be used in conjunction with this offer? No 
What are the the known operational risks associated with this offer? 

i l i t y  

larkets: 

intire Region 

-PROPRIETARY . ' 
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’rovide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the promotion/offer for rewards? No If so: 

Are there non-CBR rewards or discounts? Yes 
Will there be new FlDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are Term Agreements andlor rate stabilization involved? No 
Is this a bundled offer? No 

Are there any billing issues associated with this program? 

f not, provide status: 

2.4 Leclal 

dame of the attorney: Kimen Gilbert 

late of CORT review and concurrence: 
ittach a copy of any contract or letter of election affected by or associated with this program. 

.ist any legal notes that must be included (e.g. tariff information, material terms and conditions): 

.ega[ languagelrestrictions provided by Legal to be added to external deliverables: 

Yhat are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay 
iervice): 

2.5 Paritv Assurance 

ndicate if available for resale: No 
Fyes, is there a parify issue that requires review by Parity Assurance PMO? 
f yes, forward copy Of  P3 to Parity Assurance PMO parity.assurance@bellsouth.com for review and comments. 

2.6 Eligibility Restrictions 

With additional discount? 

CSAsISAs, SRFs, etc.): 
Does this offer exclude any type of product or customer? Yes 
If so, which ones specifically? see section 1 
Can a customer qualify for this offer more than once? No 
Is there a maximum reward or discount that this customer can receive? Yes 
What time frame do the orders need to be placed in? see section 1 
Is there a minimum or maximum purchase required to receive this promotion? 
If yes, minimum: maximum: 

0 Is there a minimum amount of time the customer must stay with BellSouth? No 
Is there any termination liability? No 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? No 
If so, which ones? 
If this Dromotion cannot be combined with other offers, list which ones: 

2.7 Collaboration (within and across Seoments) 

2oncurrence within and across business segments is required for approval. 
Yame Role Contact Number I I-Pager Concurred? 

I I 

Item 1-22iOOOO27 - I - ^ _  -PROPRIETARY . ’ -  
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Product Manager 1 Product Marketing I 
BellSouth Business Segment Marketing 

I Consumer I 

I 

1 

Strategic Pricing - Pricing Mgr 

Strategic Pricing - Regulatory 
Compliance Mgr 

Advertising 
r 

2.8 Measuring Effectiveness 

How will results be measured and tracked? Be specific. 

/Which systems will be used? How will they be reported? MKlS 

Who is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 

How do you plan to track leads, sales and usage: MKlS 
Ability to track and report results is required for all lead aeneration camoaians. 

Who is responsible for analysis of tracking data to determine the effectiveness of a promotion? I Mickev DeBruin 

fVv'hen wilt the results be avaiiabie? initial: Final: 

Average revenue per sale 
Number of potential customers 
Close Raterrake rate 

Aliocation among bundlediintegrated products 

Revenue & Cas< I 

Expense Considerations: 
Average expense per sale 
Expected award payout 
Cannibafization of existing products 
Contra Revenue (Amount of recurringhon-recurring waived) 
IT impact 
Additional Resources (Sales Channel, Repair/Customer Care, Contract Service 
4rrangement Resources) 
Marketing Communications (Advertising. Sales Collateral, Direct Mail, Printing, Multi- 
Media Resources, etc.) 
COGS 
If parity issue exists, must consider cost of wholesale marketing response to maintain 
parity. 
Remember to add an additional 70% to estimates for sales bonus program awards to 
account for tax and overhead 

nalysis Spreadsheet & Requirements 
Kev Assumotions 

Plan 
Forecasted or Planned Units without program 
YTD Forecasted Units and M D  Actual Units 

Penetration 
Number of Customers in targeted market by State by Segment 
Number of Customers in Potential Market by Stale by Segment (Eligibiiity restrictions, Method for contacting, Number to be contacted) 
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Number of Proposals by State by Segment 
Expected take rateiclose rate by State by Segment 
Number of Planned Sold Units by State by Segment 
Pianned Sold Incremental Units by State by Segment (Planned Sold Units - Forecasted Units) 

Average Unit Sales Price (Price for typical configuration') 

* Products with multiple typical configurations may require the sum of formulas for each typical configuration. 
Average Unit Sales Price without Promotion 
Average Unit Sales Price with Promotionlncremental Units X Average Unit Sales Price = Incremental Revenue 
incremental revenue X 12 months = Annualized Revenue 
Incremental revenue X the number of contract months = Contract Revenue 

Page 6 of 

EXPENSE 
Contra Revenue - Revenue forgone as pari of program For example, if program waives installatlon, then the revenue forgone for installation IS the 
amount of contra revenue 
Direct Expense - Expenses incurred as part of program for which BellSouth must write a check For example, marketing communications 
expenses, cash back offers etc 

Get Approvals Before Proceeding 

SECTION 3: DEVELQPMENT/IWIPLEMENTATlQN 
q Section 3 Comment 

E 3.1 Communication Marketing Brief - Marcom 

I 3.1.1 Internal Audience 

Who is the internal target audience (i.& to whom are we talking) 

What is the business problem: 
What is the business solution: 

Describe issues facing your product or service: 

I 3.1.2 External Audience 

PROPRIETARY Item 1-22: 000029 
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Other: 
!Describe the business issues you are facing with your product or service: 

general and why: 

What is the primary business problem: 

Product weaknessesldrawbacks: 
~- 

Must customer purchase other services to make this offer work? 

List key competitors: 

Has BellSouth Pub'lic Relations been engaged: 
If yes, are they developing a press release or white paper: 

For consistencv. provide MarCom with tho content you provided to the PR group: 

I 

3.1.3 Partner information-External 

PROPRIETARY Item 1-22: 000030 
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*The mail list must be provided according to timeline. 
6ill Inserts: specific instructions required: 
internet or lntranet postings: what URLs (addresses) and other specific instructions: 
Estimated # of mailing/email lists: 
Source of lists: 
If preliminary M K l S  pull, how many can we market to? 

Date of PSAP final ruling: 
Date Operational Readiness Testing complete: 
Date of PDF approval: 04/08/04 
Regulatory filing complete: 
Date Offer Launched into channei(s): 04/12/2004 
Launch Date Marcom: 
Launch Kit posted on website: 

Montnly Billed Revenue: 
Jan: Feb: 
Apr: May: 
July: Aug: 
Oct: Nov: 

Mar: 
June: 
Sept: 
Dec: 

Final Review with Business Case post mortem: 
Date Lessons Learned placed in repository: 

Item -I -ZrOQ0031 - - - ~ -  PROPRIETARY . 
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PSAP = 

Does this initiative have an ICMA funding Source? 
See http://home.customermarkets. bls.corn/cmt/icma/lcrna for reference. 

If no, must receive Marketing Roundtable approval and ICMA prioritization before development proceeds. . S~~p:/ /productmanauementdev.bls .com/isolmr, isp for Marketing Roundtable approval guidelines. 
Description of products and/or partnerships involved in this project (include product codes, where applicable): 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete Choice, 
EellSouth Preferred Pack, or BellSouth Basic Service and one feature (or 1 FR+I) except TN where the customer must 
eirchase 2 features. 

Request for: Product(s)/Service(s)are (check all that apply): Product Family: 

u Sales bonus program only u Non-regulated productslservices 0 Data a 50th of the above DSL 
CJ Extension of existing program New producffservice 0 ServiceslApplications 

Description of Promotion: 
Waived line connection charge to reacquisition or winover customers who purchase BellSouth@ Complete Choice plan 
BellSouthQ Preferredpack plan or Basic Service and one feature (TN 2) and who are currently not using BellSouth for 
lclcal service in: - 

Y N If yes, under what item? 

-I 

SECTKIN 1 : OVERVIEW 

Customer promotion only Regulated products/services Is1 Voice 

Both regulated and non-regulated products 

0 Product enhancement 

AL, FL, KY, LA, MS, NC, SC and TN from 1/11 2004 thru 12/25/2004 
GA 'I 2/28/03 thru 6/24/04 

Cffer Criteria: 
1. Customer must either not currently have local service with BellSouth or not have service with BellSouth on one or 

more of their existing lines, includinq the line on which the service aualifyinq for this promotion will be provisioned. 
2. The target customer for this promotion is a customer that switches service from either a facility based or reseller 

CLEC. This promotion is not valid for out of region customers who are new to BellSouth. 
3 Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address on 

one or more of their existing lines. 
4. Customer must request service at the same address and in the same name, unless customer IS planning an 

imminent move from one address in BellSo another address in BellSouth territory within 30 days of 
responding to the offer. In the case of an im , the BellSouth rep can offer the customer the promotion 
and place the order at the new address, 

5. The customer must swrtch their local service to BellSouth and purchase any one of the following: 
a. The BellSouth@ Complete Choice@ plan 
b. The BellSouth@ Preferredpack Plan 
c. BellSouth@ Basic Service and one (TN 2) custom calling (or touch star) local feature(s) 

6 The S, NC, SC and TN. GA 6/24/04 
7. Offe 
8 The or outbound telemarketing vendor or 

9. 
alternate channels as indicated. 
BellSouth reserves the right to discontinue or modify this promotion at any time without notice. 

r to receive the promotional offer 

Key date and timeframe goals related to this project: Extension? Y 0 N[xI LL Ctart Date: 1/1/04 AL, FL, KY, LA, MS, NC, SC, TN. 121281 2003 GA End Date: 12t25104 AL, FL, KY, LA, 

Ctffer/Prornotion Description Form Version 1 .O Page 1 
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Ids, NC, SC and TN. GA 6124104 
- CLEC __ Notice Date (regulated products): N/A File Date: 
Geographic availability (states, MSAs, cities, etc.): AL, FL, GA, KY, LA, MS, NC, SC, TN 

Description and profile of external target audience, i.e. to 
whom we are talking: 

Target CustomerslSegments 

a’ Key industries: 
Size of company: 

4’ Number of lines: 
*I Title(s) of decision makers: 
I, Existing or new customers: 
.I Current products they need to utilize our offering: 

Other: 

Ocurrent customers 
GNew customers 
BFormer customers 
NNon  BellSouth customers 
UGeneral Business 
DMajor 
GEnterprise (GloballNational) 

_. 
__ Business PrioritylKey Imperatives 
llndicate how the program fits into the business priorities for Customer Markets and provide a brief explanation of 
how it supports the overall strategy (check all that apply): 

Customer Markets Key Imperatives 
tg Drive Growth, Retention, 8 Reacquisition 
[I! Grcw Share of Voice 
[I Lead with Service Explanation: 

tg Other (identify): This promotion is designed as “table stakes” for the consumer voice market. Many competitors of 
ElellSouth either do not require a “service connection fee” or they waive this fee. In order to compete with existing CLECs, 
-- E3ellSouth is opting to waive this fee in order to establish parity with its competition 

ObjectiveslExpected Results 
Project and revenue objectives (check all that apply): 

Execute Metro Strategy in Consumer & SBS 
Deliver Consumer Bundling Capability 

Meet Financial Targets 

I Current year Planned Booked Revenue: 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 

IXl Generate $ in new revenue 
c i  New Sales Leads 
C3 Market to new customer segment 

Customer retentton/up-selling [a Customer Acquisition 
Re-Acquisition 

Lg Maintain or increase market share by Yo 

# units to be added through promotion (current year) 
Expected Contract revenue 
Average Sales Cycle: 
0 Product Retention 

Product Re-Acquisition 
0 Lead Generation 

Customer awareness 
Employee awareness 

17 Sales support and/or training 
[7 Other 

Indicate if available for resale: a Yes L] No 
With additional discount? B y e s  U N O  

Ofier!Promotion Description Form Version 1 .O Page 2 
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there any billing issues associated with this promotionloffer? 

be used in billing of the promotion / offer? Yes 0 No 
billing issues are resolved. If not provide status: 

If yes, obtain tax accounting approval: 
and Legal approval: (signature) 

I 

Sales Channels (check all that apply)' 
HellSouth Business (Large Business) 
[I Direct [I Customer Care 
[I Nortel Call Center 
[I {Other (identify): 

Small Business Services (SBS) 
0 AMC 

SBTC 

BSC 
P Party 

iJ Specialists 
IndirecffDistribution' 

Telesales 

Other: 

Consumer 
IxI Large Team 

E-Store 
5 3" Party 

Outbound Telemarketing 
Other Outbound 

Telemarketing vendor 
transferring sale to Acquisition 
Gate 

Collaboration (within and across Segments) 
within and across business segments is required for approval. THIS OFFER IS CONSUMER ONLY 

Role Contact I-Pager Con curred? 

Product Marketing 
Product Manager 
BellSouth Business Segment Marketing 
Small Business Services Marketing 
Consumer 
Strategic Pricing 

Number 

Measuring Effectiveness 
be measured and tracked? Be specific. DCampaign codes? System codes? Which systems will 

be used? How will they be reported? Tracked via M K l S  reports t Who is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
Mickey Debruin will receive tracking reports from MKlS 

How do you plan to track leads, sales  and usage: Leads are pulled from MKlS from a pool of competitive disconnects. 
These leads are scrubbed for customers in treatment. Viable leads are then put into the reacquisition process which will 
cmtact leads via DM and OBTM. 

Who is responsible for analysis of tracking data to determine the effectiveness of a promotion? Mickey Debruin 

When will t h e  results be available? Early 2004 

Ability to track and report results is required for all lead generation campaigns. I 
hitial: Feb 2004 

Final: January 2005 

t. 
~~ 

If audience ir a BellSouth Business customer, BellSouth Business SalesOps should be notified 

OfferlPromotion Descnption Form Version I .O 
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. j j  

, ._. 
*Compliance Alert* 

[J PromotionlOffer concept has been reviewed by Segment Attorney. 
Note: A promotion o r  offer fhat packages or links two or more products must be reviewed by Segment  Attorney, 

Reguiatory and Reguhtory Accounting. 

[I A compliance review by CORT was required. Date of CORT review and concurrence 
Attach a copy of any contract or letter of election affected by or associated with this promotion. 
. 

- SECTION 2: FINANCIALS 
FievenueiExpense Analysis by State. 
IRernernber to add an additional 70% to estimates for sales bonus program awards to account for tax. 

[I Review and concurrence by Strategic Pricing completed. 
. 
Revenue Considerations: 
Forecast 
Average revenue per sale 
Number of potential customers 
1:;lose Raterake rate 
Pricing Schedule 
Allocation among bundledhntegrated products 
Response Rate 

Expense Considerations: 
Average expense per sale 
Expected award payout 
Cannibalization of existing products 
Contra Revenue (Amount of recurringhon-recurring waived) 
IT impact 
Additional Resources (Saies Channel, Repair/Customer Care, Contract 
Service Arrangement Resources) 
Marketing Communications (Advertising, Sales Collateral, Direct Mail, 
Printino. Multi-Media Resources, etc.) I COGS-' 

Revenue & Cost Analysis Spreadsheet & Requirements 
K e y  Assumptions 

I? EVEN U E 

Plan 
Forecasted or Planned Units without program 
'YTD Forecasted Units and YTD Actual Units 

Penetration 
INumber of Customers in targeted market by State by Segment 
Idumber of Customers in Potential Market by State by Segment (Eligibility restrictions, Method for contacting, Number to be contacted) 
INumber of Proposals by State by Segment 
Expected take ratelclose rate by State by Segment 
Idumber of Planned Sold Units by State by Segment 
IPlanned Sold Incremental Units by State by Segment (Planned Sold Units - Forecasted Units) 

(Average Unit Sales Price (Price for typical configuration*) 
I' Products with multiple typical configurations may require the sum of formulas for each typical configuration. 

Average Unit Sales Price without Promotion 
Average Unit Sales Price with Promotion 

Incremental Units X Average Unit Sales Price = Incremental Revenue 
Incremental revenue X 12 months = Annualized Revenue 
'Incremental revenue X the number of contract months = Contract Revenue 

!EXPENSE 

(Contra Revenue - Revenue forgone as part of program. For example, if program waives installation, then the revenue forgone for installation is the 
;amount of contra revenue 

13irect Expense - Expenses incurred as part of program for which BellSouth must write a check. For example, marketing communications expenses, 
!cash back offers, etc. 

OfferiPromotion Description Form Version 1 .O 

PROPRIETARY 
Page 4 

item 1-22: 000035 



, . . ,. ., .~ .. ._ .. . , . . ... , - ”. . ,, . ., . ., , ,. . 

SECTION 3: COMMUNICATIONS 
-. tnternal Audience 
Who is the internal target audience (Le. to whom are we talking) 
LJ AEs 0 AVPS 0 Sales Support 0 Sales Managers 0 Sales Specialists VPGMs [I Customer Care 
0 Marketing Titles (list them): Marketing Team within Pam Jones’ group: Retention, ReAcquisition, Answers, etc. 
[g Other Internal audience will be Large Team in order for this group of reps to know this offer exists and to be able to 
transfer inquiring customers to Acquisition Gate should a lead fall outside of the “winback process” (specifically outbound 
and DM). Other initiative owners within Marketing will be aware of this reacquisition effort for information purposes. 

on the business issues you are facing, describe your Internal communications goals: 
education on your product or service or campaign 
awareness program on your product or service 

due to competitive line loss and flow share line loss of 
but have service with another carrier. 

What are the internal audience’s perceptions (positive or negative) regarding the products and the market in 
gieneral and why: 
0 

relevant messaging. 

Describe issues facing your product or service: 
E] Your sales channel is in need of qualified leads to grow revenues. 
[I Initial emp!oyee training is not sufficient to convert qualified leads into sales. 
[I Low awareness and/or mindshare of your product with employees. 
[] Other: n/a 
Primary message: What do we want the internal audience to understand and do: understand the promotions terms 
and be able to service customers appropriately. 

Perceptions: ReAcquisition is a key effort to winback market share and maintain our cost structure 
What is the business problem: Business problem is that BellSouth is losing customers; primarily high value customers 
What is the business solution: In addition to offers, business solution is to address consumers’ product needs with 

P b T a n  externally directed project, how will you informleducate internal audiences about it: nla 

External Audience 
name (if promotion is not involved): n/a 

What are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay Service): 2 

o BellSouth@ Complete Choice@ plan 
o BellSouth@ Preferredpack plan 
o BellSouth@ basic service and one (TN 2) feature(s) 

Targeted Verticals: 
CJ Education c] Finance f7 Government 0 Healthcare 0 Retail 0 Other: 

Business Tiers: 

- -_ 
’: All new producv’package names must be cleared by marketing through intellectual Property to resolve any potential trademark issues. 

Offeri’Promotion Description Form Version 1 .O 
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-- 
If you need external marketing communications, what is your goal: 
L] ISenerate awareness u Generate leads 
CJ Drive prospect to seek additional information located on a Web site 
[::I Deliver information -white paper, PDF of sales collateral 
[I] Competitive Response: 
[] Other: 
Describe the business issues you are facing with your product or service: 

[I Maintain your current position in the market. 
E] We have penetration in a specific industry or customer segment but want to market to new segments. 
[J Promoting services in which BellSouth has low awareness as a provider in that space. 
11 Partnering with a vendor (i.e,, IBM, Sun, Dell, Nortel) to promote your product or service. 

[J Increase your market share by Oh 

List Partners: 

What are the customer's perceptions (positive or negative) regarding the products and the market in general and 
mrihy: 

Perceptions: 
What is the primary business problem: 
What is the primary business solution: 

Primary message: What do we want the audience to understand and do: 
~~~~ 

Why should the customer select BellSouth vs. another vendor; how does it benefit them: 

- .. 
What issues or roadblocks might the sales team encounter: 

I.I_ List and describe known issues and/or conflicts (Channel, Product, Regulatory): 
Hlas BellSouth Public Relations been engaged: 0 Yes c] No 
If yes, are they developing a press releaseor white paper: 
For consistency, provide MarCom with the content you provided to the PR group: 
-"I 

Partner information-External 
if this project requires involvement with vendorslpartners external to BellSouth, who is partner and what is their 3 

role: APAC is the OBTM vendor 

If dollars are coming from vendorslpartners, how much are they contributing? n/a 

010 you have a co-marketing agreement signed in addition to the business agreement? nla 
-..- 

Tactical information 
If only basic tools are needed, suggestions or ideas for type of deliverable(s) to meet the project objective: 
CJ Bill Insert 
[] Sales Sheet c] Powerpoint 
Siggestions or ideas for type of deliverable(s) meet the project objective: 

0 Virtual Tour 
[J Postcard Webinar (online seminar) 
[] HTML e-Mail 0 Other: 
[I Seminar 

List any legal notes that must be included (e.g. tariff information): 

Fil l  in al l  information that applies: 

c] Solutions Guide mother  Job Aid for LT is necessary 

Direct MaillExternal Campaign 

Deiivery and Distribution Information 
I 

.': NOTE Management of vendoripartner involveinent will be the responsibility of the project initiator, including gathering content, obtaining logos/trademmk info, 
approvals, etc. If an external vendor/partner logo is to be included in a BellSouth piece, a legally executed co-branding agreement must be in place with BellSouth 
hi,tellectual Property. All logos and trademark information are due at the MarCom kickoff meeting. 

Page 6 OBer/Promotion Description Form Version 1 ,O 
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r 
External Direct Mail: source of mailing list and approximate quantity to be mailed: 

Internet or lntranet postings: what URLs (addresses) and other specific instructions: 

*The mail list must be provided according to timeline. 
Bill Inserts: specific instructions required: 

OfferlPrornotion Deszription Farm Version 1.0 
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-- 
SECTION 4: SALES BONUS PROGRAM DETAILS (IF APPLICABLE) 

fi the bonus program coincides with a customer promotion, please explain: 
No specific bonus program IS associated with this promotion 

fiescribe the basis of the award (units, revenue, margin or other). If the awards are based on integrated sales, 
please explain: 

E-ligible Sales Titles (check all that apply): 
I r- 
[‘I Account Executives/Account Managers/NAMs/NAEs 
[I Account Management Sales Managers 
[I Account Management Sales AVPs 
[‘I Sales Specialists 
[1] Specialist Sales Managers 
[I Network Solutions Sales AVPs 
[J System Designers LTI] Other: 

Non-sales titles eligible for the awards (i.e. CSAs, Service Technicians, etc.): 

0 Sales Engineers (sales support for voice equipment) 
Design Engineers (sales support for data equipment) 
Applications Engineers (sales support for CIS) 
0 Networking Consultants (sales support for MNS/DotNet) 
c] VPIGMs 
c] EC Specialists 

or illustrate the award structure for eligible jobs. Will the award be structured as a “team award“ to be split 
among the team, or will specific amounts be identified for each team member? 

Awards “Trigger”: 
[:I Order: 

Installation: 
Referral: 

[:I Other: 
I 

n Y e s  u No If yes, describe cap: 

F0-U Yes U No If yes, please attach. 

Describe actions required by Sales to track: 

OfferlPromotion Description Form Version 1 .O 
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SECTION 5: PRELIMINARY RESOURCE ASSESSMENT 
COMPLETE ONLY FOR PRODUCT PACKAGE OFF€RS THATREQUlRE IR8 R N l E W  

~~~~~ ~ ~~~~~~ 

Documentation Specialist 
- E.nd-to-End .. Project Management 
- Financial Analyst 

tle&/Service Desk Training Developer 
Interface Designer 

Life Cycle Management 
- tdarketing Communications 

Marketing Planning 
Marketing Project Manager 
hletwork -Wholesale (DSG) 
hlehvork Engineer 
Operations - Planning 

Process Engineer 

IT Project Management 

_. C)perations __ Project Management 

_.I- Produc! Development Manager 
_.I ClAll Engineer 

Ana Listopad 

I 
Tonya Lauf 
Steve Scannell 
Tonya Lauf 

Jeannette Napp 

~- 
+les Training Developer 
Strategic Pricing 
SyTLem s Administrator 
Systems Analyst 
Tzchnical Lead 
Web Management E -  Other: Offer Development 

Harden 

Jennifer Crowe, Graham Harden 

Caroline Morris 

L. _] 

Ofier/Promotion Description Form Version Z .O 
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Offer Management Information: 
SOU: Consumer PSAP #: Tracking #: 2004C00645 
Requesting Mgr./Dir.: Angela Jones Phone: 404-985-1 01 9 I-Pager: power3 
m e r  Development Mgr.: Jeremy Duncan 
Segment Manager: Phone: 
Approving Director: AnnMarie Romano 

Wer/Promotion name; 1 Q05-Cons-Reacquisition Line Connection Fee Waiver 
If yes, please provide original P3 tracking ID: 
Offer Status: Final Document 
What is the final offer name, as it will appear in internal and external communications: Reacq Service 
Connection Waiver 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must 
be a name that meets BellSouth Intellectual Property approval. Click here for guidance on name approvals 

Phone: 404-986-1 096 I-Pager: jwduncan 

Phone: 404-986-1 096 I-Pager: aromano 
I-Pager: 

Extension? Yes 

SECTION I: CONCEPT OVERVIEW 
Section 1 Comments 

1.1 Description of Offer: 

Describe Business Situation addressed by this offer: 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete 
Choice, BellSouth Preferred Pack, or EellSouth Basic Service and 2 features. 
Describe Offer Concept in detail: 
Waived line connection charge to reacquisition or winover customers who purchase BellSouth@ Complete 
Choice plan BellSouthB Preferredpack plan or Basic Service and two features and who are currently not using 
BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC and TN from 12/26/2004 thru 12/26/2005 
3ffer Criteria: 
1 .Customer must either not currently have local service with BellSouth or not have service with BellSouth on one 
3r more of their existing lines, including tne line on which the service qualifying for this promotion will be 
xovisioned. 

2,The target customer for this promotion is a customer that switches service from either a facility based or 
reseller CLEC. This promotion is not valid for out of region customers who are new to BellSouth. 

3.Customer must have local service or equivalent (wireless in lieu of wire-line) at the same local service address 
3n one or more of their existing lines. 

4.Customer must request service at the same address and in the same name, unless customer is planning an 
imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days 01 
responding to the offer. In the case of an imminent move, the BellSouth rep can offer the customer the 
promotion and place the order at the new address, 

5.The customer must switch their local service to BellSouth and purchase any one of the following: 
3. The BellSouth@ Complete Choice@ plan 
b. The BellSouth@ Preferredpack Pian 
2. BellSouth@ Basic Service and one (TN 2) custom calling (or touch star) local feature(s). 

?.The customer must place the order on or before 12/26/05 AL, FL, GA, KY, LA, MS, NC, SC and TN 

7.Offer valid for only one (1) service line at the intended local service address. 

%The customer must place their order through a BellSouth business office or outbound telemarketing vendor or 
alternate channels as indicated. 

9.BellSouth reserves the right to discontinue or modify this promotion at any time without notice 

10.Customer must have the eligible services on their new service order (N) in order to receive the promotional 
qffer. 

PROPRIETARY - Item 1~22rO00041 
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11 .Offer mav be combined with other offers for the same service at the same time.. 
~~ ~ 

1.2 Key Dates 

<ey Date and timeframe goals related to this project: 
Start Date: 12126104 
ZLEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior to the start 01 
:he promotion) 

1.3 Request for: 

Extension of existing program 

End Date: 12/26/05 

Product Family: 

Voice 

Product(s)/Service(s) are (check all that 
apply): 

Both regulated and non-regulated products 

1.4 Identify all products and product owners involved in this offer. Check all product owners that apply and 
ist products included in offer. (Please note that BBS is an agent and has no products or customers of its own.) 

'roduct Owner Products Included in Offer (Include product code if avialable) 
3ST Products included 

Products Included: 

Nhich entity/affilate is funding this offer? 
3ST Funding Offer 

The funding source is ( Check all that apply): 

1.5 Target CustomerslSegments 

Iescription and profile of external target audience, i.e. to whom we are talking: 

Propensity to Buy: 

'orrner customers 
\)on BellSouth customers 

1.6 5usiness PrioritylKey Imperatives 

ndicate how the program fits into the business priorities for Customer Markets and provide a brief 
3xplanation of how it supports the overall strategy (check all that apply): 

Cusfomer Markets Key lmperafives 

Key Imperative is Reaquisition 

Other: Exolanation: 

1.7 ObjectiveslExpected Results 

PROPRIETARY Item 1-22: 000042 
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Project and revenue objectives (check all that 
3PPlYk 
2urrent Year Planned Retention Revenue: 
Zurrent Year Planned Expenses: 
Yo 
n new revenue 
Vew Sales Leads 

Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

Other: 

Get Approvats Before Proceeding 

SECTION 2: PLANNING & ANALYSIS 
Section 2 Cornrnentl 

2.1 Sales Channels 

ISmail Business Services (SBS) Consumer 
Large Team I 

)ellSouth Business 
Large Business) 

Ither: 

Consumer 3rd Party Sales 
Channel 
Outbound Telemarketing Sales 
Channel 

I Other: 

npact of offer on Sales Channel: (Complete this information in collaboration with Sales Operations contact) 
hoes the sales channel have the capacity to execute the offer during the desired launch window? Yes 
dill additional capacity be required to execute the offer? No If yes, what will the impact be? 
dill Sales channel training be required: No 
dill the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 
dill a sales incentive be used in conjunction with this offer? No 
dhat are the the known operational risks associated with this offer? 
Vhat are your mitigation plans that address these risks? 

2.2 Geographic Availability 

i l l States Markets: 

Entire Region 

ISAS, cities, etc. Include a list of wire centers if aimlicable: 

2.3 Rillinn 

Vovide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 

* What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the proniotion/offer for rewards? No If so: 

PROPRIETARY item 1-22: 000043 
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Are there non-CBR rewards or discounts? No 
Will there be new FIDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

Are there any billing issues associated with this program? 

Name of the attorney: Kirven Gilbert 

(CSAsEAs, SRFs, etc.): 
Does this offer exclude any type of product or customer? Yes 
If so, which ones specifically? see section one 
Can a customer qualify for this offer more than once? No 
Is there a maximum reward or discount that this customer can receive? Yes 
What time frame do the orders need to be placed in? see restrictions above 
Is there a minimum or maximum purchase required to receive this promotion? No 
If yes, minimum: maximum: 
Is there a minimum amount of time the customer must stay with BellSouth? No 
Is there any termination liability? Yes 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? Yes 
If so, which ones? I If this promotion cannot be combined with other offers, list which ones: I 

How will results be measured and t 

Mow do you pian to track leads, sales and usage: MKlS  

When will the results be available? Initial: 1Q05 Final: 1Q06 I 

PROPRl ETARY Item 1-22: 000044 
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2.8 Operational Readiness Testing (ORT ) 
Engagement of ORT manager is required at beginning of Planning and Analysis 

. Who is the primary contact to handle the coordination of activities supporting this offerlpromo? (Name of 
person in Sales Operafions, Channel Supporf and/or Customer Care) Jake Taylor 

I Get Amrovais Before Proceedina 
~ I--- ~ SECTION 3: DEVELOPMENT/IF~~PLEMENTATION 

I Section 3 Comment# 

I 3.1 Communication Marketinn Brief - Marcom 
~ ~- ~~ ~ I 3.1.1 Internal Audience 

Who is the internal target audience (i.e. to whom are we talking) 

Marketing Titles (list them): 

What are the internal audience's perceptions (positive or negative) regarding the products and the 
market in general and why: 

Perceptions: 
What is the business problem: 
What is the business solution: 

I Describe issues facing your product or service: 

Other: 

IPrimarv messacle: What do we want the internal audience to understand and do: 

lother: 

Describe the business issues you are facing with your product or service: 
Yo 

PROPRIETARY 
~ ~~ ~~ 
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List Partners: 

Positioning Statement: 

Vhat are the customer's perceptions (positive or negative) regarding the products and the market in 
ieneral and why: 

Perceptions: 

What is the primary business problem: 

What is the primary business solution: 

'rimary message: What do we want the audience to understand and do: 
:ey Customer Benefit: 
dhy should the customer select BellSouth vs. another vendor: how is it different than competitors: 

one (how you say what you say): 

ither considerations: (execution considerations. sDecial considerations. instructions) 

ey featuresltakaways for customer: 

h a t  issues or roadblocks might the sales team encounter: 

roducf weaknessesldrawbacks: 

lust customer purchase other services to make this offer work? 

tcompatible with other productslservices? 

ist and describe known issues and/or conflicts (Channel, Product, Regulatory): 

ist key competitors: 

as BellSouth Public Relations been engaged: 
yes, are they developing a press release or white paper: 

'or consistency, provide MarCom with the content you provided to the PR group: 

3.1.3 Partner Information-External 

this project requires involvement with vendorslpartners external to BellSouth, who is partner and what 
i their role: 

dollars are coming from vendorslpartners, how much are they contributing? 

1 0  you have a co-marketing agreement signed in addition to  the business agreement? 

3.1.4 Media Vehicle 

PROPRIETARY 
I - ~~ 
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I Other: 

I 3.1.5 Delivery and Distribution Information I 
Fill in all information that applies: 

External Direct Mail: source of mailing list and approximate quantity to be mailed: 

'The mail list must be provided according to timeline. 
Bill Inserts: specific instructions required: 
Internet or lntranet postings: what URLs (addresses) and other specific instructions: 
Estimated t# of mailinglemail lists: 
Source of lists: 
If preliminary M K l S  pull, how many can we market to? 

1 3.1 -6 AdvertisinglLegal Information I 
List any legal notes that must be included (e.g. tariff information, material terms and conditions): 

Lega! !2nnuzael:estrictions provided bv Lesal to be added to external deiiverabies: 

What are the legally trademarked names for the products involved (e.g. BellSouth@ Frame Relay I Service): 

I Get Aaorovals Before Proceedina I 
1 

Date Operational Readiness Testing complete: 
Date of PDF approval: 11/04/2004 
Regulatory filing complete: 
Date Offer Launched into channel(s): 
Launch Date Marcom: 
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Offer Management Information: I 
COU: Consumer PSAP #: Tracking #: 2004C00645 
Requesting MgrJDir.: Angela Jones Phone: 404-986-1 01 9 I-Pager: power3 
Offer Development Mgr.: Jeremy Duncan Phone: 404-986-1 096 I-Pager: jwduncan 
Segment Manager: Phone: I-Pager: 

Phone: 404-986-1 096 I-Pager: aromano Approving Director: AnnMarie Romano 

Offer/Promotion name: 1 Q05-Cons-Reacquisition Line Connection Fee Waiver 
If yes, please provide original P3 tracking ID: 
Offer Status: Final Document 
What IS the final offer name, as it will appear in internal and external communications: Reacq Service 
Connection Waiver 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager. It must 
be a name that meets BellSouth Intellectual Property approval. C)_cJ-heIe_for. guidan-ce on-name approvals. 

Extension? Yes 

SECTION f :  CONCEPT OVERVIEW 
Section 1 Comment: 

I .I Description of M e r :  

Describe Business Situation addressed by this ofFer: 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete 
Choice, BellSouth Preferred Pack, or BellSouth Basic Service and 2 features. 
Describe Offer Concept in detail: 
Waived line connection charge to reacquisition or winover customers who purchase BellSouth@ Complete 
Choice plan BellSouth@ Preferredpack plan or Basic Service and two features and who are currently not using 
BellSouth for local service in: AL, FL, GA, KY, LA, NIS, NC, SC and TN from 12/26/2004 thru 12/26/2005 
Offer Criteria: 
1 .Customer must either not currently have local service with BellSouth or not have service with BellSouth on one 
or more of their existing lines, including the line on which the service qualifying for this promotion will be 
provisioned. 

2.The target customer for this promotion is a customer that switches service from either a facility based or 
reseller CLEC. This promotion is not valid for out of region customers who are new to BellSouth. 

3.Customer must have local service or equivalent (wireless in lieu of wire-line) at the,same local service address 
on one or more of their existing lines. 

4.Customer must request service at the same address and in the same name, unless customer is planning an 
imminent move from one address in BellSouth territory to another address in BellSouth territory within 30 days o 
responding to the offer. In the case of an imminent move, the BellSouth rep can offer the customer the 
promotion and place the order at the new address. 

5.The customer must switch their local service to BellSouth and purchase any one of the following: 
a. The BellSouth63 Complete Choice@ plan 
b. The BellSouthB Preferredpack Plan 
c. BellSouthB Basic Service and one (TN 2) custom calling (or touch star) local feature(s). 

&The customer must place the order on or before 12/26/05 AL, FL, GA, KY, LA, MS, NC, SC and TN 

7.0ffer valid for only one (1) service line at the intended local service address. 

8.The customer must place their order through a BellSouth business ofice or outbound telemarketing vendor or 
alternate channels as indicated, 

9,BellSouth reserves the right to discontinue or modify this promotion at any time without notice. 

10.Customer must have the eligible services on their new service order (N) in order to receive the promotional 
offer. 

Item 1=22: 000048 " .- -- -PROPRIETARY * * -  
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1 .Offer may be combined with other offers for the same service at the same time.. 

1.2 Key Dates 

ley Date and timeframe goals related to this project: 
;tart Date: 12/26/04 
:LEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior to t h e  s tar t  of 

End Date: 12/26/05 

he promotion) 

I .3 Request  for: P roduc t  Family: Product(s)/Service(s) a r e  (check all that 
apply): 

Voice 
Ixtension of existing program 

Both regulated and non-regulated products 

.4 Identify all products and product owners  involved in this offer. Check all product owners that apply and 
st products included in offer. (Please note that BBS is an agent and has no products or customers of its own.) 

'roduct Owner Products included in Offer (Include product code if avialable) 
S T  Products included 

Products included: 

Vhich entity/affilate is funding this offer? 
S T  Funding Offer 

-he funding source is ( Check all that apply): 

1.5 Taraet CustomerslSeaments 

)escriDtion and  twofile of external tawaet audience,  Le. to whom w e  a re  talking: 

'ormer customers 
don BellSouth customers 

Consumer Segments: 
1 to 3 
4 to 6 
7 to 9 
Propensity to Buy: 

I ,6 Business  PrioritylKey imperatives 
ndicate how t h e  program fits into the bus iness  priorities for Customer Markets and provide a brief 
:xplanation of how it supports the overall strategy (check all that apply): 

Sustomer Markefs Key Imperatives 

<ey imperative is Reaquisition 

3ther: Explanation: 

PROPRIETARY _ _ _  item 1~22: 000049 
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Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

Page 3 of 7 

f 

Project and revenue objectives (check all that 
apply): 
Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
% 
in new revenue 
New Sales Leads 

Other: 

Consumer 3rd Party Sales 

Outbound Telemarketing Sales 

larkets: 

intire Region 

- What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the promotionloffer for rewards? No If so: 

PROPRIETARY Item 1-22: 000050 
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1 .  Are there non-CBR rewards or discounts? No 
Will there be new FlDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Affiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

Are there any billing issues associated with this program? 

I if not. Drovide status: 
~~~ 

2.4 Legal 

Name of the attorney: Kiwen Gilbert 

Does this offer exclude any type of product or customer? Yes 
* If so, which ones specifically? see section one 

Can a customer qualify for this offer more than once? No 
Is there a maximum reward or discount that this customer can receive? Yes 
What time frame do the orders need to be placed in? see restrictions above 
is there a niinimum or maximum purchase required to receive this promotion? No 
If yes, minimum: maximum: 
Is there a minimum amount of time the customer must stay with BellSouth? No . Is there any termination liability? Yes 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the contract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? Yes 
If so, which ones? 
If this Droniotion cannot be combined with other offers. list which ones: 

9 

~~ ~ 

2.7 Measuring Effectiveness 

How will results be measured and tracked? Be specific. 

IWhen will the results be available? Initial: 1 Q05 Final: 1 Q06 I 

PROPRl ETARY 

I 
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2.8 Operational Readiness Testing (ORT ) 
Engagement of ORT manager is required at beginning of Planning and Analysis 

Who is the primary contact to handle the coordination of activities supporting this offer/promo? (Name of 
person in Sales Operations, Channel Support and/or Customer Care) Jake Taylor 

Get Approvals Before Proceedinn 

SECTION 3: DEVELOPMENT/IMPLEMENTATlON 
Section 3 Comment 

3.1 Communication Marketing Brief - Marcom 

3.1.1 Internal Audience 

'Vho is the internal target audience (Le. to whom are we talking) 

Aarketing Titles (list them): 
Ither: 

iased on the business issues you are  facing, describe your Internal communications goals: 

~~~~ ~ 

Vhat are  the internal audience's perceptions (positive or  negative) regarding the products and  the 
narket in general and why: 

Perceptions: 
What is the business problem: 
What is the business solution: 

)escribe issiies facing your product or service: 

Xher: 

'rimary message: What do we want the internal audience to understand and do: 

or an externally directed proiect, how will vou informleducate internal audiences about it: 

3.1.2 External Audience 

'you need advertisinglmarketing communications, what is your goal: 

Ither: 

lescribe the business issues you are facing with your product or service: 
YO 
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List Partners: 

Perceptions: 

What is the primary business problem: 

What is the primary business solution: 

I 

issues or roa 

Must customer purchase other services to make this offer work? 

If yes, are they developing a press release or white paper: 

lis their role: 

,PROPRIETARY . ' - . - - -  item 1';22: 000053 



P3 Page 7 of 7 

Other: 

3.1.5 Delivery and Distribution Information 

Fill in dl information that applies: 
* External Direct Mail: source of mailing list and approximate quantity to be mailed: 

*The mail list must be provided according to timeline. 
Bill Inserts: specific instructions required: 
Internet or lntranet postings: what URLs (addresses) and other specific instructions: 
Estimated # of mailinglemail lists: 

If preliminary MKlS pull, how many can we market to? 
Source of lists: 

3.1.6 Advertising/Legal Information 

List any legal notes that must be included (e.g. tariff information, material terms and conditions): 

Legal fanguagel’restrictions provided by Legal to be added io external deiiverables: 

--ame Relay 
Service): 

Get ApprQVaIS Before Proceeding 
lllcllpIyl 

SECTION 4: Launch 

~~ 

Date of PSAP final ruling: 
Date Operational Readiness Testing complete: 
Date of PDF approval: 11/04/2004 
Regulatory filing complete: 
Date Offer Launched into channel(s): 
Launch Date Marcom: 
Launch Kit posted on website: 

Item T - Z f  OQ0054 - I - ,.- -PROPRIETARY * ’ -  
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PSAP #: 000000 

Phone: 404-986-1019 
Phone: 404-986-1 153 
Phone: 404-829-7468 

Tracking #: 2005 
P?: prepared by: Felton Turner Phone: 404-986-1076 I-Pager: FeltonTurner 
OfferlPromotion Owner: Angela Jones 
Approving Director: Jodi Keeter 
Tariff SME: Vickie Milne 

er/Promotion name: 
xtension’ Yes 
yes, please provide original P3 tracking 113: 2004C00645 

ote: This field must be corn 

at IS the offer name that will appear in externalhegulatory communications: 
cq Service Connection Waiver 

I Section 1 Comment 

f 7.1.1 Describe Business Situation addressed by this offer. (Include a description of the external target audience, i.e. is the 
promotion intended for new customers, former customers, current customers, non-BellSouth customers, etc?) 
The service connection waiver for new acquisition or reacquisition customers purchasing BellSouth Complete Choice, 
BellSouth Preferred Pack, or BellSouth Basic Service and 2 features. 

1.1.2 Overview (Provide a high-level summary of the offer.) 
The Line Connection Charge will be waived for reacquisition or winover customers who purchase BellSouth@ Complete 
Choice plan, BellSouth@ PreferredPack plan, BellSouth@ 2 Pack Plan or Basic Service and two features, and who are not 
currently with BellSouth@ for local service. 

1.1.3 Promotion Specifics (Describe the offer concept in detail. Include all products that will be involved in this 
offer/prornotion/bundie) 
Waived line connection charge to reacquisition or winover customers who purchase BellSouth@ Complete Choice plan 
BellSouth@ Preferredpack plan, Bellsouth@ 2 Pack Plan or Basic Service and two features and who are currently not using 
BellSouth for local service in: AL, FL, GA, KY, LA, MS, NC, SC and TN from 12/27/2005 thru 12/31/2006 

1 .I .4 Restrictions/EligibiIity Requirements 
Offer Criteria: 
1 .Customer must either not currently have local service with BellSouth or not have service with BellSouth on one or more of 
their existing lines, including the line on whith the service qualifying for this promotion will be provisioned. 

2.The target customer for this promotion is a customer that switches service from either a facility based or reseller CLEC 
This promotion is not valid for out of region customers who are new to BellSouth. 

3.Custorner must have local service or equivalent (wireless in lieu of wire-line) at the same local service address on one or 
more of their existing lines. 

4.Custonier must request service at the same address and in the same name, unless customer is planning an imminent 
move from one address in BellSouth territory to another address in BellSouth territory within 30 days of responding to the 
offer. In the case of an imminent move, the BellSouth rep can offer the customer the promotion and place the order at the 
new address. 

5.The customer must switch their iocal service to BellSouth and purchase any one of the following: 
a. The BeIlSotithB Complete Choice8 plan 
b. The BellSotith@ Preferredpack Plan 
c. The BellSouth@ 2 Pack Plan 
d. BellSouth@ Basic Service and two custom calling 
or touch star) local feature(s). 

6.The customer must place the order on or before 12/31/06 AL, FL, GA, KY, LA, MS, NC, SC and TN 

7.0ffer valid for only one (1) service line at the intended local service address. 

8.The customer must place their order through a BellSouth business office or outbound telemarketing vendor or alternate 
channeis as indicated. 
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9.BellSouth reserves the right to discontinue or modify this promotion at any time without notice. 

10.Custonier must have the eligible services on their new service order (N) in order to receive the promotional offer. 

11 .Offer mav be combined with other offers for the same service at the same time.. 

I 1.2 Kev Dates I 
~ ~~ ~ ~~ ~~ 

c y  Date and timefrane goals related to this project: 
Start Date: 12l2712005 End Date: 12/3112006 I If the benefit period exterlds beyond the End Date specified above, is the benefit period greater than 90 days? No 

1 1.4 Paritv Assurance I 
This promotion mus t  be available for resale and the wholesale discount must apply to BST regulated 
productslservices. Because this promotion is available for resale with a wholesale discount, a CLEC Notice must be posted 
on a website 45 days prior to the start of the promotion. 

Is there a parity issue that requires review by Parity Assurance PMO? No 
If yes, fonvard copy of P3 to Panfy Assurance PMO mai/fo.Dan. Fancher@bellsoufh.comfor review and comments. 

Will this offer be available to customers served by both the Interconnection and Carrier Services organization and retail 
businers organizations (Small Business Services and/or BellSouth Business)? No 
if yes, forward .- PIBIDPI- 

Owners  of ProdLictlsj/Service(s) that are Included in this offeripromotion: 

BST Regulated 

I 1.6 Promotion Fundina 1 
Indicate the entity/affiliate(s) that idare funding this offer . Check all that apply: 

(Large Business) 
Consumer 3rd Party Sales Channel 
Outbound Telemarketing Sales 

Impact of offer an Sales Channel: (Complefe this information in collaboration with Sales Operations contact) 
Does the sales channel have the capacity to execute the offer during the desired launch window? Yes 
Will additional capacity be required to execute the offer? No If yes, what will the impact be? 
Will Sales ckanfiel training be requirsd: No I f  yes, how will training be delivered 

Will the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 
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Vill a sales incentive be used in conjunction with this offer? No 
Vhat are the the known operational risks associated with this offer? None 
Vhat are your rnitigation plans that address these risks?None 

:onsumer only A l l  offersipromotions must be reviewed by the Operations Change Review Board (OCRB). The template to 
squest OCRB review IS found at : http://consumer bst bls com/changerequest asp 

2.2 Geographic Availability 
llllhl 
Vi States 

Markets: 
Entire Region 

2.3 Billing 
I- 

'rovide the foRiowiny information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRlS 
Will CBR be used in billing of the promotionioffer for rewards? No If SO: 

Are there non-CBR rewards or discounts? No 
Will there be new FlDS and/or USOCS or changes to existing FlDS and/or USOCS? NO 
Will there be changes to Bill Presentation (paper bill and electronic bill)? NO 
Are Affiliate products or setvices included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

a 

ire there any billing issues associated with this program? 

2.4 Legal -- . .  -lsllcp.IIp' 

lame of the attorney: Kirven Gilbert 

)ate of CORT review and concurrence: 
ittach a CODV of anv contract o r  fetter of election affected bv or associated with this program. 

2.5 PSAP requirements 

dl offers/prornotions involving BST product must obtain a final ?SA? ruling prior to launch. Click on the following ling link to 
ccess the PSAP ruling request form: http://spsap.bls.com/. Upon completion of the PSAP request form, enter the PSAP 
equest # at the top of Sectiori 1 of this P3 Form. 

;uidelirues for updating PSAQ rulings for Offer Extensions: 
-he PSAP F!G!it:g Policy on offer extensiocs is: Once an original ruling has been issued, a simpie extension of time (with NO 
ITHER CHANGES) does not require a new PSAP Ruling. ANY change to the original offer requires that a new PSAP ruling 
equest be filed. 

- 

~ _ _ ~  

2.6 Measuring Effectiveness 

low w i l !  r?r.ults be measured and tracked? Be specific. 
Yhich svstems will be used? How will they be reDorted? CIT 

Yho is responsible for tracking? Identify specific roles of each party involved and the hand-off points: 
moela Jmes 

+ow do you plan l o  track beads, saies and usage: CIT 
Wit)/ to track and report results is required for all lead generation campaigns. 

Yha is respoxslble for analysis of tracking data to determine the effectiveness of a promotion? 
inaela Jones 

-m%--ls-- - 
Yhen wifl 'the i.esults be available?initiaf: 11206 Final: 1Q07 

SECTION 3: Launch 

Section 3-Comment: 
~-fmum&XI-523 

late of PSAP final ruling: 
>ate CLEC notice posred: 
)ate Operational Readmess -,-esting complete: 
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Date of PDF approval: 1110412004 
Regulatory filing complete: 
Dzte Offer Launched into channel(s): 12/26/'94 
Launch Date Marcom: 
Launch Kit  posted on website: 
Date of Executive Review Board approval: 

- '  Item 13-'22:000058 
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Offer Management Information: I 
COU: Consumer PSAP #: Tracking #: 2004C00643 
Requesting Mgr./Dir.: AnnMarie Romano 
Offer Development Mgr.: Monique Viaoli 
Segment Manager: Phone: I-Pager: 
Approving Director: AnnMarie Romano Phone: 404-986-1 096 I-Pager: aromano 

OfferPromotion name: 1 QOS-Cons-Secondary Service Charge Waiver 
If yes, please provide original P3 tracking ID: 2004C00465 
Offer Status: Launched 
What is the final offer name, as it will appear in internal and external communications: Secondary Service 
Charge Wa ive r 
Note: This field must be completed on the final P3 submitted to Strategic Pricing Promotions Manager, It must 

Phone: 404-986-1096 I-Pager: aromano 
Phone: 404-986-1081 I-Pager: mvidolil 

Extension? Yes 

1.1 Description of Offer: 

Describe Business Situation addressed by this offer: 
Promotional offer that allows customers to change their feature choices with no additional charges for doing so. 
Describe Offer Concept in detail: 
Proposed Promotion 
BellSouth plans to offer a residential Secondary Service Charge waiver promotion beginning: 
In Georgia: December 5, 2004 through December 31,2005. 
In ALIFLILAIMSINCiSC: January 1,2005 - December 31,2005 
Promotion Specifics: 
The Secondary Service Charge will be waived when residential customers add or change one or more of the 
following servicesifeatures to their existing service using RightTouchB, the BellSouth web site, the BellSouth 
residential business office or a BellSouth authorized telemarketing agent: 
. Rotary Line Service 
. TouchStarQ Service 
. Custom Calling Services 
' Prestige@ Communications Package 
. Customized Code Restrictions 

. Message Waiting Indication 
' RingMasterm Service 
' MemoryCallQ ServicelBellSouthQ Voice Mail Service 
' Privacy Director@ Service 
. Voice Mail Companion Services Package 
. Preferredpack@ Plan 

Designer Listings 

- ~~~~~~ - 

I .2 Key Dates 

Key Date and timeframe goals related to this project: 
Start Date: 12/05/2004 End Date: 12/31/2005 
CLEC Notice Filed (regulated products-must be posted on web a minimum of 45 days prior to the start of 
the promotion) 

1.3 ffequrest for: 

p x m m -  

Product Family: Product(s)/Sewice(s) are (check all that 
apply): 
Regulated productstservices 

Extension of existing program 
Voice 
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Product Owner Products Included in Offer (Include product code if avialable) 
BST Products Included Secondary Service 

Charges 
Products Included : 

Which entityiaffilate is funding this offer? 
BST Funding Offer 

The funding source is ( Check all that apply): 

1.5 Taraet Customers/Seaments 

Customer Markets Key lmpe ra five s 
Lead with Service 

Other: Explanation: 
_ _ _ ~  ~~ ~ ~~ 

I .7 ObjectiveslExpected Results 

Project and revenue objectives (check all that 

Current Year Planned Retention Revenue: 
Current Year Planned Expenses: 
Yo 
in new revenue 
New Sales Leads 

apply): 
Current year Planned Booked Revenue: 
# units to be added through promotion (current year) 
Expected Contract Revenue: 
Average Sales Cycle: 

Other: 

SECTION 2: PLANNING & ANALYSIS 
Section 2 Comment 

2.4 Sales Channels 

_,^,. .-,^,.- PROPRIETARY'-*--" '. I- ' Item 1'-"L"Lr0010060 
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BellSouth Business 
(Large Business) 

Other: 

Small Business Services (SBS) 

3ther: 

Consumer 
Large Team 
EStore Sales Channel 
Consumer 3rd Party Sales 
Channel 
3utbound Telemarketing Sales 
2hannel 
3ther: 

Impact of offer on Sales CLannel: (Complefe this informafion in collaborafion with Sales Operations contact) 
Does the sales channel have the capacity to execute the offer during the desired launch window? Yes 
Will additional capacity be required to execute the offer? No If yes, what will the impact be? 
Will Sales channel training be required: No 
Will the offer require changes to automated sales systems and tools? No If yes, what will the impact be? 
Will a sales incentive the used in conjunction with this offer? No 
What are the the known operational risks associated with this offer? N/A 

at address these risks? 

MSAs, cities, etc. Include a list of wire centers if applicable: 

Provide the following information in collaboration with Billing Customer Account Manager 
What is the name of Billing Solution Analyst for this offer? (to be entered by Billing CAM) . What billing system will be used for this offer? CRIS 
Will CBR be used in billing of the promotion/offer for rewards? No If so: 

Are there non-CBR rewards or discounts? No 
Will there be new FIDS and/or USOCS or changes to existing FIDS and/or USOCS? No 
Will there be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Afiiliate products or services included? No 
Are Term Agreements and/or rate stabilization involved? No 
Is this a bundled offer? No 

Are there ainy billing issues associated with t h i s  program? I 
2.4 Legal 

Name of the attorney: Mirven Gilbert 
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2.5 Parity Assurance --- 
ndicaie if available for resale: Yes 
'f yes, is there a parity issue thaf requ im review by Parity Assurance PMO? No 
'f yes, forward copy of P3 to Parity Assurance PMO parity.assurance@bellsouth.com for review and comments. 

With additional discount? No 

2.6 Eligibility Restrictions 
P 

CSAs/SAs, SRFs, etc.): 
Does this offer exclude any type of product or customer? No 
If so, which ones specifically? 
Can a customer qualify for this offer more than once? Yes 
Is there a maximum reward or discount that this customer can receive? No . What time frame do the orders need to be placed in? Orders must be placed on or before December 31, 
2005. 

e 

Is there a minimum or maximum purchase required to receive this promotion? No 
If yes, minimum: maximum: 
Is there a minimum amount of time the customer must stay with BellSouth? No 
Is there any termination liability? No 
If yes, what is the termination liability? 
If yes, is it for the full amount, prorated for the time left on the cofitract? 
Are out of region customers eligible for this promotion? No 
Can this promotion be combined with any other offers? Yes 
If so, which ones? Can be combined with any offer. No current iimiation. 
If this promotiori cannot be combined with other offers, list which ones: N/A 

-1IRI 

2.7 Measuring Effectiveness - - 
low will results be measured and tracked? Be specific. 
iystem codes 

Vhich systems will be used? How will they be reported? MKlS 

Vho is responsibEe for tracking? Identify specific roles of each party involved and the hand-off points: 
u- 

lo formal trackino 

low do you plan to track leads, sales and usage: Not tracking formally 

Y ~ Q  is aesporisibie for arralysis of tracking data to determine the effectiveness of a promotion? 
-1nance 

tbiiity to track and report results IS required for ail lead generation campaigns. 
--v 

When will the results be available? Initial: Final: 

2.8 Operational Readiness Testing (ORT ) 
Engagement of ORT manager IS required at begmnmg of Planning and Analysis 

-w-- 

e Who IS the primary contact to handle the coordinatlon of activities supporting this offedpromo? (Name of 
perso!? in Seles Operatm?, Channel Support and/or Customer Care) Mark Fogus - 

Get Approvats Belore Proceeding 
II 

SECTION 3: QEVEkOP~EN'$/IMPLEMENTATlON 
-m-- -- 
~ r n S m m r ~ E n v  

Section 3 Comments 

3.1 Cornmunication Marketing Brief - Marcom 

3.1.1 internal Audience 

V670 is the internal target audience (Le. to whom are we talking) 

Sales Support 

PROPRIETARY----- ' -  - ' lteiii I'L22: 000062 , . I.. , .-.. > .,-. ?.,-e . A , ^ , . ^  
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Sales Specia!isrs 

Titles (list them): 

1u. 

usiness issues you are facing, de 

Employee awareness program 

What are the internat audience’s perceptions (positive or negative) regarding the products and the 
market in general and why: 

Perceptions: 

Describe issues facing your product or service: 

What is the business problem: 
What is t h e  bilsiness solution: 

lother: I 

I Primary messa~e: What do we want the  internal audierice to understand and do: Want a u d i e n c e  to know I that the secc\nL&,rv service charae waver is b e h Q  extended and remains BAU. 

:ternaHy directed project, how will 
m-*mfl - 

I 
If you need 2rdve~isirigimarketing communications, what is pour goal: 

I7 e 

Lisa Partners: 

Positioning Statement: 

What are “,he ctic.tamer’s perceptions (positive or negative) regarding the  products and the market in 
generah and why: 

Perceptions. 

What IS the primzy business  problem: 

What is the priinsry business  solution: 

- . . - . - . - . PROPRIETARY-- - - -  . ’ -  - ’ Ite’m 1.~22: 000063 
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Why should ?he customer s(4ect BellSouth vs. another vendor; how is it different than competitors: 

Tone (haw you say what you say): 

Other considerations: (execution considerations, special considerations, instructions) 

- 
---mm-- 

Key featUredtakaLNayS for customer: 

What issties or roadblocks might the sales team encounter: 

Product W~aknessesldFawbacks: 

M u s t  customer purchase other services to make this offer work? 

Incorn?atiSl? w:th Dthar productslservices? 

List and describe known issues andor conflicts (Channel, Product, Regulatory): 

List k y  c r l~p :+ : f c~s  

Has BetlSnuth Public ReEations been engaged: 
If yes, ere they developing a press release or white paper. 

For consistency, provide MarCom with the content you provided to the PR group: 

-m -- 
-Y- 

-DH - 
-- 

3. f.3 Partner hfoumation-External 

If this project requires invslvement with vendorslpartners external to BellSouth, who is partner and whal 
is their rulc: 

if dollars are citvning dram vendorslpartners, how much are they contributing? 

Do you h 3 - 8 ~  3 co-marketing agreement signed in addition to the business agreement? 

-mimaam m a m l m = m - - w - - w m a  

--vw!amanzmTx - . w m m f l Y I m -  

-mmw*-- 

~ l l L 9 3 . e I y ~ % . m U P d I m ~ -  

3.1.4 Media Vehicle 

Other 

3.1 -5 Delivery and Distribution Information 
~ ~ ~~ ____ ~ 

FiEl in ati imformatian that appiie:;: 
9 Exteina! Direct Mail. source of mailing list and approximate quantity to be mailed: 

*The mail list must be provided according to timeline. 
Bill Ixwk: specific instructions reqclired: 
Internet or lntranet postings: what URLs (addresses) and other specific instructions: 
Estii:-iated # of mailingiemail lists: 

a Source of lists: 
a If prel irhary MI.(IS pcll, how many can we market to? 

=-Urn&- -- 
3.1.6 P,dv,xtis,ir;glh.egaQ Information 

LaPlbBILI-IXBII'ICL. I wsaim1L7 Y m T U . B I I Z m i l B N I E P . P l f U . ~ l . I I P I -  



P3 Page 7 of 7 

/ L i s t  anv imal  notes that must be included ( e a  tariff information, material terms and conditions): I 
-LeGl languagelrestr’rctiorms provided by Legal 

What  are the iegaily trademarked names for 
Se ivice\ : 

U 1 I I P I I ( Y U B m - - = - - P - m -  

I 
~~~~~ ~ 

Date of ?SAP final ruling: 
Date Operational Readiness Testing complete: 

Dais O?zr L3~incf;e.i kto chamel(s): 12’05Q004 

Date of PCF approval: 11/04/2004 
Regiilatory filing complete: 

Launcki Da& R~WLGPJ :  
LZNJIX~, Kit pasted on website: 

I”.I_UW_ILI__1111 

PROPRIETARY*-.--- * ’ -  
^ , ^ ^  . ^ . ^ ^ I  . Item 1’22: 000065 



P3 

I 

I 

The Secondary Service Charge will be waived for residential subscribers who add or change certain services/features. 

7 .I .3 ?romoticn Specifics (Describe the offer concept in detail. Include all products that will be involved in this 
off~r!prornotion,'nundle) 
Proposed Promotion 
BellSouth plar!s to offer 

In ALIFULAIMSINCISCIGA: January 1, 2006 - December 31, 2006 

residential Secondary Service Charge waiver promotion beginning: 

Page 1 of 3 

Phone: 404-986-1076 I-Pager: feltonturner 
Phone: 404 986 1153 I-Pager: jkeeter 
Phone: (404) 829-7468 !-Pager: vmilne 
Phone: I-Pager: - 

n name: 1 QOG-Cons-Secondary Service Charge Waiver 
Extension? Yes 

nager. It must be a name 

Proposed Promotion BellSouth plans to offer a residential Secondary Service Charge waiver promotion beginning: 

In A L I F I J G A ! I A I ~ ~ S i N ~ l S C :  January 1,  2006 - December 31, 2006 

I 1.1.4 RPstrictions!Eligi5iIity Requirements I N/A 

~~~ ~ ~~ 

I IDoes every ootionlvariation of this promotion include or create a bundle consisting of a BST regulated productlservice in 

- ' Item 1'-22r OO(3066 
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combination with a non-regulated productkenice provided by BST, a BS affiliate or a non-affiliated third party? No 
Does any optiotVvariation of this promotion waive of reduce a regulated BST rateicharge ?No 
Is the promotion of regulated BST productskewices provided solelv via Cash-Back methodoloav? No 

I 1.4 Paritv Assurance ~ ~ -1 
productsiscwices. Because this prornotion is available for resale with a wholesale discount, a CLEC Notice must be posted 
This p ramothn must be available for resaie and the wholesale discount must apply to BST regulated 

on a webc;i're 45 days prior to the start of the promotion, 1 
Is there a parity issue that requires review by Parity Assurance PMO? No 
if yes, forward copy of P3 to Panty Assurznce PMO mailto Dan Fancher@beNsoufh.comfor review and comments. 

Will this oFer he available to customers sewed by both the Interconnection and Carrier Services organization and retail 
business orgsnizatrons (Small Business Servlces and/or BellSouth Business)? No 
If yes, forvvai-d copy of P3 to Krlsty Seasle@bdlsouth.com in ICs for review and comments I 

I 1.5 Product Owners 1 
Owners rg' F'rodt.ct(s)r'Scrvice(s) that are included in this offerlpromotion: 

e ertt!//afiliate(s) that isfare funding this offer. C 

d Party Sales Channel 
lemarketing Sales 

impact of offer on Sales C 
Does the  p . $ w  chmn$ ha\ 
Will additional capacity be r 

Dailv commiinicatirm Rulletirl noard 

Will ikE cffx r.xpix c h x g z :  to automate:! sales systems and tools? No If yes, what will the impact be? 
Will 3 s&s, incentive be used in conjunction with this offer? No 
Whal are the ;tie known operat.ional risks associated with this offer? FUA 
What are p i i r  mitigation plans that address these risks?N/A 

I ofkrs/promotions must be rev 
leu !s found at : http //consume 

Review Board (OCRB). The template to 

WI-IIYI 

PROPRIETARY---- - -  Item- 1-22: 000067 



PI? Page 3 O f 3  

North Carolina 
South Carolind 

M S P s  ciiies, etc. Include a list of wire centers if aoxab le :  
-.-----.,- I 

2.3 Billina 

Provide the following information in  collaboratlon with 5i l l ing Customer Account Manager 
Wha; Is ' he  r.arijc? of Billing Solution Analyst for this offer? (to be entered by Billing CAM) Vickie Capuzzo 
What billing system will be used for this offer? CRlS 
Wili CBX be iiscd in billing of the prornotionioffer for rewards? No If so: 

Ar? there non.-CBR rewards or discoufits? No 
Wi;I there be new FIDS and/or USOCS or changes to existing FlDS and/or USOCS? No 
Will t h w ?  be changes to Bill Presentation (paper bill and electronic bill)? No 
Are Af5l;ate products or services Included? No 
Are Term Agreements and/or rate stabilization involved? No 
!s this a hnd led  offer'? No 

* 

y 

a 

y 

Are ?hare x . y  t;::!ing kww associated with this program? 
If riot. urovide slatus: %/A 

2.4 Legal 

%me Dt !t,G bttorixy i.(irvei: Gilbert 

h i e  of COR B review arid concurrence: 
4Ytach a colpq oi any contract or letter of election arfected by or associated with this program. 
I I P I . P L l t & € U l W I I B i W . P t S  5 

2.5 PSAP requirements 

Ill offersip;.omo!iors invslving EST product must obtain a finai ?SAP ruling prior to launch. Click on tine following ling iink to 
m e s s  f!w P8C.P ruling request form, hnp:liepsap.bls.com/. Upon con7pletion of the PSAP request form, enter the PSAP 
'equest # st r h e  top of Section 1 of this P3 Form. 

h ide l ines  S ' D ~  updating PSAP ruiings far Offer Exteminns: 
;he DS?.!? F : Y  ?:l::i! cn offnr e-2ensions is: "nce 2n 3:iEina! rcl'ng has been issued, a simple extension of time (with NO 
ITI-iER Cii,ii\GES) aoes not require a new PSAP Ruiing. P.NY change to the original offer requires that a new PSAP ruling 
elquest be fi%G, 

2.6 Measuring Effectiveness 

Mho is ieymns;?k!\e for tracking? Identify specific roles of each party involved and the hand-off points: 
do forrn2i trz;cki:icj. 

daw do you pian to track leads, saks  and u s a ~ e :  Not ':racking formally 
\bidv to I [XK and report results is rauuired for hi! i ex i  aerieration carngaiqns. 

'JhO is ra,;poitsibk iw  analysis of tracking &:a to determine the effectiveness of a promotion? 
'ltl2'~ce 

hlhen v d l  the results oe avaiia$le?lnitial: OO/OO/OO3O Final: OO/OOlOOOO 

SECTION 3: Launch 

Section 3 Comments 

. . .-. , ,-. , _- PROPRIETARY'^'^-" " *  ' -  
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